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Foreword

Facts matter! 

Facts and figures are essential to provide evidence and show scale and dimension of the retail sector. As proof points, they also 
form a solid basis for underpinning policy arguments. Compared with its European peers, EuroCommerce has lacked a proper 
factbase. Most of our national associations, on the other hand, have for some time compiled and updated on a regular basis solid 
and excellent data to support their work. A great deal of information also exists in official statistics and at research organisations
and consultancies. 

By bringing together relevant data from those sources, and compiling them in a structured way, we have sought to fill an important 
gap for our European organisation. 

Xf!ipqf!uibu!uijt!gjstu!ǆWbmvf!pg!Fvspqfbo!SfubjmǇ!gbducppl!xjmm!qspwjef!b!wbmvbcmf!tpvsdf!pg!jogpsnbujpo!boe!lopxmfehf!gps!bnyone 
wishing to know more of the facts about European retail.

Christian Verschueren    Jean-Albert Nyssens
Director-General Chief Economist



3

We would like to thank the many people and organisations who actively contributed to this factbook. 

First and foremost, we express our gratitude to Chris Smith, independent market researcher and analyst, who carried 
out most of the research and analysis and developed the slide deck, under our guidance and with the support of the 
EuroCommerce staff.

Insight PartnersEuroCommerce Member Associations

· Nick de Ujfalussy
· Sergey Sivaev

· Tobias Wachinger
· Daniel Läubli

· Xian Wang

·Michael Gerling
· Nathalie Roux

·Wouter Terlien

· Rafael Tselikas

· Sandeep Andhrutkar

· Sara Lone (now at University of 
Amsterdam)

· Isabelle Senand

· Hélène Hotellier
· Annalisa Capitanio

·Wim Van Edom

· Olaf Roik
· Antje Gerstein

· Graham Wynn

· Hester Duursema
· Patricia Hoogstraaten

· Lars Eivind Haartveit

· María Cruz Vaca
· David Gracia

*

*wasdisbandedat end 2020



4

Contents

Section Chapter Slides
A: What is retail? Why does retail exist? Why would we have to create it, if it did not exist? 5-10

B: The key disruptions, 
challenges, and 
opportunities facing 
retail in Europe

B1:Digitalis changing the ways consumers shop and live 12-34

B2: Concerns about health and sustainabilityare changing the way consumers shop and live 35-46

B3: The shop plays a vital role in our communities, yet is disappearing 47-54

B4: There is a changing social and economic contextin Europe 55-64

B5: There is a changing competitive landscapein Europe 65-81

B6: Retailers and wholesalers have to make huge investmentsin order to stay relevant 82-86

C: The value of 
European retail

C1: European retail and consumers 88-97

C2: European retail and workers 98-113

C3: European retail and the wider economy 114-127

C4: European retail, sustainability and the European Green Deal 128-139

C5: European retail and innovation 140-143

D: Leading European 
Retailers

D: League tables of the largest global, European, and category retailers 145-153



5

What is retail ? 

Section Chapter Slides
A: What is retail? Why does retail exist? Why would we have to create it, if it did not exist? 5-10

B: The key disruptions, 
challenges, and 
opportunities facing 
retail in Europe

B1:Digitalis changing the ways consumers shop and live 12-34

B2: Concerns about health and sustainabilityare changing the way consumers shop and live 35-46

B3: The shop plays a vital role in our communities, yet is disappearing 47-54

B4: There is a changing social and economic contextin Europe 55-64

B5: There is a changing competitive landscapein Europe 65-81

B6: Retailers and wholesalers have to make huge investmentsin order to stay relevant 82-86

C: The value of 
European retail

C1: European retail and consumers 88-97

C2: European retail and workers 98-113

C3: European retail and the wider economy 114-127

C4: European retail, sustainability and the European Green Deal 128-139

C5: European retail and innovation 140-143

D: Leading European 
Retailers

D: League tables of the largest global, European, and category retailers 145-153



6

A few basic definitions

·RETAIL: The sale of goods to the public in relatively small quantities for final use or consumption rather than for resale. 
Fuznpmphjdbmmz-!uif!xpse!sfubjm!tufnt!gspn!uif!Gsfodi!xpse!ǆsfubjmmfsǇ!xijdi!nfbot!ǆdvu!cbdl-!dvu!pgg-!joup!tnbmmfs!qjfdftǇ/!
Today, the word is used for a large diversity of players selling a wide array of products and services to consumers, i.e. B2C, 
through many store formats and channels, including online. Retailers operate through various business models, such as large 
integrated chains of stock-listed or private companies, groups of small independent retailers or franchisees, or consumer 
cooperatives. 

·DISTRIBUTIVE TRADE: The technical and statistical definition of the business sector involved in commerce and trade, and 
covering retail, wholesale, and distributive trade, grouped under statistical NACE codes G45-47; for the purpose of this factbook, 
only G47 (retail trade) is taken into account, at the exclusion of G45 (car sales and repair) and G46 (wholesale, B2B trade).

·COMMERCE: a broad term describing the activity of trading, buying and selling, and including both retail and wholesale 
bdujwjujft/!Tpnfujnft!bmtp!vtfe!up!efgjof!uif!ejtusjcvujwf!usbef!tfdups/!Pgufo!vtfe!xjui!uif!qsfgjy!ǆf-Ǉ!up!eftdsjcf!pomjof!sfubil 
)ǆf-dpnnfsdfǇ*/

·SHOP/STORE: a building or part of a building where goods or services are sold to final customers. The word is evolving to 
describe e-dpnnfsdf!pqfsbujpot!bt!xfmm!)ǆf-tipqǇ-!ǆwebshopǇ*/!Uif!xpset!ǆtipqǇ!boe!ǆtupsfǇ!bsf!vtfe!jo!joufsdibohfbcmz!jo!
uijt!sfqpsu-!fwfo!uipvhi!uif!xpse!ǆtupsfǇ!jt!npsf!gsfrvfoumz!jo!vtf!jo!uif!VT!uibo!jo!Fvspqf/!
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Scope of this factbook ƿformats and categories

Grocery
(Food and near-food)

+/- 40 % of sales

General (e.g. supermarket, hypermarket, convenience store)

Specialist (e.g. butcher, baker, alcohol shop)

General Merchandise 
(Non-food)

+/- 60 % of sales

Apparel (including footwear, clothing, accessories)

DIY, hardware, garden centres

Furniture, home decoration

Consumer electronics, home appliances

Health & wellness, beauty, drugstores

Sports, outdoor, hobbies

Books, stationery, arts & crafts

Department stores

Other

A: What is retail? 

CATEGORIES
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European retail in numbers1 ƿKey figures

·Retail annual turnover is Ǜ4/3uo; 

ïthis represents almost one fifth of European GDP, 

ïand about a third of total household consumption

·There are 3.5 million retail businesses in Europe; 

ï99% of these are SMEs, 

ïThese SME retailers employ 6 in 10 retail workers and account for half of the sector turnover and its added 
value

·Retail employs close to 20 million people, more than any other business sector

ïThese jobs are geographically spread: retail is one of the top three employers in 95% of all European regions

ïWomen make up 62% of the retail workforce, contrasting with a European average of 46%

ï15% of retail workers are under 25 compared with a European average of 9%

·Europe is a global leader in retail 

ï24 European retailers among the top 50 global leaders, 

ïbut Europe is losing ground in the top 10 global retail league

1. Europe here refers to EU27 plus UK, Norway, Switzerland, and Iceland; 2018 figures

Source: Eurostat, Eurofound, Deloitte Global Power of Retailing, EuroCommerce analysis

A: What is retail? 
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If retail did not exist, what would we miss? (1/2)

·MANY PRODUCTS IN ONE PLACE: Shoppers would need to go through many more places to find the products they were looking for, be it in food and 
groceries or non-food 

·CHOICE - A BROAD RANGE OF PRODUCTS AND SERVICES: retailers, through the different segments that they cater for allow shoppers to access a 
broad range of products and services and define themselves where to buy on the quality vs price scale. There is also a broad range of shop formats 

· IMMEDIATE AVAILABILITY: In stores and warehouses, retailers maintain stock of products and make products readily available. Only when products 
are sold-out, or out-of-stock, does the shopper realize that value. In e-commerce, this translates into delivery times

·REACH & DENSITY: the possibility to go in a store at short distance from my home or office, or better, the ability to have the goods deliveredat my 
place

·EFFICIENCY AND SPEED OF MOVING GOODS: Retailers have developed very strong and dense networks of warehouses, transport and stores, allowing 
goods to move efficiently and fast from all over the world. Without these, we would have a combination of less variety, more traffic congestion, 
increased time to identify and access products

· TIME SAVER;!Sfubjm!jt!b!tjhojgjdbou!ujnf!boe!fofshz!tbwfs!cz!qspwjejoh!b!xjef!sbohf!pg!qspevdut!ǆvoefs!pof!sppgǇ!jo!tupsft!boe!0!ps!jo!combination 
with a broad e-commerce catalogue that can be rapidly delivered / picked up

·AFFORDABLE PRICES: Through the consolidation of volumes, retailers place mass-orders on behalf of customers, hence reducing production costs 
and prices. While they perform bulk-purchases, their stores allow thousands of shoppers to make individual purchases and benefitfrom better 
conditions

· TRANSPARENCY & COMPARISON: increasingly, through barcodes, price-indicators, labeling, certification of origins, shoppers know better what they 
buy and can compare products offered and prices

A: What is retail? 
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If retail did not exist, what would we miss? (2/2)

·INSPIRATION: Through the buying, producing, curating and displaying of products, retailers inspire shoppers with new food & 
recipes, trendy ways to dress, new ways to improve their home or better ways to practice their hobby or sport 

·PLEASURE: Shopping can be a real pleasure when stores provide a fun / pleasant experience and are staffed with friendly and welcoming
sales associates. Shopping hence becomes a leisure activity

·SOCIAL INTERACTION: Shops and malls continue the tradition of markets set up centuries ago where people trade goods in a common 
place. For many people, the local store or supermarket is the main place where they interact with other people

·VIBRANT CITIES, TOWNS, AND VILLAGES: Thanks to the many retail outlets of large and small companies, and together with cafes, 
restaurants, (movie) theaters, museas, cultural centres, and art galleries, town centresare vibrant communities and places of destinations

· IDENTIFICATION: Many people identify with the brands where they shop. These shops are part of their identity 

·TRUST - ASSURANCE : The shopper trusts that the retailer selects and curates quality and safe products for her at the best conditions, 
from reliable suppliers. Otherwise, the shopper would spend much more time comparing different suppliers and products 

·QUALITY, SAFETY & FRESHNESS:  In food, this also translates into freshness, safety, respect of cold chain, end-of-use dates

·JOBS: Retail provides close to 20 million jobs in Europe to many women, young, sometimes people with lower levels of education, giving 
them opportunities and training

A: What is retail? 
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B1 Digital Transformation ƿKey messages

·Consumers are increasingly engaging with e-commerce: 2 in 3 European adults have made an online purchase in the last year, up from only 1 in 3 in 
2008 and less than 1 in 4 in 2004, showing how quickly the digital transformation is taking place

·However, this masks huge differences between countries, with Northern and Western parts of Europe generally much more developed e-commerce 
markets:

ïXijmf!npsf!uibo!9!jo!21!bevmut!ibwf!nbef!bo!pomjof!qvsdibtf!jo!uif!VL-!Ofuifsmboet-!Efonbsl-!Opsxbz!boe!TxfefoǍ

ïǍgfxfs!uibo!2!jo!5!bevmut!ibwf!epof!tp!jo!Spnbojb!ps!Cvmhbsjb

·With shopper journeys going omnichannel, the largest European retailers have responded. They are overwhelmingly omnichannel retailers: 84% of the 
top 50 largest European retailers sell online and offline, with these retailers accounting for 90% of the total sales of the top50

· 14 of the top 20 retailers by estimated online sales in Europe are omnichannel

·Europe is home to some of the largest e-commerce markets, but growth is slower than elsewhere in the world

· There is substantial category variation: apparel and consumer electronics are more likely to be sold online than other categories; food retail remains 
mostly through stores as a share of value

·Digital processes and automation provides an opportunity to help employees focus on higher value, customer facing tasks 

·European retailers are forming partnerships with innovative delivery businesses to increase convenience and reduce the costs of the last mile

· The digital transformation massively increases the amount of data and information available

·Most European consumer payments are still made using cash, but there is regional variation, with some countries (notably Sweden,Denmark, and the 
UK) having much lower use of cash

B1: Digital Transformation
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Fvspqfbo!dpotvnfst!bsf!jodsfbtjohmz!cvzjoh!pomjofǍ

22%
25% 26%

31%
33%

37%
41%

43%
45%

48%
51%

54%
56%

58% 60%
64%

2008 201920072004 2005 20092006 20142010 20152011 20182012 2013 2016 2017

Source: Eurostat, EuroCommerce analysis

Share of Europeanadults who have made an online purchase in last 12 months (EU27 + UK, NO, IS, CH)

B1: Digital Transformation
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Ǎcvu!uifsf!jt!tvctuboujbm!wbsjbujpo!cfuxffo!dpvousjft

Source: Eurostat

Share of European adults who have made an online purchase in last 12 months by Country - 2019 (EU27 + UK, NO, IS, CH)

87%

84%

82%

82%

81%

Sweden

United Kingdom

Denmark

Norway

Netherlands

22%

23%

38%

39%

39%

Romania

Bulgaria

Italy

Greece

Cyprus

Top 5

Bottom 5

B1: Digital Transformation
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Customer journeys are increasingly diverse and omnichannel

Inspiration & 
Information

Evaluation
Transaction & 
Acquisition

Returns & 
Customer Service

Advocacy & 
Retention

Source: Criteo, VVA

Pre-purchase Post-purchasePurchase

Email marketing
Price comparison 

website
Pay in store, collect in 

store
Web chat

In person word of 
mouth

Store browsing
Family / friend 

recommendation
Click and collect Phone helpline Social marketing

Social media Physical store visit
Pay in store for home 

delivery
Return in store Direct mail

Direct mail Web search
Social media 

commerce platform
Return by mail

Online customer 
review

Web search Online visualizer
Online store purchase 

for delivery
In store support Direct mail

Examples of multichannel customer journeys

B1: Digital Transformation

A

B

C

D

E
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Most of the largest European retailers are omnichannel, selling both online and offline

Source: Deloitte, EuroCommerce analysis

10%

90%

top 50 companies

Number of Companies

42 companies
(84%)

8 companies
(16%)

Retail Sales

Omnichannel

$1,381bn

In shops only

Largest 50 European1 Retailers by Sales Channel (2018)
# of companies, $bn

Only 8 of the largest 50 
European retailers do not sell 

online

B1: Digital Transformation

1. For this exhibit, retailers are defined as European if they have their headquarters in the EU27, Norway, Switzerland, Icelandor the UK
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14 of the top 20 online retailers in Europe are not online pure players, but omnichannel

ASOS

Apple

2.5

Tesco

Amazon2

MediaMarktSaturn

Tbjotcvszǃt

El Corte Inglés

Dixons Carphone

Carrefour

32.2

Bol.com³

4.9

E. Leclerc

Marks & Spencer

3.1

Cdiscount4

5.4

SystèmeU

John Lewis

Shop Direct

2.8

ASDA

2.3

Next

8.0

6.5

6.4

5.5

Zalando

3.1

3.0

2.7

2.6

5.4

2.4

2.2

2.2

Otto

2.5

Online Pure Play

Omnichannel

Largest retailers by estimated online sales in Europe (20191)
Ǜco

Source: Retail Index

B1: Digital Transformation

1. 2018 estimates for Tesco, Asda, and El Corte Inglés
2. Amazon owns and operates 7 Whole Foods stores in London, which have some store-based revenue accounting for <1% of Amazon retailrevenue in Europe
3. Part of AholdDelhaize
4. Part of Casino Group
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However, 2 in 3 European retail businesses with at least 10 employees have zero e-
commerce sales

33%

67%

With e-commerce sales

No e-commerce sales

Retail businesses with / without e-commerce sales ƿ2019 (EU27 + UK, NO, IS)1

%

1. NACE G47 Retail trade, except of motor vehicles and motorcycles. Weighted by number of G47 businesses in 2017 with at least 10 employees (latest available data)

Source: Eurostat

B1: Digital Transformation
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Although most consumers buy online, no consumer buys exclusively online

B1: Digital Transformation

Source: HDE / GFK

Customer and spending distribution by channel - Germany
Non-food spending, 2019 H1

42% of consumers
25% of spending

0% of consumers
0% of spending

58% of consumers
75% of spending

Exclusively Offline
Customers

Exclusively Online
Customers

Omnichannel
Customers
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Online sales are shifting from direct sales to sales via aggregating platforms

B1: Digital Transformation

23%
29% 31% 34% 37% 37%

77%
71% 69% 66% 63% 63%

Platforms

20142010 2012 2016 2018 2019

Own webshops

E-commerce sales by channel1 - Germany
% of e-commerce

Source: HDE / IFH Köln

1. Platform sales are those not via own webshop (e.g. via Amazon Marketplace, eBay, Real, Zalando, Wish, Rakuten)

Note: This ratio depends strongly on the presence

in the country of large international platforms. 

Amazon was created in Germany in 1998
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Europe is home to three of the largest 10 e-commerce markets, but these are some of the 
slowest growing markets

Source: eMarketer

1. E-commerce defined to include products or services ordered using the internet via any device, regardless of the method of payment or fulfilment; excludes travel and event tickets, payments such as bill pay, taxes or money transfers, food services and drinking 
place sales, gambling or other vice good sales

2. Central and Eastern Europe defined as CZ, EE, HU, LV, PO, RO, RU, SK, TR, UA
3. Western Europe defined as AT, BE, DK, FI, FR, DE, EL, IE, IT, NL, NO, PT, ES, SE, CH, UK

1,520

515

128

111

88

76

62

41

35

23

US

CN

DE

KO

UK

CA

FR

JP

IN

RU

32%

27%

21%

19%

18%

14%

12%

11%

8%

4%

FR

KO

CN

IN

UK

US

CA

RU

DE

JPEuropean

Non-European

E-commerce sales1 2018
$bn

E-commerce growth rate 2018-19 (fcst)
%

25%

21%

21%

19%

15%

10%

21%

Western Europe3

Asia-Pacific

Worldwide

Latin America

Central & Eastern Europe2

Africa & Middle East

North America

B1: Digital Transformation

E-commerce growth rate 2018-19, (fcst)
%
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E-dpnnfsdf!bddpvout!gps!bo!jodsfbtjoh!tibsf!pg!sfubjm!tqfoejohǍ

Source: RetailX, Ecommerce Europe, Eurostat, EuroCommerce analysis

Total retail spending through e-commerce ƿEurope1,2

Ǜco

1. EU27 excluding Cyprus (no data) plus UK, Norway, Iceland, and Switzerland
2. Exact definitions of e-commerce differ between national associations (from who the estimates come)

370
411

488

554

632

713

2016 20172015 2018 2019 2020F

+14% CAGR

B1: Digital Transformation
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E-commerce increases retail competition by making international retailers accessible to 
consumers ƿmost European online shoppers have purchased abroad

B1: Digital Transformation

84%

81%

72%

65%

61%

57%

55%

54%

51%

49%

40%

38%

38%

32%

Italy

Ireland

Belgium

Austria

Norway

Spain

Hungary

Sweden

Czech Republic

Netherlands

France

United Kingdom

Poland

Germany

Share of internet shoppers who have purchased from an online retailer not based in their home country - 20181

Source: PayPal Cross-Border Consumer Research 2018

1. Sample approximately 2,000 in United Kingdom and Poland; approximately 1,000 in other countries. Research conducted in 2018, asking about behaviour in previous 12 months
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Ǎcvu!uifsf!jt!ivhf!wbsjbujpo!cfuxffo!dbufhpsjft!boe!dpvousjft

37%

33%

29%

18%

15%

13%

6%Food / near food

Consumer electronics

Apparel / Clothing

Household appliances

Healthy and Beauty

Sport and recreation

Home and Garden

Furniture

Share of retail sales by e-commerce by category - 20191

%

Source: Thuiswinkel, HDE, FEVAD, EuroCommerce analysis

B1: Digital Transformation

26%

15%

20%

7%

8%

34%

30%

29%

15%

6%

14%

1%

1. Netherlands estimate based on January to June 2019 only

NL FR DE
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Although e-commerce eliminates several in-store costs for grocers, the additional costs it 
incurs means it is often less profitable than traditional bricks and mortar retail

B1: Digital Transformation

Other costsOffline grocery Savings from 
absence of stores

Larger basket size Delivery costsHigher margin 
basket mix

Picking costs Return costs Online grocery

2-3%

18-24%

2-3%

1-2%

-10-12%

-5-10%

-4-6%

-1-2%

0.5-1.5%

Typical cost drivers & resulting profitability: offline vs online grocery
EBIT margin as % of sales
Illustrative

Cost savings or revenue benefits for online 
vs offline grocery

Increased costs associated with online 
grocery vs offline grocery

Bebqufe!gspn!NdLjotfzǃt!Qfstqfdujwft!po!Sfubjm!boe!Dpotvnfs!Hppet!Jttvf!8!boe!FvspDpnnfsdfǃtown estimates and analysis
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The digital transformation will reduce the routine elements of work whilst increasing 
demand for more complex and rewarding tasks

B1: Digital Transformation

Source: McKinsey Global Institute, US Bureau of LaborStatistics

7.6

- 18.3- 10.7

Hours gained Net change in hoursHours lost

6.6

- 10.5- 17.1

7.5

- 8.7- 16.2

9.1

- 5.2

3.9

9.9

- 4.8

5.1

9.4

- 3.9

5.55.0

- 1.2

3.7

Predictable physical 
activities

Processing data Collecting data Managing and 
developing people

Interacting with 
stakeholders

Unpredictable 
physical activities

Applying expertise

Total change in US work hours 2016-2030 by activity type, trillions

Jobs shifting to higher complexity, more rewarding tasks
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Forecast

The digital transformation significantly increases the amount of data and information 
available, with profound implications for retailers

B1: Digital Transformation

Source: IDC; Seagate; Statista

2 5 7 9
13 16 18

26
33

41

59

74

94

118

149

2010 2011 2012 2018 20192013 2014 2015 2016 2017 20212020 20242022 2023

Volume of data / information worldwide 2010-24F, zettabytes1

1. A zettabyte is one billion terrabytes

Key uses of big data in retail

·Personalising customer experience, 
improving customer experience and 
satisfaction

·Forecasting demand, helping reduce stock 
outs and wastage

·Testing of products, pricing and promotions
·Operational monitoring for efficiency

Note: Further acceleration

observed with Covid19 pandemic
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Consumers increasingly pay digitally ƿcard transactions have grown over 50% in four years

Source: European Central Bank; Eurostat; EuroCommerce analysis
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Card transaction total and average number per person: EU27 + UK

365

351

344

332

286

275

258

199

188

184

172

161

124

117

103

101

98

98

85

83

82

76

64

62

59

53

33

23

Finland

France

Luxembourg

Denmark

Sweden

United Kingdom

Netherlands

Slovenia

Estonia

Croatia

Lithuania

Ireland

Belgium

Portugal

Latvia

Poland

Romania

Czechia

Spain

Austria

Hungary

Cyprus

Slovakia

Germany

Malta

Greece

Italy

Bulgaria

EU27 + UK Average = 151

Average number of card transactions per person - 20181

#

1. Data for Ireland, Malta, and Slovakia is taken from 2017 (latest available year with ECB data on card payment volumes)

B1: Digital Transformation

Note: Increase of digital 

marketshare has significantly

boosed online payments ratio
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But cash remains important: 8 in 10 payments are made in cash ƿand 1 in 3 consumers 
prefers cash

Euro Area Point Of Sale Transaction Volume and Value Breakdown (2016)
%

Payment preference in a shop1

%

1.ǆBttvnjoh!zpv!xfsf!pggfsfe!wbsjpvt!qbznfou!nfuipet!jo!b!tipq-!xibu!xpvme!cf!zpvs!qsfgfssfe!qbznfou!nfuipe@Ǉ

Source: European Central Bank

43%

32%

25%

Prefer card
(or other non-cash payment method)

Prefer cash

No clear preference

79%

54%

19%

39%

7%

ValueVolume

2%
Other

Cards

Cash

B1: Digital Transformation
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The Covid-19 pandemic is likely to accelerate the transition to digital forms of payment; 
this is seen already in consumer attitudes and behaviour in 2020

B1: Digital Transformation

Consumer interest in using mobile payments in store
% of consumers

Contactless share of card payments ƿBelgium
%

Cash withdrawals ƿUK1

Transaction volume

16

36

July 2020February 2020

FebruaryJanuary AprilMarch JulyJuneMay

2018 2019 2020

1. LINK network only (excludes customers using debit cards at own bank ATMs)

Source: Febelfin, McKinsey, LINK

16

29

June 2020March 2020

13

22

June 2020March 2020
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Delivery has been accelerating; consumers expect and get faster delivery

24

30

32

39

42

61

55

53

47

43

2013

2014

2017

2015

2016

E-commerce Home Delivery Volume by Actual Delivery Speed - UK
% of volume1

Source: OC&C, GlobalData, Barclays, IMRG

B1: Digital Transformation

Two or more days

Next or same day

1. Excludes deliveries made with a specific time slot (mostly grocery deliveries)
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Retailers are entering into partnerships and agreements with third party delivery platforms 
to accelerate last mile delivery

B1: Digital Transformation

Source: Company Websites, Press

Users of Amazon Prime Now service in Paris can order 
products from Monoprix supermarkets; a service 
the two partners are now expanding to new cities

Carrefour products can be ordered through Glovo in 
France, Spain, and Italy. Products picked in store by 
Carrefour employees and then delivered by Glovo

Amazon took a 16% stake in Deliveroo as part of a $575m 
funding round in May 2019

Carrefour groceries available on Uber Eats (delivered within           
30 minutes) in Brussels, Liège, and over 100 
French cities

Jumbo has started a collaboration with delivery 
service ThuisBezorgd. PicNicis one of the fastest 
growing retailers in the Netherlands.

After an initial trial with M&S / BP petrol forecourts, M&S is 
now rolling out a Deliveroo-delivered grocery service to 
more than 200 of its stores

Retailer 
Partnerships 
with Delivery 

Platforms

Examples ƿNot Exhaustive



33

The global pandemic has shifted consumer behaviour in several ways

B1: Digital Transformation

Tpvsdf;!NdLjotfz!'!Dp-!ǆUif!Hsfbu!Dpotvnfs!EjtsvqujpoǇ!Pdupcfs!3131!
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Digital adoption has covered decades in days since Covid19 

B1: Digital Transformation

Tpvsdf;!NdLjotfz!'!Dp-!ǆUif!Hsfbu!Dpotvnfs!EjtsvqujpoǇ!Pdupcfs!3131!
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B2 Health and Sustainability ƿKey messages

·Concerns about health and sustainability are changing the way consumers live and shop

·In the footwear, apparel and fashion sector, several brands are starting to change their focus and positioning towards more 
sustainable, traceable and organic practices

·Organic food sales are growing 12% per annum across Europe, with growth driven particularly by larger, mainstream retailers 
who make up more than half of the total organic market

·There is growing interest in reducing meat consumption: 27% of European consumers indicate they expect to eat less meat in 
the next five years, primarily driven by health reasons (40%), but also animal welfare concerns (17%), cost considerations (14%)
and environmental concerns (12%) with animal agriculture

·Retailers have responded to this: in 2017 plant-cbtfe!ǆnjmltǇ!xfsf!uif!mbshftu!dbufhpsz!pg!ofx!ǆnjmlǇ!qspevdut!jo!Xftufso!
FvspqfǍ

·Ǎ!boe!uif!nbslfut!gps!nfbu!tvctujuvuft!boe!qmbou-cbtfe!ǆnjmltǇ!jt!hspxjoh!gbtu-!xjui!gvsuifs!hspxui!fyqfdufe

B2: Consumer awareness about health and sustainability
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Fvspqfbot;!ǆdmjnbuf!dibohf!jt!b!tfsjpvt!qspcmfnǇ-!ǆfowjsponfoubm!jttvft!ibwf!b!ejsfdu!
fggfdu!po!\uifjs^!ebjmz!mjgf!boe!ifbmuiǇ

Source Eurobarometer

1.ǆIpx!tfsjpvt!b!qspcmfn!ep!zpv!uijol!dmjnbuf!dibohf!jt!bu!uijt!npnfou@!Qmfbtf!vtf!b!tdbmf!gspn!2!up!21-!xjui!ǂ2ǃ!nfbojoh!ǆopu!at bmm!b!tfsjpvt!qspcmfnǇ!boe!ǆ21Ǉ!nfbojoh!ju!jt!ǆbo!fyusfnfmz!tfsjpvt!qspcmfnǇǇ!)8-10 classified as very serious problem; 5-6 classified 
as a fairly serious problem; 1-4 as not a serious problem)

2.ǆQmfbtf!ufmm!nf!up!xibu!fyufou!zpv!bhsff!ps!ejtbhsff!xjui!fbdi!pg!uif!gpmmpxjoh!tubufnfoutǇ
3. n=27,498; EU27; fieldwork December 2019

ǆDmjnbuf!dibohf!jt!b!tfsjpvt!qspcmfnǇ1,3

77%

14%

6%

3%Epoǃu!Lopx

A very serious problem

A fairly serious problem

Not a serious problem

36%

42%

15%

5%

2%

Totally agree

Totally disagree

Tend to agree

Tend to disagree

Epoǃu!Lopx

ǆFowjsponfoubm!jttvft!ibwf!b!ejsfdu!fggfdu!po!zpvs!ebjmz!mjgf!boe!ifbmuiǇ2,3

B2: Consumer awareness about health and sustainability

91% say climate 
change a serious 

problem

78% say 
environmental issues 
have a direct effect 

on their daily life and 
health
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Most Europeans believe their consumption habits adversely affect the environment in 
Europe and the rest of the world

26%

42%

20%

8%

4%Epoǃu!Lopx

Totally agree

Tend to agree

Tend to disagree

Totally disagree

ǆZpvs!dpotvnqujpo!ibcjut!bewfstfmz!bggfdu!uif!fowjsponfou!jo!Fvspqf!boe!uif!sftu!pg!uif!xpsmeǇ1

Source Eurobarometer

1.ǆQmfbtf!ufmm!nf!up!xibu!fyufou!zpv!bhsff!ps!ejtbhsff!xjui!fbdi!pg!uif!gpmmpxjoh!tubufnfoutǇ
2. n=27,498; EU27; fieldwork December 2019

B2: Consumer awareness about health and sustainability

68% say consumption 
habits affect the 

environment
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Europeans believe that changing the way they consume, produce, and trade are the most 
effective ways to tackle environmental problems

Source Eurobarometer

1.ǆQmfbtf!ufmm!nf!up!xibu!fyufou!zpv!bhsff!ps!ejtbhsff!xjui!fbdi!pg!uif!gpmmpxjoh!tubufnfoutǇ
2. n=27,498; EU27; fieldwork December 2019

ǆJo!zpvs!pqjojpo-!xijdi!pg!uif!gpmmpxjoh!xpvme!cf!uif!nptu!fggfdujwf!xbzt!pg!ubdlmjoh!fowjsponfoubm!qspcmfntǇ1,2

% of respondents

33%

31%

27%

24%

24%

23%

23%

22%

20%

19%

16%

5%

Encouraging businesses to engage in sustainable activities

Changing the way we produce and trade

Changing the way we consume

Investing in research and development to find technological solutions

Ensuring better enforcement of legislation

Introducing heavier fines for breaches of environmental legislation

Providing more information and education
e.g. on waste separation, energy consumption

Introducing stricter environmental legislation

Making the food system more sustainable from production to consumption

Introducing or increasing financial incentives to businesses
and people taking measures to protect the environment

Introducing or increasing taxation, or removing subsidies, 
on environemntally harmful activities

Making the banking and insurance systems more environmentally friendly

B2: Consumer awareness about health and sustainability
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There has been extended growth in organic sales in Europe

2001

10.1

20132005

37.6

16.0

2002 2003 20072004

7.0

2008 2009 2010 2011 201620142012 2015 2017

33.6

18.0

20182006

17.3

8.2

40.5

2000

11.0 11.8
13.9

19.3

9.3

22.6
24.0

26.1

29.9

21.2

+10% CAGR

+12% CAGR

Organic retail sales ƿEurope1

ǛCo

Source FIBL

1. Europe is defined here as the EU27 plus Norway, Switzerland and the UK; there is no data available on Portugal or Malta

B2: Consumer awareness about health and sustainability
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Large retailers have driven the growth of organic sales in France and Germany, the two 
largest European organic markets

48% 48% 50% 53% 55%

32% 33% 32% 30% 28%

13% 12% 12% 11% 11%

7% 7% 6% 6% 6%

2015

Organic Shops

20182016

Others

2017 2019

Direct Sales

Large Retail

Ǜ7/1coǛ8/4coǛ9/7coǛ21/1coǛ22/4co

Share of organic sales by channel - Germany

Source: Agence Bio, BOELW

Share of organic sales by channel ƿFrance

55% 55% 57% 59% 60%

31% 29% 28% 27% 27%

13% 16% 15% 14% 14%

Organic Shops

20182015

Others

Ǜ:/9co

2016 2017 2019

Large Retail

Ǜ9/7co Ǜ21/4coǛ21/:coǛ23/1co

B2: Consumer awareness about health and sustainability
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1 in 4 European consumers expects to eat less meat for a variety of reasons: health, animal 
welfare, cost, and environmental benefit

Source: ING

Future meat expectations ƿEU27 + UK (2017)
%

40%

17%

14%

12%

6%

12%

Environmental

Health reasons

Animal welfare

Other

Cost

Social pressure

Reasons for eating less meat in the future, EU27 + UK respondents (2017)
%

B2: Consumer awareness about health and sustainability

27%

Likely to eat less meat in next 5 years
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There is rapid growth in sales of plant-based meat and dairy substitutes in Germany and the 
United Kingdom

890

1,158

1,368

20182017 2019

+30%

+18%

Upubm!ǂwfhhzǃ!tbmft!wbmvf!)jodmvejoh!qmbou-based dairy and meat 
substitutes, excluding vegetables) ƿGermany
Ǜn

Source: Nielsen. Veggy. MAT to Week 39 of 2019 and two previous annual periods (Germany). Years 2019 and 2018 (UK). Nielsen is not responsible for inaccuracies in this information

UK plant-based product market 2018-2019
£m

Ǜ3:8n
Ǜ46:n

Ǜ385n

Ǜ442n

297
359

274

331

2018 2019

Meat substitutes

Dairy substitutes

570

690

+21%

B2: Consumer awareness about health and sustainability
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Retailers have responded; plant-based product launches are now the largest sub-category 
of new milk and milk substitutes products

2017 milk and milk substitutes product launches in main European markets
% of total new product development

Source: Agriculture and Agri-food Canada, Good Food Institute

38%

19%

38%
45%

35%

7%
34%

20%
17%

27%

55%
48% 42%

39% 38%

Flavoured milk1

Italy Germany

Plant based milk substitutes

UK Spain France

White milk

1. Flavoured milks are milk based drinks or products where animal milk is the largest single ingredient (e.g. chocolate flavoured milk)

Plant based milk substitutes 
still account for a small 

share of the total (estimated 
14% in US (Nielsen))

B2: Consumer awareness about health and sustainability
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Retailers have responded; protein substitutes and plant-based milks are both growing fast 
in Europe

Source: GlobalData / Agriculture and Agri-Food Canada

193

235
252

305

2015 2018 2019F 2022F

Retail sales value of plant-based protein meat substitutes in W. Europe1

2015-22F
$m

1. Western Europe defined as Austria, Belgium, Denmark, Finland, France, Germany, Greece, Iceland, Italy, the Netherlands, Norway, Portugal, Ireland, Spain, Sweden, Switzerland, the UK
2. Europe defined as Western Europe (note 1) plus Austria, Bulgaria, Czech Republic, Hungary, Poland, Romania, Russia, Slovakia,Turkey and Ukraine

1,379

1,611
1,799 1,859

2,099
2,279

2,459

2020F2017 2018 2019 2022F2021F 2023F

Retail sales value of plant-based milks ƿEurope2 2017-23F
$m

B2: Consumer awareness about health and sustainability
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Consumers are increasingly interested in ethical food and food origins, and have particular 
trust in local producers

Source: Belgian Meat Office, Interbev / IPSOS

B2: Consumer awareness about health and sustainability

52%

61%

20202013

+9ppts

Share of Belgian meat consumers who consider country of origin 
important (2019)

Share of French consumers agreeing with statements (2017)

Of those who consider 
country of origin important 
96% prefer domestic meat 
because of strict controls, 

fewer food miles, and 
fresher produce

89%

86%
Agree French producers 

make quality meat

Want to eat less
but better meat
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Before the Covid-19 pandemic reached Europe1, fresh food had been the fastest growing 
segment of food sales, but during the crisis ambient and frozen food has grown faster

B2: Consumer awareness about health and sustainability

Source: Nielsen

Annual growth in value of food sales by category 2019 vs 2018 Growth vs same 4-week period (P) in prior year (P6 ends 14/06/2020)

1.4%

0.9%

0.8%

Ambient

Frozen

Fresh

0%

10%

20%

30%

40%

2020
P1

Fresh

2020
P4

2020
P2

2020
P3

2020
P6

2020
P5

Ambient

Frozen

1. Data includes Germany, UK, France, Spain, Italy
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B3 Communities ƿKey messages

·There is a continued shift towards retail outlets being used more for services and away from selling goods: in 
the Benelux, only 4 in 10 retail units sell goods, 5 in 10 sell services, and 1 in 10 is empty

·Across Europe, the total number of retail stores fell 12% 2012-2017, although this masks national variation

ïSharpest declines were in Southern Europe (e.g. Greece) and Eastern Europe (e.g. Poland)

ïSome countries saw an increase (e.g. Ireland, France)

·Store vacancy rates have been increasingly steadily in several European countries, a trend that is likely to be 
accelerated by the economic impact of the corona crisis

·Vacancy rates tend to be higher in smaller towns and smaller shopping centres

·Retailers contribute to maintaining cultural heritage, preserving buildings and investing in the environment 
surrounding them

·Retailers contribute to local life through volunteering in local communities, donations to local charities, and 
sponsorships of local sports teams, schools, and community organisations

B3: Communities



48

The share of retail outlets selling goods is decreasing, as units are increasingly providing 
services rather than products

Source: Locatus

Share of Occupied Retail or Consumer-Service Outlet: Products vs Services 
(NL, BE, LU) 2020 vs 2011
%

6% 9%

50%
52%

44% 39%

2011

Services2

2020

Vacant

Products

Detailed Breakdown of Retail or Consumer-Service Outlet Usage (NL, BE, 
LU) 20201

%

9%

8%

24%

19%

14%

11%

10%
Home & Garden

2%

2%

2020

Other retailing

Recreational Goods

Transport / Fuel

Clothing & Luxury

Other activities

Convenience and supermarkets

Leisure

Vacant

1. Data is for January 1st of each year
2. Consumer oriented services e.g. restaurants, hairdressers

B3: Communities
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More European countries lost retail units than gained them 2012-17

Change in Number of Retail Stores 2012-2017 by Country

Source: Eurostat, EuroCommerce Analysis

20%

6% 6%
5%

2%

-3%

-5%
-6% -6% -6%

-7% -8%
-9%

-12%

-17%

Ireland Finland RomaniaSpainLithuania FranceAustria United 
Kingdom

Croatia Norway Hungary Sweden Portugal Greece Cyprus

More stores in 
2017 than in 2012

Fewer stores in 
2017 than in 2012

B3: Communities
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Vacancy rates do not tell the full story ƿin the UK, for example, the vacancy rate is largely 
stable, but fewer total sites are available in the market as sites close down

Source: Local Data Company
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Store vacancy rates are particularly high in shopping centres and in smaller towns

9.5%

12.3%
Shopping centres /
transport locations

Shopping streets

France Vacancy Rate by Type of Site - 20191

%

Source: Codata

1. Vacancy rate is number of empty commercial sites divided by total available sites

Shopping Street Vacancy Rate by Size of City - 20191

%

Shopping Centre Vacancy Rate by Size of Centre - 20191

%
18.7%

14.4%
11.8%

9.7%
8.3%

<15 shops 16-30 shops 31-60 shops 61-100 shops >100 shops

12.0%

8.2%

>40K inhabitants<40K inhabitants
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Retailers play a central role in local communities, but they are disappearing fast

North 
East

Yorkshire & 
the Humber

Wales

North 
West

West 
Midlands

East 
Midlands

Eastern 
Region

South East
South West

London

Scotland
1.35 ƿ1.5 closures / opening
> 1.5 closures / opening

< 1.35 closures / opening

Closures per Store Opening Total 2015-2019 (H1 only)
Regional Breakdown

For every store that 
was opened, 1.36 
stores were closed

Source: PwC and Local Data Company

Stores are closed much faster than they are opened

· In every year since 2015, more stores have closed 
than have been opened, and the ratio is highest in 
2019, the most recent year with data available

· There is variation by region, with less densely 
populated and lower income areas suffering the 
fastest rates of store closures

1.2 1.2
1.1

1.7 1.8

1.3

2015 20202016 20192017 2018

Closures per Store Opening 2015-2020 (H1 only)
Annual Breakdown 
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Germany has also seen a decrease in the number of physical stores, particularly those of 
small independent companies

B3: Communities

Stores of large businesses
)?Ǜ21N!uvsopwfs!0!zfbs*

Stores of small businesses
)Ǜ61L-Ǜ21N!uvsopwfs!0!zfbs*

Number of physical stores - Germany

Source: HDE, IFH Köln

Total

321,800

267,400

69,800

85,500

2010 2019

391,600

352,900

-38,700

-54,400

+15,700
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Small, independent retail businesses are giving way to larger retail chains

B3: Communities

Source: HDE, IFH Köln

900

257,500

2,700

2010

35,400 225,700
3,600

222,100

2019

Large businesses
)?Ǜ21N!uvsopwfs!0!zfbs*

Small businesses
)Ǜ61L-Ǜ21N!uvsopwfs!0!zfbs*

260,200

Number of retail businesses - Germany

Source: HDE, IFH Köln

-34,500

-35,400

+900
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B4 Social and Economic Context ƿKey messages

Slow economic growth

·Europe has been in a period of slow economic growth per capita for an extended period of time, lagging behind other global regions

· The IMF projects that the EU will suffer one of the sharpest economic contractions of all global regions in 2020 as a result of the Covid-19 pandemic, 
before recovering in 2021

Unemployment

· The Eurozone is characterised as having higher rates of headline unemployment compared to other advanced economies in the G7 andelsewhere; 
after an extended period of improvement 2013-2019, it is expected to increase again in 2020 and 2021

Unfavourable demographics

·Europe is characterised as having an older population than other world regions, and is continuing to age

ïGlobally, 1 in 3 people are under 20 but in Europe it is only 1 in 5

ïCz!3161-!46&!pg!Fvspqfǃt!sftjefout!xjmm!cf!bhfe!71!ps!pmefs-!dpnqbsfe!up!36&!upebz!boe!pomz!24&!jo!2:71

·While all other global regions are expected to see population growth over the next 30 years (global average: +25%), Europe isprojected to see a 5% fall

Implications for European retailers

· This social and economic context provides a series of challenges for European retailers

1. Low growth at home makes it hard for European retailers to continue to be global leaders

2. Reduced available workforce for retail, which is traditionally very young

3. Need to adapt products and operating models to suit the needs of a changing population

B4: Socio-demographic and economic context
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Europe has been in slow growth since the last recession, even before the Covid-19 impact
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-5%

-4%

-3%

-2%

-1%

0%

1%

2%

3%

4%

5%

6%
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Source: Eurostat, calculation EuroCommerce
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Europe has grown more slowly than other global regions, and is expected to suffer 
substantially from the Covid-19 pandemic, with a muted recovery

-12%
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Source: IMF World Economic Outlook (April 2021)
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Projection

The Eurozone has had higher unemployment than the US and China since 2010; the crisis is 
expected to reverse some of the progress seen since the last financial crisis

Source: IMF World Economic Outlook (April 2021)
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Europe has the oldest population of any world region today

21% 24% 25% 26%
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Europe is ageing - by 2050, 35% of European residents will be aged 60 or older, compared 
to 25% today and 13% in 1960
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Fvspqfǃt!qpqvmbujpo!jt!fyqfdufe!up!gbmm!6&!pwfs!uif!ofyu!41!zfbst-!xijmf!uif!hmpcbm!
population as a whole will grow ~25%

Source: United Nations
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Executive confidence in future economic conditions is lower in Europe than in other leading 
global regions

Confidence: Share of respondents expecting economic conditions in 
home country will be better in six months  (September 2020)
% 

93

62

49

49

45

45

42

Asia-Pacific

Europe

Greater China

North America

Latin America

Other developing countries

India

Source: McKinsey

B4: Socio-demographic and economic context



63

Shutdowns as a result of Covid-19 have an outsized impact on retail compared to other 
economic sectors

B4: Socio-demographic and economic context
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The Covid-19 pandemic and associated economic fallout has changed the retail industry

B4: Socio-demographic and economic context

Source: McKinsey & Company COVID_19 Pulse Survey ƿpopulation 18+ years




































































































































































