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INTERSPORT Deutschland eG, 
Heilbronn, is the world’s largest 
sporting goods retailer alliance in 
the SME segment, with around 1,500 
stores generating over 2.7 billion 
euros in sales. The organization is a 
founding member of IIC INTERSPORT 
International Corp. with its 
headquarters in Bern, Switzerland. IIC 
operates 5,700 stores in 63 di� erent 
countries, including “The Athlete’s 
Foot” chain, and currently generates 
approximately 10.5 billion euros in 
sales.

The launch of the new INTERSPORT online shop 
marks the dawn of a new era in the company’s 
history. Now all shopping channels of Germany’s 
largest sporting goods retailer alliance are inter-
networked – uniting online and in-store sales. 
The scope of this initiative is unparalleled in 
Germany: to date, no other German retailer has 
attempted such a comprehensive, complex, and 
pioneering move into e-commerce.

Integrating online and in-store sales is a strategic 
long-term move for INTERSPORT. Since people now 
research products online as often as they look for 
them in stores, multi-channel distribution of the 
company’s product range, including on the Internet, 
will mean that customers can � nd what they are 
looking for even faster. Directly connecting the web 
shop with the store network adds value. Unlike 
online-only retailers, INTERSPORT’s customers also 
bene� t from comprehensive in-store service and 
advice – which has always been the company’s 
strong point.

A 360° shopping experience

INTERSPORT’s new multi-channel concept gives 
customers maximum shopping convenience since 
they are able to reserve products available at stores 
online, have items ordered online delivered to the 
nearest store, and return online purchases to local 
stores if they are not satis� ed. In addition, the complete 
online product range can be ordered via iPad from any 
of the company’s approximately 1,000 stores, 
essentially making the web shop a virtual extension of 
the retail sales � oor. This seamless inter-coordination of 

brick-and-mortar and online sales is unprecedented in 
the German sporting goods industry, putting 
INTERSPORT on a whole new level by delivering a true 
360° shopping experience. The e-commerce site and 
multi-channel concept were technically implemented 
on an Intershop omni-channel platform. 

INTERSPORT gets sporting
goods retail moving

Intershop partner dmc conducted this ambitious 
project and worked closely with Intershop on the 
technical implementation. In addition to the shop 
platform itself, INTERSPORT also benefited from 
sharing expertise in the areas of customer care, 
fulfillment, and payment. This in turn has allowed for 
the trouble-free integration of ERP systems and the 
convenient selection of suitable content and 
fulfillment service providers, just to name two 
examples. The result is a powerful link between the 
web shop and stores – a result that is highly 
satisfying for Harold Rubrech, Marketing and Project 
Manager at INTERSPORT Deutschland: “Together 
the INTERSPORT alliance of retailers has 
accomplished something never successfully 
done before on this scale – interconnecting 
1,000 stores.” The importance the company 
attaches to multi-channel retailing is evident, for 
example, in the fact that INTERSPORT Multichannel 
GmbH was formed as an INTERSPORT group 
company solely as a web shop operator. “Today it is 
crucial for every retailer to build up multi-
channel capability.” 

INTERSPORT turns up the heat  
An Intershop multi-channel platform now unites online and in-store sales for 
Germany’s largest alliance of sporting goods retailers

S U CC E S S S TO RY



»By integrating online shopping 
with retail stores, INTERSPORT has 
ushered in a new era. This is our 
response to growing competition in 
the sporting goods retail business: 
an end-to-end o�  ine/online 
presence that brings the compre-
hensive service available only at our 
stores to e-commerce customers.« 

Harold Rubrech, 
Marketing and Project Manager 
at INTERSPORT Deutschland, 
commented on the web shop 
launch

The multi-channel challenge from a dealer 
standpoint

Uniting over 1,000 sporting goods dealers in multi-
channel retailing while creating and maintaining 
pro� table business for alliance members and bene� ting 
customers was indeed a major challenge. A modularly 
designed dealer model was the solution.

“The mechanics of each module in the model are 
the same: at the end of its ordering process the 
customer must choose a participating dealer as a 
service center at a location within a certain radius; 
that dealer then receives a fee based on sales 
revenue,” Intersport CEO Jan-Thomas Metge 
explained. “In the basic module, dealers accept 
returns and dealer deliveries; the second module 
enables reserving items for purchase in stores, 
and the third module allows members to add 
their own o� erings to the central product range. 
We are � rmly convinced that this concept will be 
a winner. Multi-channel is the future of retailing, 
and this move is absolutely essential to our ability 
to actually meet customers’ diverse needs,” Metge 
said. “Multi-channel systems bene� ts customer 
across all channels by linking them with the best 
deals from the online world with the service only 
available at stores,” he continued. 

A review of the � rst 100 days

INTERSPORT has prepared a preliminary report on 
multi-channel retailing to review the � rst 100 days of 
operation. “We wanted to o� er our customers the 
best of both worlds from in-store and online 
retailing, interlinking all shopping channels. And 
we have been successful, as the results from the 
� rst hundred days of live operation indicate,” 
INTERSPORT executive board member Kim Roether 
commented.

The facts speak for themselves: In addition to technical 
process stability, over a third of all orders are already 
being delivered directly to INTERSPORT member 
stores, and roughly one in � ve transactions are 
purchase reservations with local dealers. And then 
there’s the surprisingly good returns rate of less than 
35% – which no competitor has achieved in 
e-commerce.

Just a few weeks into the project, INTERSPORT CEO 
Jan-Thomas Metge was pleased with the 
implementation of the multi-channel solutions, 
despite this being the company’s � rst foray into 
e-commerce: “The web shop has complete technical 
stability, and the experiences we had in the � rst 
few weeks after going live showed that the multi-
channel processes are working well. There has 
been a lot of positive feedback already from our 
members, who are suddenly seeing entirely new 
customers appear in their stores.”
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A B O U T I N T E R S H O P

Intershop is the leading independent provider of 
innovative and comprehensive omni-channel 
commerce solutions.

How do you achieve ambitious goals in times of 
change? All you need is a partner who can help make 
complexity simple.

Unlock your potential with the exciting possibilities 
of Intershop’s unrivaled technology and extensive 
market knowledge.

For more information on our solutions and 
services, visit www.intershop.com.
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