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Since its Apnl 1998 [munch, leShop, the first viriual

f:::‘* ""‘":""ﬂ:‘*ﬂ supermarket in Switrerland, had established itsclf as the feading,
s :‘:M i o oaline grocery service in the country. 1t had managed 1o survive
35 where many more fwmous and better-funded pure play online

t Lp— . ] ;
L"ﬁ:::r" LM: i:::“ﬁ cers in the US like Streamline and Webvan had gone

rather i ko istrote either mhrupt

eifectng ov iefioive dandr | eShop had outperformed the online operations of all the major

af a bresinese 2t s arkets in Switzerland. However, despite the impressive
3% share of the online Swiss grocery market and amicipated
el siles of CHF 13 million tn 2002 (refer to Exiibid 1), the
aperations had nol yet managed to break even

Relative to other Furopean countrics, online grocery sales were
underdeveloped in Switzerband by a factor of 18. Unly 0.05% of
the mal grocery macket was onling (€12 millioa) (refer fo
Exkibit 1), compared to 088" m the United Kingdom (£934
milliom) and 0.76% in Paris (6171 million). CUnly 35% of Swiss
wlults were aware of the extsience of onlinge grocerny services,
compared b0 9% in the Uk and 94% i Paris. An impatient
{hristian Wanner, UEO of LeShop, observed:

Unfortunmely, unbke the UK or Pars morkets where key tradiisonsl
plavers bhe Tesco and Camefior heavaly pcdverise their onbne service,
the dommnnl beck and morsr suipermarhels mo Swtcrlaad ke
Rlageroes and Coop are kol sctively pushng online sales Insead. we we
fightmg a lonely batlle as “pure play™ m trong o get the Swiss people
i change thew hatwis and shop oaline for grocenes. 1F the onlowe
procery wuwket in Swizeriand hod pust one-therd of the development
of the UK or Pans, we woukl already be at breakeven

LeShop faced several challenges in its fight for profitability.
How to make a preater number of potential customers aware off
the benefits of osline shopping and encourage them o iry
LeShaop? How to increase refention and share of wallet of
existing customers? And, finally, how o improve distribution
efficiency and customer safisfaction?
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