77 VA BI L/INBEDFE

— PESEEAT D H M S —

NV o TZVFy

PUFZ, B - hBFo=HxEIicBn»T, 2004 49 H 10 Hi2/T- 7254
ETHY £3, B9, FEOFKT 2BASXEEZRFL, HEL7Z
> AWEOWEERE ORBICOV TS T 2oLz s v, =
XEEROBIFERE» S, 7TV ADT/N—h AV b « 2 DT OFEOH
BIZOWTCEFHEELTELVWEDEER S IFE L, LML, ZOT—~IK
DBTHLLBHELT LI ERERHCRETHIES, LWwI3DI1E, 77
YA, ZOHEDT SNWFRERENZ L ki, ZHETHET
XLEIOBRNEEBNTFEL LSO THY T, TI TR, 77 VALK
B 2SS, ThbbiIIRIEEREE DFEICIOWT, T OBMEZ
BIZIRARTAHAL L E LT,

1. 18 1tfd 5 7/ %— + U DR

77 VACBD BREEG T o0k, 78— MEEEMHETOR
EORBIZOWTHIS TEPRTNE Y ¥ A, BIHFLD 7 7 X,
DF N TFN—NEEDFTI O 7 7 A%, ML TEROETHY, v
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STHZORPIINE R bDOTLI, —MIC, %5 L7IEHIZHT 212,
ZODBEO/NRIENFEL TV LTz,

—2Il%, #E, TR, REE, s oEMETLE, I,
ZNETNOHFEMEZ ICREEDHMR N H D, HHHXIFKE, H2HIXIE
By, =L ThrHMRIEEAR, LwoltBETLE, #LTZhs0DH
Pk £ 138, % < /NS B RBRDIERD D £ Uiz,

Bfgo s 0% OIETE, BEMmOMi&Et 74y vV 2bDT
%<, BOFLHOFOMOZHORMRTRE 572D, H25WIFEARNZ
B TRE 572D LT Lz, SV OTHRVWEWS 2 b LIFL
ET, LR WS BRIRBIEDH A, BEHWOEE (trust) 23 XTT
L7z,

FASEREENIC B U 2 W ORI L FHIE, 77 ATk <, 18
DAFVACBLTED E LT, LL, 77 YARBWT, KHBT,
WOEIEICHE LTz (suitable) /NEME, Tbb T N— BB E LT,
INBEEDOT - THD 9,

2. 73— DB

KRIEFOHF DS, gD % 0 [F— CHREICHE S Witk % b D
MERGTAENFRELTEET, 287 /5— 1 (department store)
DIFLEVTT, ZORICA—s8—~<—4 v b (super market) % F%
L, &84 89—~ —4 v h (hyper market) #HbY EiF5 2 kil
Flxd, 77YAT, FIXIOEFTHELEGIETLI L VWS Z&
MTEET, T, 75— DOEHTHY £7,

bEAARG, 1THIEORCIIFE CEHOBBEERIESREL - 2
EEFTFELTBY, 20XV DOTN= DFEELID b T o L Bhoiz 2 k&
EHIoTWET, LL, “T/X—hXY b A7 05 HEECH
LIEHE, 77 AR T 5 L B RL, FAICA F) R ZBLTY
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7T YALBTBANEEDIE (TV T YY)
IIZFELCTHY £7,

78— DMV IS B CIRRA L 7e i 2 B 27201218, DD
NPBERHTE £, H—0FERIZ, 1917 7 v 20HHiTchHy, »
DTREAL 12 2 L D WRETHTSORBRRETHY £, HEITB W
T, THEOETE &b, REOAODBEND S/ > THRAL
F L7z,

BB, 1830 FRICIHE 5 7e N FHIOBERDOFETH Y %
L7z, ZOEHDOEESHIZRMESH T Lz, ot b, HADEK & 13E
5T, 77 ADMEKE, FELRTL T N— P 2E22 3D A
TLl7ze 78— DOFEIX, FEPSEMIZILTAHAITLOFHKELIZBDT
ER

7T VALBI BT N=FORBIZOWTE, ZOOKROENHD %
Lo B—ORFHICcB W T, WwE 72 “department store” & IZFFIEN T
BOEX®A, 77 VAFETT A= DI LR, 77V TV

(grand magasin) EFEFIEN TV F T2, ZORVIOEIIZ, 4 XA

+ X —7FR— (magasin de nouveautés) EMEENTWE LTz, ZDAIT
FHHREL 9, X—R—&id, HFEKI & (novelty) ZEHRL 7,
T e RTRA WS HEIEREOEDHNIL, 1E0DHZ < O D
J& (regular shop) &, #HMLT 2 ZLichh L, BEOEX, HH
JEHICE 2 UM AR TED, RACEMEY 7 T 2IC8 8D EL
2o LBLHTLWABD S T « v H XA V1%, BEICIEC 7 7 v ¥ a
YERIELLIENTEE Lz, DF WV BEFEIML LT 28T O
ZlzwLlHiLWwo vy aya2RbE IARDT T,

—OKHHO [#5] EOAE, WELREZE>TwET, IhbsDiEl,
NRNVEZEFLTOE L, WIETERL VI, 77 Y ARKOHERTHT
HY, BIRTHD L6, 25 LTIIFWC T « A NVT 4T

(Aux Trois Quartiers), 1824 Fiz )« ¥ % )7 4 = (La Belle
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Jardiniére), 1830 FLHE- %2R > « ) ¥ = (au Bon Marché) #3855,
1852 FE I EmWEE L, 1855 &£z ik v — 7 (Le Louvre), % L T 1865
Fi2lx 77 > % >~ (Le Printemps) %, FhFNELE LT, 205
X, 1824 FF 5 1865 DML INTWET, TODREL T /89— §
DIbH, SIFEETLZORINICEEL, KEZHT F L,

ZhoDJETIE, FELTKHEREZRTCL, £N»S5RLIHORE
mh, FEEELEL, 8, B, BRES O XD R, 2L TR TIRRHSRRE
(lamps) ZH\VE Lz, HBRFOBEEZIZARRTIIZR <, ML THERR
D LEJE (upper middle class) SR TLUz, EWX, ZBEr=FET,
BPUCHi DI ToNE Lz, B, JEEIBEMETHY, Thiz/izw L
FIIBEL TMHET L,

Z DK, 19 HAZDJE DR E L E1E X, BLREHRERD/NIHEK, =
2 —)L+ V7 (Emile Zola, 1890~1902) DIEfIC & S i T E 7,
VI DEED T )S— 1z B RF—)L « ¥ —24 (Au Bonheur des dames)
F [ZEDOER] 28R L 9. ZOFERE, A E—FHicblz 2%
AR R FAEICE D WTB Y, BI0FERIZBWTY 7], BHO X S 1&
TN—=MNIZITE, /—bRES5TWET, 20 FIF ERTICH 5 KFEIZDS,
VINEHETIORELEHKRLE LY, ZITREVWFIIHETH D,
WL BRI DERTE S LTV B 2, % U CRHIG R & PAIE R 72 & % R
LTwE T, fFICY I XEHEOERREESTITINE Lizas, ROBIZ
RIEFEH CHBLR L DOBHY T, WIETERNIE 74 27v 3> T
T, 19D T = POBEIZD EDVTVLET,

BRECTEDHY ETH, 77 VADT /=P, X—KR— -+ =T A4
VMBI TV TR T RbLBLEFELERFBED T /N— P A« X
M7 ANEZEALL 9, AHTOEERZACIE, BRFEHOIER ZE%RT 2 b
JT, REBICIIHERROALZ RS T X TORMMEZEHRS 2 &b
FL, AXVATE, MDA B E I AHTIE, 1850 4ELU, 19 il
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7T YARBITBANGEEDSE (7Y TV )
FIZ, T/N=PAL D« ANT OHBPHEEL LT, v Fronmy X
(Harrods) 1%, 1840 RO AIZET, RANIEABIETL 2228, 1960 £
RICBIZEEOFEEN CAR I E Lz,

3. MEEMOH D

7TV ADPEEREMOB ORI, 19 iR & 20 HACHIEAICE D F
L7ze S2CTRTODITNV—TPEG L E LT, —DIF, lelz RHIH
RTN— M OFET, BEROBE L T AU LOREEEROICWD ¥
Lice o bFEHRHNE, BIBEHZRIOT VY «F3 7 74Ty b
(Galeries Lafayette) o, 19 ffdRKicB1F 2ERZIESHOEL TLz,
IhiE, BERIECKRY - vy 2 2L DOTLz, 77742y bOD
ZANODRBINIHE, 74 7 4V (Théophile) £ 7NV 7 4 ¥ A « 1 —> (Al
phonse Kahn) 1%, HRFICBWTH LWAHEEH L WELTHRRT 251
NH2, LFEZF Lk, botd, LADOMHENDH L Lz, 7/5—ME
HORAZOW TR THY L, Ry sy x (77 VARETR
W) 1, [MElaThE] 28R 23, ZOLHROEROEHIZ,
B2 SIS TR ZBHA T 2 2 LItk o T, BEZSIE DT LI LD
ChHDE LI, BRACT TV VG, [F] 2EWRLET, 7774 <
3, BRSEET, —HHEENCA ) AL > ST A ) h OMLEEIL,
KEIZH BT ANVIOLENCHERLE T, oD 78— Mk, FEfELES
ETT N OEBERITROE LIz, Te—JE, NF— KT T 4
) (Bazar de I'Hotel de Ville) 1%, #l4bC, &L T&WEEIER W %
L7z, BAEEDHRFDEZN Y AW, EIHUTwEIrbHNEL A,

BOEDOL S —DOOBEBELREHE, F=—YEORIICHY LT,
Fr—VEO—D7 ) 7 A« K7 (Félix Potin) &, /¥ CTRE %5
BLE LT, bbb > TEERZ LI, IR DO2hDT = —
SANTH, FUNETTICES L, AN SEEREBORREEE R LT 2
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ETHVET, THLRBIO—D2, H ¥/ (Casino) THH, ThiZ
75 v AHFEROH], # >« =7 > X (Saint-Etienne) 1Al S E Lz,
L9 —ODFz—Y AT, 7YX (Reims) DN 7 A - V&7

(Les Docks Rémmois) T, ZOHIIEE 7 7> AicdH b, KEETH
SRNTVET, ZOXIIE, BZOWDY 5> —D2DFRHIEF, F=—>A
7 ORI HD F LIz,

To8— N PHERRO FEREHEE L, Fx—> « X b7 hERKO
g s BEICHWE DT w358, Fx2—2 AMNTDTR=PIZ
X3 B ERIE, BN THSTOPEINNTH>7-0h», L5 SR E
CEd, Buld, ZRIERENTIEEL, BN T eFZT0ET,
HOBERTE, F=2—r - A7, 7281 DbDMFBIcE > THRDLA
2L LDTHL, HSOWEHZT N—bDZNOMEICH-T2HDTL
12o WA ZILR L 12D TT,

Flz, NSEBEEXFEGRLODOTE LL, BRENHS 08, 77—
R, AT, B I EERLADAONGbFERLODOT £ Lz, #
T ORAT (fare) bIFEHELOT F Lz,

ToX=MiE, NVECBVWTOAFEELE LT, —F, Fx—Y AT
X, XY LRI O/NH OB ICB W TEAH SN E Lz, 5 DFa4t
BHELT, 770222 lbicdF =2« AT 2D DHLEDTT,

STCZZThbhvbhig, 77 ACBT2250D, L&y 47
DFEWBZOVTHRTBE /2w EBWEST, —DI1FHE (corp), T4hb
LIHEEHETHD 27, HEEHEOFEEL, 77 ATEAFV AL
DHIEL, FLFAVEDHEL, IRV F-—LDbENEL, L
ML 77 ADHEEREL, EETEDD £ LIEDRLICZ DK
L, 1920 272 % £ 200 FADHAEZER2 b Dcwiz), THMACZELEL
720

Fiz, /%) QAL T 8= M iE, WO TIN5 T
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7T YARBITBANGEEDSE (7Y TV )

BREh, BETLIEZAERDE LI, ZORMRD SR IIEI NI
DT /R—=1 1%, RVDT/NR—=1 LR TKRELWE R STDTITH, H
UL TwE Lz, B2, 77 Y ADOE=Z0FHOY 3 iz rshic s
7 v« N¥—) (Le Grand Bazar) &, @% OHIFH/NEIED S AL
L DRME LA, B0 300 ANREOREBICTEZHATLR,

1830 R S 1FIF 1 HACZE U T T /8 — M DFEE SR D 5, I
RA A=V EFELODF I LE, EREICEL T, 75— E, HEO
HH L b ILE Lz, SO, 1 FYR, FAYZLT_AF—TY
HTFED T, KRELIREEDZ, HBEDOZ L CHED LEHEOR
Tl 192T4EIE, 77 Y ADY TO/NRIZ% 5 ->T, VEBIZBE W
T, 77 YADT/— b BREME UARPZMRESER S E Lz, 2
OBLEX [ v u > (New Babylon) | EFrsthgEz Lze 2D L ST,
FoN— ML, YEZ bOAZOIRIZI, B HEZ L TELAEEORMY
EMST-b T THY £9,

1920 22 5 40 FOMIC B 2 7T/8— F DZALIEFRTH 572 TL & 5 D%
F—0ZAbIE, WHEREBOHEDOHRNICHY 3, WHEOFBKE L &H
EHEBORIMETHD £4, 75— ME, PEEROBKECERCHFSL X
L7z,

Booz b, BEEL S CICGREEEORADRIELH D £, EEH
Lis oFRIE, Z OEMBIORRICIEE IR L 2D Lz, ZOMAI,
7 AEMD TR, FAVERVF—ICBWTHED £ L7, 513,
BLEREORE AR EN ERIET LR D E L, T/8—1 O
REEMEO TR L EIL, “BHZAHY (free market) ” THY L
fzo ZLTC, #5133 —my EFETS L WS BRI L CwE L,
T CICHERPORRIZTT, S, 77V ADOFESHENTbo L
bR 7% X > N—T LTz,
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4 A== =7 v b BLUNA =3 —7 v bDFE

SLICE=0WE LT, 1930 FR 55 60 £ £ TORMZERL 21
NERD E8 A, ZORRICES &, T/89— M BRI~ L HEHT 25—
Ty A== e v —7 O MM TITVATHELE L2 WIETHRW
ZETTH, TUOHLWERGEF v AV, 72V D HaREE&EIC &
5T, ROWCHEEERESITFE L, 7TAVATIE, 7747 <78 ¥4
LA (Five and Dimes) & Wk > Ciions X o %, EMit&D/NEIE
PHEEF UL BGLE L, FEALREZEULLT, FMYVORERDLE
BT L, "V YOEKRESHDH — VY 2%y b (Karstadt) 723,
1920 AR I KR AT HGE (Mass marketing) ZBHIAL £ L7z,

R ED L7 7 v ADESHIFEMEFEEZEA LI TL L S »?
AED LD CA— =3 =7 v PZEIW T TLEIN? ZhiZ
DWTIE, WY UTRFEEFET LI ETCHFET LI ENTEXET, VI
FTHRLATNRN= ML A7 aZBR5E LD L, 19 HiEIciED
Lico Ao u7Wi5el %, flilEORE, WEZ L THitgOBIEEER T 5
bOTHY LT, bEBANIUTIRFETIE, T4 AA T M bHkKE
Lizo MY e vy, BT L CEB 2 LT 2 LI3FER ICERH
2L TT, MERRHEDE DALY, AtokEezy, »as
EFRICTEEICRDELR, BERDT7 I A CBWTE, 7/8—-M3ZE
RO EERERT 25 O T L, 1920 FRIcB W TR, KEHESO
FRET/N— IMRARE L TR EEICRS LTz w5 BEORMICIE,
SRR b DB D F Lz,

ZZWZODED T/ S— b DEIEO LN WEHDLIENTEET, N A
VZBV TR, RRHESICHEG T X223 E L, LrL7 7
YATIE, 1920 K E T, MBS EZE Z AT U, WO DHME 228
2Tz DIF, REFEBRO Z LTk, 1929 HFIT R AR B 2 - 72,
7 UADTN=ME, FIDTORLWITEEZS JE Lz, ZOREEL
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7T YARBITBANGEEDSE (7Y TV )

T, My 7RIV RV PPREINCAT > B BPED, B0 LK
R FEF v ANV EBIHT B2 ETL, BIZIE, 97742y NER
AVOFEDS LT, 1932 FicE€ /Y (Monoprix) #E ML EL7zL,
77y %, 1931 FEi 7)) A =2 (Prisunic) Z8L E L7z,

BB LIZWZ L, ZOHLBF v AIABF 2 —> « ANT ThHo
72ZETT, 2D TN= M, FTECARHESICHEL, XLTK
AficEEL, 2L TREBRIEESDF 2 —Y A N7 RAR LD T,
2O LbIT, 1930 FRICT = FDFTRILEINTZF =2 —V A b
TE, WHHEFEOF = —> A7, BIZEBBERLZ Y ADKN 27 X - v
E7 (Rémmois) DE5%2bDEIFELLHLDTLI,

B DF = —> X b 713, —BRICSRERREREICH L THE—DRWE
MERELE LIze £/ 7Y (Monoprix), 2= (Uniprix) 1%, —D
Dt 2 EER T 2HDTT, RKTX—=PFROF 2=V AT, 7AVA
6 B bl ko CHEES U E L, Wi, BO5ELTE 2wy -
VY =2 ADEHETT, 7 AV HICBT S ERAE 7T/9—OTEHD
Fr—Y AN, B, KR REZLUTKEROSYZBGEL & Lz,
Lrl, 7XAYAE#EST, L JREHEMTORMER N E LTz, B0
BHLZWORE, —EIZBWTIEHEPICT X ) AT VOB TH - 7275,
77 VADF ==+ AT, BRRGEL WO MBEOFH R LET
EWVWH ZETT, TNIFHEMABETIERC, BELAMTLL, AL
FBHMEDREEZZ, DLEDONANRN—= =79 MZW2b 77 Y ADEK
DEBEVWZEL XD, 7 AV AT, HEOEME, HEOEMRIED A
THFbNnIzick 8D £ LT,

FRIZOTMRTZZ EE, 19354127 7 Y ATF 2 — > A b 7 QD
160 ICELTED, INS6BT /= NI Lo TRIN.SNIFEETHD £,
LoL, ZZeipintbdo L, zhid b v —~> (Toutmain) T,
ZORUCKHRIZ S DT 8= Mz k> CILENzF = —> - AT TT,
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D F = —> o A b 7 HMEMiE 2 KA I HERERIC R S WEED DI
WL, by =22, WEOA A —YOHEREERA, 77y yarrBEE
L, XRICZ7ZHbOFHTE LIz, INClznw Lo = —> - A M7,
E ETRITOFZ T2 b> TWERHATLEL, by —=2i, “Ehdbd
%127 > K (everything with your brand)” ZEWH L % L7z,

R, ZRZNRIIEETETEHELLOTLE I »?  Zhid,
BLEEHEPEMME 2D TU o TLIL, £ T7XRTOEFIY
73N, IWEAIERICE 770 TbhV 3, 73— edFb8-T, I
BEOY—EARLZVYy MIHV ERATL, F2—YAMNTWZHST
X, HoltBWmc BN ELC Ty, BRI TEERATLE, 201, F
=Y ANTWIEFIEEVHY $ ¥ ATUI, BRI, Fx/GE
JEEb R, DEPOSRSTTCLESIEWVWI ZETLR,

ZZTHRIE, FUKRIC & 72 b 5 — D DORZEEFNIC O W TR T
B E¥A, TRNRERFBETEOVY—EATHD £7, BREKRTEZ, 19
AR E D, BEICE LSRR L E L, 77 Y ADBERERE
DEI2bDThHoichrwdr e, 7AVAIDZEN, FlIZIEy 7 —Aa—
Ny 27 (Sears Roeback) &i3@<#E->TwE L, 77V ATIEZDO0
§ A4 7 OBFERFEDFERL £ Lz,

BONC, &5 —BHERT7 7 AOMAEAICOWTHAS I EICLEL
r9, ¥ X+ 77> A (Manu France) »Z OHEFITY, R, 4%
FAFV Rl L TNy —HOHETE> T E Lz, DWW TR,
YR UOEREEG EEBEGZBELE Lz, £ D7 7V ADIE
ARFEiE, 100 DAL b OREEFT E Lz, Mo 3mulE s ¥ a7 %2l
WE L7end, RRCATOMEEEZRITIT 255122, TOMEET 7 v
>F ¥ — (French Hunter) ” EFR&NE L7z, 2 L7128 A 7D
WEBGEO L, FRKRIC K22 EFRL, 1970 F£RKOHHAE
BERICHBL T £9,
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7T YARBITBANGEEDSE (7Y TV )

B0y A 7OMEERTE, RAOBEREE»HEBLET2HDOTLL, &
OMEDBERFEEILE, ZEOBEEC, KREMAILTE720DF « ## -
HOAMEZRFEL £ L1z, 2o OSHOWESENZ, 7 7 > A 25 &
U E L7228, ZNIEEMEDS 7 27 > 20 8E Limt ot Th o7z
Do TT, IhoDOEIIRL I, HEORFEZRKD T, HICEMEH»D
Tk, ¥V, FVRA, 2754 EOREEGE bR L1k F
L7z,

IS DI 7 7 v ADEEREEEE, FEFIEIRDY, BT 5
BEEFICc WL ChMEL T 2L L, 1970 R 80 ERDa v ¥ e
— Y —EVRRAWRXHEMBYTLI:, LOLIYEa—F =P —EXIET
T35 LiE, JHCHEACEROBRS PP L5, A MBI H
Fd, Hold, AV Ea—F Y AT ARKRETIRTCRY, FEEIIEE
DT N= I DEEEEINT 2 2L %D, 1980 06 85 Fiz, 78— 1
WHINS L E Lz,

5. BRKHEDT AV DRE

BORKEE 7 7 > A, O THLT AV ADOFERS T BIT0WiD
F Lo 7 A A OEE, 1940 KD S 50 FRIBDICHIT T, FE
AEBED XD Tb 7 7 Y A6 7 AV A ~OEEEFEH I X -
THEL & LS, ZTREBEFEREEI»D T, INEREIC LRV E
Lo BUREMNO—DREEDIEND D £ LT, F3¥a F VEHE
B OSEB L CAFEHO LD OFIE, 77 v ADEEHICE > TH
HICERZbLORHY F Lz,

LI —DD7 AV A DR S I IREOWEL, ~—7T 4 ¥ 7 DF
BEYAT AT, LVDUREERZEL Vv, EEEH L 2HBA (buy-
ing by yourself) TU7z, BEEDIEICAST, V7Y —ERAFRTEY
35, BmIHEE T, BHEGLOWTWE, twiIbiFTT, 75—
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FTOENLT « y—ERADFZHIE, YavEXT AT Itidvavic
TLOERLEVWSIDBDTL, ZNLRTES LWV EIZEVDD 8 A,
INZZTRAIVAMDSFEAIZLDTLI,

IO L7 A A OEDRNT, NeDOEmIIBT 5 . DDHHE L
fcxgd, —DRIEFIT/IEERELV 7Y —EADFHETT, TDENV
T7H—ERER, 50 FHA—IMEEDDHDT, HLWY A TOMEK
TeblckoTAIBENE LTz, b5 —20R L, A—/S—~—7 v +D
HBATT, L2L, 77 ZADRA—s3—1F, 3~400FFH X — b vd o5
THEHA—INZHRRT AV DA —RN——7 v b EIFHRITL T,

HLOREREBICE BRI A —S—<—4> v MNE, 1957 80 12
BIGLE LIz bbb I I THEXKEEGEOHE2 L 2 IdnIExR
DERA, N DHEIE, WopicilittR D, NRICBLTHEL
DHFLOEERL 2R T 2DV E LI, 20k, 772D AN
X, 1950 FEARICHOIE L, 559 L T B L e IR e R e e £ L
72

HLWERER LD, %5 ORBEELZAKL T E T, 1949 Fon
7 v (Lecleric), 1959 DA )V 7 — v (Carrefour), 1961 sED A4 —3 =
> (Auchan), 1961 F£D 7w E—F (Promodés), 1970 F£D 7 > + <)L
v x (Intermardré) BZNS5TT, I T ETTWIDIE, »DTO
RIBENORER TR, AN ENEERIETHY ET, 7TV

(Brittary) w2z v, 7T AT O X ¥ (Annecy) DA V7
—)b, JLERRRIMIEE DA — 2 V3RS T, BEREHOHE S 12
ODRELTEY, HILOBERLEWNVBAPSBAT 2RH3H D
¥ L7z,

o DIEIE L 7z DI RFNI/INREEZEETH D, DWTT AV 2 DHR
WHEAREA=N—=DF = =Tl BERIZHETL, ZOREBIFEI
BETT, EWVLIDIEFLEL DALY, INHHLWRERHITERT S
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7T YARBITBANGEEDSE (7Y TV )

72550, 77YVATA—N—v—7 vy MIRLTEKRI LR, E=>T
Wiz 5 Td, Lvl, 77 A2 TICBWTHES L, JEHEEZH#ET 2
CERHEILE LI, HODORMNEDEE L WbOBHD E L, oD
FEOME, FUFEANCH LD bD T, TAabLIEHBOHIE,
FEDHIR, BIREESOHIR, SMZ5E LolEE, b)) F Lz, 5 IER
DA P> THE LIS, RICBEREZIRLELZ, I—0v N IZE
WTRA=RN=3—7 v P THAT 2BHOHELZALTHEL Lo FAY
T32%, A7V 7 TROT®»20%, 77 RAF40%TT, 72V HhER
EoD70%&1d, o0&V EENPDHVET, A5 ) —DXIICKKITET,
T AV AEEDREINTIERND, 77 A FETETORIEVWZ FL

>

;90

6. NAN—=—7 v b DFE

ETVEVINAN— e =T T, A== =7 v FPHED
TAVAEF CThoe e T, N N—e =Ty L, BEOT7 T
AWEFTHD £3, NA 8= =7 v bOFHRIFMITL x5 2o H—
WX, NAN=IE, 7AV A EBENST, AR EFERFICZNLAOEM,D
THZEeTHD T, B, HEIET A ) D ORBUER — =X D H/I
SV, TAVADNSBREHA == D HKEETT, H=, 20
SEHISER T OHULHI TR % K, DRI H B Z ETTo TAVADA
— S — IR ONEL, & > UHERICAHEL £ 3,

AN — e ==y NORINITEE LSOV H Y £9, NAX—%kHE
U7cRBsthild, e L b ICHEEREE > TWwET, ANV T7—iX,
72V BT —my SEHICHEREL, HRIZHHEHL TCwET, A7
—ViE, A== =7y bROFELIZOTTH, 1963 FiT/ A /3
—X—7 v MNIEEH LI Lz, 77 Y ATRUIIONA N—<—7r v b &%
VERIMCERAL L TV Ed, A7 —IbiE, b &b T IVT A DM
331 (30)



ETH-1DTTH, JEEICHBINT SV ISR L, 351 L s 26
L LT,

NANR=—=7y FOBLRFEEENL TR TAHEL XS, F—D
R, BIEICWic 2 £ TZORBERENLEETHY 3, — RIS
1%, NS ZHIZ OFEIEFD L S BEAOHE T, NVDIZAFY TV yva
AV MCBBLERATL, B2, HoOREHRIF T Bty o
THD ET, HHAREMENSZWENOEICS 2 5N THD, &IEAMT
T2L9EH>TVET, LW >T, FIEF—20/NBEEKIZO &L L
BoTwET, KIEOTFHI-b I ZOEHIce EEoTwE T, Fib

BB EDBLCHBERZITTBY £4, KESTIC LR
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(LECTURE)

The Development of Retail Business in France

— from a view of Commercial Revolution —

Patrick Fridenson*

Introduction

This is a lecture made on September 10, 2004, at the Mitsui Bunko
(Mitsui Archives), Nakano, Tokyo. At the opportunity when I visited
the Bunko to look the Mitsui’s enormous amount of archives and
discuss the commercial development of both Japan and France, I was
asked by Professor Yui, a director of the Bunko, to present outline of
development of the department store in France. But, it is very difficult
task for me to talk about it in detail, because we have few good
researches on the topic, also we have no archives of the department
stores comparable with Mitsui Bunko, I made the lecture on what are

dealing with history of commercial revolution that is development of

* Professor of International Business History, Ecole des Hautes Etudes en
Sciences Sociales
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modern commercial business in France.

1. 18th century; before the department store

To understand these commercial revolution, you must think about
what was before the beginning of department store. In the 18th century
France was mostly peasant country. Most of towns were small.
Usually, in the traditional towns there were two kinds of retail shops.
One is specialized shop, like shoemakers, jewelers and like furniture,
and textile shops. Also, there were specialized districts of different
shops, one district was for furniture, one district for textile makers, one
district for jewelers. And, apart from these specialized shops, there
were great many small shops for foods.

In many these shops, prices were not official, but results of bargain-
ing between seller and buyer, or personal relationship. Payment was
made often in all times, especially in small restaurants where you trust
him, and he trusts you.

The first modern innovation of commercial business appeared in
England in the 18th century, not in France. But, France is place of one

large suitable shop, that is department store. This is my first topic.

2. The beginning of department store

Development of stores with unified prices, same prices and regulat-
ed prices in the large shop, that is the beginning of the department
store. Next, we can see super market, and finally take about hyper
market. I can explain commercial revolution in France in this order.
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My first section is the beginning of department store.

Ofcourse, I know Mitsui’s dry goods store, Echigoya in Edo opened
in the end of 17th century, much earlier of department store in Paris.
But, in term of “department store”, France is the first in the world, and
chronologically England was very similar.

To understand why department store was born in Paris, we can
point out two elements. First element is urbanization in the 19th
century; rapid growth of larger city market than ever before. In the
city, along with industrialization, large population usually came from
country side into Paris.

The second element was development of network railway around
Paris starting in the 1830s’. The railway companies were private
companies. But,different from Japan, they did not establish department
stores at the large stations. Development of department store was
autonomous from railroad.

On the development of department store in France, we can see two
waves. On the first period, they were not yet called “department store”.
In French,department store is called grand magasin. But,in the first
period, they were called Magazine de nouveautés, 1 can explain this to
you; nouveautes means novelty; the real purpose of grand magasin was
to discriminate from many regular shops. Regular shops carry same
products every day,and gradually shift their products incrementally.
But, in these large novelty shops, you can enjoy fashion by season, that
is each year, in winter season, in summer season and in autumn. They
carried new fashion for the changing urban markets.

The names of the novelty shop in the first wave still exist. The
focus of them was Paris, because Paris was, of course, the largest city
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and capital of France. Aux Trois Quartiers in 1829, La Belle Jardiniére
in 1824, au Bon Marché early 1830s and completely shifted in 1852, Le
Louvre 1855, Le Printemps in 1865.

Basically, they were established between 1824 and 1865. Out of
seven large department stores, five were born in this period, and
continued to develop.

They sold mainly furniture as well as clothes, as basic goods, then
gradually sold other goods. such as leather goods, bags, shoes, phar-
macies and later lamps and others. The markets were not mass
markets, but upper middle class mostly. Their buildings were two or
three stories, conspicuously decorated. At the times, contrary of male
stuff, customers of department stores were mostly women.

Business and life of the stores was well written by famous French
realist novelist Emile Zola (1840-1902). He wrote a book on imaginary
department store, which is known as Au Bonheur des dames, means
“For the Happiness of ladies”. This novel is based on his empirical
research; during many month, almost for one year, Zola in 1870s, went
to every department store almost everyday, to look and take notes.
About 20 years ago a university professor found them in Zola’s ar-
chives. Zola looked who are buying, what kinds of goods were selling,
when is opening, when is closing and so on. Recently, selection of Zola
Archives is published. Zola’s observation is very precise. Needless to
say novel is partly fiction, but it is based on real life of department
store in the 19th century.

Gradually, the name of department store in France changed from
nouveautés to grand magasin, that is synonymous to English depart-
ment store. Gradual change of name means broadening scope of goods
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they are selling; finally almost all kinds of goods for upper middle class
people were dealt. In England d, in my view after 1850 in second half
of the 19th century, the name of department store has established. I
think Harrods in London was established in the 1840s as family busi-

ness, and went public in the 1960s separated from the founder.

3. The second wave of commercial revolution

In France, there appeared the second wave in the late 19th century
and early 20th century. They made of two groups. One is once again
large department store with several floors and more than one thousand
of employees. The most famous case is huge store of Galeries Lafayette
in 1873, end of the 19th century. This was completely modeled after Le
Bon Marché. The two founders of Galeries Lafayette, Théophile and
Alphonse Kahn, found that there is a space to compete by a new method
and new products. Yet, in principle it is same, though slightly different.

Le Bon Marché means cheep market: The idea behind the name
was attracting the customers by providing goods by comparatively
cheap prices. Au Printemps means spring in English. Lafayette is the
name of a famous aristocrat who helped American Independence from
England governance one century ago, and finally became minister.
They were doing business in a similar way. Only one specialized; Bazar
de ’Hotel de Ville mainly dealt with hardware, which may be some-
what similar with contemporary Tokyu Hands in Tokyo.

The other important innovation of the second wave is the establish-
ment of chain store. One chain store, Félix Potin, began its operation
in Paris. What is important for us is that some other chain stores
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appeared in the other smaller cities and showed capability of local
entrepreneurship. One of such example was Casino which was created
in Saint-Etienne, in central France. Another chain store is Les Docks
Rémmois, in Reims, well known by famous cathedral in Eastern France.
Thus, the other characteristic of the second wave ia the creation of the
chain store.

Department stores were aiming at upper middle classes and chain
stores were aiming at middle middle and upper middle classes, then a
question for us is whether chain stores were addition or replacement. In
my opinion chain stores were addition, not replacement. There was
increase of supply.

Small shops continued to exist. Also, local markets, where peas-
ants came to bring their local products, cheeses, pipes, smokes,
continued to exist; also local fare continued to exist.

Department stores existed only in Paris, and chain stores were
created both in Paris and local small towns. They created their
subsidiaries all over the France.

Here, we want to mention two new small types of distribution in
France. One is corps, consumer corps. They developed in France more
slowly than in Britain, more slowly than in Germany and more slowly
than in Belgium. But, gradually they increased in number of their
members, and by 1920, they reached the summit of two million regular
customers.

Also, mother department stores in Paris were imitated in smaller
scale by provincial town, and developed. Newly established department
stores were not large, compared with department stores in Paris, but
looking like them. For example, in Lyon, the third largest city in
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France, Le Grand Bazar, had only three hundred employees, though
larger than local regular shops.

Since the 1830s, for almost one century, it is worth noting that
department stores had kept having image of society which was very
peculiar and attractive. They were usually called as “Cathedrals of
consumption”. The same is true in England, in Germany, in Belgium.
The big building was symbol of consumption and upper middle society.
In 1927, in the Soviet Union, a very big film making after Zola’s Novel
came out about a department store in France. This film was called “a
New Babylon”. Thus, the department sore was looked as symbol of
abundance, consumption and capitalism in Soviet eyes.

What are the changes of department on the period between
between 1920 and 1940? We can find two types of changes. The first
change is the increasing proportion of women employee; the creation of
women office lady and woman wage earner in collar. The department
stores contributed to the growth of the middle class.

Second change was creation of top managers and their trade
association. They were very powerful in the inter war years. It was
seen in not only in France, but in Germany and Belgium. They began
to influence national association of manufacturers. The idea they
advocated was “free market”, and they supported the idea of European
Common Market, already in inter war period. Also they were very

active member in chamber of commerce in France.

4. The development of super market and hyper market

As the third wave, we have to observe the period from the 1930s to

353 (8)



1960s. In this period, while department stores advanced into cheep price
markets on the other super markets developed in France. Here, it goes
without saying that these new channels were deeply influenced by
American spirits and business. In America, there appeared remarkably
cheap price shops known by such as Five and Dimes. Also almost
simultaneously, German experience was important. A huge department
store in Berlin, Karstad! began its mass marketing in the late 1920s.
Why and how did French companies introduce cheap selling business?
Why and how did they move to super market? We can understand this
by looking at catalogues. Needless to say, catalogue sales innovation
by department store took place in the 19th century. You can imagine
that catalogue sales meant set price, clear price and transfer price. Of
course, you can get discount by catalogue. It is very interesting that Le
Bon Marché provided discount by catalogue to stock-holders. Many
people from middle class became share-holders of the company to get
catalogue. What we see is the department stores meant still upper
middle classes in France. We see the contrast in the 1920s, between the
development of mass society and the fact that department stores were
still limited to upper middle classes.

Here, we can discusses their strategy in two countries. In Ger-
many, they changed their strategy adaptable to mass society, but in
France they did not change by the end of 1920s. They changed after the
economic depression. When World Economic Depression broke out in
1929, department stores business were at the first time severely hit. As
a result, decision making which top management made finally was to
create for new popular channels with cheap prices. For example,
Galeries Lafayette created Monoprix by German influence in 1932. Le
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Printemps established Prisunic in 1931.

I want to explain this to you; new channel is chain store. So,
department store firstly met mass society, and secondly met great
depression, and finally established their chain stores. Therefore, chain
store created by department store after 1930 were not that of chain
stores of local origins like Les Docks Rémmois, in Reims I already
mentioned.

Chain stores with low prices provided usually one low price for a
lot different goods, Prisunic Monoprix, Uniprix means one price. These
second chain stores of large department for popular classes were deeply
influenced by American Rationalization. Rationalization of production,
marketing and human resources. Like in the USA, these low price
chain stores in the property of department stores sell textile, clothes,
furniture and hardware for the house. But, contrary to the United
States, they sold foods, both perishable and unperishable. It is impor-
tant, I think, that though in one side the transfer to the US model was
evident, French chain store sold foods in their own way of innovation.
This is not simple transfer, but important creation. This combination
of food and non-food would be basis of the success of France, hyper-
markets later. In the USA, daily foods were dealt with only daily food
shops.

What I want to add is that total number of chain stores reached one
hundred and sixties in 1935, created by the department stores. How-
ever, there was one exceptional case; it is Toutmain, a chain store
founded by one Paris department store in same period. Difference is
that the latter focuses middle classes with cheaper prices, Toutmain
tried to maintain the image of quality and tries to keep the idea of
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fashion, using more ready to order clothes. The other chain stores did
not have the idea of quality and fashion. Toutmain means “everything
with your brands.”

Why the prices were so dropped ? Because, prices of goods were
bargained by the manufactures, also because all the products were
packet and could be storage. Contrary to department store, there was
not delivery service and no credit. At the chain stores you cannot bring
it back even when you find it unsatisfied. Further, there was no
advertisement. What was important issue was that the small shop
keepers absolutely became furious.

Here, in this period, I have to mention one commercial innovation
by the other elements. One is mail order service. The mail service
began at the end of the 19th century, and remarkably developed in the
inter war period. What is the mail order service in France? It is very
different from American, such as Sears Roebuck. We can see two types
of mail order service developed in France.

Firstly, we should mention again provincial companies in Central
France, the case in point is Manu France: the company’s mail service
at first sold guns for hunters in England. Next, they sold sewing
machine and other machinery products, as metal products. Many
French mail service companies lasted for one hundred years. They used
catalog, but also gradually created monthly journal, which was called
as “French Hunter”. The first type of mail order companies slowed
down after the Second World War and disappeared after oil crisis in the
late 1970s.

Second type mail orders is based on women customers. The mail
order companies sold wool, cotton and all kind of silk as raw materials
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for their women customers to make their own clothes. Their activities
were based on the Northern France, because the area is heart ot French
textile industry and exports market. Gradually, they moved into econ-
omy of scope , you can buy not only materials, but final products such
as shirt, dress, necktie and others.

The mail order companies in Northern France were very powerful
and adaptable to the changing situations. They were active in com-
puter business in the 1970s and 80s. Moving into computer services is
costly a lot, because of heavy expense in training and buying. They did
not have enough money to invest computer system, so outside the
companies, department store bought them. Mail order service com-

panies were taken over by department store in 1980 to 1985.

5. American influences after the Second World War

After the Second World War, we had greater American influence
than ever. American influence was realized by French productivity
mission to America in the late 1940s and early 50s almost every year,
not only industrial business but also retail businesses. One of main
purposes was training of the employees. National Cash Register Co.’s
training for accounting and human resource management was highly
useful for French companies. The other aspect of influential American
management is marketing method and system;in particular, selling and
buying without employees, buying by yourself. You go into shops and
buy by yourself, that is “self service” with low price and parking lot.
The idea of self-service in department store is that going shopping as
same to going show. It must be spectacular. That is what are learned
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from the US.

In this American influence, we see two elements in the retail
revolution. One is the development of the very smaller self service
shops. A shop of self-service is almost fifty square meter. It was
created by new type of entrepreneurs. The other features is introduc-
tion of super markets. But they are contrasted with American large
super market of three or four hundred or thousands square meters.

The first super market created by a new entrepreneur appeared in
1957 in Paris. We must look at the society after World War II. Society
in Paris has been clearly urban society. It attracts many new entrepre-
neurs in retail. Also, French population increased enormously in the
1950s, contrasting to stagnation of inter war period.

The new entrepreneurs created their family business. Lecleric in
1949, Carrefour in 1959, Auchan in 1961, Promodés 1961 and Intermarché
1970. Again, what we are discuss are not in family entrepreneurs, but
provincial small entrepreneurs: Lecleric in Brittany, Carrefour in
Annecy, near the mountain of Alps, Auchan is in a textile town of the
North. Also, huge urban society is booming population, and there is a
space for new entrepreneurs entry from outside Paris.

What they create was first small stores and then super market with
chains, learned from American practices. The target was women. It is
very important, because many people say that these entrepreneurs will
fail and super markets never succeed in France. But, they created
network of stores all around France. They have been remarkably
successful. Their successful business is based on the same rules; limited
stores, limited inventory, limited range of products, quick turnover.
They dealt with only foods and later expand their products. We can
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look at what is the proportion of food budget in Europe, which is spent
in super market; Germany 329, Italy only 209, France 409§, United
States 709, very contrasting. So, we can say it is not failure like Italy,

not big success like US, gradual success in France.

6. The development of hyper market

Now, I can discuss hyper market. Hyper market is really French
innovation, as super market is real American Innovation. What is real
feature of hyper markets? First, I would say it deals with simultaneous-
ly food products and non foods, different from America. Second, size
is smaller than largest American super market, but bigger than small
American super markets. The size is intermediary, but the products
range is larger than American. Third, their location is not center of the
city, always in the suburbs. For America’s it is usually inside of the
city, downtown area.

Hyper market are extremely successful. The companies who do
hyper markets become gradually, multi-national including Carrefour
developed, into North and South America, Europe and Japan. Car-
refour started as supermarket, but moved into hyper market in 1963.
The first hypermarket in France was established in Paris’ suburbs.
Carrvefour was originally a small company from Alps, moving very
aggressively into Paris, creating a new channels.

Let me talk conclusively on main characters of hyper markets.
First characteristic is their form of family business even today. Usually
they came from merchants, such as shopkeepers of small towns. They
did not belong to Paris establishment. Second, their management
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method is very simple. Great autonomy is given to each unit, and even
business units becomes independent. Therefore, each unit is similar to
a small enterprise. Children of each family stay in the company. They
take better education than their parents. Family’s profits are usually
reinvested to expand their hyper market. Also they hire professional
executives.

There are two categories, first, large groups such as Carrefour,
Auchan, Casino etc. and second category is groupings of independent
entrepreneur (association of families franchises) under family; Leclere,
Intermarché, Systéme U.. They are franchise business; they share
practicing, they share advertisement, but they are network of indepen-
dent units.

As they developed, small shop keepers are furious against such
development of super and hyper market, as against monopoly in the
1930s. In 1973, shop keepers obtained laws in Parliament which limited
the opening of new hyper markets, and they were successful.

Government proposed the law and Parliament adopted. But, this
law has been major source of corruption, because hyper markets
wanted to expand, they bribed the members of committee. So in 1993
twenty years later, the law was reformed, becoming simple and opened

in favour for interests of hyper markets.

I want to pick up a final element of retail business: there is another
type of specialized channel in distribution. In the sale of records, music
and books, for salary men’s specialized bargain shops such as FNAC,
developed. Since 1990s, CD, video and computers have been sold in their
national discount chain, and becoming international. But in 1994 the
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company was taken over by Pinault - Printemps — Redoute, a company
which includes the old department store Le Printemps.

FNAC is simultaneously department store, simultaneously mail
order company, simultaneously large discount chain stores for culture.
As a result of merger, and now moving into fashion as well as luxury,

two large hyper markets.

Concluding remarks

So far we discussed the development of department stores, mail
order service, super stores and hyper markets in France. Also, we
mentioned the persistent presence of the traditional type of small retail
shops and grocery stores. In France, there has been many types of
retail business. This is the first characteristic of French retail business,
a second one, different from Japan, is that there is no convenience store
in France. In my view, convenience stores (konbini) are absolutely
Japanese. American convenience stores are not so sophisticated as
Japanese are.

Another different feature in Japan the position of railways station
in distribution. Japan has been highly successful in transforming
railroad stations into the retail centers. In Japan at the station, in
particular at the big station, there developed department store, super
store, convenience and other retail shops including foods. Contrast-
ingly, station in France has only been the place of transportation. In
recent year, some Paris stations have concluded contracts with
Japanese railway companies in order to include many more shops.

Thirdly, corp have been completely declined. Firstly, in the late
1930s, and disappeared after the Second World War. I suppose corp in
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Japan is somewhat different from French experience.

Fourthly, I can point out strong market power of department store
as a characteristic of their business. In France, market power of
department stores has been, and is enormous. So, in many cases they
have often real power for normal manufacturers, in clothes, foods and
furnitures; they are often more important in final products choice, in
final design and relationship with customers, than manufactures. Of
course, it is not so true in more sophisticated products like computers,
but even in books, the department stores’ power is still essential.

Final element I have stock is the importance of family business in
distribution. In France, as I discussed, department store have been
mostly family business, and department store and retail business is the
only sector, where family business still dominated. I would like discuss
on the elements seen in our French experiences with your Japanese
experiences. The international comparative research must contribute
greatly contemporary study of both business history and economic

history.
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