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Imported Grape Juice in the German Market

1, Export Opportunity Identification

3. Size of the German Import Market for Grape Juice by Source
The tables and charts or: this page measure the metr,c tens of !0,pcrted product recB,ved ff0f0

each supplying country' during 1998 and the percentage share eacn has \0 the Gerrnan \n:poH
market. These tables and charts assIst in identifyinG the size and Gcmpet,t,ve structure of tn~;'

German grape juice export opportunity.

b, Import Market Share by Competitive Supplier Country
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is possible to make preliminary rough estimates
of potential profitabll1ty By making this
comparison with specific competitor countnes it
is possible to make preliminary' estimates of
competitive viability against specific supplier
countries in specific seasons Comparison of a
processors estimatec "breakeven" elf price in

Germany with these averages can prevlde a
usefui preliminary screerHr~g cmenon of export
viability
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4, Distribution Channels and Estimated Distributor Acquisition Contract Prices

The table to tt1e right esHmatt?s H1e pen:entage
of food which is sold through the five different
types of retail stc'res in Germany. The list of
stores below includes the ones. hiqhlighted in
red. \vhich have b·een selected for profHes and
bnefs in the fol!owing sections.

Over the last 20 years more and more jwce
prodDcts are purchased directly from processors
by supermarkets and other types of retaH chain
stores. The role of wholesalers and bro~~ers has
been steadiiy declining. Atthough the qDality
and quantity requirements of the chains rnakes
them challenging as entry pomts for new
exporters its is important for the longer run to

begln planningfmJve(t sale arrangerner:ts
to the chains
Ellen if a broker 'NhZ)~esaler ()( proces.$:)r~s

the Egyptian exporter's entry pointmto the
market. it l$ stU irnpGrtant for that exp·orter to
understand the pricing structure and product
specrfications of the chains:n order tG

ne-;jotlate a proHable Wholesaler deaL
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The graph b-elow est,mates the average price
during the whde year ofi 998 which the five
proflied types of retaii chair,s ff1 Germany paid
for an average Hter of grape jwce

This represents an average of an stores in the
category, including all different produGt types

f>'1h ite, red arKi d;etetc jUlCe) and aH pac.~,aw:;

SiZes and types :'tetra ami giass}

The c.hart bekr~'i averages SRDie-inteWrnarc
estimates of aH store types aH prodUds and aH
packages to Hiustrate acquisiti(;oprk;es

H'J'O ~ .

Estimated RetaIl AcqulsitiDn Contract Prices for Grape Juk:e !n Gf,;nnany
by Type of Outlet and General Package Type, May 2000
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PART TWO: BUYER INTELLIGENCE FOCUS PROFILE:
THE TENGELMANN GROUP

During the last few
decades the empire has .'
grown princIpally through
acquisitions, including th :
in the late 70's of a controll! .
the U.s. supermarket giant, As..

Seventy three percent of aU Group retail outlet
are in Germanv. The 1970's U.S. acquisition12 .
continues to place the U S in second posit10n



El
core, but very signlf;cam parts of the ernpire are

. now composed of nen,foed retail 0uHets S:.Jc.r.
as the DIY monster OBi



As a private company, strategies are not
widely publicized and must be sketcned from
actual group actions as well as statements,
Officially, the Haubs talk of change through
dosing unproductive outlets and a "fresh
front" campaign to offer an outstanding line
of fresher foods. Tne somewhat '.'leak: and
late introduction of a line of healthy foods.
naturkind is the major obviolls 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 relatively poor
shoWing when one considers that they market
over 30,000 total product tines.

c. Tengetmann Group Strengths,
Weaknesses and Strategic Opportunities

From SRD's perspective the major strengths
of the Tengelmann Group are (1) the
uniquely appropriate balance in its store
format structure to confront the bipolar
competition patterns which we beilive lie in
the future of "supply chain" intensive sectors
such as fooct and home "'fumfshings", and (2)
its strong geographic position to exploit
Germany's natural advantage in Central,
South Eastern and Eastern Europe.

For the purpose of understanding and
14 evaluatinq Tenqelmann's "balance" strenqth

it fS useful to sketch the gro>l.1hfuture of the
product sector which SRD cnaraterizes as
~supply chain" intensive. which roughly
corresponds to food and homB'fumishH"':gs'
"Suppl)1 charn" intensity refers to the need to
rnalntain a geo,graphicaHy compie:l< and time
sensitive suppty chain due to the pres·ence of
perishable products \n the retaH product ffi'X.

Th'JS retaH food outlets must include fresh.
frozen and short shelf··life pro,,1ucts, and 9iven
the seasonaHty of pwduction the stipply chain
must include tropical as well as nearby supply
IOGations. The word 'furnishings' Hi the product
category "home furnishings" does not refer to
furniture but to an of the other twme and
garden products WhiCh are ct':aracter1sticaHy
sold in DlY and garden center outJets Uke
food syores these {}utiets must include
perishable items such as flowers, and their
supply chain therefore qualifies as "supp!y
chain intensive"

The bl~polar pattern of competition. referred tc
ahDve. Which we belive wUl characteriz:e the
future of these 'supply chain intenswe'
products, involves the concentration d grawth
opportunities at store format scates above the
traditional supermarket in thehypermarket
sector and at prrdng patterns bek::w the
traditiona! supermarket in the discounter
sector Thus from SRO's DDmt of VieW the



ideal competitive structure to take advantage
of future growth opportunities would be one
which is strong in two directions. scale and
product On the scale side, the ldea1
structure would include strong positions in
both the hypermarke! and discounter
formats. On the product side. it would include
strong positions in both food and the home
(DIY/gardening) "supply-chain" intensive
product sectors

Although some European sltPermarket
chains like Samsburys (UK). have continuing
strong DIY components. most have retreated
from their earlier discounter posihons. and
few. jf any, are as ideally balanced for the
future as Tengelmann along both the scale
and product dimensions of these bi~polar

competition axes.

facia segments oftrle empire. including the US.
(2) scatterect unprofttability of stores in nthel'Nise
profitable faclas, and (3} a lack of ade-auate
supply cham "verticality' to take hA: advantage
of the in~1erent strength {)f its format strudure
mentioned above.

The major strategic opportunities ..•...r~:ch face
Tengelmann correspond to their denWied
strengt1ts in expanding on either Side {hy;..>er and
discount) of the traditional SlJpermar'.·~et fen-nat
and in combinmg food ar:d"supply intenSive'
horne products m the opening markets of Centra:
South Eastern and Eastern l::.urope
Tengelmann's format balance gives it an
opportumty todeer.ef'i market share at home and
expand to the East

The second major Tengelrnann strength is a
geographic one, positioned as it is with
existing strong and reasonably profitable
outlets to the emerging economies East of
Germany. This, SRD believes. is the
geographic future of the German retail
marketing giants, even though tJ.K.
merchants are doing their best to clalm
terrain there

Tengeimanns principal weaknesses appear
to be (1) staonatino profits in whole maior • i..-i .:..:::.;'
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d, Tengelmann Food Group Store Formats and
Sates Area in Germany

The structural balance of the l€mgelmann store
formats alluded to in the previous section is
described In the graphs and charts in this section
These descriptions dlVlde Tengeimann stores first
by format and second by facia The table at the
bottom of the opposite page combines both
concepts by showing format and facia statistics
All of these statistics on sales area and sales in
this section relate only to food stores located in
Germany. Tengelrnann Group non· food stores in
Germany and all internationai operatlo-ns are
excluded

The graph at the top of this page shows the
propotional share of store sales area in square

rneters for each d the thre€ fo;rndt t'/pes.
hYfJerrnarkets. S;jp€-nna~,<ets 3fR1 d~s::::'cunters

The discounter forrnat repr-eser:t.s :52'\:'
t fT·." ~"..-,..-i <-+/j'.- ~ "'''-e::< ."'.percen 0: :engeln,a: ,n :v"<-,, ",,,.: C' "" '"' :., ,.

Germany This represents a majer ar..~:ustrnent

h ft >- , T" - :m"'n'" '" "r''''''' t"e 'a~·j ,.,~"..-.S.d: Dj< .t:::f~g·e:: ~O: n: .~:.~ ~~<~ ::.) '''<<', ~S.'¥"':

deca(1es in response to fierce ccmp·eUt:on
.. ~ . E ~Aa" ~ ,,,,c.r~·ark'-·pressure. ~1~:QS( ..uro~,_ " .~ \.'tJ<;";:; H~·'

chains r'dve responded tc: discounter
. ...4~. ~ - <>~gr'''''''·-';H'·' /'.,-,-«",..-'''':">pressure cy H1Z:rO",UUl '9 ."'.::5... >;;..7::>: ,<:;: <....... ':>'" !'-" :v'.·

restructUr10Q through the additHJD d iGw-end
no-fnf!s generic or pri',;ate iabei prc.dud lines
Some few acqwirec or establishe-::l (1;scount
chains of their own. b;..;t as mentwne-d above
airnost ali of these direct discGunter eXp(-mSiOn

f+ i f·l ''r 'm"'n" .s ('~.i'> ·~f· .,.,,,, fi'>··~'·e::Ol S i3H3Q lenge::~.",; ,/",.. :,,: ,." ..... ,.. h

major chains of the 1980's 'Nho .is ,,0\... i!seif
co~centrated in the discounter for-rnat

One reason for the bng term survival of if,e
Ten9·elmann dls<~oun!er busines.s kes in clever
fine h.mino of the format in their rnapr
discownter fada. Plus Pius is not a true hard­
cere cement 000; and raUe! display
discounter, and ~t r,i3S a respectabie f,.esh
oro-duce offer to prove it. The grapn on the
ieft indicates rt~at J6~+. out cf the 52~,~,
discounter sales area is in the !T1(tijifi!?d fc;r"'n;~t

Plus facia. and oniy 5'% is H" the ?:anj,con:;
dIscounter format represented by L.eDi. Eas:ly

.... t . .....' • e -i p ; .... "" ;a~' 'T{'tlie nlOS impOnal<, ,r ,;:u L, <:.:" , :>., '".~,-,

decades for European supermarket chains
has been ccn:petltive press:"::fe from
d~scounters. The Tengelm"ann 9fouP ~s

positioned at th-e oo'i]inn!ng of the 2·1 Sf century
not just 10 respond to that press\.;f:-;. but to
harness it and be!ieM directly from it

The second rnaJor format for Tengelmar,n
store sales area is the hyperrnark.et format
with 3i%~, dlvidedbet'A:'een the Kaisers C22Y~)

~ &~ '·<'''''''·'·~a''·a~ <::::':"""c.';"""and brOSS';::;·-IVlagnet { : i..; >~;) '".! ~ ,-,:, :.'-:<;.. ',i ,<:;:

31 ,5h: .... ,964",,') 48"bjL). t
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1I~..;" 7:62 .. DM~ ~-., ''''(is
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hypermarket format has the hi91lest turnover
per square meter thIs translates into 34% of
overali food saies as lilJstrated In the graph
on the right

The traditIonal superrnario.:et for,nat
represented by the Tengelmarm facIa hes In
the middle of the discounter and hy'permarket
poles with sales per square meter at
-; .621 OM This gIves the supermarket fomlat
the same. ablet 10'N percemage (F~/::) tn

both sales area and sales

e. Negotiation Notes and Models for
Developing Tengelmann Strate-gic Alliances

Two factors are Important m developmg a
rnodei for negotiating possible supply and
related strategic alliances with the
Tengeimann Group The first IS to realize that
in contrast to groups ilke Migros in
Switzerland Tengeimann does not have Its
own vertlcaHy integrated frUIt jiJlce processor
Thus an Egyptian frwt Juice supplier must
either produce Its own final consumer pac~;

and be able to meet Tengelmann's vOiume
and quality reqlJlrements, or strike an
mdustrial prOduct deal with a Tengeimann
supplymg processor. The second factor IS that
the Tengelmann group has recently backed
off from Its earlier strategy to consolIdate its

suppiy cham across fac:as ""'\fnat is ieft :$ a
complex apd somew~~a! illCons:stent systen~ of
partially mtegrated and part~a!iy independem
sl.Jpply chal:1S for each faCIa Thus strateglc suppiY
aHiances must be approac.~~ed fac:a by faCia and
not for the group as a w!"":oie

2,.• .89S '. g~~ 'A :.~-=:: o~~~;:B :N); t· '. ,
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Tengelmann Supermarket Typical Grape Juice Shelf DIsplay

f. Tengelmann Supermarket Grape Juice
Product Line, Brand and Pricing Strategy

I Tengelmann Grape Juice Product line

The images above illustrate a typical
Tenge!mann supermarket grape juice shelf
dlsplay. The Tengelmann grape juice product
line is comprised of only red grape juice offered
in a no-frills and low' priced tetra one liter
pack,age. and an up-market good quality and
hIgh priced glass pad; Two products lS a
typical supermarket format Ime, discounters
normally display one product and hypem1arn.ets
usually display three.

The Tengelmarm Krings low-end tetrapak
product had the lowest taste preference rating
(275 out of a possible 10) of an oHhe 12 grape
juices paneHed for the seven sampled German
stores In contrast, the glass pack up-rnarket
Albi product received a good 725 taste test
ratlng in the 4 panel SRD review. Both of the
Tengeimann products had the lowest Brix
levels, 15.0,. of any of the twelve sampied
German grape juices. It is of interest to note
that in generaL the highest pnced and highest
taste rated grape juices also had the highest
Brix levels, ranging up to 17.5

ii. Tengelrnann Grape Jwce Brand Strategy

Refiectmg the eal1ler mentioned lack of vert1cal
integration and lack of Tengelmann private
labels. both of the grape juic,e products are
produced by independent suppliers and neither
is a Tengelmann label. The low~end tetrapak
product is processed by Krings Herrath Fn.lit­
Drinks of Monchengladbach and the glass

Pack b'y Albi GmbH & Co with plants in Uln\i8
Dusseldorf and Maadebura.

iiL Tengelmann •
Grap.e JlHce Prking

The tetrapak iaw-end
Tengelmann prodUct is .
priced at ·l.2~JDM The tNG

discounters sampled. lidl and "d1 priced
somevihat hlgher quality juices {rated 30 and
5.0) at 99DM The iow-end regular tetrapak
grape juke at the sampled hypermarket
(Kaufland} is simHal1y priced att 290M "",h;i~.';

the traditlonal Nmma stores priced their tetra
pack consistent 'Nith the discounters at .99m,,~
The somewhat up- scale tradihonaL Kupsch
did not even offer a low-end tetra pack. their
affermgs were in glass at 2.9.g0M and the very
upscale speC'Jahst health Axtheke. Rodertum;
offered only ver,! high quality 7-8 rated Stigar­
free product in one Hter glass at 5 S50M.

g, Tengelmann Grape Juice Shelf Space
Allocation and Product Movement Analysis

The typical T~mgelrnann ,supermarket shelf
space allocation for grape Juice covers a total
of 5 i ,000 Ct.Iblc centi rneters. '.vitha f:oor space
area, induding an allocation for non""j~splay.

of .34m2 for the Knngs tetrapah and 24m' fOt
the Alb gras.s pack, Using the SRD eshrnate
of prodUct movement oeserved m the sarn:p~e

store, an average Tengelmann sU):€ITnat\<;;et
wWmove 2.020 of the Krings packages and

j "8' c$ the Al"'l' "'a~,l-a"'e'~' """N .,roar T'hi~on~y.;; ~ ~~ . .. v f): \..~r-.. :~. ~ ~~:: Yl;;· .. :.:''',.
. I . l f " -""'-"D'l~ ...Imp les a saies value 0, ..).! O..:5"'<J per Slore.
and a total sales for an 685 Tengelmann stores
of US$ 647,103 in the Krin-gs tetrapak and
US$123.980 in the Alb glass pack. This
lmplles that Tengelmann negotiate-san
acquisition contract cd approx.;mately $1rn for
tetra and $ 5rn ror plass pac~;. red grape ji..nce



h, Tengelmann Grape Juice Packaging

The Tengelmann low-end tetra package 1S a
standard .1 mm foilt,ack and .02mrn film
composition on a .34mm carton stock it is
the simplest of rectanguiar designs and
'without any of tr,e possible combi fHp-top or
screw openings which increase the consumer
interest and price of the package. Ld<.ewise
the label printing is of the cheaper spot cr).lor
type without necessity for color separations
or close registration printing.

The high-end Alb! paCKage is a clear glass
bottle With a seal-break tWIst top The giass
is embossed w1th a >:reusable" label and has
a tnple label with six spot color printing on a
relatively cheap 20lb chromecoat paper.

Bet"'\ of these packa{:jes are at the low-end qua!ity
of their class, most ether glass packs are :n greer:
or brown glass, and mest other print:ng is dose­
registration. CMYK four coior separation format
Most other tetrapaks have comoi or screw top
openings. The tabie belov, descnbes. and the
images which foliOW on subsequent pages shew,
the details of both packages
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PART THREE: BUYER INTELLIGENCE BRIEFS: KAUFLAND, UDL~ ALOr,
KUPSCH! NORMA &RODETURM

6, KaufJand: Hypermarket Buyer Brief

a. Estimate-d Buyer Acquisition Contract Prices for Hypemlarkets

The graph below presents the SRDle··
intellimarc estimates of the acquisition contract
price paid on average by hypermarket chains
for all product types and package sizes. these

estimates do not measure a specific transaction
They are Intended onlY as general gUidelines
based on estimated margins and im~'Zxi product
costs

HYPEHMARKETS Estimated Retail AcquiSition Contract Prices fm Gr:ape
Juice in Germany by Package Type May 2000



b. Kaufland Estimated Buyer Acquisition Contract Prices and Shelf Space AUocati:on

The estimates on this page provide more re\eas8 their actual acquisition contract
precise estimates of acquisition costs for pricing fur public information These
specific chains, different types of products. estimates are based on SRO's best
different packaging types and sizes The secondary mforrnation on retail to acquisition
acquisition price estimates by package size and margJrlS, apphed to direct measurements of
type can give potential exporters a more refined actlial retail safes pnces. They should be uS€>'.i

idea of the quality and price relationships H1 only as preliminary indlc.atofS. and must be
the German market place and assist in confirmed through actual market t8stS and
developing concrete feasibillty stud<.es and direct negotiations with buyers
export business plans. Retaii chains do not
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c. Kaufland Packaging
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l.Udl and Aldi: Discounter Buyer Briefs

d, Estimated Buyer Acquisition Contract Prices for All Discounters

The graph below presents the SRDfe­
intelfimarc estimates of the acquisition contract
price paid on average by ail discounter format
chains for all product types and package sizes.

These estimates do nol measure a sperd1c
transaction. They are intended only as
genera! guirlelines based on estimated
maPJins and import product costs
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b. LidI and Aldi Estimated Buyer Acquisition Contract Pric~s &. Shelf Space AHo-cation

The estimates on this page provKie
more precise estimates of acquisition costs
for specific chains. different types of products,
different packaging types and sizes The
aO::ju[sitlon price estimates by package size
and type can give potential exporters a more
refined idea of the quality and price
relationships in the German market place and
assist !n developing concrete feasibility
studies and export business plans Retail

chainsol) not release their actual acquisition
contract pricing for public inforrnat:on, These
estimates are hased on SRD's best secondary
information on retaH to acqulsihon margins,
applied to direct measurements of actual retail
sales pnces. They shcuk1 be used only as
preliminary indicators. and must be confirmed
through actual market tests and (ilrect
negotiations wlth buyers
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C, Udl Packaging
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d, Aldi Packaging
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8.Kupsch and Norma: Traditional Small Store Buyer Briefs

;:l, Estimated Buyer Acquisition Contract Prices for AU Small Stores

The graph beiow presents the SRDie~ estimates do not measure a specific
intelfJmarc estimates of the acquisition contrad transact!on They are mtended oniy;:u;
price paid on average by all small stores for ail generai gUidelines based on estimated
product types and package sizes. These margins and irnport product costs

TRA.D~ T 1(~f't.'\L .SM."'\LL S.T()RES Est~!'n(~.ted Het ~i~~ ....'\,r.q,:;:~$~tk~f.~ C(~{ntr ;3-r:-=:

Phces for Gr;,~p-E: .ju1-:;.e :n ·G·er'rnan~r" t)y j'\~cka9(:~ Typ-p ~4;~y ·:::(::{:·O

SinteUfbu\/er
,-,":~.~,,:<~;..c. t-~....:"~,, ~'."..»:::;,.~ ..,,:-:- ::.(:::>~.~~;; ·~·.·\:X:-::

::x::· ~....:«.~. :-......::.;~-': ~_:.:<.:. -:.. :.:-;.:.,.;. ~;(<'« -:/:.:,.,.-,.:.

S ': . ():::

.>:.t.-.. ?;\j:;~

~#III.I'£fn
:::..::::::::-::.. :::.....:::.

·ie'••h~ln.



b, Kupsch and Norma: Estimated Buyer
Acquisition Contract Prices & Shelf
Space Allocation

Tile estimates on this page provide more
precise estimates of acquisition costs tor
specifjc chains, different types of products,
different packaging types and sizes. The
acquisition price estimates by package size and
type can give potentia! exporters a more refined
idea of the quality and price relationships in the
German rnafl<et place and assist in developing
concrete feasibility studles and export business
plans. Retail chains do not release their actual
acquisition contract pncing for pubfje
Information, These estimates are based on
SRD's best secondary information on retail to
acquisition margins, applied to direct
measurements of actual retail sales prices
They ShOUld be used only as preHminary
indicators, and must be confirmed thrnugh
actual market tests and direct negotiations with
buyers..
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c. Kupsch Packaging
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9, Rodeturm Apotheke: Specialist Store Buyer Brief

a, Estimated Buyer AcquisWon Contract Prices for Spedalst Stores

H1e graph bela'N presents the SRD/e­
intefilmarc estimates of the acquisition contract
price paid on average for specialist stores for all
product types and package sizes These

estimates do not measure a specific
transacbon. They are mtende{} Dnly as
genera; gUidelmes based on estimated
margins and rmport prod::Jtt costs.
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b. Rodeturm Apotheke: Estimated
Buyer Acquisition Contract Prices
& Shelf Space Alloe-ation

The estimates on th1S page
provide more prem,e estimates of
acqUisrtion costs for specific chains ..
different types of products. different
packaging types and sizes. The
acquisition price estimates by
package size and type can give
potential exporters a more refined
idea of the quality and price
relationships in the German market
place and asslst in ,::1eveloping
concrete feasibHity studies and export
busmess plans. Retail chains do not
release their actual acquisition
contract pricing for public inforrnation.
These estimates are based on SRD"s
best secondary information on retail
to acquisition margins. applied to
direct measurements of actual retail
sales prices. They should be used
oniy as preliminary indicators. and
must be confirmed through actual
market tests and direct negohatlQrls
with buyers
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c, Rodeturm Apotheke Packaging
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