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Imported Dehydrated Onions in the German Market 

1. Export Opportunity Identification 

3, SIze of the German Import Market for Oehyrated Onions by Source 

The tables and charts on this page measure the roemc tons of imported product received from 
each supplying country during 19S8 and the percentage share each has !n the German:mport 
market These tables and charts assist in identifying the size-and competitive struc%ure of the 
German dehydrated onion export opportunity. 

b. Import Market Share by Competitlve Supplier Country 
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3, elF import Prices 

tables and 
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insurance and freight to Germany from Egypt, it 
IS possible to make preHmjnary rough estimates 
of potentia! profitability. By making thls 
comparison with specific competitor countries it 
Is possible to make preliminary estimates of 
competitive viability against specifk supp.!ler 
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countries in spec·if,c seasons. C:omparison of 
a processor's estimated "breakeven' ew price 
in Germany with these £Iverages c.an provide 
a useful preHminar:¢ screening criterion of 
exp{)rt viability. 
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4. Distribution Channels .and 

The table to the 
of food 
types of 
stores b .. ::.do'w inC3udes 
red, wl,!ch have been 
briefs in the foi1ol,'ving v,:;,.,~",;> 
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processed 
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challenging as entry 

Hypermarkel~ 

~<!1etro Group Massa 
(Asf<;o. SB-Kaut Basar 
Del1tsctle, MHB) 

Tenge!rnann 

Av~A 

AUkauf ABk.aut 

Globus 

We rtkauf Wertkaui 

& To ern 

PfOmDhypermar~;t Continf':f:r. 

Lidl & Schwarz 

Tenge!mann 

Spar 



ThiS represents an average of all stores in the 
category, including al! different product types 
(diced, granulated etc.), and aH package sizes 
and types (plastic, film, glass anefoH). 
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li, Ud!:& Schwarz Grm ... q;.: 'WorJdwid~ 
Ove-rview 

marke?lng 

Schwarz in '193f1 Today:t r:;il~; 
of Western 

Europe and is 
expanding to 
East 
Czech Republic 

to the South 
Greece, The 

group employs 
over 30,000 ~'JOrk
ers and its sales 
top Of,jl 25b, The 

group's entry 
sector was in 'I 

'12 superstores in 



international period, In contrast to the very 
scattered international marketing schemes of it~ 
major competitors {the Metro and Tengelmann 
groups}, the word, international, for 
Schwarzreally means Europe, This European 
focus has given Lidl & Sc.hwarz a concentrated 
advantage. 

c. Lidt & Schwarz Group Strengths, 
Weaknesses and Strategic Opportunities 

The prjncipal strengths of the Lid! & Schwarz 
group, in our view, lie in their balanced format 
structure, in the concentrated geographic focus 
of their international expanSlon plans, and the 
strong financial position of the group as a whole 
Their principal weakness, if they realty have one, 

may be their iackof a DN chain The recent 
sale of DIY De~ta H~wser Ba.wmarJ.:,t reduces 
the grol<P'S fuB use of their ,niearatef2 S;JOpiv 
infrastructure. ~, " 

Both second place Tengelmarm and third 
place Lid! & Schwarz. are p,;:)sitioned With 
strong discounter and hypermari<et assets 

take a "pinC'sr" attack from both sides on first 
place Metro Group.~l<lnich \acKs a strong 
discounter presence. Their nrjncioal strateQic t', ~ 

opportunity appears to us to in exoansion 
of their hlPermarket division. Doth at home ar-~d 
to the East Kaufland·s recent expansion in 
the Cz.ech Rep.wbk: is in the light direchon 
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e" Kaufland Dehydrated 
uet Line, Brand and Prlc§no. ""~I:>~~bnH 

. >;+/-

!. Kauftand 

The Kaufland dehydrated 
made up of an offering of thjrte!:~~': .... ;,.~,), .... <"o.".., 

onion products, mustrated in a 
display above. 

be 

Dried Dii:€(j (1 

3. Onion (3 products} 
4. Granulated 
5. Dried 

.~'''/~:( age 
f)riEd 

8rand 



opposite and the table belOW als{) outline the 
average estimated acquisition price which 
Kawfland paid to suppiiers during the 1999-
2000 period. Since hypermarkets do not 
release their contract pricing, these estimates 
are based on estimated margins for these 
types of products. 

Kaufland, and in fact all of the sampled stores 
in Germany, price dehydrated onions with 
emphasis on single package prices, not 
product weight For example, the price for 
each package va lies much less than the price 

~}SPlk~1·, 

Est{~"nated 20("'tO Rf}t2~}e:r ACq-tii5.:t~Or;. f,'Jntrac( Prk:~ 

for a single unit by product \~'eight. The 
highest pnces, by more than doubie. are the 
diced formats INhich occupy a larger volume, and 
therefore have much lower~~'eloht in the s·ame 
sized package when compared :~ith the heav~er 
granulated and onion salt formats. Freeze dried, 
the largest volume preduct fOf the lowest weigh!, 
is by far the highest prrced preQuel at $66A61 
kg., The Clense granulated and onion salt formats 
are price-o the lowest at S2()'2 [}eta~led 

retal! pricing and estimated suppHer acquLsition 
contract pric."€s are presente,j in the laDles en 
the next t-,vo pages for each of the 1huteen 
Kaufland product line ,terns 

U .. % 
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f. Kauf!and Product Specifk~ath::ms> 

The Tables on these tvJO panas ",",'.,.",,"'" 
descriphons of product sizes 
etc.} and color variation. 
lov/est color consistency is 
granulated package. which is 
very lowest price. 
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enhancernent (the t~<j 
'.vith particular vaiu~ 01 '"",hite 
analysis was utHized b, ',;;"-l.:,;:11 
products to estim.3te color ~j",(i:::ih:}p 
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measure a spedfic 
They an~.' j{")):::f:::kKi as genera! gddelines 
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The acquisition price estimates by package size 
and type in the table on the opposite page can 
give ~-otential exporters a more refined idea of 
the quality and price relationships in P-,e 
German market place and assist in developing 
concrete feasibHrty studies and export business 
plans. Retail chains do not release their actual 
acquisition contract pricing for pubHc 
information. These estlmates are based on 

O. Tenge1mann Packaging 

SRUs t:'!-est secondary infcHTnation Of) retail 
to acquisition rnarg,ns, applied direct 
measurements of actual retail 
They should be used only 
ind,e-atots, and mt.st be {",(">I,~·;rrn""·n 

actual market tests and 
with buyers 







The table below presents the SRDI(;.1·,inteflimem:.: 
estimates of acqwslilon prk:$3 pal<~ 
on average by all traditional small ~jtOte format 
chains for all product types and sizes. 

~:;;"X"2_~: > • .:'''~ :;("':~" 

: (>'r:~ '::':':-;! ~'-"'-:::':'/: ~;.;:y-

, .. : .. ,,->,.,,,.,;, de not measure a <o",,,,,>~w,,·· 

They are inteTlded only a:;, 
based on esHrnated 

m"1pcrt product costs. 



The acquisition price estimates by package 
size and type can give potentia! exporters a 
more refined idea of the quality and price 
reiationships in the German marKet place and 
assist in developing concrete feasibility 
studies and export bUSiness plans. Retail 
chains do not release their actuai acqlJisition 
contract pricing for pub!lc informatlon. These 

D. Kupsch and Norma Packaging 

estimates are ha500 on SRO's t~st secondary 
information on retail to acquisition marglns. 
applied to direct measurements of actua\ retail 
saies pnCf~s .. They shcuk1 b~ use-d ~;)rdy as 
preliminary indicators, and rnus! be confirrned 
through actu<':l market te ami direct 
negotiattons with buyers. 
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