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Direct Sales Store A N ew D istribution Pattern for Japanese Farm Products
Yuan P ng— hong
(' School of Busness RerM n Unwersily of China, Beijing 100872 Chna)

Abstract D irect sales storewas ntroduced to Japan$ fam products distributionm arket n the 1990s It is an
nnovatve distribution pattern which canbines te features of agriculural poductbn w ith the stage of econam ic
devebpment as well as the strucural changes n Japan § fan ily consumpton The ememgence of direct sales
store breaks the monopoly of wholesale distrbuton of Japanese fam products It shortens the distribution
channel and ting and mproves themarketability of fam pwducts being aW n— W in distribution o1gan ize-
ton shared by both producers and consum ers This paper starts fran the defnition of direct sales store, there-
bre ntroduces the mstitutional backgwunds of its en ergence and descrbes its function n detail Three devet
opmentmodels of Japanese direct sales stores are also ntroduced n brief
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