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PART ONE: MARKET INTELUGENCE

1, Export Opportunity Identification

a, Size of the French fmport Market for Frozen Green Beans by Source

The tabies and charts on tr:IS page measure
the metric tons of Hnported przxjuct rece;ved
fron: each supplying country dunng1998 and
the percentage share each f1as In the Frenoh

:::T;port rndrkt?t Tlle's-e tab;:f~,s (in:j~-:X~~;v~.:~. ·:.1·:)~:':.~:

In ~den:tify;ng the S;Z€ (iflCl cor:::r.>eFr:~;e- .strucL.>tE'
...-;f tt1e Fren·c-h fr(1Zen tft::an e':«pc:;1 C',pp<::1~;n:jy.

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

:.;::;:. .:•••.,; ;:, '.:.-. '.';':-...: .:.: '/.- < :::-:-:'" -"'>':0/



b, Import Market Share by Competitive Supplier Country

2. Monthly Import Quantities by Supplier Country



Tr1B qraphs and tab~e:s C::'~ tr1~S pagf~ n·:::::d~;;urf.: tne
rnGnthly quanttv in ;'n;;;tric tens. c:frn::zer: 9r8€n ~::c'dns

tf;'1port€{j :r:tc: f =-anCB fr()n~ each (;f the ~nd5·;."at2d sup­

piie:' COtintfies dUf;ng 1998 \!~!rth these Ct:di"t~ ai"":d
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3, elF Import Prices by Month and Competitor.

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

The tables and graphs on thIs page and thE' oppo::de page present the rnonthly d'.... eraW; (;IF {;jo:l,esh:
cost of goods. transport :nsurance and freight) price rece~ve{i by each of the :1'.3Jor (H'HS page! a:1d
minor {opposite page) supplying countries z:,f importe,j frozen gfeen beans into France in ~ 998 Th::3SB
fIgures and graphs can be useful indicators of the v!abllity and prof;tat)IJity of e'<Portngh>n, Egypt
during different seasons of the yeaf

Mr>nthi\ OF imptyl't Pricf'~ R(',"\;';'tt'ti \1\ Ton Fi\·:~ COPlj'l{<1i(n!'S,un !)!iet ". l()f lrn/('n (;n:'>''1
J '~" } ~ • "1-" . '- ~ \oo.~. '01 "" '-1 \.. . ~ .•.( ." t ,. . ~ J ,.

Beans into the French \brket 1998
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By compan1l9 these elF prices with tl1E: estimated prGduct. pacK1I19 paGkag~n9 costS InsurarKe a''.d
freight to France from Egypt ~t is possible to rnake preiH11ifl<'lry H)ugh estimates of potential prcftabi:tj'
By making thiS compariSOt1 ,,-vith specifc competitor CCii.i1:tries it IS possible to rna!<8 pfe;':rni~':arY8st:rr:ates

of cornpetltlve vIability against specific suppiler countries H: specific seasons Poe dotted :~nesi,: the
ctlarts indicate the average fer major and minor exDorl.erS as a group Co:nDati~z:;nof a p:\)c:,es.sots
estimated "breakeven' elF price H, france .virh these avera']es can provide a usefUl preiirmnarj
screen~n9 cr~terjonof export viability
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4, Distribution Channels and Estimated Distributor Acquisition Contract Prices

;3.C»·;.

.:? ....:t ~i·,..>

10

Fie table to the fight estimates the perU';ntage
of frozen food which is solei thfougtl the fivE'
different types of ret"H1 stores selecte<.:1 for prdiifiS
and bnefs in tn,:; foiiovvmg sections

Over the iast 20 ''fears more ?,nd mOti.'; frOZ00
products are purchased riirectiy from processors
by SUf)erma,"i>:ets and other types of retail chaH'
stores The rok:; of wholesalers and tn.Jkers has
been stea,j!ly deCiH1ing ;:'Jthough the quaiity and
quantity reqwrements of the chains rrai>:.es tr,em
cnaliengiflg as entry points for new expcrt~;rs its
is important for the longer run to begH: piannmg
for owed saie arrangements to the chains

Even if a croker. wholesaler or processor is the
Egyptla:: exporters entry pew)! ink; t~,e rnar~:.el.

it is still important for that ex.porter to understand
the pricing structure and product specifications
of the chains In order to negotiate .3 p(offtat){~

wholesaler deal

Din
Docb de France:
1»CC>~t

EurtlP~l OJ ~(";)i.itH

Dennt'f S:lklJitt:"p

fnnprn
La \llltafll

P..;l\:~l·;n H:·d~)n

t;r Jnd \klH>Pi diun
\j iL", {llnJkv<.T)



The graph above estmlates the average price
dunng the w'hole year of 1998 which tr~e three
profiled types of retail chains in France paid for
an average kilo of frozen green beans

Th,S represents an average of aH stores ·in the
category inc1Udlng aH different product types
{'.vhoie beans. cut beans. sliced beans and
organic green beans). ami ai! package SlZ.€S and
types.

The chart be!ow averages SRD.;e-inkJ:;;inarr
eStlmates of aii stc~re types all PfO;j~v;ts and an
packages D):l r"rlGF:-th to ~Hustrate th€ s.easo:n.aHty
of prr.xiuct acquis,tlon pr:C:es These seasc;na'
ffuctu3trons are based on the seasona;
f!uctuations in product ccsts in genera! s(;;
seasGnai patterns dre ;::1s·surned to be sirnHar for
different store types

~ .~
:: .'



5. The Auchan Group: Buyer Focus Profile

a, The Auchan Group: Worldwide Corporate Overview

In 1961 Gerard t,,!ulliez estabi:s11ed his first supernmrket and ,n
1967 or: the French oty of Robar:( he completed the first
Hy'permari<.et By the end of tt1:S year h:s famfiy shouid O'Nn an
85~!0 stake HI over two nundred Hypermarkets five hundred
Supermarkets and SiX hundred Conver:lence stores H: hNelve
countnes

By the end of 2000 totai Auchan Groupp employees wiH excee-d
110.000 and Group saies wili top USS20 biH:on

Three hundred fifty Mulliez farnliy members own 85'% of the
Auehan Group stock. the balance IS o'Nned by Auehan ernpk,;yees
.. the group has never l:sted on a pubh: stock exchange ami
does not plan to 1t IS one of iargest f8m 1iy owned rebil
cornpar:les H: the 't,,'orid In add,tion to O'Nnlng bod stores the
,~uchanGroup !s the owner of most of the shopp:ng maHs where

12 thew Hypermark.ets are locatee
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c. Auchan Strengths,
Weaknesses and Strategic
Opportunities

In our view the Aucf1an G~'oup's
, " " t" ,

p~'incipal srn:;ngtrl is l!S stron,;; mU~·H

~ ,,-, sit:,., ,., ;:" i hp '01"'<:< t f'w~~kAt<:< of~ ..} ... ,(.V}, ~':: .... ,.~. yO..... • l:l~ ""' ...........

ron:ance~ianguageEurope lilCiud10g
France" Italy, Spain and Portugal This
IS a hiqh income and high inc(.mw
gro\,vth '"reaion and the Auchan (;Wi4i

is ljf)iqueiypositioned to budd a vast
food marketing empire there

The UK. supermarket masters [laVe
targeted their energies into Central
Europe and foliowir:g their' Go!onla! ties
\,tVestv.;ard through acqUisitions in the
US/Canada and Eastward toAsia The
German !anguage giants of
Switzeriand {Migros'; and Germany
(coskutters AiCii" Lidi etc) have
~>ositionedthemselves appropnateiy in
Centra! and Eastern Europe and afe
rnoving south dD Turkey and t.!eyond"

~ :.:.:."

j,":'::,",::,"":.
)"<':, ':;::
~:».: .

~. :.'.=•...

'14

It rnay S8-en-:: o:~~t(~at:e·~j·. b::j~ <>L::f '.•;:1:fr·)~i ~·s·

t}"':at h~rlguage. gt,:!:r;{Jraph~(: P{}5::!::~J~~

and c{}~onia~ t~€S Jj~) rn:.;!te{ H~ frl6 ~v~;):dd

race· to dCfr-:<:pst'e sup·efrr~8rket~n~; ..A.s
A..t~char:·s pr:0c~pa;: strengtt:· .::$ ~:n

expancling inside the South. and ,,:Vest
. f e . -,- ':", , .. '" - ;:::> '.""-""'''''" "," :~s{,.).: f'\orna:~ h.....t~ ...::<:::r1}zl:,.~·a:SJ·~ .~<..::.~ ....,):!"".~ .. =:: ... ,{ .....

princ,ipai weakness is its scattered and
thm international e);pans:o~~sir:e¥ery
ether continent

()u,' vie.w ::; tri3t,·\ud~3n'$ malor
strateg:cq)poitunit!es Em.': (1} to use
its very. stronq supph lines and

~ .~. '.;... ~

empioyee ttain:ng modeLs tc, expand
rnarke.t shafe in France Haiy Sp.a;n
an·a P·orbJga~ .. af1(} (2} concentrate its.
r~c~n··Ei.irc·pe:an €xpar:sion ;-.:;ffa·rts {}n its
Mexican and i\rgentne beaC?':e::K~s

These two countries 8re e>~cei:e1t

~~..uchan expansic~p tat:Q·ets. and f::t cur
v~ 6\'V cf ~~ u~:han's :::O~·:~ pa rah·:..-=·e
advantage vl;s·a-'ii$ :~s US :~r::j

Europc<in Gon~pet:tots



.~:,:.";-:';-:-;';'" :...••~;~...•r.-=:-=-:::;'~x-.:.:.~ : :".:.:::::~•., ;:: .'': x:::
-.;.:::. ";..::.:-:-:.-;.. ".-:' ~.'.'" ,:' ..:.~.:: :.(..: -;.;.,;.:::

d. Auchan Store Formats, and
Sales Area

!\iJ;..~{~dn he8:!iJan:j: ,::o'vs(:ng 64:':::::~: of tot.a~l

group s.a1es area. ?f the 47"6
superrna.rkets ;f~ France· .. ~t.a.jy and S~>a~::

are 2ddet1 tc H:8 Hyp·e:TnarKet.s. trH?S.t:~

!vvo tonr:a!s ~n tt'H'-ee- 3:~~~afJ.~nt (:·ountri·es.

wrth a con~~n:~)n sup:pl>y cha.in hnk~;d t>y
E·U rnotor~\'ays. cO:"np:nse :-ou-g'h1y 80:~;(.

of aH 9fOUP sales a·n.:.~.:1 ·/.·i~~: c:n:~y' about
50~~~{ c·f 9rO(iP stotes

S!nct~ ,S.(~:~1te :}nc' !"(::q!..~~t}(:.s ,::;rf: e':~:'e{):"!f;·::"!>~J

in [t;s's t!UB~·!~E·/:::$. :."::\~.;C':;~d.n·s h~fg-e' .h:.trndf
st<"lrz::s in its rhrf>[: co-un!.1Y· .t)f;,:·;..:::t/:f~ff aft?

rea!i'/ t?ven fr";()FS' t:ha.n .9()~{ {;f its !-de

Woddwide, the Aucnan Group OW:lS

1,272, stores which ,o\uchan reports
divide between Hypermarkets,
Supermarkets and Conveniem:e SRD­
elntelhmarc estjrnates thatAuc!1ans 203
H'}"perrnarkets. although they only
comprise oniy 16~{,? of 9fOUP stores,
contain 70% (18M rn2) of the total sales
area (2.4M n/) of ali formats

......~ ..
~~:' ~;~':::

' ..:.. ~ '.:

{~:.; .. ,:::, .'

:: ~~, 0. :.~

:. :=:::'" ~:2 ..:

.... -',,:'
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'.:"::::'::'::: .•.::•...:.:.::-=;.

.......:-

: :/.:. :..~::.
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inSide France .. t!le .Auchan Group has
120 Hypermarkets under the Auchan
and Mammouth facias wrth almost Dne
million square meters or sales area, this
represents 41 {':to of total group sales area
and is the core asset of the Auchan

Surrounding thlS core are the sixty six
Hypermarkets ;fllialy and Spa:n. wh:ch
when added to the Frene?l
Hypermarkets comprise a Hyperrnar~;.et



Auchan Strategic Alliance Core Supply Opportunity Triangle

e, Negotiation Notes and Models for
Developing Auchan Strategic Alliances

Berlind the fantasy of a 'Norfdwide Augchar: 1i(';$

a pO\Nerfuf reality of a Western rv~editeneaneBn

rnarketing giant It is in the context of this
,~<i1ed;temlnean(eailty Egyptian strateg,( aHiano;$
for suppy of frozen green beans should be
de'le lope Cl Strategic alliance negotlationis
iargely a matter of finding a strategic fit behveen
compan,es. StrategIc fit is in tum farge!:; an \ssue
of niche advantages. In the supermar".et bUStness
two major factors. cost and logist:cs. define
strategic fit.

As European supermarkets look South and East
to obtain 10\0\' labor cost supplies ot frozen
vegetables, including green beans .. Egypt and
i\uchan have a number of important potential
str3teg\C "fits" The most important is the
mtersediot1 between the ,A.uchan Mediterrean
'core" triangle (see chart above) and the Eypt
suppiy logistics triangle behtteen major Aw:han
import supply ports, Uvorgno MarseHle. and
Barcelona and ,<\Iexandria. This regiona~ supply
"fir wlth Auchan. ;s perhaps better than any other
European supermarket giant. The combinat~onof
lOW labor cost product and transport log;stic a9iHz)'
define a h1gh potent:3i strategic alHance q'che
between Egypt ar:d Auchan The cklse language

16 and Gultural tes betv.een France anti both

~..4Qro(;co and Aigena (potential hy+'<,bb<>r c'.]st
SUPph€TS) present ·~.:ot·n;:>eti:t{~ie ch8ne·n:9:e~s to: th~e

-deveJoprnent of such aHLances. ~,l'ie· ~~s'·G:uhj~

recommend a 'frank" achon '.vithapproaches tG
I.>tta Mercado ami Ak.ampo w4hsupp\ !inks
through Livorgno and Barceh::ma Thr$ wouid
~;p./r;-i(J an HT;:fne-{jjate cLas.h :li~t.h B·o:t~{i:L::eH$ ;~n tf::e::r
oV>;n hrJrne C(}urt. The ::>t:}e-t~tive \·vC.~tJd: t)e· t<:::
negotiate an Auchan 'v brand supply ofextraf:ne
beans for the harian and Span:sh stores

f. Auchan Frozen Green B·ean Product
Line Pricing and Brand Strategy

The most Hnportant ch<'lracteristic of the Ai.JChan
frozen green bean pmductline rsrts tmHe-d
SCOpB. For a rnajof hyperrnark.e! 'wi:th as many
as 60,eOO different rterHS in stOCk. to ha\'€ only
N-tO frazen green bear; products is r,;cst unusvai.

L Auchan Frozen Gre·en Bean Product Line,

The total Aucnan frozen green bean product ;:ine
is comprlsed of one pm(klC1 type, whole extra
fine green beans and one package fOfmat..i k9
pJashc t,a-g This contrasts to Carrefou(s four
product Hne. an'd the tour pror.tuc1 Hr::ec::f H>~:

spec:alty freezer ::en~er Thriet The ;ack (Of
vert:cal cut beans and r:cnzontalsfc.ed t{:;frn::jts
is charactenstH.: ')f the French rnar\\et :wd contrasts



.........................................................................~:....:-:-:-:.:-:.:.:-:.:.:.:.:.:.:.:.:.:-:.....:.:.:....

II. Auchan Frozen Green B~an Brand Strategy

The dominating presence of Bonduel!e ;n U,e
frozen vegetable market in France is e,,!dent Hi

the Auchan product line, Haif <::rAucha" s
offering is under its O'Nn Auchan T'~ brand and h~if

!n 8onduelle's well ~;.nown package The best

opportufHiy for EgVpt ¥.J{)LH~j b·E.~ tr; ga:~r: :a focth(~~d

packH:Q ;n the A,uchan iatJei for ,jrstr:[Jd;Ofl t!:D:J9i~

;ts Cina Mercado a~d <::r /\icdn<po rac,<!;" in !ta~y

,and Spain This (;ou<i ieact~o <3 broader
distribuLon oPPOrtW1:ity in the M:;vn,'pouth, and
later Auch:an c'>tores, !" F:-anGB



ill. Auchan Frozen Green Bean Pricing

The Aucflwf.ii' brand one Kilo package lS sold at $222
and the BondueHeS brand kilo 1S sold a~ $2 90 This
pncing is siightly above the CiJrnpetito:- Carrefou(s
own iaoel for extra fine at $2.15 and substantiaily
more for the Bonduelle€; pach<'lge at the same price
$2.15 The pncmg of 80nduelie is almost 3~;:;S abcve
Car-retour's pricing of the same package

A.uchan pnces are precHctabiy higher than the
discounter supermark:ets like Ltd! and ,A,k:Ji .".",hich S{:;l!

very fine" frozen green beans at $1 90 per kiio
Speciaity freezer shops !ike Thir;et and Picard
Surgeles have a wider price and quality range of
frozen beans With HTtp-crted Moroccan product lo>Ner
at 52. 06l\<g.. and gourmet Bonne CuisineC1';) brand at
$4 '15ikg Thus ,A,uchan. and for that matter, aiso
Carrefours. target their mid quality hyperrnarket
product in the center of the pnce range bet\.veen the
discounters and the high end brands sDld through
speCialty freezer shops.

g.Auchan Groze-n Green Bean She-If Spaco
Allocation and Product Movement Analysts

square rneters of sates ft~:Gr s:r:'[~:Cf; ~n ;3:P -a:.;:eta·g:€.~

AuU,an hypermarket ,<,,,nth aimc;st equai sp:ac~

devoled to the 8ondueHB::oE:: and A.:uC~"";:8r(~{:~ c-ra:nd
packages. The typi-caj 5ht:H di:sp~ay ~s 3n ::):pen top
cooHng ene·sf styfe C·3:s.e as. \~\}:strate:~j bf.d{)¥4.

SRDie"lntliinHfC estirnatBs that an aVttag~ ·c.f .: 2'
80·nd;j-e~;-f/f) af:t1 ~ 8 /\uct::an~:.f:: brand :p-;a{-:.ka:g:esana
sold on an average day (n a tYP~(;<1i hypennarKet
Thk~ \.s;ou~d total "9.3 rfH?tJ:1C t("!:ps (:lfrozBn 9:fe·e-n bf;an
saies Del' hyperrnarket per year VVher: expand;;;;]
to the totaj )~uc-har~ (;rou~~ stc~te"S. ~f: Fr:ancf:". tr~:~-s

in:pHes a total frcZFHl gteen bea~ sales per yea~ ·c:.f
'1.606 rnetrtc to-ns. ar>d 2 .48H rnetnc tons :~r~ na>f~ and
Spmn are added.

in sa~€s \{a~ue. this. >rnp~~fe-s a tG:ta:~ (';.f tJSS· ·f3rn
France., lta~y a{~(~ Sp.a{r:. S2.·Srn: ::r: t~"::e B<)n(iLH·1:;h:;:::~~::

label and $3 4tn in the A:.iC~';J(K::::brar:d



Estimated
Estimated Sales in US$ OOO/Yr Auchan Fr<m(;{~

Estimated Safes US$ COO in France/lta!v/Spain
Estimated Safes IYIT/'{r ,n frdnce/ftdly/Spiiin
Estimated AcquisltlO!l Contracts (US$ oom

8as,e·d on these sal:e-s f;:9:"~(€S. anri 8·S.StH~·::~Pg S.R[)·s
est,;:'l":Jt€-d sa;ss rnar9~ns the: i·\~jGhan (}{C)UP

neg-oHat-es fr-oz€n grf~er: t:·ean .8cql;::E-:.:it:r::n con!ra·crs.
for :supp-kes uncier its GVi/P ~A.uch-an::~?:· ~~at(~~:; ·tota\~:ng

;:'It.>proxirnately USS2 1rn pt'."· Y83r and :an ~.:;::w:s:t:on

contract \jv~th Bondue~i'€<E:: for dppr-·:")x::n'"~·at€,~:.\- $. '1.-8n:
per 'year for )j;stnt::ut~ot:: :~n its ·c:,c::·;".:.~ s·tores ,in F·;--ar:G·e
Italy arx! Spa;>o

l y6{)t~

]~9~}3

3.346
?:';:~S9
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h. Auchan Frozen Green Bean Packaging

........'- ".:.:.::.:.:.:~.

h. Auchan Detailed Packaging and Prod­
uct Specifications

-.'



h, Auchan Frozen Gmen Bean Packaging h. Auchan Detailed Packagfng and Pr<:>d·
\.let Speeificabons

-'..~



PART THREE: BUYER INTELLIGENCE BRIEFS: CARREFOUR, THIRfET & UOt

6. Carrefour: Hypermarket & large Format Supermarket Buyer Brief

a, Estimated Buyer Acquisition Contract Prices for AH Hyp~rmarll;ets!Supermar~ets

The graph below presents the SRDfe-}{i!e!~

itmarc estimates of the acquisiticm c;ontract pnce
paid on average by ail hypermarket chains for ali
product types and package s,zes SinGe a par~

bcuiar ch3lQ is not likeiy tu be negotia!in9 a new

~ntend:ej only· as :~}ener~;ri g::..~:{h&i~n{=:·s b~·~·8·ezi con: es ..
tlrnater.1 margins af1d S83:';(;t",(l' f'uct:Jat::y,s ;'·':T·

port pre-duc! c;osts
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b. Carrefour Estimated Buyer Acquisition Contract Prices and Shelf Space Allocation

The esWTiates on this page providt'.' more
precise est,rnates of acqulsrtlGn costs for specific
chsins cllfferent types of products. different pack·
aging types and Sizes The acqUisition priCB est:·
mates by package size and type can gr'.ie poten­
tial exporters a more refined ,dea of the quality
and pnce l'eiationships ,n the French market Place
and assist ;r-: developing concrete feasibility stud­
ies anci export busmess plans. Retal': chains do

no! re*eas-e their ac:tua! ~~cqu::s.:r:{}n c;(~:~~ract r;rk".:.·

in9 for pl~b~ic' inforrna!;:D:: T-1::{=:SE e-~.t~{r::.ate·s ar~.::,

Product Tvpe Seans

De~~th ern

Price Loc~~~ Currency
Pf~ce ~n usn

USS.;- Kq. Net PrODUCt

PIastc
32.50
30.. 00
4..00

.~ 350

•~ .... y ,~

'>,/ : ."...... -:.., ... ",'

,-9,,,,:.

'\: . :.:

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

~.... ;i'. "::
: .j .

A...... "'" ,~.

\ .
·ofo·· ··" ..~.•~-

•-:- ••~- .'.0:; ••••

}:).)j:

\:
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.,.,
'-!-'.---. ••••.

",,; .

)1:.....,;
~--~..

t~' ....
.:.r--......• : '"

.~.~.
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c. Carre-four Packaging

d. Carre-four Product Specifications
by Package Type
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c, Carrefour Packaging

d. Carrefouf Product Specifications
by Package Type



c, Carrefour Packaging

d. Carrefour Product Specifications
by Package Type

...................................



7,Thiriet: Specialist Freezer Centers Buyer Brief
a, Estimated Buyer Acquisition Contract Prices for All Specialist Freezer Centers

The graph be.lo~yv pres€r~ts the ~;R[)I{:~··j/;tel­
limarc estimates of the acquisition cGntract pnce
paid on average by aH specialist freezer centers
for aH product types and package s:zes SinGe a
particular chain is not likely to be negotiating a

ne\"'j ac:q:"Hsni:on c.orHr3ct eac:h ::--n(;:n!:h .. tt:::e-se- ·es;.~v

rnates de :":or {neasure d: spe·crf~:::.~ trar:s-3:-:::t:(::{\
The\i are ~n·tend€·d: o:~~:/ as g.en€.~taj qu;:dernes.
basf:-d on es,tirnats?j rr:arg~r::s and s·e8.so:~3~fh.<c·

b. Thiriet: Estimated Buyer Acquisition Contract Prices & Sheff Space Allocation

The estimates on this page provide more
precise estimates of acqu\srtion costs for spe~

dfiC chains, different types of products different
packaging types and Sfzes. The acquisitfot': pnce
estimates by package size and type can give pc-

tenba1 exporters ;3 n1CF8 r:;8firH::.~j :kJea c·t the
quaHty arlO .ph:f:.:t3" reTahonsh:~p;s ~n- th:fJ -French
rnarket p:;·ac€ and a:SS~$t ~n d~€t.ieJa:p#1g(;O:0cnZ'tt~

feas~bHity sttHt~·es and ·ex~~(~rt bus~:n:es.s p{arrs."
RetaH chains do not release tbe::r ;8;:.:h.r;;'li ae·
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quis,llon conttact priCing for Dubiic ldorrnatim':

These estmates are based on SRDs best s\'.'z>

ondary information on ,"etaii to acquisition ,rar"

gins. appl:ed to dlfect meas'.Hf:'rner,ls of actua1

retail saies pnces They ShOUid be used only as

preliminary indicators and must be (:onfirrned

through actual rnarket tests and dii\:,ct ne~!otia­

Zions with buyers

2:5·.5-0:

-~3.Sf:

.~-~- ."'.'.-:.
~:>.5:;:

:- ." .. ,:.-
': :).-:::::.::

33S,.G-~ f

S,eans

J?se

$2. TS
$2. ~ 5

}3,50

30..(:(:

;. {'~~:.:"::
:: ~-"""'v"' ..."

Width err

Prire ~n US-D

Grass ~\~€'~9ht nnch:d~n9 Packag€) G~~{ns

N€t ''r\'?~ght tPr:::duct >J=n.1y·} G:fafn:;
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c. Thiriet Packaging

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



c. Thiriet Packaging



32

c, Thiriet Packaging

d. Thirit,t Product Sp('dfiCiltion~ by Produd T)pe



c, Thiriet Packaging

(L Thirict Product Sp1.'dtic:ltkl1l~by Prm.lurt lyp~'



8.Lid!: Discounter Supermarket Buyer Brief
a. Estimated Buyer Acquisition Contract Prices for AH Discounter SUfJ£\rmarkets

The graph below' presents the SRDie-if)wf.
/jmarc estimates of the 3cquls!tion contract vice
paid on average by a!i discounter supermarkets
for ali product types and package sizes, Since a
particular chain is not iikelyb be negoti3tir':q a

ne,:;¥ acqu;sition cc::r~tra('1 e-;3.;:.t":: fncr~th. th:es.e e-s.t·
rnate-s do nct f0Bas.u:re a sp·e-c:~nr:. trar~:sacb-c:n:

They are intended Q:n~y as .g,enera~ ;;u::<.~~ehr::es

basf.:d :Dn esnrnated rr:arg:H:s anr..i S€Js(::-f}2}l: R=;,.:t>

tuaVons ~n ~rnp·o{t pr::"):c~u(t C:::'J:st-s

b, Lidl: Estimated Buyer Acquisition Contract Prices 8. Shelf Space AHocation

The estimates on the next page prcv,de
more precise estimates of 8GquisitlOr: costs for
spedfic chains, different types of pr<::ducts, dlf.
ferent paGl<.aging types and s?zes. The acquisl-

!ion price 0shmatss by package s,ze and type
can give pOlent~ai expO~0tS a r;'lUi'e refined
idea of the quality and prh::e relatonsn:p$ ?"
the French rnarkBt :pL~(.B and ,as~)st ::t': ::j:e~iel··
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oping concrete feasib\lity sl.ud,es and export
business pians Retaii ch::'lins do not tele2s(:;
their actual acquisition contract pricing for pub··
1;c information These estirnates are based on
SRDs best secondary inbrmatlc)l: on retaii to

a-cqu~sjb()n n·:8{tl;~:S: aOf,)';ied tc di:re{~·t rt::ea'S,U::'f.\rn:Er:ts
of az~tua* retaj,~ sales ptices -T:hBy shc:t..H:j" :t>f' u·s·ed
only as pre;lrnin:.ary ~r~rhcatc;:rs. an<.in-::ust {J:€ r>~!n- ..
firrnE;d througf: actu(1J n~ark.,et tests an-d ji:re(:t n€·go~

tiations "Nith fAiyers

.....~ ." .". ..
t ..... -:-

IPk0A

-i..

~ ~:
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c, Lidl Packaging



PART FOUR: EXAMPLE FULL SIZE PACKAGING &PRODUCT QUALITY SPECfFICAIIONS
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an ALEB/SRD expomarc~file
for export opportunity identification


