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“Supermarkets and food discounters have significantly
outperformed the hypermarkets throughout the recession
and during the initial stages of Spain’s economic recovery.

The leading hypermarket chains are all part of larger
multi-format groups and they must find ways to capitalise
on this and rising consumer spending to build a stronger
future.”

— Hilary Monk, Senior Retail Analyst

This report looks at the following areas:

« Can hypermarkets make a come-back? REPORT NOW
= How can retailers address the rise in single person households?

At €94.5 billion food retailers’ sales were still 1.2% lower in 2014 than in 2010. Supermarkets and V | S | T:
discounters were the winners during this period as they benefited from the move by consumers to buy store.mi nte| .COom
less but more often and more locally.

But food specialists and hypermarkets seriously underperformed - the aggregated sales of the top three CALL:
hypermarket chains have fallen by as much as a third since 2009. However, the improving economy EMEA

presents new opportunities for the hypermarket groups, all of which are part of multi-format groups, +44 (0) 20 7606 4533
and this could see changes to the balance of power within the sector.

We found that 86% of grocery shoppers do a main shop in Spain but with a majority combining this Brazil

main shop with smaller top-up shops. A further 14% only ever shop on a top-up basis. Our data shows 0800 095 9094

that competition is far greater in the top-up segment than in the primary shop segment where
Mercadona is far out in the lead.
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more holistic view of this market
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Four players dominate the secondary shop
Figure 28: Spain: Where else they shop for groceries in a typical month, September 2015

Figure 29: Spain: Where else they shop for groceries in a typical month, by age and affluence, September 2015
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Aldi Sud still the innovator
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Everywhere else

Company background

Company performance
Figure 30: Aldi: Group financial performance, 2010-14
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Figure 32: Auchan: Group financial performance, 2010-14
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Stores
Figure 35: Auchan: Outlet data (consolidated stores only), 2010-14

Retail offering
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What we think

Turnaround plan bearing fruit
Smaller stores

Online a prime focus
Company background

Company performance
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Figure 36: Carrefour: Group financial performance, 2010-14

Figure 37: Carrefour: Outlet data, 2010-14

Figure 38: Carrefour (Europe): Outlet numbers 2012-14

Figure 39: Carrefour: European hypermarket numbers (directly operated stores only), 2014
Figure 40: Carrefour: European supermarket numbers (directly operated stores only), 2014

Figure 41: Carrefour: European C-store numbers (directly operated stores only), 2014
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Dia

What we think

Major changes

Spain starts to pick up

Mixed portfolio adds flexibility

Balancing a softer positioning with cost efficiencies
International

Company background

Company performance
Figure 42: Dia: Group financial performance, 2011-14

Figure 43: Dia: Group outlet data, 2011-14

Figure 44: Dia Spain: Store formats

Retail offering

E Leclerc

What we think

Drive continues to perform well
Investing for the future

Strengthening its position via alliances
Company background

Company performance
Figure 45: E Leclerc: Group financial performance, excl. VAT, 2010-14

Figure 46: E.Leclerc: Estimated international sales by country, excl. VAT, Inc. fuel, 2011-14

Figure 47: E. Leclerc: Group outlet data, 2010-14

Retail offering

Mercadona

What we think

Solid performance

Strong balance sheet

Integrated suppliers and own brands
Continued investment in stores

Competition builds
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Company background

Company performance
Figure 48: Mercadona: Financial performance, 2010-14

Figure 49: Mercadona: Outlet data, 2010-14

Retail offering

Schwarz Group (Lidl, Kaufland)

What we think

Cost
Kaufland
Expansion

Where next

Company background

Company performance
Figure 50: Schwarz Group: Group financial performance, 2010/11-2014/15

Figure 51: Schwarz Group: Outlet data, 2010/11-2014/15

Retail offering

Spar International

What we think

Transit locations

Pushing its health and wellness credentials

Leading the contactless payment revolution

Strengthening local ties

New digital strategy to connect with Millennials

An award winning brand

Building on its foodservice offering

Company background

Company performance

Figure 52:
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Figure 55:

Retail offering

Spar International:

Spar International

Spar International:

Spar International

Retail sales, by country, 2010-14

: Outlets, 2010-14

Retail sales area, 2010-14

: Sales per sq m, by country, 2010-14
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