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1. In troduct ion

The r e t a i l  trade in  the FRG is  ch a rac te r ised  by an extraord i­

nary v a r ie t y  of r e t a i l i n g  in s t i t u t io n s .  By V e t a i l i n g  i n s t i t u ­

tion* we understand economic u n i t s ,  in which goods are provided 

and sold to consumers a f t e r  no or only l i t t l e  su b s tan t ia l  chan­

ges. The ir  economic function  is  to bridge s p a t i a l ,  temporal, 

q u a l i t a t i v e  and q u a n t i ta t iv e  spans between production and use 

of the goods. In  order to comprehend the v a r ie t y  of r e t a i l i n g  

in s t i t u t io n s  e x is t in g  in  r e a l i t y ,  i t  seems usefu l to arrange 

them a f t e r  types of in s t i t u t io n s .  By types of in s t i t u t io n s  I  

mean r e t a i l i n g  in s t i t u t io n s ,  which have been summarised mentally 

and which are s im i la r  in th e i r  main c h a r a c t e r i s t i c s .

In th is  paper I  would l ik e  to g ive f i r s t  a survey over the 

most important types of r e t a i l i n g  In s t i t u t io n s  in the FRG. I  

w i l l  then t ry  to exp la in  the development of these types of in ­

s t i t u t io n s  in b r ie f .

2. Types of R e t a i l in g  In s t i t u t io n s  in the FRG

We can d is t in g u ish  between in d iv id u a l  r e t a i l i n g  e n te rp r ise s  

and combined forms of in d iv id u a l  r e t a i l i n g  e n te rp r is e s .  The 

f i r s t  group inc ludes : 

x 1 one-1 ine-stores ,
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2) s e l f- s e r v ic e - s to r e s ,

3) departm ent-stores,

4) one-line-houses,

5) m ail-order-houses,

6) d iscounte rs ,

7) chains ,

8) coopera t ive  s o c ie t ie s ;  

and the second:

1) jo in t-depa rtm ent-s to res ,

.2) shopping-centers.

2 .1 . In d iv id u a l Re t a i l i n g  En te rp r ise s

As I  have a lready mentioned by types of in s t i t u t io n s  we un­

derstand mentally  summarised r e t a i l i n g  in s t i t u t io n s ,  which are 

s im i la r  to each other in th e i r  main c h a r a c t e r i s t i c s .  A l l  the 

in d iv id u a l  r e t a i l i n g  en te rp r ise s  have i t  in common that t h e i r  

c h a r a c t e r i s t i c s  concern the in d iv id u a l  s to re  or the in d iv id u a l  

e n t e rp r i s e .

The l i s t  of c h a r a c t e r i s t i c s  to c l a s s i f y  in d iv id u a l  re ta i l in g  

en te rp r ise s  de r ives  from the r e t a i l i n g  e n te rp r ise  being seen as 

a system. The input is  taken in from the super-system and w ith in  

which i t  is  transformed in to  output and then given back 

to- the super-system. Correspondingly, we can form four groups 

of c h a r a c t e r i s t i c s :

1) c h a r a c t e r i s t i c s ,  whiclt descr ibe  type, extent and combi­

nat ion  of the supplied  output;

2) c h a r a c t e r i s t i c s ,  which descr ibe  the throughput conducted;

3) c h a r a c t e r i s t i c s ,  which descr ibe  type, extent and combi­

nat ion  of the input used;
%

4) c h a r a c t e r i s t i c s ,  which descr ibe  the s t ru c tu re  of the 

p rov id ing  and o u t le t  connections.

Table 1 shows the c h a r a c t e r i s t i c s  of the in d iv id u a l  rê - 

t a i l i n g  e n te rp r is e s .  The e s s e n t ia l  c h a r a c t e r i s t i c s  are marked 

w ith  l in e s  and the a d d it io n a l  c h a r a c t e r i s t i c s  are marked w ith  

broken l in e s .

C h a r a c te r i s t i c s ,  which descr ibe  the output of r e t a i l i n g  

e n te rp r is e s ,  r e f e r  to the whole range of o ffe red  goods. Hers 

we can descr ibe  them by means of commodity and economic c r i ­

t e r i a .  Statements about the dimension of the assortment con-

/
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cern the range, that is  the number of supplied  d i f f e r e n t  groups 

of products, and the depth, that i s  the number of items sup­

p l ie d  w ith in  one group of products. Thus the o b je c ts , .o n  which 

the r e t a i l i n g  en te rp r ise s  f u l f i l l  t h e i r  trad ing  output, are des­

c r ib ed .  Furthermore, you can descr ibe  the kind and extent of 

the performed s e r v ic e s .  Here you have to d i f f e r e n t i a t e  between 

the a c tu a l  t ra d in g -se rv ice s  (space-br idg ing , t im e-bridg ing , 

forming an assortment, adjustment of q u a n t i t ie s  e t c . )  and the 

other a d d it io n a l  s e rv ic e s  (as fo r  instance  p rov is ion  of parking 

space ) .

As important c h a r a c t e r i s t i c s  of the throughput we consider 

lo c a t io n ,  s e l l in g - o rg a n iz a t io n ,  p r i c e - p o l i c y .

The lo ca t io n  preference  in d ica te s  the lo c a t io n s ,  which each 

in d iv id u a l  r e t a i l i n g  e n te rp r ise  p re fe rs .  The quan tity  of lo c a ­

t io n s  in d ica te s  whether the throughput i s  f u l f i l l e d  in one or 

more lo c a t io n s .  A d d i t io n a l ly ,  i t  could be sa id  that the lo ca ­

t io n  confinement- in d ica te s  whether or not permanent s ta t io n a ry  

dev ices  are requ ired . This app lie s  to the types described in 

t h is  a n a ly s is ,  thus being d is t ing u ish ed  from the i t in e r a n t  r e ­

t a i l i n g ,  which I  w i l l  not fu r th e r  d iscuss here.

The kind of s e l l in g - o rg a n iz a t io n  descr ibes  the way, in which 

buyer and s e l l e r  come in to  contac t w ith  each other .  G e n e ra l ly ,  

we can d is t in g u is h  between:

1) d is ta n ce - p r in c ip le  - no personal con tac ts  between the 

buyer and the s e l l e r ,

2) re s id in g  -p r in c ip le  - personal con tac t  at the lo c a t io n  

of the s e l l e r ,

3) m eeting-princ ip le  - personal con tac t  at a n eu tra l  place,

A) domiciliating-principle - personal con tac t  at the lo ca t io n

of the buyer.

The type of s e r v ic e  descr ibes  the way In  which the fun­

c t io n s  of the se l l in g - p ro cess  are .divided up between the buyer 

and the s e l l e r .  Here we can d is t in g u ish  between:

1) a s s is ta n ts - s e r v ic e  - the s e l l e r  has to f u l f i l l  a l l  fun­

c t io n s :  c o n t a c t - in i t i a t i o n ,  goods-presentat ion , b a rga in ing ,  

s a le ,  encashment, d e l i v e r y ;

2) p re s e le c t io n  - the buyer informs h im se lf  about the sup­

p ly ;  the s e l l e r  stands by fo r  ba rga in ing ,  s a le ,  encashment, de­

l i v e r y  ;



3) s e l f - s e r v ic e  - the buyer chos'ses w ithout the help of the 

s e l l e r  and takes the goods to -the check-out;

4) automatic s e l l in g  - s e l f - s e r v ic e  in c lud ing  automatic en­

cashment without the help of s e l l i n g  s t a f f .

The p r ic e - p o l ic y  can be described by the p r ic e - le v e l  of 

the goods (h igh ,  medium, low) and by the way the .prices  are f i ­

xed in r e la t io n  to com petitors. The laat-mentiuned c h a r a c t e r i ­

s t i c  can be d iv ided  in to  "conven tiona l-adap ting "  and "aggres- 

s iv e - u n d e rc u t t in g " .

The c h a r a c t e r i s t i c s  desc r ib in g  the input can be re la te d  to 

s iz e ,  and s e l l i n g  a rea , f a c to r- q u a l i t ie s  (and a lso  to fac tor-  

- p ro p o rt io n s ) . Seen as a whole the fac to r-s tocks  are an in ­

d ic a to r  of the s ize  of the e n te rp r is e .  Apart from that the 

c h a r a c t e r i s t i c s  can r e la t e  to the in d iv id u a l  used fa c to rs  as 

there  are  c a p i t a l ,  s t a f f ,  room, good3. Moreover, them  could 

be l i s t e d  the fac to r-p ropo rt ions  d esc r ib in g  the r a t io s  of the 

use of d i f f e r e n t  fa c to rs .

The fa c to r  q u a l i t y  de fines  the q u a l i t a t i v e  c h a r a c t e r i ­

s t i c s  of tne fa c to rs  used.

With t ra d in g -en te rp r ise s  being open systems, the e n v iro n ­

ment r e la t io n s  can a lso  be analysed. Corresponding to the 

double-sided 'market in te g ra t io n  of an e n te rp r is e ,  we can exa­

mine the consumer (and a lso  s u p p l ie r )  r e la t io n s  s e p e ra te ly .  

Here you can d i f f e r e n t i a t e  in to  kinds and ch a rac te r  of the 

r e la t io n s  to these p a rtn e rs ,  •

I  am now going to analyse the in d iv id u a l  types of l e t a i -  

l i n g - in s t i t u t io n s ,  One-1ine-stores are r e t a i l in y - e n t e r p r i s e a ,  

which o f fe r  products of one c e r t a in  branch or one c e r t a in  c a te ­

gory of needs, fo r  example shoe-shop, e l e c t r i c a l  goods-shop, 

t e x t i l e  goods-shop (branch-homogeneous) or sport ing  goods-shop, 

drug-store (needs-homogeneous). furthermore one-H ne-stores  

o f fe r  th e i r  customers a largu range of s e r v ic e s ,  fo r  th e ir  

most p a r t  consu ltance , maintamance and r e p a ir - s e rv ic e s .  In 

order to enable the s e l l e r s  to consu lt  t h e i r  customers i t  is  ne­

cessary  for them to nave s p e c ia l  knowledge about of ch arac te r  

uf the goods and trie assortment as well as about needs of the 

cu s tcne rs .  3o the s t a f f  in one-1m e-sto res  stands out by th e i r

sp e c ia l  q u a l i f i c a t io n s .
O n e - 1 m e-stores  p re fe r  to have t h e i r  lo ca t io n s  in re ta il ing-



-agglomerations or in c i t i e s .  The p r e v a i l in g  kind of s e rv ic e  is  

a s s is t a n t s - serv ic e .  The p r ic e - le v e l  can be c a l le d  r e l a t i v e l y  

h igh, the p r ic e - f ix in g  is  convent iona l-adap t ing . Most of the 

one-1ine-stores  are sm all-s ized or medium-sized e n te rp r ise s .  

They often  have a big quota of steady customers. The branch- 

-stores which o f fe r  a medium-broad and a medium-deep assortment, 

d i f f e r  from the s p e c i a l i t y - s t o r e s , which o f fe r  a narrower and 

deeper assortment.

The s e l f- s e r v ic e  markets, the supermarkets, the s e l f- s e r v l-  

ce-centers  and the s e l f- s e r v ic e  department-stores ’Count among 

the s e l f- s e r v ic e  s to re s .  They have in common that a l l  of them 

s e l l  a l l  ca teg o r ie s  of goods mainly in s e l f- s e r v ic e  and that 

they have food in th e i r  assortment. They only d i f f e r  from th e i r  

extent of s e l l in g  area and th e i r  r a t io  between food-and nonfood- 

- item s.

S e l f - s e r v ic e  markets supply food-items on a s e l l i n g  area 

that is  le ss  than 400 m2. They have th e ir  lo ca t io ns  near r e s i ­

d e n t ia l  areas. Supermarkets supply food-items rnd a small p e r ­

centage of non-food-iterns, which does not cover more thfin 1/3 

of the s e l l i n g  a rea . Their s e l l i n g  area covers between 400 m 

and 1500 in2. Their lo ca t io n s  are e i th e r  in .secondary s i t e s  

w ith in  towns and v i l l a g e s  or along boundaries of towns and 

v i l l a g e s  with always good parking f a c i l i t i e s .

S e l f - s e r v ic e  cen te rs  and s e l f- s e r v ic e  department-stores are 

the b ig-sized  forms of the s e l f- s e r v ic e  e n te rp r ise s .  On a s e l ­

l in g  area of 1500 m2-4000 m2 s e l f- s e r v ic e  centers  supply food- 

-item5 and nonfood-iterns for short- and medium-term needs. The 

monfood- 1 terns cover more than the h a l f  of the s e l l in g  area. 

S e l f - s e r v ic e  department-stores supply p r e v a i l in g  nonfood-items 

for sho rt-medi um- and long-term needs on a s e l l in g  area of 

more than 4000 m2 . Doth types have th e i r  lo ca t io n s  on town- 

-boundary s i t e s  w ith  good parking f a c i l i t i e s .  S e l f - s e r v ic e  de- 

par tment-stores are sometimes a lso  b u i l t  on free  areas between 

the towns. Their p r i c e - le v e l  i s  r e l a t i v e l y  low and th e i r  form 

of p r ic e - f ix in g  can sometimes be c a l le d  aggresslve-undercut- 

t ing .
Department-stores are b ig-sized r e t a i l i n g  e n te rp r is e s .  Un­

der the motto "eve ry th ing  under one roo f"  th e i r  assortment in ­

c ludes s e ve ra l  branches. A complete department-store assortment



con s is ts  of food-items, t e x t i l e s ,  c lo th in g ,  household-goods and 

furnishing-goods. Depending on the range and depth of the as ­

sortment we d is t in g u ish  grand-, normal- and junior-department- 

-s to res .  Grand-department-stores o f fe r  a broad and deep assort­

ment, normal-department-stores o f fe r  a broad and medium-deep 

and jun ior-departm ont-stores a broad and f l a t  assortment. The de­

partment-stores have th e i r  lo ca t io n s  in f i r s t  c la s a - s i t e s ,  that 

means in the c i t i e s  or in shopping cen te rs .  The type of serv ing  

depends on the department. There is  s e l f- s e r v ic e  in  the food- 

-department, p re- se le c t io n  in the c lothing-department and as- 

s i s t a n t s - s e r v i c e , for  example, in the photographic-goods-de- 

partment, where customers wish to be consu lted . There are me­

dium to extensive  a d d it io n a l  s e rv ic e s  o f fe red  ranging from re- 

pair-workshops, k indergardens and res tau ran ts  to m u lt is to re y  

garages. Apart from that o ften  goods-returns, d e l iv e r y  and 

purchase-financing are p a rt  of the s a le s  p o l ic y .  This especia l­

ly  ap p l ie s  to the grand- and normal-department-stores. The p r ic e  

- le v e ls  in grand- and normal-department-stores range from 

medium to high, those in  the jun ior-departm ent-stores are low. 

The kind of p r ic e - f ix in g  can be c a l le d  conventiona l-adapting  in  

a l l  o f them.

Mail-order-houses are d is tance- trud ing  in s t i t u t io n s ,  that 

means that there  i s  no personal con tac t between the s e l l e r  and 

the buyer. The buyer re ce ive s  the o f fe r  by newspaper-ads or c a ­

talogues and sometimes by a rep re se n ta t iv e .  The customer orders 

by l e t t e r  or by telephone. The d e l iv e r y  is  done by p u b l ic  tran­

sport ( r a i lw a y  or p o s t ) ,  by forwarding-agents or by the own 

c a r- p o o l .

Depending on t h e i r  assortment we can d is t in g u ish  assortment- 

-mail-order houses and s p e c ia l i t y - m a i l- o rd e r  houses. Assortment- 

-mail-order houses o f fe r  an assortment, which can be compared 

w ith  that one of the department-stores, s p e c ia l i t y - m a i l- o rd e r  

houses o f fe r  an assortment, which can be compared w ith  tha t of 

the one- line  s to re s .

D iscounters  are r e t a i l in g - e n te rp r is e s ,  which are  ch a ra c te ­

r is e d  by th e i r  aggressive-undercu tt ing  p r ice-policy ,m ade pos­

s ib le  by waiving s p ec ia l  serv ices,. D iscounters have th e i r  lo c a ­

t io n s  in coat-sav ing  seconoary s i t e s  w ith in  the towns, t h e i r  kind 

of s e r v ic e  is  s e l f - s e r v i c e ’ and they have a r e l a t i v e l y  f l a t



assortment. According to  the contents of th e i r  assortment we 

can d is t in g u ish  food-discounters and nonfood-discounterS. The 

assortment of the food-discounters is  s im i la r  to tha t of 

the s e l f- s e r v ic e  markets or the supermarkets, but i t  i s  r e ­

s t r i c t e d  to f a s t - s e l l in g  goods. Nonfood-discounters have a 

branch-homogeneous assortment l i k e  the o re - l in e  s to re s ,  but 

a lso  r e s t r i c t e d  to f a s t - s e l l in g  goods.

A fu r th e r  type of i n s t i t u t io n  are the chains , t h e i r  essen­

t i a l  c h a r a c t e r i s t i c  is  the ch a in - p r in c ip le .  This means that some 

functions  of the production process are f u l f i l l e d  in  d i f f e r e n t  

lo c a t io n s .  In  most cases such functions as management, f in a n ­

c in g ,  p rov id ing ,  stockkeeping and assortment-formation are cen­

t r a l iz e d  at the headquarters . Ihe chain-stores  are assigned 

to the headquarters and take over d ecen tra l iz ed  funct ions ,  main­

ly  s e l l i n g  fun c t ions .  I f  th is  p r in c ip le  is  applied  in  one en­

te r p r i s e ,  we c a l l  that a cha in . Many department- and one-line- 

-stores are a lso  organized In th is  way, but they are analysed 

s e p e r a te ly . The ac tua l chains are d iv ided  up in to ,  food-chains 

and nonfood-chains. The food-chalns run s e l f- s e r v ic e  markets, 

supermarkets, s e l f- s e r v ic e  and le ss  o ften  s 'e lf- se rv lce  depart ­

ment-stores. There a re , however, a lso  food-chalns which have 

s p e c ia l iz e d  in sp ec ia l  food-items as for example co f fee ,  d e l i-  

catess-goods e tc .

A l l  e n te rp r is e s ,  which run seve ra l  one-1ine-stores or non­

food-discounters are counted among the nonfood-chains.

To c a l l  an e n te rp r ise  a chain  i t  is  o ften  requ ired to have 

a minimum number of cha in-s to res ,  because only in that case 

the t y p i c a l  c h a r a c t e r i s t i c s  (c e n t r a l iz e d  stockkeeping, c e n t ra ­

l iz e d  management) w i l l  appear. The s t a t i s t i c s  published gene­

r a l l y  assume that an e n te rp r ise  must have at le a s t  f i v e  chain- 

-stores  to be c a l le d  a chain .

F in a l l y  I want to approach the co o p e ra t iv e- so c ie t ie s  as a 

type of In s t i t u t io n .  C oop e ra t ive-soc ie t ie s  are s e l f- h e lp  in ­

s t i t u t io n s  of the consumers with the aim to ach ieve  a cost- 

-saving p rov is ion  by means of a j o in t  purchase of goods s a t i s ­

fy in g  everyday needs. For co o p e ra t iv e - s o c ie t ie s  in t h e i r  in it ia l  

assumptions i t  was e s s e n t ia l  that only members of the soc ie ty  

could be th e i r  customers.

Apart from the mainly q u a l i t a t i v e  c h a r a c t e r i s t i c s  mentioned
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T a b l e  2
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above, which descr ibe  the charac te r  of the In d iv id u a l  re ta i l in g  

e n te rp r is e s ,  you can e lu c id a te  s t r u c tu r a l  d i f fe re n ces  by means 

of index f ig u re s .  Table 2 g ives  a number of important index f i ­

gures of In d iv id u a l  r e t a i l i n g  e n te rp r ise s  I  r e fe r  to th is  f ig u re  

without going in to  fu r th e r  d e t a i l s ,  as I  th ink that most of 

the index f ig u res  speak fo r  themselves. They are c a lc u la te d  for 

the year 1982.

2.2. Combined Forms of In d iv id u a l  R e t a i l in g  e n te rp r ise s
«

Combined forms of in d iv id u a l  r e t a i l i n g  in s t i t u t io n s  are 

lo c a l  and o rg an iza t iona l  combinations of in d iv id u a l  r e t a i l i n g  

in s t i t u t i o n s ,  w ith  each in d iv id u a l  in s t i t u t io n  r e ta in in g  i t s  

Independence. Among them are the jo in t-departm ent-stores  and 

the shopping-centers.

A jo in t-departm ent-store  is  a lo c a l  and o rg an iza t iona l  com­

b in a t io n  of independent one-line- and sp ec ia l i ty - sh o p s  as w e ll  

as complementary s e rv ic e - e n te rp r is e s  of d i f f e r e n t  types and s i ­

zes. The main c h a r a c t e r i s t i c s  of jo in t-departm ent-stores  are 

the fo l lo w ing :

- ch arac te r  of a departm ent-store ,

- in d iv id u a l  departments are run by independent r e t a i l e r s ,

- between independent r e t a i l e r s  thers  i s  a workable combir 

nat ion  of a c t i v i t y ,

- fo r  the c l i e n t s  they appear to be one o rg an iza t io n a l  u n i t .

According to the ch a rac te r  of a department-store, the as ­

sortment of the combinatidn is  broad and deep. The a s s o r t ­

ments of in d iv id u a l  departments are coord inated . In order to 

make the co o p e ra t iv e ly  working r e t a i l i n g  and s e rv ic e  e n t e rp r i ­

ses outwardly appear as a u n i t ,  i t  i s  necessary to set  up a 

c e n t ra l  department, which f u l f i l l s  j o in t  funct ions .

Shopping-centers are agglomerations of r e t a i l i n g  and s e rv ic e  

e n te rp r ise s  which were planned, b u i l t  and adm in is tra ted  as a 

u n i t .  The u n ita ry  p lanning and ad m in is t ra t ion  d is t in g u ish e s  the 

shopping-centers from the r e t a i l i n g  agglomerations in  the c it ies .  

The u n ita ry  planning re fe r s  to s i t e ,  s ize  and s t ru c tu re  of the 

c e n te r ,  that is  to say to the type and number of en te rp r ise s  

to be in teg ra ted ,  as w e l l  as to the d iv i s io n  and arrangement 

of the s e l l i n g  area and other areas . I t  a lso  determines the con­

s t r u c t io n a l  shape.



Execu tive  agents of these u n ita ry  p lanning are e i th e r  la rge  

t rad ing  en te rp r ise s  ( f o r  instance department-store e n te rp r is e s ) ,  

which l a t e r  wish to d o m ic i l iz e  in the cen te r ,  or f in a n c ia l  compa­

n ie s ,  which regard the center as being an ob jec t  for investment. 

Often the members of the center e le c t  a cen tra l  department, which 

has the task to represent the center e x te rn a l ly  and to coord inate  

the act ions  of the p a r t i c ip a t in g  e n te rp r is e s .  Otherwise the i n ­

d iv id u a l  r e t a i l i n g  and s e rv ic e  e n te rp r ise s  are r e l a t i v e l y  f ree  in 

t h e i r  dec is ions  concerning the e n te rp r ise s .

As regards the form of in te g ra t io n  in the a lready  e x is t in g  

sett lem ent u n i t s ,  shopping-centers could be d iv ided  in to  in te g ra ­

ted and non-integrated ones. In teg ra ted  shopping-centers are b u i l t  

at the edge of sett lem ent u n its  ( c i t i e s ,  r e s id in g - a rea a , s a t e l l i -  

te-towns e t c . ) ,  non-integrated shopping-centers are b u i l t  between 

two sett lem ent u n its  'in  the green f i e l d ’ . With regard to th e i r  size 

we can d is t in g u ish  neigbourhood-, community- and reg iona l-cen te rs  

with the covered area , the number of shops and the number of

a v a i la b le  parking f a c i l i t i e s  being the q u a n t i ta t iv e  c r i t e r i a  for
2

d e f in i t io n .  Reg iona l-cen ters  fo r  instance  have more than 30 000 m 

of the covered area , more than 40 shops and more than 5000 par ­

king f a c i l i t i e s .

3. Development of the R e t a i l in g  In s t i t u t io n s  in the FRG

3.1. The O^namincs of t he Types of Re t a i l in g  In s t i t u t io n s

The s eve ra l  types of r e t a i l i n g  in s t i t u t io n s  did not always have 

that form described above, they are sub ject  to change. New types 

of e n te rp r ise s  a r i s e ,  e x is t in g  ones change and sometimes d isap ­

pear com plete ly . The o r ig in s  of these changes are the changes in 

the environment, to. which th3 r e t a i l e r s  have to re a c t ,  i f  they 

want to su rv iv e  in the long-run. We can now t ry  to work out ru le s  

fo r  th is  developing process. I t  i s  in a way s im i la r  to the l i f e ­

c y c l e  model known form products. Here we can a lso  de fine  and des­

c r ib e  d i f f e r e n t  s tages. In the German l i t e r a t u r e ,  the d e sc r ip t io n  

of the developing process of types of e n te rp r is e s  has been d is cu s ­

sed under the therm 'dynamics of the types of en te rp r ises ',  espe­

c i a l l y  by N iesch lag , but you can f ind  s im i la r  approaches in  the 

Anglo-Saxon l i t e r a t u r e  too.



Genera l ly  speaking, we can d is t in g u ish  the fo l low ing  stages 

of the developing process of a type of e n te rp r ise :

- formation and r i s e ,

- m aturity  and a s s im i la t io n .

The f i r s t  developing stage is  often  ch a rac te r ised  by the fac t  

that a new type of e n te rp r ise  gets access to the. market by means 

of an aggressive  p r ic e - p o l ic y  enabling i t  to win i t s  market share. 

This low p r ic e - p o l ic y  of the newcomer is  made poss ib le  by the 

fo l low ing  p o l i c ie s  u n lik e  those of the e s tab lished  com petitors:

- by r e s t r i c t i n g  the assortment to rap id ly  s e l l i n g  goods, s to ­

rage costs  w i l l  be saved, and because of the la rge  demand r e s u l ­

t in g ,

- by r e s t r i c t i n g  the s e r v ic e s ,  f i t t i n g  out the shops modestly 

and by using the s t a f f  in a r a t io n a l  way,  space- and s ta f f- co 3 ts  

can be 3 aved .

The second stage of the developing process Is  very often  cha­

r a c te r is e d  by the t r a n s i t io n  from price-com petlt lon  to nonprice- 

-competit ion. This phenomenon is  very often  a lso  c a l le d  trad ing  

u p '.  A d d it iona l products are taken in to  the assortment and add i­

t io n a l  s e rv ic e s  are o f fe red ,  the reason being:

- the attempt to win other groups of customers than only the 

pr ice-consc ious  consumers, and bind a l l  customers In order to en­

sure and anlarge the enterprise* s own market p o s it io n ;

- the recogn it ion  that s t ic k in g  to an aggressive  p r ic e - p o l ic y  

can e a s i l y  imply the en te rp r ise s  ru in  i f  there are competitors

of the same kind.

The developing process, which I  have only roughly descr ibed , 

can be c a l le d  an observed ru le .  I t  ap p l ie s  to the department-sto­

res and to the one-line houses, which at f i r s t  competed w ith  the 

e stab l ished  one- llne-sto res  by means of an aggressive  p r ic e - p o l ic y  

&nd l a t e r  on g radua lly  adapted t h e i r  p o l ic y  to that of the oue- 

-1in e - s to re s . I t  a lso  ap p l ie s  to the mail-order houses, which en­

tered the market as p r ic e - a c t i v e  competitors of the department- 

-stores  and then e s p e c ia l ly  in th e i r  assortm ent-policy adapted to 

them. Recently  th is  process could a lso  be observed in s e l f - s e r ­

v ice  s to re s ,  but in  these types the ‘ trad ing  up’ Is  only at i t s  

beginning.

However, there are a lso  examples showing a d i f f e r e n t  trend so 

tha t we cannot c a l l  i t  a r e g u la r i t y .  Boutiques as a new type



of one line  shop did not enter the market apply ing an aggressive  

p r i c e - p o l i c y , but r ig h t  from the beginning had a cons is ten t  high- 

- p r ic e - p o l ic y . And d iscounte rs ,  e s p e c ia l ly  food-discounters, so 

fa r  show no signs of 't rad ing  up’

3.2. The Development of the R e t a i l in g  In s t i t u t io n s

3 .2 .1 . The Development of the In d iv id u a l  R e ta i l in g  En te rp r ise s

A fte r  the general remarks about the developing process of the 

r e t a i l i n g  in s t i t u t io n s  I  now want to say something about the de­

velopment of the in d iv id u a l  forms. Table 3 shows the importance of 

the in d iv id u a l  types of r e t a i l i n g  e n te rp r ise s .  I t  shows the d e ve l ­

opment of the market shares of the whole r e t a i l i n g  trade in the 

FRG.

One- line-stores are a t r a d i t io n a l  form of r e t a i l i n g .  They have 

developed from the g ro ce r ie s ,  which today can be found only in 

s e t t le d  ru ra l  areas. Despite the increas ing  importance of the de- 

partment-stores and more modern types of e n te rp r is e s ,  they s t i l l  

repesent the la rg e s t  group of r e t a i l i n g  e n te rp r ise s  in number and 

in turnover .  Their market share today corresponds to th a t ,  which 

was achieved in  the .beginning of the 60 s. In between there was a 

pe r iod ,  where they had to g ive  up market shares e s p e c ia l ly  to the 

department-stores and the one-line  houses. In 1974, they reeched 

the lowest p o in t ,  about 5% below th e i r  today 's  market share, which 

■has been r e l a t i v e l y  constant in the l a s t  few years . P a r a l l e l  to 

th a t ,  you can observe a con tinua l development w ith in  the group of 

one-line  shops: in  1962 only 12,3* of the whole trade turnover in 

one- line-s to res  was reached in cha in-s to res ,  in  1980 th is  was 

26,6%. Apart from th is  a c le a r  tendency to chain-formation and, 

thus, to la rg e r  e n te rp r ise s  can be observed, w ith  one-line  s to res  

turn ing  more away from the pure a s s is ta n ts - s e r v ic e .  P re s e le c t io n  

is  coming up more and more. Furthermore, one- line-sto res  more and 

more t ry  to w ithstand the hard com petition  w ith  the la rga-s ized  

e n te rp r is e s  by means of more cooperation  w ith  one another.

The f i r s t  department-stores in  Germany were b u i l t  a t the be­

g inning of th is  cen tu ry .  Up to the 2 0 's they w itnessed a rap id  

boom. In  the 30 's ,  p u b l ic  c la im s for p ro tec t io n  of m idd le-c lass  

r e t a i l i n g  r e s t r i c t e d  t h e i r  growth. Because of th e i r  lo c a t io n  in 

c e n t ra l  pa rts  of towns the department-stores were harder h i t  by



T a b l e  3

\  Type 

Year \

Depart­
ment 
s to res  
and one- 

-1ine- 
-houses

S e l f - 
-serv ice-  
-centers 
and s e l f-  

-se rv ic e  
depart ­
ment 
s to res

Superr 
markets

Se i f- 
-se rv ice-  

market

One- 
-1ine- 
-store

Spec ia l-
ity-m a il-

-order
house

Assort-
ment-

-mail-
-order
house

Other
types

R e t a i l ­
ing
a lto g e ­
ther 
(0M b . )

1980 7.3 10.6 5.5 12.4 48.7 2.1 3.4 10.0 100.0

(413.4)

1981 6.8 10.9 6.3 12.5 47.9 2.1 3.4 10.4 100.0

(429.1)

19B2 6.5 11.3 6.6 12.8 47.2 1.9 3.2 10.6 100.0

(434.0)

1983 6.3 - - 12.4 48.1 1.7 3.1 10.4 100.0

(448.6)
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the e f f e c t s  of the war than other types, so that th e i r  r e b u i l ­

ding a f t e r  the war was d i f f i c u l t .  However, they s t i l l  managed to 

expand co n t in io u s ly  market shares. In 1974, they reached th e ir  

h ighest market share of 10.3%. S ince then th e i r  market share has 

been permanently d e c l in in g .  This trend could a lso  be observed be­

tween 1980 and 1983. The p o l ic y  of the department-stores shows a 

c le a r  't rad in g  up’. Sometimes you can even go as f a r  as to c la im  

that department-stores are a combination of seve ra l one-1ine-sto- 

res under one roof.  This e s p e c ia l ly  app lies  to the grand- and 

normal-department- s to re s .

The expansive development of the mail-order houses began in 

1950. At the moment, there are about 4000 mail-order houses, in  

the FRG most of them are  s p e c ia l i ty - m a i l- o rd e r  houses. Between 1960 

and 1980, th e i r  market share remained r e l a t i v e l y  constant between 

4.5X and 5.5X. They reached th e ir  maximum in 1980 and 1981, s ince 

then th e ir  development has been s l i g h t l y  d e c l in in g .  Here we can 

a lso  observe an in t e n s i t i v e  't rad ing  up\ e s p e c ia l ly  w ith  the 

assortment-mail-order houses. Furthermore, some assortment-mail- 

-order houses t r id d  to get hold of the s ta t io n a ry  business, which 

however was not very su ccess fu l ,  as good lo ca t io ns  were a lready 

engaged or were too expensive to_get.

The f i r s t  s e l f- s e rv ic e - c e n te r s  and s e l f- s e r v ic e  department- 

-stores  were constructed  about- 1965. These en te rp r ise s  managed to 

increase  permanently t h e i r  market share from 0.6% in 1966 to 11.3% 

in  1982. This was the disadvantage of the one- line-sto res  and re ­

ce n t ly  e s p e c ia l ly  the d isadvantage of the t r a d i t io n a l  department- 

-s to res .  One of the main assumptions fo r  the great success of this 

type of e n te rp r ise  was the fa c t  tha t  a la rg e r  percentage of the 

people possessed a m otor-veh ic le . The number of se lf-serv ice-cen ters  

and s e l f- s e r v ic e  department-stores in 1982 was about 1400. Here 

a lso  is  a tendency towards e n te rp r ise s  w ith  la rg e r  s e l l in g - a re a s .  

S ince  1978 the foundation of new s e l f- s e rv ic e - c e n te r s  and self-ser- 

vice-departmentT-stores w ith  la rge  s e l l in g - a re a s  has become more 

d i f f i c u l t ,  because s ince  then they can only be constructed  on 

areas e s p e c ia l ly  designed fo r  them. As regards t h e i r  p o l ic y  we 

can observe that t h e i r  assortment is  often  enlarged by a d d it io n a l  

s e r v ic e s .

'  Data about d iscounte rs  are r a r e ly  e x p l i c i t l y  s ta ted  in  s ta t is ­

t i c a l  p u b l ish ings .  In  Tab. 3 the nonfood-discounters are included



among the the se lf-se rv ice-m arke ts  and the supermarkets. The mar­

ket share of the food-discounters rose from 0.9* in  1972 to 4 .OX 

in 1982, th e i r  number from about 1000 to 3100 in the same period 

of time.

The f i r s t  cha in-stores  were founded at the beginning of the 

cen tu ry .  I  have a lready pointed out the increas infl importance of 

the nonfood-chains. They were able to enlarge th e ir  market share 

from 4% in 1960 up to 7X in 1982. The number o f .  fo o d s h a in s  de­

creased from 90 in  I960 to 44 in 1902. The average number of chain- 

s t o r e s  per e n te rp r ise  doubled over th is  period of time, tha t is  

to say here is  a lso  seen a c le a r  tendency towards la rg e r  e n t e rp r i ­

ses. In  e a r l i e r  times, a s s i ta n ts - s e r v ic e  s to res  dominated, today 

the food-chains almost e x c lu s iv e ly  run s e l f- s e rv ic e - s to re s  with an 

in creas ing  percentage of supermarkets, w ith  the average s ize  of 

the s e l l i n g  area of the chain-stores  a lso  r is in g  in the l a s t  few 

y e a r s .

The co o p e ra t iv e - so c ie t ie s ,  o r ig in a l l y  founded as s e l f-h e lp  in ­

s t i t u t io n s  of the consumers, data back to the e a r ly  times of c a p i ­

t a l ism . They witnessed a rapid boom at the beginning of th is  cen­

tu ry .  The economic c r i s i s  in  the 3 0 's h i t  the coopera t ive-soc i-  

e t ie s  har*der than other ones, and in  1935 i t  was decided to s t a r t  

l iq u id a t in g  them. A f te r  the war, the reb u i ld in g  of the coopera- 

t i v e - s o c ie t i e s  proceeded r e l a t i v e l y  f a s t .  In  1948, there were again 

244 co o p e ra t iv e - so c ie t ie s .  In  the same year a lso  the economlc-head- 

-quarters  for a l l  of them were founded. S ince 1969 these headquar­

te rs  have been known a« Coop AG. Besides assortment-formation and 

goods p rov is ion  for the reg iona l s o c ie t ie s  they ca r ry  th e i r  own 

production of consumer products. . Their development has been cha­

r a c te r is e d  by fusion of lo c a l  s o c ie t ie s  w ith  reg iona l .so c ie t ies  

and the t igh ten ing  of the store-network . In  1902, there  were only 

47 reg iona l s o c ie t ie s ,  most of them a lready  converted to a share- 

holder-company or a limited-company, and 3360 s to res  of a l l  types 

of s e l f- s c r v tc e - s to re s .  In  1982, the whole Coop-combtnatton achie­

ved a turnover, which represented a market share of 3.5% of the 

whole r e t a i l i n g  turnover in the FRG. Today the whole Coop-combina- 

t io n  does not d i f f e r  from a country-wide food-chain, n e ith e r  in 

i t s  s t ru c tu re  nor in i t s  aims.



3.2 .2 . The Development of the Combined Forms 

of In d iv id u a l  R e ta i l in g  En te rp r ise s

The idea of s e t t in g  up jo in t  department-stores was born in Swe­

den. In Germany th is  type of e n te rp r ise  had d i f i c g l t i e s  in f i n ­

ding acceptance. Apparently the m idd le-class r e t a i l e r s  p re fe rred  

other forms of cooperation . The f i r s t  j o in t  department-stores 

were founded in 1970 * Their founders were mail-order-houses, which 

want ed to enter in to  s ta t io n a ry  business. Today in Germany there 

are 10 rea l  j o in t  department-stores. U n fortunate ly  there  are no 

data ob ta inab le  about t h e i r  market share.

The f i r s t  shopping-centers were opened in 1964. At the moment 

there  are about 700 shopping-centers, 72 of these being reg iona l-  

-cen ters . The f i r s t  shopping-centers were r e a l  g ia n ts ,  w ith  a cov ­

ered s e l l i n g  area of up to .70 000 m2 and up to 80 r e t a i 1ing-shops 

S ince  then the average s ize  of the cen ters  has been decreas ing , 

that is  to say only sm a ller  centers  were opened. The reasons for 

th is  being the d i f f i c u l t i e s  with f ind ing  appropriate  lo ca t io n s  for 

such la rge  re ta i l in g-ag g lom era t ion s  w ith  a la rge  enough feeding 

area, and the le g a l  reg u la t io n s ,  which do not a llow  the construc ­

t ion  of such la rge  b u i ld ing s  on other than those areas , which are 

e s p e c ia l ly  designed for them.

This is  a rough survey of the ac tua l stage of development of 

the types of r e t a i l i n g ~ in s t i t u t i o n s .  The fu r th e r  development r e ­

mains to be seen. The e x is t in g  types w i l l  continue to be sub ject  

to change and some of them w i l l  disappear com plete ly . But we can 

a lso  reckon with  the r i s e  of new types of r e t a i l i n g - in s t i t u t io n s ,  

e s p e c ia l ly  iri connection w ith  the development of new media and new 

communication techniques.

Jens Neugebauer

ROZWÓJ INSTYTUCJI HANDLU DETALICZNEGO 
W REPUBLICE FEDERALNEJ NIEMIEC

Handel d e ta l ic zn y  w RFN charak te ryzu je  znaczne zróżnicowanie. 
Przeprowadzono typo log ię  tych i n s t y t u c j i ,  uwzględniając k i lk a  j e j  
k ry te r iów  m. i n . :  świadczone u s łu g i ,  o rg an izac ję ,  s truk tu rę  na­
kładów i  zatrudnionych czynników produkcji oraz powiązania z o to ­
czeniem. Omówiono rozwój i  s t r a te g ię  handlu indywidualnego za­



równo, sklepów branżowych, jak i sp ec ja l is ty c z n y ch ,  różne rodzaje 
sklepów samoobsługowych, domy towarowe i handlowe, domy wysyłkowe, 
handel dyskontowy, łańcuchowy i  sp ó łd z ie lczość .  Następnie przed­
stawiono różne formy in t e g r a c j i  znajdujące wyraz w rozwiązaniach 
przestrzennych. Wskazano na k ierunk i rozwoju różnych form in s t y ­
tuc jona lnych , a także ich  znaczenie w ogólnej sprzedaży. Wreszcie 
przedstawiono wskaźniki charak teryzu jące  porównawczo efektywność 
czynników produkcji zatrudnionych w różnych typach handlu detalicz­
nego w la tach  1980-1983.


