














sumer choice in terms of variety, amenity and the convenience of neighbour-
hood stores; it would also affect the viability of rural life. The maintenance
of a healthy independent retailing sector was therefore important: the estab-
lishment of fair terms of trade would assist this objective.

Pricing

15. Manufacturers had different price lists for large retailers, wholesalers
and small retailers. The price list simply represented a starting point for nego-
tiation with the major multiples who were able to exert pressure on manufac-
turers by threatened or actual withdrawal of custom. Among the benefits
obtained by multiple retailers were additional quantities at no extra charge,
‘money-off’ packs, promotional and advertising allowances, overriding dis-
counts, extended credit and merchandising services. These advantages for the
multiples were paid for by relatively higher prices charged to independent
retailers and had resulted in the multiples being able to sell at prices lower
than the prices at which independents could buy.

16. The Federation accepted that competition between the multiples
brought short-term price benefits to consumers. It was maintained, however,
that independents had lower operating costs than multiples and that if fair
competition existed this would enable them to charge lower prices to con-
sumers. Those who suffered most (because prices in independent shops were
higher than they could be) were the disadvantaged members of the public.
Moreover, the fact that manufacturers sometimes sold to multiples at virtually
no profit for the sake of maintaining production would be likely to lead to
unemployment and this would also be to the general disadvantage of con-
sumers.

Remedies for discrimination

17. The Federation stated that there was a need for legisiation. Publication
of terms of trade would be the first requirement but the following specific
practices should be prohibited:

(i) granting discounts unrelated to costs;

(i) employment of manufacturers’ representatives as merchandisers in
retail outlets; and

(iii) discrimination between retail customers in the supply of goods, the
withdrawal of goods near the end of their saleable life, the availability
of extended credit and the supply of promotional material.

18. The Federation also stated that distribution charges should be based
on the economic cost of delivering a standard load with differentials to ensure
that retailers did not pay less than the standard price although those who
took smaller quantities would pay more. Promotional allowances should be
similarly differentiated and based on the economic delivery cost. The Fede-
ration maintained that such measures would assist the survival of efficient
independent retailers.

19. A branch of the Federation also urged legislation to regulate the price
at which bread could be sold to retailers.
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National Pharmaceutical Association

20. The Association stated that buying on special terms was common in
the retail pharmacy trade and that these terms were related to special quanti-
ties, to specified times of purchase and to prompt settlement of accounts or
a restricted credit period. Buying groups for traditional chemists’ items and
toiletries also enabled chemists to obtain the advantages of bulk buying and
to compete on price with multiple retailers. The Association had no direct
evidence of any terms which could not be claimed to effect savings in the
costs of suppliers.

National Shoe Retailers Council

21. Small independent shoe retailers made use of established trade discounts
related to quantities purchased and some group buying also existed: in both
cases the terms appeared to relate to savings in the costs of suppliers. The
members of the Council sought to compete with their bigger competitors by
offering branded (as opposed to fashion) merchandise with the emphasis on
a high standard of service for the needs of the family.

National Union of Licensed Victuallers

22. Some brewery companies made loans at low interest rates, or free of
interest, to ‘free trade’ outlets and also demanded royalty payments from
mineral water suppliers if tenants were not required to buy mineral waters
from the brewer, thereby increasing wholesale prices to tenants. The Union
considered that loans to tenants should be on the same terms as to free trade
outlets and that royalty payments for mineral waters should be discontinued.

National Union of Small Shopkeepers of Great Britain and Northern Ireland

23, The Union indicated that it was opposed to unfair trading whereby
large discounts were obtained by major retailers which were not available
to small shopkeepers.

The Off-Licences Association

24. Tenants of brewery-owned or controlled premises were required to buy
all their supplies from the company concerned. The prices charged to such
tenants were much higher than those charged to other retailers and prevented
the former from retailing competitively.

Pharmaceutical Services Negotiating Committee

25. The Committee was opposed to discounts on any medicinal products
on the ground that any scheme which resulted in the purchase by the public
of more medicine than necessary was to be deprecated.
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Photographic Dealers Association

26. The practice of granting unpublished discounts to some retail customers
and not to others was common in the trade. Although it reduced the prices
which some retailers were able to offer it was unfair to the majority of retailers,
who attempted to compete by reducing the service which they offered to con-
sumers. Moreover, it had led to the closure of many retail outlets with resultant
unemployment and restricted consumer choice.

Radio, Electrical and Television Retailers Association

27. The Association considered that quantity discounts were being granted
too widely and that they were not related to savings in production and delivery
costs. The effect was that many discount stores were able to sell at prices
which were below or only marginally above those at which independent
retailers could buy. It was accepted that prices should be differentiated to
reflect the real economies of bulk buying; the Association maintained that
such terms should be uniform, available to all retailers and related to cost
savings.

The Scottish Federation of Grocers and Wine Merchants Association

28. The Federation stated that discriminatory pricing was recognised
throughout Western Europe as a problem requiring attention. It was particu-
larly significant in Scotland where the population was not sufficiently concen-
trated to promote a retailing environment which could command favourable
terms; moreover, the problems of higher distribution costs were greater than
in other parts of the United Kingdom. Manufacturers had generally become
less interested in serving independent retailers and discrimination against them
had contributed to their reduced ability to re-invest. It seemed likely that
the reduction in the number of independents would be a continuing feature
in Scotland although there was strength in the independent sector, especially
in such areas as fresh foods. On the other hand the growth of multiple retailers
lessened consumer choice in terms of shopping sites and this bore hardly
on the disadvantaged members of the community.

Pricing

29. Manufacturers discriminated in favour of large retailers in respect of
prices, quantity and retrospective discounts and in respect of other services;
moreover, many of these discriminatory practices bore little relation to savings
which were or could be achieved. Examples given by the Federation were
unpublished price lists, published price lists which contained some quantity
discounts of doubtful justification and which did not include details of some
of the terms and conditions of supply, minimum delivery quantities, quantity
discounts which were not based on production or distribution cost savings,
retrospective discounts which were paid to some customers regardless of
achievement levels, credit terms which were not uniformly enforced or which
favoured large customers and allowed them to utilise their suppliers’ capital,
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promotions and other special deals. There was no objection to a properly
administered system of quantity discounts which reflected the actual savings
capable of achievement by bulk ordering and delivery, nor to proper tests
to establish a customer’s credit-worthiness. It was also true that some services
were offered to all retailers but they could be utilised only by the multiples.
The result of discriminatory pricing was that large multiples were often able
to sell goods below the price at which independents had to buy them. The
extra cost was borne by small retailers who lacked the power to secure better
terms and ultimately by consumers.

30. Recent investigations by the Price Commission suggested that the dis-
counts practice was uncompetitive in its effect and that consumers would
ultimately suffer. The absence of discrimination in the pricing of fresh foods
allowed the independent to sell his products competitively whereas control
of the retail price of bread had been a clear recognition of the fact that the
benefit of discounts would not otherwise reach the consumer. Moreover, the
gross margins of large retailers indicated that they were relatively inefficient.
It was the Federation’s conclusion that price and other advantages were
secured by major retailers as a result of unreasonable pressure applied to
manufacturers rather than through an equitable and identified system of cost
savings.

Remedies for discrimination

31. The Federation stated that there was a need for legislation to ensure
the existence of a competitive market; within such a market an efficient inde-
pendent sector would facilitate a wide consumer choice. Specifically, the fol-
lowing measures were required:

(i} price lists and terms of trade to be published and registered with the
Office of Fair Trading;

(if) the Director General of Fair Trading to be responsible for determining
whether such terms were justified on the basis of cost, when called
upon to do so by the Minister, the Consumer Protection Advisory
Committee or a bona fide association representing trade or consumer
interests;

(iii) certain discriminatory actions to be prohibited ; and

(iv) artificial transactions designed to circumvent control to be prohibited.

Individual independent retailers

32. Substantive evidence and views were received from 42 independent
retailers. Apart from paragraphs 33 and 34 a summary of this evidence is
not included in this appendix although we have taken account of it in the
preparation of our report.

Remedies for discrimination

33. The majority of independent retailers who commented on this aspect
regarded the reference practice as uncompetitive, unfair and likely to distort
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the pattern of trade. In their view it had resulted in the closure of many
small shops, a reduced level of service to consumers and was likely to restrict
product choice and to affect adversely the level of prices which consumers
ultimately would be required to pay.

34. Various remedies were suggested, principally the publication and en-
forcements of terms of trade, the control of prices charged by suppliers either
by the limitation of discounts or of price differentials and some form of retail
price control.



APPENDIX 16

Voluntary Groups

Development and operation of voluntary groups

l. The Commission received information and views from the Voluntary
Group Association, which was formed in 1978 and represented the wholesaler
members of nine voluntary groups operating mainly in the grocery trade;
the Association was subsequently re-organised in order to include representa-
tives of the retailer members of each group. Information and views were also
received from other voluntary groups not belonging to the Association. This
appendix summarises what was received from all these sources.

2. The voluntary groups which gave information and views to the Commis-
sion were mainly in the grocery sector although groups in other trade areas
also contributed. They ranged from those with only one wholesaler member
to those with about 40 members. Some had fewer than 500 retail members
while others had around 4,000. The geographical coverage also varied, the
majority operating throughout the United Kingdom. Approximately 90 per
cent of grocery wholesalers were thought to belong either to a voluntary group
or to a cash-and-carry group.

3. It was explained that voluntary groups have developed mainly in the
past 25 years and mainly in the grocery trade. They were usuvally formed
by one or more existing wholesalers acting in conjunction with a number
of independent retailers; the groups were primarily operated and directed
by the wholesalers but with retailer participation, to a greater or lesser extent,
in determining policy. In one or two cases groups of independent grocers
had set up their own wholesaler to act for them. In other sectors the formation
of voluntary groups, including retailer-owned groups, has been a slow process
but they have been established in fields such as hardware, pharmaceuticals
and decorating supplies. In confectionery there had been long established buy-
ing groups and such groups had also been formed by independent retailers
of domestic ¢lectrical appliances.

4. The trend was said to have been towards greater concentration i grocery
wholesaling with many mergers of companies leading to improved efficiency,
for example in the form of economies in bulk distribution and the mechanised
handling of packaged grocery products. The majority of the companies which
had survived the intense competition of recent years had formed themselves
into groups or associations primarily in order to extract the best possible
terms from suppliers, which could be passed on to retailers in the form of
lower delivered prices, They were able to obtain better terms from suppliers
not only because of the quantities purchased but because of the wide retail
distribution which membership of a group implied. At the same time retailers
needed a common identity and a common commercial strategy in order to
combat the growing power of the multiples and an organisation which could
organise low-price promotions and the supply of group ‘own label” products.
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5. The manner of distribution was also a factor since suppliers knew that
wholesalers were generally operating within fairly distinct geographical areas.
There was also an attempt by the majority of groups to ensure that the whole-
saler members were not in competition with each other and this extended
in some cases to what amounted to an exclusive franchise system. Moreover,
although the few wholesalers outside groups were generally free to join, the
majority of groups! sought to ensure that no one company or group of com-
panies became dominant in the group.

6. The Association stated that the survival of the independent retailer was
not dependent wholly on the price at which he bought his goods. Other factors,
such as urbanisation and rural depopulation, also played a part in his decline.
There was also the need for larger amounts of capital for initial acquisition
of sites and for the more sophisticated equipment which was required to
manage an efficient grocery shop. Voluntary groups were particularly well
placed to deal with some of these problems, such as supplying the independent
retailer in a remote rural area. In the view of the Association it was a measure
of the success of the group movement that in 1978 it handled rather more
than 10 per cent of the grocery trade. In the grocery sector the annual turnover
of the groups (1978) was of the order of £650 million to £700 million with
‘own label” sales accounting for about 15 per cent of total sales.

7. The administration of the groups in respect of the head office function
and any promotional activity were paid for by a levy on individual retailers.
In these respects retailers in the majority of groups were able to influence
group policy decisions and they also exercised some influence on the prices
charged by individual wholesalers; in the final analysis, however, group whole-
salers were individually responsible for their own profitability. Some groups
had a strong head office function which acted on behalf of the whole group
in negotiations with suppliers and in others this function was undertaken
by one of the wholesalers on behalf of the group. The primary objective was
to combine the buying power of the group members in order to obtain the
most favourable terms. In some instances, for example with ‘own label’ pro-
ducts, this was done by the group actually purchasing the goods from the
supplier and re-selling to the wholesaler members with the benefit of any
discount which had been obtained. More commonly, for the generality of
products a group would simply negotiate terms and the contractual relation-
ship would still be between the supplier and the individual wholesaler but
with the benefit of centrally negotiated terms. In those instances it was gener-
ally open to a wholesaler to improve on the centrally negotiated terms, for
example by negotiating terms for local promotions.

8. Discounts based on a target annual turnover were also a feature of the
trading policies of some groups and their wholesale members, and wholesalers
both received and gave this kind of discount. It was not necessarily related
to savings in costs of distribution but was nevertheless a useful form of com-
petitive trading.

! This would apply only to groups with more than one wholesaler in membership.
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9. One aspect of ‘own label’ sales was that they helped to foster loyalty
to voluntary group trading. However, it was virtually impossible to sell national
brands at a price comparable with that of the multiples and thus ‘own labels’
were very much a necessity. The multiples also sold ‘own label’ products
but the differential in the price at which the multiples and the groups respect-
ively could buy ‘own label’ goods was much less than that of comparable
national brands; sometimes the groups could buy them more cheaply than
the multiples. There was a wide variety of possible suppliers of ‘own label’
goods and sometimes the manufacturer of a national brand was keen, particu-
larly in times of surplus capacity, to participate.

10. Retailer members were not required to buy all or any stated proportion
of the goods they needed (and which the wholesaler was capable of supplying)
through their group and were technically quite free to belong to more than
one group il they found it advantageous to do so. However, they were encour-
aged to make purchases of the majority of their goods from their wholesaler
member. It was suggested that an expectation of the order of 50 per cent
was generally looked for, the use of a Price List of a Price List and Order
Form (PLOF) on a weekly basis in practice acting as an aid to retailer members
in this respect. Another aspect was the minimum value of an order placed
by a retailer if a delivery was to be regarded as viable. It was suggested by
the Association (1979) that this should be an average of between £600 and
£700 but the mix of products and the distance to be delivered were crucial
factors which would affect the minimum value in any particular instance.
Prices charged to retailers varied from one wholesaler to another in the same
group.

11. Certain standards, relating to hygiene, shop lay-out and methods, were
demanded by the majority of groups before retailers were accepted into mem-
bership. A range of services was also available to retail members. The range
and the quality of these services varied quite considerably according to the
group and the individual wholesaler concerned. The following is a list of
some services which were commonly made available, although very few groups
provided all these services:

(i) advice on initial business purchases;

(ii) provision of shop equipment at discounted terms;

(iii) advice on business methods;

(iv) provision of marketing and product information;

(v) staff training courses;

(v1) group insurance facilities;

(vii) loans on favourable terms or assistance to procure them;
(viii) provision of ‘own label’ products;

(ix) merchandising teams for store openings and refits;

(x) computerised invoices showing suggested retail prices and gross mar-

gins.
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Discrimination and independent retailers

12. It was argued that the impact of the discount practice, and in particular
of the preferential discounts granted to multiple retailers, had contributed
to a lessening of competition and a reduction in the market share of the
independent retailers. Selling at discounted prices had been common in the
grocery trade for many years and, historically, the terms accorded to multiples
were better than to wholesalers. The growth of the multiples had resulted
in a massive increase in their buying power and the historical differential
referred to was now maintained by the threat of the withdrawal of custom.
The wholesaler did not have that power since it was essential for him to
stock a wide range of products and many wholesalers could buy only at prices
which were higher than those at which the multiples sold. Although the groups
used their buying power in order to negotiate the most favourable terms with
suppliers the multiples were in a much stronger position since they were able
to negotiate on the basis of a firm commitment for large orders. The discri-
minatory price advantage enjoyed by the multiples consisted, however, not
only of the initial buying price but also of better credit terms and the unquanti-
fiable cost of the merchandising assistance provided by the manufacturers.
All this had severe consequences for the independent retailer whom the whole-
saler served. In the grocery sector multiples were generally able to work on
a gross margin which was more than that of the independents. One result
of all these factors was that prices charged by voluntary group retailers in.
the grocery sector tended to be at the high end of the market.

13. Another recent development which had adversely affected independents
was the tendency for multiple retailers and for some wholesalers to sell fast
moving and more profitable non-food items in what were predominantly
grocery outlets. This was particularly true of the hardware and ‘do it yourself’
areas and was not accompanied by any real form of professional advice or
service to the consumer.

14. The ‘drop shipment” problem was also a factor which operated in favour
of multiple retailers and to the disadvantage of group wholesalers and their
customers. Certain manufacturers were prepared to deliver to branches of
multiples and sometimes direct to certain voluntary group retailers in small
drops at prices which were similar to those charged to wholesalers for large
drops. Generally, independent retailers needed to purchase their requirements
from wholesalers who required an operating cost plus a margin. The associ-
ation maintained that in the light of actual distribution costs either the price
charged to multiples was too low or that charged to wholesalers was too
high. It was evident that the price charged to multiples was unrelated to the
actual savings which might be achieved by the planning and execution of
large orders. It was also apparent that certain manufacturers seemed to prefer
this method of trading, possibly because dealing direct with the branches of
multiple produced, in their view, a higher proportion of orders than trading
with wholesalers. The Association had discussed the problem with a number
of manufacturers (these discussions had been quite separate from similar ones
conducted by the National Federation of Wholesale Grocers and Provision
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Merchants)! but this had not resulted in any solution to the problem. This
was a serious matter for the members of the Association since one effect
of the problem was that many deliveries of groceries were being made at
prices lower than those on the published quantity discount scales. It was evi-
dent from research carried out by the Association that the large majority
of suppliers in the grocery trade did not adhere to their published scales of
quantity discounts. However, a retailer-owned group which gave evidence
stated that it was able to buy in this way and could obtain favourable terms
centrally for deliveries of items to individual members and that this arrange-
ment effected administrative savings. In voluntary groups where the whole-
salers were independent concerns retail members could only order direct from
manufacturers outside group arrangements.

15. However, recent developments in the structure of the retail trade had
created some opportunities for independents. Multiples were generally uninter-
ested in acquiring or retaining sites of under 6,000 square feet and because
of the costs to consumers associated with shopping in the High Street areas
there were distinct possibilities for the independent retailer on smaller sites
in neighbourhood areas. Moreover, an independent retailer could provide flex-
ibility in such matters as opening hours and the range of items stocked; and
‘in abnormal conditions, such as the road haulage dispute at the beginning
of 1979, an independent retailer could provide additional and ready sources
of supply. An independent should be able to offer a combination of competi-
tive prices and superior convenience and service. The wholesaler was geared
to supply him, either through a voluntary group or, if he was too small to
provide the size of order which would be viable for the traditional delivered
wholesaler, through a cash-and-carry warehouse.

Remedies for discrimination

16. The Voluntary Group Association considered that manufacturers
should publish their terms of trade and adhere to them. Legislation in this
area was undesirable since it could well have unforeseen side effects and was
likely to lead to protracted legal disputes. A voluntary code of practice would
be a better way of correcting anomalies of distribution in the grocery trade
but if this could not be secured the Association did not recommend at this
stage the introduction of ‘Fair Trading’ type legislation.

17. Other groups made very little comment about any need for legislation.
Some mention was made of the need to ensure adherence to published prices
but it was recognised that there were enforcement difficulties. Reference was
also made to the possibility of developing a standard promotional deal.

Survey of voluntary group retailers

18. Inquiries were made of 16 retailers who had joined grocery voluntary
groups within the last three or four years. Names were provided by the groups

! See Appendix 9, paragraph 9.
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and a selection was made from this list. Thirteen retailers responded to the
inquiries. They came from a wide area of the country including Scotland,
Northern Ireland and Wales. Annual sales varied from about £60,000 to over
£750,000, gross margins averaged 14-6 per cent (within a range from 12-}
per cent to 180 per cent) and net margins averaged 2-8 per cent (within a
range from 0:5 per cent to 5¢0 per cent).

19. The retailers were asked whether their membership of a voluntary group
enabled them to compete effectively with large retailers. Two replied that
it did not and three of those who replied in the affirmative were critical of
some aspect of the group’s policy. The criticisms were concerned mainly with
uncompetitive prices secured by a group. However, the majority of retailers
were generally satisfied with the services provided by a group and all intended
to remain in membership aithough two had considered a transfer to another
group. The value of membership of a group was assessed mainly in terms
of the benefit to be derived from competitive buying; other factors, such as
the availability of ‘own label’ goods and promotions and of administrative
support were also mentioned but some aspect of price advantage was referred
to by half the retailers who replied.
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APPENDIX 17
(referred to in paragraphs 7.21, 7.27)

Views of consumer organisations

Age Concern

t. The bodies concerned with England and Scotland both expressed a con-
cern over the possible effect of the reference practice on the interests of the
elderly. Age Concern Scotland provided the following views but drew on
material which was produced for the whole of the United Kingdom. -

2. For the less mobile it was important that they should live within reason-
able distance of or have ready access to food shops, a chemists’ shop and
a post office. It was estimated that 40 per cent of the journeys made by the
elderly were for shopping and that shopping for food was one of the most
important activities which were undertaken. The provision of food in small
quantities which were easily accessible, well packaged and labelled was there-
fore of significance. In general, the less mobile elderly would be best served
if the facilities which were important to them were available in the neighbour-
hood in which they lived.

3. The reference practice had almost certainly contributed to the closure
of many small local food shops and other neighbourhood facilities. The closure
of one small shop might not be a major problem but it often produced a
chain reaction and resulted in a general reduction in the local facilities which
were important to old people. There had been rapid decline in the number
of chemists’ shops and this was especially significant for the aged in rural
areas: in part this trend had been accelerated by the fact that supermarkets
had creamed off the more lucrative aspects of the chemists’ trade, thereby
forcing the closure of smaller pharmacies.

4. The supermarkets and town centre shops were used by those elderly
people who were able to travel in order to obtain a greater variety of goods
(generally at lower prices than elsewhere) and the advantage of special promo-
tions. To this extent Age Concern felt that fit and active old people had
benefited from the effects of the ‘High Street price war’. However, it was
pointed out that because of the way in which many old people were compelled
to buy, for example, in small quantities, the cost of travel often eliminated
any price advantage which might be obtained. Moreover, for those who could
not travel the cost of buying locally was often high and it was estimated
that food in small local shops cost 5-6 per cent more than in supermarkets;
it was also generally true that those who were financially the least well off
made up a large proportion of such people.

The Consumers’ Association, the National Consumer Protection Council and
the National Federation of Consumer Groups

5. These bodies expressed interest in the work of the inquiry. The Council
and the Federation stated that discounts produced an immediate price benefit
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for the consumer but that there might be disadvantages for the small trader.
The Council emphasised the effect on the small trader of increased bulk buying
by the consumer from supermarkets. The Federation considered that discri-
minatory pricing might need to be the subject of statutory intervention.

The National Consumer Council

6. The Council stated that discounts which could not be attributed to sav-
ings in the costs of a supplier seemed to be an abuse of retail buying power.
However, it also seemed that the benefits of favourable buying were substan-
tially passed on to consumers in the form of lower prices and to that extent
consumers gained a short-term economic advantage. Vigorous price and non-
price competition between retailers and suppliers was beneficial to consumers
so long as it did not arise from market distortions. ‘Own label” goods were
an aspect of competition which appeared to have been of benefit since they
had the general effect of widening consumer choice. On the other hand, the
complaint by manufacturers that some retailers virtually forced them to accept
unfavourable and uneconomic terms of purchase could be a cause for concern.

7. The Council expressed its concern about the future of small local shops.
Shop closures resulted in general inconvenience to consumers, particularly
in rural areas, who could then be required to carry the additional costs of
travelling further to obtain goods and services. However, these closures were
caused by a number of factors and it seemed impossible to separate the effect
of the negotiation of discounts by large shops from the general competitive
advantage they had through greater resources and more professionalism.
Moreover, the Council was unable to judge whether the prices originally set
by food manufacturers, from which discounts were negotiated, were them-
selves related in the most efficient way to costs and it could be that the buying
power of large retailers was needed in order to negotiate satisfactorily cost-
related prices. In that event the position of small retailers who did not have
sufficient buying power to negotiate discounts would be even more unsatisfac-
tory.

8. Another aspect of the practice was its effect on the poor and other disad-
vantaged members of society. The Council reported that the poor generally
tended to shop locally in small stores and were unable to make the bulk
purchases which would make travel to more distant and lower priced shops
economic. Some of them also had particular problems of access to shops
charging lower prices.

9. The Council considered that the prohibition of the discount practice
might possibly result in higher prices for the majority of consumers and might
also harm independent traders who were members of voluntary groups. Legis-
lation on the lines of the Robinson-Patman Act in the United States of Amer-
ica was generally unattractive. A possible remedy was to allow trading only
on the basis of published prices and terms but it was recognised that there
could be enforcement problems.
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The National Federation of Women’s Institutes

10. There had been significant changes in recent years both in shopping
facilities and in shopping habits. Supermarkets and discount stores had in-
creased in number as also had traffic-free shopping precincts and parking
areas near shopping centres. Pre-packed goods were also a feature which had
developed considerably. At the same time many village shops had closed,
general standards of service had declined and there was a more restricted
choice of goods. :

11. The Federation reported that these changes had brought some advan-
tages, notably lower prices, a more rapid turnover, of goods better displays
and more convenient shopping facilities. On the other hand the disadvantaged
members of society in rural areas either had to pay high prices in village
shops where such shops remained or were unable to reap fully the benefit
of bulk buying in town centres because of inadequate and costly transport
services and the difficulty of carrying large amounts of shopping. The changes
had generally benefited the urban and semi-rural prosperous majority and
had harmed the rural, disadvantaged minority of the population.

12. The Federation generally considered that the present retailing structure
and shopping habits reflected a new way of life which the majority of people
would be reluctant to change. There was, however, a need to assist the small
trader who provided a vital service for the disadvantaged sections of society,
especially in rural areas. It would be impracticable and unreasonable to inter-
fere with the operation of commercial discounting and assistance should be
directed to such matters as rate rebates and tax relief. There was also scope
for the further development of voluntary group trading.
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APPENDIX 18
(referred to in paragraph 1.4)

Associations and other bodies from whom the Commission received
information or views

(i)

Age Concern, England

Age Concern, Scotland

Birmingham and Midlands Grocers’ Association
Booksellers Association of Great Britain and Northern Ireland
Bristol and West Grocers’ Association

British Carpet Manufacturers Association

British Importers Confederation

Consumers Association

Co-operative Union Limited

Delicatessen and Fine Foods Association
Department of the Environment

Department of Health and Social Security
Federation of Bakers

Federation of Medium and Small Employers
Federation of Sports Goods Distributors Limited
Food and Drink Industries Council

Food Manufacturers Federation Inc

Hereford and Worcester County Council
Highland Regional Council

Institute of Grocery Distribution

Institute of Purchasing and Supply

Leeds and District Chamber of Trade

Mail Order Traders Association

Merseyside Chamber of Commerce and Industry
Ministry of Agriculture Fisheries and Food
Motor Agents Association

Motor Cycle Association of Great Britain Limited
Multiple Food and Drink Retailers Association
Multiple Shops Federation

Music Trades Association

National Association of Cycle and Motor Cycle Traders Limited
National Association of Pharmaceutical Distributors
National Chamber of Trade

National Consumer Council

National Consumer Protection Council

National Federation of Consumer Groups
National Federation of Retail Newsagents
National Federation of Sub-Postmasters

National Federation of Wholesaler Grocers and Provision Merchants
National Federation of Women’s Institutes
National Food and Drink Federation

National Pharmaceutical Association

National Shoe Retailer’s Council
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National Union of Licensed Victuallers

National Union of Small Shopkeepers of Great Britain and Northern Ireland
Off Licences Association

Oldham and Rochdale Districts Grocers’ Association
Pharmaceutical Services Negotiating Committee
Photographic Dealers Association

Post Office

Proprietary Articles Trade Association

Radio and Television Association of Scotland

Radio Electrical and Television Retailers Association Limited
Scottish Federation of Grocers and Wine Merchants Associations
Scottish Motor Trade Association

Standing Conference of Rural Community Councils

Textile Distributors Association

Union of Shop Distributive and Allied Workers

United Road Transport Union

Voluntary Group Association

West Midlands County Council

Wholesale Confectioners Alliance

Wholesale Grocers Association of Scotland

Wholesale Tobacco Trade Association

Wallpaper Paint and Wallcovering Retailers Association

(1)
Companies and persons from whom the Commission
received information or views

Adria Limited

B A Alcock Esq

Allen Radio (Croydon) Limited

Allied Bakeries Limited

Allied Breweries (UK) Limited

Allied Grocery Distributors Limited

James Asman Limited

Associated Biscuits Limited

Associated British Foods Limited

Associated Dairies Limited

Atkinsons of Windermere Limited

Audits of Great Britain Limited

J Barlow Esq

Bass Charrington Limited

Bass Trade Development Limited

Batleys of Yorkshire Limited

Beecham Proprietaries (Division of Beecham Group Limited)
Berger Jensen & Nicholson Limited

Bestobell Paints Limited

Birds Eye Foods Limited

Blue Circle Enterprises (Blue Circle Industries Limited)
Boddingtons Breweries Limited ‘
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A J Bole Esq

R J Bolton & Co Limited

Booker Belmont Wholesale Limited
Boscombe Wallpapers
Bowater-Scott Corporation Limited
B P Oil Limited

E Brace & Partiners

British Tissues Limited

Burmah Qil Trading Limited

A E Burnett Esg

Burtons Gold Medal Biscuits Limited
Cadbury Typhoo Limited

J W Cameron & Co Limited
Cartiers Superfoods Limited

Cavern Food & Wine Store
Charnos Limited

Cheshire Tobacco Distributors Limited
Chiltonian Limited

P M W Clarke Esq

Claverdon Post Office Stores
Colgate Palmolive Limited

Comet Radiovision Services Limited
Co-operative Retail Services Limited
Co-operative Wholesale Society Limited
John Copeman & Sons Limited
Courage Limited

Courtaulds Hosiery Limited

Crown Decorative Products Limited
G Dawson Motors Limited
Debenhams Limited

Dee Jay Discount Foods Limited
De Witt International Limited

S J Dixon & Son Limited

R Eastgate & Co Limited

W Edwards Esq

Elbeo Limited

Electrolux Limited

E M I Limited

Esso Petroleum Company Limited
Ever Ready Company (Holdings) Limited
Dr Ann R Everton

Farmhouse Biscuits Limited

H Flude & Co (Hinckley) Limited
Forest Stores

F Fretwell Downing Limited

Fuller Smith & Turner Limited
Furniss & Company Limited

A Fyffe Esq

Gallaher Limited

Gateway Foodmarkets Limited
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General Foods Limited

Elida Gibbs Limited

Gibbs-Palmer Limited

Glendinning Associates International Consultants Limited
Goodlass Wall & Co Limited

Goose & Son Limited

Mrs D J Green

Greenhall Whitley & Company Limited
Hale Trent Cakes Limited

Hamlets Radio & Television Limited
William Harris Bacon Company Limited
Harris & Sons (Hindhead) Limited

J C Harrold Esq

Harvo Limited

H J Heinz Company Limited

J L Henderson Esq

E W Hewitt Limited

Hodgsons Radio & Television Limited
Home Hardware Group Limited
Homescope Garden Centre Limited
Hoover Limited

R Horne t/a Charlton Village Stores
Hotpoint Limited

J and P S M Hughes

Imperial Chemical Industries Limited
Imperial Tobacco Limited

International Paint Company Limited
International Stores Limited

Wm Jackson & Sons Limited

Jarman & Flint Limited

T Jennings & Sons Limited

Eric W Keast Esq

Kimberly Clark Limited

Knightsbridge Cake (Manchester) Limited
LEC Refrigeration Limited

K Leigh Stockings Limited

J A & J B Lewis t/a Lewis’s Food Fayre
Leyland Paint & Wallpaper Limited
Linfood Holdings Limited

Thomas Linnell & Sons Limited

Loads & Sons Limited

Londis (Holdings) Limited

J Lyons & Company Limited

Lyons Bakery Limited

Macarthys Limited

M M Macintosh Esq

Ponald Macpherson & Co Limited
Makro Self Service Wholesalers Limited
Meadows (Grocers) Limited

George Mollison & Sons Limited
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S Moores Goldencap Biscuit Bakery
Philip Morris Limited
Nabisco Limited
Nestlé Company Limited
A C Neilsen Company Limited

" Newey & Eyre Limited
Nicholls & Wileman Limited
Northern Pharmaceuticals Limited
Norton Supermarkets Limited
Nottingham Manufacturing Company Limited
Nurdin & Peacock Limited
Odell Electrics Limited
Ormeau Bakery Limited
Palmer & Harvey Limited
Parke Davis & Company
A E Parr & Son Limited
Parry’s Butterfull Cakes Limited
P G W (Holdings) Limited
Philips Electrical Limited
PIF Pharmaceuticals Limited
B Pike Esq
J St P Pilkington Esg
P Panto & Co Limited
Alfred Preedy & Sons Limited
Pretty Polly Limited
Procter & Gamble Limited
Purdy Cakes Limited
Raimes Clark & Co Limited
Ranks Hovis McDougall Limited
Rawlin Bros (Wholesale) Limited
R H M Bakeries Limited
W Robb Esq
Frank Roberts & Sons Limited
Robertsons (Bakers) Limited
J & T Robinson
Rolls & Company Limited
Rothmans International Limited
F M Rowe Esq
Rowley’s Electrical Limited
Rowntree Mackintosh Limited
Rushworths Music House Limited
J Sainsbury Limited
Saiter & Son Limited
Scottish & Newcastle Breweries Limited
Shaws Price Guides Limited
Shell UK Limited
Smedley-HP Foods Limited
Sounds Ideal
Sounds of St James (Henri et Phillip Limited)
B Snowden Esq
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Stewart Nairn Group Limited

Sullivan Powell & Co Limited

Paul Taylor BJE Limited

Tesco Stores (Holdings) Limited

The Boots Company Limited

The Econoemist Intelligence Unit Limited
The Golden Disc

‘The Grocer’ Magazine

The Record Shop

The Viscount Trenchard

Thorn Domestic Appliances (Electrical) Limited
TKM Foods Limited

Total Oil Great Britain Limited

J Torkington t/a Torkingtons

Tower Radio Limited

Tudsbury Limited

Thomas Tunnock Limited

R Tuohey Esq

U B (Biscuits) Limited

U B (Foods) Limited

Unichem Limited

United Biscuits (UK) Limited

V F Corporation (UK) Limited

B H Walter Esq

Warburtons Limited

B W Warren Esq

Watney Mann & Truman Brewers Limited
Weleda (UK) Limited

Whitbread & Company Limited
Whitbread Wessex Limited
Wolverhampton & Dudley Breweries Limited
R Wright t/a Buywright
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Allied Breweries (UK) Ld.
PC report, Appendix 4(7)
Age Concern
views, Appendix 17(1-4)
Area Price Survey, see Prices
Associations
and other bodies: list of those giving
information or views, Appendix 18

Baked beans
discounts offered by suppliers, 5.27
questionnaires: summaries of replies,
Appendix 5(20-27), Appendix 10(9-13)
Beds
prices : PC report, Appendix 4(17-18)
Beer
canned beer: discounts offered by suppliers,
5.27, Appendix 5(46-49), Appendix
10(28-30) ; questionnaire, summary of
replies, Appendix 5(46-49)
PC report, Appendix 4(7)
Bibliography, Appendix 19
Binder Hamlyn
area price survey, 1.3
Birds Eye
views, Appendix 3{14-15)
Biscuits
discounts offered by suppliers, 5.27
PCreport, 5.8, 5.7, Appendix 4(10-12)
questionnaire : summary of replies,
Appendix 5(42-45), Appendix 10(20-27)
Bolton Committee, see Committee of Inquiry
on Small Firms
Booksellers Association of Great Britain and
Ireland
views, Appendix 15(1)
Bread
discounts offered by suppliers, 5.27
MMC report, Appendix 3(22-26)
questionnaire : summary of replies,
Appendix 5(37-41), Appendix 10{14-19)
British Carpet Manufacturers’ Association
views, 8.3, Appendix 14(1-7)
British Importers Confederation
views, Appendix 9(33-34)

Cadbury Schweppes Foods Ltd
MMC report, 8.25
PC report, Appendix 4(6)
Canned beer, see Beer
Cat foods
MMC report, Appendix 3(27-30)
Cigarettes
discounts offered by suppliers, 5.27
PC report, Appendix 4(8)
questionnaire : summary of replies,
Appendix 6(50--54)
views: of suppliers, Appendix 14(20-23)

Committee of enquiry on Small Firms (Bolton
Committee)
Report of the Committee of Inquiry on
Small Firms 3.9-3.10
Companies
and persons: list of those giving information
or views, Appendix 18
Competition
between retailers, 3.3-3.7, 3.9-3.10
development, 6.1-6.3
effects: of overriders and other volume
related discounts, 6.28-6.35; on
investment and variety, 6.24-6.26; on
manufacturers’ prices, 6.18-6.19; on
profits, 6.20-6.23; on quality, 6.27
Competition Act
proposals, 8.23-8.25
Complex monopoly situation, see Monopoly
sitnation
Conclusions of the report, 9.1-9.23
Consumers
conclusions of the report, 9.19-9.21
Consumers’ Association
views, Appendix 17%(5)
Contraceptive sheaths
MMC report, Appendix 3(9-12)
Co-operative Socicties, see Retailers
Credit
favourable credit terms, 4.17
Crisps
PC report, Appendix 4(10-12)

Decorative paint, see Paint

Delicatessen and Fine Foods Association
views, Appendix 15(2-3)

Dentifrice
discounts offered by suppliers, 5.27
questionnaires : summaries of replies,
Appendix 5(14-19)

Department of the Environment
views, Appendix 12(2-3)

Department of Health and Social Security
views, Appendix 12(4)

Discounts
conclusions and recommendations of the
report, 9.1-9.35
effects: of discounts of the structure of
distributien, 7.21-7.27; of distribution,
7.1-7.6; of overriders and other volume
related discounts on competition, 6.28-6.35;
on co-operative societies and independent
retailers, 7.19-7.20; on investment and
variety, 6.24-6.26; on manufacturers’ prices,
6.18-6.19; on prices, 7.28-7.31; on profits,
6.20-6.23 ; on quality, 6.27
MMC reports, Appendix 3(1-49)
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Discounts—continued
offered by suppliers, 4.7-4.16, 5.22-5.27
PC reports, Appendix 4(1-34)
questionnaires: details, Appendix 5, Annex
A(1-24), Annex B(1-19}; summaries of
replies, Appendix 5(1-61)
views: of interested parties, 8.1-8.30; on
codes of conduct, 8.29-8.30; ona
comprehensive scheme of regulation,
8.11-8.20; selective investigation, 8.21
Discrimination
by wholesalers: to retailers, extent, 5.28
in prices, 3.6, 3.9-3.10
Distribution
changes in pattern, 3.5-3.7
costs: savings, 5.4-5.8; suppliers’ evidence,
Appendix 8(11-22}
developments, Appendix 1(1-10}
effects: of discounts, 7.1-7.6; on structure,
7.21-7.27
Dogfoods
MMC report, Appendix 3(27-30)
Domestic gas appliances
MMC report, Appendix 3(43-49)
Domestic refrigerators, see Refrigerators
Dry batteries
(see also Primary batteries)
PC report, Appendix 4(5)

Electric lamps
MMC report, Appendix 3(2-5)
Electric tools
PC report, 6.14, Appendix 4(23-24}
Environment Department of the, see
Department of the Environment
Ever Ready Company {Great Britain) Ltd
PC report, Appendix 4(5)
Evidence
sources, 1.3-1.4

Fair Trading Act
proposals, 8.22
FDIC, see Food and Drink Industries Council
Federation of Bakers
views, 8.3, Appendix 3(25), Appendix
10(1-2)
Feeding stuff
PC report, Appendix 4(34)
Findus
views, Appendix 3(17)
Floor polish, see Polishes
Flour
MMC report, Appendix 3(22-26)
questionnaire : summary of replies,
Appendix 5(37-41), Appendix 10(14-19)
Food
PC report, 7.31
statistics, Appendix 13(1-6)

Food and Drink Industries Council
selected company returns, 6.20
views, 8.30, Appendix 10(3-5)
Food Manufacturers Federation
survey : provision of special terms to
distributors by food manufacturers, 5.17,
Appendix 10{6-33)
Frozen foodstuffs
MMC report, 6.20, 6.28, 8.25, Appendix
3(13-21)
Furniture polish, see Polishes

Gas appliances, see Domestic gas appliances
Glacier Foods Ltd

views, Appendix 3(41)
Grocery products

PC report, Appendix 4(6)

Health and Social Security, Department of, see
Department of Health and Social Security
Hereford and Worcester County Council
Rural Committee Development Project :
views, Appendix 12(6)
Highland Regicnal Council
views, Appendix 12(6)
Hosiery
ladies’ fine-gauge hosiery: discounts offered
by suppliers, 5.27; questionnaires,
summaries of replies, Appendix 5(28-33);
views of suppliers, Appendix 14(15-19)

Ice cream

MMUC report, 6.20, Appendix 3(36-42)
Imperial Tobacco Ltd

PC report, Appendix 4(8)
Independent retailers, see Retailers
Investment

effect of competition, 6.24-6.26

Ladies’ fine-gauge hosiery, see Hosiery

Mail Order Traders’ Association of Great
Britain
views, Appendix 11(1)
Manufacturers, see Suppliers
MMC, see Monopolies and Mergers
Commission
Monopolies and Mergers Commission
conclusions and recommendations of the
report, 9.1-9.35
reports
Cadbury Schweppes Food Lid-Grocery
products, 8.25
Cat and dog foods, Appendix 3(27-30)
Contraceptive sheaths, Appendix 3(5-12)
Discounts to retailers, Appendix 3(1-49}
Domestic gas appliances, Appendix
3(43-49)

References are to paragraph numbers, not page numbers
References in parentheses following appendix numhers are to appendix paragraph numbers
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Monopolies and Mergers—continued
Electric lamps, Appendix 3(2-5)
Flour and bread, Appendix 3(22-26)
Frozen foodstuffs, 6.20, 6.28, 8.25,

Appendix 3(13-21)
Ice cream and water ices, 6.20, Appendix
3(36-42)
Perrol, 3.12,4.2,7.4,8.17, Appendix
3(31-35)
Primary batteries, Appendix 3(6-8)
scope of inquiry, 2.1-2.11
terms of reference, 1.3-1.4
Monopoly situation
conclusions and recommendations of the
report, 9.1-9.35
proposals, 8.22
Motor Agents’ Association
views, Appendix 15(4-7)

Multiple chains, see Retailers

Multiple Food and Drink Retailers’
Association

views, Appendix 11(2-21)

Multiple Shops Federation

views, Appendix 11(22-26)
Music Trades Association
views, Appendix 15(8)

National Association of Cycle and Motor
Cycle Traders
views, Appendix 15(9)
National Chamber of Trade
views, Appendix 15(10-11)
National Consumer Protection Council
views, Appendix 17(5-9)
National Federation of Consumer Groups
views, Appendix 17(3)
National Federation of Retail Newsagents
views, Appendix 15(12)
National Federation of Sub-postmasters
views, Appendix 15(13)
Naticnal Federation of Wholesale Grocers and
Provision Merchants
views, Appendix 9(1-9)
National Federation of Women’s Institutes
views, Appendix 17(10--12)
National Food and Drink Federation
views, Appendix 15(14-19)
National Pharmaceutical Association
views, Appendix 15(20)
National Shoe Retailers, Council
views, Appendix 15(21)
National Union of Licensed Victuallers
views, Appendix 15(22)
National Union of Small Shopkeepers of Great
Britain and Northern Ireland
views, Appendix 15(23)
Nuts
PC report, Appendix 4(10-12)

Off-licences Association
views, Appendix 15(24)

Overriders, see Discounts

Overseas legislation, 8.6-8.10, Appendix
2(1-44)

‘Own label’ goods
supply to retailers and wholesalers, 5.29-5.30

Paint
decorative paint: PC report, Appendix
4(13-16); questionnaire, summary of
replies, Appendix 5(55-58)
discounts offered by suppliers, 5.27
views of suppliers, Appendix 14(24-27)
Paper handkerchiefs
discounts offered by suppliers, 5.27
questionnaires : summaries of replies,
Appendix 5(8-13)
views: of suppliers, Appendix 14(9-14)
PC, see Price Commission
Pedigree Petfoods
views, Appendix 3(28)
Petrol
MMC report, 3.12, 4.2, 7.4, 8.17, Appendix
3(31-35)
Pharmaceutical Service, Negotiating
Comimittee
views, Appendix 15(25)
Photographic Dealers’ Association
views, Appendix 15(26)
Polishes
floor and furniture polishes : PC report,
Appendix 4(25-28)
Portable electric tools, see Electric tools
Post Office
views, Appendix 12(5)
Price Commission
reports
Allied Breweries (UK) Ltd—Brewing and
wholesaling of beer and sales in managed
houses, Appendix 4(7)
Cadbury Schweppes Foods Lid—Grocery
Products, Appendix 4(6)
Cattle, pigs and pouliry, Appendix 4(34)
Children’s toys and games, Appendix
4(29-33)
Decorative paints, Appendix 4(13-16)
The Ever Ready Company (Great Britain)
Ltd—Dry (primary) batteries,
Appendix 4(5)
Floor and furniture polishes, Appendix
4(25-28)
Food prices in outlying areas, 7.31
Imperial Tobacco Lid—-Cigarettes and
cigarifloes, Appendix 4(8)
Portable electric tools, 6.14, Appendix
423-24)
The pricing of beds, Appendix 4(17-18)
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Price Commission Reports—continued
Tate and Lyle Refineries Ltd—Sugar and
syrup products, Appendix 4(4)
Thermos Ltd—Vacuun ware, Appendix
49
Toothpaste, 4.4, 5.27, Appendix 4(19-22)

United Biscuits (UK) Ltd—Biscuits, crisps,

nuts and savoury snacks, 5.8, 5.27,
Appendix 4(10-12)
reports relating to discounts to retailers,
Appendix 4(1-34)
Prices
area price survey, 1.3, Appendix 6(1-23),
beds: PC report, Appendix 4(17-18)
effect of discounts, 7.28-7.31
Food prices in outlying areas: PC report, 7.31
suppliers’ prices: differences in terms to
retailers and wholesalers, background,
4.1-4.6
effect of competition, 6.18-6.19
measurement of differences in terms to
retailers and wholesalers, 4.25-4.30
Primary batteries
{see also Dry batteries)
MMC report, Appendix 3(6-8)
Profits
effect of competition, 6.20-6.23
Public authorities
views, Appendix 12(1-8)
Public interest
conclusions of the report, 9.22-9.23

Radio, Electrical and Television Retailers’
Association
views, Appendix 15(27)
Recommendations of the report, 9.24-9.35
Refrigerators
discounts offered by suppliers, 5.27
domestic refrigerators: questionnaire,
summary of replies, Appendix 5(39-61)
views: of suppliers, Appendix 14(28-29)
Restrictive trade practices
legislation, 8.26-8.28
Retailers
background to inquiry, 3.1-3.12
bargaining power: influences, 6.12-6.17
competition, 3.3-3.7,3.9-3.10
conclusions of the report, 9.13-9.18
co-operative societies: effects of discounts,
7.19-7.20
discounts to retailers, see competition;;
discounts
independent retailers: effect of discounts,
7.19-7.20
multiple chains: buying power, 7.12-7.18;
economies of operation, 7.7-7.11
scope of inguiry, 2.1-2.11
views: of large retailers, Appendix 11(1-26)

Ross Foods
views, Appendix 3(16)
RTP, see Restrictive trade practices

Savoury snacks
PC report, Appendix 4(10-12)
Scope of inquiry, 2.1-2.11
Scottish Federation of Grocers and Wine
Merchants, Associations
views, Appendix 15(28-31)
Scottish Motor Trade Association
views, Appendix 15(4-7)
Small firms
Report of the Committee of Inguiry on Small
Firms (Bolton Report), 3.9-3.10
Spillers
views, Appendix 3(29-30)
Standing Conference of Rural Community
Councils
views, Appendix 12(8)
Statistics
related to food manufacturing, Appendix
13(1-6)
Sugar
PC report, Appendix 4(4)
Suppliers
bargaining power : influences in grocery trade,
6.7-6.11
branch delivery terms, 5.9-5.10
changes in supply pattern, 3.8
concentration in manufacture and
distribution, 6.4-6.6
costs: savings, background, 5.1-5.3,
5.19-5.20; in administration, 5.13; in the
cost of visiting salesmen, 5.11-5.12; in
distribution costs, 5.4-5.8; in production
costs, 5.14-5.18
discounts, 4.7-4.16, 5.22-5.27
disposal of surpluses, 4.21-4.22
evidence on the costs of supplying different
customers, Appendix §(1-29)
prices: differences in terms to retailers and
wholesalers, background, 4.1-4.6; effect of
competition, 6.18-6.19; measurement of
differences in terms to retailers and
wholesalers, 4.25-4.30
special benefits not involving reduced prices,
4.23-4.24 .
special promotions, 4.18-4.20
Syrup products
PC report, Appendix 4(4)

Tate and Lyle Refineries Ltd
PC report, Appendix 4(4)
Terms of reference, 1.1-1.2
Thermos Ltd
PC report, Appendix 4(9)
Toothpaste
PC report, 4.4, 5.27, Appendix 4(19-22)
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Toys

PC report, Appendix 4(29--33)
Trades Unions

views, Appendix 12(9-14)

Union of Shop, Distributive and Allied
Workers
views, Appendix 12(5-12)
United Biscuits (UK) Ltd
PC report, 5.8, 5.27
United Road Transport Union
views, Appendix 12(13-14)

Vacuum ware
PC report, Appendix 4(9)
Voluntary Group Association
views, 8.3, Appendix 16(1-19)

Wall (T} & Sons (Ice Cream) Ltd
views, Appendix 3(40)
Water ices, see Ice cream
West Midlands County Council
views, Appendix 12(7)
Wholesale Confectioners’ Alliance
views, Appendix 9(20-25)
Wholesale Grocers' Association of Scotland
views, Appendix 9(10-12)
Wholesale Tobacco Trade Association
views, Appendix 9(13-19)
Wholesalers
buying power, 7.12-7.18
discrimination to retailers: extent, 5.28
questionnaire : details, Appendix 7, Annex A
(1-18)
relationship of inquiry, 2.5-2.7
survey : questionnaire, summary of replies,
Appendix 7(1-18)
views, Appendix 9(1-34)
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