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imported Grape Juice in the German Market

1. Export Opportunity identification

a. Size of the German import Market for Grape Juice by Sowrce

The tables and charts on this page measure the melno ons of importsd produst eoe
gach supphying country dunng 1868 and the percentage sharg gach has in the Sarman impon
markel. These lables and charls assist in identifying the size and competitive structure of he
German grape juice export opporiunity.

b. import Market Share by Competitive Supplier Country

raports iy the {5', rean
ource 1998

1000 Lit

£



§
S
¥
Lanad

oy

yoe-




Fan a5 Mar R san g Fe Bog FaTe o Dot

s possible to make prefiminary rough estimales  Germany with these averages can prowvide a
of potential profitability. By making this  useful preliminary soreemng oritesion ofs
comparison with specific competifor countries # '
is possible (o make preliminary estimates of
competitive viability against specific supplier
countries in specific seasons  Comparison of a
processor's estimated “breakeven” CIF price in
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4. Distribution Channels and Estimated Distributor Acqguisition Contrast Prices

The table to the right estimatles the perneniags
of food which s soid ihrough the five differen
types of retail siores i Germany, The
siores below includes the ones. highlighted in
red. which have been selected for profiles and
ariefz in the following sections.

Over ihe last 20 years, morg and maorg juics
products arg purchased directly from pro zeﬂsaﬂt
by supermarkals and other types of ratall chain

stores. The rele of wholesalers and brokers has
been steadily deciining.  Although the quality
and uantity requirements of the chains makes
them challenging as eniry points for new
exportsrs, 45 is important for the longer run to

Hypermarkets
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bp #1 »iams g for Jhred) a3l grrangements
1o the chaing

E»e'e;; fa broker eeholasaier, of procs
the Egyptian exporiers anfry point
market, s st important for that ezwrﬂv i
understand the pricing struchrs
specifinations of the chains i o1
nagobale 3 profitabis wholesaler deal
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The graph pelow eshimates the average price JUBHGE

during the whole year of 1848 which the five
profiied types of retail chains i Bermany paid
for an gverage liter of grape juice The chant below average

estimates of alt store types. a 3
This represents an average of ali slores in ?he packages o dustrate aoous t, sy pricg
category, including all different product type

{

Estimated Retad Acguisition Contract Prines for Lrape Juice i Gevwany
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PART TWO: BUYER INTELLIGENCE FOCUS PROFILE:
THE TENGELMANN GROUP

§. The Tegelmann Group: Buyer Focus Profile
a. The Yengeimann Group: Worldwide 0tema
Corporate Overviey DY

Kart Eg

y he Tengeimant
fortune whith employs over 200
over $20B in food and househo
Haub forfune was esiablished
age in Germany and now
owns a varied sat of aver
seven thousand retail
outlets in nine couniries.

During the {ast few

decades the empire has
grown principally through?
acquisitions, including the
in the late 70's of a controll
the UL.S. supermarket giant, AKH

Seventy three percent of all Group retall outiet
are i Germany. The 1870's U.8. acquisition’
continues 1o place the U 5. in second position



Tengelmann  core, but very significant pans of th
i now composad of non-fpod m*a( 2
as the DIY monster QB

: mﬁpﬁ the argeséi fdc:: DI

f;cmie,r ma-: sqg&rmamezq fod
i Th‘e ;xmcépa s‘!a*e '

Large supsrmarket chains
SDurys, made simiiar forays
diecountsy word inthe 80's ang
wit has a%nce- retreated o expangd ang
giten thelr origing! supsrmarksd '*-effaé.._
' imann group s one of the van
ma;or Eumﬁeaf‘ chaing 1o have madse such E
wast and conftinuing discountsr presence w
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As a private company, strategies are not
widely publicized and must be sketched from
actual group actions as well as statements.
Officially, the Haubs fatk of change through
closing unproductive cutiets and a “fresh
front” campaign to offer an outstanding fine
of fresher foods. The somewhat weak and
late introduction of a fing of healthy foods,
naturkind is the major obvious action iy this
area. There has also heen emphasis on
mereasing private labsi as a marketing
sirategy. but the meagre 400 iabels
Tengelmann’s now has is a relatively poor
showing when one considers that they market
over 30,000 total product iines.

¢c. Tengelmann Group Strengths,
Weaknesses and Strategic Opportunities

From SRD's perspective the major strengths
af the Tengelmann Group are {1} the
uniquely appropriate bajance in its store
tormatl structure o confront the bipolar
compehfion patterns which we bsilive e in
the future of "supply chain” intensive sectors
such as food and home “furnishings”™, and {2
its strong geographic position o gxploit
Germany's natural agvaniage in Central,
South Eastern and Eastern Europe.

For the purpose of understanding ang
evaluating Tengelmann's "halance” strength,

i is usefil to sketch the growth future of the
product sector which SRD oharaierizes as
“supply chain”  intensive, whinh roughly
corresponds to food and home furmnishings”
‘Supply chan” intensity refers 1o e need ©©
manian a geographically compisx and time
sensitive supply chain dus o the presance of
perishable products in the retail product mx.

Thus retail food putiels must include fresh
frozen and short shelf-ife products, and ghven
the seasonaiity of production, the suppiy chain
must include tropdcal 35 well a8 ne amv wrgiy

::z:);d in O;Y ar{i ga*d#r wrte* puthets L
food syores, these cullels must inglud
perishable ffems such as Bowers, anyd thel
supply chain therefore gquaifies as “supply
chain intensive”

The bi-poiar pattern of compelition referred o
above, which we Delive will charadterice he
future of these “suppiy thain inlensive”
products, invoives the concentration of growih
apporiunities 3 siore formal scales abovs the
tradmmai supermarket in ihe hypermarket

ector. and gt pricing pablerns baiow tha
trad"zoﬂai suparmarke! in the discounter
secter. Thus, from BRD's pont of view the




deal competitive structure to take advantage
of future growth opportunities would be ons
which is strong in two directions. scale and
product. On the scale side, the dea!
structure would include strong positions in
both the hypermarket! and discounter
formats. Onthe product side. t would nclude
strong positions in both food and the hame
(DiYigardening) “supply-chain” intensive
product seciors.

Although some European supermarkst
chains ke Sainsburys (UK}, have continuing
strang DY components. most have refreated
from their sarlier discounter positions, and
few, f any, are as ideally balanced for the
future as Tengelmann along both the scale
and product dimensions of these bi-polar
competition axes.

The second major Tengelmann strength s a
geographic one, positioned as it is with
existing sirong and reasonably profitable
autlets to the emerging economies East of
Germany. This, SRD believes, is the
geographic future of the German retasl
marketing giants. even though UK
merchants are doing their best o claim
terrain there.

Tengeimann's piincipal weaknesses appear
to be {1} stagnating orofits in whole maior

facia segments of the empire inciuding thae i S
{21 scatierad unprofitaniiity of stores w1 ctherwise
profitatle facias, and (3} 3 laok of adequats
supply chain “verticality” {o tabe A advaniage
of the inherent sirength of 8s format struchue
mentionsd above.

The major strategic opportunities which face

Tengeimann correspond to thelr wdentifipd
strenghts in expanding on eiher Sude (hyper and
discount) of the traditional supermy  formigt

vken

<
51

and in combining food and “supply
home products in the opening
Sputh Eastern angd Easiern Burope
Tengeimann's formal balance gh :
opportuniy to deepen marke! share at home and
expand to the East




d, Tengelmann Food Group Store Formals and
Sales Area in Germany

The structurad balance of the Tengeimann siore
formats alluded to in the praviouys ssction is
described in the graphs and charts in this section
These descriptions dvide Tengeimann stores first
by format and second by facia. The table al the
bottom of the opposite page combines both
concepts by showing format and facia stahistics
Al of {hese statistics on sales ares and sales in
this section relate only to food stores located in
Germany. Tengelmann Group non-foad stares in
Germany and all international operations are
excluded.

The graph at the top of this pags shows the
propotional share of store sales area in square
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Germany TS represents 3 maor aduisimen
stult by Tengeimann durnng the last two
decanes I response ¢ fisms oo re
RIeSSUTeE, s«‘:“sz BEuropean supermarkst
shains have respondsd o ':iz,:wumw
pressure by nir GC?J‘”"" WE RGUIESENG (0%
ushring th rmw“ the addidion of in
no-friis (}8”:{-?%’2{3 oF private iabel r;rwﬁx:z firgs
Some few anqut rad or established discour?
chains of their pwn, but 88 mentioned ghove,
aimuost g ::«‘* WGR Sract HROOUNET BXDANSIDN
efforts falled. Tengsimann s ong of the faw
maior rha:m of the 18803 who s now *w ¥
concentrated in the discountsr format

One reason for the long term survival of e
Tengedmann discouniar business Hes in clever
fine tuning of the format i thaw ;
discounter fania, Plus. Plust
core cament floar and palet
discounter, and # has & 'Ps ect-abie fres
oroduce offer 10 prove #
teft indicates that 36°
discounter sales ama i the mngdified §
Flus fags, and on W I8
disoourter format rwrew it vy
the most important rend in ihe lasl twr
decades for Eiﬁ'{'&{}&&ﬁ qaspermarkn* phan
has besn competilive press ¢
discounters. The Tk ann group 19
positioned al the beginning ofthe 2 :
not just o respond o that pressurs b
harmess i and benefit directly from i

The second majer format for Tengaimann

stc«re sales area is the h ',’:sesmarkm formg
with 31% divided hetweer !

amd Grosso-Bagnet ¢4




hypermarket formatl has the highest fumover

per snuare meler. this transiates into 34% of
overall food sales as Hlustrated in the graph

an the right.

The ftraditional supermarket format,
represented by the Tengeimann facig, ies in
the middie of the discoumter and hypermarkst
poles with sales per square meter at
7.621DM. This gives the suparmarke! format
the same . abiet low. percentage {(17%) in
both salzs area and sales

g. Negotiation Notes and Models for
Developing Tengelmann Strategic Alliances

Twe faclars are important in developing a
modei for negotiating possible supply and
related strategic ailiances with the
Tengeimann Group. The first is to realize that
i contrast io groups ike Migroz in
Switzeriand, Tengeimann does not have is
own vertically integrated fruit juice processor.
Thus an Egyptian frult juice supplier must
either produce its own final consumer pack
angd be able to mest Tengelmann’'s volume
and gquality mqu irements. or strike an
industrial product deal with a Tengeimann
supplying processor. The second factoris that
the Tengelmann group has recently hacked
off from its earlier strategy o consolidate its

chain aeross facias What s iefi
4 somewhal inconsistent system of
pendent

SUpply
complex and
patlially infegrated and aa"t gty inds
supply chatns for each facia  Thus strate:
atliances must be approached faca by facia ;
nof for the group as g whoig
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Tengeimann Supermarks!

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

¢ Tengelmann Grape Juice Product Line

The images above illusirate a iypical
Tengeimann supermarket grape jsice shelf
display. The Tengelmann grape juice product
fine is comprised of only red grape juice offered
in a3 no-frills and low priced tetra one hter
par:k,age and an up-market good quality and
fugh priced glass pack  Two products s a
typical supermarket format line, discounters
nomally display one product and hypermarkets
usually display three.

The Tengelmann Krings low-and istrapak
product had the lowest taste preference raling
{2.75 out of a possible 10 of all of the 12 grape
witces panelled for the sever sampled German
stores  In contrast the glass pack up-market
Albl product received a good 7 25 taste test
rating in the 4 panel SRD review. Both of the
Tengeimann products had the ipwest Brix
levels, 15.0, of any of the twelve sampied
German grape juices. itis of interest {o note
that in general, the highest pricad and highest
taste rated grape juices aisg had the nighest
Brix levels, ranging up to 17.5.

i. Tengeimarn Grape Juice Brand Sirategy

Reflecting the eariier mentioned lack of vartical
integration and lack of Tengeimann privale
iabels. both of the grape juice products are
produced by independent suppiiers and naither
15 a Tengeimann label. The low-end telrapak
product is processed by Krings Herrath Frust-
Drinks of Monchengladbach, and the glass
pack by Albi GmbH & Co. with plants in Ulm,
Dusseldorf and Maadebura,

“z“y;} cal Grape Juice

P

Shelf Dispia

s

i

it Tengelmann
Grape Juice P

The tetrapak ipw-end
Tengeimann product is
wriced at 1. 280k ?"**e' :
discounters sampied, 1
somewhatl figher c;dzzi ty ey sfated :
501 at 28DM. The! g reguiar etrape»
grape iuice 3t the sampissd hypermarks)
{Kaufland!is similarty priced at t 2800 whils
the traditional Norma siores préced? ther |
pack consistent with the discoun &
The somewhat up-scaie raditenal Kupsch
did not even offer a low-end telra pack. t?‘e ir
offerings were in glass at 2 2908 ang ¥
upscale spealist health Apctheks Rodertum
offered onby very high qu fn; 7-8 rated sugar-
free product in one er glass at § 850

g. Tengeimann Grape Juice Shelf Space
Allocation and Product Movement Analysis

The typical Tengsimann supermarks! sheif
space atfocation for grape wice novers 3 wial
of 81000 cubic cantimeders with a foor space
areg, nohdding ar aliongticon for nom-ds
of 34my for the Knongs telrapak and 24m
the Albi glass pack. Using the SR est ;*zate
of product movemeni observed i the sampds
store, an average Tengeim :
wz;f miove 2,020 of the Krings packages ang
y 387 of the Albl gswaqea per year This
mr}if&‘* a salas value of 3 ; WE,
ard atotal sales for gl 036 eaae—wq—nzn».“.ee
of USE 647 103 in the Krings tetrapak and
USB123.880 in the Albi glass pack. This
-impiies that Tengeimann negotigies an
acquisttion confract of approxmately §1m for
tetra and &.5m for glass pack red grape e




. Tengelmann Grape Juice Packaging

The Tengeimann low-end 18lra package 15 &
standard tmm follback and J2mm fim
composition on a . 34mm carton stock. s
the simplest of rectangular designs and
without any of the possible combi flip-top or
screw openings which increase the consumer
interest and price of the package. Likewiss
the {abel printing is of the cheaper spot color
type without necessity for color separations
or close ragistration printing.

The high-end Albi package is a clear giass
bottle with a seal-break twist fop. The giass
js embossed with a “reusable” label and has
a tnple labe! with six spot color printing on 3
relatively cheap 20ib chromecoat paper.

Botn of these packages are at the iow-end qualily
of their class, most other giass packs ara in green
or brown glass, and most other prinkng is close-
ragistration CMYK four color separation fomat
Most ofher telrapaks have combi or screw 10D
opanings. The tabie below descnbes. and the
images which follow on subsequent pages show,
the detlails of both packages.

{110 soale 9 freit
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PART THREE: BUYER INTELLIGENCE BRIEFS: KAUFLAND, LIDL, ALD,
KUPSCH, NORMA 8 RODETURM

6. Kaufland: Hypermarket Buyer Brief

a. Estimated Buyer Acquisition Contract Prices for Hypemyarkets

The graph below presents the SRD/e-  estimates do notmeasure a specific ransaction
intelfimarc estimates of the acquisition contract  They are ntended only as general guidelnes
price paid on average by hypermarket chains  based on estmated marging and import prochuct
for alf product types and package sizes. thesg  CCSis

HYPERMARRETS Extimated Retgll Acguisition
Juice in Germany by Farkage

19 R4
YRS Par lier
$3.640




The estimates on this page provide more
precise estimates of acquisition costs for
specific chains, different types of produsts.
different packaging types and sizes. The
acquisition price estimates by package size and
{ype can give potential exporters 3 more refined
idea of the guality and price relationships
the German market place and assist in
developing concrete feasibiity stuthes and
export business plans, Retail chains do not

b. Kaufland Estimated Buyer Acquisition Contract Prices and Shelf Space Allocation

coniract
Thess

refease thelr actual acquisition
pricing for publiv information
gstimates areg based on BRD's bssi
secondary infarmation on retad 1o aoquisition
marging, applied o direct megswemeants of
actual relail sales pnoes. They should be used
pnly as prefiminary indicators, and must be
confirmed through attual markst lests ang
direct negatiations with buyers

de o Months o B0




. Kaufland Packaging
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7.Lidt and Aldi: Discounter Buyer Briefs

a. Estimated Buyer Acquisition Contract Prices for All Discounters
The graph below prasents the SRDVe- These sstimales do not messure 3 spend
irtetirmare estimates of the acquisition contract transaction. They are ntanded
price paid on average by alt discounter format general guidelines basad on asi

L
chaing far all product types and packages sizes. marging and import produst costs.

b

PHSCGUNTER  Estimmared Retad

Aszgpaisitins Tanirady
duice in SGeanany by Package Type May




b. Lidl and Aldi Estimated Buyer Acquisition Contract Prices & Shelf Space Stlocation

The estimates on this pags provide chaing 4o not release their actual aoguesition
more precise estimates of acquisition costs contract pricing for public information. Thessg

for specihic chains, different types of produnts, estimates ara bassd on ‘E?L $ best a&con{iarg
differsnt packaging types and sizes. The information on retail o acquistion margns,
acquisition price estimates by package size apphed o dirsd! measuremsents of sciual retalt
and type can give potential exporters a more sales prices. They should be used only as
refined idea of the gualily and price prefimingry ndicaiors, and must be confirmad
refationships in the German marke! place and through actual marke! lesis and direct
assist in developing concrete feasibiiity negotiations with buyers.

studies and expori business plans.  Retail

D om (o drarneter |

AT ¢
kstimgted “"""3 Regaifar Aopusition

USSsuiter of Bing

Eustimated Packaging Specfications {rewirse angirsersed)

SRE 4 Pared Taste Preforence (T VG srain g

Treoad® 3 s heorey

27
fad



¢. Lidl Packaging
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d. Aldi Packaging
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8.Kupsch and Norma: Traditional Small Store Buyer Briefs

a. Estimated Buyer Acquisition Contract Prices for Alt Small Stores

The graph beiow presents the SRD/e-
imellimare estimates of the acquisition contract
price patd on average by all small stores for all
product types and package sizes. Thess

SMALL

TRADITHONAL STORESR i

oy

sfimated
Prices for fGrape Jduice in Sormany Oy

astimates do nol measure 2
transaction. They arg mntend 5
general guidelines hasad on astimaled
marging and import product costs




b. Kupsch and Norma: Estimated Buyer
Acguisition Contract Prices & Shelf
Space Allocation

The estimates onthis page provids mors
precise estimates of acquisition costs for
specific chains, different types of products.
differerd packaging types and sizes. The
acquisition price estimates by package size and
type can give potential exporters 3 morg refined
idea of the guality and price relalionships in the
German market place and assist in developing
concrete feasibiiity stuches and export business
plans. Retail chains do not release their actual
acquisition contract pricing for public
infarmation, These estimates areg based on
SRD’s best secondary information on retail to
acguisition margins, applied o direct
measurements of actual retail sales pnces.
They should be used only as preiiminary
indicators, and must be confirmed through
actual market tests and direct negotiations with
buyers,
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¢. Kupsch Packaging
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Specialist Store Buyer Brief

v

9. Rodsturm Apotheke

a. Estimated Buyer Acquisition Contract Prices for Spacialst Btores
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. Rodeturm Apotheke: Estimated
Buyer Acquisition Contract Prices
& Shelf Space Allocation

The estimates on this pags
provide maore premse estimates of
acquisition costs for specific chains,
different typas of products. different
packaging types and sizes. The
acquisition price estimates by
package size and type can give
potential exporiers a8 more refined
idea of the quality and price
refationships in the German market
piace and assist in developing
concrete feasibility studiss and export
busmness plans. Relail chains donot
release theilr actual acquisition
contract pricing for public information.
These estimates are based on SRD's
best secondary information on retail
ic acquisition margins, applied o
direct measurements of actual retail
sales prices. They should be used
only as prefiminary indicators, and
must be confirmed through actual
marke! tests angd direct negoliations
with buyers.
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¢, Rodeturm Apotheke Packaging
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