
HAVE GERMAN WILL TRAVEL Wo kauft man 

WO KANN MAN SPEISEN UND GETRÄNKE KAUFEN? 
(Where can you buy food?) 

corner-grocery store: der Tanta-Emma Laden, die Tante-Emma Läden 

The corner shop is fighting a 
rearguard action to survive 

T he family grocer, the so-called cor
ner shop, has come to the end of 

the Iine. Some twenty such stores are 
forced to close down every single day in 
the Federal Republic of Germany. . 

This is the result of fierce competi
tion and the structural changes m a 
branch of business which, as shopkee
pers put it, is more competitive than 
any other business in this country. 

The comer shop, although much be
loved - verbally at least - is in severe 
jcopardy notwithstancling t~e fact t~at 
the last of this breed are still managmg 
to keep their heads above water for a 
while. 

Despite assurances to the contrary, the 
customer prefers the wide range of 
goods, the huge deepfreeze supplies, the 
meat and delicatessen counters and of 
OOU!Se the "specials" - in otber words 

all the things provided even by a small 
supermarket with a floor area of a mere 
1 500 square feet. 
' At present there are st~ll some 

110,000 small grocery shops m opera
tion. They are supplied with ideas and 
pooducts that might help them to sur
vive at ANUGA, the annual Cologne 
food fair., 

B'ut competition is not the only 
source of worry for the corner shops. 
They are faced with a dwindling number 
of customers, and if the projected 
figures of the Federal Statistical Office 
in Wiesbaden are anything to go by, the 
Federal Republic of Germany's popula
tion will diminish from 60 million (at 
the last census of 1970) to a mere 57 
million in 1980 and to 54.5 million in 
1990. 

And business as a whole is weil aware 

of the old truism that fewer peÖplemust 
of necessity consume Jess. 

The question along the Jines of 
gourmand or gourihet, or in other words 
glutton or connoisseur, has Jong been 
answered by the repfesentatives of the 
food business. A more sophisticated 
range of products is their tnotto of the 
day. 

Turnover and profits will not be pro
vided by carrots and potatoes but by file t 
of veal caviar - assuming that the busi
ness has been successful in convincing 
the customer to develop a taste for such 
delicacies. 

In the official parlance of the Con
federation of the German Food Retail 
Trade, these ideas are expressed as fol
lows: "There are many examples demon
strating that imaginative ideas and initia
tive, apart from a thorough farniliarity 
with the exigencies of business, have 
proven successful even in a stagnating 
market." 

As a result, a new term will be intro
duced at the side programmes of ANU
GA - a tenn closely linked with more 
sophistication of the goods offered. The 
magic word is "freshness". 

With a nose for elements that will at
tract the customer of today, ANUGA is 
devoting a major display solely to the 
promotion of fresh specialties. 

The demonstration object in business 
terms is to be an "exemplary neigh
bourhood shop". This shop will in some 
of its aspects (such as locatipn just 
round the corner) be a direct descendent 
of the corner shop, although it will have 
no similarity with the grocery shop of 
yore. 

Owners of corner shops would (pre
sumably) nave been shocked by the 
whole demonstration. The experts at' 
ANUGA are determined to present fea
sibility calculations and examples. 

In an effort to squeeze out the last 
deutschmark of potential turnover, the 
middle class food consumer is presented 
with possibilities which the big oper
ators have recognised and profitably im
plemented long ago: "Gastronomy in 
tlle retail trade". . 

Hunger or peckishness, too, can in
duce a potential customer to cross a 
store's threshold. An4 "snack bars" are 
always located in a distant section of the 
store. 

In other words, the road to a stew or 
a sausage Jeads past many tempting ob
jects for the consumer and the same 
applies for the return route after having 
stilled the pangs of hunger. 

Thus we are faced with inventiveness 
and imagination on the one hand and a 
striving for quality on the other. 

The food business is groaning under 
the exigencies of adaptation to the re
quirements of the rnarket and structural 
changes, rising raw rnaterials prices and 
diminishing or stagnating profits. 

But even so - if official and semi
official announcements are anything to 
go by - this branch of business is pre
pared and willing to face the challenge. 
And this cannot but please the consu
mer - especially in view of the fact that 
the trade confirms that his buying atti
tudes have become more critical. 

Once all the speeches and the specta
cu]ar presentations of ANUGA are over, 
we shall have to wait for a while (per
haps a year or so) until the next ANU
GA. 

But unless there is a change of trend 
- as indicated today - all that will re
main will be an obituary for the comer 
store. "Requiscat in Pace". 


