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About me:
 Born in 1977
 Family & skiing
 30 + years in retail
 From store manager to CEO
 Responsible for 15k employees

My business focus:
 Foodvenience
 New concepts & innovation
 Regionality & sustainability
 Digitalization & automation
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FACTS
HORGEN I BP GAS STATION

VALORA RETAIL

Vertraulich

At our new avec store at BP service station Horgen, we serve 
1’300 customers per day. Among these, 72 items from The Kitchen 
are sold daily during our opening hours from 11:00 am to 2:00 pm. 

 Notably, 63% of our net revenue comes from Food & 
Beverages. 

 Of this, 45% of the net revenue is generated from The 
Kitchen, Convenience food, Bakery, and Coffee (hot drinks).

 27% of your net revenue comes from cold beverages (non-
alcoholic and alcoholic beverages)

This strong performance highlights our effective model for convenience 
expansion at service stations.



FACTS
ZÜRICH I INNER CITY LOCATION

VALORA RETAIL

Vertraulich

At our new avec store at Freiestrasse, we serve an impressive 1,600 
customers per day. Among these, 200 items from The Kitchen are 
sold daily during our opening hours from 11:00 a.m. to 2:00 p.m. 

 Notably, 90% of our net revenue comes from Food & 
Beverages, the highest percentage ever achieved by an avec 
store. 

 Of this, 50% of the net revenue is generated from The Kitchen, 
Convenience food, Bakery, and Coffee.

 25% of your net revenue comes from cold beverages. 

This strong performance highlights our effective model for urban 
convenience expansion.
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