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

1, Export Opportunity Identifica.tion

3, Size of the German Import Market for Exotic Tropical Grape Juice by Source
The tables and charts on this page measure the metric tons of:mport(:-d product received trorn
eech supplying Gount'l during 1998 and the percentage share each has lr: the GE'~t"rn2n;mDQn

market These tables and charts as-sis! in ldenti~iing the size and ccrnpetWve struchm:; of the
German exotic tropical juice export opportunity.
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b. Import Market Share by Competitive Supplier Country



2, Monthly import Quantities by Supplier Country
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H:e graphs and tabj€s on thiS page measure the
fnOntfliy quantity in tho\;sarid of Hiers, of eXQtlc
trQpicai }LHCe imported into G,wnany from eaer: of

the injicatec supplier cour1tries during 1998 \:\i1th
tnese cnarts ana tables it is possible to compare the
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3, elF Import Prices by Month and Competitor Country,
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The tables and graphs on this page and the
opposite page present the monthly average
C fF (domestic cost of goods. transport
insurance and freight) price received by each
of the Eli {this page; and Non-EU (opposite
page) supplymg countries of imported e:x:otic
tropK:al Juice into Germany in 1898 These

figures and graphs car) bB usefu! indicators. 'c/
the VkibiHty and prcfltabdHy of exportingfr;.'),,~

Egypt during cNterent seasons of the year

8y cornpar:ng these {~~F pric::e-s \~()th t~"~:e

estimated product packing packaging costs
insurance and fn."i9ht to Germany frcrn Egypt J:
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IS possrbie to make preHminarj rough estimates
of potential profitability By making this
comparison '¥\lith specific competitor countries it
rs possible to make preliminary estimates of
competitive viability against specrfic supplier
countries in specific seasons Comparison of a
processor's estimated "breakeven° elF pic;e rG
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4. Distribution Channels and Estimated Distributor Acquisition Contract Prices

The table to the right estimates the percentage
of food which is sold through the five different
types of retaii stores in Germany The list of
stores below includes the ones, highlighted in
red, which have been selected for profiles and
briefs in the fo!lowing sections

O\ier the last 20 years, more and more jwce
products are purchased directly from processors
by su~-.ermarkets and other types of retail chain
stores. The role of wholesalers and brokers has
been steadily declining Although the quality
and quantity reqUIrements of the chains rnakes
them challenging as entry points for new
expof1ers its is important for the longer run to

Hypen:n~.r.k.~t§

begm plannH,g for ekect sale armnqemenls
to the chains.
Even if a broker. wholesaler or prccess0ris
tne Egyptian exporter's entry po:nt into the
rnarket 1t is still important for tr,at exporter to
understand the pncing structure an;j produ::)
spedficattons of the cha:r:s in erder tc::
negotiate a profitable wholes.aier dea~

O\lv'ner Group

Metro Group
(A.sko ..SB-Kaf.fl
[)eutsche.: ~~AHB.J

'Tengelmann

FaGJaS

Massa
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HumaiSuma
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~,,1ark.tkauf
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Lidl & Schwarz h.atJHand Concord
Kathreiner KonHn
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VVertkauf
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AilKauf
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Viert~~auf

Toom Tenglemann

Discounters

Lidl &. Schwarz

Plaza
I'(upsch

Norma

Edeka

Norma

Neukhauf

Tengelmann

Spar Hande!s

Aid:

Plus

Netto

LeD!



The graph below estimates the average price
during the who!e year of 1998 which the five
profiled types of retaH chains in Germany paid
for an average liter of exotic tropical frultjuices
and mixtures.

The figures represent averages of aU stores
sampled and group Juices bydffferent product
types (single juice nectars, mixes and

rnufFvrlamin} and an paci-;age sizes and types
(glass, tetrapak) The chart below averages
SROle-intetiimafc estimates of ail stofe tn:;es.
all products and all packages to illustrate
acquisition prices

The table below provlde-s averages of pre-duct
and packaging specifications for ali stores an;j
products_

Retail Stare Estimated Acquisition Contract V~(CB~' f{F [:wti!;- Tropic",
F~uit Juices by Product and Package format (Year lUOD AcqiJisitions)
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PART TWO: BUYER INTELLIGENCE FOCUS PROFILE:
THE TENGELMANN GROUP

5, The Tegefmann Group: Buyer FocusProfile»
a, The Tengelmann Group: Worldwide continues tBPl:a~tfl:eV~S'im:~~S9qg:P9srticin

During the last fe'w
decades the empire has'
gro\vn principaliy through
acquisitons, including th
puchase in the late 70's o{' ·:·:::::::::::::::::::::::i.:.::.: ::::::::::.:.:.:•...•:..: .

cont:olHng interest jn the U.S····
supermarket giant A&P

Seventy three percent of ali Group retad Gutlets·.:..:./
are in Germany The 1970's US acqLHsibon
12



marketing strategy in tts original foed mar~;~b1':;

core, but very s:'Qni·f]r;ant parts of the empire are
now composed of non~f00d retail 0utiets suet:
as the DIY monster 08!



As a private company, strategies are not
widely publicized and must be sketched from
actual group actions as well as statements.
Officially, the Haubs talk of change through
closing unproductive outlets and a "fresh
fronf campaign to offer an outstanding line
of fresher foods. The somewhat weak and
late introduction of a line of healthy foods,
naturkind is the major obvious action in this
area. There has also been emphasis on
increasing private label as a marketing
strategy. but the meagre 400 labels
Tengelmann's now has is a relativeiy poor
sho'lNing 'Nnen one considers thatthey market
over 30,000 total product lines

c, Tengelmann Group Strengths,
Weak.nesses and Strategic Opportunities

From SRD's perspective the rnajor strengths
of the Tengetmann Group are ("1) the
uniquely appropriate balance in its store
format structure to confront the bipolar
competition patterns which 'Ne beihve lie in
the future of "supply chain° intensive sectors
such as food and home ·'furnishings". and (2}
its strong geographic position to exploit
Germany's naturaf advantage in Central
South Eastern and Eastern Europe

For the purpose cf understandmg and
evaluating Tengelmann's "balance" strength
14

it is useful to sketch the gr(rwtl~ future d the
product sector which SRI) charaterizes as
"supply cham'" intensive. wh;ch (Qugh:y
corresponds to kmd and home "furnlshings
"Suppiy d1ain" mtensitj refers to the need t.,':,

maintain a geographicaHy c;.::rnp~ex and t:rne
sensitive supply chain due to the presence' vi
perishable products in the retail product m,);

Thus retal! food cutlets must inciude fresh
frozen and short shelf-iife products and Q:ven
the seasonaHty of production the supply chain
must indude tropical as "",veB as neartY' SUPpiY
locahons The 'Nord "'furnishings" ;n the pr{KKKt

category "home fumishings" does not refer t:,:::

furmture, but to all of the other hmne and
garden products 'Nhich are charactensticaHy
sold In DIY and garden center z)utlets Uhe
food syores these outlets must indude
pefishable.items such as [fowers, and thek
SUPtfly chain therefore qualifies as 'supply
,~';halh intensive''>

The Dl-poiar pattern Df competition. referred to
above. which we belive wll! character\~':'e the
future of these "supply '~hair: intens\ve'
products, involves the z~onz::entratjon of gmv.th
opoortun:tl8s at store format scales abGve the
traditional superrnarket :f) the hypt:;rrnari<.eI
Sf;ctor., and at pr~c~n9 patterns bej~O<:o.;e;; the
traditional ,'\uperrnar f<.et :n the d;sc(}~,nter

SE.~Gtor r"htjs... frr::rn S·RtJ\; po;nr ('.tf \/i:6\V: the



ideal competitive structure to take advantage
of future growth opportunities wouid be one
which is strong in toNO directions. scale and
product On the scale side. tile ldeai
structure would include strong pesmons in
both the hyperrnarket and discounter
formats. On the prG<Ciuct side, it would include
strong positions in bDth food and the home
(DiY/gardening) '·supply-chain'· intensive
product sectors.

Altnough some European supermarket
chains like Sainsburys (UK). have continuing
strong DIY components, rnost have retreated
from the,r earlier discounter positions. and
few. if any. are as ideally balanced for the
futtlre as Tengelmann along both the scale
and product dimensions of these bi·poiar
competition axes.

facia segments ofthe emp;re includfng the US.
(2) scattered ur.profitabWty of stores in other','{'se
profitablE' facias and (3} a lack of adequate
supply chain "verticality·· to take fun sdvar:tage
of the inherent strength of its for·mat stnJctuf2
rnentwned above.

The mar>r strategic oppo,"tLinitfes ·wh,:ch face
Tengelmar.n correspond to their rdentihe(1
strenghts in expanding or, either Side (hyper and
discount} of the traditlor:al sur,ermarket forrnat
and m cnrnbining fODd an;j··si...ipply intenSive·
home products in the opening marKets of Centra~
South Eastern and Eastern Eurcpe
Tengelmann·s f'0rmat balance gives dan
opportunity to deepen rnarket share at heme and
expand to the East

The second rnajcr Tengelmann strength is a
geographic Ol1e, positioned as it is with
existing strong and reasonabiy profitable
outlets to the emerging economies East of
Germany This, SRD believes, is the
geographic future of the German retail
rnarketing giants even though UK.
merchants are domg the,r best to claim
terrain there.

Tengelmanns pnncipal weak.nesses appear
to be (1) stagr:at,ng profits in whole male):·
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d, Tengelmann Food Group Store Formats and
Sales Area in Germany

The structural balance of the Tengelrnann store
formats alluded to in the previous sectlon is
described in the graphs and charts in this section
These descriptions divide Tengelmann stores nrst
bv format and second by facia. The table at the
b~1ttO:r: of the opposite pagecombmes both
concepts bv showing format and facia statistics
Ali of these' statistic~ on sales area and sales in

d
. .

H:is section relate only to fDOl stores :ocate{,:l In

Germanv TenQelmann Group non-food stores in. -
Germany and all intemationai operations are
excluded.

The graph at the top of this page sno,..is the
propotionai share of store sales area in sql,.,are

. .-l, '.;. t - 'd ,.j;'~"'() ""pn-'nypem18mets. SUfJerr,larf,e s dn '.J:::>'~"'-'t.;d~... : ,')

The discoumer fOPTlat represents 52"b
percent of Tengelmann foodstor~.area in
(" ~ 'T":" ",,-,~,,,,,~,-"nts .., "''',p.,r'O.,""" :'St'''''''''f,j"",ermaJ::y. .:: ~;'V!' ~'=:V~'Z::~~~ t~ .... :a 0: J :')~;V:! a~~v ~.:' 5(oc;,;;.: :...

h'f' b "'f.~ ~:, r/ .. ,..... t" 'a-t t··,,,.­s l t Y n:;'ngc;mann ,-,u< ::(~"e <, ::>. ~h'.'

decades in response to fierce Gompettion
pressure Most European superrnarket
chains have responded w discountei
pressure by introdudng aggressive cost/price
~estructuring through the addition of kr~"ef:d
~y··,fnHs '"'enpric or ori',,'ate labei ofoduct lines, ..~ .", ~ .......... , . - -- - ..

Some few acquired or estabHshed disc:::unt
chams of their own" but as mentlQned aC:'Y':E-\,
almost aU of thesB direct discounter expansion

", f" -I T l '-'~'-':'>J.''''pfQn':errcrts. :'::1::~ezJ ~er~9-e~rr~ann}s .:;...;:{ ::t. ~:' ).< L ...: .:..,;;.\.:c

, ., f .' '1 OS"" '- '- ' ~.. ;"<:;~i""m:ajOf cr;a~ns (). H'1e ";".0 t.:: s ~Nrk) f~ fh,JW ::{......~:=

concentrated in the discounter for,nat

(me reason for the 1Dng terrr: s:..lr,;ivai ::/ tne
Tengelmann ;jis.counter business lies in :;::le.ver
fine tuning of the forrnat ,n their:r<'lFv
discounter fada, Plus. Plus;s. not a true hard·
core Gement fIOC)f and panet d\spiay
discounter an<j it has a respec:tabie fresh
produce offer t<> prove it Th€ graph on the
ieft indicates that 46:'b out of the. 52~<

d,scountersaies area is in tf':emcd\f:ed format
Plus facia. and only 5%· is in the hard-core
discounter format represented by LeDt EasHy
the most important trend in the last t'NO

decades for European supermarket cha;ns
has been competitive pr:essu~e fro:"
dLscounters. The 1engel:m:ann gr:oup ~s

. .. ..".,' '~.~',w·-d.:-l-,~p,<"<" y'pos,tmneo at ine c€gmn,ng 0, ,: ,<:;, .,::.' ;,,< ,:•. , ,,(: :~

;-mt just to respond to that pressure. but tc:
ha:rness ~t ar::db:enefi:t d:~n3.ctfy frOFt:: :it

'J,,'hl:l :<:.ercmd ma:or format for Tenoeknam:: ~''''' ............' -.. . . ".- ;.. . - --
store sales areals the hypermarKet fermat
wlth 31 +c divided between the Ka\sBtS
and Gmsso-Maqnet (1 O'X} faoJs. Sinc.e the

10 744' llM"} ~ i ," 4,.J' ••

6)630 DM
3,450 DM
9,664 DM ....,. -<:" ~ .'-:

:; ..;.?



r,ypermarket fan-nat has the highe5t tumove~
"pr ,.""u::tr,;; i"rl P i'e r th;'" :ran <::"',,,,,,,, Wl!,O ~4i;,?, of~_..._. V"i \:l ..... ('N. '. ~ '~.;I'" ........ a~....,w " .... , ...

overaif food sales as dlustrated l{1 the grapi-,
on the nqht

The tradltwnal supermarke-t format
represented by the Tengeirnann facia. j!es in
the middie of the discounter and hyr}emlarke1
poies with sales per square meter at
7. 621 mvt This gIves the supermarketformat
the same ab;et 10'N, percentage (1 r,o) lrl

both sales area and safes

e, Negotiation Notes and Models for
Devetoping Te-ngelmann Strategic Alfiances

T\'iO factors a~e important in developing a
model for negotiating possible suppiy and
reiated strategic aliiances \",-'ltn the
Tenaeimann GroUG The first is to reaHze that
i:' ZQntrast to 'groups like Migros in
Switzerland, Tengelrnann does not ha',,'e its
own vertlca1!y integrated hJft Juice pn)cessor
Thus ar: Egyptian fillit juic.e supplier must
either produce its own final consumer pack
and be able to meet Tengefrnann's volume
and quality requirements, or strike an
industnal prOduct deai with a Tengeimann
suppiymg processor The second factor IS that
the Tengelmann group has recently backed
off from its earher strategy to consG<lidate Its

3.450 D~A

8.780 [)t!

~ ',: :. :'::.
i • .....',

;~ .~ .
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..,.. • f:' k ~ . . E . T < J' ""'h" .,.... . 'lengeimann ;:,uperrnar ,et j yplC8i xotlC ropical. wee:::; ;eit Ulsplay

L Tengelmann Supermarket Exotic Tropical
Juice Product Line, Brand and Pricing Strategy

The ;rnages above illustrate a typicai
Tengelmann supermarket exohc tropical jtw~e
shelf display excluding pineapple and citrus
jUices The Tengeimann exotic jUice prDduct
line is comprised of only hVCj offerings a
passion fruit 25% nectar ;n a no-frWs1 liter
tetrapak and a 12 Juice 10C%; multivitamin In
a 750 ml glass pack. This appears to be a
relatively disinteresteD offering, it is e'le~, Sinai!
'tihen compared with the much smaHer
dIscounter and tradrtionai stores which display
three or fowr products In their exotic juice hne.
Passion is the most offered single exotic:, four
out of the five stores sampled carried it ',vhile
only one carried ,;;uava, and none displayed a
mango nectar.

Tengelmanns was also the only store carrying
only one type of mixed exotic. hvo stores
product line inciuded four m~xes.

The brix level of Tengelmanns 25'::tb passim,
fruit nectar was measured at 130 an6125
for thei 00% 12 fruit muttivitarnin mix The
ta.ste preference panel rated the passion
necta:' at 8.0 and the rnuitivitamin at 7.5 These
scores were the highest for each of these
categories for the five stores safy}p:ed

Refied:nq the es~r1ier mentioned iack of vertical
~ntegration ami lack of Tengeirnann private

1K' ....,.

labels both of the e>:;o\;(': juice pn.)ducb ::'srB
pn)dUCBd by T:dependent suppliers and
neithE~r ;:5; a "Tengeknann ~at!e~~ The n:;"}-fr:~rs

passion nectar h.~tr:ap·-;ak P:f::YJUC"t is p.r:o·:::.>es.s;ed:
by t< (in~1S He ff8 th F' r:..i ~ t·· O,:·~:r~~k.s ;:.~ f
Monchengladbach. and the glass P3ck rnuH,':;'
ita:rin by EmigAG h Reiln,gBr:

Tengelrnanr:s p:':ced :ts 25% pass;on nectar
at US·$ G.82/;:iter :,~vhk:h ~(va·s· sc;me"llh:at at:C\lB

the norma!!; mere expensive hadihona; S1<:::{;S

at .- K.upsch·. but e);pect€·d~y ab(~\le th:8 :pnc==2­
competit(;, discounter ALi! at USS C. 5:9iiiter an::;
the H'~lper{naJket.. -Kauf1:and. at LiS'S· ~).6-8./ht€~f

The Tengelmann lDi.Yk JUKe rnUft\\<,,:tarr:k-, 'Has
priced at USS O,85;liter s:gnific.antiy belOW tt;e
avera-ge of an stGTes. l}~;S· 0 98/~i:ter

Tenqeirnann's price p~)s.iticn ',vag expe<:{ed
appropnate!y b#e: than the hi:gh Bnd tradbcna:
store. ~;upsch fUSS '160iHer) but one 1iC~;id

have tr~ought ~t >iv'ot.dd p:{ice- a,b<>ve the
discounters:. yet ?~~;:dJ has a s~rn::~ax pr{):duct at
exactly the sarne price

g, Tengelmann Exotic Tropical Juice
Sheff Space AHocatfon and Product
MovomentAnalysis

n16 typical Tengeknann superrnarke1 she?
spac-H aHoc·abon lor e:;(ot:c tro~>ica~ ~~uic.e

:JCCUpH~S 3: totai of 22.-8 nters c~f gross G:)b~:c

shelf area. The ~videst ·:jh/erge(~ce an:::} n~~::st

~;U[pris~r:g d~ffefences betvvee:-": t~':e stC={f]S
"S-an~p1e[,,~ <5 in she~f Sr)BC.f; aHoc;a:bon C;::~.=;·



would expect that ,'1 an eXGtic crc;duct
Gategory a n:id-sllBd store lik1'; Te"geimanr:
',NOuid be expectec1 to have;) nwj range in
the number of its products on offe,' and It1 the
total sheff space devoted to the t";x:nt!C line,
Correspondingly a much farger hypermao<,et
such as Kaufiand and srnafier traditionai
stores !ike Kupsch would be expeded to p!ay
their roies with more or less offerings and
spaced aHoc:atec

airnosi ;3lS srr:aH: 3·S the !"",:e:g:hb{:f-t:(\C:·.j ~x.~~·d:"t;:::::::.::"};

S1c;rf:'. ~<upSc.h

space 1:'J. ~;:~.·~)r:::;.· f ..~:<>es. ·~,,:1 ::-::.3S

a;~(:·c·ate:j· on~:y one Ffth the- L<f
area .. but that :s st~~~ rr::-c;rf: "tha::

range of d~ffer~:::.g ',.U€'...~{S as ~:':.:

c-ustorn-ef (!efnan~j for £;::<0>(:. i~j~:ces

T'f\e strcng: :J:: :SC:J.:..~::~:ti:: ~)os:; t:::J~:

5t::g:gest.s th;':lt th·ere ::-;:. :"f:(:::t;;­

p·c-lentia1 a.t:-::()·ng av·s·ra9·c ~::~(:c:-t·:e

C·OD}3t}n:·Hsrs than ·or:·e n~;'~;h-~ e,.\p'~..:~-e~t

for a sp·eci:a~ty: p-(c·:jurJ Lke ·ex·::;t-::

a :jazzHng: ranh~e of -5.::ZE:S f:'c:r;: )'Dr~~ L. -s~r~:~h:; us~~

tc~ 2. iit·er fami:1y pac~: \:\/;th a st:::(e
sizf-~ c::J·~1s;:detabf/ .sn·; ..~.·;~~e: tr:3:":

,Average

The discounters would
be expected to be a o\t
unpredictable, since they
specialize in a spotty
sdection of products with
large space aHocations Tn
each Tengelmarm: and
to an even greater
degree Kaufland: appear
to have little confidence
in exotic juices as 8

product line

Tengefmann has chosen
the smaBest offering, only
two products devoting
almost ait of its modest
shelf space to the single
12 juice multivitamin

::::==:i\\:

L

:.:y : .: '. "'..::' .="::.' :.;'.:'::

t ,.,.,.,.,.,.,...,....~~~~~~ ,. .,.,.,.,.n.•.•.•...~ -..j

~'.. ::',: :~ ...' . .;'? . ~..:.

t~'~: Est- ,A,cqusition Price (US$/Uter)



h. Tengelmann Exotic Tropical Juice
Packaging

The table tJeiow provides detailed
specifications fer the Tengeimann exotIc
tfopic-al juice packaging In Germany. most
single troplZ";ai JUiceS are marketeel jr; tetrapak
contair:ers. like the Tengelrnann passion frwt
1 !irer pack There are scme e:l<ceptions to
this such as the Eckes Granmi glass-pack
sold by Ka;.,fland

lr; contrast the troplca! fruit JUlce mixtures
wh:ch are popular in Germany and
SWitzerland as heaith dnnks with added
\fitamms af'e sojd !n both tetrapak and glass

The passion frUlt tetrapak used by
Tengeimann is a no-frills package w!l.hcut a
screvv'-top Of combi opening. The package
IS printed 'I'{ith four coior CMYK separations
with a heavy wax c-oated. and foil backed
paper Tengeimann's sole multivitamIn
mixture !s packed in a gOOd quaiity bro\:vn
glass container 'Nit!: 750 mi capaclty The
bottle has a l.\NfSt top screw cap '#l!h good
':luahty labelling
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PART THREE: BUYER INTELLIGENCE BRIEFS: KAUFLAND~ UDL} ALDi, &KUPSCH

6. Kaufland: Hypermarket Buyer Brief

a, Estimated Buyer Acquisition Contract Prices for Hypermarkets

The graph opposite presents th£; SRDie­
inteliimarc estimates of the acquisition contrad
price paid and shelf space al10cated on
average by hypermarket chains for each major
product type and package size The
acquisition price estirnates do not measure a
specific transaction They are intended only
as genera! guidelines based on estimated
margins and import product costs.

"The acquisition pnc.e- estirnates .by pac:~~·a9·e size
and type can give potental exporters a rnnre
refined idea of the quality and pnce re;atonshps
in the Gerrnan market place anj aSS:Si in
develof-ling concrete feas,b+ty siw,j,BS an,:)
export business pians. Retad chains j.[; I'd
reieas{~ th-e~f actua) a:cquis~ti()r~:: ccntra{~-t pt~:{>:nQ

for pubHc informatkm. These ~",sbm3tesfHP

based on SRD·s best secondary htcnnafon en
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retail to acquisition margins, applied to dH'ed,
measurements of actual retail sales prices They
should be used oniy as preHminary indicators,
and must be confirmed through actual market
tests and direct negotiations with buyers

The tabie on the next page provides rr:ore
prec;sf; detaHs or: ptlcing, pack:::1gmg an~

product speCifications for each product and
packa,~e type

Kaufland Hyp·€:rrnarket:=-;: t:xot~(: Trcp~t.:t~ Fru~~: ';u~(es (~r::~.j ~vt~:t(~:":t::;: .... ~:~~f:
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7,Udi and Aldi: Discounter BUyM Briefs
"L Lidl Estirnated Buyer Acquisition Contract Prices and Shelf Space Allocation

T-l:e graph C)pp:Js~te presents the SR_D/~~ ... int-eHjrnarc Spt,:~r.if;c tr"JnS3cYon. Th·eyars ::ntend€(j
estjrnat~~s cf tt:-:e acqu~sit~(;·n conf.:"act pric-e p~-=i~d an·d as gt::n-er3~ g$.J~de·;~0~..-=::S b-ase:d :)f: :ast~n'::ats"{}

she1f :space anocated on a-verage by tt1e djscounter rn3r~:Jjns an~.i ~:r:portp.rc.:·duct costs
superrnarket t~ha~n. L~d~ for €ac~h rnajof e>.. cJic TrH3: 3i::::qL:~-sd.i:cn f.:r:c·e :;;stTn;~f,e-s by p.aG.k..:3{}E:
1rr;p~Ga; juice prGL1uct type and pa-e:hage size The size af'::d typ-e <:an g:~\/e pote-nta} e.~<pcr1:::;rs a

L..... .L ...

~::::r~~Z:~~::;;:·;;:;·::··:Z:'·:·:·~:-:·:Z::.. :Z:.==.'Z3..-",..",:.:.".;;.:::::;:::;:;:~:~:~:~:~:~:::;.:;:;;,":«,":,,:.:-:-:.~:-:-:-:--
.... :...... ":-:
~v.;p
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reLatlo0sr1ips in the C;errnan n'~arket p~ace and
JSS,st h deveioping concrete teasjbUty st:.,~.1!6S

antj export blJsiness plans R-etaH chains r.jo
rtGt re1easl:; their actu.a1 acquLs~tH)n cornr3ct
pricing for public information These est:rnates

~·.:n reta~1~f.o···aGqu~s~t.j:)nrnars}ins. dp-p:~;:e::..1 tu d~r::.::~ct

tne8~~L::rerne-ntscr ffc:.LJai: retaH s.a~::-;<~ ~p:H.~;es 'r~:ey

shc~ukj be u~~.ed ordy CjS f_>:ehrr:inary :~n-dH.\a"tO{s

and rnust b·e c-t::nf:frn:t:~f~ 'fh{(}~Jgh a::.:tj.a~ rr::arke~

tests 3n:{j di:{e(~t t~f:::'Q:ct:at~:(jns '~~~ith t:uyers

b. Lidl Pricing. Packaging and Product Specifications

The table D-E-davy pro\i~des rnote P:-6GiSe cieta;Ls
c,n pricing
speG;'ficat~Cf:s

pac;.:agl!:g and p'·oduc:.
fa: each product and package

;_.;.

~:.:. ;.'.

'""'·;·:.Z:=::'·. ~:':': ••y ,,"", :":;.:.;:;.;.:.: ;.:::.:.:::

·.-:·.:.... y·';::::~·:·:·:·:-'+;::·:·x-:-;··:-:-:

:.;~.:.:.:.:. :·:z.y-. -:.;;;._ -.«-: :;:.:-.- .::-...•...

:. :.'. '.' ...... -..~.•...:.. ';:.:.'.-.:

::'. ~.'

~.;. ::.:

... .::.~

-0(';-';"::

: ~.;. :- ..•~.:

. -.;.:.;;:--;. .': .~.., ..

.. :-;.::.:--::'::

:;.:-:.:-:_:;:....;-: ;.;._-;.;.;.;.;.: ..;....._..

;.;-:.:.:.:-:.;.;.:.x.. ::~·:-:·:.z·:;-:·:-:·:·z .. " "".::>:.'
.;.;.::.;.;1'.::-:.:::->:.:-:,_:.\::.;.;<..::..:.;.:-.;.:-:-:

:-:::"'1;'.':':-:':';';;. "';'::~" ..~:-:;,.: .:-:.;: .:.:~.:.:-=-

•.,;.::,( .:."'.;.:...;.;.;.;-:-:.. :.;.y.;.;.::>:.:-:-:-

... :..::... .: ..

: '~.'....:.'. :;:..-: ....
." ".. , ". :'~.:~.. ' >.:;,~ :::--:.

:.;~-=:!..'?~:-;~.< ..:::;;
:..:::;:;.::; :~: .;.:: ':-::x;:;;: .;~:.,.:.:.;.;.:::: :::;~.:.::;",:;;:::~: ..,:

:;~.::::':':_:~-:-~ ;.~.: ~;::'e:X:;':~:~~~~:~ :::::::::::...}:~:":~
:;.;::.-.~.:..-::':-:; .:.~{:<: ~·:~~1;:::?:: .::..:.~.;.:.:-:::;:.:.:: :~;x·-:: :"; .. ':

. '..~:.. ~':' :;-::.. :.;.;..:,,; ...-.'
::-.:.:



:.. :.-.



(,n-"'L<.. , )

".-;,. ."':- ..•.

I1I11 1111 II

:;:::;~: 0:>:-:-" .:::

·/ib:1,i", f'







1,5 LITER

I
tf3JJ1 Si~

1,5 liTER



.,"\.' ... / ..,....

....~

.;..: ...... ;.-;.

~.....



C. A!dl Estirn.ated Buyer AcqulSltlLm Contract Prices <lOU Shelf Spa<:.:eAHocation

"fhe grap;"; ()ppc:s:te presents tf-::-t SF::[;/B··;fJ[{}i!H7::.:;~rc: spF·c::fc. t:·(.~;-~:sac~;c:·n ;'~r~:~: :~':,p.:'::::;':":

e-stfrnares c:f the 8cq;,jis!tion contract price pak..1 and as· ger~erd~ S=...:i<Je·i:n€'s t}3sed ::'}~.; f.:~'::'f:::~··:·3·t:2::':

superrna:~;:et cha\n. !A.!di.. for each :n8jor ex::)t~::::· TtH:': a-Gq·:j~:;;;·tiG-r: pr~:(:·e eS~:'n"-:8tE::~

U(~-p;ca~ }u:ce prc:duc.t tyP€ and p8~.:kage sire "The· .size 3t;j type car: {?\iS~<]t2-:~t:-a~
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acq~l~sH~on ,c~.tntraGt phc~ng for
pubk: infoln:atmn. Thc=;:s€' estimates
G're t~aB·ed on SRO's bt?st secon,jary
",f(lrrnation on retaii·to-acquisiticp

p~8ce and ·assi·~;t :n de\lek)p~ng

c'oncrete feasibdfty StUd!6S and

r',eaSl.Jrements of actuai retail sales
prices They shouid tie used olfy
as preHrr;inary Indicators. and [nus'!
be c:onfr,ned 1hrQugh actua! market
tests and direct negoti8t~ons vlo.'~th

d, Aldi Pricing, Packaging and
Product Specifications

The tabfe be\"Yvv prov~d€s rncre
pre·c;~se :deta~ tS Dn pr~Cjng.

packaging and product
specifications fot each pwduct and
package type The images 'vVhich
foHow (,:; sut!sequent pages provde
addik)nai detail on proL~UC! and
packa9!ng specrflcaz,o[1s
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7. Kupsch Traditional Store Buyer Briefs

ct. Kupsch Estimated 8uyBr Acquisition Contract Prices ~nd Shdf Space AHo(::i\tl;;m

The graph oppr.:sHe f)reser:1S the ·SR[)!e·,..jntt:'Uirnarc·
8sVrnates of the acquLs{tion contract pr~c€ pa\rf anc:
~;h€if space aflccate<j en average by the tra~j:it~or:8~

s-tOte K.UpSCf"{: for ea;~....h rnaj.c::' exot~c trop;c::.~~ jU-:c·~:.:
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Th.€ acqu-;s~tH)n Pff(:-2 estirnates ny p:·;1c.ka.9~~·

size and type can 9i'.:<.': potenta! €xpcrters a
'1")on'i refmed ldea of the quaiity and pr!c~:;

relationSfHps in the Genr:an market p!<.=;ce and
assist in developif1@ concrete fe35}bH:ty studif:&
cl.nti export busfne-ss pfans

Retail cMains do not re!82se thei! actual
acqu)::nt!or: Gontrad pri::;,ngfo~ pubb~

l"fonnation These >2stwndes ,Fe based on
SED's best secondary inforrnat!on or': retaiJ-to·
aCQu,sition margins appl,ed b dfrect
measurements or actual retcH! sales prices
They should be used oniy as preHrnH,ary
maieato:s. and ,'(':ust be confmned througl',
actual market tests and dh"ct :~egoliatons 'lAh
buyers.

b Kupsch Pricing, Packaging
and Product Specifications

The table f}elow provk:ies more precise details
on pricing pa(;kag\ng and produGt
specifications for eactl product and package
tyoe The images v/hich foHow on subsequent
pages previde additional detail en prO,:iuct and
packaging specAicalions
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