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HEAVY SEAS IN RETAIL



PACO UNDERHILL (2001):

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

 Beeing a good merchant has never been easy.

 The great merchants learned the details of their craft the hard way- by
doing it. If they were lucky, they had a mentor.
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BIG-MIDLLE-SEGMENT (LEVY ET AL., 2005, S.85)
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IN TROUBLE:  STORE CLOSINGS

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

https://www.ing.de/suche?query=asos



IN TROUBLE: INSIDE THE TORNADO



ALTERNATIVE STRATEGIES: SMALL, BIG, 
NISCHE (CHERAU/MESCHI, 2014. S.30) 



STRONG GROWTH: BIG IS BEAUTIFUL/ 
TARGETING THE BIG MIDDLE SEGMENT

(https://s201.q4cdn.com/262069030/files/doc_financials/2023/q3/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

(https://www.ceconomy.de/media/ceconomy_trading_statement_q4_fy_2021_22.pdf)



EBIT



EBIT

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





DISRUPTED SUPPLY CHAINS



LOCKDOWNS IN CHINA



INFLATION

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



DECLINE IN CONSUMER CLIMAT



CHANGING CONSUMER BEHAVIOUR



SALE



LOW PRICE FOOD DISCOUNT



LOW PRICE NONFOOD-DISCOUNT



DELISTING BRANDS/ OUT OF STOCK



POS SITUATION IS UNATTRACTIVE



ADS ARE OLD FASHIONED





STRATEGIES TO STEM DECLINE

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

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

 (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



SYNERGIES AMONG CHANNELS AND 
DEVICES: YOUTUBE



SYNERGIES AMONG CHANNELS AND 
DEVICES: YOUTUBE HOYER/LIDL



DIGITALIZATION IN COMMUNICATION



DIGITALIZATION LOYALITY PROGRAMMS



STRATEGIES TO STEM DECLINE

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

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

 (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.)



PERSONALIZATION



PERSONALIZATION SERVICES



INTERAKTIVITY:TECHNOLOGIEN A POS



CHANGING ENVIRONMENT



STRATEGIES TO STEM DECLINE

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

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

 (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



DOWNSIZING EXISTING STORES

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

file:///C:/Users/carsten.kortum/Downloads/HLAG_Investor_Presentation_9M_2022.pdf



GOOD NEWS: DECLINE OF COMMODITY
PRICES

(https://www.lebensmittelzeitung.net/industrie/charts/interaktive-charts-energie-rohstoffe-logistik-konjunktur--zahlen-
und-daten-fuer-handel-und-fmcg-industrie--taeglich-aktualisiert-166201)



WHAT MAKES THE DIFFERENCE?
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HTTPS://HANDEL-DHBW.DE/
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