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imported Dehydrated Onions in the German Market
1. Export Opportunity ldentification

a. Size of the German lmport Market for Dehyrated Onions by Source

The tables and charts on this page measure the meling tons of imported product reosived from
each supplying country duting 1888 and the percentage share &ach has i the German impon
markel. These tables and charts assist in identifying the size and competitive structure of the
German dehydrated onioen export opportunity.

Metric Tons per
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This represents an average of glf stores in the
category, including all different product types
{diced, granulated el and ali package sizes
and types {plastic, flm, glass and foil}.
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international pericd.  In contrast to the very
scaltered international marketing schemes of iis
major competitors (ihe Meiro and Tengedmann
Groups), the word, internstionsf, for
Schwarzreally means Ewrope, This Europsan
focus has given Lidi & Schwarz a concentrate
advantage.

)

SRR 2

¢. Lidl & Schwarz \é'mup Strengths,
Weaknesses and Strategic Opportunities

The principat strengths of the Ligl & Schwarz
group, in our view, lis in thaelr balanced format
structure, in the concentrated geographic foous
of their intermnational expansion plans, and the
strong financial position of the group as a whole
Their principal weakness, If they really have ong,

sate of DIY Delta Hauser Baumarkt reduce
the group’s full use of thelr intagrated supply
infragtructure.

Both second place Tengaimarnn ard third
place Lidl & Schwarz arg positionsd with
sirong discounter and hypermarke! agsets o

take g “pincer” attack from both sides on firgt
place Mselre Group, which lagks a strong
discounter presence. Ther principal strategic
opportunity appesrs to us to De i axpansion
of their hypermarke! division, both at home ard
to the East Kaufland's recent expansion in
the Crenhy Republic is in the right direction
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opposite and the table below aiso cutling the
average estimated acquisition price which
Kaufland paid o suppliers during the 1938
2000 period. Since hypermarkels do not
release their contract pricing, these estimates
are based on sstimated marging for these
types of products.

Kaufland, and in fact all of the sampled stores
in Germany, price dehydrated onions wi ‘**
emphasis on single package prices, no

product weight. For exampig, the price o
each package varies much less than the grice

Esvimated 2000 Retsifar Aoguuisition Lortrasy Prig

f-sf a single und  product weight., The

highest prices, f*;, m ore than double, arg the
diced formals which cooupy 8 larger wiume, and
thersfore have much lower weaght i the same
sized package when compared with thg hagvier
granulated and onion salf formals. Freese dried,
the iargest volume product for the iowest weight,
is by far the highest priced prodiuct at 35848/
W The dense granulated gnd onion sall formats
arg ;m%:« the lowest gt 820-31/4g.. Detailed
retaif priving and estimatad st ;f;: ser atquis z%M

{if}

COMract prices gre presanted in the labiss
the next two pages for sach sJ th i'*r%”

Kaufland product iine dems.

g
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The Tables on these two pagses
desoriptions of product siig
etc) and color vanabicon, Ty
et color consistency i i
granulated package. which i
very lowest prics.
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Mole™ Fhigtutset shows a computs
enhancement {the red area) of granuies
3

with particular vaiue of awhite density. Thi
anglysis was utilized for small patlicle
% cducis 10 astimate oM
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The acguistion price estimatss by pa:}xa”& 8iz&
and type in the table on the opposite page can

give potential exporters 3 more refined idea of
the guality and price reiationships in the
German market place and assist in developing
concrete feasibiidy studies and export business
plans. Retail chains do not release their achual
aoguisition coniract pricing for public
information. These eshmates are based on

b, Tengelmann Packaging
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The acguistion price estimates by package
size and type can give polential exporters a
more refined idsa of the quality and prce
relationships in the German market place and
assist in developing concrete feasibility
studies and export business plans. Reigil
chains do not release their actual acquisition
contract pricing for putdic inrformation. These

b, Kupsch and Norma Packaging

sstimates ars based on SRDs bast secondary

irformation on retail 1o acquisiion margns,
anplied o girect measuremenys of actual retad
saies proes. They should be used only as
prefiminary indicalors, and mus! be confirmed
through sctusl marke! fests any diren?
negotiations with buyers.
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