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The Shopping Universe
With some major investments, the renowned Swiss department-store chain
Globus has turned the Zurich parent company into an experience temple.
In cooperation with Porsche Consulting, a lean-retail project has been
implemented to further optimize customer service.

 Reiner Schloz, 1 Mathias Hangst
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Globus

Dr. Marcel Dietrich is a leadership type enjoys and
champions the emotive aspects of his store. That can be
quite contagious, especially once the boss starts enthusiastically describing his empire, as he did during a recent
inspection tour. Surrounded by ingenious accessories,
designer suits, exclusive ladies’ fashions, high-quality
Asian household goods, and sumptuous delicacies, he
talks about “individuality” and about “feeling good,”
and concludes, “We are not in an ordinary department
store. We are a theme and experience park.”
Switzerland has its own “globe”: in this solar system,
everything—the 12 department stores, the 22 smaller
men’s stores (Herren-Globus), and the 3,500 employees—
revolves around the customer. And at the center of this
shopping universe is the “flagship,” here on Zurich’s
Bahnhofstrasse, one of the world’s top addresses.
The demands that the company places on itself meet
that high standard, and its readiness to trod new paths
is just as high. So it was that in November 2005, a cooperative effort was launched with Porsche Consulting,
resulting in the establishment of “top processes,” which
are designed to make the Globus customer always feel
like a winner. Dietrich explains, “We had reached the
limits of what we could accomplish on our own. We
needed someone to take a look from the outside.”
For Globus employees, every day is a day to replenish
their customer orientation. And the appetite to do and
want more starts from the very foundation: the lower
level is the gourmet and brand-name area of “delicatessa”, with the supply ranging from the fine chocolates
department to the sushi bar. After a thorough customer
analysis, the consortium invested some 46 million Swiss
francs and 14 months of construction time in the redesign of its home store, developed new shop concepts,
and brought 70 new brands into its product line. As
Dietrich puts it, “We’re setting our sails anew.”
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On the ground level, in particular, you can literally
see what that means. The Globus Bar at the large glass
front on the first floor offers fine light meals as well as
outlooks and insights. The vast choice of fine accessories makes the atmosphere of “seeing and being seen”
all the more exciting. With this new shopping experience, the 420 employees generated a sales volume of
over 160 million Swiss francs in 2006, on a net sales
area of 7,200 square meters. The 20,000 Swiss francs of
sales volume per square meter, notes Dietrich, makes
Globus “one of the most productive department stores
in the world.” One thing a base that good certainly provides is plenty of new opportunities. And that was
where Porsche Consulting entered the picture.
The consultants from Germany had already successfully transferred the principles of lean processes from
the manufacturing industry to the retail trade at Breuninger’s, a quality department store in Stuttgart, and
were familiar with the issues facing the retail industry.
Dietrich explains, “The important thing was that we
didn’t have to spend a lot of time explaining what our
industry was all about. That greatly accelerated the implementation process.”
And indeed, the experience from manufacturing companies worked on Zurich’s Bahnhofstrasse, too. For
lean retail, like lean production, aims to promote valuecreating activities and to reduce waste. “The crucial
point,” says Porsche Consulting’s director Sven Seidel,
“is how we define ‘added value’. In retail, the consumer
decides on the spot what is important from his or her
point of view.” And Project Manager Frank Brunner
believes that there are basically two top value drivers
in retail: “On the one hand, there is informed and
friendly consultation, on the other hand, the composition of the product line. What you have to do is support
these success factors by means of processes in the best
possible way.” A
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Clearing up: Keeping the product line straight

Storeroom meeting: Who’s going to do what?
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Things then become more intimate. On the second
floor, everything revolves around beauty. The combination of perfumes, exclusive underwear, and wellness
products are, according to the designers’ plans, to create an oasis for feeling good. Here the scents and
accents give the lead. “The changes in the business
had to be supported by the employees,” says Dietrich.
The Porsche consultants quickly ascertained that the
sales personnel were actually spending only about forty
percent of their working time with customers; sixty
percent was being wasted on other work. “Since there
was no precise definition of responsibilities, job profiles had first of all to be established,” consultant
Patrick Kück recounts. Rethinking set in. Dietrich explains, “Year in, year out, the routine was: Lay out
the products, make sure the storeroom is in order, and
then sell. Now, we suddenly made customer service an
absolute priority. It was a complex transformation
process—and we involved the employees right from
the start.”
Up the ladder, the individualists are there to demand
their rights. On the third and fourth floors, the products
of well-known fashion labels await buyers. Here, decisions are emotional rather than rational—and not just
among the customers. In the new work environment,
the employees also are called upon to become engaged
in the process. Of course, there were doubts at the outset, but curiosity won out.
Marcel Dietrich remembers how, on the first training
day at the Porsche Academy in Bietigheim near Stuttgart, there was an enthusiastic turnout. There, consciousness for teamwork and goal-oriented processes is
sharpened in a playful manner. The program was expanded to an additional room. According to Dietrich,
“it was a bottom-up project. We didn’t put anything
over on our employees; we developed the changes together with them.” And, he adds, the fact that a pilot A

Household goods: Under the eyes of Buddha
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test quickly followed the theoretical part “immediately
provided additional material for discussion, and involved even more employees.”
The new distribution of responsibilities primarily optimizes customer service. Sales clerks are always on the
spot at Globus whenever they are needed. The boss calls
that “just-in-time processes for the customers.” These
clear job profiles have helped reduce waste and increase
value-creating activities considerably. Customer service
has improved noticeably. But that couldn’t work, either,
without support from the top, for the training and qualification of sales personnel is not without secondary effects. What Dietrich sees as most important is the self-
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additional effect is that the clear separation of various
activities creates a transparency that makes daily planning more efficient. In addition to management by code
numbers, there is also an automatic visual control
overview of staff requirements. The personnel assignment plan has thus been optimized substantially.
Moreover, these quick and noticeable changes (“quick
wins”) served the Porsche Consulting project team as
“appetizers” for the second, considerably more complex
part of the “top processes.” The goal was to design an
integral process according to the principles of lean retailing, extending from logistics through to sales. Ultimately, that meant process-oriented work transcending

Glitter and glamour: Gold embellishes glasses for special occasions

esteem of sales staff “at the level of customer.” “They
had to learn that we appreciate it if their work once in a
while consists of getting ready for an upcoming advisory meeting with a customer.” For in return, head of
management expects more from a specialist in an advisory conversation than from an all-rounder. The desired

departmental boundaries—boundaries rooted in tradition and typical for department stores, and hence often
not easy to break through.
On the fifth floor, household goods, Marcel Dietrich
takes a deep breath. It was a big challenge to get the

48-57_caracho_04_EN.qxp

09.01.2008

15:21 Uhr

Seite 8

55 Caracho

Globus

Top of the line: Fine jackets, fine wines

Dr. Marcel Dietrich: The boss before an exclusive backdrop

employees of all areas concerned to agree to view the
product line according to very rational laws. Suddenly,
what was at issue was space and capacity limits, reduction of variants, reduction of old items, and optimized
product control. The measures extended deep into the
product policy of the company, but ultimately optimized

customer service once again. Strategies were formulated
and control standards established. Management again
strongly supported the process. “The employees had to
feel,” says Dietrich, “that this was not a project which
would peter out again some day. Rather, we were dealing with daily business, and trying to improve it per- A
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Sweet Globus: Chocolate candies made by hand

manently.” An important part of that was life-cycle management. “That,” says consultant Patrick Wiebusch, “involves clear guidelines: What do I have to do if a product deviates from the assumed life cycle—either positively
or negatively?”
The boss has arrived at the top. Marcel Dietrich takes
in the view of the rooftops of Zurich from the restaurant on the sixth floor. What has been tested in the
“flagship” store on Bahnhofstrasse is now to be implemented according to a fixed schedule at all the other
stores. As of 2008, the introduction of a new IT system
is to follow. “By then,” says Dietrich, “the processes

will have to be in place.” Under an agreement, Porsche
Consulting is to check implementation at regular intervals and provide advice. The philosophy of the company is to be given a long-term underpinning, but no
basic change. As Marcel Dietrich puts it, “There was
Globus before Porsche, and there will be Globus after
Porsche. It will always be Globus. Only faster.”
The shopping universe keeps on moving. B

