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Examination of the regional characteristics of non-store sales.
—Comparison based on the three times —
Rissho University Akifusa FUJIOKA

The sales form of nonstore retailing is in the form of retail trade. They are door-to-door
sales, communication and catalog sales, sale by a vending machine, and others. If it
takes into consideration that the foundations of the sales form of retail trade are
over-the-counter sales which establish a store, it can be considered that nonstore
retailing is sale of a comparatively new form. However, rise and fall are also in nonstore
retailing. Door-to-door sales are decreasing in recent years. Communication and catalog
sales are increasing steadily. And it is expected that communication and catalog sales
will continue to increase by the spread of the Internet. Thus, in nonstore retailing, rise
and fall are common. Even if a regional characteristic will be able to be found out for
nonstore retailing or there is a regional characteristic, it may change with time. In this
paper, the regional characteristic of nonstore retailing is investigated using three
censuses of commerce, 1997, 2002, and 2007.
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