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HEAVY SEAS IN RETAIL




PACO UNDERHILL (2001): '.

B \Wheather brilliant merchant or plodding vendor, retail demanded a special
commitment. At any level the only thing was hard work.

M Beeing a good merchant has never been easy.

B The great merchants learned the details of their craft the hard way- by
doing it. If they were lucky, they had a mentor.

THE XATIONAL BESTSELLER




BIG-MIDLLE-SEGMENT (LEVY ET AL., 2005, S.85) -.






Vorführender
Präsentationsnotizen
The recent wave of retail bankruptcies as well as poor sales performance has resulted in a large number of store closings. Low sales in store-based retailers can also be attributed to the rapid growth of web-based retailers (largely, Amazon) as well as an excess of store space per capita in the U.S. as compared to other developed nations. 



IN TROUBLE: SHARE PRICES e '.
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IN TROUBLE: INSIDE THE TORNADO e'.




ALTERNATIVE STRATEGIES: SMALL, BIG,

NISCHE (CHERAU/MESCHI, 2014. S.30) -
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STRONG GROWTH: BIG IS BEAUTIFUL/
TARGETING THE BIG MIDDLE SEGMENT '.

Walmart

Company delivers strong revenue growth of 8.7% with strength across segments
Walmart U.S. grew comp sales’ 8.2%, with unit growth in food, and eCommerce up 16%
Q3 FY23 GAAP EPS of ($0.66); Adjusted EPS? of $1.50
Company raises full-year outlook on strong results for Q3
Company announces new $20 billion share repurchase authorization

(https://s201.g4cdn.com/262069030/files/doc_financials/2023/g3/Earnings-Release-(FY23-Q3).pdf)


Vorführender
Präsentationsnotizen
First, it was a good quarter. We delivered strong results on the top line across our segments, and our value proposition is resonating with customers and members around the world. We see this in our grocery business in stores and online in key markets like the US and Mexico. Customers that came to us less frequently in the past are now shopping with us more often, including higher-income customers. 
Second, we're being thoughtful and balanced about inventory levels by category and expenses as we work through the fourth quarter and position ourselves for next year. There are places where we'll remain aggressive and others where we're being more conservative.
 Third, while we prioritize retail fundamentals, we're also connecting and scaling newer naturally related capabilities to our larger business so they become mutually reinforcing. Marketplace, fulfillment services, and advertising are examples.



NOTHING IS BEAUTIFUL
CECONOMY

We empower life

in the digital world

TRADING STATEMENT Q4/FY 2021/22

FY 2021/22 preliminary results

Sales reached €21.8 bn, up by +3.2%" yoy (+3.5% on a like-for-like basis), driven by brick &
mortar recovery and significant growth in the Services & Solutions business.

Regions: DACH segment on previous year's level; majority of countries in
Western/Southern Europe and Eastern Europe showing yoy sales growth.

Product categories: High demand for white goods and telco products.
Online sales at €5.3 bn, online sales share of 24.6% almost doubled compared to pre-
pandemic levels; pick-up ratio of 37% equals almost 10 million picked up orders providing

relevant cross- and upselling opportunities.

Services & Solutions sales increased by +21.6% yoy to €1.3 bn, accounting for 6.2% of total
sales.

Adjusted EBIT? came in at around €200 m reaching the upper range of the FY guidance of
€150 m to €210 m; Western/Southern Europe and Eastern Europe above previous year.

Met Promoter Score (NP5) improved yoy by 5 points to 50.

Value

Big-Midlle Segment

(https://www.ceconomy.de/media/ceconomy_trading_statement_qg4 fy 2021 22.pdf)



AMAZON.COM, INC.
Consolidated Statements of Operations
(in millions, except per share data)

(unaudited)
E B I T Three Months Ended
September 3,
2021 202z
Net product sales 5 54,876 $ 59340
Net service sales 55,936 67,761
Total net sales 110,812 127,101 —
Operating expenses: Big-Midlle Segment
Cost of sales 62,930 70,268
Fulfillment 18,498 20,583
Technology and content 14,380 19,485
Sales and marketing 8,010 11,014
General and administrative 2,153 3,061
Other operating expense (income), net (11) 165
Total operating expenses 105,960 124,576
Operating imcome 4 852 2,525
Interest income 119 277
Interest expense (493) (617)
Other income (expense), net (163) 759
Total non-operating income (expense) (537) 419
Income (loss) before income taxes 4315 2,944
Benefit (provision) for income taxes (1.155) (69)
Equity-method investment activity, net of tax i4) (3)
Net income (loss) % 3,156 % 2872
AWS
Net sales % 16,110 % 20,538
Operating expenses 11,227 15,135

Operating imcome % 4,883 § 5403




EBIT

asos.com

Share price 611.00 GBp 0.00%

C Performance for the year ended 31 August 2022 )

Revenue

£3936.5m

(Growth rate): 4%

2021: £3,910.5m

Adjusted EBIT?

£441m

(Growth rate in %): -79%

2021: £206.6m

(https://www.asosplc.com/investor-relations)

Gross margin

43.6%

(Growth rate in bps

2021: 45.4%

Adjusted EBIT margin?

11%

(Growth rate in bps ): -420bps
2021:5.3%






DISRUPTED SUPPLY CHAINS




LOCKDOWNS IN CHINA




INFLATION

&

Preise

Verbraucherpreisindex und Inflationsrate

+10,0 % +43,0 % +20,3 %

Inflationsrate Verbraucherpreise Verbraucherpreise
(vorlaufig) Energie Nahrungsmittel

https://www.destatis.de/DE/Themen/Wirtschaft/Preise/Verbraucherpreisindex/_inhalt.html




DECLINE IN CONSUMER CLIMAT '.
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CHANGING CONSUMER BEHAVIOUR -.




SALE
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LOW PRICE FOOD DISCOUNT
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LOW PRICE NONFOOD-DISCOUNT

Hayton
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DELISTING BRANDS/ OUT OF STOCK

Gerne hétten wir lhnen diese Artikel auch weiterhin wie
gewohnt zu einem giinstigen Preis angeboten.

Infolge einer von Jacobs geforderten Preiserh6hung
konnte sich aber trotz langer und intensiver
Verhandlungen nicht mit Jacobs auf einen
angemessenen  Einkaufspreis verstdndigt werden.
Daraufhin hat Jacobs leider einseitig entschieden, die

Belieferung an uns einzustellen.
an dieser Stelle befand sich bis vor kurzem ein Feis _ jdon
Saucen / Fertiggericht-Artikel des Markenherstellers Mars| i

1"‘1:-1-?{ ol befand sich bis vor kurzem ein
jpwarenartikel des Markenhersteliars Mars

e

Gerne hétten wir Ihnen diesen Artikel auch weiterhin wie
gewohnt zu einem glinstigen Preis angeboten.
Infolge einer von Mars geforderten Preiserhéhung konnte
sich aber trolz langer und intensiver Verhandlungen nicht

mit Mars auf einen angemessenen Einkaufspreis
verstandigt werden. Darauthin hat Mars leider einseitig
enlschieden, die Belieferung an uns einzustellen.

Geme hatten wir ihnen diesen Artikel auch weiterhin wie

gewohni zu einem ginstigen Prais angeboten.

i : hung konnte
Infolge einer von Mars geforderten Preiserhdhung konr
smr?:ber trotz langer und intensiver vnmanggngecl nicht

Als Alternative emplehlen wir Ihnen, unsere hochwertigen
Reis / Saucen / Fertiggericht-Artikel von jal, Rewe Beste
Wahi und Rewe Blo zu testen, die mit einer Vielzahl von
Varianten in diesem Markt verfigbar sind.

v & .

mit Mars auf einen ang Einkaufspre
verstindigt werden. Daraufhin hat Mars Jerdgr emsirng
ischieden, die ieferung an uns 5

O ——

Als  Alternative emplehlen  wir  lhnen  unsere
Eigenmarkenprodukte von ja! zu testen, die in diesem

Markt verfiigbar sind.



POS SITUATION IS UNATTRACTIVE
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STRATEGIES TO STEM DECLINE -.

M (1) utilizing omnichannel-based synergies among channels and
devices to increase store sales;

B (2) making stores more attractive and engaging through personalization,
interactivity, and a constantly changing environment; and

B (3) improving productivity through introducing small-size store formats
and downsizing existing stores.

(BERMAN, Barry. Flatlined: Combatting the death of retail stores. Business Horizons, 2019, 62. Jg., Nr. 1, S. 75-82.)



OMNICHANNEL

Lidl.de - Lid! lohnt sich. Unternehmen  Verantwortung  Service & Hilfe  Immobilien  Karriere  Newsroom
2 O =
Wonach suchst du? Q @ ] I_ETC% @ 6o

Lidl Insider Prospekte Meine Filiale Mein Konto «_- Merkliste Warenkarb ~_-

Onlineshop  Filial-Angebote  LidlPlus  Sale  Themenwelten Reisen = Weine  Fotos Rezepte  LidlConnect  Services

Adventskalender Weihnachtswelt Mode Haushalt & Kiiche Wohnen Baumarkt Baby & Kind Multimedia Outdoor & Sport  Wein & Spirituosen  Gesundheit  Garten & Balko >

Onlineshop Filial-Angebote

Top Angebote warten auf dich!

Q, Auf die Tirchen - Fertig - SPAREN! Dein digitaler Adventskalender




SYNERGIES AMONG CHANNELS AND
DEVICES: YOUTUBE "

. Lidl France e
{!E‘-I ALDI SUD 218.000 Abonnenten

28.500 Abonnenten
Lidl
) 115.000 Abonnenten
Lidl GB
17.200 Abonnenten Lid| Polska

27.000 Abonnenten

AldiUK

27.500 Abonnenten

ALDI Nord

13.300 Abonnenten

DU

L, DaS)

NI | .ﬂ.f PARKSIDE |

Jeden Freitag
ein neues Video




SYNERGIES AMONG CHANNELS AND
DEVICES: YOUTUBE HOYER/LIDL
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Monsieur Cuisine Smart Review - Neuer LIDL Thermomix-Klon im Test :
19.947 Aufrufe - vor 1 Monat

o TommysTechReviews

‘Wie findet Ihr den neuen Silvercrest Monsieur Cuisine Smart? Hier gibt es das KOVOL Schnellladenetzteil: hitps:/famzn.to/3Btj201 ...

4K
MOHSIEU!’ CUIS[I’IE Connect Review - LIDL Thermomix Klon im Test 3
108.127 Au + vor 8 Monaten

o TommysTechReviews

Das Konzept ist gleich, das Design zumindest 8hnlich: Der Monsieur Cuisine Connect von LIDL, bzw, Silvercrest kostet einen ...

4K

Monsieur Cuisine Connect Test - Lidl Thermomix Alternative von Silvercrest

81283

(g GuteWahl

Ab dem 1. Mérz 2021 kommt die Kichenmaschine Monsieur Cuisine Connect von Silvercrest mit WLAN Funktion, Touch-Display ...

Aufrufe « vor 2 Jahren

ﬁ Intro | Aufbau | Bedienung | Kochen | Fazit 5 Kapitel ~~

Monsieur Cuisine Smart ausfiihrlicher Test :
35 Aufrufe * vor 5 Monaten

@ Kochlust

Den Monsier Cuisine Smart von Lidl habe ich jetzt 2 Wochen getestet und hier ein sehr ausfilhriiches Video gemacht Mit den ...

! Start | Gerat von aussen zeigen - Was ist dabei | Display vorfihren | Dampffunktion testen | Eier koche.. 32 Kapitel




DIGITALIZATION IN COMMUNICATION

Uberall: REWE Top-Angebote!

hier \n :

Dein Markt

Abblldung Bhnlich




DIGITALIZATION LOYALITY PROGRAMMS -.

Sammie digitale Treuepunktt-aﬂ‘ |
in der REWE App!




STRATEGIES TO STEM DECLINE -.

B (1) utilizing omnichannel-based synergies among channels and devices
to increase store sales;

M (2) making stores more attractive and engaging through
personalization, interactivity, and a constantly changing
environment; and

B (3) improving productivity through introducing small-size store formats
and downsizing existing stores.

(BERMAN, Barry. Flatlined: Combatting the death of retail stores. Business Horizons, 2019, 62. Jg., Nr. 1, S. 75-82.)
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“— Empfohlene Produkte

PERSONALIZATION

25
9 €
Tkg =250
Le Crémeux Rote Spitzpaprika
Weichkéase Je500¢
Je200g

Milbona Helle, kernlose
Wiesenlander Trauben, lose
Jel75g kg-Preis
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Home Coupons Prospekte Mein Einkauf Mehr




PERSONALIZATION SERVICES

Viele weitere
Holzspiskeuge
erhaltlich.

Q ALDI GESCHENKE

000 IEILE FUR

DL L K
-
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Woeitere Groflen:
Im Hoch- eder Querfarmat:
1500 Teile, 80 x 60 cm: 47,90€"
500 Taile, 36x49 cm: 27,90€"
200 Teile, 36 249 cm: 22,90C"
100 Teile, 3649 cm: 22,90C"

RAVENSBURGER PUZZLE

1.000 Teile, 70 x50 em 3790 (1 (2] (3]
Hech- oder Guarformat, mit ®
Fetaund Tt prsobs b = -

Einer von vielen Online-Services der ALDI Maglichkeiten. i i o e e o 6 G ALDI ' GESCHENKE

50-51 /60



INTERAKTIVITY: TECHNOLOGIEN A POS

Respett, wer's seiber macit.

ot - — L
Aktionen bei toom im Uberblick

Respekt, wer’s selber macht.

Lounge Mobelset "Luna"

Produktdetails | Artikelnummer: 4770921 Garten & Freizeit

[® Bestellen & Liefern & Reservieren & Abholen

velen Aktcnes wd

Eine Karte - viele Vorteile!
!w-mwn.m- N

Jetzt registrieren

; Y - = = § und 15% Willkommens
599! 00 f Dieser Artikel ist nicht mehr verfiigbar im Markt Kassel i) e - — lana
inkl. 19% MwSt ; ; { 3




CHANGING ENVIRONMENT

Benutzung

der Treppe
verboten




STRATEGIES TO STEM DECLINE -.

B (1) utilizing omnichannel-based synergies among channels and devices
to increase store sales;

B (2) making stores more attractive and engaging through personalization,
interactivity, and a constantly changing environment; and

B (3) improving productivity through introducing small-size store
formats and downsizing existing stores.

(BERMAN, Barry. Flatlined: Combatting the death of retail stores. Business Horizons, 2019, 62. Jg., Nr. 1, S. 75-82.)


Vorführender
Präsentationsnotizen
we find a positive impact for geographic diversification, a negative impact for format diversification and a negative interaction for the dual strategies, supporting a single focus diversification strategy


INTRODUCING SMALL-SIZE STORE
FORMATS



Vorführender
Präsentationsnotizen
Kernsortiment mit 800 Artikeln, alle WG Obst, Gemüse, Mopro, gekühlte Getränke, Convenienence, Trso, Tiko, Bioartikel.

Kleinflächenkonzept für Hochschulen, Nähe Unternehmen, Hotels, Schulen , auf dem Land. Nur 40m2


INNOVATION SMART STORES

\ Shop inside
the box

Optional per Apj
inal




DOWNSIZING EXISTING STORES '.

Aldi brings smaller stores to
Brussels

Wednesday, 30 November 2022

Credit: Thierry Roge / Belga

https://www.brusselstimes.com/business/329862/aldi-brings-smaller-stores-to-brussels


Vorführender
Präsentationsnotizen
This new project has more to do with the fact that Aldi is abandoning its idea to only have large shops with huge parking spaces. The usual store is 1,050 square metres, whereas these new stores will be 600 to 800 square metres.
Smaller and smarter
"We can open smaller shops in Brussels because the needs there are different from elsewhere in the country," Belleflamme said. "Many Brussels residents go shopping on foot or by public transport. So we will still offer parking spaces at our shops, but not as many as our classic shops." The small shops will sell exactly the same products as larger shops and at the same price.
By opting for smaller shops, Aldi has more choices as large plots of land are a rare find in the city. However, this means the chain has to be smarter with its use of space. It, therefore, plans to embed its new branches in buildings with space for a shop below and flats or student flats above.



GOOD NEWS: SOFTENING FREIGHT
RATES 12

Spot freight rates from China dropped clearly since August reflecting
weakening demand and easing of port congestion

GLOBAL CONTAINER VOLUMES SHANGHAI CONTAINERIZED FREIGHT INDEX
[TEU m} [USDITEU]"

807 — 2021 — 2022 BUUS Y — scFi(Spot) = Pre-Covid Level
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file://IC:/Users/carsten.kortum/Downloads/HLAG _Investor_Presentation 9M_2022.pdf



GOOD NEWS: DECLINE OF COMMODITY

PRICES

Weizen MATIF (No. 2)

in Euro je Tonne

325,75

Jan Apr Ju Okt
2022

Terminkontrakt mit Lieferung Dezember 2022

Quelle: Euronext

Raps

in Euro je Tonne

Jan Apr Jul
2022

Terminkontrakt mit Lieferung Februar 2023

Quelle: Euronext

Okt

585,5

Aluminium
in Dollar je Tonne
Jan
2022

Quelle: LME

Juli

(https://www.lebensmittelzeitung.net/industrie/charts/interaktive-charts-energie-rohstoffe-logistik-konjunktur--zahlen-

und-daten-fuer-handel-und-fmcg-industrie--taeglich-aktualisiert-166201)

2.430,5



WHAT MAKES THE DIFFERENCE?

@ warrenbuffetts

BUSINESSMAN ENTREPRENEUR

v

BANANA
J JUICE .

$2 $5
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JEFF BEZOS IN 1999. NEXT TIME YOU --

WANT TO GIVE UP, THINK OF THIS!




HTTPS://HANDEL-DHBW.DE/
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