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The Center of Planning and Economic Research was es
tablished in 1961 as an autonomous public organization. It was 
originally called the Center of Economic Research, and its 
functions included basic research in the structure, behaviour 
and problems of development of the Greek economy, as well 
as the advanced training of young Greek economists. For the 
establishment and operation of the Center, substantial financial 
assistance was provided by the Ford and Rockefeller Foundations 
and the United States Mission to Greece. 

In 1964, the Center of Economic Research was reorganised 
as the Center of Planning and Economic Research. In addition 
to its function as a research and training institute, the Center 
was assigned the following tasks by the State : (1) the preparation 
of draught plans for economic development; (2) the evaluation 
of public investment programmes and; (3) the study of short-
term developments in the Greek economy and advice on cur
rent problems of economic policy. Studies of important prob
lems of the Greek economy and of fundamental policy issues are 
published in a Research Monograph Series. 

The Center has developed a successful scholarship pro
gramme. In collaboration with foreign universities and other 
organizations, a number of the Center's young economists are 
sent abroad for post-graduate study. In addition, the Center 
organizes an annual series of seminars and lectures for the 
benefit of its own staff, and other economists and scholars. 
Many of these activities have been conducted by distinguished 
foreign scholars invited by the Center. Papers and lectures 
presented at these seminars are published in the Center's Train-
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ing Seminar Series and Lecture Series. Finally, the Center has 
established and maintains close relations with similar institu
tions throughout the world, communicating with them regularly 
on particular problems and research techniques. 

From 1961 to 1966 the Center was assisted by the University 
of California at Berkeley. The latter helped in the selection of 
foreign scholars who joined the Center on an annual basis, 
as well as in an exchange programme including visits of Amer
ican students to the Center and the enrollment of Center staff 
members as post-graduate students at American Universities. 
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It is not possible to list here all of the individuals whose co
operation—and sometimes even lack of cooperation—contribu
ted to this study. Interviews with some two dozen Greek indus
trialists and marketing executives provided basic information 
on current practices and developments, as well as opportunities 

9 



to elicit reactions to developing ideas. Public officials helped me 
to obtain and interpret data and regulations. Members of the 
staff of the Center provided specific facts, corrections, suggestions, 
arid comments. 

General discussions with Professor Peter O. Steiner, whose 
stay at the Center coincided with my own, contributed import
antly to the development of ideas and the clarification of hypo
theses. Mr. Michael Gevetsis of the Greek National Statistical 
Service became an indispensable source of information concerning 
both specific data items and relevant aspects of data collection 
and interpretation. Mr. Spyros Zeugarides, an independent 
marketing consultant, provided many valuable observations and 
corrections of emphasis. Mrs. Catherine Callergi, of the Center 
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Ρ RE F A CE 

The present volume is a study of the marking of consumer 
goods distributed through retail trade in a developing economy. 
It has set out to describe the state and the trend of the marketing 
of these products in Greece, and to assess the contribution of 
marketing activity to the process of Greek economic development. 
It is with great pleasure that the Center of Planning and Eco
nomic Research Publishes Professor Lee E. Preston's '"'•Con
sumer Goods Marketing in a Developing Economy: the Case 
of Greece". 

In analysing the present state of marketing activity, evidence 
is presented showing that — in contrast to the more common 
view that there is widespread underemployment in the distribu
tive trades in Greece — the scale of commercial employment is 
what would be expected, considering the income level and the 
degree of industrialization of the country. Taken together with 
other evidence, these suggest that the aggregate volume of re
sources in Greek marketing is approximately what might be 
described as LnormaV for the size, income, location and state 
of development of the country, although a considerable structural 
imbalance does exist within the marketing sector. This would 
imply that continued economic development will be accompanied 
by a continuing expansion of commercial employment and that 
the impact of the productivity of commercial activities on the 
entire Greek economy will not be negligible. 

In investigating the rôle of market intermediaries, the study 
reveals that wholesale dealing as a separate activity, except for 
the activities of large import-wholesalers, is underdeveloped, 
which implies high marketing costs. There is also evidence that 



costs and margins in some sections of consumer goods marketing 
may be too high, and this can be seen from the small size of the 
retail shops, with their heavy concentration in certain kinds of 
business, especially foodstuffs. The existence of controls over 
many aspects of marketing might have some effect on costs and 
margins by preserving traditional occupations, operating prac
tices and price-cost structure. 

If the inadequacy of retail merchandising and the relatively 
low level of product availability, outside the urban areas, is also 
taken into consideration, it can be seen that the current pattern 
of marketing activity is clearly inappropriate for a developed 
or even a rapidly developing country. 

The study thus indicates that the activities which contribute 
to the development process are an aggressive marketing of Greek 
products, bringing substantial results in the form of market 
growth by drawing consumer attention to Greek products, and 
thus making possible import-substitution arid the expansion of 
output. On the other hand, important marketing elements that 
must be regarded as lagging or neutral are : the favoured position 
of imported products in some parts of the distribution, the re
latively inadequate products availability and retail merchandising 
in the non-urban regions and, finally, the essentially negative or 
static impact of the various controls, including the market control 
system, which create barriers to market adaptation. 

The most important policy guideline emerging from the study 
is the need to remove the policies that prevent or retard the adapt
ation of the marketing system to changing circumstances and, 
thus, 'allow the market to operate''. Adequate financing of the 
adaptation process is also essential and this implies that the 
financing policies should be oriented toward easing the financial 
restrictions on marketing activities. 

We see this study as the beginning of a serious analysis of 
the marketing aspects of the Greek economy. Because of the time 
which has elapsed since the study was prepared and its publica
tion, some of the data and information therein are now outdated. 

It is hoped that others will continue the analysis and develop 
the various points raised, in the light of more recent information 

ELIAS Τ. Β ALO PO ULOS 
DIRECTOR 
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P A R T I 

I N T R O D U C T I O N 





CHAPTER I 

INTRODUCTION TO THIS STUDY 

This is a study of the marketing of consumer goods, parti
cularly of manufactured products and processed foods distributed 
through retail trade, in an economy at roughly the midpoint of 
the transition from under-developed to developed. These latter 
terms mean, roughly, «poor» and «rich», both as measured by 
economic aggregates and as reflected in consumption standards 
and ways of life. Greece exhibits many typical characteristics 
of countries in the midst of development, particularly the sharp 
contrast between the modern and the traditional sectors of a 
dual economy. This dualism involves not only the simultaneous 
use of advanced and primitive production technologies, but also 
— and of equal relevance for marketing — the side-by-side 
existence of urbanized and peasant life styles, sometimes even 
within the same household. 

The disintegration of traditional life styles is most sharply 
evidenced in the shift of population to urban centers, particularly 
Athens. It also implies changes in the composition of both pro
duction and consumption goods, and changes in the relative 
importance and functions of marketing institutions. The market 
replaces home production and household exchange as the source 
of consumption goods, and the character of the goods themselves 
changes as well. Appliances and ready-made clothing — to say 
nothing of motor-cars — appear as important elements in con
sumer expenditures, and food consumption shifts toward pro
cessed foods and meats. At the same time the functions of market
ing intermediaries — retailers, wholesalers, the forces of manu
facturers, and auxiliary enterprises — change substantially. 
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These latter changes occur both as a result of changes in the 
consumer product mix (appliance sales require information and 
service in a way that food sales do not) and also in response to 
new market opportunities opened up by rising incomes and con
sumer interest in quality, style, and brand identification. 

These developments occur gradually and in very different 
ways in different areas and different kinds of business. A funda
mental question about the rôle of marketing in developing eco
nomies is whether marketing agencies in general originate or 
seize new opportunities to accelerate the rate of development 
and pass its benefits on to consumers; or whether, on the con
trary, marketing agencies serve as a brake on development, 
maintaining traditional cost and demand structures, and widening 
distributive margins whenever possible. 

The latter view is extremely common with respect to marketing 
activity in Greece. It is well summarized by Professor Coutsou-
maris, who cites "the lack of a cléar-cut separation among the 
various functions of the product distribution mechanism" as a 
source of inefficiency. He also alleges the existence of high 
distributive margins which "in turn, reduces the income 
possibility and the size of the market for industrial products". 
Population pressure, unemployment, and easy entry are said 
to have "led to an excessive number of small business enter
prises in most of the product distribution and servicing se
ctors". He concludes that "the absence of an articulated and 
well functioning distributive system becomes a major deter
rent to industry's development"1. 

The general impression that Greek marketing activities are 
poorly organized and inadequately performed has been widely 
encountered in public statements and interviews. However, it 
does not appear that any attempt has been made to classify 

1. G. Coutsoumaris, the Morphology of Greek Industry, pp. 110-112. 
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the available data systematically, identify the information gaps, 
and appraise the operation of the marketing system in Greece 
within an analytical framework. This study represents such an 
attempt. Its purpose is to assemble and examine the available 
evidence in order, first, to describe the structure and develop
ment of consumer goods marketing in Greece, and second, to 
critically examine this view of the rôle of marketing activity in 
Greek economic development. Because this is an initial and ex
ploratory investigation, it is necessarily elementary and in
complete in many respects. The reason for this gap between 
intention and accomplishment is only partly "lack of data" in 
the conventional sense. There are tremendous data gaps, and 
more broadly information gaps, with respect to the structure 
and operation of the Greek economy. There are also significant 
inadequacies in the analytical framework available for the study 
of marketing problems, particularly in the context of an economy 
undergoing rapid structural change. Thus, we must simultaneously 
be concerned with both the identification of significant analytical 
relationships and with the examination of these relationships 
in a specific context. It is little wonder that a gap remains between 
the imperfect theory and the incomplete facts. 

However, the very incompleteness of both theory and facts 
is a partial justification for this research effort. By working 
toward a theory we will be guided in our search among the avail
able data and in our specification of the additional information 
required. Furthermore, by making the most of the available 
evidence we may be guided in the development of theoretical 
hypotheses. Although the two elements of fact and theory are 
not firmly joined at the end of this study, we are hopeful that 
both are in better order and somewhat closer together. We see 
this study as a beginning of a serious analysis of marketing aspects 
of the Greek economy, and we would hope that its deficiencies 
would stimulate both the development of information and sub
sequent analysis by others. 
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Particular attention should be given to the qualifications sur
rounding all of the data used in this study and presented in its 
many tables. Without exception, these data should be taken to 
represent best estimates, orders of magnitude, and indicators of 
relative importance or directions of change, rather than specifically 
accurate facts. Our own original estimates of retail sales and the 
shares of imports in certain consumer goods lines must be 
regarded with even greater suspicion. There is an almost universal 
tendency to consider published data as, at a minimum, useable 
until revised. Many of the tables shown here, however, should 
be seen as agenda for more accurate data collection and future 
research. Our justification for making such extensive use of 
available, but known to be imperfect, data is not simply that no 
alternative is open. (The alternative of treating the facts as 
"unknown" is always open). Rather, by attempting an analysis 
of the existing information, we intend to indicate the types of 
data that are required and the purposes to which they may be 
put, and thereby the criteria that should govern data collection 
and reporting. 

Relevance of the Greek Experience 

One additional point requiring attention in this introductory 
section is the relevance of this type of investigation to the study 
of marketing and economic development in general. One may 
well agree that every country or economy requires descriptive 
studies of its own characteristics as a basis for planning and 
action, and simultaneously doubt that a collection of similar 
studies of different economies constitutes a relevant set of cross-
sectional observations. Attempts at generalization invariably 
meet the response: "But this is a special case". With particular 
reference to comparative marketing studies, Prof. Reavis Cox 
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has seriously raised the question: "How justified are we in thinking 
there is anything to compare?"1 

The answer depends on whether or not the special features 
completely dominate the general, or whether there are enough 
instances of similar "special" features to constitute an inter
esting and relevant sub-class of the general phenomenon. The 
comparison of marketing systems in any detail depends on the 
latter of these possibilities. It is fruitless to search for parallels 
beyond the anecdotal level between mammy traders in Africa, 
food shops in Hong Kong, and motor-car dealers in the U.S. 
However, it may be that a few major groupings of national eco
nomics will serve to identify instances in which somewhat similar 
forces are at work. The highly developed countries of North 
America and Western Europe, for example, appear to share a 
number of common tendencies with respect to the rate and pat
tern of development of consumer goods markets. 

The developing countries appear to fall into at least two 
distinct categories. One contains these countries just emerging 
from a primitive state, in which virtually all aspects of higher 
civilization, including commercial market activities, are essentially 
foreign. Plantation agriculture, the domination of trade and 
finance by a very small number of individuals, and a bare sub
sistence living standard, based largely on household production, 
characterize such economies. The African countries present 
the most numerous cases, but there are similar economies — 
not always national in scope — in Latin America and Asia. 

A second and quite different set of forces are at work in 
the economies which are well advanced in the development pro
cess, yet still relatively poor and characterized by sharp differ-

1. Cox, Reavis, "The Search for Universals in Comparative Studies 
of Domestic Marketing Systems", Marketing and Economic Development, 
American Marketing Association Proceedings, 1965, Fall Conference> 

pp. 143-162. 
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ences between traditional and modern sectors. In this group 
would be most of the Latin American countries, Southern Italy and 
the countries of the Eastern Mediterranean (including Greece), 
India, and the Philippines, for example. These countries clearly 
differ among themselves in resource endowments, population 
problems, etc., but with respect to the development of consumer 
goods markets they appear to exhibit striking similarities. A 
careful reading of Holton's 1954 article on Puerto Rico1 suggests 
that Greek data could be substituted in it with very little change 
in the text. An analysis of marketing problems in southern 
Italy and Greece by the same author underscores these similar
ities, which are also reflected by scattered evidence from Latin 
America and Asia2. The sharp contrast between those cases, 
on the one hand, the major problems of African trade analysed 
by Bauer and Yamey3 and, on the other, the state of market 
development in Western Europe and North America, is evident 
even to the casual observer. 

This argument is meant to suggest that we are justified in 
considering the distribution of consumer goods in Greece as 
at least in principle, an activity comparable to similar activities 
taking place in some other economies. Although detailed com
parisons with the U.S. and Canada, on the one hand, or with 
the Congo and Nepal on the other, are not apt to be very instruc
tive, there is a considerable group of national and regional 
economies to which Greece represents at least a comparable 

1. R.H. Holton, "Marketing Structure and Economic Development", 
Quarterly Journal of Economics, Vol. LXVII, August 1953, pp. 344-361. 

2. R.H. Holton, draught manuscript, and the series of national market
ing studies appearing in the Journal of Marketing over the past 15 years. 
See particularly David Carson, "Marketing in Italy Today," Journal of Mar
keting, Vol. XXX (January 1966) 10-16. 

3. P.T. Bauer and B. S. Yamey, The Economics of Underdeveloped 
Countries, passim, and "The Economics of Marketing Reform," Journal of 
Political Economy, June 1954, pp. 210-235. 
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case. Thus, although we are at pains in this study to get the 
Greek picture right for its own sake, we are also concerned with 
providing a collection of information that may be useable in cross-
sectional analysis. Within the limits of our time and available 
materials, we are only able to suggest the pattern of such studies 
in the final section of Chapter 3 and in Chapter 6. 

Content of this Study 

The four substantive parts of this study are only loosely 
connected. The following chapter in Part I presents a general 
sketch of the rôle of marketing activity in economic development 
and possible functional relationships and research hypotheses. 
A definitive review of existing literature is not attempted, but 
rather a selective treatment of issues that might be particularly 
relevant to the Greek case. In Part II the available data concerning 
the distributive trades in Greece are drawn together and analysed 
in a descriptive way. The data relate primarily to the period 
1951-58, and are obviously inadequate in both currency and 
covering to characterize the present (1966) distribution structure 
of Greece. However, this analysis is an essential background for 
the consideration of more recent trends. In addition, it provides 
a benchmark for comparison with data that will subsequently 
become available and some suggestions as to how such data 
might be improved. 

Part III is concerned with the impact of government control 
on marketing activities. It is a common view that the Greek 
economy is over-controlled, or at least that the number and 
extent of control systems and government agencies is excessive 
for the tasks required and, perhaps, performed. Within the limits 
of our time and resources, we have not been able to assess the 
full impact of regulation on the operation of consumer goods 
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markets in Greece. In particular, the important rôle of govern
ment agencies with respect to agricultural production and market
ing has been almost completely neglected. However, the omni
presence of government regulations, particularly of consumer 
goods prices and price-cost margins, demands specific attention. 
We are less concerned here with the detailed structure of the 
regulatory system than with its general pattern of operation 
and, in particular, with its effects, if any, on actual price and 
margin patterns. 

It is only frank to say that we are disappointed with our cover
age of the impact of control activities on Greek marketing. There 
is not, in fact, one control system, but many; and an atmosphere 
of secrecy surrounds much of their operation. In addition, one 
is simultaneously confronted with the view that the system is 
of no effect — because market forces do not allow prices and 
margins to reach their legal limits or because the entire control 
system is evaded or by-passed by exception — and the contrary 
view that some particular line of trade is seriously hampered (or 
favoured) by the regulatory process. Our preliminary examination 
suggests that the entire network of marketing controls in Greece 
urgently requires comprehensive public description and analysis. 
The results of such analysis would, we believe, point toward the 
desirability of a considerable reduction in bureaucracy and 
increased encouragement of competitive developments, parti
cularly marketing innovations. 

In Part IV we examine some special problems and current 
developments in Greek consumer goods marketing. The first 
of these is the special importance of imported merchandise in 
Greek consumption, and the way in which imported goods of 
various types flow into the distribution system. Demands for 
imported consumer goods, especially durables, typically exhibit 
high income elasticities in developing countries, and these im
ports contribute significantly to Greek balance of payments 
difficulties. The use of imports to supplement domestic pro-
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auction possibilities, to permit international specialisation, and 
to initiate market development for new product lines is clearly to 
be encouraged. However, Greek economic development, to say 
nothing of balance of payments equilibrium, probably demands 
a shift to domestically-produced merchandise whenever market 
size and resource endowments permit.1 High tariffs and direct 
import controls have been, of course, the primary policy devices 
used to encourage this type of shift. However, high tariffs do not 
automatically bring into being domestic products of sufficient 
quantity and quality. They may in fact, work against domestic 
products by creating such price and margin structures that 
marketing intermediaries prefer smaller markets for expensive 
imported items to the market expansion that might result from 
aggressive merchandising of cheaper domestic items. The adap
tation of the domestic distribution system is a frequently over
looked aspect of increased import substitution. 

Part IV also contains a selective survey of recent marketing 
developments in Greece, based upon evidence developed from 
interviews and current periodicals. This survey cannot fail to 
be uneven, incomplete, and largely anecdotal. However, there 
does not seem to exist in Greece any available record of the 
way in which marketing activities are conducted in various in
dustries, and therefore it is necessary to give some sketch of 
existing or typical procedures in order to indicate the presence 
and potential importance of innovative forces. Our intention 
throughout Part IV is to supplement the largely formal and ag
gregative analysis of the two preceeding sections with material 
conveying some of the flavour of Greek marketing. In this con
text, evidence of marketing innovations that cannot be detected 

1. This point is stressed in most Greek development planning and re
ceives strong support from I. Adelman and H.B. Chenery, "Foreign Aid and 
Economic Development: The Case of Greece", Review of Economics and 
Statistics, Vol. XLVIH (1966, 1-19). 
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in the aggregated and no-longer-current published data can be 
presented and evaluated. 

The theoretical framework and empirical evidence are brought 
together in Part V, where an analytical appraisal of the consumer 
goods marketing system in Greece is attempted. Recommenda
tions for policy consideration, data collection, and research are 
also included here. 

It cannot be too strongly emphasized that this study is not 
titled "Marketing in Greece". The important activity of as
sembling and distributing agricultural products is entirely neglect
ed, as are the activities of exporters or foreign purchasers buying 
directly from Greek sources. The entire industrial goods sector 
is also excluded from consideration. Neither the time and re
sources devoted to this study nor the quality of available infor
mation permitted the inclusion of these important aspects of 
marketing within our framework. This more comprehensive task, 
and the integration of its results with developments in natural 
resources, transportation, manufacturing, and consumer in
comes and tastes remain on the research agenda. 
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CHAPTER Π 

MARKETING AND ECONOMIC DEVELOPMENT: 
SOME GENERAL CONSIDERATIONS 

Marketing activities convert the physical outputs of producing 
establishments into sales revenues and user inventories or satis
factions. No matter how marketing processes are organized and 
administered, they constitute a significant element in the structure 
of any economy because of their direct utilization of resources 
and their impact on other aspects of economic and social life. 

For purposes of orientation, we may view the entire economy 
as a system of inter-related markets. A very simple diagramme 
of such a system is shown in Figure 1. The boxes indicate the 
principal functional levels at which materials and services flow 
into the economy — raw material production and importation, 
manufacturing production and importation, wholesale distribu
tion (functionally separate or functionally integrated with man
ufacturing, the latter indicated by the broken-line box), and 
retail distribution. The arrows of the diagramme indicate the 
principal market flows among the functional units. 

All of the market flows directly associated with the movement 
of consumer goods into retail trade are marked with an X on 
the figure. Of course, all of the flows are inter-related in important 
ways, and the greater part of many of the marked flows does not 
relate directly to consumer goods (e.g., import of raw materials). 
Evidently, many subsidiary flow systems could be illustrated. 
The principal usefulness of the figure in its present form is to 
show the economy as a flow system operating through markets, 
to serve as a basis for gross quantification, and to establish a 
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framework within which individual analytical tasks may be 
specified and their results drawn together. 

The output measures used as indicators of economic develop
ment are composed of a number of different elements in this 
diagramme, and of additional service and imputed values as 
well. The net flow into retailing is only a portion of total output 
or even of total consumption. However, the flows of physical 
goods depicted in the figure form the basis for all subsidiary 
economic activity, and the flow of consumer goods into retailing 
constitutes the single largest element in the total. These flows 
are the primary concern of the present study. Most of the dis
cussion in this chapter would be just as applicable to industrial 
marketing or construction, but where qualifications would be 
required to make such application they are omitted. 

Marketing activities are typically highly institutionalized, and 
as a result may significantly alter the effects of basic economic 
variables: "Institutions may stimulate or impede those kinds of 
behaviour leading to economic growth by their effect on, (1) the 
direct calculation of costs and benefits; (2) relationships between 
production and distribution (output and income); (3) the order, 
predictability and probability of economic relationships; (4) 
knowledge of economic opportunities and; (5) motivations and 
values"1. With particular reference to marketing activity, Holton 
some years ago chastized "economists [who] may have carried 
their specialization to the point where they fail to recognize the 
impact of the structure of distribution on the sociological and 
cultural fabric of an underdeveloped area". Further, he noted 
that, "the economics of development is marked by a general 
lack of appreciation for the possibility of increasing per capita 
real income simply by improving the distribution system. Were 
the distribution channels in backward areas less tortuous and 

1. C. Wolf, "Institutions and Economic Development", The American 
Economic Review, December 1955, Vol. XLV, No. 5. 
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expensive to navigate, there is little doubt that more goods would 
flow through them . . . Preindustrialized areas may be . . . over
looking a means of raising living standards by producing more 
for sale within the economy simply by facilitating and cheapening 
the distribution of locally produced goods1". 

In addition to those institutional and price-quality effects, 
there is also the impact of the sheer size of the commercial sector 
as a resource-using activity. Whether the development process 
involves a change in the ratio of commercial and other tertiary 
employment to industrial or total employment — and we shall 
return to this question later — marketing occupations bulk 
large in the employment statistics of all countries and, as Galenson 
has emphasized, commerce constitutes one of the sectors of the 
economy in which many of the new jobs generated by development 
are likely to be located2. 

In general, we may say that consumer goods marketing makes 
a positive contribution to economic development when the in
formational function of acquainting potential buyers and sellers 
with new market alternatives is adequately performed, when a 
minimum amount of resources is absorbed directly in the market
ing process, when declines in import prices or domestic produc
tion costs are fully and rapidly transmitted throught the system, 
and when demand is stimulated for products with a high domestic 
growth potential and potential scale economies, or with low 
import prices. These results require, in effect, that marketing 
activity be efficient, in the fullest possible sense. The efficiency 
concept involved includes both the informational and the ex
change aspects of marketing activity, and the variety and quality, 

1. R. Holton, "Marketing Structure and Economic Development", 
The Quarterly Journal of Economics, August 1953, Vol. LXVII, No. 3, p< 
348-9. 

2. Walter Galenson, "Economic Development and the Sectoral Expansion 
of Employment", International Labour Review, LXXXVII, June 1963, p. 2. 
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as well as quantity, of products and services available. It also 
extends to the time horizon of the entire development process. 

These several aspects of the impact of marketing activities 
on the development process require brief general consideration1. 

Market Information and Product Availability 

The market mechanism serves, first of all, as a system of 
information about cost and demand. Although overt non-market 
educational efforts conducted by governments or philanthropic 
enterprises are of some importance in most societies in some 
lines of merchandise (chiefly products associated with health, 
sanitation, and nutrition), the principal sources of supply infor
mation for buyers are the representations of sellers, and vice 
versa. Thus, a major function of marketing organization is to 
make potential buyers aware of the alternative choices available, 
and to transmit information about buyer preferences backward 
through the system to sources of supply. Avertising, direct contact 
by salesmen, catalogues, and in-store displays are all part of 
this information-giving activity on the part of sellers. The obvious 
form of information-giving activity on the part of buyers is their 
choice among available product-service alternatives. However, 
these choices are limited to the range of alternatives actually 
presented and the stated conditions of sale. Some market haggling 
may modify trading conditions, but only in large-scale industrial 
buying or purchasing for large-scale retailing is it at all common 

1. Some important recent references are: R. Cox, Distribution in a 
High-Level Economy, Prentice-Hall, 1965. 

Mediterranean Social Sciences Research Council, Markets and Marke
ting as Factors of Development in the Mediterranean Basin, Mouton 
(Hague), 1963. 

R. Moyer, Marketing in Economic Development, Michigan State 
University, 1965. 

3 33 



for buyers to exercise initiative in the identification of potentially 
available product-service units. Commercial market research, by 
means of which sellers purchase information about the charac
teristics and potential market responses of buyers, is now fairly 
common in major consumer products industries in the developed 
countries. In underdeveloped countries such commercial market
ing information activities are only beginning, and for the obvious 
reason of their low profitability in small low-income, markets. 
In the absence of independent information, inferences as to 
consumer preferences may be made only on the basis of their 
market choices. Such inferences may be accepted as valid when 
the range of market alternatives includes a fair sample of the 
potentially available merchandise. However, when the range of 
choice is narrow, relative to the variety potentially available, 
then observed behaviour may become a poor guide to underlying 
preferences. 

The problem of variety and quality is particularly difficult 
in economics in the midst of the development process. Once 
the transition from a traditionalized subsistence economy has 
begun and minimum physical and social needs supplied, the 
routes of development are many and varied and it is impossible 
to follow all of them at once. This problem is most commonly 
discussed in terms of broad consumption-investment or public-
private allocation decisions, but is equally applicable to the 
choice of product-service combinations with the private consump
tion sector. Choices between domestic and imported lines of 
merchandise, between style and durability, etc., can be made 
by household consumers only on the basis of the given array of 
merchandise and accompanying information. In relatively small 
and new markets, where both the range of alternatives and the 
sophistication of buyers and sellers is limited, the likelihood of 
"wrong" choices is particularly great. 

An alert, imaginative marketing sector may provide an es
sential element in educating and adapting both production and 
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consumption to the widening possibilities made available by the 
development process. In addition, by stimulating demand for 
domestically produced products with a high growth potential 
and substantial potential scale economies, aggressive marketing 
may significantly contribute to the speed and pattern of develop
ment. Conversely, by channelling increasing demand toward 
imports or toward industries with limited domestic production 
bases, marketing agencies can convert potential development 
momentum into foreign exchange problems and scarcity rents. 

Resource use in Marketing 

A further important economic aspect of marketing activity 
is its absorption of resources that might be productively employed 
elsewhere. The traditional criticism of distribution and trading 
as "unproductive" has given way in the light of more sophisticat
ed analysis. However, the relative productivity of marketing — 
that is, the actual absorption of resources as compared to re
source requirements — remains a subject for serious study. 

The analysis of marketing efficiency in the simple terms of 
cost and volume or value assumes in effect that the "right" 
merchandise is being traded and that the "right" kind of costs 
are being incurred. The problem is simply to obtain a maximum 
amount of the output or results for a minimum amount of input 
or effort. In the classic study conducted on this basis1 the input 
factor selected was hours of labour and the output factor the 
net value of goods distributed (net of purchase cost to the dis
tributor). In other studies this index (trading volume per man 
hour) has been simplified to trading volume per worker, trading 

1. Barger: Distribution's Place in the Amercian Economy. 
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volume per trading unit, trading units per capita, or some similar 
output /input measure or indicator1. 

The use of an output /input index of efficiency tends to limit 
analysis to what may be termed a "Sectoral" approach to market
ing. That is, all wholesale establishments are assigned to a whole
sale sector, and output /input measures for this sector computed. 
The functional definition of the wholetrade, defined as all inter
mediary trading activities, whether controlled by manufacturers, 
retailers, or independent operators, does not lend itself so easily 
to this type of analysis because the required data are not typically 
available. The wholesale margin within an integrated firm is an 
imputed rather than an explicit magnitude, and the assignment 
of employee time or location space specifically to wholesale trading 
may be a matter for ad hoc and flexible decisions rather than 
systematic administration. Thus, the magnitudes involved may 
be not only unknown but unknowable. 

There are, however, some important reasons to expend effort 
on a simple output/input approach, particularly with reference 
to retailing. Retail establishments are typically sharply defined, 
and thus the danger that large amounts of activity will fall un
noticed into some other functional category is quite low. In ad
dition, crude retail data are available for several time periods in 
most countries. Therefore, it is possible to construct inter
temporal and inter-country standards by which a particular ob
servation may be appraised and interpreted. Particular interest 
attaches to the size of retailing establishments as an indicator 
of the cost /volume relationship. Although it is not universally 
true that increases in the size of retail units will be accompanied 
by scale economies, the general supposition that one- and two-
man establishments, except in high specialized activities, involve 
a substantial amount of underemployed labour and capital is 

2. Hall, Knapp and Winstein, Distribution in Great Britain and North 
America, Oxford, 1961. 
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supported by the relatively scanty data available and also by 
the pattern of change in many developing countries. 

It is sometimes alleged that the commitment of labour time 
to distribution is excessive (i.e. there is disguised unemployment) 
even in the highly developed countries. This is an hypothesis 
worth examining. However, in such an examination it is important 
to remember that a certain amount of shortrun excess capacity 
in both labour and capital is probably necessary to the functioning 
of the market system over time. The demand for distributive 
services exhibits a marked periodicity — daily, weekly, monthly, 
and seasonally — and location, inventory, and labour costs are 
considerably less flexible than some might suppose. In addition, 
unused capacity is essential to the maintenance of market choices. 
That is, if there were no unused capacity, in the usual sense, 
this would imply that every choice available was accepted by some 
buyer, that every sales effort led to a transaction, etc. The 
presence of excess capacity for the performance of direct alloca
tion or physical distribution functions is probably essential for 
the operation of markets, as opposed to strict rationing or simple 
physical distribution systems. One suspects that some of the 
alleged "efficiencies" of new marketing developments in both 
the capitalist and socialist countries involve the substitution of 
a simple allocation activity in the place of a market. 

The commitment of labour time and other resources to dis
tribution may, of course, be greatly in excess of that required for 
effective market operations and may, indeed, constitute a barrier 
to market adjustments over the longer run. Redundance of re
sources would be expected particularly in retail trade because of 
ease of entry, presumed absence of skill requirements, and the 
way-of-life aspect of the occupation. The existence in under
developed economies of large numbers of small-scale, and even 
part-time, trade and service occupations, including ambulatory 
peddlars, one-man shops, and mixed trade-service establish
ments has appeared to many to be a source of inevitable high costs 
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and inefficiency. The traditionalization of such occupations — 
which typically takes the form of a rigid functional, locational 
and price structure — constitutes a barrier to marketing innova
tion and the lowering of margins or the improvement of services. 
It is sometimes argued1 that disguised unemployment in market
ing is not clearly inferior, and perhaps preferable, to overt un
employment, and it may be true that in purely service or entertain
ment activities (e.g., shoeshine men, lottery peddlars, etc.) these 
forms of underemployment may be considered as charities 
without further economic impact. However, when underemploy
ment becomes joined with consumer goods distribution in such 
a fashion that the goods themselves may not be obtained without 
the added cost of the full support of only partially occupied 
persons, then the economy confronts the double burden of (a) 
underemployed resources and (b) reduced real purchasing power, 
and thus reduced real demand for and consumption of the con
sumer goods which are the final results of the development 
process. 

Whatever the justification for disguising partial unemploy
ment relief in the form of commercial activity, it should not be 
presumed that such relief is provided with no complementary 
commitment of capital. On the contrary, one of the easy-entry 
aspects of distribution is that the small saver may utilize his 
own resources to set up a shop or a sales agency, and under-
utilization — in the form of stores empty of customers and slow 
merchandise turnover — affects capital as well as labour. It may, 
of course, be that capital is simply transferred from small savers 
to landlords, suppliers or even customers, who then may place 
it in productive uses. However, this transfer process is neither 
rapid nor automatic, and once the resources are committed to 
the activity considerable pressure builds up to insure their pre-

1. cf. Ellis, Industrial Capital in Greek Economic Development, p. 108. 
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servation over time. Thus, the possibility of substantial under
employment of labour and capital in distributive trade cannot 
be treated as an isolated or transitory phenomenon, soon to be 
eradicated by the process of competition. On the contrary, 
available evidence from both developed and developing countries 
reveals the persistence of traditionalized occupations far beyond 
their competitive life expectancy. Traditionalization may be sup
ported by trade-administered controls, conventional attitudes 
and practices, policies of suppliers (particularly those for whom 
demand is relatively inelastic with respect to price but elastic 
with respect to the number of outlets or exposures), and even by 
government agencies. No matter how understandable their origins 
or bénéficient their purposes, these agents of traditionalization 
can scarcely avoid the parallel eifect of preserving existing ac
tivities against the force of economic change and of reducing the 
adaptability of the economy to the new opportunities arising from 
the development process. 

Marketing Costs and Prices 

The above comments have been concerned primarily with 
aggregate resource use in marketing and average effects on prices 
and real incomes. However, inter-industry and inter-product 
differences in the cost and profitability of marketing activities 
may also have substantial effects on relative prices and thus on 
all decisions in which price is a datum. The costs of marketing 
and the effects of associative and regulatory activity typically 
vary substantially among different kinds of business; and market
ing costs and margins are sometimes very high in relation to 
production expenses and final use-values of merchandise. Thus, 
changes in costs and margins due to changes in technology, 
scale, or institutional development may have important effects 
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on relative price structures and give rise to substitution effects 
with sizeable welfare implications. This aspect of marketing costs 
is most clearly indicated by the frequent studies, official investiga
tions, and formal policy actions concerning marketing operations 
in food industries in the developed countries, and more recently 
in the work of international organizations concerning agricultural 
marketing in the developing countries1. 

The structure of net marketing margins may be conceived 
in terms of the distribution of "gains from trade" — the benefits 
obtained by trading parties by virtue of an exchange between 
them. The notion is most readily conveyed by the Marshallian 
concepts of consumers' and producers' surplus. We avoid these 
terms because there are, in fact, many trading parties and most 
of them must be viewed as both producers and consumers in the 
course of a complete analysis. The measurement of the gains is 
best explained as a study of price-cost margins, with the aggregate 
margin net of purchase cost and direct expenses serving to 
measure the gain of each trading party. 

Vertical margin studies, which are quite familiar in agricultural 
marketing, generally measure the gross (revenue less purchase 
cost) rather than the net returns received by each group of market 
participants and take little account of locational costs, which 
may be very poorly reflected in accounting cost records. The 
gross margin structure is, however, a key to other parts of the 
puzzle, and from a gross margin accounting we may ask our
selves whether differences in scale, direct costs, or other factors 
might be sufficient to explain the structure observed. In addition, 
we may find other evidence of profitability for the several trading 
parties, and thereby make some judgement as to the relative 
importance of costs and profits in explaining the gross margins 
obtained. However, high gross margins and low profitability will 

1. Marketing Problems and Improvement Programmes UN Food and 
Agricultural Organization, Rome 1958. 
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go hand-in-hand in activities over-filled with inefficient enter
prises insulated from competition by public control or tradition-
alized market practices. Thus, the absence of profits alone is 
not a reliable indicator of efficiency. 

In the opposite case, where the difference between the average 
value in final use and the average cost of production and market
ing is substantial, there are substantial gains from trade avail
able to market participants. What can we conclude from the way 
in which such gains are distributed? In particular, in the context 
of a development programme, is there any reason (apart from the 
personal interest of participants) to prefer one distribution of 
gains or profits over another? Clearly, the accumulation of profits 
in any part of the marketing system may be taken either as a 
sign of efficiency or as a sign of monopoly, or both. Granting 
that in the long-run competition should result in the erosion of 
profits, an intermediate test might be, first an inspection of the 
institutional setting for obvious indicators of a monopoly position 
and, second, a consideration of the rate of expansion of output 
and capacity at the level where profits are accumulating. Apart 
from special cases due to scale discontinuities, etc., the failure 
of a profitable activity to expand can probably be taken as a sign 
that the forces of market competition are not at work. 

The optimal division of the gains from trade is a perplexing 
question in the context of an underdeveloped economy. On the 
one hand, if the purpose of economic activity is held to be con
sumer welfare, then a transfer of gains to consumers through 
the competitive process is clearly the desired outcome. How
ever, even if this long-run goal is accepted, it is not entirely clear 
that the accumulation of profits at other market levels does not 
in fact contribute more directly to long-run growth and, in the 
end, to the material well-being of the population. Producers' 
profits leading to investment and output expansion, and traders' 
profits leading to the extension of market activities, are easy 
cases in point. In addition, the accumulation of profits for transfer 
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out of the industry, either to other parts of the private sector or 
to public activities (via taxes or monopolies operated for state 
revenue) may serve an important growth purpose. Thus, it is 
not a priori obvious that one group of market participants 
should receive the gains from trade rather than another, unless 
these second-round effects are explicitly considered or income-
distribution criteria are introduced. Indeed, it is the income-
distribution criterion that underlies the acceptance of tradition-
alized trade occupations as a form of unemployment relief. 

Social and Environment Impact 

It is not possible to consider here in any detail the many 
interconnections between marketing activity and the complex 
of forces making up the social environment. Indeed, cause and 
effect are so intertwined that most of the relationships between 
economy and society appear to defy systematic analysis. How
ever, we should not omit mention of the impact of distributive 
activity on the ecology of urban areas, although our study cannot 
treat this aspect of the Greek economy in any detail. 

It is obvious that distributive activity both responds to and 
conditions the development of the space environment, parti
cularly in urban areas, Physical space that might otherwise 
be utilized for housing, other services, or open areas, is occupied 
by distributive establishments, primarily retailers, and the value 
of this space-occupancy as a convenience or inconvenience to 
society at large is a question worthy of serious analysis. No 
doubt the close proximity of distribution outlets for non-durable 
consumer goods and personal services to places of residence 
and intensive foot traffic is of great value. Other aspects of dis
tributive location may be positively undesirable. 

In addition to the physical occupancy itself, distribution 
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activity has an important impact on transportation and storage 
systems and other related services. These aspects of distribution 
lead into the areas of city and regional planning and public 
utilities studies, which are well beyond the scope of the present 
investigation. However, it is important to remember that changes 
in the structure of distribution may also imply changes in the 
physical character of urban areas and related service require
ments. These changes are easiest in urban complexes already 
undergoing transformation in the development process; once 
determined, however, the structure of the urban environment 
changes only slowly and at great cost. 

1/ 
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P A R T II 

THE DISTRIBUTIVE TRADES IN GREECE 





CHAPTER III 

THE STRUCTURE OF THE DISTRIBUTIVE TRADES 
IN GREECE 

Some Initial Qualifications 

Comprehensive analysis of the distributive trades in any 
economy is typically hampered by the wide variety of activities 
included, the wide ranges of sizes and functions of enterprises, 
and the absence of data. Our study of distributive trading in 
Greece has encountered all these obstacles. Variety of scale and 
function is, of course, a characteristic of marketing activities, 
and results from adaptation to changing market opportunities. 
In Greece, as in other countries in the process of economic de
velopment, the continuing existence of primitive market activities 
— such as peddlar trading and barter — alongside highly in
novative marketing efforts, appears to maximize the diversity 
within the marketing system. In addition, political turbulence in 
the immediate post-World War II years not only distorted normal 
economic relationships but also made it difficult to assemble 
an accurate record of actual economic conditions. 

In this chapter we present, in summary form, the basic data 
available concerning the structure of distributive trades in Greece 
and append a limited collection of similar data from other coun
tries, to provide a basis for reference. In the following chapter 
we ask whether or not the increase in retailing capacity indicated 
by the data was matched by an increase in sales, and how the 
change in retailing productivity compares with that in other sectors 
of the Greek economy. Chapter 5 presents some more detailed 
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analysis of the geography and type of the business structure of 
Greek retailing. In Chapter 6 we analyse a collection of inter
national data to identify the typical or normal relationship 
between the labour resources devoted to commerce and the level 
of economic development. The general conclusion drawn from 
this series of investigations is that the aggregate scale of the dis
tributive trades in Greece is approximately what one would 
expect from an international comparison. However, the industrial 
and geographic distribution of distributive capacity, primarily 
retailing, is uneven; the number of establishments somewhat 
large, and their size somewhat small. 

Basic Data 

Statistical data concerning the structure of retail and wholesale 
trade in Greece are available from the National Statistical Service 
only for the years 1951, 1958, and, based on a sample study, 
1962. It is generally thought that the 1951 Census reflected a 
significant amount of under-reporting, so that some of the ap
parent increase in distributive activity between the two Censuses 
is probably a result of improved enumeration procedures. The 
1962 data come from a sample study designed to provide a basis 
for an index of retail sales. The sample only covered establish
ments in municipalities and communes with 5,000 or more in
habitants, at the time of the 1961 population Census. Although 
the 1951 and 1958 Censuses were substantially identical in their 
intended overall coverage of wholesale and retail establishments, 
substantial changes were made in classification procedures and 
in the detail of reporting. The principal items reported are num
bers of establishments and of persons engaged. 

A special problem in the analysis of the statistical data for 
Greece is that much of the information is collected and reported 
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according to a category system developed in and for other coun
tries, typically more developed ones. The adoption of inter
nationally-comparable statistical reporting procedures is clearly 
to be encouraged, but it may carry a heavy cost in terms of 
inaccurate or incomplete reporting of data in individual cases. 
The most obvious examples of this problem in the Greek data 
may be found in the retail sector. The basic census data exclude 
non-establishment retailing, yet occupation data for 1961 reveal 
a total of 32,638 street vendors in the country, a number more 
than half as great as the total of all in-store salesmen and shop 
assistants, not including proprietors. 

A similar coverage problem exists with respect to mixed food 
and non-food stores and mixed retail and service establishments 
in food and beverages, both of which are quite typical in Greece 
and many other countries. The usual classification rules whereby 
establishments are assigned to categories on the basis of the 
single largest share of total sales, as estimated by the proprietor 
or census enumerator, divides these establishments between retail 
trade categories (food stores and others) and between food re
tailing and food service establishments. Many of these establish
ments fit into no single category but are in fact mixed enterprises 
involving more than one major product line or type of activity. 
Another type of retail outlet is the street kiosk which sells peri
odicals, tobacco, candy, and a wide variety of other items; in 
Greece these also serve a public telephone locations. These est
ablishments were assigned to "Retail trade: Not classified" in 
the published data for 1958. Unpublished detail (see Appendix 
A) reveals, however, that kiosks accounted for just over 10% 
of all retailing establishments in Greece and approximately 
8% of all persons engaged in retailing, a greater share than five 
of the seven separately enumerated kinds of retail business. 
Yet the fact this type of retail institution exists could not be 
guessed from an inspection of the published data. These are only 
examples of the reporting problem, and may be of no importance 
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for particular analyses. They simply indicate the care with which 
the available data must be examined and the limitations on a 
more detailed analysis. 

With respect to the wholesale data, an accurate reflection of 
underlying reality is even more difficult to obtain. In some lines 
of merchandise wholesaling is highly developed in Greece, with 
both large, specialized wholesale houses and numerous small, 
local merchants. In other lines, all intermediate market transac
tions are handled by manufacturers and the only separate whole
sale activity is conducted by importers. Although Greece has 
apparently by-passed the dominance of the marketing system by 
middlemen characteristic of many underdeveloped countries,1 

the close association between wholesaling and importing has 
important implications for the future development of consumer 
goods marketing in Greece. The diversity in size and type of 
wholesaling organizations, and the importance of wholesaling by 
consumer goods manufacturers, particularly in the Athens area, 
creates a certain ambiguity as to the meaning of census data on 
wholesale establishments. There is added uncertainty about the 
treatment of exporters and sales representatives other than 
merchant wholesalers (that is, persons who act on account of 
others but do not purchase goods on their own account for 
resale). As a result of these complications, the census wholesale 
trade data are little more than isolated facts of unknown signific
ance, and for this reason they are subjected to little analysis in 
this report. 

1. Cf., for example: "The middleman stands at the cross-roads of eco
nomic life in the underdeveloped countries, and thereby occupies an un
usually powerful position... It seems unquestionable that his exaggerated 
position arises primarily from his control of the only capital available to 
carry inventories". M.R. Solomon, "The Structure of the Market in Under
developed Economies", Quarterly Journal of Economics, IXVII (Aug. 1948). 
The Bauer and Yamey studies of West African trade also illustrate this 
middleman domination in detail. 
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One evidence of the inadequacy of census coverage of whole
saling activity is the gross disparity between the census figures 
and the wholesale transaction records of the tax authorities. 
All businesses engaged in wholesale (i.e., non-retail) sales are re
quired to file an invoice of each transaction showing the mer
chandise, value, and identity of buyer, for tax purposes. The 
reporting sellers include manufacturers, agents, brokers, im
porters, and so forth, as well as merchant wholesalers. Firms 
reporting wholesale sales in 1958 are three and one-half times as 
numerous as the number of wholesalers enumerated by the 
Census. Although we would expect some discrepancy between 
the two figures, this large difference, plus additional size data 
presented below and the results of interviews and other sources, 
suggests that the portion of total wholesaling activity accounted 
for by separate wholesale organizations is both limited in amount 
and unevenly distributed among merchandise lines. 

The basic data on distributive establishments and personnel, 
by major kind of business classifications, for the whole of Greece 
in each of the census years, is shown in Table 3-1. Differences 
in the classification systems for the two dates are both termino
logical and real, and considerably greater detail was reported in 
1958. Detailed kind-of-business comparisons between the two 
dates are thus not possible. Even in the important category of 
food retailing a major discrepancy arises from the inclusion of 
tobacco shops (kiosks) with food stores in the first year and their 
assignment to the "not classified" category in the second. Phar-

» macies were included within the "Personal goods" category in 
1951 and separately recognised in 1958, etc. (A more detailed 
tabulation of kind-of-business data in 1958 is contained in Ap
pendix A). 

A similar comparability problem exists in the geographic 
data. Total numbers of establishments and persons engaged are 
reported by census region and nomos for both years. Beyond 
this, the 1951 data contain little further geographic detail, al-
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though the 1958 data are reported in addition in total by eparchy 
and, in kind-of-business detail, for the eight principal cities. 
The 1962 data refer only to Greater Athens and Total Greece, 
and contain only a minimum of kind-of-business detail. Thus, 
cross-sectional comparisons may be made for 1958 but time 
trends in the geographic structure of trade cannot be thoroughly 
analysed. 

The gross data in Table 3-1 indicate an increase of 142.9% 
in the number of wholesaling establishments and 94.7% in per
sons engaged, and an increase of 27.74% in the number of retail 
establishments and 30.5% in persons engaged between the two 
Census years. Some perspective on these increases may be gained 
from Table 3-2, where several comparative statistics are shown. 
It appears abvious that a substantial portion of the reported 
increase in wholesaling activity is due to changes in coverage 
and more complete reporting. No other economic aggregate 
shows comparable increases for the period, and interviews have 
revealed no evidence of changes of this magnitude within the 
wholesale sector. The considerably greater increase in the number 
of establishments relative to persons engaged strongly suggests 
an improvement of coverage in 1958 to include the small es
tablishments. 

The relative increases in number of establishments and per
sons engaged in retailing over the period are almost identical, 
and the average size of establishment remained at approximately 
1.7 persons at each date. This increase of approximately 30% 
in both establishments and persons engaged in retailing, some 
portion of which is no doubt due to improvements in coverage, 
is considerably in excess of the 7.1% growth in population re
corded for the period, but substantially below the relative in
creases in gross domestic product, total consumption, and food 
consumption, (Table 3-2). 

The 1962 sample data indicates an increase of 6.4% in the 
number of retail establishments and 6.6% in persons engaged 
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TABLE 3-2 

SELECTED ECONOMIC AGGREGATES, 1951 AND 1958, 
AND PERCENTAGE INCREASE 

Wholesale Trade: 
Establishments 
Persons Engaged 

Retail Trade: 
Establishments 
Persons Engaged 

Population 
Gross Domestic Product 
Total Consumption 
Food Consumption 

1951 

8,480 
32,532 

81,965 
138,168 

7,632,801 
44,028 
40,140 
18,950 

1958 

20,600 
63,342 

104,700 
180,237 

8,173,129 
65,100 
59,983 
26,690 

% Increase 

142.9 
94.7 

27.7 
30.5 

7.1 
47.9 
49.4 
40.8 

Source: Previous Table and National Accounts. 

for the sampled areas between 1958 and 1962. The greater part 
of these increases are due to developments within Greater Athens, 
and these figures may thus overstate the increase for Greece 
as a whole. Even with this bias, the average number of persons 
per establishment in the sample data increases only to 1.9. The 
relative increases in retailing capacity are almost double the 
3.36% increase in total population estimated for the period, 
but well short of the increases of 24.11% in gross domestic 
product, 24.40% in private consumption, and 13.08% in food 
consumption (all at constant prices). 
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Position of Athens 

All aggregate data concerning economic activity in Greece 
are strongly affected by the special position of the city of Athens 
and the surrounding metropolitan area. The region of Greater 
Athens, not including Piraeus, accounted for 18.1% of the total 
Greek population in 1951 and 22.1% in 1961. It is the major 
industrial and trading centre, and it enjoys a level of income 
and a state of economic development that contrasts sharply with 
that of the rest of the country. 

The importance of Athens in the distributive trades of the 
country arises both from its rôle as a centre of marketing act
ivities and central business offices and from its sheer bulk in the 
aggregate statistics. The relative importance of Athens in wholesale 
and retail trade establishments and personnel may be observed 
in Tables 3-3, 3-4 and 3-5. Table 3-3, based upon Census data, 
shows that in 1958 Greater Athens accounted for 40.5% of 
all wholesale establishments and 51.8% of persons engaged in 
such establishments in the whole of Greece. The figures for 
retailing are substantially lower — 25.7% and 30.9%, respectively 
— but vary significantly among types of business. As would be 
expected, the incidence of food retailing in the metropolis most 
closely approximates the concentration of total population there. 
In contrast, regarding all types of consumer hard goods, Athens 
accounts for a substantially larger share of establishments and 
employment. Indeed, its prominence in hard goods retailing is 
comparable to its relative position in wholesaling. The average 
size of establishments is also greater in the capital than in the 
rest of the country: 3.9 as compared to 2.5 persons per establish
ment in wholesaling and 2.1 as compared to 1.7 persons per 
establishment in retailing. 

The importance of Athens as a wholesaling centre is probably 
best illustrated in the tax data covering all types of wholesale 

56 



Ü 

α 
ω 

Η η « » η 
vi σ\ r·- ^t —•" 
VO "3· VI V) r-

H ο * in w g co rt 
•* Tf vo -< t^ Ο <—ι CO 
^ τί r- -^ >--„ "Ì, Ό» "">„ 
rt co" co ,-T ri σ\ ** ο 

PH ε 

m 

00
 Ί 1 ^ "ì ̂  

•̂  rf ci Ö <-i fî> 
|s Kl ΐ * M « 

—π Tf co 
r- es es 
VO "O O 

VO* »-Γ of 

^H Ο co 

fcû 
C 
ω 

• * 

S 

σ\ h; •* Ν >η O 

rf © es vi co r; 

n in rt ̂ · Ν ^ 

t- VO Tf ON Vi VD 
Ν w r- ̂  ο n 
©^ <o ι> σ\ -Η "ì, 
ce co ri" H-T ^2 

ε 
43 

es σν 
vi vi 

QJ 

ι-* —* co ο TT 52 

vi o\ r- rs co •* 
r ì , ̂  ^1> er> tn « 
CS i-i »-Γ r-

Ü 

00 VO C» Tf 00 <s 
\0 f~ co m f- vo 
ο σν_ "\ ©^ oo ©^ 
ΓΝΓ VO VO ri co co 

ro ce vo 

ε 
43 

w 

CN cs vi vo oo vi σν 
es r-i σν ο ο «s 
σ\ οο ι-« οο οο co 

co 

"Ι 
(Λ 

(3 

'S 
SH 
cd 

ο, 

* 
Ο 

00 
Τ3 - * 
ο 3 
ο "C 

,_, CS 

VO 

0 

43 3 
e"2 
ε Ρ 
05 U 
Ο Û. 

_ Γ Ö 

s .a .y ω 
e >% 3 43 

8-a 
<s ce ε s 
S3 £ 

43 S 
PH a 
es 
es 
VO 

a 
1) 

1 0 
ο 

00 

on 

« υ 
« 3 

O073 
C Ο 

!£ 
ο 

οο 
ω 

SH 

a 
JH 

-SH 

χ - ο 

Η es 
co 
CS 
ι—ι 
vo 

C-) 

00 

3 

y3 

T3 
e 
cd 

i ) 

3 

'2 
c 
3 

tu 
· < * • 
CS 

VO 

co 

cd 

T J 

ed 

V i 
CN 

VO 

oo 

υ 
£ 

co 

" υ 

V 
SH 
Ο 

ο 

e 
y! 
SH 

cd 

υ 
V) 
CS 

VO 

ε 
3 

"ο 
SH 

"S 
α 

-α 
c 
cd 

ο 
u 

Ρ 
OH 
r~ 
es 
vo 

es 

Ό 
ω 

t e 
'Lo 
en 

"ο 

Ο 

Ζ 
00 
CS 
i-Η 
VO 

s s 
^ l i - I " £ 

-S 
ο 
H 

U 

I 

ο 

to 



TABLE 3-4 

NUMBER OF WHOLESALE TRADERS AND SALES 
1958-64, ATHENS AND TOTAL GREECE 

1958: 

1959: 

1960: 

1961: 

1962: 

1963: 

1964: 

Athens 
Total 
% Athens 

Athens 
Total 
% Athens 

Athens 
Total 
% Athens 

Athens 
Total 
% Athens 

Athens 
Total 
% Athens 

Athens 
Total 
% Athens 

Athens 
Total 
% Athens 

Number of 

Wholesalers 

29,658 
71,823 

41.3 

31,474 
76,380 

41.4 

32,630 
79,426 

41.1 

33,450 
81,360 

41.1 

33,810 
81,672 

41.4 

35,180 
88,803 

39.6 

39,746 
94,189 

42.2 

Sales Volume 

(mil. Drs.) 

41,060.9 
65,295.5 

62.9 

41,325.3 
66,006.3 

62.6 

48,871.6 
65,405.8 

64.8 

53,409.1 
80,920.2 

66.0 

58,834.4 
88,883.8 

66.2 

65,704.6 
99,514.5 

66.0 

77,570.3 
114,576.3 

67.7 

Index (1958-59=100) 

Number 

96.71 
96.92 

103.28 
103.08 

106.40 
107.18 

109.07 
109.79 

110.25 
110.21 

114.72 
119.83 

129.60 
127.10 

Volume 

99.67 
99.46 

100.32 
100.54 

118.64 
114.85 

129.65 
123.24 

142.82 
135.37 

159.50 
151.57 

188.30 
174.50 

Source: Statistical Studies Section, Mechanical Taxation Service. 
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TABLE 3-5 

LABOUR FORCE AND OCCUPATION DATA, 1961 

Code No. and Description Greece 
Total Greater 

Athens 

Total Labour Force 3,638,601 706,334 
Labour Force excluding Agriculture, Military 
and unclassified workers 1,547,334 645,107 
3 Sales Workers 221,956 88,577 

30 Working Proprietors 115,406 38,767 
3010 - Wholesale 
3020 - Retail 

32 Commercial travellers & Mfg's agents 
33 Salesmen, shop assistants etc. 

3310 - Salesmen and Shop assistants 
3320 - Street vendors 
3390 - Other 

16,865 
98,541 

8,179 
91,011 
56,996 
32,638 
1,377 

6,474 
32,293 
5,002 

41,249 
27,376 
13,311 

562 

sellers (Table 3-4). These data show that Athens accounted fo-
about 40% of all reporting establishments and over 60% of all 
reported sales during the period 1958-64. The data further sug
gest some tendency for this concentration to increase. The 
realtively larger sales size of wholesale sellers in Athens, which 
include many manufacturers, as compared to the rest of the 
country, is evident. The increase in the total value of wholesale 
transactions over the period is in part due to price increases, 
of course, but a crude adjustment utilizing the wholesale price 
index indicates a rise of more than 50% in real terms. 

Additional insight into the special position of Athens may 
be gained from labour force and occupational data derived from 
the population census of 1961 (Table 3-5). Although only 19.4% 
of the labour force of Greece resides in Greater Athens, it con
tains 39.9% of all sales workers, 33.6% of all propietors inwhole-
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sale and retail trade, and 48.0% of all salesmen and shop as
sistants in Greece. It may be noted that there are some discrep
ancies between the establishment census (1958) and population 
census (1961) data with respect to sales workers, and in the op
posite direction from that which would be anticipated on chrono
logical grounds alone. The total of proprietors, travellers and 
agents, and salesmen and shop assistants in 1961 (181,958) is 
substantially less than the total of persons engaged in wholesale 
and retail trade in Greece in 1958 (243,579). Some of this differ
ence is undoubtedly due to the classification of trade establish
ment employees elsewhere — e.g., as transportation workers, 
clerical workers, general labourers, etc. Some portion may also 
be due the inclusion of part-time working family members, par
ticularly women, in the establishment census but not in the oc
cupation data. 

An additional observation of importance is the tendency for 
retailing activity in Athens to expand more rapidly than in the 
nation as a whole. For example, the special survey results in
dicate that the number of retail estblishments in Greater Athens 
increased by 9.1%, and persons engaged by 11.8%, 1958-62. 
These figures compare with increases of 6.4% and 6.6% for 
all towns with a population of over 5,000 and also with an est
imated increase of 8.2% in population for the capital over the 
same period. 

Comparative Data for Other European Countries 

International comparisons of marketing activities are neces
sarily limited by the relevance of definitions and concepts as well 
as by differences in classification procedures and absence of 
data. However, a few pieces of comparative data concerning 
marketing structure in other European countries are available, 
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and a brief attempt to place the Greek data in this context seems 
worthwhile. The major sources of this data are a group of OEEC-
OECD publications1 and a compendium of studies published under 
the auspices of the American Marketing Association.2 

Estimates of the contribution of the principal sectors of 
economic activity to total domestic product have been made for 
the whole of Greece and the statistical regions for the years 
1958 and 1962 by the staff of the Ministry of Coordination. 
In this analysis, Commerce is defined to exclude both banking, 
insurance, etc., and transportation and communication. It thus 
consists almost entirely of retail and wholesale trade activities. 
The resulting estimates for the share of Commerce, narrowly 

1. 1) The Economic Performance of self-service in Europe OEEC, 
I960, 2) The Consumer's Food-buying habits, OEEC, 1958, Project No 169, 
3) Productivity in the Wholesale Trade OEEC, 1956, Project No 153, 4) Pro
ductivity in the Distributive Trade in Europe, Wholesale and Retail Aspects, 
OECD, by James B. Jefferys, The National Institute of Economic and Social, 
Research. 

Comparative data presented by Oiva Rydeng in his report "Marketing 
Problems of Greek Products", Greek Productivity Centre 1964, did not, 
unfortunately, prove useable because of the absence of sources and the 
presence of inconsistencies with other observations. He reports an average 
of 84 inhabitants per retail store for Western Europe and a comparable 
figure of 101 for Greece. However, the 1958 figure for Greece computed from 
Census data would be 78, and his observations with respect to Greece-Europe 
comparisons thus reversed. His observations with respect to the relatively 
small size of Greek shops are, however, confirmed by our data. He cites l.7 

persons per shop in Greece as compared to 2.7 in Western Europe, and 
also presents sales per store and per person engaged in U.S. Dollars, which 
show Greek retailers to be the smallest by far among 11 other European 
countries. We have been unable to confirm the accuracy of these latter data 
but their pattern is plausible in terms of our own findings. 

2. Robert Bartels, Ed., Comparative Marketing : Wholesaling in Fifteen 
Countries, Irwin, (Homewood, 1963). 
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defined, in the Gross Domestic Product were 11.8% in 1958 
and 11.0% in 1962. Comparative data for six other European 
countries for 1952 (Table 3-6) indicates that these figures lie 
toward the middle of the range of values. 

The counterpart of somewhat excessive numbers is, of course, 
small size. Thus, the average of fewer than two persons per retail 
establishment in Greece appears to be a low figure among coun
tries for which comparable data is available. Great Britain and 
the U.S. show averages of about 5 persons per retail store, 
and even Italy is above two, if itinerants are excluded.1 In whole
saling, 86% of Greek establishments engaged fewer than 5 per
sons in 1958; no other country included in the OEEC-OECD 
studies shows so heavy a concentration in the small size outlets.2 

A sharp contrast between the structure of retailing in more 
and less developed European countries is provided by some
what more detailed data available for France and the United 
Kingdom, circa 1953 (Table 3-7). Food and beverage establish
ments accounted for less than half of all retail outlets in the 
U.K. and 54% in France, whereas they accounted in 1958 for 
more than 60% of all retail outlets in Greece. Conversely, textile, 
clothing and footwear establishments are roughly twice as nu
merous, relative to all types of retailing, in the two more developed 
countries. 

The number of distributive estabishments in relation to pop
ulation in Greece is relatively high by developed country stan
dards. The total of retail and wholesale outlets per 1,000 popula
tion is 15 in Greece, as compared to 12.5 in the U.S. and 11.4 
in Great Britain. However, Italy has 21 distributive outlets per 
1,000 population, and even if the itinerant retailers are eliminated 
—an appropriate adjustment for comparison with Greek data— 

1. Carson, op. cit. 
2. Production in the Wholesale Trade, op. cit., 
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TABLE 3-6 

CONTRIBUTION OF DISTRIBUTIVE SECTOR TO 
NATIONAL PRODUCT, 

GREECE AND EIGHT OTHER COUNTRIES 

Product of Retail 
and Wholesale 

Country Year Trade as Percent 
GNP or GDP 

Austria 
Denmark 
West Germany 
Netherlands 
Norway 
United Kingdom 
Turkey 
Finland 
Greece 

1952 
1952 
1952 
1952 
1952 
1952 
1958 
1959 
1958 
1962 

9.0 
15.0 
8.4 

11.2 
12.5 
12.2 
7.4 

11.9' 
11.8 
11.0 

Source: Production in the Distributive Trade in Europe, p. 12, Bartels 
p. 23 and 62, and Ministry of Coordination. 

the ratio would be about 15 per Ι,ΟΟΟ2. Retail data for the Scan
dinavian countries around 1950 show Norway, Sweden and 
Denmark to have 11-12 retail stores per 1,000 population, com
pared to Greece's 12.5 in 1958. Finland, with a much more con
centrated marketing structure, has only 8 retail stores per 
1,000s. 

The relatively high incidence of food outlets in Greece is 
also indicated by the data for five other countries shown in Table 
3-8. Although the importance of food and beverages in household 
consumption in Greece is not high in comparison with Austria, 

1. Includes banking and insurance. 
2. David Carson, "Marketing in Italy Today", op. cit., p. 12. 
3. Bartels, op. cit., p. 26. 
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TABLE 3-7 

RETAIL ESTABLISHMENTS, BY TYPE OF BUSINESS, 
FRANCE, UNITED KINGDOM AND GREECE 

France (1952?) United Kindgom (1950) Greece (1958) 
No % No % No % 

Food & 
Beverages 401,700 54.1 256,046 47.3 64,232 61.3 
Textiles, 
Clothing 
Leather & 
Footwear 121,750 16.4 89,046 16.4 8,522 8.5 
Other 219,340 29.5 196,629 36.3 31,546 30.2 
Total 742,790 541,721 104,700 

Source: Productivity in the Wholesale Trade, Annex I, p. 128 and 134. 

Germany, or Italy in the years shown, the ratio of food outlets to 
population is larger by approximately half than that for those 
countries. This may be partially explained by the lower density 
of population, but the Greek figure is also high compared to that 
of much less dense Norway. Only the Netherlands among these 
five countries shows an incidence of food retailing activity com
parable to that for Greece. 

Conclusion 

These comparisons are admittedly spotty, and the data are 
of varying quality and cover different periods. However, taken 
at face value they indicate that marketing outlets in Greece are 
only slightly more numerous in relation to population, and cor
respondingly smaller in terms of personnel, than those in the 
more developed countries. In addition, it appears that Greek 
retailing is relatively concentrated in food lines, by developed 
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TABLE 3-8 

SELECTED DATA ON FOOD DISTRIBUTION AND 
POPULATION, SIX COUNTRIES 

Country & 
year 

Austria 
Germany 
Italy 
Netherlands 
Norway 
Greece 

Food establishments 
1,000 population 

1953 
1950 
1951 
1956 
1953 
1958 

5.6 
5.4 
5.5 
7.6 
5.8 
7.9 

Food a s % o f Population density 
expenditures (year) 

49.9 (1954) 
47.4 (1954) 
57.8 (1954) 
34.5 (1954) 
38.8 (1954) 
41.4 (Urban 

1957-58) 
42.9 (Non-urban, 

1963-64) 

per km2 

83 
202 
158 
328 

10 
62 

Source: The Consumer's Food-Buying Habits, pp. 21-23, and National 
Statistical Service. 

country standards. These differences, however, do not suggest 
a large-scale problem incapable of solution, but rather are a 
measure of the state of Greek development as compared to other 
countries. 
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CHAPTER IV 

THE TREND IN RETAIL SALES 

The previous chapter indicates that the number of retail es
tablishments and personnel in Greece has expanded considerably 
more rapidly than the population since 1951, but less rapidly 
than the national product and total consumption. The average 
size of retail establishments has changed only slightly, if at all, 
according to these data. It remains to be seen, however, whether 
the sales size of establishments has changed substantially — that 
is, whether the sales productivity of retail outlets and retail 
workers has increased or decreased. 

In order to examine this question, it is essential to obtain 
some estimate of the total real volume of retail sales over this 
period. Rising levels of income and expenditure throughout most 
of Greece, the appearance of new types of goods in the retail 
market, and the transfer of consumption into the trade sector 
from the subsistence or barter economy would all account for 
an expansion of retail sales. However, the stability of the average 
number of personnel of retail establishments, the apparent 
maintenance of wide retail margins for many types of merchan
dise, and the ease of entry into many types of retailing activity, 
leave open the possibility that the productivity of Greek retailing 
has changed little over the period. Even if some increase in real 
sales per establishment or per worker is presumed, the amount 
of increase is a matter of considerable interest. 

There is no available index of retail sales in Greece, or in any 
location or kind of business, for the entire period with which we 
are concerned. For 1959-62 there is an index of retail sales com
piled by the Bank of Greece, and beginning in 1963 there is an 
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index of retail sales prepared by the National Statistical Service. 
These two indices serve as a check on each other and also on 
the appropriateness of our own estimation technique; they there
fore require brief description.1 

The Bank of Greece index included a sample of retail stores 
in Athens, Piraeus, Salonika, Patras, Herakleion (representative 
of the two towns with 55-88 thousand inhabitants) and Kavalla 
(representative of the 9 towns of 30-55 thousand inhabitants). No 
smaller towns were covered by the index. Stores were randomly 
selected for the sample, but participation was determined by 
voluntary cooperation. Stores represented were principally 
downtown, larger, and well organized. Additional data were used 
to cover retail items, such as bread and tobacco, not traded 
through these stores. Both a simple value index and a volume 
(deflated) index were prepared. A complete description of this 
index is contained in the Retail S ales Index of Main Urban Centres 
(Bank of Greece, Athens, 1963, Series of Special Studies, No 2). 

The index of retail sales prepared by the National Statistical 
Service has now supplanted that of the Bank of Greece. This 
index is constructed from a sample of stores selected from the 
towns and cities of 5,000 and more inhabitants (1961) on the basis 
of the special survey of 1962, referred to previously. The index 
begins only in 1963 and only a simple value index is prepared, 
thus it is not possible to make any direct comparison between 

ι One additional piece of information concerning retail sales in Greece 
proved unuseable. The 1955 Statistical Yearbook of Greece published some 
data collected in the 1951 census and purporting to show the total of retail 
sales for enumerated establishments in 1950, (Table 150, p. 279). Unfortun
ately, the figure reported there is Drs. 2,408,889,879, which is far too small 
to be taken seriously as even a rough estimate of total retail sales. (It would 
yield an estimate of less than Drs. 2,500 (roughly $85) per month in gross 
sales per retail establishment). Apparently data for the relatively small 
(but unknown) number of establishments that reported sales data as requested 
on the census form was published without appropriate qualification. 
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this index and our own estimates of the real change in retail 
sales over an extended period. Details of the selection of the 
sample and construction of this index are contained in the Monthly 
Statistical Bulletin, Vol. IX, No. 9, Sept. 1964. 

Our estimates of the trend in the volume of retail sales are 
based upon the data for personal consumption expenditures as 
reported in the National Accounts. From these data, the follow
ing "retailable" categories were selected: 

(Food 
Beverages 
Tobacco 

2. Clothing - Footwear and other personal effects 
2 f Furniture, furnishings and household equipment 

1 Household operation 
4. Personal care and health expenses. 
Two adjustments were required of these data: (1) removal 

of the service and non-retail element of consumption from them, 
such as personal household service, consumption of home-
produced foods, etc., (2) addition of elements of retail expenditure 
submerged in other large nationa laccounts categories; for exam
ple, motor vehicles, petrol, books and newspapers, etc. Factors for 
accomplishing these two adjustments were computed from the 
Urban Household Survey (1957-58) and the Semi-Urban and 
Rural Household Survey (1963-64)1. Estimates of the fractions 
of consumption passing through retail trade for each consumption 
category and group of households were combined to yield an 
aggregate estimate of the fraction of total consumption in each 
category passing through retail. These decimal fractions were 
multiplied by the National Accounts figures and the totals sum
med for each year. The details of these calculations are explained 

1 "Household Survey. Carried out in the urban areas of Greece during 
1957-58", National Statistical Service 1961 : and "Preliminary Report on 
Greece", National Statistical Service, 1965. 
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in the Appendix to this Chapter. The resulting series are 
shown in Table 4-1. 

An index of this estimate, computed on the basis of 1958-
59 = 100 was then prepared. In fact, two different 1958-59 base 
indices were made, one for the period 1951-59, using constant 
1954 prices, and one for 1958-65, using 1958 prices. (Additional 
estimates were required for the 1963-65 data, for which official 
detailed series are not available at the time of this writing). 
The 1958 and 1959 index values were then averaged to yield a 
continuous series. The result is shown in Table 4-2. 

This procedure seems the best available under the circum
stances, although there are obvious inadequacies. Chief among 
them, aside from reliance on the indirect evidence of the National 
Accounts data as the fundamental basis of estimation, are: 

(1) the necessary price adjustment in the non-urban expen
diture data; 

(2) the assumption that the ratio of urban to non-urban 
consumption per household remained constant over the period; 

(3) the assumption that consumption patterns, and part
icularly the share of household consumption passing through 
retail trade, remained constant over the period for each group of 
househoeds. This last is particularly significant for the non-
urban households, for whom the share of retail purchases in 
total consumption probably increased substantially over the 
period. As a result of this factor alone, there is probably a stronger 
upward trend in retail sales than our estimate shows. 

However, the results of our estimation procedure are not 
inconsistent with other information. Our estimated total of retail 
purchases amounts to 61.1% of total consumer expenditures 
in the national accounts in 1951, 58.9% in 1958 and 58.2% in 
1962. These are plausible figures, and the slight decline is con
sistent with a relative expansion of housing and other service 
consumption over the period. In Table 4-2 our estimated sales 
index is shown along with a similarly-computed index of Gross 
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TABLE 4-2 

INDICES OF RETAIL SALES & 
OTHER ECONOMIC AGGREGATES, 1951-62 

Gross Na- Retail Sales R . ., 
tional (1958-59-100) uSSZ Pers· En& 

Year Income Population csiaos. 
1958-59 fiank of Our (1958=100) 
_100 Greece Estimate v ' 

1951 65.20 93.07 68.9 78.3 76.7 
1952 64.91 94.12 71.6 
1953 73.82 95.15 76.2 
1954 76.67 96.09 82.1 
1955 82.41 96.96 84.6 
1956 87.55 97.75 89.3 
1957 95.56 98.54 94.0 
1958 97.64 99.48 99.1 100 100 
1959 102.38 100.52 100 100.9 
1960 105.80 101.36 104 103.9 
1961 118.92 102.22 109 113.9 
1962 123.04 102.83 117 118.5 106.4 106.6 
1963 134.17 103.21 127.1 
1964 145.84 135.9 
1965 141.7 

Source: Appendix to this Chapter, National Accounts, National Statisti
cal Service and Bank of Greece. 

National Income and Population, the Bank of Greece retail sales 
index, and indices of the numbers of retail establishments and 
persons engaged for the available date. Our estimate compares 
favourably with the Bank of Greece index for the four years in 
which they overlap. Both indices rise more rapidly than the index 

1. On a 1959 base, these subsequent index values are as follows; 1960-
103.0; 1961-112.9; 1962-117.4. 
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of population increase, although both lag behind the rate of 
growth of national income. 

The very important point emerging from the table is the 
contrast between the rates of change of retail sales, on the one hand, 
and establishments and persons engaged, on the other. Our 
estimated sales index increased over 8 percentage points 
more than the index of retail establishments and almost 7 per
centage points more than the index of retail personnel from 
1951-58, and approximately 13 points more than either during 
1958-62. As a result, estimated sales (in constant prices) per 

establishment or person engaged increased something like 11 % in 
1951-58 and something like 25% in 1951-62. Thus, in spite of the 
failure of the size of retailing units (in terms of personnel) to 
increase significantly over the period, there appears to have been 
an expansion in retailing output per unit and per person in real 
terms. 

The increase of 25% over the longer period, the most favour
able result obtained, amounts to an annual rate of increase of 
approximately 2%. If we assume therewere no substantial changes 
in average margins over the period — a matter of which, alas, 
we have no substantial evidence — this may be taken as an est
imate of productivity change. The 2% per year rate is lower than 
the productivity growth of 2.9% per year estimated for the entire 
commerce sector (retailing, wholesaling, banking and insurance) 
for 1951-61, and much below the 6.5% rate estimated for man
ufacturing, or 4.6% for agriculture, estimated for the same period. 
The average annual rate of productivity increase for all sectors 
for 1951-61 is estimated at 4.8%.1 The 2% figure, however, is 
not low compared to estimates of productivity change in dis
tribution in other economies, notably the U.S. Based on rather 
more sophisticated data and estimation techniques, estimates of 
productivity change in U.S. distribution have ranged from about 

1. Five-Year Economic Development Plan, 1965, Table 8.5, p. 93. 
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TABLE 4-3 

ESTIMATED RETAIL SALES IN CURRENT PRICES, 1960 
(million Drs.) 

Category 

Food, Beverages & Tobacco 
Clothing & Footwear 
Furniture and Household 
Personal Care & Health 
Subtotal 
Other (.07772 X subtotal) 
Estimated Retail Sales 

National 
Accounts 

Figure 

41,670 
12,162 
6,280 
1,850 

Factor 

.6733 

.9257 

.8446 

.4301 

Estimate 

28,056 
11,258 
5,304 

796 
45,414 

3,530 
48,944 

Source : National Accounts and Appendix to this Chapter. 

1% per year (1929-49, Barger) to 2% per year (1929-53, Ken-
drick). A more recent estimate for food wholesaling and retailing 
only yields an estimate of 2.8% per year, 1929-58.x 

Our conclusion is that there has been some real productivity 
increase in Greek retailing over the period, but that the rate of 
increase has been relatively slow compared to other sectors. 
Of course, this is a gross conclusion based upon the estimated 
total value of sales in constant prices, not upon value added or 
margin data which would be more appropriate. In addition, 
our finding rests on the many different sources of data, and the 
many different adjustment and estimation procedures, used in 
our calculations. However, many of these factors—particularly 
our probable over-estimate of non-urban retailing in the early 
years — would be inclined to underestimate the rate of increase 
in sales. Whether the growth in sales per establishment or worker 

1. W.H. Waldorf, "Labour Productivity in Food Wholesaling and 
Retailing, 1929-58", Review of Economics and Statistics, XLVIII (February 
1966) 88-93. This article reviews other measures of marketing productivity 
in the U.S. 
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was as great as might have been achieved, and whether retailing 
costs and margins remain excessive in spite of these changes, 
remain questions for subsequent analysis. 

Some interest attaches to the Dollar volume of retail sales 
in current prices in more recent years, particularly in 1960, 
the year for which an input-output table is in preparation. We 
have therefore applied our method and factors to the current-
price consumption figures for that year, with the results shown 
in Table 4-3. Our specific estimate is Drs. 48,944 million, and we 
would thus surmise that other estimates in the neighbourhood 
of Drs. 50 billion for retail sales in 1960 are not far in error. 
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APPENDIX TO CHAPTER 4 

Derivation of Retail Sales Estimates 

The retail sales series shown in Table 4-1 was derived from 
the consumption data published in National Accounts of Greece, 
1948-59 and 1958-64. The Drachma figures are estimates of 
the portion of total consumption in the selected categories passing 
through retail trade in each year. The four principal categories 
utilized are as follows: 

Food, Beverages and Tobacco (National Accounts categories 
1, 2, and 3); Clothing - Footwear and other personal effects 
(category 4); Furniture, furnishings and household equipment; 
Household operation (categories 7 and 8) 
Personal care and health expenses (category 9) 
In addition, other items of retail expenditures incorporated 

in larger consumption categories were estimated as a fraction of 
total retail expenditures on the above four classes of merchandise. 

The decimal fractions applied to the national accounts data 
to obtain the estimates were developed from the following formu
la: 

S * = S i U C u t ( ^ ) + S i R C R t Ä 
it v Ν h v Ν h. 

Sit is the decimal fraction for consumption category i in year 
t, and the other symbols are defined as follows: 
Siu and SiR, shares of household consumption in each category 

i purchased through retail trade by urban (U) 
N u N R and non-urban (R) households, respectively; 

~̂N~ t a n ^lsTt 'fr a c t i° n s °f urban and non-urban population in 
the total population of Greece, year t. 

Cut and CRt, index of per family consumption for urban 
and non-urban families relative to average con
sumption for all families, year t. 
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The share estimates (Si) were obtained from the household 
surveys for 1957-58 (urban households) and 1962-63 (semi-
urban and rural households). Reported average consumption 
per household in each of the four principal categories was compu
ted, and non-purchased and non-retail consumption deducted. 
The remainder was expressed as a decimal fraction of the total. 
The derivation of these estimates is shown in Tables A-l and A-2. 

Number of the population in communities of 10,000 popula
tion and over at the time of the 1951 census and in these same 
communities in 1961 were computed from the Statistical Yearbook 
of Greece, 1964, Table 11:9. A linear trend was used to project the 
shift of population from non-urban to urban locations by years. 

The indices of household consumption were computed from 
the household survey data by adjusting the average weekly con
sumption figures (in Drachmae) for the non-urban families back 
to a 1958 price base by means of the most nearly appropriate 
price index, (Table A-3). Then each of these Drachma figures 
was weighted by the relative share of urban and non-urban resi
dents in the total population for each year and an average house
hold consumption figure for the entire population computed. The 
reported consumption for each group of households was then 
expressed as a decimal fraction of this average. Note that these 
values changed from year to year not because of the change in 
the household consumption figures, for which we had only the 
single observation for each class of households, but because the 
overall household average changed as the relative size of the 
urban population increased. 

It was possible to simplify the computations so that interme
diate steps were combined and the S* estimates produced directly. 
These estimates are shown in Table A-4. Applied to the national 
accounts data, they yield the results in Table 4-1. An example of 
their application in 1960 is shown in Table 4-3. 
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TABLE A-3 

AVERAGE HOUSEHOLD CONSUMPTION, DRACHMAE PER WEEK 

Category 

Food, Beverages, Tobacco 
Clothing, Footwear 
Household Furniture, 

Supply and Equipment 
Personal Care and Health 

Total 
Other 

Grand Total 

Urban 
Households 

422.3 
113.2 

56.9 
43.1 

635.5 
28.0 

663.5 

Non-Urban Households 

1963-64 1958 
prices prices 

338.2 307.5 
75.9 75.9 

44.2 44.2 
26.5 24.1 

484.8 451.7 
51.5 47.5 

536.3 , 499.2 

Source : Previous tables. 

TABLE A-4 

ESTIMATED FRACTIONS OF CONSUMPTION 
EXPENDITURES PASSING THROUGH RETAIL TRADE 

Years 

1951 
1952 
1953 
1954 
1955 
1956 
1957 
1958 
1959 
1960 
1961 
1962 
1963 
1964 
1965 

Food, 
Beverages, 
Tobacco 

.6581 

.6595 

.6606 

.6625 

.6643 

.6661 

.6680 

.6698 

.6714 

.6733 

.6753 

.6771 

.6804 

.6830 

.6855 

Clothing & 
Footwear 

.9287 

.9285 

.9281 

.9278 

.9274 

.9271 

.9267 

.9264 

.9261 

.9257 

.9254 

.9251 

.9244 

.9240 

.9235 

Household 
Furniture, 
Supply and 
Equipment 

.8519 

.8510 

.8506 

.8497 

.8491 

.8481 

.8472 

.8465 

.8456 

.8446 

.8438 

.8430 

.8413 

.8403 

.8390 

Personal 
Care and 

Health 

.4288 

.4291 

.4292 

.4292 

.4296 

.4297 

.4298 

.4298 

.4300 

.4301 

.4304 

.4305 

.4309 
. .4312 

.4315 

Other 
(% Subtotal) 

.08067 

.08044 

.08026 

.07996 

.07956 

.07924 

.07876 

.07846 

.07826 

.07772 

.07746 

.07716 

.07636 

.07586 . 

.07536 
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CHAPTER 5 

SELECTED ASPECTS OF RETAILING STRUCTURE 

The available data permit a more detailed examination of a few 
special aspects of the retail trade, with particular reference to the 
size and location of establishments. In this chapter we present 
some basic data on the size of stores and examine the impact of 
the overall trend toward an increase in retailing activity on its 
locational and kind-of-business structure. We then analyse the 
relationship between the size of the city or market area, as mea
sured by population, and the distribution of retail establishments 
and personnel. Much of the analysis is conducted in terms of the 
number of retail establishments or persons engaged per 1,000 po
pulation in the geographical unit under consideration. For conve
nience of discussion, these two magnitudes will be referred to as 
«retailing capacity ratios» and will be abbreviated E /C and PE /C, 
respectively, in the text and tables. 

The Size of Retail Outlets 

Even the casual visitor to Greece is struck by the relatively 
small size of the retail outlets. The typical shop outside the centre 
of Athens appears to involve only one or two persons, and even 
in the largest urban stores one observes fewer than 25 employees 
on the selling floors. Only four or five department stores worthy 
of the name exist in the entire country. This general impression 
of small-scale operations is confirmed by the Census data. The 
average personnel size of retail establishments was only 1.7 per
sons in 1958. Some 55% of all establishments reported only one 
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person engaged in that year (Table 5-1), and these persons consti-
tuded 32% of all retailing personnel. Only 109 establishments 
employing 20 or more persons were reported by the 1958 Census; 
these amounted to 0.1% of all retail establishments and accounted 
for 2.5% of all personnel. 

The data in Table 5-1 also permit the comparison of employ
ment sizes of various kinds of business for the whole of Greece 
and the principal cities. Looking first at the nation as a whole, 
food and related establishments are the only individually clas
sified kind of business in which the single person establishments 
account for more than half of all outlets. Establishments not 
classified in detail, which include the kiosks, also show more 
than half of their number as single-person establishments, and 
these, together with the food group, account for the predomi
nance of single-person establishments in the total. However, sin
gle-person establishments account for more than 30% of all esta
blishments in every other enumerated type of retailing. 

The size of establishments in Athens and Salonika contrasts 
very sharply with that in the nation as a whole and with the smal
ler cities. Even in the largest cities, however, single-person esta
blishments are extremely prominent in food retailing. In kinds of 
retailing other than food, establishments with 10 or more workers 
are of substantial importance in both of the two largest cities. In 
the othsr cities, larger outlets occur only rarely. In some instances, 
the figures in the table are due to the presence of only one outlet 
in the large size class. 

We lack any data with which to analyse trends in size of esta
blishments in any detail, although we have noted that the average 
size of retail outlets in the whole of Greece remained approxima
tely stable throughout the period 1951-62 so far as our data show. 
However, the greater incidence of larger outlets in the larger ci
ties and in non-food retailing generally suggests the possibility 
of establishment growth. Thus, as the other cities of Greece increa
se in size, and as the experience of larger shops in the major cities 
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becomes recognized, there should be a tendency for the size of 
establishments to increase more generally. Indeed, post-census 
developments and interview data, both of which are considered 
in Part IV below, suggest that this is the case. 

The Trend in Ideational Structure 

Retailing activity, both establishments and personnel, has in
creased more rapidly than population in virtually every part of 
Greece during the period 1951-58. Appendix table B-l shows the 
number of establishments and persons engaged by region and no-
mos, 1951 and 1958, and the percentage changes in these figures 
and in population, 1951-61. Of course, some portion of the in
crease in retailing activity shown is due to improvements in enu
meration in the later year. However, all but 7 of the nomoi show 
increases of more than 10% in the number of retail establishments 
and all but 5 show similar increases in number of persons enga
ged in retailing. Even those regions experiencing declines in popu
lation over the period show increases in both retail capacity figu
res, and the percentage increases are greater than the correspon
ding population increase in every instance but one (the number 
of establishments in Thrace). Only in Attica and Boeotia are the 
relative increases in the number of establishments substantially 
greater than the increases in personnel, and some part of this dif
ference may be due to improved enumeration of single person 
establishments. 

In Table 5-2 the nine statistical regions have been ranked ac
cording to their retailing capacity ratios in 1951, per capita income 
(1958), population density (1961), and changes in population and 
retailing capacity over the relevant periods. Relationships among 
these indicators of economic and demographic structure are 
analysed by means of rank correlation coefficients, for which all 
computed values significant at the 5% level are shown in Table 
5-3. 
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T A B L E 5-3 

RANK CORRELATION COEFFICIENTS, NINE STATISTICAL 
REGIONS OF GREECE 

(Values significant at the 5% level) 

Percentage change in Number of Establishments, 1951-58, and -
Percentage change in Persons Engaged, 1951-58 .87 
Percentage change in Population, 1951-61 .73 
GDP per capita, 1958 .58 

Percentage change in Persons Engaged, 1951-58, and -
Percentage change in Population .70 
GDP per capita, 1958 .58 

Percentage change in population, 1951-61, and — 
Percentage change in Establishments per 100 population -.42 
Establishments per capita, 1951. -.40 

Rankings according to the percentage change in the E/C 
and PE/C ratios over the period are identical. As would be 
expected, the percentage changes in numbers of establishments, 
persons engaged and population are all closely interrelated, 
and these indicators are also associated with GDP per capita 
in 1958. Increases in population, 1951-58, are, however, negatively 
associated with the number of establishments per capita, in the 
earlier year and with percentage changes in establishments per 
1,000 population (these coefficient values are, however, on the 
margin of significance). Thus, there is some tendency for the 
number of retailing establishments in relation to population to 
rise less in the more rapidly growing, wealthier regions. There 
is, however, no evidence of a tendency for the employment size 
of establishments to increase in the more developed regions, which 
is the direction of change that we would anticipate a priori. 

Although there is no doubt as to the general increase in re
tailing activity over the period, nor as to the continuing disparities 
among the various areas of the country, there is some evidence 
that focus on the statistical regions tends to exaggerate the inter-
area differences within Greece. An alternative regional classifica-
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tion system developed by the Physical Planning Division, KEPE, 
groups the nomoi specifically about the major urban centres of 
the country. The principal differences between this classification 
and the standard one are:(l) the division of the Péloponnèse 
into three areas, one centering on Kalamai, one on Patras and 
including the western portion of central Greece and, one including 
Corinth and Nauplia and attached to Athens and, (2) separation 
of the Dodecanese, centering on Rhodes. Population and retailing 
activity ratios for these nine geographic areas, each identified 
by its major city, for 1951 and 1958 are shown in Table 5-4. 
All of the ratios show increases over the period, but the inter-
area differences in the ratios are substantially reduced as com
pared to the results for the statistical regions. For 1958, the 
range of E/C ratios falls from 7.5 to 3.6, and that ofthePE/C 
ratios from 14.0 to 10.8, in this arrangement of the data as 
compared to that based on the statistical regions. Any treatment 
of the data, however, confirms the existence of substantial geo
graphical differences in retailing capacity in Greece. 

City and Hinterland 

A trend toward increasing urbanization of the Greek popula
tion has occurred throughout the post-war period. The percent
age of total population residing in "urban" places, major cities 
and communes whose largest centers have populations of 10,000 
or more, increased from 37.7% in 1951 to 43.3% in 1961. The 
population of Greater Athens alone increased 34.4% over the 
period, and thus the proportion of total Greek population living 
in Greater Athens grew from 18.06% in 1951 to 22.09% in 1961. 

The effect of this increasing urbanization on retailing cannot 
be perfectly ascertained from the data because of the lack of 
urban area data for 1951 and of detailed population data in 
1958. The percentage of total retailing establishments reported 
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TABLE 5-4 

POPULATION AND RETAILING DATA — 
NINE GEOGRAPHIC MARKET AREAS, 

IDENTIFIED BY PRINCIPAL CITY 

1 9 5 1 1 9 5 8 - 6 1 

Population E/C P/C Population E/C P/C 

1 
II 
III 
IV 
V 
VI 
VII 

Patras 
Ioannina 
Kalamai 
Athens 
Volos 
Salonika 
Drama 

VIII Herakleion 
IX Rhodes 

Total 

760,466 
363,240 
513,130 

2,672,934 
628,941 

1,444,026 
593,783 
462,124 
121,480 

7,560,124 

8.2 
9.9 
9.4 

12.3 
8.3 
9.8 
9.9 

10.3 
13.2 

10.5 

17.1 
13.3 
14.4 
24.1 
13.4 
15.3 
13.9 
15.1 
17.7 

18.2 

859,238 
371,544 
465,673 

3,143,025 
695,385 

1,628,897 
618,312 
483,258 
123,021 

8,383,553 

12.3 
11.0 
13.0 
14.1 
10.3 
11.1 
10.5 
12.7 
14.9 

12.5 

19.3 
16.0 
21.6 
26.7 
17.6 
18.2 
15.9 
19.2 
22.7 

21.5 

Source: Census 1951, 1958, 
Statistical Yearbook, 1954, 1962. 

for the Nomos of Attica (including Athens) rose only from 26.3% 
in 1951 to 28.3% in 1958; the percentage of total persons engaged 
in retailing attributed to the Nomos of Attica remained approxi
mately stable, 33.8% in 1951 and 33.4% in 1958. The share ofthe 8 
largest cities in the total population, retail establishments and 
persons engaged of their respective nomoi are shown in Table 
5-5, along with the shares of Athens and Attica, and of all 8 
cities and nomoi, in the respective totals for all of Greece. The 
percentage of nomos populations within the cities proper are 
surprisingly stable, but the city shares of retailing activity vary 
substantially, and roughly in order of city size. As would be 
expected, retailing activity is substantially more concentrated in 
the major cities and their respective nomoi than is population, 
and the greater concentration of persons engaged than of est
ablishments reflects the relatively larger size of retail outlets 
in the major centres. 

91 



Pi 

>» ο 

υ 

ce ε 

u 

e« g 

υπ, 

<Λ^-νθ*-ι.-ισ\<Λ>Λ 

o o » - i r - - T - i v o r ~ o o r r i 
rNr-<-i»-i>nt--C>«/"> 

r - ~ o \ ^ o o o \ m © o 

τ ΐ ' £ : ' £ > © · ' * < Ν - < ι · σ \ 
vo oo ο •"* vo rf ir> oo 
0\ t> CO (Ν (Ν o f <-Γ rt 
(Ν 

O O O o o O o o « r > c < ì 
O s r O f S v O V D O m c j s 
oo»-*voco>-ioooor--

ΐ Λ Ή ^ Γ Λ Ι Λ ί Λ τ ί ν Ο 

Γ 

ΌΟ 

1—4 

V"> 
*—i 

r» ON 

Ο 
«Ο 
r*ì 
οΓ r-

r-m f S 

ο 00 

σ\ ο 

S 

3 
a 
ο 

Pi 

Ό 

r - O N O o o t — r - v o v ì 
Ο Λ <*), Ν Ν ro ( ^ Ο h-
oo •* σΓ o f oo r-* ι-!Γ ο " 
l O ^ c o v O O r o r O T t 

n - o - < * r H o o » - i r ~ r -
io σ^ en cN rfr m r £ </-> 
t-~" O* vT σΓ co Ό " OO" Tf 
<Ν«">σ\-<3-νθ'/->Γθ·3· 
vo es 

<N 
ON 

*-H 
«N 
r-̂  
C? 

f N 
Ο 
σ\ 
T t 
<N 

°i »—I 

CO 
I O 
Ό 

0 0 
0 0 
CO 

0 0 * 

Ö 

.2 ο 
^ -, %£ ce rt 

ca *a ·3 '? ^ <« Λ a 
Ο 

-1 
•< oo 

CÖ 

Vi M 

α 
.2 
4Ì «j I) 10 V 

H fi« 

^ Ü < 0 0 



TABLE 5-6 

PERCENTAGE DISTRIBUTION OF RETAIL ESTABLISHMENTS AND 
PERSONS ENGAGED BY KIND OF BUSINESS, TOTAL GREECE AND 

NOMOS OF ATTICA, 1951 

Total Greece Nomos of Attica 

Kind of Business Establish- Persons Establish- Persons 
ments Engaged ments Engaged 

1. 
2. 
3. 
4. 
5. 
6. 
7. 

Total 
Food, Drink, Tobacco 
Clothing 
Furniture, home furnishing 
Fuel 
Personal goods 
Raw material, machinery 
Other goods 

100.00 
69.76 
12.43 
3.66 
2.39 
2.99 
5.94 
2.83 

100.00 
61.42 
16.73 
4.81 
2.49 
4.13 
7.49 
2.93 

100.00 
56.66 
15.58 
6.11 
3.40 
4.96 

10.49 
2.80 

100.00 
47.60 
22.00 
7.10 
3.20 
6.20 

11.60 
2.30 

Source: Tables 80, 82. 

These differences between the cities and the country as a 
whole in the average size of retail outlets are due both to dif
ferences in the sizes of individual kinds of outlets indicated in 
Table 5-1 above, and to differences in the kind-of-business com
position of retailing in the urban areas. This contrast is sharpest 
between Athens and the country as a whole, but exists to a 
certain extent for all the cities. Table 5-6 shows the relative 
frequency distributions of retail establishments and persons en
gaged for the Nomos of Attica (Athens) and total Greece for 1951, 
and Table 5-7 shows the same data for eight principal cities and 
total Greece in 1958. 

A detailed comparison of the two tables is frustrated by the 
definitional difference between Greater Athens and the Nomos of 
Attica and by the significant changes in classification procedures 
between the two periods. The obvious test of the changing re
lative importance of food retailing is impossible because of the 
inclusion of kiosks in the food category in the earlier year. 
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In spite of these problems, it is evident that very large differences 
exist between the capital (1951 and 1958), and the other major 
cities (1958), and the country as a whole with respect to the compo
sition of retailing. The lesser relative importance of food and re
lated products, and the greater importance of hard goods, 
reflect typical urban-rural differences in retail structure. It 
is also important to note both (1) a tendency for the rela
tive importance of retail outlets other than those for food 
and clothing to increase in both the capital and the country 
as a whole and, (2) some slight tendency for differences between 
the capital and the country as a whole to be reduced, as best illus
trated here by the disappearance of any difference in the relative 
frequency of clothing and related establishments. 

Retailing Activity and Size of Place 

It is a conventional hypothesis that the ratio of retailing estab
lishments or personnel to population will decline as the popula
tion size of a market area increases, other things being 
equal. The a priori bases for this hypotheses are presu
med discontinuities, the chronic redundance of retailing capa
city, and the position of retailing as a «derived demand» in
dustry. The hypothesis may not be reflected in empirical data, 
however, because of differences among communities other than 
population size. In particular, the rôle of urban centres in provi
ding specialized retailing services for larger surrounding areas 
and the frequently observed correlation between urbanization 
and per capita income (and therefore per capita retail purchases) 
may give rise to a positive rather than a negative association be
tween retailing capacity and size of place. The retail expenditures 
of tourists and foreign visitors in principal cities also support an 
expansion of retailing facilities in excess of that required for the 
resident population. 
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Both the accuracy of the fundamenral hypothesis and the im
portance of these several counter-balancing factors are suggested 
by the Greek data.The only previously published data appear to in
dicate a reverse relationship between size of place and retailing ca
pacity. Data for 1951 were published showing the number of com
mercial establishments (retail and wholesale) and persons engaged 
per 1,000 population in 1951 in cities (10,000 population and over), 
towns (5,000 to 10,000), and villages, and in each department.1 A 
similar tabulation was specially prepared by the National Statisti
cal Service from the 1958 data. The results of these computatons 
are indicated by the figures for total Greece shown in Table 5-8, 
where the incidence of commercial establishments and employ
ment relative to population is shown to be greater in the larger pla
ces than in the smaller. This tabulation highlights the rôle of larger 
places as centres of commercial activity for their surrounding 
areas. This rôle is particularly important with respect to whole
saling, which is almost exclusively an urban activity. Thus, this 
tabulation does not run counter to the hypothesis but simply indi
cates the difficulty of testing it satisfactorily. 

In order to investigate the hypothesis more explicitly, the E /C 
and PE/C ratios have been computed for 1951 and 1958-61, for 
the nomoi, the eparchies, and the principal cities. Detailed popu
lation data are not available for 1958, and the 1958 establishment 
census data are divided by 1961 population figures in order to pro
duce the ratios for the later period. Although this procedure low
ers nearly all the ratios from their true 1958 levels, it should not 
lead to serious distortion in the cross-section comparisons. 

It was hypothesized that the relationship between the retailing 
activity ratios and size of place would be negative exponential 
rather than linear in character. Therefore, the following loga-

1. Statistical Yearbook 1955, p.274. 
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TABLE 5-8 

NUMBER OF COMMERCIAL ESTABLISHMENTS AND PERSONS 
ENGAGED PER 1,000 POPULATION, 
TOTAL GREECE - 1951 AND 1958 

1 9 5 1 1 9 5 8 

Commercial Establishments Per 1,000 Population 

Cities 25 22 
Towns 18 18 
Villages 10 9 
Average 17 17 

Persons Engaged Per 1,000 Population 

Cities 61 54 
Towns 29 31 
Villages 14 13 
Average 34 33 

Source : Statistical Yearbook 1955, p. 274, and Special Tab. by NSS. 

rithmic regression equations were fitted to the data: 

(1) log Y, = αχ + bx log X 

(2) log Y s = a» + b2 log X, 

Where: 

Y i = average establishments/1,000 capita ratio for each 

size class; (E/C) 

Y 2=average persons engaged/1,000 capito ratio for each size 

< class; (PE/C) 

X=midpoint of each size class interval. 

These equations were estimated from the nomos data for 1951 

and 1958-61 (Appendix Table B-2), but the results were domina

ted by the strong concentration of retail outlets in the few larger 

centres. Thus, weak positive rather than negative, associations 

were found. Even these weak results were eliminated when the 

Nomos of Attica and the Nomos of Salonika were excluded from 

the data. 
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TABLE 5-9 

AVERAGE RETAILING CAPACITY RATIOS FOR EPARCHIES 
WITH LESS THAN 100,000 POPULATION IN 1961, 

BY SIZE CLASS 

Population Average Ratios, 1958-61 
Size Class Midpoint Number 

(1961) Eparchies E/C PE/C 

0- 9999 
10 -19999 
20 - 29999 
30 - 39999 
40 - 49999 
50 - 59999 
60 - 69999 
70 - 79999 
80 - 89999 
90 - 99999 

5,000 
15,000 
25,000 
35,000 
45,000 
55,000 
65,000 
75,000 
85,000 
95,000 

23 
22 
27 
15 
15 
7 

11 
6 
6 
4 

16.4 
12.4 
13.2 
11.0 
10.8 
11.3 
11.0 
11.5 
10.0 
12.5 

23.0 
18.2 
19.4 
16.5 
16.6 
18.4 
17.1 
19.2 
17 2 
20.2 

Source: Computed from Census 1958, Statistical Yearbook 1962. 

TABLE 5-10 

RETAILING CAPACITY RATIOS AND 
POPULATION FOR EPARCHIES WITH MORE 

THAN 100,000 POPULATION IN 1961 

Eparchy (& City) 1961 Population E/C PE/C 

Larissa 
Trikkala 
Serrai 
Konitsa 
Drama 
Dodoni 
Volos 
Ilia (Pyrgos) 
Karditsa 
Patras 
Salonika 
Attica (Athens) 

101,000 
103,000 
108,000 
113,000 
121,000 
126,000 
129,000 
148,000 
153,000 
165,000 
478,000 

1,852,000 

11.3 
7.9 

10.5 
12.6 
12.0 
10.3 
15.8 
13.0 
8.1 

13.1 
15.2 
14.5 

21.3 
14.8 
17.9 
23.6 
18.7 
15.6 
27.7 
20.4 
13.7 
22.9 
27.1 
30.1 

Source: Census 1958, Statistical Yearbook 1962. 
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More interesting results were obtained from an analysis of 
1958-61 data for the smaller geographical units of Greece, the 
eparchies. In Table 5-9 average values of the retailing activity 
ratios for the 136 eparchies with fewer than 100,000 population 
in 1961 are grouped by population size classes. These data thus 
exclude the 12 largest eparchies, which are shown individually in 
Table 5-10. Regression equations, as above, were fitted to the 
data in Table 5-9, with the following results: 

(1) log Yi = 1.268 — 0.122 log X r2 = .65 
t = 3.83 

(2) log Y2 = 1.361 — 0.060 log X r2 = .28 
t = 1.78 

The first of these results is significant at the 1% level, and 
thus indicates a clear and substantial association between the in
cidence of retail establishments relative to population and the size 
of eparchy. Results for the second equation are significant only 
at the 10% level, however. Thus, the tendency of retailing capacity 
to be relatively greater in smaller markets is more systematic 
in terms of establishments than in terms of personnel. 

A similar analysis for data for the 12 eparchies with more 
than 100,000 population in 1961, each of which contains a city 
of some size, does not, however, reveal any significant relation
ship. Inspection of the data in Table 5-10 would indicate, if any
thing, a tendency for the eparchies containing the largest cities to 
have higher retailing activity ratios than those containing the smal
ler ones. However, when data for the cities themselves are analy
sed—as in Table 5-11, 8 available cities only—a somewhat shar
per result is obtained. Although no continuous relationship be
tween the retailing activity ratios and population size emerges, 
the average value of the ratios for the five smaller cities are 
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TABLE 5-11 

POPULATION, RETAIL ACTIVITY RATIOS, AND INCOME DATA, 
8 PRINCIPAL CITIES, 1958 - 61 

Population 
1961 

Greater Athens 1,852,709 
Salonika 
Patras 
Volos 
Herakleion 
Larissa 
Kavalla 
Canea 
Mean Ratios: 

378,444 
102,244 
67,424 
63,458 
55,391 
44,517 
44,005 

3 larger cities 
5 smaller cities 

E/C 

14.5 
16.2 
15.9 
20.4 
18.4 
14.7 
17.8 
19.0 
15.5 
18.1 

PE/C 

30.1 
30.2 
29.0 
39.9 
32.4 
30.3 
30.8 
33.5 
29.8 
33.4 

Disposable Personal 
Income per Capita 

18.17 
11.91 
12.07 
10.00 
8.14 
9.95 
9.91 
n.a 

Source : Census 1958 and KEPE. 

substantially higher than the average for the three larger cities.1 

The differences between the two pairs of means are significant at 
the percent level. Per capita income estimates for the seven largest 
cities also suggest the presence of the negative relationship between 
the E /C ratio—but not the PE /C ratio—and income that studies 
of other countries have indicated. 

Conclusions 

This selective analysis of the size and location of retailing ca
pacity in Greece, as indicated by the Census data, underscores both 
the major importance of the small-size establishments and the 
extent and sharpness of geographical differences within the country. 
One-person establishments accounted for a very large portion of 
all retailing in 1958, particularly in foods and particularly outside 
Athens. Retailing capacity apparently expanded throughout the 

1. The principal reason for the absence of a continuous relationship 
appears to be proximity of Larissa and Volos, and the expansion of retail
ing activity in the latter, which is a port and tourist centre. 
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country during the 1950's, but this expansion may have increased, 
rather than decreased, inter-area differences. The importance of the 
cities as diversified retailing centres is amply illustrated in the da
ta, particularly by the lesser relative importance of food retailing 
and corresponding greater importance of non-foods. Greek loca
lities other than the major cities are shown to follow fairly clearly 
the expected pattern of greater retailing capacity relative to popu
lation in the smaller places, with the ratio of establishments to po
pulation declining as communities increase in size. The larger ci
ties and larger geographic units do not follow this pattern so clear
ly, a result that suggests the importance of qualitative differences 
in the locational pattern of Greek retailing and the national im
portance of the two largest cities as trade centres. 
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CHAPTER 6 

EMPLOYMENT IN TERTIARY AND COMMERCIAL 
ACTIVITIES: 

SOME INTERNATIONAL COMPARISONS 

At the end of Chapter 4, we cited scattered evidence indi
cating the structure of marketing in some European countries 
during the 1950's as a basis for comparison with the Greek data. 
Material of this sort is both very difficult to assemble and hard 
to interpret because of differences associated with levels of 
income and patterns of institutional structure. A more com
prehensive international comparison can be made only in terms 
of broader aggregates. Such aggregates erase distinctive detail 
and sacrifice descriptive accuracy in the interest of compara
bility; however, they make possible a cross-sectional perspective 
that cannot otherwise be obtained. Our analysis here focuses spe
cifically on the relative share of commercial occupations in the 
labour force, and the extent to which inter-country differences in 
this share can be explained by differences in income. 

The changing relative importance of tertiary industries, inclu
ding distributive trading as well as service activities, in the course 
of economic development, has been the subject of controversy in 
the professional literature. That initial proposition, usually 
identified as the Clark-Fisher thesis, was that the ratio of tertiary 
employment to total labour force, or to manufacturing employment, 
would increase during the development process.1 This thesis was 
challenged by Bauer and Yamey on the basis of their observations 

1. Colin Clark, The Conditions of Economic Progress, 1st edition, 
p. 182. A.G.B. Fisher, Economic Progress and Social Security, pp. 5 
and 6. 
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of West Africa1 and by Holton in his study of Puerto Ri
co.2 A semantic argument ensued without any firm conclusion 
being reached.3 

More recent and comprehensive studies have, however, served 
to re-open the question. Barger's earlier findings4 with respect to 
the expansion of distributive activity relative to manufacturing 
and construction during the course of U.S. economic development 
have been strengthened by Fuchs' detailed analysis of the «Goods» 
and «Services» sectors of the U.S. economy since 1929.6 There 
can be little doubt that in the U.S., a relative shift of employment 
and output toward commercial and service activities has accom
panied continued growth. Galenson's cross-sectional analysis, 
however, indicates that «among the developed countries there was 
no clear tendency for employment in one sector to gain upon the 
other, but... in the less developed countries manufacturing 

1. Peter T. Bauer, and Basil S. Yamey, «Economic Progress and Oc
cupational Distribution», Economic Journal, Vol. LXI, December 1951, 
pp. 741-755. 

2. R.H. Holton, «Marketing Structure and Economic Development», 
Quarterly Journal of Economics, Vol. LXVII, August 1953, pp. 344-361. 

3. A.G.B. Fisher, «A Note on Tertiary Production», Economic Jour
nal, Vol. LXII, December 1952, pp. 820-834. 

A.G.B. Fisher, «Marketing Structure and Economic Development», 
Quarterly Journal of Economics. Vol. LXVIII, February 1954, pp. 151-154. 

A.G.B. Fisher, «Tertiary Production and Postscript», Economic Jour
nal ,Vol. LXIV, September 1954, pp. 619-621. 

S.G. Triantis, «Economic Progress, Occupational Redistribution and 
International Terms of Trade», Economic Journal Vol. LVIII, Septem
ber 1953, pp. 627-637. 

Peter T. Bauer, and Basil S. Yamey, «Further Notes on Economic 
Progress and Occupational Distribution», Economic Journal, Vol. LXIV, 
March 1954, pp. 98-106. 

4. Harold Barger, Distribution's Place in the American Economy 
Since 1869, Princeton University Press, Princeton, 1955, XVIII, p. 222. 

5. Victor R. Fuchs, Productivity Trends in the Goods and Service 
Sectors, 1929-61, National Bureau of Economic Research, 1964, Occasional 
Paper 89. 
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employment tended to outdistance other non - agricultural 
employment in percentage terms».1 

International and intertemporal occupational comparisons 
are confronted with serious problems of definition and coverage, 
particularly those associated with the degree of occupational spe
cialization and with the relative importance of market and non-
market spheres of activity, especially in services. However, the col
lections of broadly comparable international statististics now avai
lable appear to justify a limited analysis. In this chapter we first 
consider the Greek data in the light of Galenson's study of manu
facturing and other non-agricultural employment; we then present 
an original statistical analysis of a larger collection of observa
tions drawn from I.L.O. and U.N. reports. 

Non-Agricultural Employment: Manufacturing and Other Sectors 

Galenson's study2 analyses the relative importance of manu
facturing employment to employment in other non-agricultural 
industries (which he terms «tertiary»)—including construction 
and public utilities as well as commerce, transport-communica
tions and services—in a sample of 25 countries during the 1950's. 
Table 6-1 is adapted from Galenson's work, with Nigeria exclu
ded because the data appear to be non-comparable and with Greece 
added. From his original data, Galenson computed a regression 
equation for the average annual rate of change of other non-agri
cultural employment (Et ) as a function of the average annual rate 
of change of manufacturing employment (Em), with the following 
results: 

1. Walter Galenson, «Economic Development and the Sectoral Ex
pansion of Employment», International Labour Review, Vol. LXXXVII, 
No. 6, June 1963. 

2. Ibid. 

106 



Et = 1.083 + 0.581 Em (r2 = 0.70). 
He observes, «Thus, over the period studied, employment in 

tertiary industry was increasing at slightly over 1% a year 
regardless of the increase of manufacturing employment. In addi
tion, for every percentage increase in the number of manufactu
ring jobs there were almost 0.6 per cent more jobs in the ter
tiary sector. Inspection of the data indicates that for the deve
loped countries, this relationship was nearer one to one, while 
for the less developed countries manufacturing employment ten
ded to outrun tertiary employment». 

The values of the ratios of manufacturing to other non-agri
cultural employment are of considerable interest in themselves. 
Italy, a country frequently compared to Greece in terms of econo
mic structure and development, presents the sole case in which 
manufacturing employment was larger than other non-agricultu
ral employment; and the former was increasing more rapidly than 
the latter over the period. For the eleven European countries other 
than Greece and Italy, manufacturing employment amounted to 
61% of other non-agricultural employment on the average (end 
of period figures). The ratio for Greece is clearly low (45% and 
fourteen out of 18) among countries in the first and second income 
categories. 

In all of the sample countries, and in Greece, there was an in 
crease in manufacturing employment over the period covered by 
the data. However, Greece was among the eight countries in which 
the ratio of manufacturing to «tertiary» employment tended to 
decline (i, e., «tertiary» emloyment to expand more rapidly). Only 
one other European country—Belgium—exhibited a similar rate 
of decline, and from a much higher base than Greece. Manufactu
ring employment amounted to 78% of «tertiary» employment in 
Belgium in 1952 and declined to 65% in 1961; the 1951 ratio for 
Greece was 53%, declining to 45%. Thus, other non-agricultural 
activities are roughly half again as large in relation to manufac
turing in Greece as in Belgium. 
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Galenson's data also permit us to examine the rates of growth 
in employment in commercial activities alone in relation to the ex
pansion of manufacturing employment. Comparable data are not 
available for three countries and for seven of the remai
ning 22 countries manufacturing employment increased at a more 
rapid rate than commercial employment over the period cove
red by the data. With the exception of Luxembourg, all of these 
countries had ratios of manufacturing to other non-agricultural 
employment less than 50% even at the end of the period. Thus, 
the tendency for manufacturing employment to grow more rapidly 
than commercial employment was confined almost exclusively 
to the relatively less industrialized countries. Greece, Puerto Rico 
and Canada were the three Western countries with manufactu
ring / «tertiary» ratios under one-half that experienced the more 
rapid increases of commercial emloyment common to the more 
industrialized countries. 

These results taken as a whole, and the figures for Greece in 
particular, reveal a clear tendency for other non-agricultural sec
tors of activity, and particularly of commerce, to expand quite 
apart from any expansion in manufacturing. They also indicate 
the very substantial bulk of employment opportunities in other 
industries relative to those in manufacturing in most countries. 
In spite of the importance of manufacturing as a primary source 
of economic expansion, Galenson concludes with an apparent 
acceptance of the Clark-Fisher thesis, not only as a scientific re
sult but as a favourable factor in development planning. He states: 
«The tertiary sector, far from shrinking during the course of deve
lopment, as is often assumed to be the case, may turn out to be the 
principal means of affording employment to many individuals 
for whom the future appears to hold little promise at the present 
time».1 

1. Ibid. 
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Commercial and Tertiary Employment in Relation to Income 

The relatively low position of Greece in comparison with Ga-
lenson's data may be due primarily to the relative importance of 
agriculture, and hence of «tertiary» activities associated with agri
culture, in the Greece economy. It is therefore desirable to examine 
the position of commercial and other truly tertiary occupations 
in the total labour force, and in relation to the level of income and 
to agricultural employment. In particular, we wish to test the hy
pothesis that the share of the labour force engaged in commerce 
or in all tertiary activities is functionally related to the level or 
speed of economic development, as reflected in the level or rate 
of change of income. If such a functional relationship is found, 
then it will be possible to compare the actual position of Greece, 
and other countries, with their expected positions, and thus to 
appraise the individual observations on a cross-sectional basis. 

It is important to conduct the analysis both for commerce 
and for all tertiary employment, as there may be substantial in
consistencies in the classification procedures from one country to-
another leading to the inclusion of commercial activities as servi
ces and vice versa. Our definition of tertiary activities includes 
only the following I.L.O. categories: «6. Commerce; 7. Tran
sport, storage, communication; 8.Services».This is a more conven
tional definition of the tertiary sector than that used by Galenson, 
who was primarily concerned with the relative importance of ma
nufacturing vis-à-vis all other non-agricultural activity. The «Com
merce» category includes finance, insurance and real estate, as 
well as retail and wholesale trade. The commercial employment 
figure for Greece (266,070) comes from the 1961 occupational 
data, not from the 1958 establishment census. (We have pre
viously noted (p. 60) that the establishment census tended to re
port a higher figure than the population census). 

The basic sources (I, L. 0. Yearbook, 1964; UN Yearbook of 
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National Accounts. 1963) contain some data for 100 countries. 
However, comparable data for the occupational distribution and 
gross domestic product per capita are available only for 79 coun
tries, and these are made the primary focus of analysis. Unfor
tunately, all of the. Communist countries are among those excluded 
Rates of growth of GDP, total and per capita, are available for 
some of the countries, an additional analysis of these can there
fore be made. The countries with the most complete data, referred 
to as the Group A countries, contain most of the richer countries, 
and therefore the average GDP per capita is substantially higher 
for them (see Table 6-2). However, the ratios of commercial oc
cupations and all tertiary occupations to the total economically 
active population (referred to hereafter as the C/LF and T/LF 
ratios) are substantially the same for the two groups of countries. 

The summary data in Table 6-2 suggest a positive relation
ship between both ratios and per capita GDP. This is the relation
ship that would be expected from the Clark-Fisher thesis, and it 
is further supported by a more detailed inspection of the indivi
dual observations and cross-sorting by continent and other geo
graphical and economic groupings. In order to examine this rela
tionship more rigorously, we have screened the data and subjec
ted them to regression analysis. 

The screening process revealed five countries for which the 
reported data were clearly inappropriate for the purpose at hand: 
Northern Rhodesia, Rhodesia, Gabon, Tanganyika and Ryukyu. 
All of these countries showed C/LF ratios above 18, and all are 
relatively poor. The reported data may be accurate in each spe
cific instance, but if so it clearly reflects a difference in economic 
structure between these and the remaining countries so great as 
to invalidate their inclusion in the analysis. High C /LF ratios for 
poor countries are, of course, entirely consistent with the Bauer-
Yamey thesis, but the number of such observations found here is 
too small to provide any strong support for it. At any rate, these 
five observations (one Group A and 4 Group B) are so far remo-
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TABLE 6-2 

GDP/per papita and C/LF, T/LF ratio 79 countries 

Ä . G™A °^B ™ Ä Ä 
0-199 

200 - 499 
550 - 799 
800 - over 

Total 

Averages : 
GDP/per 
capita 
C/LF ratio 
T/LF ratio 

18 
16 
6 

14 
54 

528.8 
10.8 
30.6 

11 
12 
-
2 

25 

280.6 
11.1 
31.2 

29 
28 
6 

16 
79 

450.3 
10.9 
30.8 

8.93 
9.80 

13.22 
15.50 

22.56 
29.71 
42.23 
43.49 

Source: I.L.O. Yearbook, 1964; UN Yearbook of International 
Accounts, 1963. 

ved from the main scatter of the data that they have been omitted 
from the statistical analysis. 

Regression equations were computed for both commercial 
and all tertiary employment as percents of the active population 
as functions of the level of GDP per capita. Both exponential and 
straight line functions were computed, as follows: 

Y i 
Y2 

X i 

C/LF (%) 
T/LF(%) 
GDP der capita 

Equation Ι: Y = aXib, (0 < b < 1), computed as 
log Y = log a + b log Xi, 

Equation II: Y = a + b Xi 

The regression results are summarized in Table 6-3. Equa
tions I and II were computed for all 74 observations and for 71 
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TABLE 6-3 

REGRESSION RESULTS, COMMERCE, AND 
ALL TERTIARY EMPLOYMENT AS PERCENT 

OF ACTIVE POPULATION, RELATED TO INCOME 

Variable Number of 
and Observa- Constant b Std. Error R2 

Equation tions 

C/LF 
I 
I 
II 
II 
II 

T/LF 
I 
I 
II 
II 

74 
71 
74 
71 
53 

74 
71 
74 
71 

-antilog .17045 
-antilog .17361 

6.1 
5.8 
6.3 

antilog .22867 
antiloß .20617 

18.6 
17.3 

.44* 

.44* 

.008 

.008 

.008 

.74* 

.48* 

.021 

.025 

.05 

.06 

.0008 

.001 

.0009 

.05 , 

.05 

.002 

.003 

.50 

.48 

.54 

.49 

.63 

.58 

.57 

.58 

.57 

observations, excluding Japan, Canada and the U.S. A plot of 
the data reveals Japan as the remaining observation most incon
sistent with the main pattern (again, a high ratio and low income), 
and the U.S. and Canada are extreme values in the data. These 
exclusions do not however, substantially alter the results. Equa
tions II was also computed for 53 Group A observations alone. 

Equation I is theoretically the more appropriate formulation. 
We would clearly expect a near-zero intercept and some retarda
tion in the increase of commercial and other tertiary activities in 
the labour force above some income levels. Over the range of our 
data, however, a straight line provides an equally good fit and an 
identical estimate of the expected value for Greece, and thus it 
is more convenient to focus our discussion on Equation II. The 
two functions are illustrated in Figure 2. Reading directly from 
the results in table 6-3, we observe that variations in GDP per 
capita explain about one-half of the variation in the relative impor-
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tance of commercial employment in the labour force among coun
tries; and we estimate that the C /LF ratio will increase 8. percenta
ge points for each $100 increase in GDP per capita. The coefficient 
of determination is somewhat higher for the 53 Group A countries, 
but the regression coefficient is unchanged. The results with re
spect to all tertiary employment (T /LF) are of approximately the 
same character. They yield an estimated increase of more than 
two percentage points in tertiary employment for each $100 incre
ase in GDP. 

Additional explanatory variables were introduced into the 
analysis, but the strong inter-correlations among them render 
the detailed results· somewhat questionable. It appears that the 
rate of growth of GDP (total) exhibits a negative relationship to 
the C /LF ratio, but the rate of growth of GDP per capita shows 
a positive relationship. This result is apparently due to a concen
tration of fairly high aggregate growth rates among poor, over-po 
pulated countries. 

An additional question, roughly the reverse of that raised by 
Galenson, is the impact of agricultural employment on commercial 
and service activity. The results (for 74 observations) are sum
marized in the following four equations, where X4 is the ratio 
of agricultural employment to economically active population, as 
percent, and the other variables as before: 

Y, = 17.03 — .17 X4 Ra = .65 
Y2 = 49.9 __ .5 X4 R2

 = J7 

Y1 = 12.1 + .0045 X, — .099 X4 Rs = .71 
Y8 = 41.3 + .0073 X, — .377 X4 R2 = .76 

It appears that decreases of, say, 10 percentage points in the 
share of agriculture in total employment should be accompanied 
by increases of 1.7 points in the share of conmercial employment 
in the active population, and increases of 5 points in the share 
of all tertiary employment. (The other half of the dectrease is, of 
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course, absorbed into manufacturing, construction, and other 
industries). Per capita income and the share of agriculture in eco
nomic activity are correlated; however, when both variables are 
correlated; however, when both variables are included, each yields 
a significant regression coefficient. Thus, if the relative impor
tance of agriculture is held constant, an increase of $100 in per 
capita income would be expected to increase the share of commer
cial employment by 45 percent (or only about half our earlier 
estimate); whereas for constant income levels, a decline of 10 
percentage points in the share of agriculture in the labour force 
would be expected to increase the share of commercial employ
ment by about one point. Analogous effects are observed for all 
tertiary employment. Our conclusion, then, is that increases in 
commereiai employment are associated both with declines in the 
relative importance of agriculture and with increases in percapi-
ta income. Taken together, the results indicate that an increase 
of $100 in per capita income has approximately the same impact 
on commercial employment as a decrease of 5 points in the share 
of agricultural employment in the labour force, if the other varia
ble remains constant in each instance. 

Position of Greece 

•The position of Greece in this collection of data is very stri
king. With a per capita GDP of $310 in Greece, the estimated sha
re of commercial employment in the labour force is 8.5% and the 
share of all tertiary employment 24.9% The share of the labour 
force in agriculture is 54% and the predicted values on this basis 
are 7.8% for commerce and 22.9% for all tertiary activities. Actual 
values for Greece are 7.3% and 23.6%, respectively. Even if the 
Greek data were inflated somewhat to take account of the dispa
rity between the results of the establishment and occupation cen
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suses, the results for Greece would still be relatively close to the 
predicted values from this international comparison. Furthermore, 
the Greek figures are so central in the data that almost any func
tion fitted to the main group of observations would show Greek 
employment in commerce and all tertiary occupations to be ap
proximately in line with its position in the international income 
distribution. With respect to our particular results, commercial 
employment accounts for almost the entire discrepancy between 
actual and predicted values for tertiary employment, and the close
ness of the relationships is very nearly the same for both varia
bles. Thus, the relatively favourable results for the commercial 
sector in Greece cannot be explained on the basis of mis-classifi
cation unless the individuals involved were assigned outside of the 
tertiary sector or simply not reported. 

These results appear to justify a conclusion that commercial 
employment — and all tertiary employment — as here denned 
and measured, in Greece, is approximately at the level that would 
be expected, given the level of income in the country. We should 
further conclude from our general analysis that continued in
creases in income would be likely to be accompanied by increases 
in the relative importance of commercial and other tertiary oc
cupations. This latter tendency may be slowed somewhat if the 
income increases are extremely rapid, but the result seems suffici
ently general to suggest that powerful controls would be neces
sary to alter it. 

Some interest may attach to the identity of countries comparable 
to Greece with respect to commercial employment and income, 
and a selection of relevant data is included in table 6-4. Only two 
of the 74 countries covered by the data also show both GDP per 
capita between $300-399 and C /LF ratios between 7-7.9. These 
are Spain and Costa Rica. Cyprus has a GDP per capita of 
$403 and C/LF ratio of 6.9. Portugal falls into the same C/LF 
class, but with a lower income. Within the same per capita in
come class, Martinique, Cuba, Panama, and Jamaica show higher 
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C/LF ratios, and South Africa and Colombia lower ones. Italy, 
Turkey, and the U.A.R. — three countries frequently compared 
to Greece and geographically proximitous — are widely disbursed. 
Turkey is lower in both income and commercial employment, 
Italy higher on both, and the U.A.R. lower in income and higher 
in C /F ratio. Thus, Greece appears to occupy a position in the 
data that might be described as "intermediate" relative to its 
Mediterranean neighbours. Again, the conclusion that the 
scale of the commercial sector in Greece is not far from what 
would be expected from its basic economic and geographic con
ditions seems inescapable. 
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P A R T III 

PUBLIC REGULATION OF MARKETING ACTIVITY 





CHAPTER 7 

THE MARKET CONTROL SYSTEM 

The Greek economy is characterized by a widespread and 
diverse network of regulatory activities on the part of various 
government agencies and authorities. Many of these regulations 
are associated with the heavy dependence of the economy on 
imports, and related problems of the balance of payments, and 
with a basic public policy commitment to the development of 
domestic manufacturing. Other aspects of regulation and control 
reflect responses to specific historical situations and concern the 
protection of various handicapped or special interest groups. 
The most prominent regulatory activity concerning marketing is 
the Market Law and its enforcement mechanism, and therefore 
a description ofthat system and its operation is required. Treat
ment in this chapter is necessarily brief and selective, and a 
detailed and integrated analysis of all aspects of market control 
activity, including the indirect control exercised through capital 
markets, remains a high priority task for future research. In 
the following chapter some additional aspects of regulation and 
other government activity, of special importance to marketing, 
are briefly considered. 

Background of the System 

The market control system in Greece centres around the 
Market Law Code and the authorities established therein. In 
addition, a wide variety of other government activities impinge 
more or less directly on the work of the Market Law authorities. 
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Chief among these are agricultural price support programmes; 
public stockpiling of food staples; the operation of state-owned 
refining facilities for sugar and petrol; state marketing mono
polies for a variety of products; and the determination of import 
duties and other controls over foreign trade. It is not possible 
here to deal specifically with each of these related topics; however, 
their relationship to the Market Law system must be mentioned 
where relevant. 

A variety of ad hoc government interventions in the operation 
of domestic markets in Greece dating back to the early years of 
this century were drawn together into the Market Law Code in 
1936. The present Code is a substantial revision of this document 
adopted in 1946 in the context of the immediate post-war economic 
dislocations and shortages. The principal focus of the system at 
that time was the administration of markets under scarcity con
ditions. This involved the stockpiling of available merchandise 
and the detailed control of distribution and use through a system 
of allocations, priorities and price regulations. The administra
tion of foreign aid and the purchase of bulk commodities on inter
national markets, and the subsequent flow of such merchandise 
into normal trade channels, were included within the group of 
activities. 

With the recovery of the Greek economy and of free world 
trade in general, direct government purchases and sale of com
modities has declined, and now includes only American aid goods 
and stockpiles of selected domestic commodities (chiefly wheat, 
rice, and vegetable oils) for price support purposes. At the same 
time, the Market Law authorities have gradually withdrawn from 
detailed control over many classes of merchandise. Indeed, one 
of the chief present characteristics of the control system is its 
uneven impact. At one extreme are production and service ac
tivities regulated in minute detail, and at the other are the very 
large number of classes of merchandise and services subject to 
no control whatsoever. A large part of consumer expenditures 
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for goods, however, are made for products subject to an inter
mediate level of regulation, varying in specific detail from product 
to product and time to time. 

Structure and Authority 

The Market Law system consists of several elements: (1) the 
Code itself, a relatively short document conveying sweeping pow
ers to the administrative authority; (2) the administrative au
thority, vested in the General Directorate of the Market Law 
under the Minister of Commerce; (3) the local bureau and commit
tees of the Market Law which provide surveillance of local market 
conditions and specific policy recommendations and; (4) the 
Market Police and special courts that constitute the enforcement 
mechanism. 

The basic powers of the Market Law authorities, as set forth 
in the Code, are extremely pervasive. They are empowered to 
regulate prices and price-cost margins on all goods and services 
not otherwise under the jurisdiction of other Ministries through
out the whole of Greece. (Transportation rates, with minor ex
ceptions, are under the control of the Ministry of Transport, 
but the Market Law authorities are impowered to regulate the 
maximum transportation costs added to the basic prices of mer
chandise flowing through the marketing system and to recommend 
specific rate changes). In addition, the authorities have broad 
power to affect the structure of trade, including the number of 
intermediate transactions permitted between manufacturing or 
importation and retail levels and also the geographic flow of 
merchandise from one production or market area to another. 
The supply of goods may be affected by the recommendation of 
changes in import conditions, by purchases or sales from stock
piles, and by specific sales prohibitions. The strength of demand 
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may be controlled by rationing or allocation systems at the pro
duction, wholesale, retail, or consumer level. Methods of business 
operation may be prescribed, either in general or in detail. All 
of those powers may be exercised in the form of general re
gulations or in the form of orders governing specific transactions, 
products, areas, or time periods. 

The fundamental purpose of the market control system with 
respect to consumer goods flowing into retail trade is to stabilize 
marketing operations and to prevent short-run price increases 
due to scarcities. In order to accomplish this purpose, the autho
rities require continuous information concerning the supply, 
demand and prices of all types of merchandise with which they 
are concerned. As a practical matter, attention is focused primarily 
on foods and related products and on certain consumer services. 
Hotels and eating and drinking places (other than those in the 
highest categories) come in for extremely detailed regulation, as 
do all phases of the marketing of wheat and the production and 
marketing of flour and bread. The pharmaceutical industry and 
petrol marketing are other examples of particularly extensive 
supervision and regulation. 

With respect ot the general flow of merchandise through 
commercial trade channels, the Market Law recognizes two 
main classes of goods, described as "essential" and "non
essential". The first class is further subdivided into those which 
are "scarce,, and those which are "abundant". None of these terms 
is particularly accurate as a description of the items to be found 
listed under each of the three headings."Essential and scarce" pro
ducts are, in fact, those products for which strict control over 
prices or price-cost margins is exercised by the authorities. "Es
sential and abundant" products are those for which only "ex
cess profit" prohibitions apply; these are implemented through 
ad hoc investigations and orders, not general margin or profit limi
tations. "Inessential" goods are free from any control whatsoever. 

The current list of "essential and scarce," or tight-control, 
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items may be best explained as the residual of the immediate 
postwar control system. It contains the products for which the 
government itself conducts production or marketing activities — 
sugar, coarse salt, kerosene, petrol and matches — and a 
variety of basic food staples, meat and fish, fresh fruit and 
vegetables, pharmaceuticals, alcoholic beverages other than wines, 
and soft drinks. The "essential and abundant," or loose-control, 
products include ready-made clothing (other than women's cloth
ing), shoes, soaps, and detergents, confectionery goods, dried 
fruit, parts for motor vehicles and machinery, and tyres. The 
"inessential" products, over which no control is exercised, in
clude the great majority of manufactured consumer goods, 
particularly those that have become available in Greece only in 
the post-war years. Products have been gradually de-controlled 
— that is, shifted from the "scarce" to the "abundant" list, or 
from "essential" to "inessential" — in response to their increas
ing availability and the requests of interested parties, (llustrative 
excerpts from the Market Law regulations are contained in 
Appendix C). 

The lists of tight-control, loose-control, and no-control pro
ducts have taken shape through a process of historical adaptation, 
and it is not therefore surprising that certain apparent inconsis
tencies arise among them. Although in principle, products subject 
to control are to be regulated at all market levels, in fact, the 
same physical goods may be under price control at one level or 
stage of processing and exempt from control at another. Where 
this occurs, the more frequent pattern appears to be for control 
to be exercised at the raw materials or wholesale level and not 
at the processed goods or retail level. Examples are salt, coffee, 
and fruit and vegetables (fresh and controlled, canned or frozen 
are not). Obvious reasons for this pattern would be the relative 
ease of price or margin control at early rather than later stages 
of distribution or processing, the greater short-term variability 
of raw material and wholesale prices, and the impact of early-
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stage control on the structure and level of prices at subseqneut 
market levels. However, this control pattern is not uniform 
throughout all product groups; fabrics and yarns are free from 
price control, although most ready-made clothing is subject to 
excess profits regulations. 

The Form of Control 

Price control regulations for distributions are stated primarily 
in terms of percentage margins over purchase costs. Prices of 
products in food and beverage service establishments are subject 
to specific regulation, and individual prices are specified for 
pharmaceutical products, petrol, and some other individual 
items. In addition, some of the fixed percentage margins effec
tively establish fixed Drachma prices because they prescribe mar
gins to be applied to specifically defined or limited reference costs 
rather than actual purchasing of operating expenses. In many other 
instances, however, the fixed margin levels are above those allowed 
by competitive market conditions. As a result of these differences, 
the control system is both more and less rigid and restrictive 
than its formal structure would indicate. 

The formal structure is, however, indicative of the scope and 
level of control, if not of its detailed impact in all cases. For 
items designated as essential but abundant, no fixed margins are 
established; evidence of "excessive profits" is examined on the 
basis of transport and other direct costs, risks, replacement va
lues, and other factors. Little or no control is exercised over 
manufacturing or importing costs and prices for these goods, 
and many of them are undoubtedly subject to sufficient competition 
that no question of excess profits arises. There is also some 
evidence that the maximum margins authorized for the tight-
control items may be incorporated into the price structure for 
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the loose-control items; candy is an example. Thus, the prescribed 
margins may serve as guides to pricing in lines of merchandise 
to which they do not directly apply. 

The maximum margins authorized on essential and scarce, 
or tight-control, items are 12% of purchase cost at wholesale 
and 28% at retail. The latter would amount to more than 31% 
of the manufacturer's price, if the full wholesale margin is taken. 
Thus total distributive margins might reach more than 40% 
of the manufacturer's price or almost 30% of the retail price under 
the widest authorized margins. Such wide margins are allowed, 
for example, for bottled soft drinks. The lowest fixed margins 
of 4-5 percent at wholesale and 10 percent at retail are fixed for 
domestic flour, sugar, rice and animal feeds. Margins in an inter
mediate range are allowed for salted codfish, poultry, butter, 
and frozen fish, among other products. Beer is limited to a 
5 percent margin at wholesale and 15 percent at retail. 

Pharmaceutical prices are at set specifically in Drachmae 
and are controlled at the manufacturer, wholesaler and retail 
level. In effect, the basic structure allows a 30% margin on 
manufacturing costs, divided between manufacturer and whole
saler if they are different entities, and a 33% margin at retail. 
Actual prices also include taxes and other charge elements and 
thus do not reflect these percentages directly. For imported 
pharmaceuticals, a maximum expense markup including duties 
is allowed, and a gross profit of 12.5% on the total of purchase 
and expense costs is permitted the importer. Retail margins are 
as for domestic products. 

Prices and costs at the manufacturing level are subject to 
review and control on an ad hoc basis rather than in accordance 
with published margin or rate of return criteria. Some industries 
are subject to specific price limitations which, in effect, set a 
ceiling on allowable costs. Others are covered by detailed cost 
investigations and periodic reviews. Still others — no doubt 
constituting the bulk of the cases in number — are subject to 
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detailed examination only when major cost and price changes 
are taking place. The administration of the control system at the 
manufacturing level is highly specialized by industry, and equi
table or parallel treatment of different industries does not appear 
to be a primary consideration. Indeed, the principal justification 
for detailed regulation lies in the special character of each of 
the industries involved. Thus, the wheat-flour-bread industry 
and the petroleum industry (with respect to its principal products 
of petrol and diesel and fuel oils) are subject to specific price 
control or direct government administration at each market 
level from raw material to final consumption. Pharmaceutical 
manufacturing is subject to detailed inspection both with respect 
to product quality and production conditions and also with 
respect to costs and prices. A somewhat similar type of control is 
applied to breweries, where a substantial tax administration 
activity is also involved. 

Administration of the System 

The key to the administration of this system is the classification 
procedure, with sets up the conditions under which specific re
gulations can be prescribed. Products are shifted from one clas
sification to another, and changes in prices, margins, or other 
marketing variables are effected, by order of the Minister of 
Commerce on the recommendation of the Market Law Directo
rate and its network of local committees. These recommendations 
are developed from continuous scrutiny of market developments, 
particularly those affecting the tight-control items, throughout 
the whole of Greece. Local bureaux of the Market Law authorities 
are maintained throughout the country, and the prinicipal function 
of these offices is the reporting of prices, stocks, trading volume, 
and market anticipations on selected important items. These 
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reports are made available both to the local Market Law com
mittee and to the central authorities in Athens. Analysis of the 
assembled reports forms the basis for action by the Directorate 
at the national level. In addition, the local committees — consisting 
of public officials and business and labour representatives—may 
recommend specific control actions applicable to their own 
market areas. 

In addition to the information from its bureaux and the reports 
of its local committees, the Directorate encourages the submittal 
of current information and forecasts of market trends by private 
parties. Sudden price changes of uncontrolled items are scrutiniz
ed, and cost reports of firms producing or handling controlled 
items are reviewed to determine the acceptability of the established 
prices and margins. Demonstration of prospective scarcities may 
lead to the support of private requests for reduction or suspension 
of import duties (directed to the Ministry of Finance) or by the 
release of merchandise from public stockpiles, if available, as 
well as by the imposition of strict price control. Anticipated short-
run surpluses may lead to recommendation of import restraint 
or stockpile purchases. 

The market regulations are enforced by a special police force 
in the principal cities and by a designated member of the local 
force in other areas. One of the principal tasks of these officers 
is to observe that retail merchandise is, in fact, price-marked, as 
required by law, so that conformity with the control regulations 
may be readily checked. The Market Police not only make price 
comparisons by observation but are also empowered to demand 
evidence, usually in the form of invoices, of costs of merchandise 
so that compliance with margin regulations may be investigated. 
They have, in addition, authority to check and report quality, 
weight, marking and any other aspect of products or services 
within the purview of the Code. In the special case of price-
controlled hotels and restaurants, the Market Police may make 
extensive inspections of operating practices and health and san-
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itary standards. Bakeries are supervised not only for sanitation, 
price, and quality but are required to use prescribed flour mix
tures for various types of products. 

Reported violations of the excess profits restrictions are re
viewed by the local Market Law committees which file an ad
visory opinion to the Market Law court. All other violations are 
reported directly by the Market Police to the court, which deter
mines guilt and sets penalties, usually in the form of fines. The 
provision for local review of violations appears to be one of the 
important differences between the status of products on the 
"abundant" rather than the "scarce" list. 

Some Examples of System Operation 

Although the price control system is quite general in its au
thority and pervasive in its activities, its actual operation is highly 
varied among different product lines and control problems. 
Therefore, its operation may be best understood by reference 
to a few examples. 

Sugar. Sugar refining in Greece is a government monopoly; 
however, the state refinery supplies only about one-half of do
mestic consumption requirements. The Market Law system is 
used to combine the domestic and imported sugar and to eliminate 
any price difference between them. Importers of sugar are re
quired to purchase an additional amount from the state refinery 
equal to a prescribed percentage of their import volume. The 
permissible wholesale selling price is then developed on the basis 
of the weighted average cost of domestic and imported refined 
sugar, and the retail margin and price regulated correspondingly. 
As a result, wholesale and retail sugar prices in Greece remain 
much more stable than international sugar prices, and whole
salers may be required to sell sugar at prices very close to those 
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at which they have purchased some part of their supplies. In 
recent years the depression in world sugar prices has left the 
domestic price as the higher of the two, but the system has also 
operated under opposite conditions. The state refinery processes 
only domestic sugar beets, and their price — and thus the entire 
cost structure of the refinery output — is stabilized as an element 
in agricultural policy. 

Meat. The Market Law is used to control not only the selling 
prices of meat but also the composition of meat imports. Approval 
of the Market Law authorities is required before an import permit 
is issued, and the intended wholesale and retail selling price of 
imports must be submitted for approval. Although meat is 
controlled with respect to margins rather than stipulated prices, 
the expected Drachma selling prices of imports are the object 
of scrutiny, and the criterion is not simply their conformity with 
margin regulations but also their consistency with other price 
levels prevailing in the market. As a result, high-quality, high-
price meat may be excluded from the market, and the importation 
and consumption of lower quality and price merchandise thereby 
encouraged. (A similar control over cheese prices is used to curb 
cheese imports and protect the domestic industry). 

In addition, the Market Law authorities may act to prevent 
an increase in domestic meat prices due to scarcity, as, for ex
ample, in the case of Easter lamb. Lamb is the principal Easter 
dish in Greece, and demand increases very sharply at that season. 
The Market Law authorities and the Ministry of Agriculture 
therefore monitor the supply and demand for lamb very closely 
dpring the preceeding weeks. Supply estimates from each nomos 
are obtained, and import and cold storage figures compiled. 
Demand estimates are made based on the previous year's ex
perience plus population and income increase. In 1966 the nomos 
data showed surpluses in most instances, and it was assumed 
that this would flow into the Athens area through normal market
ing activity. However, the Athens authorities determined that this 
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supply increase would not be sufficient, and a scarcity could be 
anticipated. A private firm was therefore granted a licence to 
import lamb from a neighbouring Eastern Bloc country to fill the 
gap. This lamb was lower in price and somewhat different in 
quality than the domestic product. The distribution of this meat 
among retail outlets was therefore supervised so that its identity 
would be preserved and its price maintained in the same relation 
to its costs as that of domestic lamb. Consumers were thus given 
the choice between traditional domestic lamb at normal prices and 
imported lamb of a different quality at lower prices. Both pro
ducts were apparently well-accepted by final buyers. 

Soft Drinks. The soft drink industry presents an interesting 
example of the problem of balance within a control system. Con
sumption of imported soft drinks is limited by high tariffs on 
bottled products and the unavailability, to this date, of government 
permits for the establishment of domestic bottling plants under 
foreign licenses. Both natural flavour and artificial flavour (gaz-
oza) soft drinks are produced in Greece, but the production of 
the latter is limited to a stated percentage (currently 10%) of the 
former as an agricutlural protection device. Prices of both pro
ducts are subject to specific control when sold in eating and 
drinking places; the regulations prescribe price differences by 
class of establishment and also method of service — in bottle, 
plastic glass, or glass. Both products are only under margin 
control when sold through retail outlets for home consumption. 
Gazoza is considerably cheaper to produce than natural flavour 
drinks, so that it is a very profitable product when only a nominal 
difference is allowed between the two prices. However, if the 
price of gazoza were set at a level nearer to costs, demand would 
probably shift toward the product and thus the 10% production 
limitation would prove untenable. An additional problem is 
raised by the specific fixing of the beverage price in on-site con
sumption outlets, which account for approximately 60% of soft 
drink sales. Subtraction of the minimum service margins of such 
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establishments from the fixed price sets a rough ceiling on the 
wholesale price of soft drinks to all types of outlets, although 
sales for home consumption are formally subject only to margin 
control. 

Petrol. Petroleum refining was a state monopoly in Greece 
from 1958 to the beginning of the Esso Pappas operations in 
1966, and it appears that this recent development will be in
tegrated by regulation into the price structure already in existence. 
Fluctuations in world crude oil prices are met by compensatory 
fluctuations in taxes and charges so that the total cost of petrol 
to wholesale marketers in Greece remains stable over time. A 
minimum operating expense allowance and a fixed percentage 
profit are added to this figure to determine the wholesale price, 
and a maximum retail margin then allowed. Every element in the 
price structure is thus determined explicitly or limited to a low 
maximum value. This basic price structure came into being at 
the time of the Suez crisis in 1956-57 and subsequent revisions 
have maintained both the wholesale and retail margins approxim
ately constant in Drachma terms up to the present time in spite 
of substantial general price level changes. 

Pharmaceuticals. Control over prices of pharmaceuticals 
was lodged for many years in the Ministry of Public Health along 
with responsibility for the other regulations concerning the 
production, importation and distribution of health and cosmetic 
products. During this period the Ministry stipulated the prices at 
which pharmaceuticals could be sold at the manufacturer or 
importer, wholesale and retail levels, and no variation from these 
prices was permitted. In 1962 the price control was transferred 
to the Ministry of Commerce and joined with the other elements 
of the market control system. Neither the levels of prices nor the 
methods of administration were, however, substantially altered, 
and it appears that the Ministry of Public Health retains a con
siderable review power over any major changes that might be 
contemplated. The one substantive aspect of the transition is that 
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the Market Law authorities generally set maximum rather than 
stipulated prices, and thus individual sellers are free, as they were 
not previously, to reduce their prices below control levels. This 
freedom has apparently been considerably exercised by phar
maceutical manufacturers and also by wholesalers, and a few 
retailers have initiated price reductions from the official lists. 
One such retailer was fined by the pharmacy association in 1965 
and took his case through the courts where he received a judge
ment in his favour. Thus, it appears that pharmacists are legally 
free to reduce prices below the control levels, although heavy 
trade pressure exists not to do so. 

The Impact of the System 

It is now appropriate to ask whether the Market Law and its 
tributary network of administrative authorities and regulations 
has a substantial effect on the marketing of consumer products in 
Greece. This question cannot be fully evaluated without consider
ing some of the other aspects of market regulation in Greece 
which are mentioned in the next chapter. However, we focus 
here on the price control activity as such, leaving aside the effects 
of restrictions on entry, operating practices, and other activities. 
We may distinguish between the impact of the system on prices 
specifically and its impact on other aspects of market organization, 
product assortment, and business activity which may appear as 
side effects. 

Our investigations have revealed a significant variety of opinion 
as to the impact of price control activities in Greece. On the one 
hand we have been told that the system has no substantial effects, 
either because the controlled price levels are at or above the market 
or because minor adaptations or evasions are widely used to 
escape control. We have not encountered the view that might 

134 



represent the opposite extreme; that is, that the system not only 
controls the listed prices but also establishes reference points 
that shape the price structures in uncontrolled sectors. Only a 
few examples of this latter effect have been discovered. We have, 
however, been told of widespread specific effects of the system, 
including both the specific level of prices for individual items and 
the structure of distribution channels. 

It is essential to distinguish between the operation of price 
controls in industries characterized by highly inelastic demand and 
potential monopoly profits, on the one hand, and the operation 
of controls in the general market on the other. In the first group of 
industries, government efforts to capture a share of the available 
profits, either through direct production activity or through spe
cific taxation, are the rule in Greece rather than the exception 
Examples are petrol, beer, sugar, and so forth. In this context 
price controls help to reduce the impact of other government 
activity on prices and volume. Thus, domestic prices are more 
stable and almost certainly lower than they would be if all aspects 
of the system other than price control remained unchanged. By 
neutralizing the price-increasing, output-reducing effects of high 
direct taxes or government charges, price controls may permit 
the government to capture a portion of the available monopoly 
rents without changing their total amount. Thus, market prices 
and volume may not be substantially different with price controls 
than they would be without both controls and the associated 
taxes and charges; the effect of controls is primarily on the di
vision of the profits between private firms and government. 

, Among product lines in which neither direct government 
participation nor high direct taxes are involved, the price control 
system is probably of greatest effect for pharmaceuticals. In this 
instance, it appears that the principal impact of controls is toward 
stabilizing a traditional price structure or, indeed, toward hold
ing prices up rather than down. It has even been suggested that 
retail margins are higher than the controls permit because of 
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competitive reductions and rebates at the wholesale level.1 There 

may be other instances in which this effect of stabilizing prices 

against downward competitive pressures occurs. 

In contrast to these cases, we have been told repeatedly that 

prices and distributive margins for most foods, textiles, apparel, 

and the great majority of other price-control products almost 

never reach authorized margin or excessive profits levels. The 

available margin data is so limited that we are unable to appraise 

this testimony, but it is too general to be disregarded. If accurate, 

this means that distributive margins on price-control items are 

, generally below, and in some cases well below, the maximum 

levels of 12% at wholesale and 28% at retail. By comparison, 

we have been told that uncontrolled textiles carry margins of 

8-15% at wholesale and 30-40% at retail; retail margins on house

hold appliances amount to 50% on Greek brands and 100% 

on imports; and retail margins on cosmetics amount to 40% of 

the manufacturer's price. The demand for these latter products 

may be assumed to be price-inelastic and income-elastic and they 

are also typically low-turnover products; thus, their higher 

margins may be explained entirely by higher distribution costs. 

However, if there has been any tendency for margins on price-

control items to rise toward these levels, then the control activity 

cannot be said to have been without effect. Such tendencies would 

seem to be most likely for high quality items within the basic 

price control product groups. However, it appears that in such 

special circumstances the effects of control may be partially 

neutralized by side payments, tie-in sales, private rationing, and 

other special agreements between trading parties. Thus, the like

lihood of these general effects appears rather dubious. 

The price control authorities can, however, undoubtedly claim 

1. Center of Planning and Economic Research pharmacy study: Ή δια-
μόρφωσις των τιμών των Φαρμάκων εις την Έλληνικήν άγοράν, (The 
Formation of Prices of Drugs in the Greek Market), Athens 1965. 
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credit for maintaining prices, and even increasing product avail
ability, in specific instances of short-run under-supply. The 
number of such instances that have come to our attention is 
relatively small, and the net benefits obtained from administra
tive intervention are very difficult to determine. The short-run 
benefit of lower prices and /or increased product availability for 
consumers is obvious, although scarely measurable. Against this, 
however, must be weighed the longer-run supply and demand 
adaptations that might occur if price fluctuations were allowed 
to take place. The point is that consumers do not gain in the 
long-run from every attempt to hold prices down, although 
the assumption that they do appears to underlie most of the 
short-run activity of the price control authorities. 

The control system also exerts an impact on marketing struc
ture and practices. Particularly at the wholesale level, limitation 
of margins implies also limitation of the number of inter-firm 
transactions. If this were not so, wholesale margins could be 
pyramided to any desired level simply by passing the merchandise 
back and forth among wholesalers. In addition, the limitation of 
maximum transportation expense allowances exerts an effect 
on the geographic structure of trade and may retard some of 
the normal shifts in geographic market areas that would other
wise occur. Controls may also be responsible for changes in the 
timing of wholesaler purchases, particularly in times of rising 
prices. A merchant is allowed to re-evaluate his inventory on the 
basis of new prices, and thus increase the amount of this permis
sible margin, if he makes a purchase of a certain amount. This 
understandable attempt to introduce a replacement cost factor 
into the control mechanism means, in essence, that a certain 
volume of purchasing in times of scarcity is required before the 
windfall gains available due to the scarcity can be obtained. If 
such behaviour has any effect, it is to intensify existing scarcities 
and further increase already rising prices. 

A final aspect of the impact of the market control system, 
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together with the many other aspects of business regulation in 
Greece, is the effect of the regulatory process itself — regardless 
of the content of the regulations — on the character of business 
operations. Regulatory activity as such tends to shift the focus 
of managerial attention from economic variables to administra
tive and quasi-political ones. The task of studying and complying 
with detailed regulations, even when their specific content is not 
objectionable, is of more than insignificant proportions. In ad
dition, the uncertainty surrounding new administrative decisions 
and special requests undoubtedly affects choices among market 
opportunities and the long-term commitment of resources. 
Furthermore, managerial ingenuity is required in order to by-pass 
the regulations or promote their revision. On the administrative 
side, efficient operation requires skilled personnel and speedy 
and effective operating procedures. Incompetent and uneven ad
ministration not only frustrates the purpose of the system but 
also imposes additional burdens on the private activities being 
regulated. 

All of these problems and costs are implicit in any control 
system, and may be of large or negligible proportions relative 
to the benefits obtained. However, the somewhat mixed effects 
attributable to the remnants of general price control in Greece, 
leave the relationship between cost and benefit open to question. 
The impact of controls on the heavily-taxed and government-
activity industries is certainly substantial; whether or not the 
substance of these controls is beneficial is another matter. 
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CHAPTER 8 

ADDITIONAL ASPECTS OF REGULATION 

In addition to the restrictions on market price behaviour dis
cussed in the previous chapter, a number of other aspects of 
government activity and regulation have significant effects on 
marketing practices. These include the reservation of certain ac
tivities to government monopolies, the restriction of entry into 
certain occupations, the regulation of operating hours, and the 
control over sources of capital. 

State Monopolies 

The Greek state has reserved to itself monopoly positions in 
the marketing of kerosene, coarse salt, matches, playing cards, 
emery and cigarette-paper. It is also the exclusive producer of 
coarse salt in Greece, using the method of sea water evaporation. 
The other monopoly products are bought from private domestic 
producers or, where these supplies are insufficient, imported 
by the government on its own account. All of the monopoly items 
are distributed through government-owned warehouses and sales
rooms, from which they may be purchased by resellers or final 
users. (Coarse salt is sold to small firms for refining, and by 
them directly into trade channels). These monopoly arrangements 
appear to have originated from attempts of the government to 
apply heavy direct taxes to these articles, attempts which resulted 
in widespread tax evasion. Thus, in order to capture a substantial 
share of the available profits—as well, perhaps, as to eliminate 
instances of market manipulation or exploitation—the state 
monopolies were instituted. The welfare aspect may have been the 
primary consideration in the case of kerosene, which was the 
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principal lighting fuel of the rural population until very recently. 
During 1958-1966 the state petroleum refinery was the sole 

producer of petroleum products within Greece, and the importa
tion of additional products was also exclusively a state activity. 
The refinery is actually operated by a private management com
pany under contract, but both prices and the volume of throughput 
are closely controlled, and 90.5% of the accounting profit of the 
operating company reverts to the government. The Esso Pappas 
refinery coming into operation in Salonika in 1966 is under private 
ownership, but its activities are apparently sufficiently proscribed 
to prevent any inconsistency of decisions or competitive rivalry 
from developing. The marketing of petrol and other petroleum 
products, other than kerosene, is left in private hands. The pur
pose of government control over the refining activity and products 
imports would seem to be the exercise of control over the 
flow of petroleum products into the country, the capture of a 
substantial share of the profits, and the surveillance of the ac
tivities of the international oil companies. 

A state-owned company operates all of the sugar refining 
capacity in Greece for the purpose of refining domestically pro
duced sugar beets. Domestic and imported sugar flow into normal 
trade channels through the mechanism described in the previous 
chapter. State activity in this industry should be viewed as an 
element in the agricultural development programme and as a 
means of conserving foreign exchange. 

Prices of tobacco at the grower level are established as part 
of the agricultural price support programme. Domestic tobacco 
manufacturers are required to purchase a minimum amount 
determined on the basis of their last year's production; this re
quirement is enforced as a condition for eligibility for financing ac
cording to government regulations. Prior to 1965, tobacco products 
prices at the manufacturer level were set by the Ministry of Fi
nance. Following complaints of rising costs and an official investi
gation, tobacco products prices were de-controlled except for the 
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lowest priced brands of cigarettes, for which prices were to remain 
frozen for a two-year period. When prices were freed, cigarette 
prices rose one Drachma per packet (of 20 cigarettes) on an aver
age price of about 10 Drachmae. Any intended increase in prices 
by manufacturers must be announced to the Ministry of Finance 
one month in advance. Tobacco products are taxed at 66% on 
the retail price. 

Occupational Restrictions 

Business and professional activities in virtually all countries 
require licences or other forms of operating permission, issued by 
government agencies or officially sanctioned bodies. In Greece, 
as elsewhere, the distinction between "restricted" and "open" 
occupations rests not on the mere existence of formal entry pro
cedures but on the character of the limitations and the way in 
which they are administered. Occupational restrictions may be of 
two types, which we may term qualifications restrictions and 
entry restrictions. Qualifications restrictions (e.g., evidence of 
education; driver's licences) govern the eligibility of particular 
individuals to exercise a certain type of activity or profession. 
Such restrictions may be used for economic purposes; however, 
their fundamental justification lies in the need for competence in 
the task to be performed. By contrast, entry restrictions limit the 
ability of persons to engage in activities for which they, as in
dividuals, are qualified. These restrictions control the number 
of persons or units engaged in an activity, their location or operat
ing areas, their choice of customers, etc. Restrictions of this type 
are essentially economic, and require justification in terms of the 
preservation of existing enterprises, the maintenance of minimum 
income levels, or other economic effects. Both types of restric
tions are observed in the Greek occupational structure, and both 
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may be of importance in the control of access to a single occupa
tion. 

The analysis of occupational restrictions in Greece is hindered 
both by the large number and wide variety of regulations in
volved and also by the dispersion of authority among various 
ministries and committees, many of which are effectively screened 
from public view. In addition, an important determinant of the 
actual impact of formal restrictions is the way in which they are 
administered. Thus, some restrictions may be essentially pro 
forma, requiring little more than routine clearance by the respon
sible authority. In other cases, however, it seems that detailed 
presentations and repeated appearances are required of the ap
plicant. The use of delay as a rationing and screening device is 
well known in bureaucracies. The knowledge that available posi
tions are limited and great delays almost certain, may dissuade 
substantial numbers of applicants, not only the less highly-
motivated ones but also those with the best second-choice oc
cupational alternatives. In addition, administrative delays create 
de facto economic barriers to occupational choice, since the ap
plicant requires a means of subsistence during the delay period. 
If these forces are operative, then the number of applicants for
mally seeking admission to closed occupations at any one time 
may be negligible, because there is in effect no point in aoplying. 
Under these circumstances, the connection between the formal 
application procedures and the actual practice of granting oc
cupational licences may be loose indeed. 

Restricted occupations in Greece include all of the professions 
requiring higher education — and access to higher education itself 
— and virtually all types of financial, transportation, and tourist 
service activities, as well as various distributive trades. Many of 
these restrictions involve the necessary qualifications of individuals. 
Others limit the ability of qualified persons to practice the profes
sion or activity. Within marketing, restrictions of some economic 
significance are operative with respect to the distribution of phar-
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maceuticals and the major petroleum products, and the operation 
of street kiosks. Each of these merits brief mention. 

Pharmacies. The pharmacy profession and the operation of 
retail pharmaceutical outlets in many ways constitutes the ar
chetype of occupational restriction in Greece. The profession is 
open only to graduates of four-year schools of pharmacy, of 
which there are two in Greece, who have passed the required 
professional examination. In order to be eligible for the examin
ation, the graduate must have worked during his studies for four 
three-month periods in a pharmacy, and for one additional period 
subsequent to his graduation. 

Retail and wholesale pharmaceutical outlets are strictly 
limited in number. In the Athens-Piraeus area one new pharmacy 
licence may be issued for every increase of 8,000 in the popula
tion. In Salonika, the figure is 7,000. In the rest of Greece, a phar
macy may be established in any community of 500 persons; a 
second pharmacy for an increment of 3,000 persons; a third for 
an increment of 8,500 persons, and additional outlets for each 
increment of 6,000 persons.1 A pharmaceutical wholesaler will 
be authorized for a community of 30,000 inhabitants, and an 
additional licence issued for each increment of 40,000. The import 
of medicines and drugs is also highly restricted,requiring not only 
the usual importer qualifications but also specific approval of the 
imported merchandise by an official committee. Such approval 
may be a very lengthy process, although many common products 
are approved routinely. Greek manufacturers of pharmaceuticals 
are subject to similar, and reportedly stricter, review procedures. 
All of these regulations are enforced by the Ministry of Public 
Health. 

A professionally licenced pharmacist may obtain a retail phar-

1. Similar formulae exist for Athens, Piraeus and Salonika, but only 
the incremental figures are of any practical relevance in these cases. 
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macy licence either by purchase of an existing outlet and licence 
from its present owner under certain prescribed conditions, or 
by the issuance of a new licence by the Ministry. The latter occurs 
only when an existing retail licence is abandoned by its owner 
or when population increases are officially recorded, and in special 
cases by exception. The availablility of retail licences due to 
abandonment is substantially less that would be expected from 
normal mortality, because of special protection for the heirs of 
licence holders. When a licenced pharmacy operator dies or retires, 
any one of his heirs who is a professional pharmacist may suc
ceed to the operating licence automatically. In addition, any heir 
intending to pursue the career of a pharmacist may succeed to 
to the licence if he graduates from one of the Schools of Pharmacy 
within five years of the licence-holder's death. If neither of these 
conditions holds, the dependent survivors may retain possession 
of the licence for a period of five years if they also obtain a 
pension from the official insurance organization, or for ten years 
if they do not. In any event, a professional pharmacist must be 
placed in charge of the establishment at all times. 

New pharmacies are authorized on the basis of population 
increase only at the time of the decennial censuses. Even at these 
periods the number of available licences is extremely small in 
comparison to the number of qualified applicants. A formal 
first-come-first-served procedure is reportedly used to distribute 
the few available licences among the qualified applicants. In 
addition, special arrangements are made from time to time to 
permit the establishment of new pharmacies under exceptional 
circumstances. There are no restrictions on the maximum size 

of an individual pharmacy, but no individual may hold more than 
one retail pharmacy licence in his own name, nor may one person 
hold licences both to manufacture and to market pharmaceuticals 
at retail. 

The net effect of these restrictions, which operate both to dis
courage and directly to reduce demand for licences, as well as to 
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limit their supply, on the number of retail pharmacies is difficult 
to ascertain from available data. In 1958 there were 1,343 retail 
pharmacies, with 3,330 persons engaged, in the whole of Greece; 
in 1964 there were 1,437 pharmacies,the increase of approximately 
100 outlets being primarily the result of the 1961 population 
census. The occupational statistics for 1951 show 1,733 persons 
working as pharmacists, of which 1,273 were male. The actual 
number of professionally qualified pharmacists is something over 
2,000, and the two schools of pharmacy are currently graduating 
150-200 persons per year. These persons are being employed in 
existing pharmacies and in manufacturing and distribution ac
tivities, including work as medical detail men for manufacturers 
and importers. It is apparent that the number of qualified phar
macists will be roughly double the present number of retail phar
macies by the time the results of the next population census be
come available in 1971. The official position of the Ministry is 
that the number of qualified pharmacists is not excessive for the 
needs of the country, but that the population limits governing 
the creation of new retail outlets should be somewhat relaxed· 
In addition, it is believed desirable to require manufacturers and 
others handling drug products to employ qualified pharmacists 
and also to stimulate, perhaps by subsidy, the establishment of 
retail pharmacies in the less populated parts of the country as a 
welfare measure. 

Petrol Distribution 

Entry into wholesale petroleum marketing in Greece has been 
formally limited by the regulation that sales from the state re
finery could be made only to operators with" substantial" storage 
tankage. This regulation has been fairly liberally interpreted, 
however, and a number of smaller Greek marketers have been 
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allowed to come into operation. These operators have been most 
successful in the distribution of diesel and other fuel-oil (in
cluding marine fuels) and in the sale of petrol to large direct 
consumers, including the government itself. A few of these firms 
have obtained access to their own retail outlets, which in total 
accounted for some 8% of retail petrol sales in 1965. 

Petrol is marketed in Greece by some 3,500 retail dealers, of 
which approximately 1,000 are rural outlets servicing tractors. 
More than 1,500 other outlets are simply kerb pumps, and the 
remaining 1,000 include garages, complete service stations (in
cluding lubrication and washing facilities) and modern filling sta
tions. Approximately 600 of these stations are in the Athens-
Piraeus area, and 70% of all retail petrol sales occur in the two 
metropolitan areas of Athens-Piraeus and Salonika. 

Petrol retailing in these two metropolitan areas had been a 
completely closed occupation before World War II. Operating 
permits were initially issued to existing operators, and new per
mits have been created from time to time for the benefit of war 
veterans and other special groups. These permits may not be 
legally sold, but may be leased by the permit-holders, many of 
whom are now heirs of the original licencees, to station operators. 
(Permanent transfers also take place on the basis of private 
agreements, but these do not have the legal status of a sale). 
Outside of the two restricted areas, permits may be issued by the 
Ministry of Commerce without limit except for the minimum 
distance between stations, local zoning and National Tourist Orga
nization requirements. On the new restricted-access highways 
there are additional special requirements, including the con
struction of entry and exit lanes for customers and the payment 
of certain fees. 

The petrol marketing companies may own station sites and 
facilities, but are not permit holders in their own names. Permits 
are vested entirely in individuals, and the permit-holder may 
shift from one marketer (brand) or location to another, whenever 
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his private contracts allow. The historical pattern was for the 
permit-holder to own his station site or lease it from third parties, 
with the marketing company owning at most the pumps and 
tanks. However, competitive pressure to offer modern stations 
and to secure specific locations has pushed the marketing com
panies into an increasing degree of station construction and 
ownership. 

In the Athens-Piraeus area an additional peculiar feature of 
petrol retailing is the existence of a special fund, operated by 
the association of permit-holders, into which one-half of each 
outlet's gross profit must be placed and from which each outlet 
receives an equal share. This fund originated in the 1930's, when 
petrol distribution in those cities was heavily concentrated in a 
few locations where many kerb-side pumps were clustered. 
Under these conditions, the entire cluster of pumps served as 
a single sales location and the customer might not know or care 
from which pump he purchased petrol. The locational structure 
has long-since ceased to follow this pattern, of course, and thus 
the fund simply represents an annuity to permit-holders and a 
charge on all stations doing more than the average annual gallon-
age. 

The consumption of petrol in Greece has been increasing at a 
rate of about 20% per year, and this market growth has stimulated 
the principal marketers — five subsidiaries of international oil 
companies and one Greek independent, plus Esso Pappas — 
to increase their distribution coverage and the quality of their 
retail service. There is thus a substantial demand for access to 
permits in areas where the occupation is closed,and also a demand 
for experienced and successful operators to staff new stations. 
Permit holders in closed areas are thus able to obtain substantial 
rents in addition to their shares of the union fund, and successful 
operators are able to obtain supplementary expense allowances 
and other aids from the marketing companies. As a result, the 
average net wholesale margin appears to be substantially nar-
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rower, and the gross retail margin wider, than the controlling 
regulations would indicate. The overall impact of occupational 
restriction, price control, tax policy, and government refinery 
ownership in petroleum appears to shift the bargaining advan
tage away from the major marketers and toward the permit 
holders and operators. (It is within this complex institutional 
context that price controls hold down the price of petrol in 
Greece. In a free market context, with more moderate taxation, 
the price might be higher, lower, or the same). 

Kiosks. The ownership of street kiosks is exclusively re
stricted to wounded war veterans meeting certain qualifications. 
The granting of licences for these establishments is vested in the 
Ministry of National Defence. With the permit to establish a 
kiosk, the owner receives a licence to sell tobacco products. 
Beyond this, he way add a wide array of other merchandise. In 
practice, the principal additional items are magazines and news
papers, candy and chewing gum, although the variety is limited 
only by the imagination of the owner. In areas where kiosks are 
permitted, the only substantial restriction on their activities ap
pears to be the requirement of a minimum distance between them. 
Kiosks are free to operate unlimited hours, which amounts to 
a considerable privilege in the cities where other operating hours 
are closely regulated and strictly enforced. 

Regulation of Street Vendors 

The uneveness of the regulatory system is nowhere more 
apparent than in the regulations governing the activities of street 
vendors and pedlars. The 1961 occupation data shows a total 
of 32,638 "street vendors, canvassers and newsvendors" in the 
whole of Greece, 13,311 of these in Greater Athens. Some of 
these enumerated individuals may well be kiosk operators and 

148 



others engaged in a recognized line of business at an enclosed 
location; however, many of them are ambulatory pedlars and 
sidewalk vendors. Items vended in this way include natural spon
ges; roasted chestnuts; dried fruit and nuts; bread-rolls, cheese-
pies and other baked goods; handicraft articles; clothing and 
toys; shish-kebab and soft drinks. In addition, shoeshine services 
and lottery tickets are offered on the street throughout down
town Athens, and in other large cities. 

A recent survey of the "tiny traders" in a popular magazine1 

reveals that there are substantial differences among them both 
in profitability and legal status. The sellers of sponges, chestnuts 
and handicraft goods are licensed, as are those vendors of soft 
drinks and pastries holding approved stands and locations. Income 
from all of these activities tends to be seasonal, but 100 Drachmae 
per day would be a good average. The same estimate would serve 
for the legal shoeshine stands, most of which are occupied by 
mature men who have been engaged in the activity for many 
y ears.In contrast, the army of illegal ambulatory pedlars of bread-
rolls, shish-kebab, soft drinks, and dried food — to say nothing 
of the vendors of manufactured articles, shirts,stockings, watches, 
razor blades, etc., who appear and disappear in the most heavily 
congested shopping areas - are said to earn 200-500 Drachmae 
per day in favourable locations, but a substantial part of their 
earnings must be paid out in the inevitable fines. Margins vary 
downward from 100% of costs, the level for bread-rolls for 
which the selling price is only 1 Drachma. High margins are not 
necessarily associated with illegal activity, since the greater 
valume available to the illegal ambulatory pedlar may more than 
make up for a lower margin level. One curious feature of these 
activities is their unofficial, but apparently stable, restriction to 
persons of specific geographic origins. The sponge sellers are 

1. TAHYDROMOS, 7th May, 1966, pp. 52-56. 
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from Kalymnos, the dried fruit and nut vendors from Thessaly, 
the chestnut vendors mostly old men from Crete, the illegal 
shoeshine boys are from Trikkala and are earning their living 
while studying in night schools, and the bread-rolls vendors 
from Epirus. 

Regulation of Operating Hours 

Working hours in all types of occupations are controlled 
by the Ministry of Labour at the national level,and specific operat
ing hours for individual kinds of business by local police and 
government authorities, no doubt with the advice of local trade 
groups. Although manufacturing and some other activities 
have abandoned the traditional Mediterranean work schedule 
including the mid-day siesta, the distributive trades as well as 
most services and public offices continue to observe the tradi
tional pattern. Indeed, financial institutions and the central go
vernment offices do not reopen after the midday closing. Standard 
operating hours for retail establishments in Athens are 8:30-
2:30 and 4:30-7:30, five days per week, and the morning hour 
only on a sixth day. These hours are adjusted both seasonally 
and among kinds of business. The morning hours are earlier and 
somewhat shorter during the summer months, and two afternoon 
closings are required. Most shops close on Saturday afternoon, 
but grocery stores remain closed after mid-day on Wednesday and 
open in the afternoon on Saturday, and there are other minor 
differences of this sort. It should be emphasized that these hours 
limitations are compulsory and police-enforced. It is illegal for 
a shop to remain open beyond the appointed time for stores in 
its category, or to re-open early, and competitors are not loath 
to draw police attention to violations (which, nevertheless, con
tinually occur). 
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The most striking feature of this arrangement is its suggestion 
of underemployment of both labour and capital in the distributive 
trades, particularly retailing. The maximum shop schedule of 48 
operating hours is low by international standards, where 60-
hour schedules are not uncommon (10 hours per day, 6 days 
per week). Much longer hours, including 24-hour 7-day operations 
are not, of course, unknown in the U.S. In addition, the process of 
opening and closing twice per day, including two round-trips 
between home and work for shop personnel, amounts to a 
substantial time-consuming activity. This limitation of working 
hours, however, reflects the basic structure of Greek retailing 
as consisting of small-scale, family enterprises in which the 
proprietor handles a large part of the business in person. Shop 
operating hours are therefore substantially the same as the 
working hours of the individual proprietor, and the relatively 
small number of shops staffed with substantial numbers of paid 
employees are held to the schedule of the proprietor-operated 
shop. Viewed in this light, the 48-hour retailing schedule is sig
nificantly greater than the 39-hour week worked by government 
employees and also above the standard 44-hour week in manufac
turing. Outside of Athens retailing hours are apparently some
what more flexible. In some areas no significant control is exer
cised, and shops open and close at the discretion of their owners. 

Control over operating hours, where effectively exercised, 
has some differential effects among kinds of business. Eating 
and drinking places observe quite different hours from regular 
retail outlets, and many of these establishments—e.g., café-bars, 
pastry-shops, and dairy shops—regularly sell merchandise for 
both on-site and home consumption. It is not surprising that 
these establishments find it profitable to add to their product 
lines an assortment of merchandise, chiefly canned and packaged 
food products, not suitable for on-site consumption but available 
for sale at hours when the regular shops are closed. In principle 
there is some attempt to restrict the sale of such products to 
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hours when the relevant competitive retail shops are also open; 
however, the administration of such regulations presents in
superable difficulties. The same diversity of merchandise may 
be found in the kiosks, where hardware items, paper products, 
and other small consumer goods may be obtained at almost 
any hour and on Sundays as well. 

Other Restrictions 

A major difference between the economic status of the dis
tributive trades in Greece as compared to those in many other 
countries is their heavy dependence upon trade credit or personal 
savings for the financing not only of current inventories but also 
of facilities costs. Bank financing of retailing facilities is generally 
inadequte in Greece. Thus, Greek retailers are able to construct 
or modernize facilities only to the extent of their own savings or 
their ability to persuade other private parties to undertake the 
investment. They may, of course, obtain access to the new re
tailing locations being built on the street floors of new apartment 
buildings in the cities, particularly Athens. However, these facilities 
are invariably of the small-shop variety. The unavailability of 
loans from financial institutions clearly reduces the ability of 
the successful operator to expand or renovate his establishment 
in accordance with his own needs and his assessment of market 
opportunities. 

All industrial and commercial firms in Greece are required 
to belong to one of two major organizations, the Chamber of 
Commerce (EBEA) or the so-called Professional Chamber of 
Commerce (E.E.A.). The former consists of industrial, importing, 
and wholesaling firms, plus some large retail organizations, and 
the latter of retail proprietorships and service trades. In addition, 
there are subdivisions of these organizations and "unions" or 
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associations of more narrowly defined trades. Many of these 
groups are vested with considerable power over entry into the 
relevant business activity and over operating practices. These 
powers take the form of delegated authority from the responsible 
ministry of the government or of a government requirement of 
association approval before official actions are taken. It is difficult 
in practice to draw a sharp distinction between the purely for
mal or reporting-informational functions of these associations 
and their substantial administrative and regulatory rôle. 

153 





P A R T IV 

A SURVEY OF CURRENT MARKETING 
DEVELOPMENTS 





CHAPTER 9 

THE MARKETING OF IMPORTS 

Like most developing countries, Greece relies heavily on 
importation as a source of both industrial and consumption 
goods. This dependence on foreign sources is heaviest in raw 
materials — including meat and fibres as well as petroleum, 
chemicals and metals — and in machinery and equipment of 
all types. The failure of Greek merchandise exports to expand 
to cover the cost of these importations, and the consequent 
dependence of balance of payments adjustments on invisibles — 
remittances, transport earnings, and tourism, in that order — 
has been generally regarded as a major structural weakness of 
the Greek economy.1 

Importance of Imports 

Our analysis of Greek imports is concerned only with those 
products brought into the country for consumption by domestic 
households. Such products are of three principal types: 

(1) raw and semi-processed materials for direct consumption, 
chiefly foodstuffs; 

(2) raw and semi-finished materials for conversion into con
sumer goods, including fibres and leather as well as 
chemical and other raw materials, and 

(3) finished manufactured goods. 

1. OECD, Economic Survey of Greece, 1964. 
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The processing and re-exporting of imported raw materials 
is not a major activity in the Greek economy, and therefore we 
may treat the gross volume of consumable imports as contribu
tions to domestic consumption, although all finished goods ex
ports probably have some import content.1 

With the exception of foodstuffs, the usual aggregate foreign 
trade categories do not provide a sharp distinction between 
commodities destined for household consumption and those 
going primarily into investment or industrial uses. It has therefore 
been necessary to develop a detailed breakdown of the import 
statistics in order to identify the major elements of consumption. 
The details of this compilation are shown in Appendix Table 
B-3. This compilation omits the importation of fuels, including 
petroleum, and of motor vehicles. During the period covered by 
this study, Greece was wholly dependent upon imports for 
petroleum and its products, and also wholly dependent on foreign 
production of automobiles. These two elements are so large and 
stand out so clearly in the data that they have been excluded from 
our general analysis of consumption imports and from the ag
gregate of domestic consumption with which our import data 
are compared. 

In Table 9-1 the consumption imports data for 1954-64 have 
been grouped according to the three categories listed above; 
data for import of motor vehicles and total imports are added for 
purposes of comparison. The current value of annual imports 
increased 158% over the decade, although the value of retailable 
consumer goods and constituent materials as defined here in
creased only 114.5%. A substantial part of both of these increases 
was, of course, due to price. Passenger motor-cars were not 
shown as a separate import category until 1960; during the 

1. There are a few important examples of re-exporting of non-con
sumer goods - aluminium and buses - and also a few foreign-owned fac
tories for the re-export of textile products and cutlery. 
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five-year period 1960-64 the value of motor-cars imports increased 
more than threefold. 

The expansion of food imports — although relatively less than 
manufactured goods since 1955 — may appear surprising, since 
the substitution effects associated with rising per capita in
comes would be expected to work in the opposite direction. 
The observed pattern, however, reflects the relatively low level 
of Greek income at the beginning of the period and the heavy 
dependence of the economy on imported meat and fish. In ad
dition, continuing high tariffs, and resulting high final market 
prices for imported manufactured goods, have undoubtedly ac
complished their desired effect by slowing the expansion of 
consumption imports. 

In Table 9-2 total imports in each of the four major consump
tion categories under analysis are expressed as percentages of 
our estimates of retail consumption for the years 1954-64, in 
current Dollars. There are, of course, certain non-comparabilities 
in the detailed coverage of the two sets of data, but the fundamen
tal basis of the comparison seems justified. In particular, the 
comparison of consumption goods imports with estimated retail 
sales indicates the relative importance of imports in the final market 
values of merchandise, as distinct from services. Of course, the 
relative importance of imports will vary considerably depending 
upon the stage of processing at which importation occurs. Raw 
materials subjected to extensive domestic processing will have 
a lower value relative to final sales prices than raw materials 
consumed directly or finished manufactured goods. The ideal 
way to take account of these differences would be to adjust the 
retail values back to manufacturers' or import prices by sub
tracting domestic distribution margins. However, as we have 
noted previously, the inadequacy of margin data available for 
Greece renders such an approach impossible. Therefore, it seems 
best to leave the figures as they are and draw attention to this 
source of discrepancies. The inclusion of domestic value added 

162 



on imports in total consumption means that the computed shares 
of imports in total retail consumption are all low, if taken as 
shares of merchandise volume. A crude adjustment would sug
gest that the share of imported merchandise in the total volume 
of Greek household purchases of consumption goods, other 
than motor-cars and fuels, at retail, is nearer to 20% than to the 
the 13% shown here. 

Taken at face value, the data are probably indicative of the 
order of the principal merchandise groups in terms of the relative 
importance of imports in total final market sales, and also of 
trends. Personal care and health products show the greatest de
pendence upon imports. The greater part of these products are 
obtained from domestic mixing and packaging of imported in
gredients, and significant amounts of packaged cosmetics, health 
preparations and medicines are also imported into Greece. 
The very substantial increase in the relative importance of imports 
reflects the expansion of total sales of this type of merchandise 
which has accompanied increases in income and urbanization, 
and also an improvement in quality, including the fashion aspect 
of high-priced imported cosmetics. 

The consumption category showing the next largest share 
for imports is clothing and footwear, and the share figure here 
is most seriously understated due to the large amount of domestic 
processing added to imported fibres, yarns and textiles. However, 
although the relative volume of imported materials in Greek 
consumption of textiles, clothing and footwear is probably greater 
than indicated here, the downward trend in this share is undoubt
edly accurate. Fibre, yarn and cloth imports have increased only 
moderately since 1954, and imports of finished clothing and 
footwear remain miniscule. In contrast, clothing and footwear 
consumption more than doubled in 1954-64, and without substan
tial price changes. 

The share of imports in final market values was in the neigh
bourhood of 10% for both foodstuffs and miscellaneous manu-
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factured goods (chiefly furniture, appliances, and other hard-
goods) for most of the period. However, the year-to-year vari
ability of food imports contrasts clearly with the steady in
creases in the share of imported hardgoods since 1958. One-
third of the increases in miscellaneous manufactured goods im
ports over the period is accounted for by electric household 
appliances, which were not recognized as a separate category in 
the statistics until 1960. With hardgoods accounting for a steadily 
increasing percentage of total consumer goods sales (12% in 
1964), this increase in the share of imports has significant impli
cations both for the balance of payments and for domestic market
ing activities. 

The sharp increase in the share of imports in food sales in 
1955 is accounted for by the trade liberalization of that year, 
and the drop from 1958-59 by a sharp decline in wheat imports. 
The continuing dependence of Greece on foreign sources of 
meat, and the likelihood of increasing meat consumption accom
panying continued economic growth, suggest that food imports 
amounting to 10% of retail food sales may be expected to con
tinue for the forseeable future. 

Absorption of Imports into the Market 

Most imported consumer goods flow into final markets 
through the same channels as domestic goods of the same mer
chandise line, where those channels exist. Materials requiring 
domestic processing almost invariably do so, unless the proces
sing includes the addition of a brand-name for which an import-
specialized distribution network has been developed. Import-
specialized distribution channels are more common for finished 
goods: these channels allow imports to remain a separate class 
of products at the wholesale and even retail level. The reason 
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for these differences between mixed import-domestic and import-
specialized channels does not appear to be simply economies 
of scale. Some very large-volume imported items (e.g., canned 
and powdered milk) flow directly into general wholesale channels 
while some relatively small-volume items (toiletries, specialty 
fabrics) are handled by different wholesale and even retail dealers. 
The separate marketing of domestic and imported merchandise 
may reflect a managerial intent to emphasize and, if possible, 
increase any element of quality differentiation that may exist 
in favour of the imported product. Brand advertising is, of 
course, the more common method of achieving this same type 
of effect, and it is both more flexible and less costly. But where 
unbranded or multiple brand items are involved, the separation 
of distribution channels may serve to identify the special features 
of the imported products. This identification is especially im
portant for imports that are directly competitive with domestic 
items, since price differences are generally in favour of the latter. 
Of course, there are some imported items (e.g. motor-cars) 
for which no wholly domestic trade channels exist, and thus a 
new marketing activity must be developed when the new item is 
introduced into the economy. 

The import agent plays a crucial rôle in the import market
ing process. The typical pattern is for the import agent simply 
to arrange for the sale of merchandise from the foreign producer 
or exporter to Greek import-wholesalers, who may or may 
not also operate as wholesalers of domestic goods, and to some 
large retailers or users on a commission basis. The same activities 
may be conducted by the Greek outlet of a foreign exporting or 
producing firm. 

In foods and some other industries, there is now some ten
dency for agents to also act as wholesalers on their own account, 
purchasing merchandise from their principals and operating their 
own storage and sales facilities. In addition, there have been for 
many years large and relatively specialized import-wholesalers 
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in basic food staples — sugar, coffee, codfish, canned milk, and 
cheese. These specialized importers then re-sell their merchandise 
to general line distributors handling both domestic and imported 
products, or directly to retailers. Many other food products 
pass directly into general distribution channels for comparable 
domestic goods. A few instances stand in sharp contrast with 
this basic pattern. One importer and roaster of coffee has dif
ferentiated his product both by brand advertising and by selling 
it through a few specialized stores in Athens, so that a brand-
specialized distribution channel is maintained alongside the 
general distribution through retail food shops. There are in 
addition a few general-line food shops specializing in imported 
food items of many types and brands. We have also discovered 
one instance in which an import agent, although making no 
purchases on his own account, operates an extensive personal 
sales promotion effort on behalf of the principal's merchandise. 
A field staff in Athens and sub-agents in the provinces make 
personal calls on all potential outlets to check inventories and 
encourage orders, which are then handled by general-line whole
salers. 

Imports of ready-made clothing are almost negligible and 
consist entirely of specialty-shop merchandise imported directly 
by the retailer. Imports of high quality cloth for custom tailoring 
and dress-making are much larger in volume, but are handled 
in the same manner: the domestic retailer assumes the rôle of 
importer. The quality or fashion features of imported apparel 
are maintained and emphasized by the almost complete separation 
of import and domestic distribution channels. Lower quality 
textiles from the Eastern Bloc countries and elsewhere are im
ported by a small number of large import-wholesalers who 
distribute throughout Greece via their own sales forces. There are 
on the local level some small establishments defined as semi-
wholesalers who supply these lower quality goods to small 
retailers and final consumers. Fibres, yarns, leather, and other 
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apparel materials for further processing are imported through 
agents who deal directly with Greek manufacturers. At the 
present time several large foreign companies are manufacturing 
apparel in Greece for re-export to their own markets. The est
ablishment of these facilities was permitted by the government 
on the condition that they would be allowed to sell only a small 
portion of their output into the Greek market. Thus Greek pro
ducers are protected from the competition of import-quality 
merchandise manufactured domestically by foreign firms. 

By far the larger volume of drug, comestic, health and beauty 
products imported into Greece consists of ingredients for final 
processing. The finished product may bear the brand of the 
foreign source or licence holder, and may be marketed through 
a separate sales force operated by or for the foreign firm as 
if it were an imported item. Other foreign-brand items are dis
tributed through the same organizations as the products of Greek 
companies. Branded and packaged drugs and cosmetics are im
ported into Greece by local subsidiaries of foreign companies 
and by highly specialized local firms. In either case, as in the 
case of the foreign sales force mentioned above, the distribution 
channel is not only specialized with respect to imports but also 
with respect to brand, at least within each product line. In view 
of the relatively low income levels of the country, it is not sur
prising that the specialized distribution of high-priced imported 
cosmetics and drugs is as yet a very small-scale economic activity. 

In household appliances foreign companies operate their 
own brand-specialized wholesale outlets and a few large retail 
outlets and display centres. Foreign and domestic brands are 
generally combined, however, in other retail stores. In furniture 
and other hard-goods the import agent occupies a prominent 
place, dealing between the foreign manufacturer or exporter and 
the domestic wholesaler-importer or retailer. Although a few 
wholesalers are specialized in imports, and there are even import-
specialized retail outlets, the general pattern is for the mixed 
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wholesale and retail distribution of domestic and imported mer
chandise. 

As inmost of the world, motor vehicles are distributed in Gre
ece through a franchise system.The franchisee acts as importer and 
retailer in the Athens area, and may arrange for representation 
outside of the metropolitan area on a commission basis. 

Conclusion 

The net effect of these various arrangements is that finished 
consumer goods of foreign origin are generally made available 
to consumers through the same channels as similar domestic 
goods where such exist, although the brand advertising and 
quality differentiation of the imported products may be sub
stantially different from the domestic items. In addition, there are 
significant instances of import distribution through import-
specialized, and even brand-specialized, outlets at both the whole
sale and retail level. What is the effect of this marketing activity 
on the demand for domestic products and on marketing costs? 

A considerable volume of imports, particularly of raw mat
erials, foodstuffs, and specialized manufactured goods, represents 
a supplement to domestic Greek resources and production cap
abilities. However, Greek-foreign competition takes place both 
with respect to specific products and in the form of product sub
stitution as well. In these confrontations, the advantages of 
large-scale production anf international brand recognition in-
invariably favour the foreign product. However, the advan
tages generally run the other way, and some of the larger Greek 
producers operate more complete and intensive sales and distribu
tion systems than any single foreign firm. There is evidence that 
imported products typically carry not only higher prices but 
also higher profit margins for distributors, both wholesalers and 
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retailers, than comparable domestic products; and it is frequently 
alleged that distributive sales effort is therefore inordinately ex
pended on imports at the expense of domestic products. This 
may well be so, although we are unable to substantiate or refute 
this allegation. However, it appears that the market for import-
competitive Greek products depends primarily on quality de
velopment and control an4 on aggressive marketing activity 
by the interested parties. Imported products provide both ex
amples for imitation and indicators of the extent of market op
portunities available. 
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CHAPTER 10 

PRODUCT AND CHANNEL INNOVATIONS AND 
ADVERTISING 

Innovations in marketing consist primarily of changes in the 
character of quality of products and services and in the methods 
by which they are offered for sale. Innovations in both products 
and marketing methods frequently occur simultaneously, one 
being in a sense required to facilitate the other. However, it is 
useful to draw a distinction between the two primary sources of 
innovative pressure when they may be separated. In developing 
economies, marketing innovations may be further distinguished 
as follows: 

(1) Innovations primarily associated with imported mer
chandise, including the activities of foreign marketing agencies 
and their affiliates; 

(2) Innovations involving the duplication in a new environ
ment of products or practices already in existence elsewhere; 
these include the domestic production of foreign products and 
the reorganization of domestic marketing practices following 
patterns from other countries, and might be termed "imported 
ideas"; 

(3) Indigenous innovations arising from the special needs 
and opportunities of the particular economy. 

It is tempting to suggest that these three types of innovations 
typically occur in the time order listed. If so, one might characterize 
the stage of marketing development of an economy by the relative 
frequency of each type of innovation. Such a classification might 
refer only to the marketing of consumer goods, or might include 
industrial goods and exports as well. The Greek experience 
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would clearly support such a classification, and the current im
portance of marketing ideas taken from the more developed 
countries, together with the continued importance of imported 
merchandise, suggests that Greece is at an intermediate stage 
with respect to consumer goods marketing. In this chapter we 
survey the current state of consumer goods marketing in Greece 
in order to characterize the existing level of development and 
point out some specific evidences of change. This survey is based 
upon interviews with business executives and other knowledgeable 
people in the Athens area and on current periodicals.Its coverage, 
therefore, cannot fail to be unbalanced and incomplete. However, 
we hope to convey some idea of the way in which marketing 
activities are now carried out and the types of innovations that 
are in progress. 

Product Innovations 

As in most developing countries, the modern consumer pro
duct assortment typically appeared in the Greek economy in the 
form of imports. Some of these import flows — for example, 
appliances and motor vehicles—were accompanied by the est
ablishment of foreign marketing agencies or their franchisees, 
and thus resulting in institutional changes in the marketing 
system as well. In many other instances, the imported merchandise 
was absorbed into the economy through existing trade channels 
without inducing significant structural change. 

As noted in the previous chapter, a substantial volume of 
imported consumer goods has become a permanent element of 
the Greek economy.Much of this volume, however, is in foodstuffs 
and materials for further domestic processing, rather than in 
high-margin, low-volume finished merchandise. Our interviews 
have also revealed several instances in which the import of 
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finished merchandise by Greek distributors has become the 
focus of market-expanding promotional effort with the goal of 
establishing a domestic market sufficient to justify home pro
duction of similar products. Two examples from the drug and 
cosmetic field illustrate the possibilities. 

A Greek firm initially engaged in the retailing of drug, health 
and beauty products expanded its activities to include importing 
and wholesaling, then established a manufacturing plant to pro
duce similar items. These were produced under its own and for
eign brand names, and the continued distribution of the foreign 
brands — both those actually imported and those domestically 
manufactured under contract — facilitated the development of 
the firm's sales organization and broadened market acceptance 
of the entire class of products. The firm's own brands were typ
ically offered at lower prices than the foreign brands, and the 
production and marketing experience gained from the latter 
made possible continuous improvements in the former. As a 
result, a substantial market for the Greek-brand product was 
developed. One evidence of the success of this effort is the fact 
that one of the principal foreign firms involved felt it desirable to 
take an ownership interest in the manufacturing portion of the 
business and to re-assume responsibility for its own sales pro
gramme within Greece. The marketing experience gained from 
dealing with imports and import-quality products, and the mixing 
of Greek-brand and foreign-brand products at the wholesale 
level, appear to have contributed importantly to this success-. 

In a second example, an importer of high-priced cosmetics 
recognized the need to educate Greek women in the use of skin 
care and beauty products. He attempted to enlist competitors 
in an industry-wide promotion and education effort, but failed 
to obtain general support. Therefore, the firm on its own account 
initiated a series of demonstration clinics, personal sales appoint
ments in retail outlets, and other educational activities, supported 
by an extensive advertising programme.In the opinion of the firm's 
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managers, the effort created an awareness of the quality and use 
of such products among a wide segment of potential customers. 
Total sales of cosmetics in Greece are said to have more than 
doubled in the three years 1963-66. This expansion reflects not 
only rising income but also the fact that cosmetic products may 
be easily added or expanded within the merchandise assortment 
of existing pharmacies. In addition, trained sales personnel 
capable of giving individual advice with respect to these products 
have now become fairly common in the larger stores. The market 
for better quality cosmetics has now become sufficiently large 
that the importing firm mentioned above is preparing to introduce 
a medium-priced line of its own domestic manufacture, and con
templates the export of this new line throughout Europe. 

In both of the above cases, domestic production will be de
pendent for the foreseeable future on imported ingredients and 
perhaps on foreign licences as well. The expansion of domestic 
consumption, stimulated by rising incomes and lower prices, 
may offset any favourable effects of the shift to domestic manufac
turing on the balance of payments. However, this type of develop
ment may make an important contribution to consumer welfare, 
as well as yielding favourable, if small, effects on domestic value 
added and employment. 

The domestic manufacture of products modelled on those of 
more advanced countries need not, of course, be based on a pre
vious history of import merchandising or on imported materials. 
The local production of fruit and vegetables in Greece has 
permitted the development of a wide variety of high quality canned 
and processed foods. Canned fruit juices now constitute an im
portant Greek export, and both the juices and natural-flavour 
soft drinks (lemonade and orangeade) are popular with domestic 
consumers. Similar developments in the confectionery industry 
have substantially reduced the dependence of the Greek market 
on imported chocolate, candy and chewing gum. The wide lines 
of confectionery products now offered by Greek producers 
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compare favourably in most cases, and are superior in some· 
to those available elsewhere. 

Perhaps the most striking example of successful Greek 
duplication of foreign consumer goods is paper products. Wood 
pulp is imported from the Scandinavian countries, but the man
ufacturing and marketing of tissues and paper napkins is entirely 
in the hands of Greek firms. One of these firms has secured an 
extremely strong market position in the face of competition from 
internationally known brands. The result is the availability of 
a superior quality of paper products, and at lower prices, com
pared to most of the countries of Western Europe. Detergents 
present a similar example, although in this case the highly suc
cessful Greek detergent manufacturer, who pioneered the pro
duction of detergents in Greece, now faces the competition of 
Greek-based plants producing two foreign brands. 

All of these instances of successful Greek production and 
marketing of import-type products are based to some degree on 
protection from import competition. The higher prices of imports, 
and therefore the price advantage of the domestic product, 
include a tariff element as well as higher costs and, perhaps, 
profits. The market for imported soft drinks is severely restricted 
by high tariffs, and permission to establish domestic bottling 
facilities for foreign-brand beverages has not been granted. 
The production of beer was for many years a private monopoly, 
and estabishment of competitive brewery facilities, was only 
recently authorized. 

Innovations in Marketing Structure and Methods 

Foreign firms that establish their own sales agencies and 
initiate intensive marketing efforts in developing countries in
evitably generate strong innovative pressures. In spite of the 
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well-worn caveats with regard to the direct introduction of 
advanced-country marketing practices into new environments, 
the foreign sales office or marketing agency contrasts sharply 
with its indigenous counterparts. Its operations constitute a 
change in the marketing system and give rise to imitation, 
or to the more general re-examination and revision of marketing 
methods, by other firms. 

An excellent example of the impact of foreign distribution 
practices in Greece is provided by the appliance industry. The 
expansion of the appliance market during the 1950's was based 
primarily on imported lines, although domestic appliance man
ufacturers — sometimes using imported components — existed 
throughout the period. The foreign brands generally established 
central sales, service and display outlets in Athens and a few 
other city locations. In the main, however, their distribution was 
handled through agents who supplied retail dealers throughout 
the country. Domestic manufacturers fitted themselves into this 
same distribution system, and as a result appliances of many 
brands, both domestic and imported, were marketed through 
the same retail outlets. Installment credit was a major factor in 
market expansion, and manufacturers and importers provided 
the capital that supported the sales system. 

The continuing expansion of the appliance market, and of 
the share of domestic producers in that market, has permitted 
the leading Greek firms to become more selective in their distribu
tion policies. The largest appliance manufacturer has recently 
introduced the pattern of exclusive distribution more common 
in the appliance industry in advanced countries. As it happens, the 
family owning this firm also has an ownership interest in a chain 
of appliance stores in the Athens area. These outlets were con
verted to exclusive distributors of the firm's branded product, 
and this exclusive system has been extended to the provinces 
through contracts with existing dealers. The number of dealers 
handling the brand has been substantially reduced in the process, 
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but the firm anticipates that, over time, the gains from intensive 
specialization will far outweigh any losses due to reduced market 
coverage. As a partial offset to this loss of exposure, the firm has 
initiated door-to-door sales calls by new auxiliary field sales 
force. The purpose of these calls is to elicit customer interest and 
arrange follow-up appointments at a convenient retail outlet. 

The success of these innovations cannot be directly appraised, 
although the initiating firm appears well satisfied with them. 
A second major firm in the industry is now (summer 1966) du
plicating these techniques with respect to its own products. It 
appears that the adoption of these two marketing techniques — 
exclusive distribution and door-to-door selling — from other 
countries, will significantly change the structure of appliance dis
tribution in Greece in the years ahead. The significant point is 
that these techniques were not used to sell foreign appliances 
in Greece, but were adopted by Greek manufacturers from the 
appliance and other industries in other countries. 

A similar adoption pattern can be observed with respect to 
the use of manufacturers' sales forces in other consumer goods 
lines. A leading textile and apparel manufacturer maintains a 
nationwide sales staff operating out of regional centres and to 
some extent specialized among retail, wholesale, and industrial 
customers. The model for the system is clearly the field sales 
system of other manufacturers in Europe and the U.S.; however, 
no foreign manufacturer of textiles or clothing operates such a 
sales network in Greece, as far we can discover. The leading 
food processing companies and other major marketers follow 
similar patterns. Waggon-distribution, in which a salesman in a 
lorry, containing the warehouse assortment, calls on individual 
retail outlets and supplies them directly, is used by some firms 
with many retail customers in the urban areas of Greece. 
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Advertising and Market Research 

Consumer advertising in Greece consists primarily of news
paper and magazine campaigns. The outdoor posters common 
in other European countries are also found here. One channel 
of the national radio network accepts advertising, as do the priv
ately owned radio stations located in various provincial centres. 
Advertising films are also shown in cinemas. These advertis
ing efforts are supported by in-store displays and other special 
promotional devices such as handbills, samples, etc. 

Advertising is placed by commercial agencies, of which there 
are more than 100, although only about one-fourth of these are 
of any size. Seven Greek agencies reported aggregate billings of 
$8.3 million in 1956. The standard agency commission, gained 
from the media, is 20%. However, it appears that both the 
media rates and the commissions are extremely fluid and subject 
to direct negotiation. Commercial market research is conducted 
by only three or four organizations. These assemble data from 
available sources and conduct independent surveys for their 
clients and for the advertising agencies. 

One of these research organizations, the Greek Market Re
search and Statistical Institute, publishes an annual Yearbook 
in which the volume of advertising by company, product and 
medium is compiled. Although there is some question about the 
detailed accuracy of this data, the coverage of press advertising 
is thought to be fairly complete. The total volume of advertising 
appears to be seriously understated due to omissions in other 
media. 

The published list of major advertisers shows 34 organizations 
with budgets, primarily for press advertising, of more than one 
million Drachmae ($333,000) in 1964. The list includes the four 
large lotteries, but of the remaining 30 consumer products firms 
more than two-thirds are domestic producers of Greek-brand 
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products. This evidence supports direct observation and inter
view statements that Greek producers are now making extensive 
use of mass media advertising techniques in the attempt to est
ablish brand names and gain the regular patronage of consumers· 
Some persons interviewed appeared to feel, however, that even 
these larger budgets were not particularly well-spent at present 
because of the unwillingness to adopt new advertising approaches 
and because of the absence of a substantial base of market re
search studies. 

However accurate these critical views may be, the prevalence 
of brand-name promotions in consumer goods is widespread. 
Advertising involves not only the largest firms—manufacturers, 
import agents, and retailers — but many smaller units as well. 
Some companies choose to feature only one branded product, 
leaving it to the consumer to establish the association with other 
items. Others feature the brand name, without, detailed product 
descriptions. Indeed, the publicising of a name, without any 
direct product association, is quite typical of Greek advertising. 
Branding has even been extended to types of merchandise not 
always branded in other countries. Fresh poultry is branded 
by one firm in the Athens market, and frozen fish of a particular 
fishing company is branded and advertised as a guarantee of 
freshness. 

In spite of the considerable market acceptance of large num
bers of Greek-brand products, there remains substantial evidence 
of consumer preference for imported merchandise in many lines. 
The belief that such a preference exists apparently explains the 
popularity of foreign-sounding brand and store names among 
Greek marketers. Such names are not restricted to luxury mer
chandise, but appear on lower priced appliances, detergents, 
razor blades, and other everyday items. Import preferences on the 
part of consumers have been reported on the basis of survey 
results, as well as deduced from market experience. Consumers 
have reportedly demonstrated preferences for a foreign-packaged 
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over a domestic-packaged item of the same foreign brand, even 
when the contents of the two packages was the same, and for 
foreign-brand over domestic-brand items of substantially iden
tical qualities. 

The principal competitive weapon of Greek manufacturers 
against this import-preference has been lower prices, and domestic 
cost advantages have been strengthened by tariffs and import 
restrictions. However, the establishment of production facilities 
for foreign-brand consumer goods in Greece has proceeded 
fairly rapidly, and thus the cost advantage of the domestic brands 
is being rapidly reduced. As noted above, foreign-brand items 
produced domestically may lose their "import" status in the eyes 
of consumers, and foreign-brand production is confronted with 
quality-control and management problems as well. However, it 
appears that in the future the price advantage of Greek-brand 
articles for mass consumption will be substantially eroded and 
any remaining preference for foreign-brand items will have to 
be met by intensive product improvement and marketing effort, 
including both effective distribution and advertising. 
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CHAPTER 11 

CHANGES IN RETAILING ORGANIZATION 
AND OPERATIONS 

The development of large-scale retailing, as it has occurred 
in the U.S., U.K., and Western Europe, has involved various 
combinations of (a) increasing size of individual retail outlets, 
with associated in-store operating economies and, (b) increasing 
concentration of activity in multi-store organizations, with as
sociated economies of procurement and merchandising. Both 
types of large-scale organizations have enjoyed promotional and 
other advantages associated with buying power, management 
specialization, market recognition and reputation. 

In Greece both of these types of changes are in their infancy. 
The average personnel size of stores does not, so far as available 
data indicate, exceed two persons. The 1958 census reported only 
86 stores with more than 20 persons engaged in the city of Athens, 
and the number cannot be much greater at the present time. 
At the census date, 9% of all retail establishments in Greece were 
operated by single-establishment firms, and there are no obvious 
signs of change in this figure. The largest department-store in 
Athens, which is probably the largest retail shop in Greece, is 
well-decorated and offers a wide array of attractive merchandise. 
However, its nine small selling floors in two buildings do not 
constitute an impressive retailing facility in a regional trade 
centre with a population approaching two million. A small number 
of other department stores, furniture and houseware shops, 
and women's wear shops (the latter specializing in fabrics which 
are then made up to order for the customers) complete the list 
of larger retailing units. Most of these shops have only the single 
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establishment, or one each in Athens and Salonika. The few large 
food stores in Athens are located in high foot-traffic downtown 
locations or in outlying suburbs heavily populated by foreigners. 

Some Current Examples 

In this context, any attempts to increase shop size or introduce 
multi-shop affiliation are of particular interest, and a few ex
amples may be cited from current developments in the Athens 
area. 

One interesting instance of integration into multi-shop retail
ing by a producer arose as a result of a change in promotion 
policy. A large poultry-raising enterprise near Athens initiated a 
programme of advertising and branding for its fresh chickens.The 
purpose was to make consumers aware of the firm's quality 
standards and price policy, and thus expand its market. Fresh 
produce and meats are not generally branded in Greece, and the 
branded chickens were initially distributed through the normal 
channels for unbranded goods with no control by the advertiser 
over retailing practices. As a result, it was possible for retailers 
to substitute unbranded for branded merchandise, and the brand 
awareness achieved by the advertising thus yielded little effect 
on sales. The firm therefore restricted distribution to a chain of 
outlets under its own operation and dealing exclusively in fresh 
chickens, and to a selection of authorized dealers. By this means, 
the uniform quality and relatively low price intended by the pro
ducer were maintained at the retail level. The chain of tiny, highly 
specialized outlets has apparently been quite successful, and the 
firm is now seeking additional items that may be retailed simul
taneously through its outlets. 

Small retail outlets selling milk products — frequently in ad
dition to coffee, beverages and snacks for on-site consumption— 
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are affiliated through association with the major dairy enterprises. 
One firm, EVGA, dominates this activity in the Athens area, 
and the associated shops are known as EVGA-shops. They ap
parently receive little benefit from the affiliation other than the 
privilege of identifying themselves as outlets for EVGA products. 
Two importers and branders of coffee have established small 
numbers of retail outlets identified with their brand name and 
selling their own brands of coffee and some other packaged food 
products, in addition to unbranded confectionery items and 
preserved fruit. 

There is also evidence of affiliation developing in the grocery 
trade, both at retail and earlier market levels. At least one group 
of partially associated small food shops exists in Athens, and 
the principal of joint buying has been favourably endorsed by 
a larger group of Athens merchants as a response to innovative 
competition. Joint purchasing by groups of travelling salesmen 
and the formation of buying agencies by food wholesalers are ad
ditional examples. The latter are outgrowths of government-
sponsored organizations established during the early post-war 
period, and have principally involved staples, although there are 
now some dealing in processed foods. One of the effects of these 
particular groups — to which all relevant wholesalers may 
belong — seems to have been the reduction of competition among 
the members and the division of the market among an ever-larger 
number of ever-smaller firms. 

There are a few examples of multi-shop operation in the textile 
and apparel field. Most of these are associated with manufactur
ing operations. The largest textile manufacturing company in 
Greece has a small group of shops that were established as an 
experiment in chain retailing. These shops stock the products 
of many other firms in addition to those of the sponsoring com
pany. Although they continue to operate successfully, no further 
expansion is contemplated. A chain of sportswear shops origina
ting as a single establishment in Salonika and now operating 
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several shops in Athens and outlets in other major cities, has 
achieved apparent success on the basis of its own apparel pro
duction in addition to purchased sportswear and accessories, 
principally in lower-price lines. 

The major current development in multi-shop operations in
volves the establishment of mixed-merchandise shops including 
foods. Three organizations are now operating such shops in the 
Athens area. None of them has more than six shops, and the 
rate of expansion has been very gradual. These shops differ con
siderably among themselves both in product mix and in operating 
characteristics. Some are primarily food shops, augmented by the 
extensive non-food lines common to U.S. supermarkets. Others 
are primarily variety or general merchandise shops with a food 
department. Even the largest of these shops is relatively small 
by Western European or U.S. standards, but the newer ones are 
one-floor operations with wide aisles and convenient merchandise 
arrangements. The smaller units, frequently older units in the 
most desirable locations, are, however, extremely crowded and 
are therefore unable to make full use of modern merchandising 
methods. 

The present ubiquity of small retail shops throughout the 
developed areas of Greece means that successful larger units 
must attain their sales volumes by drawing their customers past 
competing smaller establishments. This is not the case, of course, 
for shops situated in areas of high foot-traffic generated by other 
activities — i.e., high-density office or residential areas. In food 
retailing, only the larger shops catering to foreigners or in
dividuals with import-tastes appear to have developed traffic-
drawing features in their own right. Textile and apparel retailing 
continues to be concentrated in downtown areas for historic 
reasons and because of continuing customer distrust for style 
and quality in neighbourhood shops, although this will undoub
tedly change with quality improvements in the cheaper mer
chandise and greater emphasis on sportswear. The larger and 
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older retailers in downtown Athens, like those in older retailing 
areas in other places, appear to base their merchandising strategy 
on quality-service features, particularly variety and depth in 
product lines. These firms apparently also enjoy the reputation 
for favourable quality /price ratios. The "discount" merchandising 
strategy, in which products are ostensibly offered for sale at less 
than "normal" price levels, has only recently appeared in Greece, 
and has not been used to any significant extent to attract customers 
from the downtown area to neighbourhood locations or from 
small shops to larger ones. 

Operating Changes: Self-Service 

It is quite possible for the physical size of retail outlets, or the 
affiliate relationships among them, to change without any corres
ponding change in their operating methods. However, the focus 
of interest with respect to the scale of retailing establishments 
has been the operating changes that may accompany increases in 
shop and firm size. Three principal types of changes may be 
involved: (1) procurement and inventory handling, including 
own-production and production to order as well as large-scale 
purchasing, automatic ordering and control systems, etc., (2) pro
motional activity, particularly the substitution of shop identity 
and package-brand identity for direct appraisal of product quality 
by customers and, (3) changes in the relationship between retail 
sales personnel and customers, resulting in in-shop operating 
economies. 

These last changes typically involve a reduced dependence of 
the customer on the proprietor or clerk, and therefore a decline 
in the ratio of personnel per customer or per unit of sales volume. 
The change involved is usually described as a shift from clerk-
service to self-service. More strictly, the situation in which the 
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customer examines the assortment at will but completes the tras
action with a clerk may be described as "self-selection." with the 
term "complete self-service" restricted to the case in which the 
customer collects his own merchandise selections and proceeds 
to a check-out counter. "Complete self-service" is in use in 
the food departments of several of the newer mixed merchandise 
shops in Athens and in some of the larger food shops. A more 
common development, however, is the introduction, of self-
selection only. We will refer to all of these developments as in
stances of self-service retailing, without restricting that term to 
its narrower meaning. 

The contrast between the various forms of self-service retailing 
now appearing in Greece and the traditional clerk-service est
ablishment is very sharp. And there is as yet some question as 
to the preferences of both customers and retailers with respect 
to these two merchandising methods. There are two essential 
issues: First, whether or not the necessary conditions for success
ful self-service retailing prevail or are likely to prevail soon in 
Greece; Second, whether the balance of benefits and advantages 
as seen by both buyers and sellers favours the newer operating 
method. These latter depend, of course, heavily upon the former, 
but also depend upon attitudes and experience. From the seller's 
viewpoint, the traditional rôle of the clerk or proprietor permits 
direct selling effort, thereby encouraging purchases and perhaps 
exercising a considerable influence on the choices of buyers; 
there may also be opportunity for deliberate misrepresentation 
and cheating. From the buyer's viewpoint, sales assistance may 
be welcome and even needed because of the lack of information 
about merchandise or of ability to appraise quality. When prices 
are not openly posted, or posted prices not rigidly adhered to, 
then both parties may desire direct contact to engage in bargain
ing. There is, in addition, the social-contact rôle of retail shopping, 
particularly in smaller communities and neighbourhoods. 

The listing of these obvious points is sufficient to suggest the 
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necessary conditions for successful self-service retailing. The key 
is the customer's ability to identify and appraise merchandise 
characteristics and prices. This ability depends not primarily 
on the customer's intellectual skills, but on the impersonal as
sistance provided by producers and marketers. Thus, the recogni
tion of brand identifications, package sizes, quality ratings, and 
detailed product descriptions is essential if the customer is to 
range through the assortment and make his own selections. 
Further, the customer must have the assurance that merchandise 
selected on any one occasion will correspond reasonably with the 
same article selected at another time. Only in this way can the 
customer "learn" to shop and to achieve satisfactory results from 
self-service purchasing. Finally, of course, open price posting 
and strict adherence to listed prices is an essential of self-service 
retailing. 

Some Evidence from Other Countries 

The prominence and obvious success of large-scale self-
service retailing in the more advanced countries may give rise to 
over-optimism with respect to the ease with which the required 
changes may be brought about and their probable effects. The 
experience of the Spanish government with its "Operacion 
Supermercados" presents an impressive case in point.1 The 
Spanish government's attention to food distribution arose be
cause of high and rising food prices, which were officially attribut
ed to the existence of too many small, high margin food shops; 

1. This material is drawn from Joseph R. Guerin, "The Introduction 
of a New Food-Marketing Institution in an Underdeveloped Economy; 
Supermarkets in Spain", Food Research Institute Studies, Stanford Uni
versity, Vol. V, No. 3, 1965, pp, 217-227. 
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lack of competition in wholesale markets; large physical product 
losses due to spoilage and lack of facilities; and generally un
satisfactory operating conditions in food retailing, including in
adequate hygiene and a high incidence of cheating on quality, 
weight and price. The government established an independent 
corporation, Cabsa, to introduce innovations into food retailing 
by establishing large-scale, self-service shops. In addition, the 
self-service method was promoted in other shops by tax reductions 
and the granting of favourable loans for facilities conversion. 
The strategy was thus to provide both an example for others to 
follow and to facilitate and encourage rapid acceptance of the 
self-service method among other retailers. 

Cabsa opened its first shop in 1958 and was operating 11 shops 
in less than a year. An equal number of private shops were also 
established during the same period, and plans for many more 
were announced. After a rapid expansion to perhaps 100 shops 
(the exact number depends on rather arbitrary definitions), 
however, the enthusiasm waned, and by 1963 a trade journal 
announced: "The supermarkets have failed in Spain". Self-
service shops as a whole continued to expand to above 1,000 
shops by 1962, and these shops were on the average considerably 
larger than the average of all stores in Spain. However, Guerin 
concludes that "This record shows that self-service has made a 
beginning in Spain, that it is growing, but that it is still a very 
long way from revolutionizing food-marketing in Spain".1 The 
reasons for the limited success of the Spanish experiment include 
excessive speed and lack of managerial expertness, in both 
public and private operations. The basic problem, however, was 
the failure to attract sufficient sales volume — neither enough 
customers nor enough expenditure per customer — to justify 
the location and equipment costs, many of which were themselves 
excessive. 

1. Ibid., p. 224. 
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The disappointing results of the Spanish experiment are not 
very different from the outcome of early private efforts to in
troduce supermarkets in Italy, and the relative importance of 
self-service food shops was only slightly greater in Ireland, 
Belgium and France at the time of the OEEC self-service study.1 

This study clearly contrasts the extent and success of self-service 
food retailing in Germany, Switzerland, Holland, the U.K. and 
the Scandinavian countries, with the more limited developments 
(at that time) elsewhere. The report observes "a certain correlation 
between, on the one hand, the degree of industrialization and the 
standard of living, and on the other, the extent to which self-
service has developed. This impression is further strengthened by 
the fact that the Mediterranean countries not covered by the 
survey (Portugal and Greece) are still in the earliest stages of 
self-service development".2 This report, like other writing in 
the field, calls attention to the conditions necessary for the 
successful introduction of self-service. Cited are "prepacking 
and 'self-selling' presentation and display of goods"; "a whole 
series of jobs that must be done before actual selling can begin; 
weighing, counting, packaging, calculation and marking of prices"; 
"uniform quality" at both manufacturing and agricultural-
producer levels; the substitution of capital, in the form of ma
chinery, space and display facilities, for clerk labour.3 

Anticipated Changes in Greek Retailing 

The present limited extent of large-scale and self-service 
retailing in Greece gives rise to two questions: (1 ) Will the shift 
away from traditional clerk-service spread throughout the re-

1. OEEC, The Economic Performance of Self-Service in Europe, 1960. 
2. Ibid., p . 19. 
3. Ibid., pp, 11-12. 
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tailing of non-durable consumer goods, and if so at what rate? 
(2) Will this change, if it occurs, be accompanied by substantial 
changes in the physical and sales size of retail units — i.e., a 
shift toward large shops? 

These questions will be resolved primarily by the behaviour 
of Greek consumers, who already have the opportunity to 
choose between various forms of retail enterprise, at least 
in the cities. It is possible that the political action of tra
ditional enterprises will slow the development of new choice 
alternatives. For example, during the summer of 1966, some 
150 food retailers, as representatives of the National Association 
of Grocery Shop Owners, memorialized and then called upon the 
Minister of Commerce to demand government action prohibiting 
the establishment of supermarkets, which were said to create 
monopolies to exploit the consumer. It seems unlikely, however* 
that such activities will do more than affect the public relations 
activity of the innovating firms. Thus, if Greek customers choose 
to patronize the self-service shops, we may anticipate that the 
traditional establishments will either change their own operating 
methods or be replaced in the market. 

But will Greek consumer-shoppers choose self-service? The 
answer depends first upon the attainment of a level of income 
sufficient to permit the consumption levels and patterns essential 
to self-service operations. Beyond this, and the obvious forces 
of inertia and habit, the choices of buyers will be heavily dependent 
on the locational convenience of facilities and the development 
of their own shopping abilities. As noted above, improved ability 
to shop results primarily from repeated experience in making 
purchase decisions on the basis of information gained from ad
vertising, branding, packaging, and personal comparison of 
standardized products. Incomes in urban Greece, and the pattern 
of consumption of non-durables now enjoyed by large segments of 
the urban population, appear to be approaching viable self-
service levels. A recent survey reports that 40% of the homes in 
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Athens now have electric refrigerators. The success of some of 
the recently established shops appears to support a favourable 
forecast. Further, the level of advertising activity and the extent 
of current developments in packaging and branding suggest that 
the minimum information requirements are also becoming sat
isfied. Whether quality standards on Greek merchandise — not 
only levels, but also uniformity — have yet become sufficient 
remains an open question. There is widespread opinion to the 
contrary; indeed, the difficulty of assuring a continuous flow 
of merchandise of a uniform quality was cited as a major manage
ment problem by one innovating firm. Resolution of this difficulty 
may require marketing innovators in Greece to assure greater 
responsibility for production.. However, the technical compet
ence required would seem to exist already in Greek manufactur
ing. Thus, it appears that the necessary conditions are, or will 
soon be, satisfied; and it is difficult to imagine that the shift away 
from clerk-service retailing in its traditional forms will not 
continue. 

The speed of this development depends on the attitudes of 
buyers. These may change but slowly and the process of change 
is strongly affected by the way in which the self-service options 
are offered, particularly shop location. Thus, if self-service 
features are gradually introduced in familiar shop locations, 
they may be readily accepted. Whereas, if entirely new shopping 
patterns — e.g., length of shopping trip, mode of transportation, 
and size of purchase — are required, substantial attitude and 
cost barriers may have to be overcome. The gradual emancipa
tion of the Greek customer from the retail clerk or proprietor 
will require some rearrangement of existing retail space and, 
inevitably, some increase in shop size. However, these changes 
could conceivably be relatively small, and need not involve either 
sweeping reductions in the number of outlets or substantial losses 
in locational convenience to shoppers. By contrast, the introduc
tion of truly large shops would necessarily involve large reductions 
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in numbers and great losses in locational convenience. The limited 
success of supermarket-type installations in some environments 
may have been as much due to their locational inconvenience as 
to any customer preference for personal service or dislike of 
anonymity. The gradual reduction of clerk-service in existing 
outlets, although not providing all of the cost improvements or 
merchandising glamour that may accompany radical self-service 
innovations,also permits the increase in average shop size to adjust 
itself to the natural rate of enterprise turnover and the growth 
of job opportunities elsewhere. It also permits an educational 
process in which shoppers learn to examine merchandise and 
choose for themselves. 

The same type of comment may be made with respect to 
multi-shop affiliation. There are no signs of an organization re
volution leading toward corporate chain domination of Greek 
retailing. However, several instances of inter-retailer and retailer-
supplier affiliation have been cited and others should no doubt 
be anticipated. These developments may facilitate the adaptation 
of relatively small and indépendant retail units to changing 
circumstances, but will probably not lead to any substantial 
concentration of retail sales in the forseeable future. 

Barriers to Change in Retailing 

In addition to the development of pre-conditions and attitude 
changes noted above, a few specific barriers to change in the scale, 
location and operating methods of Greek retailers may be cited. 
Among the most obvious of these are specific features of the 
regulatory system. For example, the Market Law authorities have 
virtually prohibited the pre-packaging of bulk staples by grocers. 
Although this is apparently intended to protect consumers against 
short weight, the effect is to preserve the rôle of the clerk and to 
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prevent self-serviœ for these low-margin, standardized items 
In addition, where occupational restrictions persist they may well 
foreclose economically feasible business opportunities or adapta
tions. 

A second type of barrier has to do with the creation of new-
retailing space. New housing is being built very rapidly in the 
urban centers of Greece, and retailing facilities are frequently 
provided on the street floors of new apartment buildings.These fa
cilities are almost invariably of the small-shop variety, with the re
sult that the successful occupant of such space desiring to expand, 
frequently has to do so by renting an additional nearby location, 
with resulting loss of efficiency and the complication of dealing 
with multiple landlords. Larger physical spaces and multiple-
shop blocks permitting internal adjustment by the removal of 
walls are relatively rare, except in the downtown shopping area. 
The construction of facilities under prior lease agreements is 
feasible only for already large firms desiring specific types of 
new construction. Even in the downtown area, where pressures 
for change would be expected to be greatest, these pressures have 
been mitigated by a rent control system maintained through the 
political action of the retailers' organization, although recent 
High Court decisions make it unlikely that this system will 
continue in its present form. 

A third factor slowing the transition from clerk service, is 
the extremely low wage structure prevailing in Greek retailing 
Both the number of persons and the wage level in retailing are 
highly responsive to opportunities elsewhere, and thus a broaden
ing of industrial employment opportunities may be expected to 
be reflected here. However, a current starting wage level of 
1,800 Drachmae per month ($2 per day) for young sales girls may 
be expected to encourage the use of such personnel for the for-
seeable future. 

An additional problem in the expansion of retailing scale is 
the product mix. As is typical of other European countries, 
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Greek retailing is highly specialized. Although there are occasional 
"general shops" in the villages, the typical small shop carries a 
narrow line. However, if a large shop is to come into operation 
and retain the convenience of a neighbourhood location, it must 
carry a mixed line of merchandise, an assortment that buyers are 
not accustomed to seeing brought together. The development 
of economic assortments involves both cost factors — the pro
ducts that can be purchased and handled conveniently in the 
same collection — and demand factors — the products that can 
be readily sold together. The new mixed-merchandise shops have 
joined inexpensive clothing items, toys and variety merchandise, 
houseware and food into an assortment that permits an above-
average size in certain key locations. However, there is apparently 
considerable consumer opinion that many of these products can 
be purchased more favourably elsewhere. In addition, when 
mixed-merchandise establishments bring together products sold 
by retailers subject to different regulatory procedures, jurisdic
tional and legal problems arise. The EVGA-stores for example, 
which operate on the hours of the coffee-shops, are forbidden to 
sell their packaged foods for off-premises consumption after the 
closing hours for the food shops. Similarly, the new mixed-
merchandise shops have found it difficult to bring their operating 
hours into harmony with both those of their food-shop competi
tors and these of their housewares and clothing competitors* 
without having to close off the appropriate portions of the shop 
whenever the hours failed to coincide. 

One additional feature strengthening consumer preferences 
for multiple small shops may be the use of small-scale credit. 
Individual neighbourhood or village retailers give credit to 
customers on a more-or-less informal basis, and the neighbour
hood shopper may be able to obtain the same small amount of 
credit at several outlets. He may therefore be better served by 
distributing his purchases among them — and thus obtaining a 
larger total amount of credit —than by consolidating his purchases 

13 193 



and thereby reducing his credit to that offered by a single shop. 
Instances of this effect have been cited in interviews. 

The presence of these specific barriers, along with the produc
tion and management changes required by substantial change in 
the character of retailing operations, suggest that the speed of 
change in Greek retailing is likely to be very gradual. The direc
tion of change is probably well indicated by the organizations and 
operating methods observed in the more developed countries. 
However, we may surmise that changes in Greek retailing will, 
under normal conditions, lag somewhat behind the growth of 
income and the expansion of output in industry and commercial 
agriculture. Whether policy action might be taken to accelerate 
or retard this rate of change, or to affect its character, is a matter 
we reserve for discussion in the next chapter. 
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P A R T V 

SUMMARY AND CONCLUSIONS 





CHAPTER 12 

A SUMMARY OF FINDINGS, IMPLICATIONS AND 
TRENDS 

This study set out to describe the current state and trend of 
development of consumer goods marketing in Greece and to 
assess the contribution of marketing activity to the process of 
Greek economic development. Neither of these tasks has proved 
easy. Our understanding of both current conditions and trends is 
limited by lack of basic information, and the main thrust of recent 
developments may be obscured by their varied detail and possibly 
conflicting impact. The contribution of marketing to economic 
development is even more difficult to ascertain. Unlike, for ex
ample, investment spending, which typically has specific income 
and output effects, the impact of marketing developments is 
diffused and may take the form of reduced (or not increased) 
prices, improved merchandise availability, improved product and 
service quality, or increased convenience, none of which is easily 
measurable. In addition to its impact on allocative efficiency 
marketing activity may have a substantial effect on «X-Efffciency», 
a term coined by Leibenstein to cover efficiency increases due to 
improved motivations and changes in nonmarket inputs.1 An 
additional problem in appraising the effect of marketing arrange
ments is that any change in the status quo is apt to involve specific 
and visible reductions in income for some people and in the output 
of some products, and these may appear large and undesirable 
in comparison with the diffused and ill-measured asociated 
benefits. Small wonder that the contribution of marketing to 

1. H. Leibenstein, «Allocative Efficiency v. X-Efficiency», American 
Economic Review, LVI (June 1966), pp. 362-415. 
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development has not been a primary focus of serious analysis 
or policy planning. 

A priori reasoning suggests that marketing activities might 
take on either a positive or a negative rôle in the development 
process. If we define the goal of development to be the increasing 
real per capita income, including qualitative improvement in con
sumption standards and life styles, then the development-leading 
possiblilities of marketing are evident. They include providing 
market information and product availability for new consumption 
possibilities, passing along purchasing economies and achieving dis
tribution economies so that price levels are held down and mar
kets thereby enlarged, and stimulating demand for domestic pro
ducts with high growth potential. On the other hand, the marketing 
sector may retard the speed of development by adhering to tradition
al supply sources and product assortments, failing to transmit 
market information, neglecting changes in marketing service 
requirements, and maintaining traditional cost and price struc
tures. In this summary chapter, we attempt to draw on our de
scriptive findings to evaluate the past and potential contribution 
of consumer goods marketing agencies — including manufac
turers and advertisers, as well as distributive traders — to the 
process of economic development in Greece, and to anticipate 
future trends. 

The Scale of Marketing Activity 

The first question that may be raised about any sector of a 
developing economy is its impact on total resource use. Does the 
sector absorb too many resources, or are the resources too few 
in relation to the returns available? Are marketing activities in 
the Greek economy too large or too small? 

The clearest answer to this question seems to come from an 
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international comparison in which the volume of commercial 
employment relative to the labour force in Greece is compared 
with that in other countries. Available data for 74 countries in
dicate that the share of commercial occupations — retail and 
wholesale trade, plus finance, insurance, and real estate—in the 
labour force varies from about 1.5% in Mozambique, Nepal and 
the Congo, to a high of 22.5% in the U.S. The share for Greece 
is 7.3%, well under that of most of the developed countries of 
Western Europe. When the share of commercial employment is 
related to the level of per capita income or to the relative impor
tance of agricultural employment, Greece is almost precisely at 
its predicted place in the distribution. Thus, it appears that the 
aggregate scale of commercial employment in Greece is about 
what would be expected from its income or industrial position 
among the nations of the world, and this conclusion is reinforced 
by an inspection of the data for other Mediterranean countries. 

The observed structure of the distributive trades in Greece 
is also consistent with expectations based upon scattered data 
for other European countries during the 1950's. As compared 
to the more developed countries of Western Europe, both retail 
and wholesale establishments in Greece are relatively small, 
and retailing establishments somewhat numerous and somewhat 
heavily concentrated in foods. There are strong similarities bet
ween Greece and Italy in these respects as one might expect. 

The increase in Greek retailing capacity — shops and per
sonnel — that occurred during the 1950's was substantially less 
than a conservative estimate of the increase in retail sales in 
constant prices over the same period. Thus, assuming no change 
in margins, there is an implied rate of real productivity increases 
for Greek retailing of about 2% per year. This figure is substan
tially below the computed rates of productivity change for the 
Greek economy as a whole, but it is large enough to reflect a 
certain amount of adaptation to changing market opportunities. 
This rate of increase, if accurate, compares favourably with 
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results of studies in the U.S. and with the very limited evidence 
available from other countries. 

Taken altogether, these results suggest that the aggregate 
volume of resources in Greek marketing is not too far from a 
level that might be described as "normal" for the size, income, 
location and state of development of the country. Such a con
clusion contrasts rather sharply with the more common view 
that there is widespread underemployment in the distributive 
trades in Greece. It may be, of course, that marketing activities 
are in some sense redundant in most economies, and thus that 
the "normal" scale of the activity implies a considerable excess 
capacity. However that may be, it is reassuring that commercial 
employment is apparently no more excessive in Greece than in 
most other countries. In interpreting these results, it is important 
to remember that the appropriate scale of resources for the 
operation of markets — including product and service variety, 
freedom of choice, and competitive rivalry — is almost certainly 
greater than the appropriate scale for mere physical distribution 
of a given assortment of merchandise. 

The general impression of redundant labour in distribution 
is no doubt derived in part from the way-of-life aspect of many 
distributive occupations and the visible presence of unoccupied 
family members. More important, however, is the existence of 
considerable structural imbalance within the marketing sector 
in spite of the approximate appropriateness of its aggregate scale. 
Thus, certain types of activity in certain locations may, indeed, 
be redundant, while other needed facilities are scarce or non
existent. Our analysis suggests that there are different types of 
internal imbalance within Greek marketing — among types of 
activity, sizes of establishments, kinds of business, and geographic 
locations. Before turning to a discussion of these matters, how
ever, one further important implication of the international 
comparisons should be underscored: there is every reason to 
believe that continued economic development in Greece will be 
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accompanied by a continuing expansion of commercial employ
ment relative to the labour force. The development of employ
ment opportunities in other sectors may slow this expansion, 
and almost certainly will alter the composition of commercial 
employment (e.g., more women). But the present size of the 
trade sector and the likelihood of its growth suggest that the 
productivity of commercial activities will have a non-negligible 
impact on the development of the entire Greek economy. Given 
the variety of distributive activity and its heavy behavioural and 
personal service content, the overall productivity of the sector 
depends importantly on the detailed composition of marketing 
activities and the behaviour and motivations of managers and 
employees. 

The Location of Market Activity 

All economic activity in Greece reflects the position of Athens 
as the dominant population, production, communication, and 
importing centre, as well as the seat of a highly centralized and 
bureaucratic government. The Athens-Piraeus area accounts for 
more than one-fourth of the Greek population, and the level of 
income and consumption prevailing there contrasts sharply with 
the non-urban areas of the country. Athens accounts for about 
40% of all wholesaling establishments and 60% of all wholesale 
sales, as reported to the tax authorities, and wholesale establish
ments in the capital are on the average larger in terms of personnel 
than those elsewhere. 

Retailing is less concentrated in the capital than wholesaling; 
although the concentration is about as great in consumer hard-
goods lines — furniture, hardware, motor vehicles. Retailing 
establishments are also on the average larger in Athens, and the 
few really substantial retailing facilities are located either there 
or in Salonika. As a result of the rapid growth of population and 
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income in the Athens area, and also no doubt because of tourist 
and other non-resident consumption, retail sales and retailing 
activity in general appear to have been growing more rapidly in 
Athens than in the rest of the country in recent years. 

There is a considerable debate as to both the desirability and 
the implications of this relative concentration of economic de
velopment in the Athens area, and it is not possible to review 
here all of the issues involved. From the viewpoint of marketing 
arrangements, there are clear benefits gained from the centraliza
tion of business management activities and consumption in the 
metropolitan area. Personal communication is easy, contact 
with government authorities is readily made, and a sizeable 
market for new consumer products is available. On the other 
hand, there is no doubt that substantial public investments will 
be required to preserve any ease of physical storage and movement, 
particularly of bulky merchandise, within this increasingly con
gested area. In addition, it seems clear that further substantial 
increases in average income levels in Greece will inevitably involve 
a relative shift of development emphasis outside of the capital. 
A considerable amount of economic analysis and planning in 
Greece is now focused directly on this problem. Marketing de
velopments can contribute to its solution both by facilitating 
the assembly of rurally produced products (and preserving the 
income benefits for rural producers) and by making available 
new lines of merchandise to non-metropolitan consumers. Thus, 
it would appear that continued economic development in Greece 
is inevitably tied to the development of marketing activities, both 
wholesale and retail, outside of the two largest metropolitan areas. 

The Rôle of Market Intermediaries 

The marketing of consumer goods in Greece involves the ac
tivities of domestic manufacturers; wholesalers, importers and 
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other foreign trade intermediaries; and a fragmented struc
ture of small-scale retailers. Except for the activities of large 
import-wholesalers, wholesaling as a separate activity is relatively 
underveloped in Greece. Establishments enumerated as whole
salers by the Census constitute well under half of all firms re
porting wholesale sales to the tax authorities. The great ma
jority of these enumerated wholesalers are very small, more 
than half of then engaging two persons or less. 

Among the few larger firms are the wholesale importers, 
concentrated primarily in Athens. The many numerous, small 
firms are engaged in supplying food products and some manu
factured goods to small retailers in scattered local markets. 
The absence of a group of independent marketing intermediaries 
dealing simultaneously with the needs of many local markets and 
the production possibilities of many manufacturers and import 
sources is a striking feature of the Greek economy. 

This wholesaling structure cannot fail to have a significant 
impact both on the marketing process and on the activities of 
manufacturers, importers and retailers. A very large part of the 
maufacturing and import supply management in Greece is con
centrated in the Athens area, and one or two other cities account 
for most of the remainder. By contrast, the consumer goods 
market is scattered with the population among regional trade 
centres, towns and villages. About one-half of the Greek pop
ulation remains non-urban. Communication and physical dis
tribution costs between individual suppliers and retailers in these 
many separate local markets cannot be other than high in relation 
to the volume of transactions possible, so high in many cases that 
no contact takes place. As a result, products available in Athens 
may be unavailable in towns fifty to one hundred miles away, 
where potential buyers exist. Pressure to break through this 
cost barrier arises both from suppliers and retailers, but the 
former are more likely to have both the managerial insight and the 
capital necessary for the task. Thus, manufacturers or other 
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suppliers seeking to introduce new products or expand their 
markets may find themselves required to establish wholesale 
outlets or to supplement existing wholesale facilities with their 
own marketing programmes. Transmission of managerial pol
icies all the way to final consumers may even require substantial 
investment and control over retailing activities. 

This argument is not to suggest that all major Greek manufac
turers are fully integrated into wholesaling; such is emphatically 
not the case. Rather, the importance of direct manufacturer-
retailer sales in many lines indicates the weakness of the whole
saling sector and suggests high marketing costs associated 
with small-volume transactions between physically distant trading 
partners. Furthermore,the few large firms that have broken through 
this barrier by establishing their own intermediate marketing 
agencies indicate the market size and resources required for a 
firm to specialize profitably in the wholesaling of its own pro
ducts. Similarly, there are few instances of retailers large enough 
to perform an effective intermediate procurement and assembly 
function for themselves. Most retailers must therefore choose 
between assembling their own product assortments through high-
cost direct dealing or accepting the limited lines available through 
small wholesalers. The dependence of both wholesalers and 
retailers on trade credit makes it doubly difficult for either to 
emancipate himself from his established sources of supply. 

The close association between wholesaling and importing also 
presents certain development problems. Much importation ac
tivity involves products not available in Greece and necessary 
supplements to Greek production, and we may expect imports 
to continue to be a major source of consumer goods for the 
forseeable future. One would, therefore, not necessarily expect 
wholesale intermediaries, deriving their primary incomes from 
imports, to devote extensive marketing effort to domestically pro
duced import substitutes. This is particularly true when the 
domestic products, in order to supplant imports and open up 
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new, lower income, segments of the market, are based on a much 
lower price structure, and perhaps substantial quality differences 
as well. The maintenance of distribution channels for high quality 
and high priced imported goods can certainly be justified. They 
initiate market development, serve as a standard of comparison 
for domestic products, and provide consumer satisfactions for 
whose who can afford them. However, strong distributor support 
for imported products cannot but create some barrier to the 
introduction of import substitutes, As a result, the domestic 
producer may find himself required to perform substantial 
distributive services long before his own market position is 
sufficient to support or even fully utilize them, simply in order 
to gain access to the market. 

The offsetting point to be made here is that, in a number of 
instances, we have found firms, initially operating as distributors 
of imports, themselves turning to domestic production, both 
of foreign-brand products and of their own import-substitutes. 
In these cases, the import-oriented distribution system is utilized 
as a base for domestic product introduction. This seems to be 
merely another example of the historic transformation of trade 
capital into production capital. We should note, however, that 
this transformation is not nearly so commonplace in Greece as to 
constitute a general tendency. Furthermore, we would presume that 
such a transfer requires both a very substantial difference in the 
returns available from the two capital uses (i.e., much higher 
profits available in manufacturing) and the managerial acumen 
to see that this is the case. 

The Condition of Retailing 

Retailing in Greece is carried out through more than 100,000 
shops, roughly 12 per 1,000 persons in the population. These 
shops are, on the average, quite small, with fewer than two per-
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sons engaged. Food retailing, which is particularly characterized 
by small establishments, accounts for about 60% of all shops, 
a relatively high proportion by developed country standards. 
The average size of establishments in terms of personnel does 
not appear to have changed substantially over the 1950's but 
there seems to have been a substantial growth in retail sales, 
with the result that sales per establishment and per worker show 
an upward trend. 

Larger establishments and non-food shops are, of course, 
relatively concentrated in the larger cities. Outside of the largest 
cities, the number of shops per capita is highest in the smallest 
markets and tends to decline with increases in market size. 
This is a familiar relationship observed in studies of other coun
tries. It reflects, among other things, the relatively large size and 
under-capacity operation of even one shop in a very small market. 
As a result of this 'lumpiness" in retailing capacity, substantial 
changes in market size can occur with little change in the number 
of retailing establishments. Individual establishments may, 
however, expand their personnel size along with market growth; 
and retailing personnel per capita shows only a weak tendency 
to vary systematically with size of market. 

Current urban-rural differences and recent developments in 
the cities, as well as the experience of other countries, suggest 
that two types of change should be anticipated in the structure 
of Greek retailing: 

(1) An increasing importance for non-food retailers outside 
the cities; 

(2) Some reduction in numbers, increase in size, and change 
in operating methods for food retailers. These size and 
operating changes may be expected to spread to other 
non-durables retailers as well. 

The relative expansion of non-food retailing in the towns and 
villages will probably take place without significant friction. 
Indeed, limited observation of retailing outside of the metropolitan 
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area shows that it is already underway. Managerial guidance 
and financial support — including the provision of facilities as 
well as inventories — from manufacturers and other suppliers, 
will make a substantial contribution to this development. The 
most obvious current example are Greek-brand household ap
pliances. Other new product lines — e.g., ready-made clothing and 
houseware — may be added to the assortment of existing re
tailers without extensive supplier support or investment. 

The pattern of change in food retailing is somewhat more 
complicated because it involves the interaction of many different 
elements. Changes in product lines can bring about changes in 
sales size which in turn permit changes in operating methods and 
personnel utilization. However, it may be that the operating 
changes will have to occur first in time, to attract customer at
tention and thus make possible the changes in merchandise as
sortment and total sales. Neighbourhood shopping areas and 
smaller towns already have their leading grocers, who may be 
readily identified by their frozen food cabinets, glass-fronted 
refrigerators, and assortment of imported food products, es
pecially canned meats and fish. A substantial portion of food 
distribution remains, however, scattered among retailers dealing 
only in bulk staples (sugar, coffee, pasta, etc.), fresh produce, 
or meats. There is no reason to expect fresh meat to become 
incorporated into the product line of the grocery retailer in the 
foreseeable future. However, only limited managerial initiative 
seems required to concentrate most other food product sales in 
the grocery shops. Fresh produce in appropriate assortment and 
quality requires a different kind of managerial attention and 
different sources of supply than dry groceries, but bulk staples 
present no such problems. In any event a shift away from in
dividual customer service should permit proprietors to devote 
more attention to merchandise selection and procurement. 

An essential element in this process of change is the preserva
tion of locational convenience for customers. Outside the largest 
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cities, neither the length of the shopping trip nor the mode of 
travel are likely to change easily for Greek housewives in the 
near future. Therefore, most retailing innovations — and particu
larly food retailing innovations—must take place within existing 
shopping areas. This requirement further suggests a process 
of gradual adaptation rather than a revolutionary obsolescence 
and replacement of retailing facilities. 

The anticipated kinds of change might be accomplished by, 
for example, a doubling in the average sales size of retail food 
stores over the next several years. Continued increases in in
comes and some growth of population would permit this growth 
in average size to be accompanied by a reduction in the number 
of shops by something less than one-half. A change of this mag
nitude could be accomplished with very little loss of locational 
convenience to shoppers, and the rate of change would be ex
pected to adapt itself to normal rates of exit from the industry 
due to mortality and to the development of employment oppor
tunities elsewhere. The reduction in the number of personnel in 
food retailing would, of course, be relatively smaller than the 
decline in the number of stores, but there would be a shift toward 
fewer proprietors and more employees and some increase in 
the number of persons engaged per shop. 

These tentatively forecast changes in food retailing will prob
ably be reflected in other non-durables lines as well. However, 
rising consumer incomes should be accompanied by a relative 
shift of purchases toward non-foods and thus relative sales growth 
should offset some of the tendencies toward a reduction in the 
number of outlets in non-food lines. In addition, new types of 
outlets dealing with newly-available merchandise will come into 
being. Thus, changes in store-size and managerial practices in 
other lines of retailing do not have the same implications for the 
aggregate scale of these activities that they do for food retailing. 
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needs and opportunities of the developing economy. 
If this is a useful paradigm, it would appear that Greece is 

in the midst of the second stage of marketing development. 
Although imported consumer goods constitute an important part 
of domestic consumption, major current innovations involve 
local production of import-substitutes and local application of 
marketing techniques already common in Western Europe-
There is some opinion that this adoption of "imported ideas" 
involves the slavish, and even then faulty, imitation of foreign 
practices with inadequate attention to the needs of the Greek 
market. On the other hand, other observers feel that important 
modifications unique to the Greek market occur during the 
adoption process. To an outside observer, the similarities with 
other countries seem to far outweigh the differences, and there
fore the period of indigenous innovation in Greek marketing 
seems to lie in the future. 

It may be, of course, that the stage of indigenous innovation 
will never be clearly observed in Greece. It is a small country 
and, even with continued high rates of growth, will remain a 
realtively poor country for many years ahead. The coming associ
ation with other European countries through the Common 
Market may simply accelerate the adoption of European con
sumption patterns and life styles, so that few specifically Greek 
marketing characteristics remain. The third stage of marketing 
development in Greece may thus be its absorption into the 
larger European market. If so, a considerable adaptation of 
marketing channels and methods will still be required to make 
a full range of developed-country merchandise accessible to the 
great mass of consumers. 

Prices, Costs and Margins 

The most unsatisfactory aspect of our investigation is its 
failure to adequately analyse the structure of prices, costs and 
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margins within the distributive trades in Greece. The two hypo
theses requiring study are: 

(1) Over-capacity in distribution results in high operating 
costs and, therefore, high gross margins between procurement 
expenses and selling prices; 

(2) Monopoly elements in distribution obtain high gross and 
net margins (profits) by restricting volume and narrowing trade 
channels. 

Neither hypothesis is accurate as a description of the whole 
of marketing activity within Greece. However, each may be 
accurate for some portions, and in still other parts of the system 
the forces of effective competition may be at work. 

What is the evidence that costs and margins in some portions 
of consumer goods marketing may be "too high," in comparison 
to their potential levels? Certainly the heavy concentration of 
very numerous, very small retail outlets in some kinds of bus
iness, especially foods, points in this direction. So does the re
lative scarcity of large, diversified wholesale intermediaries, 
capable of lowering the costs of market contact, economizing 
physical distribution expenses and serving as a source of market 
development information for suppliers and product information 
for potential customers. An additional factor is the presence of 
controls of one type or another over many aspects of marketing. 
Some of these controls are clearly intended to keep prices and 
costs down. Others appear to have an opposite impact, and many 
— whatever their purposes — cannot avoid the side effects of 
preserving traditional occupations, operating practices and price-
cost structures and, thereby, slowing the adaptation of the ec
onomy to changing circumstances. 

The evidence with respect to the monopoly hypothesis is less 
clear. The Greek economy is characterized by a number of 
important monopoly and near-monopoly elements. Some of 
these involve direct government participation or control; others 
are due to government-granted exclusive privileges. The small 
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size of the Greek economy implies that there can be only a few 
large firms in any industry in which there are very substantia* 
economies of scale in either production or marketing. Important 
as these monopoly elements are in the operation of the entire 
Greek economy, they do not seem to be based primarily on 
marketing factors nor to have their principal impact in the 
marketing sector. Market dominance through control of distribu
tion channels, for example, does not characterize the Greek 
economy. On the contrary, control over market supply, where 
it occurs, is secured at the production or import stage, and if 
competitive alternatives are excluded from the market it is 
largely because of production licences or import controls. Limita
tion of supply sources, of course, reduces the range of alter
natives available in the later stages of the marketing process. 
However, within the range of production and import alternatives 
permitted, marketing activity as such appears to be relatively 
free of large-scale monoply elements. 

There are three qualifications to this observation. One is the 
established market position of importers and therefore of im
ported merchandise in some product lines, which may create 
some barriers to the introduction of domestic import-substitutes. 
A second is the unavoidable existence of local monopolies in 
small markets, defined both geographically and in terms of 
specialized lines of merchandise. Finally, there is the possibility 
that the rôle of manufacturers and suppliers in developing new 
marketing channels to compensate for the relative weakness of 
small wholesalers and retailers will, in turn, result inclosed dis
tribution networks from which potential competitors will be 
excluded. This last may eventually become a significant problem 
*n some product lines. However, for the present it appears that 
the quasi-monopoly advantages of firms taking the lead in market
ing innovation are more than offset by the cost reductions, in
creased product availability, and competitive imitation that ac
company them. 
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It thus appears that consumer goods marketing in Greece 
is characterized to only a small extent by monopoly elements 
beyond the production or import level, and to a somewhat larger 
extent by over-capacity and excessive costs in certain activities. 
In still other parts of the marketing sector it appears that the 
forces of effective competition are probably at work. This, 
however, is a very short-run conclusion. The forces of economic 
development have only begun to penetrate the rural areas of 
Greece, which still contain about half of the total population. 
Marketing developments that have been relatively easy in the 
cities — because of close supplier-distributor contact, rapidly 
rising income and population, extensive new construction, and 
so forth — will be much more difficult in the smaller centres 
and rural areas. Yet these are the places where major changes over 
the next decade will have to be concentrated if the income and 
welfare potentials of Greek development are to be realized. 
Some of these changes will automatically lower costs, reduce the 
amount of overcapacity and erode positions of monopoly. In 
other cases, correction of existing imbalances will be a necessary 
pre-condition for market development; as a result, problems of 
only minor current importance may take on major significance 
as barriers to the growth process. The current pattern of market
ing activity in Greece is emphatically not an appropriate one for 
a developed, or even a rapidly developing, country. Changes in 
prices, marketing costs and margins will undoubtedly be required 
in order to bring about the necessary transition. 

Implications for the Firm 

What do these observations imply from the viewpoint of the 
firm? The answer, of course, depends upon what firm we choose 
to think of. For established Greek manufacturers of consumer 
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goods, there is no implication for an automatic or "natural" 
improvement in their market positions as compared to imported 
brands. On the contrary, increased attention both to product 
quality and to marketing effort are probably required to sub
stantially improve the relative position of domestic producers. 
The development of consumer attitudes is, however, subject to 
broad influences. Thus, improved acceptance for some Greek-
brand merchandise probably has long-run favourable implica
tions for other domestic producers. There is no real evidence 
of a trend toward the development of stronger wholesaling or 
other intermediate marketing activity that might provide a more 
effective link between new and smaller Greek producers and 
retail outlets. On the contrary, innovative developments in the 
intermediate marketing area consistently imply a greater exercise 
of wholesaling responsibility by manufacturers or, to a very 
limited extent, expansion into wholesale procurement and mer
chandise specification on the part of retailers. Thus, the greatest 
opportunities for new and small manufacturers unable to carry 
out extensive marketing activities would appear to come from 
association with one of the expanding retailing organizations, 
either single firms or multi-retailer affiliations. 

The implications for wholesale firms are fairly clearly indicated 
above. Large import wholesalers may find it profitable to in
crease their activity in domestic goods as these become more 
widely available and of higher quality. Indeed, if we could fore
cast the substantial independence of Greece on imports of man-
ufactered consumer goods (other than motor-vehicles), importers, 
should be stimulated to discover and even encourage domestic 
supply sources. However, such a long-range forecast is by no 
means certain at present, nor can the rate and pattern of import-
substitution be fully anticipated at present, especially the impact 
of Common Market affiliation. It does seem likely, however, 
that successful importing organizations will find it increasingly 
desirable to supply some part of their growing markets from 
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domestic sources, either through purhase or — as some of our 
examples indicate — through the establishment of their own pro
duction facilities. This movement of importers into manufactur
ing parallels, or course, the movement of manufacturers into 
wholesaling, and adds to our prediction that the structure of the 
developed sector of the economy will be increasingly characterized 
by vertical integration. (The same trend is notable in the U.S. 
and some other western countries, but for very different reasons). 

With respect to retailing, the implications for change are even 
more clear, We do not anticipate a "retailing revolution" of the 
kind that has occurred in North America and to a lesser extent 
in Western Europe. However, it seems very unlikely that the 
traditional structure of retail trade in Greece can or should re
main stable in the midst of a changing economic environment. 
Happily, the types of change in shop size and,product assortment 
that would appear feasible in the foreseeable future are those 
within the capabilities of existing kinds of retailers, particularly 
if their access to working capital were somewhat improved. 
There are undoubtedly risks for any firm attempting innovation 
in an activity as tradition-bound and imbedded in the social 
environment as retailing, and not all new ventures will succeed. 
However, even greater risks confront the tiny proprietorships 
who rely for their livings on the strength of habit and inertia 
among consumers. Widening consumption opportunities will 
alter buying habits, and the livings available in traditional outlets 
will be eroded in the process. 

Contribution of Marketing to Development 

If our investigation had revealed that the marketing sector 
of the Greek economy was characterized by the vigorous reduc
tion of prices and costs, rapid and effective transmission of 
market information to both buyers and sellers, and the vigorous 
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merchandising of new domestic products, then we might conclude 
that marketing was making a substantial contribution to the 
process of economic development in Greece. On the other hand, 
if all of these were absent, then we might unambiguously conclude 
the reverse. It is not surprising that the evidence is mixed. 

Signs of development-leading activity are by no means 
lacking. In the cities, and particularly in durable goods lines, 
aggressive marketing of Greek products is clearly bringing sub
stantial results in the form of market growth and improved 
living standards. Mass media advertising, not always considered 
a productive economic activity, is being used to draw consumer 
attention to Greek products and thus to make possible import-
substitution and output expansion. On the other hand, there are 
important elements of marketing that must be regarded as lagging 
or, at best, derivative or neutral. One of these is certainly the 
favoured position of imported products in some parts of the 
distribution system. Another in the relatively low level of product 
availability and inadequate retail merchandising outside of urban 
areas, and particularly in foods. A third is the essentially negative 
or static impact of the market control system with its legal and 
bureaucratic barriers to market adaptation. 

It is easy to cite "causes" of present conditions, including the 
cycle of war, occupation and civil war; the perennial problem of 
political instability; the persistence of poverty and unemployment 
even during a period of very rapid development; regional im
balance of the economy; lack of managerial training and attitudes, 
or even of rudimentary education in some parts of the population ; 
and — that inevitable response to the criticism of foreigners — 
four hundred years of Turkish occupation. All of these factors, 
even including the Turkish legacy, probably have some explan
atory rôle. They are, however, simply the unique Greek aspects 
of poverty and underdevelopment that characterize a large por
tion of the world's population. 

Although still poor by the standards of Western Europe and 
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North America, Greece is already rich and developed in comparis
on with well over half the countries in the world, and — given 
political stability — its long-run economic prospects seem bright. 
Under the worst circumstances, inadequate marketing activity 
and misdirected policies can probably only slow this develop
ment and reduce its favourable impact, particularly with respect 
to the mixture of products and services available to consumers. 
At best, aggressive marketing effort and flexible market adapta
tion can increase the effectiveness of the price system as a source 
of signals about consumer preferences and can both increase the 
speed and lower the costs with which these preferences are reflec
ted in changes in product quality and availability.From product to 
product and industry to industry, the differences may be marginal; 
however, in total they may be quite substantial, and there seems 
little reasons to forego them. The types of change in social capital, 
marketing structure and business practices required to increase 
the contribution of marketing activity to the development process 
are already underway in some areas and kinds of business. 
Some policy guidelines that might contribute to the continuance 
and acceleration of these changes are suggested in the following 
chapter. 
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CHAPTER 13 

SOME SUGGESTIONS FOR 
PUBLIC POLICY AND RESEARCH 

Policy Guidelines 

The major policy guideline emerging from our study of con
sumer goods marketing in Greece seems incredibly simple. It 
may be summarized: Let the market work. This does not mean, 
of course, abandoning concern with consumer welfare or ceasing 
to encourage domestic production through tariffs and subsidies. 
It does, however, mean abandoning wherever possible policies 
that prevent or slow the adaptation of the marketing system to 
changing circumstances and providing the resources, chiefly fin
ancial, that this adaptation requires. 

Improved performance in Greek marketing will require 
investment, both for expansion and for the reorganization of 
existing activities. Much of this investment, however, is in the 
form of transportation and communication facilities, and thus 
involves the total needs of the economy. Compared to these and 
to the needed investment in housing and public utilities through
out Greece, requirements for new or improved marketing in
stallations are relatively small. There are undoubtedly some ad
ditional major public facilities required for the effective assembly 
and utilization of agricultural commodities, particularly for 
export, but the greater part of new investment in consumer goods 
marketing will be in scattered retailing facilities throughout the 
country. 

This is largely a task for private, rather than public, invest
ment. However, the present pattern of government control over 
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credit in Greece severely limits the capital available to private 
parties for this purpose. Although a study of the Greek capital 
market has been beyond the scope of our investigation, it appears 
that the major sources of new capital for financing both marketing 
and inventories are the savings of proprietors and credit provided 
by suppliers, especially the larger domestic manufacturers. 
The latter can obtain bank financing, but such financing is severely 
restricted for many lines of trade. As a result, innovative pressures 
that build up within the distributive trades, and do not involve 
the interests of individual large manufactuers, are frustrated for 
lack of capital, unless a source of personal loans can be found. 
It would be absurd for capital-short Greece to channel any large 
portion of its resources into new retailing centres at this time. 
However, it seems equally absurd to expect the benefits of ec
onomic development to be effectively transmitted to consumers 
through the present network of fragmented, traditionalized 
marketing outlets. An easing of the financial restrictions on 
marketing activities seems called for. 

If adequate financing were available, adaptation of marketing 
activities to the needs of a developing economy would seem to 
require only the progressive abandonment of the remaining 
post-war market control devices. Within the limits of our ob
servation, the control of marketing activity seems almost in
variably directed toward maintaining the status quo — whatever 
it may be, and however it came into being — rather than toward 
facilitating change in the economy. Some exceptions to this state
ment — for example, new quality standards and improved 
marketing facilities for fresh produce—may be cited. However, 
one cannot avoid the impression that the main impact of the 
network of permits, licenses, and regulations is to inhibit struc
tural change and practical innovation. The substantive content 
of the regulations may be quite significant •— as in the case of 
import controls or the restriction of manufacturing licences — 
or relatively trivial — as in the case of retail operating hours. 
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Each instance may be defensible on its own special terms, and 
the respective authorities may have no jurisdiction, or at least no 
clear responsibility, over the side effects and inequities that may 
arise. However, viewed on the whole, the patchwork of controls 
appears to contain strong disincentives to the kinds of marketing 
changes that should be both anticipated and desired as part of 
the development process. 

The post-war trend away from controls in the Greek ec
onomy appears to have slowed in recent years. Indeed, the 
current pattern of control seems to have been in existence long 
enough so that many firms have adapted to it and no doubt 
learned to profit from it. The result cannot be other than the 
frustration of the initial goals of the control mechanism and the 
creation of undesirable side effects. (It is easily forgotten that the 
purpose of most economic controls is the substitution of less 
profitable activities for more profitable ones; if this were not so, 
then why would the controls be required? The greater the profit 
disparity, the greater the gain from subverting the control me
chanism or altering ones activities so as to profit from it). The 
inevitable reaction is a pressure for more or stronger regulations, 
or preferential treatment for disadvantaged parties. However, 
more favourable long-term results might be obtained by sub
stituting competition and independent decision-making for 
centralized regulation as the determinant of marketing behaviour. 

To make this more specific, let us presume that the whole 
complex of public policies with respect to consumer goods market
ing in Greece were designed to retard the entry of new firms 
or persons into the activity, and thereby conserve labour and 
capital resources for other purposes and prevent the increase of 
distribution costs.If it were true that the existing array of market
ing agencies were ideally suited to the needs of the Greek ec
onomy, both in the aggregate and in specific character, location, 
and operating methods; and if the economy itself were not ra
pidly changing; then, a complex of policies designed to retard 
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entry or expansion might be entirely appropriate. However, 
if the initial conditions are those of structural imbalance and the 
economy itself is in the process of rapid change, appropriate 
adaptation in marketing probably involves the entry and ex
pansion of some activities and the simultaneous contraction and 
exit of others. When the force of new competitive pressures is 
blunted, the requisite changes in existing activities are less apt 
to occur, and thus the existing set of arrangements becomes 
frozen. Policies intended to prevent deterioration in the effici
ency of distribution yield, in the end, opposite effects. 

This, of course, paints an oversimplified picture of marketing 
conditions in Greece. The system is not at present entirely in
appropriate to its tasks, nor is its development completely frozen 
by tradition and overt restriction. However, there is a relevant 
point in the simplification, and it is of even greater singificance 
in a rapidly changing economy. Only by promoting, or at least per
mitting, flexible adaptation of the marketing system to changing 
circumstances can public policies assure a maximum contribution 
of distributive activity to the diffusion of the fruits of develop
ment among the population. 

Our funding that there appears to be no overall redundancy 
of resources, particularly of labour, in commercial activity is 
particularly important in this connection. It implies that the 
progressive adaptation of marketing activities should not involve 
a significant amount of structural unemployment. Rather than 
shifting in large numbers to other sectors of economic activity, 
commercial workers should be expected to shift among types of 
activities, locations and managerial capacities. Thus, we would 
expect the expansion of job opportunities in non-food retailing 
and in wholesaling or other intermediary activities, in commercial 
activities outside the major cities, and in employee rather than 
proprietor status. 

The strength of familial relationships in Greek business un
doubtedly deflects the force of many economic changes. Even the 
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largest manufacturing enterprises in the country continue as 
family businesses, and personal contacts appear to enter pro
minently into business dealings. The staffing of very small firms 
by family members inevitably results in a confusion between 
wages and profits and, in addition, the presence of under
employed relatives leads both potential profits and opportunities 
for price reductions to be transformed into expenses. (Wages 
are paid when there is money available). The effect, like family 
subsistence farming, is to provide incomes based on average 
rather than marginal productivity, and thus to hold labour in 
less productive occupations. This, of course, is the reason that 
small, inefficient enterprises continue in operation in spite of the 
pressure of their mutual competition. It is also the reason that 
adjustment in the structure and practices of distributive trades 
in Greece must be a gradual process, based upon natural exit 
rates and improved opportunities in new endeavours. 

It may be wondered why no policy suggestion is offered with 
respect to the creation of new and more aggressive types of 
marketing agencies, particularly at the wholesale level. Innova
tions at this level are clearly needed in Greece; however, it would 
appear that both the profit opportunities and the managerial skills 
required are such as to attract private initiative. Given continuing 
growth of demand and the availability of credit, the Greek 
proclivity for trading can probably be counted on to supply the 
remaining ingredients. One type of development in this area that 
might justify government support would be the associative ac
tivity of existing small firms for purposes of procurement, mer
chandising and management improvement. Various forms of 
retailer association have some characteristic of the developed 
countries of North America and Western Europe, particularly 
in foods, and associative activity might well permit retailers to 
play a much stronger rôle in the process of marketing develop
ment in Greece. This type of activity cannot be universal or com
pulsory, nor should it be primarily political in nature. For these 
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reasons the existing government-sponsored chambers of com
merce are probably not appropriate vehicles for such develop
ment. Most important, perhaps, is that the existing bureaucratic 
and regulatory structure is not used to discourage the develop
ment of such organizational innovations when they arise on the 
basis of private initiative. 

Also missing from our recommendations is any support for 
government initiative in establishing large retail stores, either 
for foods or for mixed merchanise. The apparently low operating 
costs of large stores in the U.S. and in the socialist countries has 
created an enthusiasm for size changes in retailing sometimes 
quite inappropriate to conditions in other economies. Large 
retail outlets make possible, but do not necessarily cause, changes 
in the way that consumer products are sold or purchased. In 
economies of scarcity, large establishments , may handle the 
physical distribution task very efficiently. And in economies 
of abundance, large stores may facilitate the low-cost display 
and purchase of large and varied assortments of merchandise. 
However, where significant market choices are to be exercised 
advantages of physically large distributive outlets tend to dis
appear while their disadvantages in terms of locational in
convenience and disruption of the physical and social environ
ment remain. By contrast, the gradual introduction of customer 
self-service from a stock of pre-packed and clearly indentified 
products with posted prices will inevitably lead to appropriate 
changes in the size and character of retail outlets. Our recom
mendation therefore is encouraging behavioural changes, and 
the structural changes which these require, rather than aiming 
toward structural change for its own sake. 

The Research Agenda 

Developing public policies without an adequate research 
foundation is like flying blind. Continuing study is required to 
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appraise the effectiveness of policy actions in accomplishing the 
desired results and the need for their alteration. Within the genera 
field of marketing in Greece, five distinct types of research 
activities are clearly required: 

(1) The rough empirical analysis of Part II of the present 
study should be repeated on the basis of more recent and im
proved data, so that the direction and magnitude of trends can 
be more clearly ascertained and future developments anticipated. 

(2) Aspects of marketing other than consumer goods distribu
tion within Greece should be subjected to detailed analysis. Of 
particular importance are the arrangements for assembling and 
trading Greek agricultural products, both for domestic use and 
for export. Efficient marketing, particularly the transmission of 
information and revenues back to rural producers, is essential 
if the development prospects of Greek agriculture are to be 
realized. Public investment in facilities and public support of 
organizational changes may well be required in these sectors, 
yet neither the facilities nor the organizational form can be wisely 
determined simply by imitation of practices in other economies. 

(3) The rôle of regulation in the Greek economy, including 
public and private monopoly positions as well as marketing 
controls,require a thorough analysis based on full information 
and insulated from political or bureaucratic pressures. The 
effectiveness of the existing regulatory procedures; the im
portance of their administration as well as their formal 
content; their differential impact among industries, areas, 
and firms; and the cost and benefit of regulation to the ec
onomy demand careful analysis and open discussion. 

(4) A detailed study of the sources and functions of trade 
credit is urgently needed. Present information is very scan
ty and restriction of credit sources to large manufacturers or 
private loans appears to be a significant barrier to change in 
the distributive trades. The appropriate change in these 
conditions, however, can be determined only after a more 
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careful study of the financing of trade, both inventories and 
facilities. 

(5) Finally, much more accurate analysis is required of 
the detailed structure of prices, costs, margins and profits 
within all sectors of Greek industry, including the distribu
tive trades. The small-scale character of much Greek busi
ness, the importance of familial relationships, and the use of 
different accounting procedures for different reporting pur
poses all serve to obscure the fundamental balance between 
income and expenditures — perhaps even from the owners 
themselves. A substantial improvement in financial reporting, 
both in content and in public availability, is required. Without 
such reporting, the impact of development on the price-
cost structure of the economy is simply unknowable.Further
more, the function of profits in directing activity among the 
sectors of the private economy is largely frustrated by an at
mosphere of ignorance. 

All of these research activities have substantial implica
tions for data collection, both by individual investigators and 
official bodies. The use of sample surveys, interviews and 
other ad hoc sources to fill in information gaps is clearly 
required. In addition, with particular respect to the consumer 
goods marketing activities that have been our primary 
concern, some specific needs for improvement in the official 
data collected by census procedures can be identified. These 
improvements include both additional information and clas
sification procedures. 

Conspicuously missing from the official data concerning 
the distributive trades in Greece is any evidence of costs and 
revenues. Neither sales nor shipments volume nor operating 
expenses have been gathered since the failure of the first 
attempt to collect such information in 1951. Nor have sys
tematic attempts been made to draw the sales, purchases and 
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expense data collected through different government bodies 
into a single coherent collection of information. The highly 
developed Greek bureaucracy appears to possess a mine 
of detailed information on most aspects of economic life; 
however, the reduction of this mass of data to significant 
essentials and the combination of multiple sources to obtain 
a more complete picture remains a relatively rare practice. 
With respect to the distributive trades, sales and purchase 
data are collected by the Mechanical Taxation Service, 
employment and income data by the Social Insurance system, 
price and margin data by the Market Law authorities, and 
establishment and personnel data periodically by the Na
tional Statistical Service. It seems that only time and pati
ence would be required for individuals with full access to 
all these sources of information to draw together a much 
more accurate, complete and descriptive picture of the 
economic position of the distributive trades in Greece than 
any yet available. The integration of these various sources 
of data with the results of the establishment census of 
1968 cannot be too strongly urged. 

An additional aspect of data collection is the choice 
of appropriate categories for reporting. With respect 
to the distributive trades, it appears that census reporting 
has been too heavily based on international classification 
systems more appropriate to highly developed countries. 
Without eliminating international comparability, official 
Greek data should provide an accurate description of condi
tions in Greece. Thus, important categories of activity must 
be separately enumerated, even though these categories are 
of no importance in France or the U.S. In addition, in an 
economy highly oriented toward foreign trade, the careful 
identification of exporters,importers,and other intermediaries 
in international commerce is essential for accurate and 
relevant description. The recognition of "mixed" activities 
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is also fundamental. Although it is not helpful to classify 
everything as "miscellaneous", the visible presence of, for 
example, mixed wholesale-retail, food and non-food, retail 
and service establishments suggests that these activities 
should be specifically recognized where they are numerous 
and important. 

The development of a retail sales index first by the Bank 
of Greece and now by the National Statistical Service re
presents an important improvement in data collection. It is 
unfortunate, however, that no attempt has been made to link 
the two series. Furthermore, the absence of a parallel real sales 
volume index (i.e., one adjusted for price level changes) is 
a serious inadequacy in the current data. The consumer price 
index does not provide a directly appropriate deflator for the 
published sales index, but the detailed components of the 
sales index should roughly follow the same categories as the 
detailed components of the price index. Thus, a matching 
of the two sets of data at an early stage should permit a 
more accurate price deflation than can be attained after under
lying data have been combined in different ways for dif
ferent purposes. The sooner the retail sales volume index 
is matched by a constant price sales volume index, the more 
useful the data will be for continuing analysis over the long 
term. 

This last point might be applied to data development 
generally within Greece. Sampling refinements have been 
introduced into a number of the official series, and improve
ments in coverage and data storage are continually in 
progress. Some of these developments sometimes appear 
over-refined for the state of the basic data and immediate 
needs. However, improvements in the collection, handling 
and publication of data in the present are relatively cheap 
compared to the reconstruction at a much later date. Further, 
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these improvements lay a foundation of accuracy which can 
then be continued into the future, with the result that the 
entire set of observations becomes more useful as a basis 
for analysis and policy. 
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APPENDIX A 

WHOLESALE AND RETAIL CLASSIFICATIONS 

AND DATA, 1958 

611 Wholesale trade 

General Remarks: Herein are included the resale 
of products (without processing) to industrial, 
handicraft or commercial units, to organisations 
and the State. Importers and exporters, merchan
dise agents, sales offices and branches of industrial 
enterprises. Commodities brokers and brokerage 
contractors. Mercantile exchanges, warehouses for 
storage of petroleum-products, the collectors and 
purchasors of agricultural products, wholesale agri
cultural cooperatives. 

Also included are wholesale resale of industrial 
materials, building materials,agricultural,industrial, 
etc., machinery, and special material for trade and 
services. 

Also, the work of storing, size grading, selection 
according to type and repackaging, (not including 
that in airtight containers), when such work is 
connected to resale. 
Finally, this chapter also includes monopoly ware
houses, as also warehouses for the collection of 
products by the State on other non-profit organi
zations. 

611.1. Trade of raw materials from the agricultural, live
stock-breeding and forestry production. 

611.11. Trade of cereals and rice. 
(Note: herein KYDEP is also included). 
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611.12. Trade in cotton, wool, silk and other textile mate
rials in general. 

611.13. Trade in threads in general. 

611.14. Trade in hides and untanned leather. 
(Note: this includes salting and drying of leather). 

611.15. Trade in livestock. 
(Note: this does not include livestock sold for 
immediate slaughter). 

611.16. Trade in unprocessed timber (in trunks, with bark 
removed, cleaned and roughly squared). 

611.17. Trade in pine-tree resin. 

611.19. Trade in raw materials from agricultural, livestock-
breeding and forestry production, n.e.c. 
(Note: this includes liquorice, locust-beans, raw-
rubber (bata), cork, etc.). 

611.2. Trade in minerals, ores, metal and chemical pro
ducts of industry. 

611.21. Trade in metallic and non-metallic minerals. 
(Note: this does not include building-stone, sand 
and gravel, which came under 611.32). 

611.22. Trade in coal. 
(Note: this includes trade in firewood and char
coal). 

611.23. Trade in metals in general. 
(Note: herein are included ingots (bars), lumps, 
sheet-metal, angle-irons, piping and unprocessed 
cast pieces). 

611.24. Trade in chemical products, m.a.a. 
(Note: this includes industrial colouring matter, 
artificial fibres, plastic materials, synthetic resins, 
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fertilizers, explosives, electrochemical goods, etc.). 

611.25. Trade in paraffin, petrol, mineral-oil and other 
petroleum products. 

611.26. Trade in combustible gases. 

611.27. Trade in paints and varnishes. 

611.3. Trade in processed timber and construction materials. 

611.31. Trade in timber in general, processed and sawn. 
(Note: trade in firewood comes under 611.22). 

611.32. Trade in building stone, sand, gravel, bricks, cement 
and building materials. 

(Note: this includes bricks, tiles, clan-piping, lime, 
gypsum, plaques of all nature, marble, powdered 
marble, small marble plaques, putty, insulating 
materials, tar-paper, bituminous paper, etc.). 

611.33. Trade in glass-panes. 

(Note: including crystal-glass in sheets in general 
and ordinary panes of glass). 

611.4. Trade in machinery and materials for agriculture, 
industry, trade, transportation and the professions in 
general and trade in motor-vehicles. 

' 611.41. Trade in machinery, machines (engines) and tools. 
(Note: this includes agricultural machinery, fire-
fighting machinery, rolling-stock, lifts (elevators), 
type-face, maritime goods, scales, hairdressing 
machinery and medical, dental and similar scien
tific organs). 

611.42. Trade in typewriters, calculating machines, ac
counting machines, and in general office machinery. 
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611.43. Trade in sewing machines. 

611.44. Trade in motor-vehicles. 

(Note: this includes tractors, motorcycles, etc.). 

611.45. Trade in accessories and spare-parts for machinery, 

motor-vehicles and tools. 

611.5. Trade in hardware and electrical appliances and 
materials. 

Trade in hand-tools, handware for household use, 
furnishings and buildings. 

(Note: this includes locks, door-knobs, scissors, 
cooking utensils, cutlery, ordinary heating-stoves 
and freezers (refrigerators), pottery-ware, etc.). 

Trade in materials and fittings for plumbing and 
central heating installations. 

Trade in materials and accessories for telecom
munications and electrical installations. 

611.56. Trade in electrical appliances in general, W/T 
transmitters and receivers. 
(This includes electrical refrigerators, electrical 
washers (laundry machines), electrical cookers, 
electrical stoves (heaters), electrical geysers,radio-
grammophones, radios, electric air-conditioning 
machinery, etc.). 

611.57. Trade in porcelain ware, glassware and sanitary-
ware. 

611.6. Trade in furniture and furnishings. 

611.61. Trade in household and office furniture. 

(Note: including metal furniture, wicker-work fur
niture, etc.). 

611.51. 

611.53. 

611.55. 
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611.62. Trade in cloth-material and coverings in general 
for furnishings and tapestry. 

611.63. Trade in carpets and other floor-coverings. 

611.65. Trade in lamps and bibelots. 
(Note: this includes chandeliers, boxed lamps and 
portable lamps). 

611.66. Trade in musical instruments and musical goods 
in general. 
(Note: this includes grammophone records). 

611.7. Trade in cloth-material and wearing apparel. 

611.71. Trade in cloth-material for outer men's and women's 
garments. 
(Note: this includes materials of fur). 

611.72. Trade in cloth-material for underwear garments and 
cloth goods for household use. 
(Note: the cloth goods for household use include 
table-linen (table-cloths, napkins), bed-clothing 
(sheets, pillow-cases, blankets, eiderdowns, mat
tresses), towels, handkerchiefs, etc.). 

611.73. Trade in ready-made garments. 
(Note: this includes ready-made garments of fur). 

611.74. Trade in ready-made knitwear. 

611.75. Trade in haberdashery goods. 
(Note: this includes trade in buttons, zip-fasteners, 
etc.). 

611.76. Trade in tailors' materials. 

611.77. Trade in processed leather and footwear manufac
ture materials. 
(Note: this includes uppers and sole-leathers in 
general, wooden heels, etc.). 
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611.78. Trade in ready-made footwear of all nature of 
materials. 

611.79. Trade in other ready-made goods and other mat
erials for apparel. 
(Note: this includes ready-made underwear, stock
ings, hats, feathers and artificial flowers, ties and 
neckwear, umbrellas, and walking-sticks, gloves, 
hat-making (millinery) materials, orthopaedic goods, 
lastex goods, bandages, etc., as also materials for 
christenings and weddings). 

611.8-X. Trade in foodstuffs, drinks and tobacco. 

611.80. Trade in foodstuffs without specification (not exactly 
described). 
(Note: this includes catering and water-supply to 
vessels). 

611.81. Trade in slaughtered livestock and meat, fresh and 
deep-frozen. 
(Note: this includes trade in extremities and inter
nal organs. Also included herein is trade in game). 

611.82. Trade in poultry, birds, eggs, etc. 
(Note: this includes trade in rabbits). 

611.83. Trade in fish and sea-food, fresh and deep-frozen. 

611.84. Trade in fesh vegetables, greens and fruit. 

611.85. Trade in grocery-goods. 
(Note: these include trade in all nature of canned 
goods, (meat, fish, vegetables, dehydrated and con
densed milk), tomato-pulp, salted goods, (cod
fish, sardines, herring, etc.), delicatessen goods, 
legumes, cooking-fats, various flour products, 
sugar, honey, coffee, coisa, tea, vinegar, salt, 
spices, etc. 
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Herein is also included trade in fresh milk, and tra
de in monopoly goods). 

611.86. Trade in flour, brans and livestock fodder in general. 

611.87. Trade in cheese, (hard and soft) and butter. 

611.88. Trade in oils, seed-oils, olives and soap. 

611.89. Trade in confectionery goods in general, and trade 
in dried-fruit. 
(Note: this includes currants, figs, pistachio nuts, 
chestnuts, sun-flower seeds, pulses, etc.). Also 
includes Anonymous Raisin Organization and 
Joint Cooperatives). 

611.XI. Trade in wines and alcoholic and non-alcoholic, 
drinks. 
(Note: this includes trade in mineral waters). 

611.X2. Trade in tobacco, cigarettes, cigars and tobacco 
products. 
(Note: this does not include tobacco-warehouses 
as under 220.10). 

611.9. Wholesale Trade in other goods. 

611.91. Trade in pharmaceutical products. 
(Note: includes pharmaceutical soaps, insecticides, 
agricultural pharmaceuticals, material for bandages, 
injection syringes, needles, medical (clinical) ther
momètres, surgical thread (sutures). 

611.92. Trade in cosmetics and personal toilet articles. 
(Note: this includes tooth-pastes, colognes, per
fumes, lipstick, nail-varnish, toilet-soap, etc.). 

611.93. Trade in optical and photographic goods. 

611.94. Trade in stationery and goods made from paper, 
and writing materials. 
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611.95. Trade in books, magazines and newspapers. 
(Note: herein are included newspaper and peri
odicals agencies). 

611.96. Trade in toys, games and sports goods. 

611.97. Trade in leather goods, excluding apparel. 
(Note: this includes luggage, school-satchels, brief
cases, etc., of any materials). 

(Apparel, footwear and gloves of leather are in

cluded in 611.7). 
611.98. Trade in jewelry, watches, and goods made of 

valuable stones. 

611.99. Trade in other goods. 
(Note: this includes packaging materials in general, 
ropes and string, wax and candles, flowers and 
treelets, hunting goods, sponges, shopping-nets, 
artificial jewelry, tracings, models, rags, scarps, 
etc.). 
This also includes the general wholesale trade in 
various goods, The Mercantile Exchange and the 
O.D.I.S.Y. 

612 Retail trade 

General Remarks : This includes the resale of 
merchandize (without processing) to private per
sons or families. Also petrol stations, traders in 
motor-vehicles, itinerant salesmen, consumer co
operatives. The sale of foodstuffs and drinks for 
local (on the spot) consumption, comes under 852. 
The sale of separate goods (e.g., one motor vehicle, 
a machine, etc.) by representatives (agents) and 
importers does not come under retail trade, but 
under wholesale. 

238 



612.1. Shops selling foodstuffs, wines and drinks. 

612.11. Grocery shops. 
(Note: these include shops selling cereals, dried 
fruit, livestock-fodder, and shops selling cheese). 

612.12. Butcher shops. 
(Note: herein are included shops selling poultry, 
eggs, birds, game, internal organs and extremities). 

612.13. Delicatessen shops. 

612.14. Fishmongers. 

612.15. Fruit and vegetable shops (greengrocers). 
(Note: these include the sale of potatoes). 

612.16. Shops selling bakery products. 

612.17. Shops selling confectionery goods (confectioners) 
and sweet products. 

612.18. Milk-shops. 

612.19. Shops retail selling other foodstuffs. 
(Note: this includes the sale of drinks, alcoholic 
and nonalcoholic, mineral waters and drinking 
water). 

612.2. Pharmacies and shops selling cosmetics and toilet 
articles. 

612.21. Pharmacies. 

612.22. Shops selling cosmetics and personal toilet articles 
and similar preparations and products. 

612.3. Shops selling textile materials, cloth materials, wear
ing apparel, footwear and leather goods. 
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612.30. Sale of cloth material and ready-made material, 
n.e.c. 

612.31. Sale of cloth material for men's outer garments. 

612.32. Sale of cloth material for women. 

612.33. Sale of ready-made men's apparel. 
(Note: these include raincoats, waterproofs, etc.). 

612.34. Sale of ready-made women's outer-wear apparel 
and underclothing. 
(Note: these include ready-made apparel from fur). 

612.35. Sale of ready-made children's garments and under
wear. 
(Note: these include apparel for christenings and 
weddings). 

612.36. Sale of men's underwear, material for underwear 
and accessories for garments. 

612.37. Sale of footwear. 

612.38. Sale of leather goods, excepting footwear. 
(Note: these include handbags, school-children's 
school-satchels, luggage etc., of all kinds of mat
erials). 

612.39. Sale of articles of apparel not included above, and 
weaving materials). 

612.4. Sale of furniture and furnishing goods. 

612.41. Sale of furniture. 
(Note: this includes beds, pictures, paintings, 
sculptured articles, picture-frames, mirrors, office 
furniture, safes, etc.). 

612.42. Sales of cloth-material and coverings in general for 
furniture and tapestries. 
(Note: this includes carpets, curtains, tents, etc.). 
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612.43. Sale of table linen and bedding. 
(Note: these include materials for tablecloths and 
napkins, bedclothes (sheets, pillow-cases, blankets, 
eiderdowns, mattresses, face towels etc.). 

612.44. Sale of household electrical appliances. 
(Note: this includes electric cookers, electric i rons, 
geysers, washers, refrigerators, air-conditioning 
installations, radios, radio-grammophones (pick
ups), lamps, small electrical appliances, accessories 
for same, etc.). 

612.45. Sale of sanitary articles. 

612.46. Sale of musical instruments, printed music, and 
similar musical articles. 
(Note: this includes grammophone records). 

612.49. Sale of appliances for household use, (excepting 
electrical appliances). 
(Note: these include coal, anthracite and paraffin 
stoves, ice-boxes, etc.). 

612.5. Sale of hardware goods. 

612.51. Sale of tools and small metal articles. 
(Note: this includes locks, doorknobs, nails, 
ironware for windows and doors, screws, etc.). 

612.52. Sale of paints, glass-panes, and similar goods. 

612.53. Sale of materials for covering walls and floors. 

612.54. Sale of goods and utensils for household use, 
glassware and porcelain goods. 
(Note: these include chinaware in general, cutlery, 
cooking utensils, brooms, pottery-ware, etc.). 

612.6. Sale of motor-vehicles, motorcycles, bicycles. 

612.61. Sale of motor-vehicles. 
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612.62. Sale of motorcycles and bicycles. 

612.63. Sale of spare-parts, and motor-vehicle tyres, and 
tyres for motorcycles and bicycles. 

612.64. Sale of baby-carriages (prams). 

612.70. Petrol stations and crude-oil stations. 
(Note: these include the sale of mineral oil and 
grease for motor-vehicles). 

612.80. Large, general merchandise shops (department-
stores). 

(Note: these include the large shops for retail 
sale of various goods, coming under more than 
one of the sub-groups of the goods classification. 
Such shops are generally divided into sales depart
ments, and have a large staff. The codifier will note 
the instance to his superior by classifying the shop 
as a department-store). 

612.9. Retail trade in other goods. 

612.91. Sale of firewood, coal, charcoal, in general. 
(Note: these do not include petrol and crude-oil 
stations, which come under 612.70). 

612.92. Sale of ice. 

612.93. Sale of newspapers, periodicals and cigarettes. 
(Note: these include street-kiosks). 

612.94. Sale of books and paper articles. 
(Note: these include post-cards). 

612.95. Sale of optical instruments, photographic material 
and cinematographic material. 

612.96. Jewelry shops and sale of watches. 
(Note: these include the sale of ecclesiastical ar
ticles). 
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612.97. Sale of souvenirs and popular-art objects. 

612.98. Sale of flowers and gardening articles. 

612.99. Sale of miscellaneous goods. 
(Note: these include the sale of sporting goods, 
lotteries, shotguns and hunting equipment, fishing 
tackle, saddlery, haberdashery, tailors' materials, 
sketches and models, artificial jewelry, nylon goods, 
earthenware goods, candles, agricultural pharma
ceuticals, song-birds, old stamps, grammophone-
records for teaching foreign languages, millstones, 
etc.). 
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TABLE B-2 

POPULATION AND RETAIL ACTIVITY RATIOS, 
BY NOMOS, 1951 AND 1958 - 61 

1 9 6 1 19 5 8 - 6 1 

Nomos Population E /Cl P/C2 Ρ θ ρ ^ ! ° η E/Cl P/C2 

1. Mount Athos 
2. Levkas 
3. Zante 
4. Euritania 
5. Kastoria 
6. Cephalonia 
7. Thesprotia 
8. Fokis 
9. Preveza 

10. Samos 
11. Chios 
12. Fiorina 
13. Rethimnon 
14. Arta 
15. Lasithi 
16. Khalkidiki 
17. Argolis 
18. Pieria 
19. Kilkis 
20. Xanthi 
21. Imathia 
22. Corfu 
23. Rodhopi 
24. Boeotia 
25. Corinthia 
26. Pella 
27. Drama 
28. Dodecanese 

3,100 
37,800 
38,100 
39,600 
46,400 
47,300 
47,300 
51,400 
56,800 
59,700 
66,800 
69,400 
72,200 
72,700 
73,800 
75,700 
85,400 
86,100 
89,500 
89,900 
96,400 

105,400 
105,700 
106,800 
113,400 
117,000 

120.500 
121,500 

5.3 
12.2 
16.5 

6.6 
6.7 

13.0 
6.2 
9.5 
9.1 

13.0 
14.6 
8.0 
9.8 
6.6 

10.0 
8.3 
9.7 
7.3 
6.8 
9.8 
9.2 

14.5 
8.9 
8.4 
9.9 
8.8 

11.0 
13.4 

7.3 
16.6 
22.0 

8.5 
9.0 

18.3 
8.8 

13.3 
12.6 
17.1 
20.4 
10.9 
14.1 
10.0 
12.7 
10.4 
15.6 
10.9 
9.5 

13.4 
13.1 
19.0 
11.0 
15.3 
17.0 
11.8 
15.3 
17.7 

2,600 
29,000 
35,500 
39,700 
47,500 
46,300 
52,100 
47,800 
62,500 

, 52,000 
62,200 
67,400 
69,900 
82,600 
73,900 
79,800 
90,100 
97,700 

102,800 
89,600 

114,500 
101,800 
109,200 
114,200 
112,500 
133,200 
121,000 
123,000 

5.3 
15.0 
19.8 
9.3 
8.2 

16.6 
7.6 

14.0 
9.5 

17.5 
17.1 
9.1 

12.1 
7.2 

14.7 
11.7 
12.4 
10.4 
7.7 

10.6 
9.6 

15.0 
8.1 

11.6 
12.6 
9.7 

12.0 
15.0 

7.7 
20.2 
26.6 
13.0 
12.3 
23.3 
10.8 
20.2 
13.0 
23.3 
23.5 
13.5 
17.6 
10.3 
19.6 
16.1 
21.9 
15.8 
11.6 
15.3 
15.1 
21.0 
11.7 
20.0 
23.5 
15.0 
18.7 
22.7 
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TABLE B-2 C o n t d . 

1 9 5 1 1 9 5 8 - 6 1 

Nomos Population E/CI P/C2 Ρ θ ρ ? £ ι ° η E /Cl P/C2 

29, 
30. 
31. 
32. 
33. 
34. 
35. 
36. 
37. 
38. 
39. 
40. 
41. 
42. 
43. 
44. 
45. 
46. 

47. 
48. 
49. 
50. 
51. 

Cyclades 
Canea 
Trikkala 
Laconia 
Kavalla 
Karditsa 
Syros 
Fthiotis 
Ioannina 
Magnisia 
Arcadia 
Lesbos 
Euboea 
Kozani 
Ilia 
Herakleion 
Larissa 
Aitolia & 
Acarnania 
Serrai 
Messinia 
Achaia 
Salonika 
Attica 
Total Greece 

126,000 
126,500 
128,200 
130,900 
136,300 
138,800 
141,300 
148,300 
153,700 
153,800 
154,400 
154,800 
164,700 
177,800 
188,300 
189,600 
208,100 

220,100 
222,500 
227,800 
228,900 
460,000 

1,556,000 
7,560,124 

10.0 
10.8 
6.1 
8.3 

11.3 
6.6 
8.5 
9.3 
8.1 

12.1 
8.6 

11.4 
10.2 
8.0 

10.4 
10.4 

8.1 

9.5 
8.4 

10.5 
11.8 
13.5 
18.6 
10.5 

14.1 
15.6 
9.6 

12.8 
17.0 
10.0 
12.3 
14.8 
11.2 
19.4 
12.8 
17.3 
16.5 
11.1 
16.3 
16.3 
13.7 

13.7 
12.0 
16.2 
20.0 
23.9 
30.0 
18.2 

99,900 
131,000 
142,700 
118,700 
140,700 
152,500 
157,800 
160,000 
155,300 
162,300 
135,000 
140,300 
166,100 
190,800 
188,900 
208,400 
237,800 

237,700 
239,200 
212,000 
248,000 
545,000 

2,058,000 
8,383,553 

15.5 
10.2 
7.7 

12.3 
13.4 

8.1 
8.2 

12.2 
10.2 
14.9 
13.1 
14.6 
13.5 
12.8 
12.5 

8.8 
10.2 

11.3 
12.8 
13.2 
9.5 

14.5 
14.4 
12.5 

22.9 
18.6 
13.9 
21.8 
21.0 
13.7 
12.3 
21.0 
15.5 
25.4 
21.1 
23.5 
21.6 
20.0 
19.3 
14.7 
17.2 

17.5 
20.0 
21.8 
15.0 
25.5 
29.3 
21.5 

1. Retail establishments per 1,000 population. 

2. Retail persons engaged per 1,000 population. 

Source: Census 1951, 1958 Statistical Yearbook 1962. 
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TABLE Β-3 

IMPORTS CLASSIFIED BY MAJOR RETAIL 
CONSUMPTION CATEGORIES 

This tabulation was developed in order to indicate the 

relative importance of imported consumer goods, both 

finished goods and principal components, in the total value 

of retail consumption by major consumption categories. The 

S.I.T.C. 3-digit categories were assigned by inspection to 

the four principal retail categories. The revised category 

system governing the tabulation of data for 1953 and 1964 

was principally used, and inconsistencies in the classification 

system resolved on an ad hoc basis. The continuing refine

ment of the category system, over time, and the increasing 

importance of certain kinds of imports during the period re

sults in the removal of items from various "not elsewhere 

specified" cells and their separate identification and listing. 

We have taken this separate listing, together with inspection 

of the data and other evidence, to indicate the first year in 

which the item in question was of more than negligible 

importance in Greek imports. Thus, the omission of these 

items in earlier years does not seem a matter of great con

cern. Our intention, in any case, is with the major trends 

rather than with detailed accuracy. 

All data were taken from National Statistical Service, 

Monthly Bulletin of External Trade Statistics, January, 

1955-65. 
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TABLE 

IMPORTS CLASSIFIED BY MAJOR 

1954 1955 1956 

Food, Beverages & Tobacco 
S.I.T.C. Code 

0 FOOD AND LIVE ANIMALS 1,627,060 
081 Less Feeding Stuff for animals -9,180 

4 ANIMALS A N D VEGETABLE OILS AND FATS 12,430 
1 BEVERAGES AND TOBACCO 4,230 

T o t a l 1,634,540 

Clothing & Footwear, Industry Textiles & Metals 

Ready Made 

841 Clothing 
842 Fur clothing 
851 Footwear 
612 Manufactures of Leather 

M a t e r i a l s 

211 Hides and skins, undressed 
212 Fur Skins, undressed 
231 Crepe rubber 
261 Silks 
262 Wool and other animal hair 
263 Cotton 
265 Vegetable fibres, other 
266 Synthetic and artificial fibres 
532 Dyeing and Tanning extracts and synthetic tanning 

materials 
611 Leather 
613 Furs, dressed 
651 Textile yarn and thread 
652 Cotton fabrics of standard type 
653 Textile fabrics of standard type other than cotton 

fabrics 
654 Tulle, lace, embroidery, etc. 
655 Special textile fabrics and related products 
656 Made-up articles of textile fabrics 

Total 

140,470 
240 

67,740 
— 

311,060 
39,360 
33,300 
33,490 

8,840 
31,940 
4,500 

198,340 
221,520 

272,250 
22,740 
30,540 
16,700 

1,521,550 

114,620 
270 

49,240 
— 

397,240 
41,670 
37,090 
44,630 

7,530 
26,720 
21,890 

190,900 
207,560 

233,910 
30,580 
28,280 
14,490 

1,468,600 

128,700 
470 

55,020 
20 

382,690 
20,840 
31,840 
53,590 

9,870 
27,080 
18,960 

236,530 
272,140 

277,790 
41,050 
31,680 
20,070 

1,634,280 

2,361,870 2,901,550 
-9,760 -11,570 
50,530 274,800 
4,740 4,540 

2,407,380 3,169,320 

24,580 
10 

2,180 
1,750 

18,670 

1,820 
1,490 

22,660 
50 

1,710 
1,520 



Β- 3 

RETAIL CONSUMPTION CATEGORIES 

Value in thousand Drachmae 

1957 

2,889,710 
-19,690 
176,690 

6,890 
3,043,600 

1958 

2,677,100 
-30,440 
78,320 
9,090 

2,633,070 

1959 

2,300,530 
-33,540 

18,760 
9,700 

2,396,450 

1960 

2,253,057 
-52,788 
27,210 
11,203 

2,238,782 

1961 

2,646,680 
-53,968 
216,986 

11,514 
2,821,212 

1962 

2,366,388 
-82,324 
89,663 
14,470 

2,388,197 

1963 

3,169,388 
-110,135 
107,407 
18,949 

3,185,709 

1964 1965 

3,749,451 
-140,742 

32,380 
22,701 

3,663,790 

25,989 
37 

2,467 
2,124 

28,763 
23 

3,011 
1,580 

29,423 
41 

3,323 
1,970 

29,956 
85 

3,541 
2,876 

26,280 
75 

2,504 
4,079 

30,418 
67 

2,513 
4,154 

42,491 
279 

3,206 
5,251 

52,418 
1,204 
2,290 
5,563 

123,547 154,631 110,367 150,701 137,474 135,142 162,284 151,762 
135 85 103 72 19 32 28 — 

58,064 
23 

514,760 
18,538 
36,501 
70,519 

11,927 
' 24,779 

22,366 
307,155 
264,205 

336,101 
36,354 
38,106 
17,306 

,911,003 

72,520 
— 

446.228 
19,756 
30,476 
75,310 

14,900 
23,880 
32,930 

278,959 
289,242 

321,357 
29,595 
42,628 
20,736 

1,886,610 

64,750 
— 
326,584 

17,234 
26,679 
58,920 

13,020 
20,580 
53,990 

212,678 
248,890 

256,015 
30,186 
41,718 
19,778 

1,536,249 

91,345 
— 

517,736 
51,031 
29,187 

111,185 

17,818 
17,134 
61,136 

295,167 
235,090 

242,092 
22,742 
46,097 
17,656 

1,942,647 

88,439 
— 

467,985 
39,600 
37,670 

140,941 

14,273 
14,785 
65,794 

252,965 
261,913 

193,675 
18,184 
63,448 
16,135 

1,846,241 

97,251 
128 

482,555 
18,841 
45,053 

133,648 

13,483 
17,779 
67,161 

251,971 
275,602 

199,565 
18,333 
70,977 
20,402 

1,885,075 

117,029 
— 

578,744 
47,444 
59,195 

190,970 

16,974 
19,332 
84,285 

281,677 
257,217 

273,017 
23,703 
86,925 
26,283 

2,276,334 

100,024 
15 

525,006 
91,424 
44,230 

263,049 

19,511 
22,166 
60,474 

307,840 
264,408 

325,525 
34,634 
96,676 
34,647 

2,402,886 



TABLE B-33 Contd. 

1954 1955 1956 

Personal Care and Health Products 

541 Medical and pharmaceutical products 
551 Essential oils, products for use in perfumery and 

confectionery 
553 Perfumery and cosmetics 
554 Soaps, cleansing and polishing preparations 

T o t a l 

FURNITURE - APPLIANCES - HOUSEHOLD 
GOODS AND OTHER MANUFACTURED 
CONSUMER ITEMS 

621 Rubber products 
632 Manufactures of wood 
633 Manufactures of cork 
657 Floor coverings and tapestries 
666 Pottery 
667 Precious stones etc. 
696 Cutlery 
697 Articles for household or domestic economy 
725 Electrical domestic appliances 
812 Sanitary, heating and lighting apparatus 
821 Furniture and fixtures 
831 Travel goods, handbags and similar articles 
864 Clocks and watches 
891 Musical instruments, grammophones, etc. 
897 Jewelry, etc. 
899 Manufactured articles n.o.s. 

Total 
Grand Total 

172,390 

8,970 
6,500 

187,860 

290,930 

9,630 
8,220 

227,750 

9,320 
17,980 

279,760 

3,780 
15,600 
2,300 

16,700 
20,650 

32,450 
780 
100 

49,110 
13,490 
6,000 

106,480 
267,440 

3,611,390 

11,820 
24,590 

2,110 
14,490 
22,110 

222 

37,590 
730 
210 

45,230 
10,580 
7,250 

99,770 
276,702 

4,380,462 

10,450 
21,330 

2,690 
20,700 
16,320 

40 

44,040 
4,850 

350 
47,960 
13,420 
7,640 

125,300 
314,460 

5,397,820 



1957 1958 1959 1960 1961 1962 1963 1964 1965 

325,009 329,310 371,700 396,627 408,459 468,800 509,913 617,106 

10,081 
34,324 

9,810 
42,370 

10,020 
37,900 

9,864 
32,218 

8,610 
24,260 

10,603 
25,064 

13,015 
28,528 

17,227 
34,955 

369,414 381,490 419,620 438,809 441,329 504,467 551,456 669,288 

16,670 
45,408 

2,713 
17,306 
21,586 

197 
— 
— 
— 
53,499 
1,100 

271 
49,776 
11,954 
7,385 

101,869 
329,734 
,653,751 

20,100 
23,181 

1,699 
20,736 
26,820 

400 
— 
— 
— 
64,500 

1,423 
290 

50,380 
12,150 
5,720 

117,460 
344,859 

5,246,029 

28,140 
18,087 

1,439 
19,778 
23,430 

310 
— 
— 
— 
68,520 
2,493 

660 
38,420 
10,290 
3,170 

133,340 
348,077 

4,700,396 

35,099 
20,871 
4,107 

17,656 
25,999 

334 
7,898 
7,679 

22,402 
89,637 
5,572 
1,085 

35,773 
20,583 

6,095 
126,187 
426,977 

5,047,115 

31,738 
5,690 
2,753 

16,135 
28,510 

540 
27,849 
43,917 
89,894 
79,145 
6,286 
1,049 

39,814 
43,555 
13,160 

114,286 
544,321 

5,653,103 

37,102 
9,738 
2,341 

20,402 
26,681 

708 
32,363 
44,345 

121,329 
100,431 
15,297 

1,740 
49,782 
46,717 
11,366 

132,899 
653,241 

5,430,980 

43,249 
21,227 

3,441 
26,283 
33,396 

787 
33,389 
62,409 

191,490 
105,147 
12,620 

1,868 
51,102 
67,115 
10,132 

158,168 
821,823 

6,835,322 

51,783 
17,565 

3,246 
34,647 
39,349 

773 
50,484 
77,193 

240,308 
119,824 
21,734 

2,711 
60,115 
72,176 
9,724 

210,197 
1,011,829 
7,747,773 
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APPENDIX C 

EXCERPTS FROM MARKET LAW ORDINANCE No 63 

A r t i c l e 1 

We determine, below, the maximum lawful percentages 
of gross margins for the listed essentials in inadequate sup
ply, which are valid and in effect provided that there is no sales 
price for same, determined by Market Law Ordinance or a 
maximum. 

Percentage 

A. FOODSTUFFS IN GENERAL Wholesale Retail 

- Rock salt (monopoly type) — 12 
- Domestic flour 4 10 
- Foreign flour 81 10 
1*-Fresh fish and domestic frozen fish, with 

minimum margin for retailer of 1.5 Drs. per 
kg . . . . — 15 

In such cases where in the trade of domestic 
sea products (fish etc.) a wholesaler inter
venes, who is operating on his own account, 
the profit on wholesale is determined at 7%, 
and in those cases where the system of sale on 
a commission basis is in effect, this is set at 
a maximum of 6%. 

- Foreign fresh or frozen fish, by importer or 
wholesaler 12 — 
Atlantic fisheries fish. The wholesalers' profit 
percentage cannot exceed 6%. 

Maximum lawful margin on retail sales for 
foreign and Atlantic fisheries produce, fresh 

1. Total of importers and wholesalers margins. 
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and frozen, is determined as for domestic. 
- Cod (salted, dry salted, wet salted) importers', 

wholesalers' 11 20 
Wholesalers' only 7 — 

- Salted herring, wholesalers' - importers' . . . 11 15 
Only wholesalers' 7 — 

- Corn and corn meal 6 12 
- Royal jelly from bees 10 25 
- Butter, fresh and cooking 6 16 
- Milk, fresh 5 25 
- Milk, condensed, evaporated, sweetened, 

milk-containing flour, flour, importers' -
wholesalers' powdered milk 8 10 

Wholesalers' only 5 

- Fresh olives 7 20 
- Olives, processed 6 14 
- Olives in general, (olive-oil, seed oil, refined 

kernel-oil, etc.) 2* 3* 5 10 

- Sugar, imported, importers', wholesalers' . . . 7 10 
- Sugar imported wholesalers' only 5 10 
- State sugar (from Greek refineries) 4 10 
- Flour-pasta products (pastas) 6 10 
- Beer, domestic, in bulk or bottled, with the 

exception of that sold by various branch est
ablishments, industries, and representatives, 
as also that served at various eating and 
drinking places 5 15 

- Coffee : a) unroasted importers' - whole
salers' 6 10 
Wholesalers' only 5 — 

b) Roasted — 46 
- Fresh meat: 

a) Sheep, goats, lambs etc 6 20 
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b) Beef (oxen, buffalo, calves, milch-calves, 
etc.) 6 15 

c) Pork, from animals of over 19 kgs 6 20 
d) Pork, from animals of up to 19 kgs 6 15 

- Frozen meat: 
a) White meat with bones (lamb, goat) . . . . 8 20 
b) White meat boneless (lamb, goat) 8 20 
c) Beef with bones (oxen, milch-calves, etc.). 8 15-25 

- Poultry, domestic, slaughtered (upon their 
cost as meat) 8 20 

- Foreign poultry, fresh and frozen 10 20 
- Live poultry 6 15 
- Barley 6 — 

VEGETABLES - FRUIT 

4* Cabbage, spinach, beetroots, chicory, en
dives, leeks, marrows, cauliflower, broccoli, 
lettuce, celery 12 35 

- Artichokes 7 25 
- Cucumbers 10 25 
- Eggplant, okra, peas, broad-beans, carrots 

onions, (fresh) small green peas, peppers . . . 12 25 
- Fresh tomatoes (4 *) 12 30 
- Domestic potatoes 6 15 
- Potatoes, (foreign), (importers' -

wholesalers') 10 15 
- Domestic dried onions (importers' -

wholesalers') 8 20 
- Foreign dried onions (importers' -

wholesalers') 10 20 
- Fruit in general 4 * 10 30 
- Water-melons 10 30 
- Lemons, tangerines, oranges 10 30 
- Melons 10 30 
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- Bananas (retail sale will be effected without 
branch) 12 30 

- For vegetables and fruit, the minimum profit 
for the retailer is determined at Drs. 0.40 per 

kg -
- Animal and vegetable cooking-fats in general 6 16 
- Lemonades, orangeades in general, of natural 

fruit-juice, carbonated or plain 12 20 
- Resin wine (retsina), in bulk or bottled 5 15 
- Rice 5 10 
- Legumes in general, domestic 5 10 
- Legumes, foreign, (importers' -

wholesalers') 7 10 
- Cake fodder (cottonseed, linenseed, etc.) . . . 5 10 
- Bran and fodder meal 5 10 
- Wheat 6 12 
- Oil seeds - cottonseed - linseed 6 12 

Tomato-pulp 5 15 
- Soft cheese ("pheta", "telemes", goat's 

cheese) 5 15 
- Hard cheese ("kaseri", head-cheese, salted 

goat's cheese, "pecorino", "Provolone"). 5* 6 14 
- Halvah, in bulk and packaged 6 14 
- Eggs, domestic 7 15 
- Eggs, foreign (importers' - wholesalers') . . . 9 15 

B. MISCELLANEOUS GOODS AND 
SERVICES 

- L i m e 5 10 
- Detergents in general, domestic and of 

foreign origin 6 15 
- Cotton, ginned and unginned, domestic or 

foreign 5 10 
- Cotton, pharmaceutical 10 24 
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- Fatty acids, in general 5 
- Transportation fees by drags and cart« on 

transportations of agricultural and animal 
fodder products in general 10 

- Cod-liver-oil 12 
- Oil dregs 5 
- Kernel oils 5 
- Kerosene — 
- Monopoly safety-matches — 

C. SOLID FUEL 

- a) Firewood in general (retail sale is con
sidered to be a quantity of up to 1,000 kgs. 
and wholesale from 1,000 kgs and over. 10 

- b) Gas coke (wholesale is considered to be 
any quantity of 320 kgs. and over) 10 

- c) Anthracite, metallurgical coke, coal for 
importers wholesalers 7 

- Lignite, domestic, sold through fuel mer
chants to consumers, who are subject or not 
to its compulsory use 3 
Lignite domestic, sold by wholesalers of the 
towns of Volos, Patras, Syros, Herakleion 
(Crete) 4 
Wholesale of domestic lignite is considered to 
be any quantity over 2 tons — 
Regarding liquid fuel, (oil products) the per
centages of profit determined by Market Law 
Ordinance No. 24/12/5 /59 will continue to be 
in effect, as mentioned in "Codification of 
Market Law Ordinances concerning oil 
goods". 
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Article 2 

Upon the goods or services mentioned below, classified 
«'insufficient-supply,» the determination of the price of 
which, on the basis of special regulations, belongs to other 
authorities, the present Market Law regulations do not 
apply, that is: 
- Threshing. 
- School books published by School Books Organisations. 
- Electric current. 
- Reaping. 
- Railway transportation, sea, road and air transportation. 
- Hotels, with sleeping accommodation, for the rooms and 

beds they lease. 
- Supply of agricultural machinery., 
- Monopoly safety-matches, as regards the determination 

of their monopoly price. 
- Irrigation water, private, not under any restriction. 
- Pharmaceuticals, pharmaceutical products, "specialties" 

in general. 
- Loading, unloading labour. 
- Chemical fertilizers. 

1. During the formation of the cost price of goods 
considered essential and in inadequate supply, upon which 
the profit percentages determined by Market Law are cal
culated, recognition will also be made of the replacement 
or reproduction price, whether it is higher or lower than the 
acquisition price, under the formal and essential prerequisites 
mentioned in the following paragraph. 

2. In cases of increase in prices or drops, the market 
law cost of the stocks of essentials in inadequate supply 
in the hands of the enterprises, will be determined not on 
the basis of the acquisition price for same, but on the basis 
of the highest or lowest price of purchases realised by the 
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enterprises of goods similar from a point of view of specific
ation, this price being taken from the most recent purchase 
invoice. 

3. In Cases of a rise of the the cost factors of the essen
tial goods in short supply produced by industry or handi
crafts, and a simultaneous drop in others of the same kind, 
the determination of the cost of these goods will be made 
by calculations in both directions of the replacement price, 
in accordance with what is mentioned in para 2 of this present 
article, an equalising calculation taking place of the differ
ence from rises or drops in price of the differences of cost 
factors. 

4. Upon the additional price, the acquisition price re
cognised as the price difference for replacement or reproduc
tion, no profit is calculated if it concerns the sale of wholesale 
goods. 

Article 4 

1. All the essential goods in general come under the 
regulations of art. 35, para 3 of N.P. 136/46 "regarding 
ratification, modification and supplementation of N.P. 
10/11.5.46" concerning procurement. 

2. On essential commodities transferred to essential in 
inadequate supply, from the essential in abundance category, 
insofar as a maximum sales price or a maximum profit-
percentage is not determined following their reclassifi
cation, the margin percentage should be set at 12% for whole
sale and 2 8 % for retail. 

3. The profit percentages for retail sales determined in 
Article I, are reduced by three (3) units, insofar as they 
are goods sold at markets (open-air markets) or by am
bulatory sellers or sellers who have no fixed stands. 

4. The maximum sums of lawful profit determined by 
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the above are margins, and are calculated upon the in
voice-value of the goods, increased by transport expendi
tures, insofar as same concern transportation from town 
to town, by the value of the added packaging, as also by 
burdening by means of special local, public, communal of 
port taxes, stamp-tax upon invoice, insofar as these burdens 
are estimated in the price the goods are sold at, according to 
existing regulations, reservation being made as regards the 
regulation of para 4, Article three (3) of this present order. 

5. For essential goods produced by industrialists and 
handicraftsmen for their own use and for grants to third 
persons, regarding which article 1 of this present Market 
Law regulation refers, the percentages of net industrial 
and handicrafts profits, determined by No. 128/51 Market 
Law Regulation, apply. 

6. For industries and handicrafts producing tomato-
pulp, the percentage of net industrial and handicrafts profit 
is determined at 10%. 

In the event of sales of tomato-pulp from branches of 
the factory manufacturing this product, a commission of 
2% is recognised in their favour, to cover expenses. 

7. A wholesale sale is considered any sale of goods 
which takes place to professionals for resale, as also sales 
to the State or public law legal entities, effected by whole
salers, with the exception of those instances otherwise 
regulated by this present, and those where prices are deter
mined by contract between the State or public law legal 
entities and the suppliers. 

8. The achievement of wholesale profit is permitted only 
to a wholesaler in the place of importation or production, 
and to a wholesaler at the place of consumption, insofar as 
the place of consumption is not the same as the place of 
production or importation. The receiving of two percentages 
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of profit (wholesale and retail sales) by the same merchant 
or enterprise is prohibited. 

9. Wholesalers practicing their trade in another town 
than that where the goods were imported, and who sell 
goods from abroad, are permitted to achieve a wholesalers, 
profit, not in excess of that recognised by this present to 
wholesalers of domestic products. No further percentage, 
of profit for importers, other than that mentioned herein, 
in recognised. 

10. Insofar as in this present no distinction is made as 
regards origin of the goods, the corresponding percentages 
of profit are valid, regardless of their origin being foreign 
or domestic. 

Article 5 

The Market Law Committees, with the exception of 
those in the region of the Athens and Piraeus Courts of 
First Instance, may determine smaller percentages of profit 
in Athens regions than those hereby determined, in accor
dance with conditions and the situation of the market in 
their region. 

Article (6*) 

1. All who sell essential goods retail, on credit or on 
the installment-plan, with the exception of foodstuffs, are 
entitled to collect, additionally to what is in force as regards 
percentage of profit on retail sales, a lawful interest, which 
should not exceed the lawful interest in force. This interest 
will be calculated only upon the balance unpaid after each 
installment is paid up. 

2. Sales of goods retail effected by the intervention]of a 
partner of the enterprise, are taken to have been effected by 
the enterprise and it is prohited to calculated wholesale 
profit also. 
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Article 7 

Sales prices for essentials in inadequate supply, may be 
increased only whenever it concerns procurements by State 
Services, Town Councils, Communities and Public Law 
Legal Entities, by the total sum of burdens on sellers 
emerging from the identity of the purchaser (State Service, 
Town Council, Community, or Public Law Legal Entity). 

Article 8 

1. Market Law ordinances Nos. 36/54, 70/54, 54/3, 
105/54, 106/54, 18/55, 24/55, 94/55, 34/56, 63/56, 9/57, 
14/57, 55/57, 58/57, 67/57, 76/57, 87/57, 51/58, 53/59, 
as also Article 2 of No. 38 /59 are abolished, as also any and 
all other ordinances contrary to this present. 

2. Transgressors of this present, which is valid and in 
effect all over the State, following its publication in the 
Government Gazette, are prosecuted and punished in 
accordance with the regulations of the Market Law Code 
in effect. 

3. This present is published in the Government Gazette 
and announced through the press. 

The Undersecretary of 
Stte for Trade 

K. CHRYSANTHOPOULOS. 
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Changes to Market-Law Ordinance 63/1959 

1* Market-Law Ordinance 63/1959 is modified and sup
plemented by Market-Law Ordinance 31 /1964, as re
gards Article 1, referring to profit percentages on sales 
of fish. 

1. We determine the maximum lawful margin of profit on 
sales of domestic fresh fish at Drachmae three (3) per 
kilogramme, insofar as their invoiced purchase fluctuates 
between Drs. 4-20 per kilogramme. 

2. On domestic fresh fish purchased at Drs, 4 and over 
20 Drs. per kilogramme, there are in effect the regulations 
determined by No. 63 /1959, to the effect that percentages 
of retail sales profit are (Drs. 1.50 per kilogramme for 
fish purchased below Drs. 4 per kilogramme, and 15% 
for fish procured at prices of over Drs. 20 per kilo
gramme). 

3. The profit for retail sales herein determined does not 
apply in the case of deep-frozen fish, fished abroad or 
in the Atlantic fishing grounds, for which the mini
mum profit of Drs. 1.5 per kilogramme for the retailer 
is in effect, as per No. 63/1959 Market-Law Ordi
nance. 

4. As regards the rest, Market-Law Ordinance 63/1959 
applies. 

2 * Market-Law Ordinance No. 55/1962 concerning trade 
in state olive-oil, recognises that wholesale profit is not 
permitted to more than one trader, whereas its apportion
ing among more than one wholesaler is permitted. 

3 * % Market-Law Ordinance 16/1964, concerning the 
manner of sales of olive-oil, the percentages of profit 
of Ordinance 63/1959 of the Market-Law are in effect. 

4* By Market-Law Ordinance 49/1964, Ordinance 63/1959 
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is modified and instead of a percentage, a profit of 1 
Drachma per kilogramme is determined for the following 
commodities : 

1. Apricots. 
2. Chicory, endives, spinach, pot-herbs, beetroots, leeks, 

beets, mustard-seed, wild-mustard plants, bitter chi
cory. 

3. Aubergines, marrows, cabbage, cauliflower, broccoli, 
okra, peppers, peas, broad-beans, small peas. 

4. Tomatoes. 
5 * By No. 63/1965 Market-Law Ordinance the B' wholesale 

profit is limited, in the case of foreign cheese, to 3%. 
6 * By Ordinance 13/1961, article 6 of Ordinance 63 /1959 is 

supplemented as follows: "Whenever the enterprise has 
an organised accounting department, and special staff 
for collections, it can also calculate a 1/2% per month as 
collection expenses". 

Remarks: All changes (modifications, supplementations, 
etc.) that have been effected up to May 1966, 
are contained in Market Law Ordinance No. 
63/1959. 

274 



ERRATA 

para. 2, line 11: Third word "efficient" should be in italics 
para. 1, line 14: fifth word is as 
table 3-1 (continued): second column of figures, second 
figure should read 84,859 
table 3-3, No. 6121: first column of figures, first figure 
should read 64,232 
table 3-4: 
a) first column of figures, fourth figure should read 31,674 
b) second column of figures, eighth figure should read 75,405.8 
second para., No. (3), line 4: first word should read households 
table 4-1: seventh column of figures, total, eleventh figure 
should read: 41,837 
table 5-5: first column of figures, eleventh figure should 
read 7.5 
line 1: 6th word should read fundamental 
line 10: 10th word should read computations 
table 6-1: first column Period, sixth year should read 
1952-61 
first para., line 4: 3rd word should read Greek 
table 6-2: first column of figures, third figure should read 
500-799 
line 2: 8. should be .8 
line 4: first word should read commercial 
table 9-2: 14th column of figures, first figure should read 
23,761 
Conclusion, 2nd para, line 7: third word should read and 
line 4: first word should read undeveloped 
second para., line 4: first word should read relatively 
column 3, 13th figure should read 216 

» 
» 
» 
» 
» 
» 
» 

» 14th 
4, first 
5, 6th 
» 7 th 

11, 12th 
12, 7th 
» 9th 

» 
» 
» 
» 
» 
» 
» 

» 
» 
» 
» 
» 
» 
» 

» 
» 
» 
» 
» 
» 
» 

381 
61 18-X 
1,645 
1,948 
6,424 
2,648 
1,689 

Page 249, table B-l : fifth column Establishment first figure should 
read 37.26 

Page 250, table B-l (continued): sixth column Persons Engaged ninth. 
figure should read 44.58 

Page 252, table B-2: Year should read 1951 
Page 257, table B-3: second column, second figure should read 31,440 
Page 259, table B-3 (continued): third column 1956, eighth figure 

should read 20,070 
Page 271, article 6, No. 2, line 3: sixth word should read prohibited 












