





Eintellimaré

food market intelligence for ewraps & ALES

[ UCES

Mango, Passion, Guava & Mixes

in the German Market

Abt Associlates Inc. _ Supporting Egypt's
Dougias Anderson, Team Director/ Marketing Processed Foods
by Samuel R. Daines Export Industry
Gregory Daines Prepared By
SRD Research Group Incorporated Agriculture-Led
218 Gom e, RVE v D.C. 200 Export Businesses
amall srcrassarchrannet
SRD e-1 ¢ )
e-intellimarc October 2000
frel ooyt Funded by
Ammeron Lucas & Andrew O'Hare U.S. Agency for
Camibvridge, U.K. international
Development
USAID/Egypt
RP 0264
Under Contract No:
263-C-00-99-00011-00
USAID Cognizant
Technical Office: USAID/
EgyptVEG/ED

CTO: Mr. Tarek Shata

) Syypt Aysicultury Ly
AL E R ety sty
supporting EgypEs processed

Gpeoemceeie . ALEB/SRD eXpomarc profile
memmmeaemmere - for export opportunity identification

3




Table of Contents

1. Export Opportunity IBrtICtON....................cecresesersrerseerecncsessesmsnren 5
a. SizeoftheGQtMn'ImponmbrEmthmpiedJmawm 5
b. import Market Share by Competitive Supplier Country. 5

2. Monthly import Quantities by Supplier Country...............c.comemniscercsneanes 8

3. CIF import Prices by Month and Competitor COUNTY..............ccoueeermremeceumeersssssnssascesenss 8

4. Distribution Channels & Estimated Distributor Acquisition Contract Prices............... 10

PART TWO: BUYER INTELLIGENCE FOCUS PROFILE: THE TENGELMANN GROUP
5. The Tengeimann Group: Buyer Focus Profile. .....................ccccceev.. 12
: :rrhhoé;amtnmng:uap Worldwide Corporate Overview. :%
‘sngeimann Marketing Strategy..
c. MTWMMWMSWW 14
d. Tengeimann Food Group Store Formats, Sales Area in Germany. 16
. Negotiation Notes and Modeis for Developing Tengeimann Strategic Aliances... 17
f. Tengeimann Exotic Tropical Juice Product Line, Pricing and Brand Strategy. 18
’ i. Tengeimann Exolic Tropical Juice Product Line..............c..ccoveervecnnnee 18
i. Tengelmann Exotic Tropical Juice Brand STategy................ccccecrrmmmrcrcecescsnsesns 18
ii. Tengelmann Exolic Tropical Juice Pricing 18
g Tengelmann Exotic Tropical Juice Sheif Space Allocation and Product Movement Analysis..................... 18
Tengeimann Exotic Tropical Juice Packaging.................ccceeceeecarie 20
PART THREE: BUYER INTELLIGENCE BRIEFS: KAUFLAND, LIDL, ALDI & KUPSCH
...................... 24
mm”"”""“““mm‘ »

7 Ldmdm:mmﬂmfs veturaansenseasnstrntsesaaees M
a. Lid! Estimated Buyer Contract Prices & Shelf Space Allocation...... K
b. Lidl , Packaging and Product 35
¢. Aldi Estimated Buyer Contract Prices & Shelf Space Allocation. 42
d. Aldi Pricing, Packaging and Product Specifications..... 8

8. Kupsch : Traditional Small Store Buyer Brief................... . 48
b. Kupsch Estimated BuysrAcquisition Contract Prices & Sheif Space Allocation..... 48
¢. Kupsch Pricing, Packaging and Product Specifications..................coc-ceerearenreseene 49




imported Exotic Fruit Juices in the German Markel: Mango, Passion,
Guava and Mixtures

1. Export Opportunity Identification

a. Size of the German Import Market for Exotic Tropical Grape Juice by Source
The iables and charts on s page measure the melrie tons of mponted product 1 ;
each supplying country during 1298 and the permentags share each has in the
market. These tables and charls assist in wentifving the sire and competitd
German exolic tropical juice sxport apportunity.
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3. CiF import Prices by Month and Competitor Country,

The tabies and graphs on this page and the figures and graphs can be u

pposite page present the monthly average e vighility and profilabisin
iF {domestic cost of goods. transport E:~ gypt during different seas

insurance and freight} price received by each

of the BEU {thiz page} and Non-EU {opposite By companng these

page} supphing rwrm“s of imporied axlic ; i

ropical wice into Germany  in 1898 These
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Juat sy Gen en Ko Tes

18 possibie {0 make prefiiminary rough estimates
of potential profitability. By making this
comparison with specific competitor courtries #
15 possible 1o make preliminary estimates of
compeatitive viabilily against specific supplies
courdries in specific seasons. Comparison of g
processor's estimated “breakeven” GIF price in

a3

wiakitity

i



4. Distribution Channels and Estimated Distributor Acguisition Contract Prices

The table 10 the right estimates the perceniags
of food which is sold through the five different
types of retail stores in Germany The st of
stores below includes the ones, highlighied in
red, which have been selected for profiies and
briefs in the following sections

Qver the iast 20 years, more and more juice
products are purchased directly from processors
by aupermarkeis and other types of retail chain
stores. The role of wholesalers and brokers has
been stgadidy declining  Although the quality
and quantity requiremenis of the chaing makes
them challsnging as entry points for new
sxperters. s is important for the longsr run @
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begin planmng for dirent sals
o the chaing.

Evan #f a broker, wholessler or DIODESS 5
ihe Egyptian exporter's binto the
market, i is st} mporzan' for that gspoiter 1o
understand the proing st ' .
specifications 0? *he chans i
reg*t}ate a profitable whoipsaler depl

arangaments
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The graph below estimates the averags price
during the whole year of 1888 which the five
profiled fypes of retail chains in Gerrnany paud
for an average liter of exofic tropical fruft juices
and mixfures.

The figures represent averages of all stores
sampied and group juices by different product
types {single juice nectars, mixes and

Retsit Store Estimat
Fruit Juices by Frodue

gd  Acquisition Contract Prces for Exatin
't and Packazge Format {Yewr

SR e-intelimare est*;ma?tes : bt
all products and all packages 0
acquisition prices.

The table below provides averages of product
and packaging specifications for alf store »!
products.
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PART TWO: BUYER INTELLIGENCE FOCUS PROFILE:
THE TENGELMANN GROUP

5. The Tegelmann Group: Buyer Focus Profile
The Tengelmann Group Wmtdw:de continues 1o pla

which empiags aver ZUJ
B in food and househul
H.aub ‘0 fune was esiablished 8
ago in Germany and now
SwWns a varied st of over
sayven thousand retail
outlets in nine counines.

Durning the last few

decades the empire has
grown principally throy
acguisttions, including
puchase in the ate 7Q's of 3
contreding interest in the U8
supermarket giant, A&P.

Seventy three percent of ali Group relad ’
are in Germany The 1870 US acquisiion



mafket;rg sirategy n "-tfc original food marksing
core, but very significant parts of the empire arg
now composed of non-food retad o
as the DIY monster OB

strategy ancﬁ groom ot \zv‘ 2
b cadﬂ has been competilive pressy

urder foad supermarkels led by :
;}{ N ,;a§ sirgieQ@ic responss of
A 3 HRET SRoiny

==

4 has since relre e-d io sypand
gihen el on gmai supermarkst weorgin
The Tﬂrge’mam group s ong of ’*w Ty
majer Buropean chaing 1 haw
vast and conbinuing discounte




As 3 private company, sirategies are not
widely publicized and must be skefchad from

ctual group actions as wel as sigtements.
Officially, the Haubs talk of changs through
ciosing unproductive outlets and a “fregh
front” campaign to offer an outstanding ling
of fresher foods. The somewhal weak and
iate introduction of a line of healthy foods,

naturkind s the major obvicus action in this
arag There has also begen semphasia on
mcreasing private label as 3 marksting
strategy. bul the meagre 400 labels
Tengelmann's now has is a rsiatively poor
showing when one considers that they market
over 30,000 total product lines

¢, Tengelmann Group Strengths,
Weaknesses and Strategic Opportunities

From SRDYs perspective the major strangihs

of the Tengeimann Group are {1} the
uniquely appropriate bafance in 18
format structure o confront the W
competition patterns which we beilive
the future of "supply chain” intensive sectors
such as food and home “furnishings”. and {2}
its stqu gecqraphic pasition {o axpinit
Germany's natural advantage in Central,
Scuth Eastern and Easzem Europe

poiar
f

For the purpose of un
avaiuating Tengstmann's”
14

2 ;‘?Lf f';.f

it is ysefid to skelch the growth ! :
uf’DdUSI secior which SRI charalerizes as
“supply chain”  indensive which :
corresponds o fond and horme Mrn
“Supply cham™ indensily refers 1o the need o
mam?av 8 gaographizally o
sansitive supply chain dus 16 the e
per;snabt. procucts in the rels

Thus reta ‘-‘mc»d out s must i
frozvenand s ¢ m{f\;c:’:
he seasona 3?'33‘ of p-r-oﬂ'% ;
must inchude tropicat
iocatons. The word "
ca{egary rmzw Furni

s{ﬂuufe YR
garden pef'm*uz:’ivs which arg Vhaa
sokd in DY and g:ar**e Ay ‘\:‘;3‘5;83 ;
foud syores, these 2€~I~ m’ﬂf
abie Rems eu*'h as Bowsrs
ty ohain therefore qualiios
in mtsnghea”

ohs

.:"ne wi-poigr pattern of com
ave, which we belive w
'uzu g of thege “supply chai
proguots, isz'ﬁives the a:m::caznfra’(i
opportunties
tradiional supsrmark

;f;.:;itzgrrgﬁ A

"”285‘82',:'3 bres fhug

8

b aupermarke!
. ) et
sector Thys, froon S



ideal competitive structure (o take advantage
of fiure growth opportunities wouid be ons
witich is strong in twp directions. scale and
product. On the scale side, the ideal
structure would include strong positions in
both the hypsrmarket and discounter
formats. Onthe produdt side, i would include
sirong positions in both food and the home
(DiY/gardening; “supply-chain” intgnsive
product ssctors,

Although some European supermarket
shains fike Sginsburys (UKD, have continuing
strong DIY components, most have relreated
from their earlier discounter positions, and
few, f any. are as deally balanced for the
future as Tengelmann along both the scale
and produgt dimensions of these bi-polar
competiticn axes.

The second major Tengelmann strength is
geographic one. positioned as i is
gxisting strong and reasonably profitabl
outiets {0 the emerging economies East of
Germany. This, SRD believes, is the
geographic future of the German retail
marketing gianis. sven though UK.
merchants are doing thewr best {o clamm
terrain there,

£

2
h
&

gelmanyys principal wesknessses appear
{

te be 1 stagna..:ng grofits in o whole magor

facia segments of the emp:
{2} suatterad unprofitabilit
mrofitable facias 3
supply chain “verl
of the inhsrent sireny
mentioned above.

The major stratege opport
Tengelmann CO&!’ES{?Q” v thelr
sirenghts in expanding on etdher side
discounty of the fragitiona! supsn
and in combining food and s

home products inthe opening markets of Central,
South Eastern and Eastzrn Eufope.
Tengelmann's format balance gives i an
npportunty to deﬂ;:«an market share gt home gngd
expand to the E:

s why
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f. Tengeimann Supermarket Exotic Tropical
Juice Produst Line, Brand and Pricing Strategy

i Tengelmann Exotic Tropical Juize Produnt Lins

The :mages above iliusirate a tygpical
Tangelmann supermarke! exobo fropical uine
sheff display excluding pineapple and citrus
annes. The Tengsimann exofin uics nprodunct
fing is c*w rised of only two offarings. a
passien frult 8% nectar i a no-friifs 1 ey
tefrapak and a 2 juice 100% multivitamin in

F 7 3
g 755 ,%;.2

pack. This appears 1o be a
rafatively disints es ted offering, itis even smail
whern oo mp red with the much smalier
discounter and traditional stores which display
three or faur producis in their sxotic juice ine
F’assizo” s the most offered single sxotic, four
out of the five stores sampled carmed i, while
onty one carried guava, and none displayed a
mango nectar

Tengsedmann's was aiso the only store oarrying
oniy one type of mixed exotic. two stores
produst bing incsuded four mives.

The brix leved of Tengeimann's 28% passion
fruit neciar was measafed st 130 and 125
for the 100% 12 frult mullivitamin mix. The
tasis pfﬁ*’m*er}ce panei rated the pass%ﬁﬂ
nectar gt 8.0 and the mullivitamin at 7.8 Thess
scores were the highest for sach of these
categonies for the fve stores sampisd

Refiecting the aariier mantioned iack of vartics!
ntegration and lack of Tengeimann privals

i Tropical Jui

By Krings
WMonchengladia:
o by fmkg AL

Tengeim W"
At UGS I 827e
the nommally Mmore espsn
at . ‘&"uﬂsﬂsh bt espacted
compatitor discountsy Akdi gt té‘ie
the P,p@w arkat, Ka i

averags o*f
T&ngeir*w,’m‘*
appropnately ko
store. Rupsch {
have thought
dgiscounters, yet
exasihy the 33ms on

g. Tengelmann Exotic Tropical Juice
Shelf Space Allocation and Product
Movement Analysis
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h. Tengelmann Exotic Tropical Juice
Packaging

"y L ’;ezovf’ provides de

peodfications for the Tengelmann sxotic

o

ated

43
,{gv

(l)
(
3

Iy
{

tropical juice pac.k gmg i Germany, most
single tropical juices are marketed intetrapak
containers, like the Tengelmann passion frud

fitgr pack. Thers are seme exceptions 10
hss such as the Eckes Gramnt glass-pack
soid by Kaufland

o

fin contrast, the tropical fruit juice mixtr

ra popuiar in S&many and
nd as heaith drinks with added
vitaming, are s0id in both tefrapak and glass

The passion frug istrapak ussd by
Tengeimann is @ no-filis package withowd a
screw-top of combi opening. The package

is primted with four color CAMYK separations
with a heavy wax oo atecﬁ, and foil backed
jer=Tal- 10 Tengesmam's sole mu?ti«étamm
mikiirg 1§ packed in a good ; Brown
glass containgr with 750 mi ﬁapauty, The
bottie has a bwsl top screw cap with good
quaity labaling













PART THREE: BUYER INTELLIGENCE BRIEFS: KAUFLAND, LIDL, ALDI, & KUPSCH

8. Kaufland: Hypermarket Buysr Brief

a. Estimated Buyer Acquisition Contract Prices for Hypermarkets

The graph opposite presents the 8RO/
irdellimars estimates of the acquisition confract
orice paid and shelf space allocaled on
average by hypermarket chains for sach major
product type and package size The
acquisition ice estimales do not measure &
specilic transaction. They are intended only
as generai guidelines based on estimated
margins and import product cogts.
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Discounter Buyer Briefs
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