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“Hypermarkets and large supermarkets are a key feature in
the French grocery retail sector, but they have seen

competition increase from several other channels in recent
years, namely from discounters, online and smaller more

local stores and specialists.”
– Natalie Macmillan, Senior European Retail

Analyst

This report looks at the following areas:

• Who shops for groceries
• Frequency of shopping for groceries
• Shopping for groceries in-store vs online
• Grocery retailers used and the reasons for this

Demand for shopping online for groceries is growing, but some of this is falling away to non-specialists
such as Amazon. Drive services dominate this channel in France, but there are signs that home delivery
will be expanding in future.

Hypermarkets and larger supermarkets need to develop ways to keep customers coming into stores.
This might include introducing more services and refining the offer to adapt to local requirements. This
could include more local produce and premium lines, such as organics and ethically sourced produce
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Price holding back value growth

Grocers are the primary channel for buying food and drink

Total retail sales recovered in 2015, further growth forecast in 2016

Economic growth is sluggish

Deflation and price war holding back spending on groceries
Figure 9: France: Consumer spending on food, drink and tobacco (incl. VAT), 2011-16

Inflation
Figure 10: France: Consumer prices of food and drink, Annual % change, 2011-15

Figure 11: France: Consumer prices of food and drink, Annual % change, March 2015-Sept 2016

Channels of distribution
Figure 12: France: Proportion of consumers shopping for groceries at various types of shop in the last six months, Q1 2016

Grocers dominate

Specialists a vital part of French daily life

Other players’ share is small
Figure 13: France: Estimated distribution of spending on food and drink, 2015

Total retail sales recovered in 2015, further growth forecast in 2016

Specialists outpacing the grocers
Figure 14: France: Food retailers’ sales (excl. VAT), 2012-16

But smaller stores outperforming larger ones
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Figure 21: France: Leading grocers’ shares of all food retailers sales, 2013-15

Online sales in France

Shopping online for food
Figure 22: France: Percentage of all individuals purchasing online in the past 12 months, 2011-15

Figure 23: France: Online purchasing, 2011-15

Drive dominates e-commerce in groceries
Figure 24: France: Leading grocery retailers’ turnover from drive services, 2015
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Shopping still mainly women’s work

Top-up shopping widespread

Online popular for 20% of people

Money concerns influence shopping behaviour

Ethical/organic/green shopping on the up

Leclerc and Carrefour the most popular grocers

Convenience more important than price

Important factors vary by retailer

Two-thirds of adults are responsible for grocery shopping
Figure 27: France: Who is responsible for grocery shopping, September 2016

Men doing more shopping
Figure 28: France: Who is responsible for grocery shopping, by gender, September 2016
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Shopping behaviours
Figure 35: France: Grocery shopping habits, Q3 2016

Ethical/organic/green shopping on the up
Figure 36: France: Grocery shopping habits, Q4 2015 and Q3 2016
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A quarter of primary shoppers use Leclerc
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What we think

Hypermarkets the ongoing weak spot

Online growing in importance

Looking beyond Drive for online grocery

Company background

Company performance
Figure 51: Carrefour: Group financial performance, 2011-15

Figure 52: Carrefour: Outlet data, 2011-15

Figure 53: Carrefour (Europe): Outlet numbers 2013-15
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Figure 55: Carrefour: European hypermarket numbers (directly operated stores only), 2015

Figure 56: Carrefour: European supermarket numbers (directly operated stores only), 2015

Figure 57: Carrefour: European c-store numbers (directly operated stores only), 2015

Retail offering

What we think

Casino supermarkets launch new concept for foodies

Hypermarket format recovery

Innovative new click-and-collect service for seafarers

New express home delivery food service

Flexible store format enables grocery shopping at work

New loyalty scheme with additional benefits

Company background

Company performance
Figure 58: Casino: Group financial performance, 2011-15

Figure 59: Casino: Outlet data and estimated sales per outlet, 2011-15

Retail offering

What we think

Territorial store strength focused on proximity

Expansion of 24/7 click-and-collect points

More generous Intermarché loyalty scheme

Own brand drive supported by in-house R&D team

New easier to navigate supermarket store format deployed in Portugal

Innovative store design for French consumers who have less time to shop

A more personalised online shopping experience

Company background

Carrefour

Casino

Intermarché/Netto/ITM Entreprises (Groupement des Mousquetaires)

Report Price: £995.00 | $1212.91 | €1105.54

Supermarkets - France - November 2016

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/748335/
mailto:reports@mintel.com


Company performance
Figure 60: Groupement des Mousquetaires (Intermarché/ITM Entreprises): European retail and supermarkets sales performance,
2013-15
Figure 61: Groupement des Mousquetaires (Intermarché /ITM Entreprises): European supermarket outlet data, 2013-15

Retail offering

What we think

Forming buying groups to strengthen position

Drive format continues to fuel growth

Investment in stores and product range

Where next?

Company background

Company performance
Figure 62: E Leclerc: Group sales performance, excl. VAT, 2011-15

Figure 63: E Leclerc: Outlet data and sales per outlet, excl. VAT, 2011-15

Retail offering

What we think

Chasing Aldi in key markets

Changing strategy in France

Plans to break America

Tentative moves online

The Lidl shopper

Company background

Company performance
Figure 64: Schwarz Group: Group sales performance, 2011/12-2015/16

Figure 65: Schwarz Group: Outlet data, 2011/12-2015/16

Retail offering

E Leclerc

Schwarz Group (Lidl, Kaufland)
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