
Commerce across all channels

Michael Sauer is the owner of Music Store, one of the world’s largest businesses for musical instruments and equipment. 
Based in Cologne, Germany, it has a large brick-and-mortar store of 5,500m² where you can look at, test and buy all kinds 
of instruments, including guitars, drums, pianos or triangles. Their storage warehouse of 15,000m² covers over 14,000 stor-
age locations. For almost fifty years now, Sauer has worked on building the business, both domestic and cross-border. We 
talk to him about what it is like to be one of the largest specialized music instrument sellers in the world.
www.musicstore.de
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Challenges

• Enable highly efficient, centralized management of Music 
Store’s growing and international online business.

• Provide effective marketing and couponing resources to 
selectively target customers.

• Create a modern and attractive showcase for products 
that is optimized for mobile devices.

Solution

• Customized promotions, coupons, and discount options 
generated by the promotion engine in Intershop Solu-
tion.

• Languages, currencies, shipping methods, and tax rates 
are managed centrally and deployed as required.

• The storefront is automatically optimized for each user 
device (responsive web design). 
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Music Store was founded in 1972.  
What did you want to achieve with  
the company at that time?

‘We aimed to build up a chain of music stores around Ger-
many. In the very beginning, we had to work very hard to 
make money, but we managed to be successful. It was ac-
tually after a fire that destroyed half of our company that 
we really created a success story of our own. As a result 
of the fire, we had to sell large quantities of fire-damaged 
items. Of course, these couldn’t be charged at full price. 
However, the discounted price really attracted a lot of peo-
ple. It went so well that we continued to buy special items 
and sell them as cheaply as possible. Later on, we really 
set ourselves apart from our competitors with the creation 
of a 500-page catalogue, containing almost every item we 
had. We heavily invested and expanded our mail-order 
business, which achieved beneficial results.’

What were the biggest challenges you 
faced?

‘Beside the fire, a very big challenge for us was setting 
up our automatic warehouse. Without this challenge, we 
would likely be 50% bigger today. It has been a serious ob-
stacle for us as a business for three years. Right now, it is 
running but I do not think I would do it again if I could to 
make that choice again now.’

As one of the largest musical instrument 
and accessories sellers, how do you instil  
a personal touch for your customers?  
Don’t they prefer the local music store, 
where they can hold a new guitar? 

‘For a shop the size of ours, it can be very hard to provide 
each customer with a very tailored, personal experience. 
The way we have constructed our business, based on the 
catalogue, online and brick shops, has enabled us to do 
this to a certain extent, although we are still limited. For ex-
ample, we can only enter one kind of foreword in our cata-
logue. We do look heavily into the kinds of emails we send. 
I answer every email from customers myself and spend a 
lot of time in the shop talking to customers. That way, we 

are still well able to interact with customers and get a good 
understanding of what they expect and desire from us. 

What was it like to switch from an offline 
strategy to both an offline and online,  
multichannel, strategy? 

‘We switched too late to a multichannel model when the 
online business was starting up. While we left a lot of 
turnover behind, we were running with what we had. Our 
online business really took off when we partnered with 
Intershop. Afterwards, we also started to sell through plat-
forms like Google and Amazon.’
 
Any challenges there?

‘For us, it was a drastic change to get started with Inter-
shop, but we believed that it could really benefit our busi-
ness. About three years ago, we changed to a new version 
of the platform, which offered us the opportunity to use 
big sliders on our home page. Intershop offered respon-
sive web design, with article pages that were structured 
like a printed catalogue and many other features which ap-
pealed to us. It has helped us a lot to realise a strong sales 
increase once again. Currently, we are in the process of up-
grading to the latest version. This again has many advan-
tages and is something we are looking forward to.’
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What is it like to sell cross-border? And how 
did Music Store achieve this?

‘Selling cross-border was a lot of work to set up. We want-
ed to do this through our own platform and were final-
ly able to achieve this with the help of Intershop. On our 
platform, we are now able to show products with different 
VAT prices in all countries in Europe, which expanded our 
reach of selling on an international scale by a great deal. 
While working with this platform solution, we were able to 
be online 24/7. Even during our highest peaks, for example 
during Black Friday, we manage to handle all requests and 
orders without the shop breaking down.’
 

How do you deal with cross-border  
differences?

‘Due to the amount of stock keeping units we are selling, 
we heavily rely on a tool that helps us display all prices cor-
rectly in all countries. To supply so many countries with 
different national languages is a big challenge, too. Right 
now, we have managed to achieve this for our most im-
portant selling destinations. It is where 90% of our sales 
are generated, so we are well underway to complete this. 
As mentioned, the display of correct prices without tax in 
all countries is important, whether these countries are in- 
or outside the EU. With the aid of our platform, we are in 
control of this. In Portugal, we show a range of categories 
with different VAT-rates, for example. Another benefit is 
that we can display different sliders and banners on our 
shops in different countries where prices are dynamic and 
automatically displayed in the correct currency and with 
the correct VAT rate. As this can be very complicated to 
do so within all European countries, we are delighted to 
have made it. Our price tool checks up to 200,000 prices 
per day and automatically assigns them to our competitors 
according to certain rules. The tool ejects conspicuous di-
vergences for manual control, which gives us the benefit of 
controlling our prices even more. These days, we are even 
receiving more and more orders from far-reaching desti-
nations like China.’ 
 
Where do you see Music Store in five years? 

‘Considering our current business development, we con-
tinue to grow slowly but steadily, expanding very cautiously 
while always keeping an eye on costs. In the future, we will 
enter other national marketplaces besides Amazon and 
Google, that are of particular relevance in some countries.’
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100% digital DNA

Intershop has been setting standards in the development and 
deployment of digital commerce software for over 25 years. We 
provide advice and support as companies digitally transform 
their business relationships together with their marketing, sales, 
and service processes. Independent analysts regularly rank our 
B2B solutions and service portfolio as market-leading. This as-
sessment is confirmed by successful deployment across more 
than 350 clients worldwide. If you choose Intershop, we can 
help you boost your productivity and achieve maximum cus-
tomer value. 

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