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Editorial

describe the products these people particu-
larly like, and show how useful they are in eve-
ryday life. The result is a collection of individ-
ual impressions, which we believe are repre-
sentative of many others. Our objective is to 
demonstrate the significance of a particular 
format or an individual product or service. 
Through their connection with everyday life, 
these examples highlight interesting aspects 
of today’s society. We show small, yet fasci-
nating, details of how the various formats op-
erate, demonstrating the ideas that inspired 
them and the work required from our employ-
ees to make them happen every day. The in-
dividual statistics we have chosen are impres-
sive, providing as they do a fascinating insight 
into the scale of our businesses, making them 
tangible, and thus imaginable. Perhaps, read-
ing this magazine, you will come across infor-
mation that surprises you. Perhaps it will al-
low you to see something familiar, but from 
a different perspective. If that is the case, we 
will have achieved our aim – that of bringing 
Valora Retail closer to you.

I wish you enjoyable reading. If it helps 
you to be more aware of Valora in your daily 
life, I will be delighted.

Dear Reader
We are using this magazine to showcase 

our retail activities. That is a deliberate de-
cision, aimed at emphasising Valora’s close 
links to small-outlet retail. With more than 
3000 POS in Germany, Luxembourg, Austria 
and Switzerland, we can always be sure of 
having the right small-scale format in the 
right location. Ensuring our outlets are ac-
cessible and our product ranges are readily 
available – those are our two key objectives. 
Every day, Valora Retail’s five formats –  
k kiosk, avec. / Service Store DB, Press & Books, 
Ditsch / Brezelkönig and Spettacolo – meet 
the individual needs of millions of customers 

– customers who are becoming increasingly 
mobile and who want to shop wherever they 
are, whenever they want. For Valora Retail’s 
outlets, being in tune with local requirements, 
be it in a city-centre location or out in the 
country, is just as important as serving their 
customers quickly and efficiently. These are 
challenges Valora aspires to meet every day.

We have decided to adopt a modern lay-
out for this magazine, one primarily designed 
to let our customers have their say. We por-
tray our consumers’ needs and preferences. 
We also record the thoughts of a producer. We Rolando Benedick
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  Where publiC tranSport  
ruleS

Nowadays, people in city centres are almost 
entirely dependent on public transport to get 
from A to B. Urban centres are also becom-
ing increasingly important shopping loca-
tions. This partly reflects new models of shop-
ping behaviour and other societal changes. 
The car has become a somewhat less impor-
tant element in many people’s shopping rou-
tines. For convenience store operators, this 
has made it even more important to secure 
sites close to public transport nodes.

  ConvenienCe StoreS  
aS a major  
groWth driver

According to the Retail Outlook 2013 survey 
published at the beginning of the year, con-
venience stores – along with organic super-
markets and e-commerce – will be the key 
growth drivers in Switzerland’s retail sector. 
Over the next few years, they have the poten-
tial to develop into tomorrow’s supermarkets. 
Provided, that is, they can successfully fulfil 
their customers’ key requirements – long 
opening hours, products that are easy to find 
and short check-out times.

  the ConvenienCe  
Store aS a 
meeting point

Whether they are in rural or urban areas, 
convenience stores and traditional corner 
shops play a special and important role in 
their communities. They have become local 
meeting places, particularly in the country-
side, thus promoting social interaction. For 
today’s commuters, they also provide a sense 
of regional identity within the urban metrop-
olis.

  Shopping nearby iS important  
to modern living

In recent years, many people have rediscov-
ered the benefits of shopping on their door-
step – though that doorstep is no longer sole-
ly their front door, but their place of work, too. 
Often, it is on their way to or from work that 
people do their shopping. That is why it will 
in future be important for shops to be locat-
ed near places where people work, go to school 
and spend their leisure time. That is what 
will keep them close to their customers, geo-
graphically speaking and in other ways.

   everyday  
ConvenienCe

a trend which goes beyond retail is  
shaping our lives.

Convenience stores are small-scale ‘lo-
cal’ shops, focused on selling products for im-
mediate consumption. Services such as lot-
tery ticket sales and parcel collection com-
plement their tried-and-tested product range. 
Since, strictly speaking, the universally 
known kiosk could also be classified in this 
category, convenience stores are hardly a 
new retail phenomenon. Nevertheless, these 
stores still have substantial potential for 
growth, partly because people are becoming 
increasingly mobile.

Shopping habits are being transformed. 
Today, half of all shopping trips are combined 
with other activities, so that shopping is not 
their sole objective. This trend provides con-
venience stores with an opportunity to ex-
pand, provided they can successfully com-
bine their traditional product ranges with 
other services. Convenience does not apply 
solely to the retail sector. It is a trend which 
extends way beyond simply selling goods. In 
future, the convenience trend – with its prom-
ise of making things easier – will affect many 
other sectors of our economy.

Being available to customers everywhere 
and for as long as possible is also part of what 
convenience means. After all, customers gen-
erally want to be able to do their shopping on 
the spot, wherever they happen to be. Many 
customers are finding that the pace of their 
lives is accelerating, in some cases alarming-
ly so, and they are finding it hard to keep pace. 
That is another reason for customers to put 
their faith in convenience stores – because by 
enabling them to fit their shopping into their 
hectic daily routines, convenience stores ac-
tually help them to slow down a little.

TrendS & MarkeTS

  ChallengeS faCing  
a faSt moving World

 For as long as they have existed, convenience 
stores and similar retail formats have owed 
their success to their focus on their custom-
ers’ key requirement: that of being able to 
shop anywhere at any time. Speed and effi-
ciency are important to many customers. 
They want to be able to buy what they need 
right where they are. Time pressure is a con-
stant factor in many people’s lives. Missing 
a train in the morning can upset their entire 
day. That greatly adds to the appeal of shops 
where customers can be sure of being able to 
buy what they want at any time without hav-
ing to go out of their way.

Speed
 &  

Comfort

130301_Valora_Magazin A4_E.indd   3 20.03.13   13:32



William Martin is the god- 
father of the Basel reggae 
scene. He has never forgotten 
his Caribbean roots.  
He regularly uses Money-
Gram to send money home  
to Antigua.
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 T
hey have names like 
Dutchie Gold, Trade 
Mark or Guana. 
Some are black, 
some are white. 
They are all colour-
ful. They wear their 
hair in elaborate 
dreadlocks or else 
cut short. They hail 

from Jamaica, the United States or Switzer-
land and they all live in Basel. Most afternoons, 
they all eventually find their way to a tiny re-
cording studio in Basel’s Kleinhüningen dis-
trict. There, they are received by William 
Martin a.k.a. Sugardaddy, the godfather of 
Basel’s reggae scene. One Love, One Nation!

More than twenty years ago, William 
Martin followed his heart, leaving his Carib-
bean home behind. It was on a beach in An-
tigua that he first met his wife. He was a surf-
ing instructor, decked out in garish shorts, a 
white tank top and thick sunglasses. She was 
wearing a bikini. Her father was a Swiss cap-
tain and she was looking for adventure. To 
Martin, the word captain at least suggested 
the high seas, though on his first visit to Swit-
zerland it turned out that his father-in-law’s 
sailing was limited to chugging up and down 
the Rhine.

Back then, in 1992, Martin was probably 
the only Rastafarian in Basel. So it made 
sense, in a way, for him to set up Basel’s first 
reggae shop. Today, twenty years later, his 
small, colourful, and still somewhat ram-
shackle-looking shop on the Kleinhüninger-
strasse remains the main meeting place and 
recording studio for the city’s entire reggae 
community. William Martin may have ap-
peared exotic, and his wild mane of hair cer-
tainly attracted universal attention, but he 
was in the right place at the right time. By 
the mid-1990s, reggae in Switzerland was ex-
periencing an unexpected revival. Reggae, 
ragga and dance hall concerts were being 
staged all over the place. And who was there 
to organise them, to sing and to act as DJ? 
Sugardaddy, obviously, with his Uprising 
sound system. He performed in front of Swiss 
army recruits in Frauenfeld and people on 
skiing holidays in Sedrun. He played for ho-

tel guests in Zurich and staff at a company 
party in Sursee. “Can you think of a better 
way of getting to know your new home?” Sug-
ardaddy asks rhetorically. In his busiest years, 
this professional musician gave 200 concerts 

– mostly in Switzerland, but also in France, 
Germany, England, and, of course, Antigua. 
No, he has never forgotten his homeland. He 
has not forgotten the beaches and the joie de 
vivre, and he certainly has not forgotten his 
mother, who brought him and his brother up 
in a small wooden hut. Whenever he has a 
few francs to spare from his hard-earned per-
formance fees, he closes his reggae shop for 
a few minutes and walks 100 metres down 
the Kleinhüningerstrasse till he gets to Bel-
la’s k kiosk, where he is a regular visitor. “How 

needs to be paid for in advance. It works quick-
ly and reliably, he says, adding that it charg-
es less than its competitors. The only thing 
Martin says he would still like to see is a bo-
nus scheme for frequent customers like him.

Back in the studio, Dutchie Gold, Trade 
Mark and Guana are still working on the beat 
for their new reggae piece. Martin joins them, 
and the four sit together in a small space, nod-
ding their heads to the rhythm. On the com-
puter, Sugardaddy increases the volume on 
one track and cuts it back on another. Then 
the bell on the shop door rings. Tivon, the 
youngest of his five sons, has just walked in. 
He also sports a long mane of Rastafarian 
hair. Like father, like son? Martin laughs and 
points to a hip hop poster hanging on the wall 
of his shop. It shows Malik and Zamoni, his 
two eldest boys. At the ages of 12 and 13 they 
had already set up their own hip hop band, 
YungStarz. Now, ten years on, they are on 
the verge of hitting the big time. “The apple 
does not fall far from the tree”, says Martin, 
laughing, as he makes his way back to the 
studio.

are you, Sugardaddy?” Bella asks delighted-
ly. “Well, thanks, and how are you, Bella?” re-
plies Martin in a Basel accent that can warm 
a Swiss heart even in the depths of winter. 
Everything happens very quickly after that. 
Martin hands Bella his MoneyGram card, 
along with 100 francs for his mother. Bella 
gives him a reference code, which he then 
texts to his mother, who can collect the mon-
ey from a bank in Antigua ten minutes later. 

“MoneyGram connects me with the people I 
love all over the world.” says William Martin, 

“Just like reggae!”
For years, Martin has been using Money-

Gram to transfer money to Antigua. He also 
uses the service to send money to China, when 
he orders equipment for his studio which 

“MoneyGram  
connects me with 
the people I love all 
over the world.”  
says William Martin, 

“Just like reggae!”

P o r t r a i t

Reggae brings people together 
– so does MoneyGram

197 countries
MoneyGram

MoneyGram operates a large network 
of more than 300 000 local agents in 
197 territories and countries. Money-
Gram provides a rapid and simple way 
of sending money securely to virtually 
anywhere in the world. Within 10 min-
utes of your making your payment, the 
funds will be available for collection 
from a MoneyGram agent in the des-
tination country. The service is availa-
ble at k kiosk, avec. and P & B outlets, 
whose major advantages – such as their 
widespread availability in all major loca-
tions and their long opening hours in the 
evenings and at weekends – are proving 
very popular with customers. Money-
Gram’s money transfer service is mostly 
used by people sending money to fam-
ily members abroad, usually to supple-
ment their incomes, or to help pay for 
healthcare or education.
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Shopping online is fun. 
But what do you do when a dress 
doesn’t suit you, a shoe doesn’t fit 
or you don’t like a bracelet? 
You take it to a Päckli Punkt.

How do clever online shoppers deal 
with items they find they don’t like? 
Quite simple. They put them back in 
their packaging, stick a new label on 
the package and take it to one of the 
784 Valora outlets displaying the Päck-
li Punkt logo. It couldn’t be easier, 
quicker or cheaper, because the Päck-
li Punkt at the next k kiosk, P & B or 
avec.  
 

shop is never far away. Valora outlets 
are open from early till late, and often 
at weekends as well. You never have 
to wait long to be served and there’s 
a good chance you’ll find something 
else you need while you’re there. And 
how much does sending a package 
back cost? Either nothing at all or very 
little.

Päckli Punkt. A detail? Yes, but 
that’s what counts.

Päckli  
Punkt 
will deal  
with it.

D e ta i l
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270
Spend a day at a P & B shop and you will be 
struck by how many customers actually buy 
books, magazines and newspapers, despite 
ever-increasing digitalisation. Every day, 
P & B shops sell large quantities of printed 
press products, novels and non-fiction. Since 
they were first published, P & B has been sell-
ing 270 copies of the Shades of Grey trilogy 

– every single day, making this international 
publishing phenomenon Valora’s best-selling 
book title by far.
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Shades of Grey
every Day
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When Marion Christnacht 
was growing up in Germany, 
her neighbours were the 
Ditsch family, who baked 
pretzels. Later on, she  
herself sold their pretzels  
for 30 years. She still likes  
eating them to this day.

130301_Valora_Magazin A4_E.indd   8 20.03.13   13:32



9

valora magazine “13

 M
arion 
Christnacht 
has been fa-
miliar with 
the smell of 
freshly 
baked pret-
zels since 
childhood. 
From her 

house in the historic centre of Mainz, she only 
needed to walk a few metres down the Au-
gustinergasse, past the cherry orchard and 
into Kapuzinergasse and there she was, in 
front of the Pretzel and Lyebread Bakery, 
from where the enticing, sweet smell of baked 
pretzels wafted across the still half-ruined 
town. She had no money to buy them, but her 
father, a car mechanic, was always happy to 
earn a little extra after he had finished work. 
Heinz Ditsch, who owned the bakery, was one 
of his customers. And when Marion’s father 
did any minor repair work on his car, Mr. 
Ditsch liked to pay him in fresh pretzels. That 
suited little Marion just fine.

It is so long ago now, that Marion 
Christnacht laughs when she talks of it. She 
finds it even more amusing when she recalls 
how the history of the pretzel bakery pro-
gressed from there. The Ditsch story, after 
all, is her story too, in a way. She can remem-
ber, for example, how Heinz Ditsch got the 
idea of bringing his popular pretzels to a wid-
er clientele than he could reach from his shop 
in the centre of Mainz. What he needed was 
outdoor salespeople, and for true Mainzers 
like Marion Christnacht and the Ditschs there 
was one time of the year which was particu-
larly propitious for selling pretzels that way, 
the heady days of the legendary Mainz car-
nival. By the 1950s, the first pretzel men were 
out and about during the Mainz carnival, sell-
ing their fresh Ditsch pretzels straight from 
a basket. One of those pretzel men is said to 
have been Peter Ditsch, Heinz’s son.

How was it though, that for many years 
Marion Christnacht would eat five Ditsch 
pretzels every day? There is a simple expla-
nation. In 1980, it was Peter Ditsch, her neigh-
bour, who sent Marion out of town as Ditsch’s 
first ambassador – to a sales stand in Darm-

stadt, 40 kilometres away. Darmstadt was 
Ditsch’s first branch outside Mainz. And be-
cause, at the outset of this expansion, Ditsch 
had no production-line bakery, early each 
morning Marion Christnacht would drive 
from the Kapuzinergasse in Mainz to Darm-
stadt with the boot of her car packed with 
pretzels, lyebread sandwiches and poppy-
seed sticks. There she would sell them, re-
turning to Mainz in the evening with the boot 
almost empty. The business flourished. “And 
then, when the ovens arrived and we could 
bake the pretzels in Darmstadt, our custom-
ers went mad”, she recalls. “Franz, one of our 
regulars, used to take dozens each day, which 
he bought for everyone at this office.”

That was the beginning of a remarkable 
success story. Peter Ditsch had taken over 
the company from his parents in 1978, with 
five staff and annual sales of 300,000 deutsch-
marks. When he sold it to the Valora Group 
in 2012, the firm had more than 450 employ-
ees, 230 franchise outlets and annual sales 
of some 150 million euros.

In her 30 plus years at Ditsch, Marion 
Christnacht sold pretzels in Darmstadt, 
Rüdesheim, Wiesbaden and Mainz. Once, Pe-
ter Ditsch asked her whether she herself 
would like to take on a franchise outlet. Mar-
ion Christnacht declined, however, partly be-
cause the shop he had in mind was in Bremen. 

“Too far away for a true Mainzer”, says Mar-
ion, “And they don’t have any carnival at all 

“In the course of my 
life I have eaten 
more than 30 000 
pretzels. I like them 
as much today as I 
did when I was a 
child.”

A life surrounded  
by pretzels

up in the North.” So this mother of three re-
mained a simple pretzel seller instead. She 
did not earn very much, but she was sur-
rounded by happy customers and, above all, 
by pretzels. She was more than happy to eat 
five of them in a day. The first early in the 
morning, fresh from the oven, and the last, 
spread with liver sausage for supper. Those 
were the ones she liked best. Now she is re-
tired. But if she happens to walk past one of 
the many Ditsch branches in Mainz, she fol-
lows her nose and goes in for a pretzel.

400 000 000  
pretzels sold  

each year  

Brezelkönig / Ditsch

The word “bakery” often conjures up im-
ages of a little shop with a baker and a 
few baskets of loaves, buns and other 
baked goods. Baking in the 21st centu-
ry is on a different scale. At its Oranien-
baum, Mainz and Emmenbrücke plants, 
Ditsch / Brezelkönig, which Valora has 
owned since autumn 2012, uses so-
phisticated automated processes to pro-
duce a wide variety of pretzels, crois-
sants, small lye bread buns and pizzas. 
Every day, more than a million individu-
al products leave these three bakeries, 
either freshly baked and ready to eat or 
as frozen pastry products. They are de-
livered to more than 200 Ditsch / Brez-
elkönig outlets in Germany and Swit-
zerland, as well as customers across 
the border, in America and even Japan.

P o r t r a i t
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Instant gratification Reading enjoyment Shopping enjoyment

k kiosk and CIGO are the kiosk concepts 
Valora operates in Germany, Luxembourg 
and Switzerland. Valora is the leading ki-
osk operator in both Germany and Swit-
zerland. k kiosk outlets are never far from 
their customers. Specialising in tobacco, 
food and drink for immediate consump-
tion, press products and lottery tickets,  
k kiosk outlets serve the impulse-purchase 
market at heavily frequented locations. 
CIGO offers its customers an extensive 
range of tobacco products and press ti-
tles from a network of outlets sited in the 
check-out areas of supermarkets and se-
lected specialised retailers.

The place for  
that everyday  

indulgence
Valora’s Press & Books shops can be found 
in many railway stations, shopping centres 
and airports in Germany, Austria and Swit-
zerland. The shops provide access to cur-
rent infotainment offerings and an inspir-
ing range of reading material for people 
on the move. They are the ideal source of 
educational, entertaining, practical, play-
ful or simply enjoyable items tailored to 
each individual’s needs. Press & Books’ 
comprehensive range of press titles and 
well-chosen book list are ideally comple-
mented by their kiosk offering.

A multi-faceted,  
knowledgeable press 

and book shop

Press & Booksk kiosk / CIGO

With their long opening hours and fresh 
produce, Valora’s avec. stores are pop-
ular with Swiss consumers 365 days a 
year. The shops are designed so that con-
sumers can easily find just what they are 
looking for. A short trip to avec. and the 
shopping is done, without delay and with- 
out stress. ServiceStore DB convenience 
stores are located at small and medium-
sized railway stations across Germany. 
Their comprehensive product range, long 
opening hours and excellent customer 
service appeal to commuters, travellers, 
students, schoolchildren and people liv-
ing near railway stations.

Not just  
a welcoming  

convenience store

avec. / ServiceStore DB
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Kiosk services

Attractive pricing

Coffee to enjoy

deals@k kiosk
Päckli Punkt

A gourmet experience

Spettacolo welcomes its customers to 
enjoy a distinctive coffee experience in 
an appealing setting. This modern inter-
pretation of traditional Italian coffee cul-
ture is both unique and joyful. It is per-
haps best summed up as “Caffè e Pas-
sione”. The central feature is the bar it-
self, whose unusually designed coffee 
machine really catches the eye. A choice 
of three different coffee roastings differ-
entiates Spettacolo from its rivals, as do 
its staff, who are passionate about cof-
fee and excellent hosts as well.

An appealing  
coffee bar offering three 

roasting choices
Ditsch has been a passionate pretzel pi-
oneer since 1919, revolutionising its in-
dustry and making a lasting contribution 
to the way it works today. A Ditsch pretzel 
has always been a baking masterpiece. In-
spired by that tradition, Ditsch has gone 
on to create an innovative product port-
folio that redefines the whole snack con-
cept. Brezelkönig is its Swiss operation, 
whose innovative lye-bread delicacies 
have earned it leadership of its sector. 
Ditsch / Brezelkönig outlets offer a com-
prehensive take-away service at heavily 
frequented locations.

The recognised  
lye-bread leader

k kiosk’s range  
of extra services

A private-label brand 
with cult status

Brezelkönig / Ditsch

ok.–

Be it with a coupon booklet or a smart-
phone app, the deals@k kiosk platform 
is where Valora customers go to find an 
appealing range of attractively priced of-
fers. Päckli Punkt provides k kiosk cus-
tomers with a convenient package drop-
off service.

All ok.– products and services have three 
things in common. They are good, afford-
able and very popular. The ok.– success 
story began in 2009 with its eponymous 
energy drink. Since then, it has proved 
unstoppable.

Spettacolo
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As black as the night or as light as a summer’s  
day sky? People’s views on coffee vary.  

That’s why, at Spettacolo,  
we ask how you would like it.

“Light, medium or dark?” The ques-
tion is typical of Spettacolo. It could 
even be a motto for this coffee-bar 
chain. At Spettacolo, customers not 
only choose whether their coffee 
should be an espresso, a latte or a latte 
macchiato. For each of these, they can 
also choose between three different 
roastings. Light? That will be 92.5 % 
Arabica beans and 7.5 % Robusta, a 
 

delicate, golden colour, ideal for a latte. 
Medium? 100 % Arabica, for a long-
lasting aroma which is perfect for an 
authentic cappuccino. Dark? 70 % Ar-
abica and 30 % Robusta. That’s what 
you need for a genuine espresso, of the 
kind drunk by Giuseppe di Lampedu-
sa’s Leopard.
A polite question, just to make sure. 

A detail? 
Yes, but that’s what counts.

Light?  
Medium? 

Dark?

D e ta i l
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6.8
Valora distributed 6.8 million deals@k kiosk 
booklets in 2012. In addition to the four regu-
lar editions, there were two special series 
(“Plus 18” and “Päckli Punkt”). Using cou-
pons to save money is fashionable nowadays, 
as the success and popularity of the deals@k 
kiosk printed coupon booklets and the epo-
nymous app clearly demonstrate. B
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Swiss farmers have 
been growing tobacco 
for centuries. It is hard 
work, and it requires 
sensitivity, passed 
down from generation 
to generation. 
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 T
obacco can be so 
beautiful. To appre-
ciate that, you just 
need to step into the 
Gassmann family’s 
tobacco barn in late 
summer. In Dag-
marsellen, in the 
Swiss canton of Lu-
cerne, they grow to-

bacco on about three acres of land. Looking 
into the barn, visitors are confronted by a for-
est of leaves such as they have never seen be-
fore. The barn holds about a quarter of a mil-
lion of them. They are green, greenish yellow, 
yellow or golden in colour. Each leaf is neatly 
tied and suspended from wooden beams, 
hanging down from the roof twelve metres 
above, as if it were raining tobacco leaves.

Managing that forest of leaves is mainly 
a question of sensitivity and timing. Tobacco 
cannot just be hung out to dry like washing. 
It goes through a complex drying process 
which lasts about two months. If the leaves 
get too damp, they go mouldy. If they get too 
dry, they crumble. That is why for Franz 
Gassmann, the weeks following the harvest 
in July are times when he sometimes gets 
nervous of an evening. Is a thunderstorm 
coming, which will send the humidity levels 
sky high? If that happens, he will get up again 
in the middle of the night, cross the ash-tree-
lined farmyard to the tobacco barn, opening 
a window here, closing one there, to get the 
air circulating. If the air is very dry, he will 
take a high pressure hose up onto the roof 
and moisten the tobacco leaves with a soft, 
damp cloud, like a rain god. When the drying 
process is finished, the humidity of the tobac-
co leaves should be between 22 and 28 per-
cent. They are then packed into bales before 
being taken to one of Switzerland’s domestic 
tobacco-buying cooperatives to be sold.

Franz Gassmann’s tobacco-farming ex-
pertise can be seen in the books kept by the 
buying cooperative he supplies. Between Sep-
tember and March, the cooperative buys to-
bacco not only by weight, but also by quality. 
The price for a kilo of burley tobacco can vary 
from CHF 5.50 to CHF 17.40. When he sold 
his last harvest, Franz Gassmann earned top 

prices for his entire crop. His sensitive touch 
seldom lets him down.

He learned the art of tobacco farming 
from his parents. Of the 200 tobacco farms 
still operating in Switzerland, nearly all are 
family-run. 85 percent of the country’s tobac-
co-growing area is in western Switzerland, 
in the Broye valley, which has been growing 
tobacco since the 18th century. Know how is 
passed down from generation to generation. 
Tobacco growing in Switzerland had its hey-
day during and just after the Second World 
War. There were 6000 tobacco farmers in 
Switzerland in 1946. Their sole crop was the 
dark burley tobacco, which has a spicy, slight-
ly bitter taste, and which supplied 24 percent 
of the Swiss tobacco market at that time. 

Nowadays, only 0.6 percent of the tobacco 
products sold in Switzerland are made from 
Swiss tobacco and the crop that is grown now 
mainly consists of milder Virginia tobacco, 
introduced in 1992, rather than burley.

Franz Gassmann, whose farm is within 
sight of Japan Tobacco International’s ciga-
rette factory, does not go on growing tobac-
co today solely because of his respect for tra-
dition. For someone who is hard working and 
has a close affinity to nature, tobacco farm-
ing also makes economic sense. As he ex-
plains, the value chain for tobacco is longer 
than for other agricultural products, because 
the crop cannot be sold as soon as it is har-
vested and because quality is a major factor 
in determining the sale price. To illustrate 

“Tobacco cultivation 
is a centuries-old 
tradition in Switzer-
land. One that I also 
learned from my  
parents.”

P o r t r a i t

Never really quiet on 
the Western Front

Cigarettes

Columbus’s voyages to America intro-
duced the world to tobacco plants and 
their uses. Jean Nicot, the French am-
bassador to Portugal, first brought to-
bacco to France – as a medicinal plant. 
His name is remembered in the desig-
nation subsequently given to the tobac-
co-plant genus, nicotiana, and in the 
name of the key substance it contains, 
nicotine. Initially, tobacco was cultivat-
ed in Europe as a medicinal plant. Ciga-
rettes were not invented until well after 
tobacco was first brought from the colo-
nies to the Old World. At first, tobacco 
was mainly consumed either as snuff, 
or else smoked in cigars and pipes. It 
was not until 1850 that the first ciga-
rettes were made, from shreds of waste 
tobacco. This really was a case where 
necessity was the mother of invention. 
Cigars were simply too expensive for the 
people who were employed to manufac-
ture them. As they still wanted to smoke, 
they began to roll the waste tobacco in 
paper. The cigarette, or ‘little cigar’ in 
French, was born.

his point, he turns to a tobacco bale and takes 
a leaf out. He holds it up to the light, and it 
radiates a perfect golden brown colour. He 
presses it together and it does not crumble 
at all. It is a top-quality tobacco leaf, and 
Franz Gassmann is evidently proud of it.

Conversely, of course, tobacco farming 
is very labour-intensive. The Swiss Tobacco 
Growers’ Association estimates that a tobac-
co crop requires 1000 hours work per hec-
tare. The Gassmanns have not had a summer 
holiday for years. But, this year, they will. 
Franz Gassmann intends to fulfil a dream he 
has had for himself and his family for a long 
time. They will hire a mobile home and visit 
the United States by road. To have the time 
for that, he will halve his tobacco acreage this 
year and plant the seedlings in May, three 
weeks later than usual.

Strong
stuff
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ok.–  goes West.
ok.– Energy Drink is achieving  
a cult status with young consumers. 
Born in the spring of 2009.  
Now on its way to America.
Minimalist urban design. Edgy slo-
gans. A range of trendy flavours. It all 
goes to create a cool product that ap-
peals to a young generation, keen to 
experience something new. In 2012, 
some 25 million cans of ok.– Energy 
Drink were sold in Switzerland alone. 
A new record. It is certainly popular 
on Facebook, where it has more than  
 
 

333 333 fans worldwide. So it’s hardly 
surprising that this best-seller is al-
ready available at some 300 outlets in 
Germany, Austria and Luxembourg – 
standing by to quench thirsty throats. 
Now ok.– is ready to cross the Atlan-
tic. 

A strong brand,  
powering its way to success.  

A detail?  
Yes, but that’s what counts.

D e ta i l
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ok.–  goes West.
The Apple Store gift card is a real success 
story. More and more people are getting the 
habit every week. Valora’s k kiosk outlets sell 
many of these shiny coloured cards every day. 
Taken together, all the cards sold at k kiosk 
outlets in an entire year represent about 5 
million individual songs downloaded from 
the iTunes Store. Listening to them all would 
take about 13 500 days, so you would not ac-
tually need to buy a new song for another 38 
years, although you might miss out on the 
odd musical trend.
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TrendS & MarkeTS

evolution
 &  

 expanSion

  mobile payment  
throWS doWn  
gauntlet to CaSh

In 2012, the ratio of cash to card-based pay-
ments was roughly equal, with card payments 
totalling US$ 14 trillion versus US$ 15 tril-
lion in cash payments. Payments from mo-
bile devices present a different picture, and 
this market is still in its early stages of devel-
opment, which is also somewhat hindered by 
the fact that customers are generally slow to 
adopt new forms of payment. Only when smart 
phone and payment cards truly merge will 
this market really start to grow.

  StoreS need  
(r)evolution

Today’s mobile society is presenting retail-
ers with new challenges. More and more cus-
tomers are also using their mobile devices 
for shopping. How should the physical retail 
sector respond? Will tomorrow’s shops sim-
ply become showrooms? Solutions need to be 
found which link digital platforms with phys-
ical shops in a way which promotes sales at 
the latter. That is exactly what k kiosk aims 
to achieve with its deals @k kiosk app.

  So What Will  
replaCe bookS?

The spread of the e-reader has become invin-
cible. Sales of e-books are increasing every 
week. Indeed, many have already predicted 
the demise of the printed book. This may per-
haps be a little premature. What will happen 
to all empty wall space previously occupied 
by bookshelves? Will children in future be 
given an e-reader as their introduction to the 
world of the written word? Or will books per-
haps experience a renaissance, by providing 
a refuge from a multifunctional, electronic 
environment where one can really concen-
trate on reading longer texts.

  retail takeS  
on the Well-informed  
CuStomer

In the past, people tended to do most of their 
online product research and price compari-
son at home. In future, it is likely that people 
will increasingly use mobile devices to con-
sult similar platforms while they are actual-
ly in a shop. It thus makes sense for retailers, 
store managers and salespeople to be 
equipped with the same technology. In a sales 
situation, that is the only way they will be able 
to keep pace with their ever-better-informed 
customers.

  SWitzerland,  
to apple’S delight,  
iS an iphone Country

Nearly 2 million iPhones were already in use 
in Switzerland at the end of 2012. This has 
given Apple’s iPhone more than 50 % of the 
Swiss smart phone market. Interestingly, 
smart phones are currently less popular in 
Germany than in Switzerland or Austria. This 
suggests that some trends may first estab-
lish themselves in Switzerland and Austria, 
before they take hold in Germany.

  
 iS the future  
digital?

trying to get close to a changing retail 
world

Retail, it is often claimed, is all about evo-
lution. For any retail company, responding to 
societal change is certainly indispensable. A 
retailer who fails to adapt will not survive for 
very long. One of the most far-reaching de-
velopments to have occurred in recent years 
is the way in which entire businesses have be-
come digitalised. The all-conquering success 
of companies like Apple and Amazon has com-
pletely revolutionised many industries. Ex-
amples of this can be seen in the music indus-
try (with iPod and iTunes), the book indus-
try (with its e-readers) or the newspaper in-
dustry (with its iPhone and iPad apps). New 
players are advancing into existing indus-
tries, crowding out the incumbents. The bal-
ance of power in many markets is shifting, as 
hitherto successful business models give way 
to new, more innovative ways of working. The 
retail sector cannot escape these trends.

Physical retail is coming under increas-
ing pressure from online retail. New players 
such as Zalando or Digitec are using their in-
novative business models to confront estab-
lished market participants. Interestingly, food 
retailing in Switzerland has so far been large-
ly unaffected by this trend. Nevertheless, clas-
sical food retailers are also actively trying to 
link physical retail to online services in ways 
which are both financially attractive and gen-
erate additional utility for their customers.

Mobile, handheld devices will be an in-
creasingly important interface between the 
retail sector and its customers. In physical 
retail, these devices are playing an increas-
ingly important role in customers’ buying de-
cisions, with nearly 50 % of customers already 
using them to view product information and 
prices. How much further this trend will go 
and how significantly it will alter the physi-
cal retail sector is one of the key questions 
for the industry’s future.
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Taking responsibility seriously

JTI (Japan Tobacco International) is the 
international tobacco division of Japan 
Tobacco Inc., the world’s third largest 
manufacturer of tobacco products. 
JTI markets some 90 different cigarette 
brands in over 120 countries. With global 
headquarters in Geneva, the company 
employs 25,000 people worldwide. 

Geared for growth in Switzerland
Building on more than 40 years of
successful operation and performance,
the JTI Switzerland market organization
and production plant in Dagmersellen
today comprise 400 people, making
the company one of the largest
employers in the canton of Lucerne.

JTI has made significant investments
in the expansion of its operations in
Switzerland, increasing its production
capacity and creating additional jobs
at its Dagmersellen facility, as well as
in Geneva.  

With size and success comes 
responsibility
As the manufacturer of well-known
brands, we recognize and take our
responsibility towards the public very
seriously. As such, we are committed
to the responsible marketing of our
products, and to providing solutions
that promote the tolerant coexistence
of non-smokers and smokers. 

jti.com

210x260_E_02.13.indd   1 26.02.13   18:37

Valora is an economically robust, 
independent trading company  
operating on a Europe-wide scale.  
The Group meets the rapidly  
evolving challenges posed by this  
environment accordingly.  
Valora is operating in a world  
subject to continous change,  
Valora – for a fast moving world.

ValOra HOlDInG aG
Hofackerstrasse 40 
4132 Muttenz, Switzerland
tel +41 61 467 20 20 
www.valora.com pu

bl
is

hi
ng

 in
fo

rm
at

io
n:

 e
di

tin
g /

 co
nt

en
t /

 te
xt

: v
al

or
a 

Co
rp

or
at

e 
Co

m
m

un
ic

at
io

ns
; C

on
ce

pt
  / d

es
ig

n:
 h

ild
a 

de
si

gn
 m

at
te

rs
, w

ww
.h

ild
a.

ch
; t

ex
t e

di
to

ria
l: 

Ch
ris

to
ph

 k
oh

le
r; 

po
rtr

ai
t p

ho
to

gr
ap

hy
: j

os
 S

ch
m

id
; a

dv
er

tis
em

en
t p

ho
to

gr
ap

hy
: j

iri
 C

hm
el

ik
; b

ra
nd

 f
or

m
at

 p
ho

to
gr

ap
hy

: S
im

on
 ia

nn
el

li;
 a

dv
er

tis
in

g 
te

xt
s 

“d
et

ai
l”

: W
al

te
r k

er
n;

 l
ith

og
ra

ph
y: 

ey
es

cr
ea

m
; e

ng
lis

h 
tra

ns
la

tio
n:

 n
ic

ho
la

s 
m

ac
Ca

be
; p

rin
te

d 
by

: n
ei

dh
ar

t +
 S

ch
ön

 a
g

130301_Valora_Magazin A4_E.indd   20 20.03.13   13:33



190

150

195

170

1150

10

35

40

920

20

105

70

Taking responsibility seriously

JTI (Japan Tobacco International) is the 
international tobacco division of Japan 
Tobacco Inc., the world’s third largest 
manufacturer of tobacco products. 
JTI markets some 90 different cigarette 
brands in over 120 countries. With global 
headquarters in Geneva, the company 
employs 25,000 people worldwide. 

Geared for growth in Switzerland
Building on more than 40 years of
successful operation and performance,
the JTI Switzerland market organization
and production plant in Dagmersellen
today comprise 400 people, making
the company one of the largest
employers in the canton of Lucerne.

JTI has made significant investments
in the expansion of its operations in
Switzerland, increasing its production
capacity and creating additional jobs
at its Dagmersellen facility, as well as
in Geneva.  

With size and success comes 
responsibility
As the manufacturer of well-known
brands, we recognize and take our
responsibility towards the public very
seriously. As such, we are committed
to the responsible marketing of our
products, and to providing solutions
that promote the tolerant coexistence
of non-smokers and smokers. 

jti.com
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The Credit and Prepaid Card Specialist. cornercard.ch

Top in Switzerland.
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