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INSIGHTS

Mr Koch, the former METRO GROUP 
became two companies this summer 
– the ‘new’ METRO and CECONOMY. 
Why?

The main motivation for the division 

was to achieve a stronger focus. Both 

of the new companies have exciting 

prospects. But there wasn’t actually 

any overlap or synergies between the 

wholesale and food business of METRO 

Cash & Carry and Real on the one hand 

and the consumer electronics division 

with Media Markt and Saturn on the 

other, either in terms of purchas ing or 

logistics.

It was therefore time for a change. And 

we made the change in order to gener-

ate more added value for the custom-

ers, the employees and the sharehold-

ers. We made the wholesale and food 

business independent within the ‘new’ 

METRO. This enables us to focus on our 

core business and, above all, act more 

dynamically.

What does the ‘new’ METRO stand for?

We as METRO are successful when our 

customers are successful. The ‘new’ 

METRO therefore stands for a complete 

customer focus. It is important to us 

that we gain the long-term loyalty of 

traders and consumers. We can only 

achieve this if we are familiar with their 

needs and systematically base what we 

do on those needs – with our expertise 

in the food sector and excellent prod-

ucts and services.

We see ourselves as a partner and an 

initiator – in particular for the many 

small and medium-sized independent 

businesses in the food service industry. 

We work on tailored product ranges, 

workable business models and digital 

solutions to give these companies even 

greater success. 

Talking of digitisation, this will be a 
key issue in the food industry and in 
the trading sector in the future. What 
does this mean for METRO?

It above all means we need to put 

ourselves in our customers’ shoes and 

understand where they need digital 

solutions. On the one hand, it’s about 

looking at the digital sales channel, in 

other words e-commerce and delivery 

services. The number of orders that 

restaurateurs and small-scale retailers 

are placing online is increasing rapidly. 

Likewise, it is increasingly becoming the 

norm for consumers living in densely 

populated urban areas to do some of 

their food shopping online and have 

their shopping delivered to their home 

– an area in which Real already offers 

appropriate services.

Another focal area is helping our custom - 

ers in the food service industry to op-

timise their restaurant processes with 

the aid of digital tools. For ex ample, 

they can improve their goods and 

HR planning, their payroll accounting 

or their hygiene management. Many 

restaurateurs still see to these matters 

using analogue processes which take a 

lot of time that they would be better off 

allocating to the creative side of their 

work – to their passion about cooking 

and interacting with their guests.

Olaf Koch, Chairman of the Management Board of METRO AG, on the reasons behind  

splitting the former METRO GROUP and the focus areas of the ‘new’ METRO.

‘ METRO STANDS FOR A 
COMPLETE CUSTOMER 
FOCUS’
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When in Rome, do as the Romans do –what’s applicable to tourists is equally applicable to 

an international company like METRO. Being active in 35 countries, METRO faces an array 

of challenges that call for individual answers.

ACTING FOR TOMORROW AROUND 
THE WORLD

FOCAL POINT

For METRO, developing solutions that 

take country-specific circumstances 

into account is its bread and butter. 

Responsibility takes on many forms 

within this international trading com-

pany, ranging from assisting independ-

ent business owners, protecting the 

environment and boosting food safety 

to promoting regional produce and 

maintaining diversity and tradition.

Analogue and digital strengthening of 
SMEs

METRO is a partner to many small and 

medium-sized independent companies 

– and the focus is on their success.

Taking India as an example, there are 

more than 12 million kirana stores in 

the country. These are traditional retail 

stores which are run by families for gen-

erations. Everyday items are stacked to 

the ceiling in space of just a few square 

metres, making these stores the first 

port of call whenever anything is nee-

ded. They account for 95 per cent of 

retail in India – without them, supplying 

the population with everything it needs 

would be inconceivable. 

METRO assists these independent busi-

ness owners. For example, the whole-

saler not only offers a wide range of 

products, but also lends support in the 

kirana stores’ acquisition of digital cash 

register systems to make payments 

more secure – a practical and import-

ant innovation. METRO also provides 

assistance with monetary matters, 

arranging straightforward financing 

if, for example, a kirana store is to be 

modernised.

Overcoming the entrepreneurial gap

The METRO International Own Busi-

ness Study conducted in ten countries 

including for example France and China 

demonstrates that local entrepreneur-

ship is valued. According to the study, 

more than half of those surveyed spoke 

in favour of helping to support local 

independent business owners. The 

study also shows that 48 per cent of 

all those surveyed were interested in 

starting their own business – although 

only 13 per cent considered the chances 

of their founding a company to be ‘very 

likely’.

There are now around  
2,000 business owners who are 

part of the ODIDO franchise. 

Eric Poirer

METRO INTERNATIONAL OWN BUSINESS STUDY

From 10
METRO countries

800
independent 

business owners

10,000
people surveyed

would be proud if their  
child started a business

wish to support businesses run by 
members of the local community

expressed an interest in  
starting their own business

said it was ‘very likely’ that they  
would start their own business

83%

52%

48%

only 13%

Political conditions  
for business owners

Economic situation  
and rising taxes

WHY

howeverENTREPRENEURIAL GAP

The full study can be found online at www.metroag.de/en/media-centre/publications
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To overcome this ‘entrepreneurial gap’, 

MAKRO Cash & Carry Poland assists 

budding and existing self-employed 

retail business owners with its ODIDO 

franchise, for example. ‘This concept 

helps the retailers to design their stores 

attractively and efficiently in terms of 

their product range,’ explains Eric Poirer, 

CEO of MAKRO Cash & Carry Poland. 

‘There are now around 2,000 business 

owners who are part of the ODIDO 

franchise,’ says Poirer. METRO lends its 

support in financing issues, for example, 

or with the production of professional 

TV commercials.

A bespoke solution is required some 

500 kilometres further east in Russia 

too, such as METRO EXPO. This trade 

fair is a platform for local business  

owners in the food service sector, farmers, 

suppliers and authorities, and attracted 

close to 20,000 visitors in 2017. Industry 

representatives attend the fair to learn 

about the latest retail innovations and 

to develop professionally in more than 

750 seminars and workshops.

Digitisation – an unique opportunity

To remain successful in the food and 

hospitality sector, there is no getting 

around digitisation. It is therefore a  

priority for METRO that its customers 

can benefit from the opportunities 

offer ed by digital innovations. An ex-

ample of this can be found at METRO  

Cash & Carry stores in France, where 

the customers can produce their shop-

ping lists digitally using the METRO 

scan app. The digital shopping list func-

tion is made available to the customers 

on scanners in-store, allowing them to 

easily compile a list of the items they 

want. This allows the customers to get 

their shopping done quickly and then 

focus on their core business.

The HoReCa Digital business unit fo-

cuses on the company-wide develop-

ment and promotion of digital innova-

tions in the food service sector. This is 

also where METRO’s start-up support 

programmes are based. 

Sparing the environment with electric 
vehicles and vertical farming

Speed is the key when it comes to 

making deliveries to METRO custom-

ers. And the METRO Express delivery 

service in Vienna proves that, on top of 

this, acting economically and protecting 

the environment go hand in hand. The 

service makes carbon-neutral deliveries 

to restaurateurs using electric vehicles, 

with their goods being delivered within 

3 hours. 

METRO doesn’t only protect the climate 

on the roads, but also in its METRO 

Cash & Carry stores, for example with 

the concept of vertical farming, which 

METRO has been trialling in one of its 

stores in Berlin since 2015. This involves 

herbs and lettuce being grown in green-

houses right there in the store, thereby 

eliminating delivery journeys and the 

emissions these cause. ‘With vertical 

farming, we are exploring new paths in 

the area of food origins and production, 

and are making sustainable food acces-

sible to our customers directly in the 

store,’ explains Fabio Ziemßen, Head of 

Food Innovation and Food Tech at  

METRO. The first restaurateurs are 

already using the vertical farming con-

cept to grow their own herbs and let-

tuce in their restaurants. ‘This reduces 

food waste, because only the products 

that are actually served up are grown,’ 

explains Fabio Ziemßen. 

At Real, resources and the environment 

are already being spared in the vege-

table fields and on fruit plantations 

thanks to the permaculture concept. 

This ecological growing method does 

away with fertiliser, pesticides and ad-

ditives, and contributes to biodiversity. 

The Real product range features a num-

ber of fruit and vegetable types grown 

using permaculture, including avocados, 

radishes and carrots – offering them 

just the way nature made them.

Top quality standards for the customers

The topic of food safety is fundamental 

to a trading company like METRO. Qual-

ity standards set at the government 

level are still under development in 

some countries, such as Pakistan, where 

the food business is going through a 

change: ‘In addition to the traditional 

street vendors, a landscape of modern 

supermarkets is emerging. And food  

safety is therefore becoming increasingly 

important, including with regard to 

competition,’ explains Sagar Mahmood 

Khan, head of quality assurance at  

METRO Cash & Carry Pakistan.

FOCAL POINT

With vertical farming, we are exploring new paths in the area 
of food origins and production, and are making sustainable 

food accessible to our customers directly in the store. 

Fabio Ziemßen

A greenhouse at the METRO Cash & Carry store in Friedrichshain, Berlin: with vertical farming, herbs 
and lettuce are grown right in-store. This conserves resources and protects the environment.
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Safe food thanks to Star Farm

As a member of the ‘Star Farm Paki-

stan’ project, METRO has been pro-

moting the development of quality 

standards since it entered the Pakistani 

market ten years ago and works with 

the Pakistani authorities in this area. As 

a result, around 17,000 farmers have so 

far been given training in compliance 

with international standards. METRO 

Cash & Carry Pakistan’s customers can 

trace the origins of the products thanks 

to the Star Farm traceability system. 

Star Farm activities are not limited to 

Pakistan – the idea was originally de-

veloped and implemented in China. This 

made METRO China a pioneer in China 

in the area of food quality and safety. 

Promoting regional produce – not only 
on the shelf

The importance of taking regional dif-

ferences into account in business is also 

demonstrated by the way in which the 

different countries’ culinary specialities 

are dealt with. 

Regional products are a source of 

livelihood for many local smallholders, 

as shown by the example of Ukraine, 

where a fifth of the population lives on 

agriculture. METRO supports Ukrainian 

regional farmers ‘from the seed to the 

plate’, as is the motto of its Fermove ini-

tiative there. METRO starts by collecting 

orders for fruit and vegetables accord-

ing to its customers’ requirements and 

then specifically assigns these orders 

to local smallholders, who are supplied 

with the seeds, fertiliser and expertise 

by an agricultural partner. The freshly 

produced fruit and vegetables then 

make it directly to the METRO  

Cash & Carry stores, where they are 

sold under the Fermove label.

Saving the Boškarin cow

Also in Croatia, METRO is supporting 

regional producers by maintaining a 

typically Croatian tradition – the rearing 

of Boškarin cows. This breed of cow 

from the region of Istria was threat-

ened with extinction – in the 1990s, 

there were only approximately 100 left. 

Thanks to METRO’s cooperation with 

the Agency for the Rural Development 

of Istria (AZRRI) and with farmers in 

the region, the stocks of this breed 

were increased again, and there are 

now more than 3,500 Boškarin cows 

once again.

Measures of this kind don’t just main-

tain traditions – they also give the local 

producers a boost and promote food 

diversity.

A world of diversity

Saving the Boškarin cow, training 

approximately 17,000 farmers in Paki-

stan, protecting nature by means of 

permaculture and vertical farming, 

and supporting kirana store operators: 

the world of trade and retail is highly 

diverse, just like METRO’s solutions, in 

keeping with the motto of ‘Acting today 

for tomorrow’.

FOCAL POINT

In addition to the traditional street vendors,  
a landscape of modern supermarkets is emerging.  
And food safety is therefore becoming increasingly  

important, including with regard to competition. 

Sagar Mahmood Khan

With its Fermove initiative, METRO supports local fruit and vegetable growers  
in Ukraine with everything from growing to selling their produce.

The Boškarin cow was once at risk of becoming extinct. But there  
are now more than 3,500 of this breed that comes from Croatia.
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INTERVIEW

Eating is all about enjoyment. But what’s the situation with 
food safety in Germany?

Tittes: Food is very safe in Germany, in part thanks to the 

official inspections that are performed. And the companies 

mostly live up to their obligations too, for example in terms of 

self-monitoring.

Nöhle: I can corroborate that – we have never had so much safe 

food, we are living longer, and we have never had it so good ...

… and yet there are food scandals  
again and again – how is that 
possible?

Nöhle: Because there is unfor-

tunately no such thing as zero 

risk. Some instances of unsafe 

food are caused by pathogenic 

microorgan isms, for example. Let’s 

look at the EHEC case. It all started with fenugreek seeds 

from Egypt that were contaminated with bacteria. These 

were used to grow sprouts in the Netherlands, and these 

were then spread throughout the supply chain. In addition, 

food is sometimes wilfully contaminated as part of criminal 

activities, as demonstrated by the fipronil scandal, in which 

an insecticide was added to an agent used to clean stables 

even though it was not approved for this.

Tittes: EHEC was an unforeseeable and above all a regret-

table episode that made a lot of people ill. When something 

like this happens, swift action has to be taken. Sprout grow-

ers now need to first be approved, for example.

So the government’s reaction mechanisms do work in the 
event of a crisis? 

Tittes: I do see room for improvement in the way that the 

regulatory authorities in various areas work together. A top 

priority is bringing data-

bases together. It’s no good 

if authorities are forced to 

remain tight-lipped because 

the data protection provi-

sions stipulate that they may 

not share information with 

another authority. The swift 

exchange of information is 

essential for consumer pro-

tection, but we are still stuck with structures that date back 

to the 1990s ...

Nöhle: ... if not the 1980s or 1970s! Global food retail and on-

line retail mean there is more and more food available in the 

market. This calls for centralised structures in order for food 

to be monitored efficiently. Federalism has become com-

pletely outdated in the food industry.

Anja Tittes and Prof. Ulrich Nöhle talk about food safety in Germany, the mechanisms  

in place in the event of a crisis and the right information policy.

‘THERE’S NO SUCH THING  
AS ZERO RISK’

I see room for improvement in the way that the 
regulatory authorities work together, and in par-
ticular regarding bringing databases together. 

Anja Tittes

‘We still have a significant 

lack of staff coupled with an 

increasing volume of work: only 

just under 40 per cent of the 

risk-based inspections can be 

performed.’

‘What we need is a centralised 

sampling system. This would 

take the strain off the food 

inspectors, who could then be 

used elsewhere.’

Anja Tittes has been chair of Germany’s Federal  

Association of Food Inspectors (BVLK) since 2014.

Prof. Dr Ulrich Nöhle is a publicly appointed food safety 

expert and is an honorary professor of quality management 

at the TU Braunschweig.
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INTERVIEW

What’s the meaning of  … ?

Seamless shopping

People’s shopping behaviour is chan-

ging fundamentally – before driving 

to the supermarket, a quick online 

check is performed to determine 

whether the food items needed are 

actually available. Shoes are ordered 

on a smartphone and can be collect-

ed from the nearest store on the 

customer’s preferred date. A TV is  

tested at a consumer electronics store, 

is ordered using one of the tablets 

there, is paid for and is then delivered 

directly to the customer’s living room.

These examples show that station-

ary trading, e-commerce and apps 

for smartphones and tablets are 

increasingly interconnected, with the 

consumers seamlessly switching be-

tween these various information and 

shopping channels. The customer can 

even use multiple channels simultan-

eously, with no obvious transitions. 

For the consumer who, for example, 

scans a product in-store using their 

smartphone then has it delivered to 

their home, this amounts to ‘seamless 

shopping’.

The advantages for the customer 

are obvious: using various channels 

simultaneously gives them a great 

deal of flexibility. They also benefit 

from new services based primarily 

on the combination of stationary and 

online trading. This saves them time 

and trips, makes shopping easier and 

enhances the shopping experience.

The seamless shopping experience is 

already a reality in parts of the retail 

sector. For example, the METRO sales 

line Real already offers a click-and-

collect service in a number of densely 

populated urban areas. The custom-

ers order their shopping on their 

computer or using the smartphone 

app, stipulate their preferred collec-

tion time and pay securely online. 

They can then collect their shopping 

from their nearby Real store using 

their order number.

THE RETAIL 
DICTIONARY

Can you go into more detail here?

Nöhle: Take sampling: at present, each inspector takes a 

similar sample in the case of a suspect food. This is inefficient 

and requires a lot of human resources and analysis capacity. 

What we need is a centralised sampling system. This would 

take the strain off the inspectors, who could then be used 

elsewhere, for example for company inspections, which are 

very time-consuming. 

Tittes: That would be ideal! We have a significant lack of staff, 

so only around 40 per cent of the risk-based inspections can 

be performed. And this situation has been silently accepted for 

years. It’s obvious to us that we need more staff nationwide.

Nöhle: Just to add to that, food safety is the responsibility  

of those who distribute the food, i.e. the producers and the  

traders! They have to make sure the products are of impec-

cable quality – the official inspec-

tions are only designed to monitor 

that this is the case.

Talking of trade, what role does 
this sector play in food safety?

Nöhle: The trading sector has a 

duty of care too, just with a differ-
ent focus: the trading sector doesn’t produce, it distributes. It 

there fore has to ensure that food is not subsequently ex-

posed to any external factors when sold or transported.

Tittes: Minimum shelf lives and the cold chain have to be 

checked too, for example. It is our experience that this works 

well. The trading sector is not the primary problem within the 

food chain.

Moving on to a different topic, the authorities are often 
accused of being too slow to inform the consumers in the 
event of a food scandal. Is this a justified criticism?

Tittes: I’m a huge proponent of the approach of scientifically 

analysing suspected cases before worrying the consumers. 

Information should only be released following analysis, and 

should be carefully dosed and targeted. Anything else is tan-

tamount to panic-mongering.

Nöhle: It’s in the nature of the media to turn things into a 

scandal – the slightest deviation from limit values and even 

readings below such thresholds are soon talked up as a scan-

dal. In such cases, I can only recommend that people read 

and quote the statements published by Germany’s Federal 

Institute for Risk Assessment (BfR), which now responds very 

quickly to incidents.

Where do you think there is still 
room for improvement in the area 
of food safety?

Nöhle: In terms of hygiene in the 

kitchen! Being out of the home 

all the time, we have essentially 

forgotten how to cook. For ex-

ample, a salad might be prepared 

on a chopping board that was previously used to cut up raw 

chicken. We need to learn how to handle food proficiently 

again. 

Tittes: I absolutely agree. In addition to facilitating better co-

operation among the authorities and increasing the number 

of food inspectors, we need to help the consumers handle 

food correctly.

The media soon talk up the slightest  
deviation from limit values as a scandal, 

even if it falls short of any hazard. 

Prof. Dr Ulrich Nöhle



EATING GOOD FOOD

Roman Müller-Böhm (FDP), who comes from Oberhausen, is the youngest member of  

the new Bundestag. We spoke to him about eating good food and his goals for the current 

legislative period.

WITH ROMAN  
MÜLLER-BÖHM
Member of the German Bundestag

Do you prefer Currywurst (sausage 
with curry sauce) or Italian food?
Coming from the Ruhr region, I obvi-

ously prefer currywurst, although what 

you get in Berlin is very different to 

what I am used to from back home. 

What matters to me is that the quality 

of the products and how they are pro-

cessed are acceptable. Regionality and 

sensible animal husbandry standards 

are important to me too. Eating isn’t 

just about enjoyment – it’s about having 

a responsibility towards the environ-

ment too. 

You have just come through a long  
and successful election campaign. 
How did you stay in shape and what 
role did nutrition play?
Unfortunately, it’s difficult to always  

eat healthily during an election cam- 

paign because there’s only little time  

for eating and doing sports between 

the many appointments you have.  

It’s more important that the food is  

fast, rather than healthy. But I am now 

back to paying attention to what I eat 

and to setting aside time for some  

exercise. Outside of the many hours 

spent in parliament or in the office, my 

team and I meet up for doing sports 

and we also try to eat a balanced diet 

at lunch, although that doesn’t always 

work out. 

You’re new to the Bundestag, belong 
to a parliamentary group and could 
soon be assuming governmental re-
sponsibility. What issues do you want 
to focus on in the next four years? 
First of all, the FDP will only enter 

government if there are clear signs of 

liberalism in the coalition agreement. 

This is what we learned from the period 

2009 to 2013, and we can’t afford to 

and never will forget this. At our party 

conference, we agreed on ten changes 

in direction that illustrate our creative 

drive in the interests of Germany on 

the basis of core liberal issues. These 

include a demand for the world’s best 

education, an assertive state under the 

rule of law, liberal immigration laws, be-

lief in digitisation as an opportunity and 

the vision of a sensible energy policy.

At 24 years of age, you are the young-
est member of the 19th German 
Bundestag. Are there issues concern-
ing the younger generations that are 
especially important to you?  
It’s us young people who are affected 

by political decisions for the longest, 

so generational fairness is something 

which is very close to my heart. I’m 

referring here to the pension system, 

which can already no longer guarantee 

that it can support the younger gener-

ations when they are older, and to how 

we use natural resources. Environmen-

tal policy has always been a key issue 

for the FDP, even before Hans-Dietrich 

Genscher founded the Federal Environ-

ment Agency (UBA).

Digitisation is one of Germany’s 
biggest opportunities for the future. 
What needs to happen in order for the 
business world and the general public 
to actually make the most of this op-
portunity?
Alongside environmental policy, the 

issue of digitisation is what I am truly 

passionate about. Not only does it 

make life easier – it also saves time and 

money. This is why my office operates 

entirely digitally – out of a sense of re-

sponsibility for the environment and to-

wards the taxpayer. Two things need to 

be put in place in order for the business 

world and the general public to be able 

to benefit from digitisation. We need 

fast Internet, both mobile and fixed, in 

homes and businesses, in order for Ger-

many to continue to be a place of busi-

ness and remain an interesting place to 

live. And the government needs to set 

an example by digitising its administra-

tion. I would ideally like to see a digital 

citizens’ office where people can submit 

applications from the comfort of their 

own home, as it is already standard in 

many other countries.
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