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1. Introduction

A

The retail trade in the FRG is characterised by an extraordi-
nary variety of retailing institutions. By 'Tetailing institu-
tion' we understand economic units, in which goods are provided
and sold ta consumers after no or only little substantial chan-
ges. Their economic function is to bridge spatial, temporal,
qualitative and quantitative spans between production and use
of the goods. In order to comprehend the variety of retailing
institutions existing in reality, it seems useful to arrange
them after types of institutions. By types of institutions 1
mean retailing institutions, which have been summarised mentally
and which are similar in their main characteristics.

In this paper I would like to give first a survey over the
most important types of retailing institutions in the FRG. I
will then try to explain the development of these types of in-
stitutions in brief.

2. Types of Retaillngﬁlnstitutlons in the FRG

We can distinguish between individual retailing enterprises
and combined forms of individual retailing enterprises. The
first group includes: j
1 one-line-stores,

’
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2) self-service-stores,
3) department-stores, .
4) one-line-houses,
5) mail-order-houses,
6) discounters,
7) chains,
8) cooperative societies;
and the second: :
1) joint-department-stores,
.2) shopping-centers.

2.1. Individual Retailing Enterprises

As I have already mentioned by types of institutions we un-
derstand mentally summarised retailing institutions, which are
similar to each other in their main characteristics. All the
individual retailing enterprises have it in common that their
characteristics concern the individual store or the individual
enterprise. :

The list of characteristics to classify individual ratailing
enterprises derives from the retailing enterprise being seen as
a system. The input is taken in from the super-system and within
which it is transformed into output and then given back
to the super-system. Correspondingly, we can form tour_droups
of characteristics: ;

1) characteristics, whiclf describe type, extent and combi-
nation of the supplied output;

2) characteristics, which describe the throughput conducted;

3) characteristics, which describe type, extent and combi-
nation of the input used;

4) characteristicé, which describe the structure of the
providing and outlet connections. J

Table 1 shows the characteristics of the individual re-
tailing enterprises. The essSential characteristics are marked
with lines and the additional characteristics are marked with
broken lines.

Characteristics, which describe the output of retailing:
enterprises, refer to the whole range of offered goods. Here
we can describe them by means of commodity and economic cri-

teria. Statements about the dimension of the assortment con-
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cern the range, that is the number of subpltadbdtttetent aroups
of products, and the depth, that is the number of items sup-

plied within one group of products. Thus the objects, on which

the retailing enterprises fulfill their trading output, are des-

cribed, Furthermore, you can describe the kind and extent of

the performed services. Here iou have to differentiate between

“the actual trading-services (space-bridging, time-bridging,

forming an assortment, adjustment of quantities etc.) and the
other additiona)l services (as for instance provision of parking
space). ' ; i

As important characteristics of the throughput we consider
location, selling-organization, price-policy. )

The location preference indicates the locations, which each
individual retailing enterprise prefers. The quantity of loca-

tions indicates whether the throughput is fulfilled in one or

more locations, Additionally, it could be said that the loca-
tion confinement indicates whether or not permanent stationary
devices are required. This applies to the types described in
this analysis, thus being distinguished from the itinerant re-
tatling, which I will not further discuss here.

The kind of selling-organization describes the way, in which
buyer and seller come into contact with each other. Gonetally,
we can distinguish between: '

1) distance-principle - no personal contacts between the

buyer and the seller,

2) residing-principle
of the seller,

3) meeting-principle

4) damiciliating-principle
of the buyer. .

The type of service describes the way in which the tun-
ctions of the selling-process are divided up between the buyer
and the seller. Here we can distinguish between: :

1) assistants-service - the seller has to fulfill all fun-
ctions: contact-initiation, goods-presentation, ba:gainlﬁg;
éale, encashment, delivery;

2) preselection - the buyer informs himself about the sup-
ply; the seller stands by for bargaining, sale, encashment, de-
livery;

personal contact at the location

personal contact at a neutral place,
personal contact at the laocation
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3) selt-service - the buyer chosses u;thout thc nelp of the
seller and takes the goods to - the check-out;

4) automatic selling -~ self-service including automatic en-
cashment without the help of selling statf.

The price-policy can be described by the price-level of
the goods (high, medium, lew) and by the way the prices are fi-
.xed in relation to competitors. The last-mentioned characteri-
stic can be divided into “conventional-adapting" and "aggres-
sive-undercutting".

The characteristics describing the input can be related to
size, and selling area, factor-qualities (and also to factor-
-proportions). Seen as a whole the factor-stocks are an in-
dicator of the size of the entorpq}sa. Apart from that the
characteristics can relate to the individual used factors as
there are capital, staff, room, goodé. Moreover, there could
be listed the factor-proportions describing the ratios of the
use of difterent factors.

The factor quality defines the qualitacive characteri-
stics of tne factors used.

With trading-enterprises being open systems, the enviran-
ment relations can also be analysed. Corresponding to the
double-sided* market integration of an enterprise, we can exa-
mine the consumer (and alsc supplier) relations  seperately,
Here you can differentiate into kinds and  character of the
relations to these partners., -

I am now going to analyse the individual types of retai-
iing—tnstltutions. One-line-stores are retailing-enterprises,
which offer products of one certain branch or one certain cate-
gory of needs, for example shoe-shop, electrical goods-shop,
textile goods-shop (branch-homogeneous) or sporting goods-shop,

.

. Y b

drug-store (needs-homogeneous). Furthermore one-tine-stores
'

offer their customers a large range of services, for their

most part consultance, maintainance and repair-sepvices. In

order to enable the sellers to consult their customers it is ne-
cessary for them to have special knowledge about of character
of the goods and the assortment as well as about needs of the
customers, Su the staff in one-line-stores stands out by their

special gualifications.
‘One-line-stores prefer to have their locatipns in tetailing-
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-agglomerations or in cities. The prevailing kino of service is
assistants-service. The price-level can be called  relatively
high, the price-fixing is conventional-adapting. Most of. the
one-line-stores are small-sized or medium-sized enterprises,
They often have a big quota of steady customers. The branch-
-stores which offer a medium-broad and a medium-deep assortment,
differ from the speciality-stores, which offer a narrower and
deeper assortment. ' ) ‘ '

The self-service markets, the supermarkets, the self-servi-
ce-centers and the self-service department-stores -count among
the self-service stores, They have in common that all of them
sell all categories of goods mainly in self-service and that
they have food in their assortment. They only differ from their
extent of selling area and their ratio between food-and nonfood-
-items. .

Self-service markets supply food-items on a selling area
that is less than 400 m?. They have their locations near resi-
dential areas. Supermarkets supply food-items end a small per-
centage of non-food-items, which does not cover more than 1/3
of the selling area. Their selling area covers between 400 m?
and 1500 mz. Their locations are either in .secondary sites
within towns and villages or along boundaries of towns and
villages with always good parking facilities.

Self-service centers and self-service department-stores are
the big-sized forms of the self-service enterprises. On a sel-
ling area of 1500 m2-4000 m2 self-service centers suppl} food-
-items and nonfood-items for short- and mediun-term needs. The
monfood-items cover more than the half of the selling area.
Self-service department-stores supply prevailing nonfood-items
for short-medium- and long-term needs on a selling area of
more than 4000 m?. Both types have their locations on town-
-boundary sites with good parking facilities. Self-service de-
partment-stores are sometimes also built on free areas between
the towns. Their price-level is relatively low and their form
of price-fixing can sometimes be called aggressive-undercut-
ting.

Department-stores are big-sized retailing enterprises. un-
der the motto "everything under one roof" their assortment in-'
cludes several branches. A complete department-store assortment

A%
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consists of food-items, textiles, clothing, household-goods and
furnishing-goods. Oepending on the range and depth of the as-
sortment we distinguish grand-, normal- and junlor-depﬁrtnent-
-stores. Grand-department-stores offer .a broad and deep assort-
ment, normal-department-stores offer a broad and medium-deep
and junior-department-stores a broad and flat assortment. The de-
partment-stores have their locations in first class-sites, that
means in the cities or in shopping centers. The type of serving
depends on the department. - There is self-service in the food-
-department, pre-selection in the clothing-department and as-
sistants-service, for example, in the photographic-goods-de-
partment, where customers wish to be consulted. There are me-
dium to extensive additional services offered ranging from re-
pair-workshops, kindergardens and restaurants to multistorey
garages. Apart from that often goods-returns, delivery and
purchase-financing are part of the sales policy. This especial-
ly applies to the grand- and normal-department-stores. The price
-levels in grand- and normal-department-stores range from
medium to high, those in the ' junior-department-stores are low.
The kind of price-fixing can be called conventional-adapting in
all of them. : _

Mail-order-houyses are distance-truding institutions, that
means that there is no personal contact between the seller and
the buyer. The buyer receives the offer by newspaper-ads or ca-
talogues and.sometimes by a representétive. The customer orders
by letter or by telephone. The delivery is done by public tran-
sport (railway or post), by forwarding-agents or by the own
car-pool.

Depending on their assortment we can distinguish assortment-
-mail-order houses and speciality-mail-order houses. Assortment-
-mail-order houses offer an assortment, which can be compared
with that one of the department-stores, speciality-mail-order
houses offer an assortment, which can be compared with that of
the one-line stores.

Discocunters are retailing-enterprises, which are characte-
rised by their aggressive-undercutting price-policy,made pos-
sible by waiving special services. Discounters have their loca-
tions in cost-saving secondary sites within the towns, their kind
of service is ‘self-service’ and they have a relatively flat
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assortment. According to the contents of their assortment we

. can distinguish food-discounters and nonfood-discounters. The

assartment of the food-discounters is similar to that of
the self-service markets or the supermarkets, but it is re-
stricted to fast-selling goods. Nonfood-discounters have a
branch-homogeneous assortment like the one-line stores, but
also restricted to fast-selling goods. ,

A further type of institution are the chains, their essen-

.+ tial characteristic is the chain-principle. This means that some

tunctions of the production process are fulfilled in different
locations. In most cases such functions as management, finan-
cing,'providtng. stockkeeping and assortment-formation are cen-
tralized at the headquarters. The chain-stores are assigned
to the headquarters and take over decentralized functions, main-
ly selling functions. If this principle is applied in one en-
terprise, we call that a chain. Many department- and one-line-
-stores are also oréanized in this way, but they are analysed
éeperltely. The actual chains are divided up into, food-chains
and nonfood-chains. The tood-chains run self-service markets,
supermarkets, self-service and less often self-service depart-
ment-stores. There are, however, also food-chains which have
specialized in special food-items as tfor example coffee, deli-
catess-goods etc.

A1l enterprises, which run several one-line-stpres or non-
food-discounters are counted among the nenfood-chains.

To call an enterprise a chain it is often required to have
a minimum number of chain-stores, because only in that case
the typical characteristics (centralized stockkeeping, centra-
lized management) will appear. The statistics published gene-
rally assume that an enterprise must have at least five chain-
-stores to be called a chain.

Finally I want to approach the cooperative-societies as a
type of institution. Cooperative-societies are selt-help in-
stitutions of the consumers with the aim to achieve a cost-
-saving provision by means of a joint purchase of goods satis-
fying everyday needs. For cooperative-societies in their initial
assumptions it was essential that only members of the society
could be their customers.

Apart from the mainly gqualitative characteristics mentioned
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above, which describe the character of the indivtéual retailing
enterprises, you can elucidate structural differences by means
of index figures. Table 2 gives a number of important index fi-
guees of individual retailing enterprises I refer to this figure
without going into further details, as I think that most of
the index figures speak for themselves. They are galculated for
the year 1982,

2.2, Combined Forms of Individual Retailing Enterprises

L

Combined forms of individual retailing institutions are
local and organizational combinations of individual retailing
institutions, with each individual institution retaining its
independance. Among them are the Jjoint-department-stores and
the shopping-centers.

A joint-department-store is a local and organizational com-
bination of independent one-line- and speciality-shops as well
as complementary service-enterprises of different types and si-
zes.' The main characteristics of joint-department-stores are
the following:

- character of a department-store,

- individual departments are run by independent retailers,

- between independent retailers thers is a workable combi-
nation of activity,

- for the cliepts they appear to be one organizational unit.

According to the charactér of a department-store, the as-
sortment of the combinatidn is broad and deep. The assort-
ments of individual departments are coordinated. In order to
make the cooperatively working retailing and service enterpri-
ses outwardly appear as a unit, it is necessary to set up a
central department, which fulfills joint functions.

Shopping-centers are agglomerations of retailing and service

‘enterprises which were planned, built and administrated as a

unit. The unitary planning and administration distinguishes the
shopping-centers from the retailing agglomerations in the cities.
The unitary planning refers to site, size and structure of the .
center, that is to .say to the type and number of enterprises
to be integrated, as well as to the division and arrangement
of the selling area and other areas. It also determines the con-
structional shape.
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. Executive agents of these unitary planning are either large
trading enterprises (for instance department-store enterprises),
which later wish to domicilize in the center, or financial compa-
nies, which regard the center as being an object for investment,
Often the members of the center elect a central depactment, which
has the task to represent the center externally and to coordinate
the actions of the participating enterprises. Otherwise the in-
dividual retailing and service enterprises are relatively free in
their decisions concerning the enterprises.

As regards the form of integiatton in the  already existing‘
settlement units, shopping-centers could be divided into integra-
ted and non-integrated ones. Integrated shopping-centers are built
at the edge of settlement units (cities, residing-areas, satelli-
te-towns etc.), non-integrated shopping-centers are built between
two settlement units ‘in the green field’. With regard to their size
we can distinguish neigbourhood-, community- and regional-centers
with the covered area, the number of shops and the number of
available parking facilities being the quantitative criteria for
definition. Regional-centers for instance have more than 30 080 n?
of the covered area, more than 40 shops and more than 5000 par-
king facilities.

3. Development of the Retailing Institutions in the FRG

3.1. The Dynamincs of the Types of Reétailing Institutions

The several types of retailing institutions did not always have
that form  described above, they are subject to change. New types
of enterprises arise, existing ones change and sometimes disap-
pear completely. The origins of these changes are the changes in
the environment, to which th2 retailers have to react, it they
want to survive in the long-run. We can now try to work out rules
for this developing process. It is in a8 way similar to the life-
-cycle model known form products. Here we can also define and des-
cribe different stages. In the German literature, the description
of the developing process of types of enterprises has been discus-
sed under the therm ‘dynamics of the types of enterprises’, espe-
cially by Nieschlag, but you can find similar approaches in  the
Anglo-Saxon literature too. 3 \
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Generally speaking,‘ we can distinguish the following stages
of the developing process of @ type of enterprise:

- formation and rise,

- maturity and assimilation,

The first developing stage is often characterised by the fact
that a new type of enterprise gets access to the, market by means
of an aggressive price-policy enabling it to win its market share.
This low price-policy of the newcomer is made possible by the
tollowing policies unlike ‘those of the established competitors:

- by restricting the assortment to rapidly selling goods, sto-
rage costs will be saved, and because of the large demand resul-
ting,

- by restricting the services, fitting out the Shops modestly
and by using the staff in a rational way, space- and staff-costs
can be saved.

The second stage of the developing process is very often cha-
racterised by the transition from price-competition to nonprice-
-competition. This phenomenon is very often also called ‘trading
up'. Additional products are taken into the assortment and addi-
tional services are offered, the reason being:

- the attempt to win other groups of customers than only the
price-conscious consumers, and bind all customers in order to en-
sure and anlarge the enterprise’ s own market position;

- the recpgnition that sticking to an aggressive price-policy
can easily imply the enterprises ruin' if there are competitors
of the same kind. g

The develobing process, which I have only roughly described,
can be called an observed rule. It applies to the department-sto-
res and to the one-line houses, which at first competed with the
established one-line-stores by means of an aggressive price-policy
and later on gradually adapted their policy to that of the one-
-line-stores. It also applies to the mail-order houses, which en-
tered the market as price-active competitors of the. department-
-stores and then especially in their assortment-policy adapted to
them. Recently this process could also be observed in self-ser-
vice stores, but in these typas the ‘tradipng up' s only at its
beginning.

However, there are also examples showing a different trend so
that we cannot call it a regularity. Boutiques as a new type
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of oneline shop did not enter the market apblying an aggressive
price-policy, but right from the beginning had a consistent high-
-price-policy. And discounters, especially food-discounters, so
far show no signs of ‘trading up’

3.2. The Development of the Retailing Institutions

3.2.1. The Development of the Individual Retailing Enterprises

After the general remarks about the developing process of the
retailing institutions I now want to say something about the de-
velopment of the individual forms. Table 3 shows the importance of
the individual types of retailing enterprises. It shows the devel-
opment of the market shares of the whole retailing trade in the
FRG.

One-line-stores are a traditional form of retailing. They have
developed from the groceries, which today can be found only 1in
settled rural areas. Despite the increasing importance of the de-
partment-stores and more modern types of enterprises, they still
repesent the largest group of retailing enterprises in number and
in turnover. Their market share today correspends to that, which
was achieved in the beginning of the 60°'s. In between there was a
period, where they had to give up market shares especially to the
department-stores and the one-line houses. In 1974, they reached
the lowest point, about 5% below their today’s market share, which
has been relatively constant in the last ~few years. Parallel to
that, you can observe a continual development within the group of
one-line shops: in 1962 only 12,3% of the whole trade turnover in
one-line-stores was reached in chain-stores, in 1980 this was
26,6%. Apart from this a clear tendency to chain-formation and,
thus, to larger enterprises can be observed, with one-line stores
turning more away from the: pure assistants-service. Preselection
is coming up more and more. Furthermore, one-line-stores more and
more try to withstand the hard competition with the large-sized
enterprises by means of more cooperation with one another.

The tirst department-stores in Germany were built at the be-
ginning of this century. Up to the 20's they witnessed a rapid
boom. In the 30’s, public claims for protection of middle-class
retailing restricted their growth. Because of their location in
central parts of towns the department-stores were harder nit by
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the effects of the war than other types, so that their rebuil-
ding after the war was difficult. However, they still managed to
expand continiously market shares. In 1974, they reached their
highest market share af 10, 3%, Since then their market share has
been permanently declining. This trend could also be observed be-
tween 1980 and 1983. The policy of the department-stores shows a
clear ‘trading up'. Sometimes you can even go as far as to claim
that department-stores are a combination of several one-line-sto-
res under one roof. This especially applies to the grand- and
normal-depariment-stores,

The expansive development of ihe mail-order - houses began 'in
1950. At the moment, there are about 4000 mail-order houses, in
the FRC most of them are speciality-mail-order houses. Between 1960
and 1980, their market share remained relatively constant between
4.5% and 5.5%. They reached their maximum in 1980 and 1981, since
then their development has been slightly declining. Here we can
also observe an intensitive ‘trading up, especially with the
assortment-mail-order houses. Furthermore, some assortment-mail-
-order houses triédd to get hold of the stationary business, which
however was not very successful, as good locations were already
engaged or were too expenﬁlve to_get.

The first self-service-centers \and’selt-setvice .department-

~-stores were constructed about 1965. These enterprises managed to

increase permanently their market share from 0.6% in 1966 to 11.3%
in 1982. This was the disadvantage of the one-line-stores and re-
cently especially the disadvantage of the traditional department-
-stores. One of the main assumptions for the great success of this
type of enterprise was the fact that a larger percentage of the
people possessed a motor-vehicle. The number of self-service-centers
and self-service department-stores in 1982 was about 1400. Here
also is a tendency towards enterprises with larger selling-areas.
Since 1978 the foundation of new self-service-centers and self-ser-
vice-department-stores with large selling-areas has become more
difficult, because since ‘then they can only be constructed on
areas especially designed for them. As regards their policy we
can observe that their assortment 1is often enlarged by additional
services. :

. Data about discounters are rarely explicitly stated in statis-
tical publishings. In Tab. 3 the nonfood-discounters are included
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among the the self-service-markets and the supermarkets. The mar-
ket share of the food-discounters rose from 0.9% in 1972 to 4.0%
in 1982, their number from about 1000 to 3100 in the same period
of time.

The first chain-stores were founded at the beginning of the
century. I have already pointed out the increasing importance of
the nonfood-chains. They were able to enlarge their market share
from 4% in 1960 up to 7% in 1982. The number of , food~chains de~
creased from 90 in 1960 to 44 in 1982. The average number of chain-
-stores per enterprise doubled over this period of time, that |is
to say here is also seen a clear tendency towards larger enterpri-
ses. In earlier times, assitants-service stores dominated, today
the food-chains almost exclusively run self-service-stores with an
increasing percentage of supermarkets, with the average size of
the selling area of the chain-stores also rising in the last few
years.

The cooperative-societies, originally founded as self-help in-
stitutions of the consumers, data back to the early times of capi-
talism, They witnessed a rapid boom at the beginning of this cen-
tury. The economic crisis in the 30's hit the cooperative-soci-
eties harder than other ones, and in 1935 it was decided to start
liquidating them. After the war, the rebuilding of the coopera-
tive-societies proceeded relatively fast. In 1948, there were again
244 cooperative-societies. In the same year also the economic-head-
-quarters for all of them were founded. Since 1969 these headquar-
ters have been known ag Coop AG. Besides assortmenti-formation and
goods provision for the regional societies they carry their own
production of consumer products. . Their development has been cha-
racterised by fusion of local societies with regional gsocieties
and the tightening of the store-network. In 1982, there were only
47 regional societies, most of them already converted to a share-
holder-company or a limited-company, and 3360 stores of all types
of self-scrvice-stores. In 1982, the whole Coop-combination achie-
ved a turnover, which represented a market share of 3.5% of the
whole retailing turnover in the FRG. Today the whole Coop-combina-
tion does not differ from a country-wide food-chain, neither in
its structure nor in its aims.
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3.2.2. The Development of the Combined Forms
of Individual Retailing Enterprises

The idea of setting up joint department-stores was born in Swe-

-den. In Germany this type of enterprise had dificylties in fin-

ding acceptance, Apparently the middle-class retailers prhtetred .
other forms of cooperation. The first Joint department-stores

were founded in 19707 Their founders were mail-order-houses, which

want ed to enter into stationary business. Today in Germany there

are 10 real joint department-stores. Unfortunately there are no

data obtainable about their market share.

The first shopping-centers were opened in 1964. At the moment
there are about 700 shopping-centers, 72 of these being regional-
-centers, The first shopping-centers were real giants, with a cov-
ered selling area of up to . 70 000 m2 and up to B0 retailing-shops.
Since then the average size of the centers has been ‘decreasiﬁg,
that is to say only smaller centers were opened. The reasons for
this being the difficulties with- finding appropriate locations for
such large retailing-agglomerations with a large enough feeding
area, and the legal regulations, which do not allow the construc-
tion of such large buildings on other than those areas, which are
especially designed for them. :

~This is a rough survey of the actual stage of development of
the types of retailing-institutions. The further development re-
mains to be seen., The existing types will continue to be subject
to change and some of them will disappear completely. But we can
also reckon with the rise of new types of retailing-institutions,
especially in connection.with the development of\new media and new
communication techniques.

Jens Neugebauer

ROZWOJ INSTYTUCII HANDLU DETALICZNEGO
W REPUBLICE FEDERALNEJ NIEMIEC

Handel detaliczny w RFN charakteryzuje znaczne zrdéznicowanie.
Przeprowadzono typologig tych instytucji, uwzgledniajgc kilka jej
kryteriéw m. in.: $wiadczone ustugi, organizacjg, strukture na-
ktadéw i zatrudnionych czynnikéw produkcji oraz powigzania 2z oto-
czeniem. Omdéwiono rozwdj i strategig handlu indywidualnego za-
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réwno, sklepéw branzowych, jak i specjalistycznych, rdézne rodzaje
sklepdw samoobsiugowych, domy towarowe i handlowe, domy wysytkowe,
handel dyskontowy, aficuchowy i spéldzielczos¢. Nastepnie przed-
stawiono rézne formy integracji znajdujgce wyraz w rozwigzaniach
przestrzennych. Wskazano na kierunki rozwoju rdéznych form insty-
tucjonalnych, a takze ich znaczenie w ogélne) sprzedazy. Wreszcie
przedstawiono wskaZniki charakteryzujgce pordwnawczo efektywnosc
czynnikéw produkcii zatrudnionych w réznych typach handlu detslicz-
nego w latach 1980-1983. :




