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How we learn
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• 10% of what we read

• 20% of what we hear

• 30% of what we see

• 50% of what we both see and hear

• 70% of what is discussed with each other

• 80% of what we experience personally

• 95% of what we teach to someone else

- Edgar Dale



History
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Storewars was developed in 1995 at INSEAD business school in France using 

real market data.

Storewars has been used by 70% of the world's top hundred brands and by 60% 

of the world's top 10 retailers: Wal-Mart, Metro C&C, Tesco and others.

Storewars is a response to the ever growing power of retailers and need

to negotiate effectively on first-tier manufacturer brands.

An essential tool to help corporations & individuals develop the skills needed to 

succeed in the modern Trade environment.



History
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• Storewars has now been run over 650 times in 43 countries in 8 different 

languages 

• >50 of world leading companies have used Storewars for dedicated 

corporate courses and >500 companies have attended open courses

• >15,000 executives have been through the Storewars simulation in the last 

14 years



Storewars Concept
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• 5 teams – virtual companies

with a turnover of $600 mln each

– 2 Retailers х 5–8 people

– 3 Manufacturers х 4–6 people

• 2 mature virtual markets

– Limburg – bigger but more price sensitive

– Oland – smaller but more up market

• Computer based behavioral

model representing

– Shopper choice of preferred shop

– Consumer choice of preferred brand

• 2 FMCG categories

– Food products – Foodles

– Non-food products – Woodles

• 3 or 4 decisions х 6 months =

1,5 or 2 years of real business

– On-line e-Learning to start

– Facilitator feedback on every decision

• Live negotiations between

Retailers and Manufacturers

every day

Final results: 2 winners 

– One Retailer – share of shoppers + EVA

– One Manufacturer – market share + EVA



Data Analyses
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• 16 pages of financial company data 

• 34 pages of market studies

• 12 negotiations a day



Markets

• stable and mature

• far apart

• no media overlap

• retailers cannot move the stocks 

• similar shoppers segments, but

different segments sizes

LIMBURG

250,000 

Households

OLAND
150,000 

Households



Key decisions to make

Retailers

• Store service level

(high, middle, low)

• Store advertising budgets

• Shelf space and POS

• Private labels, second

private labels

•Promotions

Manufacturers

•Experience level

•Capacity

•Ingredients adjustments

•Inventory holding costs



Business results evaluation

• Economic Value Added ®

• Market Dominance

– Retailers: final share of shoppers 

(LIMBURG & OLAND)

– Manufacturers: final market share 

(FOODLES & WOODLES)

EVA® is a registered trademark of Stern Stewart & Co., New York



Course Agenda sample



How companies use Storewars

Storewars can be customized to meet clients’ specific targets

and latest market trends

• Modeling business strategy and product portfolio

• Building relations with key accounts

• Personnel assessment

• Team building

• Corporate leadership program

• Threat of hard discounters 

• Manufacturers ROI



Why Storewars Is Unique?

As a Business Model

• Compound vertical market model 

showing trade relations along the 

complete supply chain.

• Comprehensive retailing

and manufacturing business model

• Live negotiations and its effect on 

business outcomes.

• No golden strategy implied – results 

are dependent on every team actions.

• Dynamic extensions switching – shops 

leasing and acquisition, supply chain 

automation, private label subcontracting, 

POS activities, inventory holding costs 

refinancing, etc. 

As an Educational Tool

• Top and middle management.

• Practical extension of basic 

management skills:

– 50% of total time is group work

and inputs; 20% – negotiations; 15% –

feedbacks

• Overall testing and development

of managerial competence and skills

in 4 major areas:
– Managing Own Job;

– Relating to Others;

– Building the Team;

– Thinking Clearly;

• Professionals of sales, marketing and 

trade marketing, purchase and 

logistics, production, finance and HR



General Learnings & Strategy 

Skills

• Creating & implementing sound 

company, market, product & customer 

strategies.

• Total business management: 

managing company resources to reach 

market goals.

• Taking & implementing rational 

tactical decisions and monitoring their 

effectiveness.

• Communication skills.

• Negotiations skills.

• Emotional intelligence development.

• Massive data analyzing skills, ability

to find critical information & transform

it into profitable decisions

Takeaways 

• SWOT analysis.

• Market segmentation:

perceptual vs. actual.

• P&L basics:

– Retailer and manufacturer outlook.

– Customer & supplier profitability.

– KPI’s retailer vs. manufacturer.

• Brand performance analysis: retailer 

and manufacturer perspective

Category management basics



Tactics and special skills

Skills

• Retailer strategy & tactics.

• Manufacturer strategy & tactics.

• Managing product portfolios: 

manufacturer & retailer perspectives.

• Understanding economic drivers in 

the retailer-manufacturer relationships.

• Trade profitability analysis, 

establishing mutually profitable trading 

relations.

• Building effective consumer, shopper 

and trade marketing system.

• Brand power & store power: 

managing mind space and shelf space.

Takeaways 

• Excel based negotiations calculator.

• Trading terms financial impact 

calculation formula.

• Quantity discount calculation.

• Promotion costs calculation.

• Price waterfall modeling.

• Shelf space allocation effectiveness 

calculation: retailer and manufacturer 

perspective.

• Marketing spend: budget allocation 

and effectiveness calculation basics.



Our research and development

Industry reports publishing with information partners

Global Retail Trends, 09; Private Label 2009.

Upload here: http://www.storewars.net/Retail_trends_2009.pdf

Software developments

Improved Version 6 lunched last year.

Storewars book

We are updating the best-selling book

“Storewars: The Battle for Mindspace and Shelfspace”

to be focused on new trends in retailing worldwide.

E-learning Module 

On-line tutorials and simulator.

Convenient for HR to track the progress.

Get your trial access: http://elearning.storewars.ru/index.php/trial/get

Partnership with universities

and world leading business schools

http://www.storewars.net/Retail_trends_2009.pdf
http://elearning.storewars.ru/index.php/trial/get
http://www1.planetretail.net/home
http://www.nielsen.com/
http://www.insead.edu/home/
http://www.ivey.uwo.ca/
http://www.iae.edu.ar/Paginas/IAE_Home.aspx


Storewars in Faces

Gregory Thain

IMSG Chairman and CEO 

Accredited Storewars Trainer

Ludmila Belokonova
Manager of Storewars 

International

Dariusz Kepczynski
Accredited

Storewars Trainer

Mikolaj Budzynski
Accredited

Storewars Trainer

Ekaterina Voitenkova
Manager Russia & CIS

Anastasia Lavrenuk

Manager Russia & CIS

Eugenia Burmetieva 
Storewars Technical Expert

Ivan Nikulin

Software Engineer



Contacts

For consultancy and commercial requests

please contact:

Luda Belokonova

E-mail: ludmila.belokonova@storewars.co.uk

Cell: +33977196271

Skype: luda.belokonova

www.storewars.net

www.storewars.n

mailto:ludmila.belokonova@storewars.co.uk
http://www.storewors.net/

