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Introduction

ThisUniverses2008booklet,providedbyInformationResources,isabriefbutcomprehensive
summarycoveringthemostimportantretailClassesofTradeintheFederalRepublicofGermany.
The data reflects the retail landscape in 2007/2008 and form the basis for the projection of 
InformationResourcesRetailAuditforthecurrentyear.
The annual figures in the subsequent charts are to be interpreted as follows:

•NumberofStores:asofJanuary1ofthegivenyear
•Turnover:GrossRevenueofthepreviousyear

Background sources used for the production of this booklet include: updated and projected  
data, Information Resources own retailer research, official statistics, publications from various 
organizationsandassociationsrelatedtotheretailindustry,aswellasdataprovidedtoInformation
Rescourcesbytheretailindustryitself.

Allrightsreserved.Reproductioninwholeorinpartonlywiththeexpresspermissionofthe
publisher. Nominal fee: €8.00(net,excl.VATandpostage).

Contact: SonjaÖhring Tel.:0911/88182-194
    Fax:0911/88182-452
    E-Mail:sonja.oehring@infores.com

Universes Germany 2008
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TotalRetailFoodTrade – Development

Continued Consolidation

ValueSalesintheGroceryClassofTrade(excl.Aldi)increasedby3.9%to€104.7 bn in 2007. 
Thistrendcontinueswithanincreaseof2.7%to€ 131.7bnwhenincludingAldi.

ThenumberofstoresinGermanycontinuestodecline;intotal,thenumberofstoresdecreasedby
5.1%.ThisdeclineisdrivenbythecontinuingnegativetrendamongsmallertraditionalGrocery
stores.ThenumberofDiscountershowevercontinuedtogrow.Attheendof2007,Germany
postedatotalof40,700Grocerystores(excl.Aldi),withAldiitselfendingtheyearwithatotalof
4,200 stores nationwide.

Thecausesforthistrendareplaintosee:Arelentlesspricewar,thecontinuingexpansionof
sellingspaceandthereluctanceofconsumerstospendarethecriticalfactorsinanalreadydifficult
competitiveenvironment.RevenueGrowthcouldonlyberealizedbymeansofdrivingout
competition.

Asalways,thisreviewoftheGroceryTradedoesnotincludethefollowingClassesofTrade:
DepartmentStores,Cash&CarryOutletsandAldi.TheHypermarketNon-foodsalesarenot
includedinthestated(gross)revenues.
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-5.1

3.9

104.70

40,700

Number

Change

in % 

Sales in

Billion €

2005 2006 2007 20081999 2000 2001 2002 2003 2004

-4.8 -5.2 -5.1 -5.4 -5.7-3.5 -4.1 -4.1

-1.6 0.7 -0.6 -0.1 1.3-0.9 0.0 1.4

99.50101.10 100.20 99.60 99.50 100.80100.62 99.76 99.75

53,500 50,700 48,100 45,500 42,900

63,300
58,600 56,200

61,100

UniversesRetailFoodTrade2008

TotalRetailFoodTrade – excl.Aldi
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Regions

Number of Stores Sales in Billion €

08:07

abs. % % abs. % 

01.01.2007 01.01.2008

- North-West: Schleswig-Holstein, Hamburg, Lower Saxony, Bremen
- Central: Hesse, Rhineland-Palatinate, Saarland
- North-East: Mecklenburg-Western Pomerania, Brandenburg, Saxony-Anhalt

 6,705 15.6 -5.1 6,365 15.6 17.640 17.5 3.9 18.325 17.5

 8,325 19.4 -5.2 7,890 19.4 20.860 20.7 3.8 21.660 20.7

 6,110 14.2 -5.2 5,790 14.2 13.710 13.6 3.9 14.240 13.6

 5,100 11.9 -5.0 4,845 11.9 13.205 13.1 3.9 13.715 13.1

 7,025 16.4 -4.9 6,680 16.4 14.110 14.0 3.9 14.660 14.0

 4,275 10.0 -5.4 4,045 10.0 8.870 8.8 3.8 9.210 8.8

 4,390 10.2 -5.4 4,155 10.2 8.265 8.2 3.9 8.585 8.2

 970 2.3 -4.1 930 2.3 4.140 4.1 4.0 4.305 4.1

 42,900 100.0 -5.1 40,700 100.0 100.800 100.0 3.9 104.700 100.0

07:06

Billion € % % Billion € % 

2006 2007

North-West

North Rhine-Westphalia

Central

Baden-Wuertemberg

Bavaria

Nord-Ost

Thuringia/Saxony

Berlin

Total Germany

Regions – excl.Aldi
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North Rhine-
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Central

Baden- 

Wuerttemberg

Bavaria

Berlin
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StoreTypes– Definitions

Hypermarkets
Hypermarketsareself-serviceretailstoreswithlargesellingspaces(800m2 and more, as long as 
theyarenotdiscounters)offeringgroceriesaswellasconsumerdurablesandconsumergoods
mostlyforshorttomiddletermuse.Largehypermarkets,alsoknownasself-servedepartment
stores,carryarangesimilartothatofdepartmentstoresincludinggroceriesandsemiluxuries
forshort,middleandlongtermuse.Ingeneral,hypermarketshavecentralcheck-outareasand
spaciouscustomerparkinglots.Theyarefrequentlysituatedontheoutskirtsofcities.

Discounter
Discountersareself-servicestorescarryingmainlygroceriesinalimitedrangewiththeemphasison
lowprices.Theyaresimplyfurnishedandhavecentralcheck-outs.Themostimportantrepresenta-
tivesofthistypeofstorearePlus,Penny,Lidl,NormaandNetto.

TraditionalGroceryStores
Outletsofthetraditionalretailfoodtradearestoreswitharangeofgoodsthatconsistsmainlyof
groceries.Storesofthistypeareneitherhypermarketsnordiscounters.Specialtyshopsoffering
groceriesonthesideareexcluded(e.g.bakeries,confectioneries,etc.).
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45,500 40,70061,100 56,200 50,700

-5.1 -5.4 -5.7 -5.1-3.5 -4.1 -5.2-4.8-4.1

48,10063,300 58,600 53,500 42,900

99.50 104.7099.76 101.10 100.20

21.324.8 19.9 18.5 17.029.2 26.7 23.127.5

26.7 28.2 30.2 31.9

20.5
21.7 22.7 25.0

20.8

52.0 51.9 51.3 51.1

07

15.5

33.4

51.150.3 51.6 52.5 51.951.7

-0.6 -0,1 1,3 3.9-0.9 1.4 0.7-1.6-0.0

99.60100.62 99.76 99.50 100.80

Number of Stores in % Sales Share in %

Hypermarkets

Discounters  

Trad. Groc. Stores

UniversesRetailFoodTrade2008

StoreTypes – excl.Aldi
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Hypermarkets– Development

GrowthbasedonStoreopeningsandSellingspaceexpansions

HypermarketswereamongthewinnersinTotalGroceryin2007again.

Duetotheopeningsandsellingspaceexpansionsthenumberofstoresincreasedto8,260.
Nevertheless,itshouldbenotedthat51.6%oftheHypermarketssalesvolumeisgeneratedbythe
smallermarkets(sellingspacesrangingfrom800to1,499m²respectivelyfrom1,500to2,499m²),
whichaccountfor78.0%ofallHypermarkets.

Valuesalesincreasedto€53.5bnin2007;hencetheaverageturnoverforhypermarkets
slightlyincreasedto€ 6.47 million as well.

RegionalDistributionofHypermarketsattheendof2007,byIRIregions:

• North-West 1,610 (+0.9%)
• NRW 1,730 (+2.4%)
• Central 1,205 (+4.3%)
• South 2,255 (+5.4%)
• East 1,460 (+2.1%)
Total: 8,260 (+3.1%)
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7,650 7,935 7,980 7,940 7,930 8,010
7,390 7,505 7,380

0.6 -0.5 -0.1 1.01.6 -1.7 3.7 3.7

1.0 -1.0 -1.3 1.01.9 -0.2 -2.73.1

53.10 51.65 52.15 51.65 51.00 51.5050.62 51.59 51.49

Number

Change

in % 

Sales in

Billion €

2004 2005 2006 2007

8,260

3.1

3.9

53.50

20081999 2000 2001 2002 2003

UniversesRetailFoodTrade2008

Hypermarkets



UniversesRetailFoodTrade2008 12

Discounters – Development

Discounters–onceagaintheWinnerin2007

Discounters(excl.Aldi)againshowedpositivegrowthin2007,aspricingremainedthedeciding
factor among competition.

TheincreaseinthenumberofStoresby2.6%to11,250wasaccompaniedbyanincreasein
ValueSalesby8.7%to€ 35.0 bn. 

ThisClassofTradecontinuestogrowinitssignificance,postingin2007aValueShareofTotal
Groceryof33.4%(YearAgo:31.9%)whichpositionsDiscountersevenmoreaheadoftraditional
grocery.WhenAldiisaddedin,Discounters+Aldirepresentnowadays47.1%ofthetotalGrocery
ValueSalesinGermany(€131.7bn).

RegionalDistributionofDiscountersattheendof2007,byIRIregions:

•West 8,005 (+2.6%)
•East 3,245 (+2.9%)
Total: 11,250 (+2.6%)
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Number

Change

in % 

Sales in

Billion €

2004 2005 2006 20071999 2000 2001 2002 2003

7.4 5.0 7.1 7.00.5 4.4

1.2 1.5 2.0 2.4-0.4 2.0 1.0 1.5

5.6 8.7

10,055 10,205 10,330 10,490 10,700 10,960
9,800 9,760 9,960

26.75 28.10
30.10

32.20

2008

8.7

2.6

11,250

35.00

20.66 20.76 21.68 22.90
24.90

Discounters – excl.Aldi
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TraditionalGroceryStores– Development

NumberofOutletsandValueSalesContinuetoDecline

Thenumberoftraditionalgrocerystoresinallsellingspaceclasses(upto199m²,200to399m²and
400to799m²)declined,wherebythesizecategoryfirstmentioned,withbyfarthelargestnumberof
storesofthistype(13,670stores),alsoexperiencedthegreatestdecrease(-14.5%).

Theentiretraditionalgrocerystorecategoryagainsufferedlossesinvaluesalesin2007:

Salesfellby5.3%to€16.2bn.Traditionalgrocerystoresthusaccountforonly15.5%of
totalretailgrocerysales(excl.Aldi).

RegionalDistributionofTraditionalGroceryStoresattheendof2007,
byIRIRegion:

•West 16,765 (–11.2%)
•East 4,425 (–12.4%)
Total: 21,190 (–11.5%)
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Number

Change

in % 

Sales in

Billion €

38,495
35,360 32,390 29,670 26,870 23,930

46,110 43,835 41,260

25.10
22.95 21.30 19.85 18.40 17.10

29.35
27.41 26.59

-8.4

-7.2

-8.4

-6.8

-9.4

-7.3

-10.9

-7.1

-4.9

-6.6

-5.9

-3.0

-6.7

-5.6

-8.1

-8.6

2004 2005 2006 2007

21,190

16.20

-11.5

-5.3

20081999 2000 2001 2002 2003

TraditionalGroceryStores
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Hypermarkets

Discounters

Trad. Grocery Stores

Total

Aldi

Number of Stores Sales in Billion €

08:07

abs. % % abs. %

01.01.2007 01.01.2008 07:06

Billion € % % Billion € %

2006 2007

 8,010  18.7 3.1 8,260  20.3 51.50  51.1 3.9 53.50  51.1

 10,960  25.5 2.6 11,250  27.6 32.20  31.9 8.7 35.00  33.4

 23,930  55.8 -11.5 21,190  52.1 17.10  17.0 -5.3 16.20  15.5

 42,900  100.0 -5.1 40,700  100.0 100.80  100.0 3.9 104.70  100.0

 4,150   1.2 4,200   27.40   -1.5 27.00  

StoreTypes
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Company

Classic Discounter

Aldi

Lidl & Schwarz

Norma

Brand Name Discounter

Tengelmann Group

Rewe Group

Edeka Affiliated Comp./Coop.

Edeka Retailers

Name 

Number

01.01.2008

Sales

2007

Number

01.01.2008

Sales

2007

Share in % Share in %

Discounters incl. Aldi Discounters excl. Aldi

15,450 €62,00 Billion 11.250 €35,00 Billion

 27 44  

 19 20 26 35

 8 5 11 8

   

 19 11 25 20

 13 10 18 19

 10 8 14 15

 4 2 6 3

 

Aldi 

Lidl 

Norma 

 

Plus 

Penny 

Netto 

Diska, NP, Treff 

Discounters
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SellingSpaceCategories– Development

InformationResourcesdistinguishesamongsevendifferentcategoriesofsellingspace.Additionally
discountersareclassifiedasacategoryuntothemselvesregardlessoftheiractualsize.

Traditionalgrocerystoresaredividedintothreecategoriesaccordingtosize:
•upto199m2

•200to399m2 

•400to799m2 (supermarkets).

Thehypermarketsegmentisdividedintomarketsof:
•800to1,499m2

•1,500to2,499m2 
•2,500to4,999m2 
•5,000m2andmore(self-servicedepartmentstores).

Whilethetraditionalgrocerystorecategoriessufferedlossesbothnumericallyandintermsof
valuesales,boththediscountersandthehypermarketscontinuedtoexpand.
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Ret. Groc.Trade

No./€in Bn

Changein%

48,100 42,90063,300 58,600 53,500

45,500 40,70061,100 56,200 50,700

-5.1 -5.4 -5.7 -5.1-4.1-3.5 -4.8-4.1 -5.2

0605 0799 00 01 02 03 04

20.4
17.9 19.1 21.8 23.5 25.6

15.5 16.0 17.0

15.713.6 14.8 16.5 17.5 18.711.7 12.3 12.6

8.4
7.9

8.2
8.6

8.8
9.1

8.0 8.0 7.9

10.0

10.2
10.1

9.9
9.7

9.5

10.7 10.5 10.4

45.5
50.4

47.8
43.2

40.5
37.1

54.1 53.2 52.1

060598 99 00 01 02 03 04

99.60 100.80100.62 99.76 99.50

52,0 51,952,5 51,9 51,2 51,150,3 51,7 51,6

26.7 28.222.7 25.0 30.3 32.020.5 20.8 21.7

11.3 10.8
12.6 11.9

10.3 9.6

14.2 13.5 13.2

4.9 4.5
5.7 5.3 4.1 3.7

6.8 6.4 6.2

5.16.5 5.9 4.6 4.1 3.6
8.2 7.6 7.3

99.50 104.7099.76 101.10 100.20

-0.6 -0.1 1.3 3.90.0 -1.6-0.9 1.4 0.7

Number of Stores in % Sales Share in %

08

27.6

20.3

9.3

9.2

33.6

07

51,1

33.4

9.1

3.3
3.1

-199 m2

200 - 399 m2

400 - 799 m2

Discounters

Hypermarkets

UniversesRetailFoodTrade2008

SellingSpaceCategories – excl.Aldi
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SellingSpaceCategories– excl.Aldi

Size Categories

Number of Stores Sales in Billion €

08:07

abs. % % abs. % 

01.01.2007 01.01.2008

 15,980 37.2 -14.5 13,670 33.6 3.65  3.6 -12.3 3.20  3.1

 4,060 9.5 -7.6 3,750 9.2 3.75  3.7 -6.7 3.50  3.3

 3,890 9.1 -3.1 3,770 9.3 9.70  9.6 -2.1 9.50  9.1

 4,665 10.9 1.3 4,725 11.6 17.35  17.2 2.9 17.85  17.1

 1,560 3.6 9.9 1,715 4.2 8.80  8.7 10.8 9.75  9.3

 1,075 2.5 3.3 1,110 2.7 10.60  10.5 4.7 11.10  10.6

 710 1.7 0.0 710 1.8 14.75  14.7 0.3 14.80  14.1

 10,960 25.5 2.6 11,250 27.6 32.20  32.0 8.7 35.00  33.4

 42,900 100.0 -5.1 40,700 100.0 100.80  100.0 3.9 104.70  100.0

07:06

Billion € % % Billion € % 

2006 2007

up to   199 m2

200 to  399 m2

400 to  799 m2

800 to 1499 m2

1500 to 2499 m2

2500 to 4999 m2

5000 m2   a. m.

Discounters

Total
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*TheExtra-OutletshavebeensoldtoReweGroupfirstofJuly2008.

Company Key-Account- Key-Account- Type

 Group 2007 Group 2008

Dohle Other Retail Groc. Rewe Trad. Grocery

Tegut Other Retail Groc. Markant Trad. Grocery

Distributa (Accord) Markant Rewe Trad. Grocery

Ihr Platz Other Retail Groc. Markant Drugstores

Kloppenburg Edeka Markant Drugstores

coop (Kiel) Markant Rewe Trad. Grocery

Extra Metro Rewe* Trad. Grocery

Key-Accounts– SurveyofChangeintheOrganizationLandscape2007/2008
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Key-Accounts – excl.Aldi,Drugstores

8.50

33.39

13.79

24.03

9.32

15.68

Metro
Retailers

Edeka
Group

Markant Rewe 
Retail-
Group

Tengel-
mann 
Group 

Other Retail
Grocery

Number

Sales in Billion €

595

9,980

7,625 7,375

3,555

11,570



UniversesRetailFoodTrade2008 23

Average Sales per Store in Million € 2007

Metro Retailers 14.28

Edeka-Group 3.35

 •Retailers 3.16

 •Affiliated Companies/Cooperations 4.34

Markant 1.81

Rewe Retail Group 3.26

Tengelmann Group 2.62

Other Retail Grocery 1.36

Total 2.57

Key-Accounts – excl.Aldi,Drugstores
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Key-Accounts – excl.Aldi,Drugstores

Metro Retailers

Edeka Group

•Retailers

•Affiliates Companies/Coop.

Markant

Rewe Retail Group

Tengelmann Group

Other Retail Grocery

Total

Number of Stores Sales inBillion € Number of Stores
> 200 m2

Sales inBillion €
> 200 m2

abs. % Billion € %

01.01.2008 2007

 595 1.5 8.495 8.1 595 2.2 8.495 8.4

 9,980 24.6 33.385 31.8 6,060 22.4 32.045 31.5

 8,400 20.7 26.520 25.3 4,480 16.6 25.180 24.8

 1,580 3.9 6.865 6.5 1,580 5.8 6.865 6.7

 7,625 18.7 13.790 13.2 4,205 15.6 12.920 12.7

 7,375 18.1 24.030 23.0 6,775 25.1 23.830 23.5

 3,555 8.7 9.320 8.9 3,555 13.1 9.320 9.2

 11,570 28.4 15.680 15.0 5,840 21.6 14.890 14.7

 40,700 100.0 104.700 100.0 27,030 100.0 101.500 100.0

abs. % Billion € %

01.01.2008 2007
Key Accounter
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Key-Accounts – excl.Aldi,incl.Drugstores

Metro Retailers

Edeka Group

•Retailers

•Affiliates Companies/Coop.

Markant

Rewe Retail Group

Tengelmann Group

Other Retail Grocery

Total

of which Drugstores

abs. % Billion € % 

01.01.2008 2007

abs. % Billion € % 

01.01.2008 2007
Key Accounter 

Number of Stores Sales inBillion € Number of Stores
> 200 m2

Sales inBillion €
> 200 m2

 595 1.1 8.495 7.9 595 1.4 8.495 8.2

 10,090 18.4 33.695 28.7 6,170 15.0 32.355 28.3

 8,400 15.3 26.520 19.7 4,480 10.9 25.180 19.0

 1,690 3.1 7.175 9.0 1,690 4.1 7.175 9.3

 20,750 37.8 22.915 19.2 17,330 42.0 22.045 18.9

 8,345 15.2 27.045 20.9 7,745 18.8 26.845 21.3

 3,555 6.4 9.320 8.1 3,555 8.6 9.320 8.4

 11,575 21.1 15.680 15.2 5,845 14.2 14.890 14.9

 54,910 100.0 117.150 100.0 41,240 100.0 113.950 100.0

 14,210  12.450  14,210  12.450 
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MetroRetailers – Definition and Development

Definition
Storeswithaproductrangeconsistingpredominantlyofgroceryproductsandbelongingto
companies in the Metro Group.

Entwicklung
Withcurrently595salesoutlets,whichaccountforsalesof€8.50bn,MetroRetailersoccupy
amiddlepositionamongkeyaccounts.Intermsofaverageturnover,thegroupranksnowfirst
amongallkeyaccountswithsalesof€ 14.29 million per store.

TheExtra-OutletshavebeensoldtoReweGroupfirstofJuly2008.
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MetroRetailers – OrganizationalClassificationandSalesChannels

MetroRetailers Headquaters
 
Real(incl.Extra) Mönchen-
 gladbach

Type SalesChannels

Hypermarkets Extra
 real,-

Discounters –

Trad.Groc.Store Extra

Drugstore –
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EdekaGroup – Definition and Development

Definition
Storeswithaproductrangeconsistingmainlyoffoodandwhosemanagersaremembersofan
Edeka cooperative association or pass to account through the Edeka purchasing office.

OverallDevelopment
TheEdekaGroupinitsentirety(EdekaRetailers,EdekaAffiliatedCompanies/Cooperations)
continuestooccupyfirstplacebyawidemarginintheGermanretailfoodtrade.Thegroup‘s
shareofvaluesalesis31.9%. 
 
DevelopmentofEdekaRetailers
EdekaRetailersaresplitintosevenEdekacommercialcompanies(germanabbreviation:EHG).
Therespectivewholesalecompanieshavemerged.InthisbookletEdekaDenmarkandADEG 
areintegratedintothesecompaniesforthesakeofcompletenessonly.

With9,265GroceryStores,EdekaretainsitspositionasthelargestKeyAccountgroup.Together
withtheReweGroupEdekatopstheGroceryClassofTradewithSalesof€ 26.52 bn and a share 
of25.3%.

The Marktkauf self-service department stores have been integrated into the according Edeka 
commercial companies.
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EdekaGroup – Definition and Development

DevelopmentofEdekaAffiliatedCompaniesandCooperations
AfterintegratingtheMarktkaufself-servicedepartmentstoresintotheEdekacommercial
companies,nowGlobus,bothNettoSchelsandNettoDanskandtheBudnikowskydrugstoresare
summarizedinthisKeyaccountergroup.

Theyaddupto1,580storesrepresentingvaluesalesof€ 6.87 bn.

ThemergerofthediscountersNettoandPluswasauthorizedbyFederalCartelOfficeonthefirstof
July2008;duetotheaccordingobligationstherealizationwillbedonebytheendof2008.
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Company Headquaters

a)EHGNord/Danmark
Edeka Nord Neumünster
(EdekaDanmark)

b)EHGMinden-Hannover 
Edeka Minden-Hannover Minden
Lüning Rietberg

c) EHG Hessenring 
Edeka Hessenring Melsungen 
Hoppe Hann.-Münden

d)EHGRhein-Ruhr
Edeka Rhein-Ruhr Moers
Stroetmann Münster

Company Headquaters

e)EHGSüdwest
coopGöppingen Göppingen
coopNordschwarzwald Calw
Edeka Südwest Offenburg

f)EHGNordbayern-Sachsen-Thüringen
EdekaNordbayern Rottendorf
Röger Altenstadt
  
g)EHGSüdbayern/ADEG
EdekaSüdbayern Gaimersheim
Feneberg Kempten
(ADEG) 

EdekaGroup – OrganizationalClassification
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EdekaGroup – SalesChannels

Type SalesChannels

Hypermarkets Comet
  Depot
  E-Center
  E-Neukauf
  Herkules
  Kaufmarkt
  Kupsch
  Marktkauf 
  Reichelt
  SB-Halle
  V-Markt

Discounters Diska
  NP
  Treff

Type SalesChannels

Trad. Groc. Stores coop
  E-aktiv
  Edeka
  EKA-frisch
  E-neukauf
  F-Markt
  Kupsch
  Lüning
  Schnellkauf

Drugstores –
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EdekaGroup – OrganizationalClassificationandSalesChannels

Company Headquaters

h)Edeka AffiliatesComp./Coop.
Budnikowsky Hamburg
Globus St. Wendel
NettoNord(Dansk) Stavenhagen
NettoSüd(Schels) Maxhütte

Type SalesChannels

Hypermarkets Globus
  
Discounters Netto

Trad. Groc. Stores –

Drugstores Budnikowsky
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Markant– Definition and Development

Definition
Storeswitharangeofmostlygroceryproductsanddrugstoreswhoseownersmaketheirpurchases
through this accounting office.

Development
Thekey-accountgroupMarkantconsistsof7,985retailfoodstores,whichattainedsales
of €13.79bn.WiththosefiguresMarkantisthethirdlargestkey-accountgroupinterms
of sales after Edeka and Rewe.

TheRetailFoodTradehassufferedfromthelossofthecoop(Kiel)storeswhichcouldn’t
befullycompensatedbythekeyaccountswitchofTegut.

ThedrugstoresectorhasbeenstrengthenedbytheacquisitionofIhrPlatz(bySchlecker)and
Kloppenburg(byRossmann).

AmongtheactivitiesofthecompaniesorganizedinthisgroupthecontinuedexpansionofKaufland
isparticularlyworthmentioning.In2007Schleckercontinuedsucceedinginthereassessmentofthe
branch-network.Bothcompaniesfurthermoreoccupybyfarthetoppositioninthegroupinterms
of value sales.
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Markant– OrganizationalClassification

Markant Headquaters
 
Bartels-Langness Kiel
Bünting Leer
Cames Neuss
Citti Kiel
Frey&Kissel Landau
Giehl Nistertal
Ihr Platz Osnabrück
Jibi  Bielefeld
Kaes Mauerstetten
Kaufland Neckarsulm
Klaas&Kock Gronau
Kloppenburg Kiel

Markant Headquaters

LHGEibelstadt Eibelstadt
Lupus Pforzheim
Minipreis Salzkotten
Müller Ulm
Okle Singen
Ratio Münster
Rossmann Burgwedel
Schlecker Ehingen
Tegut Fulda
Utz  Ochsenhausen
Wasgau Pirmasens
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Markant– SalesChannels

Type SalesChannels

Hypermarkets Citti
  Coma
  Combi
  Famila
  Handelshof
  Jibi
  Kaufland
  Kaufmarkt
  K+KMarkt
  Markant
  Minipreis
  Ratio
  SBK
 

Type SalesChannels
 
Hypermarkets Schlecker
  Tegut
  V-Markt
  Wasgau

Discounters –

Drugstores Drospa
  Ihr Platz
  Kloppenburg
  Müller
  Rossmann
  Schlecker

Type SalesChannels

Trad.Groc. A&O
Stores Cames
  Coma
  Combi
  Gutkauf
  IhreKette
  IK
  Jibi
  K+KMarkt
  Markant
  SBKcompact
  Sky
  Tegut

  Um’sEck
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ReweRetailGroup– Definition and Development

Definition
Storeswitharangeconsistingprimarilyofgroceryproductsanddrugstoreswhichare
operatedandsuppliedbyReweZentralAGorotherRewecentraloffices.
 
Development
The Rewe Retail Group is the second largest group within the German Retail Food Trade 
afterEdekaGroup.Lastyear7,375outletstoresgeneratedasalesvolumeof€ 24.03 bn. 
Thisleadstoacorrespondingshareof23.0%oftheTotalRetailFoodSales.

coop(Kiel)andDohlearecooperatingwiththeReweHeadquarter.
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ReweRetailGroup– OrganizationalClassificationandSalesChannels

Rewe Headquarters 
Retail Group

Brücken Hagen
coop Kiel
dmWerner Karlsruhe
Dohle Siegburg
Penny Köln
Petz Wissen
Rewe Dortmund Dortmund
ReweZentrale Köln
Toom Köln

Type  Sales Channel

Hypermarkets Accord
  EinsA
  Hit
  Kaufpark
  Plaza
  Rewe
  ReweCenter
  Sky-Wandmaker
  Toom

Discounters Netto
  Penny

Type            Sales Channel

Trad.Groc. Akzenta
Stores Rewe
 Rewe-Nahkauf

Drugstores dm
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TengelmannGroup– Definition and Development

Definition
StoresofferingmainlygroceriesbelongingtotheindividualTengelmanncompaniesandtheir
drugstores.

Development 
ComparedtothepreviousyeartheTengelmannGroupwasnotabletobroadenitsposition:

Thenumberofretailfoodoutletswithinthisgroupwasslightlydecreasingdownto3,555.These
markets account for sales amounting of €9.32bnandhence8.9%oftotalGermanretailgrocery
sales.

ThemergerofthediscountersNettoandPluswasauthorizedbyFederalCartelOfficeonthefirstof
July2008.HoweverapurchasingcooperativebetweenTengelmannandEdekawasprohibited.
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TengelmannGroup– OrganizationalClassificationandSalesChannels

Tengelmann-Group Headquaters
 
Kaiser’sTengelmann Viersen
Plus Mülheim

Type Sales Channels

Hypermarkets Kaiser’s
 Tengelmann

Discounters Plus

Trad.Groc. Kaiser’s
Stores Tengelmann

Drugstores –
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OtherRetailGroceryStores– Definition and Development

Definition
Allotherstoreswithaproductrangethatconsistsmainlyofgroceriesandwhichdonot
belongtoanyofthekey-accountgroupsdescribedabove.

Development
Otherretailgrocerystoresasagrouprecordedirregulardevelopmentcomparedtothe
previousyear:

The number of stores was once again reduced and the decline among the smaller non-organized 
outlets continued.

DuetothelossofDohle,Tegut(andIhrPlatz)valuesalesinthegroupconsistingofotherretail
grocerystoresdecreasedcomparedtothepreviousyear,althoughthediscountersLidlandNorma
havedevelopedstronglypositive.Theaverageturnoverperstoreis€ 1.36 million.

Atpresentthegroupconsistingofotherretailgrocerystorescomprisesapproximately28.4%ofall
retail food stores. With sales of €15.68bntheyaccountfor15.0%oftotalretailgrocerysales.
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OtherRetailGroceryStores– OrganizationalClassificationandSalesChannels

Other Grocery Stores Headquarters
 
KGKönigsWusterhausen KönigsWusterh.
KGLeipzig Leipzig
KGSachsenNord Eilenburg
KGVMagdeburg Magdeburg
KonsumAltenburg Altenburg
KonsumDresden Dresden
LidlDiscount Neckarsulm
Norma Fürth
Other(notaffiliated)

Type Sales Channels

Hypermarkets AEZ
 NEZ

Discounters Lidl
 Norma

Trad.Groc. Konsum
Stores NEZ

Drugstores Roth-Drogeriemarkt
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Drugstores/PerfumeriesandSpecializedRetailers– Definitions

Drugstores/PerfumeriesSpecializedRetailers:Inthisgrouparethetraditionalspecialtytrade,
drugstores, and the drugstore and perfume departments of department stores.

TraditionalSpecialtyTrade:Thetraditionalspecialtytradeiscomprisedofspecialtydrugstores
andspecialtyperfumeries.

SpecialtyDrugstores: Traditional drugstores and drugstores with marginal perfume range.

SpecialtyPerfumeries:Affiliatedandnon-affiliatedstoreswithsalesalmostexclusivelyfromthe
depot cosmetics area and which offer a marginal range of other products in addition to the depot 
business.

DiscountDrugstores:Retailoutletsthatcarrydrugsandcosmeticsastheircoreproductrange.
Asarule,thesestoresoperateonthediscounterprinciple(limited,relativelylow-pricerange),
offeringonaself-servicebasisafast-movingbrand-nameproductrangethatisrelativelyfree
of problems.

DrugstoreandPerfumeryDepartmentsinDepartmentStores:Specialtyperfumery
anddrugstoredepartmentsatKarstadt,KaufhofandHertie(KarstadtKompakt).
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Drugstores

Trad.SpecialityRetailers

05 06 0799 00 01 02 03 04 04 05 0698 99 00 01 02 03

AnzahlderGeschäftein% Umsatzanteilin%

No./€in Bn

41.9
44.3

27.629.230.1
31.9

37.2 34.3

55.7
58.1

39.8

60.2

72.470.869.9
68.1

62.8
65.7

30.131.9

21.923.023.924.825.826.5

68.1 69.9

28.4

71.6

78.177.076.175.274.273.5

20,900 20,650

19,850

19,750

19,335

19,455

20,030

3.0

20,760

1.4 -2.1

20,480

2.2 -0.5-3.9-1.10.7

14.21* 14.38

14.61

15.33

15.72

12.27

12.94

5.5 2.5

13.49

4.3

14.09

4.4

20,870

-0.1

14.29

4.91.60.60.6-Changein%

Tot. Spec. Ret

*2004updatedbasedonnewlygatheredinformation

Number of Stores in % Sales Share in %

08

26.5

73.5

07

21.1

78.9

Drugstores/PerfumeriesandSpecializedRetailers – excl.ChainDepartmentStores
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Drugstores/PerfumeriesandSpecializedRetailers– Development

TheDrugandSpecialtyPerfumerysectorspostedversusYearAgoanincreaseinValueSales
of2.4%to€ 16.35 bn.
  
AfterafurtherdeclineinthenumberofSpecialtyDrugStores(9.9%),only3,045SpecialtyDrug
Stores remained at the beginning of 2008.

LikewisethenumberofDiscountDrugStoresdecreasedby90toatotalof14,210stores.

TheDiscountDrugStoresincreasedtheirshareofTotalDrugandSpecialtyPerfumery
(excl.DepartmentStores)to73.5%andValueShareto78.9%.

Regional Distribution of DiscountDrugStoresandSpecialtyPerfumery(excl. Chain 
DepartmentStores)attheendof2007,byIRIregions: 

• North-West 3,135 • North-East 1,720
• NRW 3,930 • Thuringia/Saxony 1,605
• Central 2,565 • Berlin 995
• Baden-Wuerttemberg 2,465
• Bavaria 2,920 Total: 19,335
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Spec. Drugstores

Spec. Perfumeries

Chain Depart. Stores *

Drugstores

Total

Number of Stores Sales inBillion €

08:07

abs. % % abs. %

01.01.2007 01.01.2008

 3,380 16.9 -9.9 3,045 15.5 1.37 8.6 -6.6 1.28 7.8

 2,070 10.3 0.5 2,080 10.6 1.98 12.4 2.5 2.03 12.4

 280 1.4 0.0 280 1.4 0.63 3.9 0.0 0.63 3.9

 14,300 71.4 -0.6 14,210 72.5 11.98 75.1 3.6 12.41 75.9

 20,030 100.0 -2.1 19,615 100.0 15.96 100.0 2.4 16.35 100.0

07:06

Billion € % % Billion € %

2006 2007

*includes25HertieStores(PerfumeryDepartmentsrunbyBeautyAlliance)

Drugstores/PerfumeriesandSpecializedRetailers
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Drugstores – incl. Schlecker

 Number  Sales
 01.01.2008  2007

Shares in %

14,210 €12.450 Billion

Schlecker (inkl. Ihr Platz) 79 41

dm 7 24

Rossmann (inkl. Kloppenburg) 10 22

Müller 3 10

Budnikowsky 1 3

Restl. DM 0 0
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Number

Change

in % 

Sales in

Billion €

5.7

7.1

5.4

1.9

3.5

1.9

1.6

1.8

-2.6

2.8

1.7

6.5

5.9

7.1

7.5

8.0

13,030 13,730 14,210 14,440 14,060 14,300

10,830
12,33011,640

10.35 10.55 10.75 10.94 11.25 11.98

8.36
9.669.02

2004 2005 2006 2007

-0.6

3.9

14,210

12.45

20081999 2000 2001 2002 2003

Drugstores – incl. Schlecker

UniversesSpecializedRetailers2008
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*Newdataonthebasisofreleasedcompanyreports

Number

Change

in % 

Sales in

Billion €

3,695 3,805 3,940 4,050 4,100 4,150

3,250
3,5603,350

22.00
24.60 25.70 26.10 25.80

27.40

16.87
19.60

17.13

3.8 3.0

12.2 11.8

3.5

4.5

2.8

1.6

1.2

-1.1

1.2

6.2

3.1

1.5

2004 2005 2006 2007

4,200

27.00

1.2

-1.5

20081999 2000 2001* 2002 2003

Aldi
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DepartmentStores*

*asof2001:Karstadt,Kaufhofonly
asof2006:incl.Hertie(KarstadtKompakt)

Number

Change

in % 

Sales in

Billion €

300 295 290 285 280 280

675 655

305

11.10 10.75 10.43
9.47 8.97 9.19

14.27 13.81

11.09

-1.6

0.1

-1.7

-3.2

-1.7

-3.0

-1.7

-9.2

-1.8

-5.3

0.0

2.5

-3.0

-3.2

2004 2005 2006 2007

280

9.05

0.0

-1.5

20081999 2000 2001* 2002 2003
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BeverageSpecialityStores

* Sales:CategoriesBeerandNonalcoholicBeverages
** incl.CategoriesBeerMixDrinks,EnergyDrinksandVegetable juices
*** BaseStudy:Updatingofstorenumbersandsalesvolume;
 additionallyincl.CategoriesSpirits,SparklingWine, Wine;
 introductionofamandatoryrefundablebottledepositaswellas
 anunusuallyhotsummer2003.

 

Number

Change

in % 

Sales* in

Billion €

11,450 11,650
12,600 12,350 12,100 11,850

9,790 10,290 10,910

3.44 3.60

6.80
6.13 5.99 5.98

3.12 3.17 3.27

-2.0

-9.9

-2.0

-2.3

-2.1

-0.2

5.1

1.6

6.0

3.2

1.7

4.7

2004*** 2005 2006 2007

11,600

5.75

-2.1

-3.8

20081999 2000 2001 2002** 2003
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C&COutlets

Number

Change

in % 

Sales in

Billion €

370 370 370 380395 385 385 385 385

12.01 12.65 12.55 12.20 12.25 12.2511.61 11.50 11.50

0.0 0.0

4.4 5.3

-3.9

-0.8

0.0

-2.8

0.0

0.4

2.7

0.0

-2.5

-0.9

0.0

0.0

2004 2005 2006 2007

390

12.20

2.6

-0.4

20081999 2000 2001 2002 2003
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Number of Stores Sales inBillion €

08:07

abs. % % abs. % 

01.01.2007 01.01.2008

 8,010  10.1 3.1 8,260  10.8 51.50  32.1 3.9 53.50  32.6

 10,960  13.8 2.6 11,250  14.7 32.20  20.0 8.7 35.00  21.3

 4,150  5.2 1.2 4,200  5.5 27.40  17.1 -1.5 27.00  16.4

 23,930  30.2 -11.5 21,190  27.7 17.10  10.6 -5.3 16.20  9.8

 19,750  24.9 -2.1 19,335  25.3 15.33  9.6 2.5 15.72  9.6

 280  0.4 0.0 280  0.4 1.97  1.2 -1.5 1.94  1.2

 11,850  14.9 -2.1 11,600  15.1 5.98  3.7 -3.8 5.75  3.5

 380  0.5 2.6 390  0.5 9.12  5.7 0.5 9.17  5.6

 79,310  100.0 -3.5 76,505  100.0 160.60  100.0 2.3 164.28  100.0

07:06

Billion € % % Billion € % 

2006 2007

Hypermarkets

Discounters

Aldi

Trad. Groc. Stores

Spec. Ret. Drugstores

Chain Depart. Stores

Beverage Spec. Stores

C&C Outlets

Total

ChainDepartmentStoresandC&COutletsonly FOOD Sales

TotalMarket
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Pharmacies

04 05 0698 99 00 01 02 03

20.6 20.7 20.418.9 19.1 19.6 20.2 20.5 20.5

79.4 79.3 79.6

07

20.5

79.581.1 80.9 80.4 79.8 79.5 79.5

AnzahlderGeschäftein% Umsatzanteilin%

30.94 32.01

33.92

34.30

35.70

24.34

25.92

27.51

29.69 32.44

 6.5 4.16.1 7.9 1.16.0-1.34.84.2

Source: IMS Health Frankfurt/Main

Number of Pharmacies in % Sales Share in %

East

West 

0799 00 01 02 03 04 05 06

18.417.7 17.8 17.9 17.9 17.9 17.9 18.1 18.2

81.6

08

18.6

81.482.3 82.2 82.1 82.1 82.1 82.1 82.9 81.8

21,57921,692 21,578 21,557 21,440

21,618 21,659 21,455 21,363 21,515

0.30.3 -0.2 -0.4 -0.6 0.5 -0.9 0.4 0.3

Pharm. total

No./€in Bn

Changein%
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PetStoresandShops– Definition

Retail outlets which offer zoological supplies such as pet food, accessories and also live
animals.Adistinctionismadebetweenpetstoresandpetshopsasfollows:
• Petstoresincludemultiplestores,thatiszoologicalspecialtyretailerswithatleastfour
 branchstoresandindependentzoologicalspecialtyretailerswithsellingspaceofover300m2.
• Petshopsareindependentzoologicalspecialtyretailershavingsellingspaceoflessthan300m2.

Freßnapf

Petstores (excl. Freßnapf)

Petshops

Total

Number of Stores Sales inBillion €

08:07

abs. % % abs. %

01.01.2007 01.01.2008 07:06

Billion € % % Billion € %

2006 2007

 625  25.2 8.8 680  27.4 0.597  48.7 12.9 0.674  52.1

 440  17.7 1.1 445  18.0 0.361  29.5 1.7 0.367  28.3

 1,420  57.1 -4.6 1,355  54.6 0.267  21.8 -4.9 0.254  19.6

 2,485  100.0 -0.2 2,480  100.0 1.225  100.0 5.7 1.295  100.0
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RuralTrade/Do-It-YourselfStores/GardenCenters– Definition and Development

RuralTrade
Salesoutletsthatusuallybelongtocooperativeassociations(e.g.Raiffeisen,BayWa)andoffera
range of agricultural supplies such as seeds, feed, and fertilizer.

Do-It-YourselfStores
Retail outlets with covered selling space of 1,000 m² and greater and having their own cash
registers,andwhichsellprimarilytoprivateconsumers.Theseretailoutletscarryawide
rangeofproductsfortheDo-It-Yourselfmarket.

Garden Centers
Retailoutletswithsellingspaceof400m²andgreaterwhoseturnoverresultsmostlyfromthesale
ofgardentoolsandsupplies(incl.fertilizerandpesticide).Theoutletmusthaveatleastoneown
cash register.

Number of Stores 01.01.2008
• RuralTrade 2,500
• Do-It-YourselfStores 2,460
• GardenCenters 450
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Street Gas Stations

Interstate Gas Stations

Total

of which organized Street Gas Stations

Number

08:07

abs. %

01.01.2007

abs.

01.01.2008

Source: Energie Informationsdienst, Hamburg

Gas Stations

 14,659  -0.9 14,527 

 377  -0.5 375 

 15,036  -0.9 14,902 

 13,070  -0.7 12,975 

ThenumberofgasstationsinGermanycontinuestodecline:

Atthebeginningoftheyeartherewere14,902gasstations(incl.interstategasstations)in
Germany,whichis134lessthantherewereatthebeginningof2007.

GasStations
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Independent Shops

Affiliated Shops

Total Speciality Bakery Shops

Bakeries Number of Stores

01.01.2008

Sales inBillion € (withoutVAT)

2007

 15,781 

 30,219

 46,000 12.34

*

*

Source:ZentralverbanddesDeutschenBäckerhandwerkse.V.,BadHonnef;*estimated

Independent Shops

Affiliated Shops

Total Speciality Butcher Shops

Butcher Shops Number of Stores

01.01.2008

Sales inBillion € (withoutVAT)

2007

 16,761 

 10,796 

 27,557 15.33

Source:DeutscherFleischer-Verband,Frankfurt/M.;*estimated

*

BakeriesandButcherShops

In the area of bakeries and butcher shops a decrease in the number of independent shops goes 
alongwithadecrease(bakeries)andastagnation(butcheries)inthenumberofaffiliatedshops.
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ProductsandServices– of Information Resources GmbH

InfoScan – InfoScan Promotion – InfoScan Retailer

Markets

Beverage Speciality Stores

Cash & Carry Outlets

Pet Shops

Rural Trade

Do-It-Yourself Stores

Garden Centers

Kiosks, Snack-Bars

Gas Stations

Nonalcoholic Beverages

Beer

Spirits/Sparkling Wine/Wine

Hot Beverages

Sweets/Confectionary/Long-Lasting Baked Goods

Chilled Food

Food

Fragrance/Cosmetics

Bodycare

OTC

Detergents, Cleansers, and Cleaning Agents

Petfood

Classic Retail Grocery Stores

•Storesupto199m2

•Hypermarkets200– 799 m2

•Hypermarkets
•Discounters
- Brand-Name Discounters

- Hard Discounters (Aldi, Norma, Lidl)

Drugstores

Chain Department Stores

Perfumeries and Traditional Drugstores
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Population/Households:GfK-Prognosis01.01.2008

Population 82.2 Mio.

German 75.0 Mio.

Non-German 7.2 Mio.

Private Households 39.1 Mio.

Private German Households 36.2 Mio.

Private Non-German Households 2.9 Mio.

Retail Grocery Stores (excl. Aldi) 40,700

Basic Data – Germany
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Basic Data – TotalGermany

Population Area

km2

Inhabitants

km2
in Thousands in Million %-Distribution

*Schleswig-Holstein/Hamburg/Bremen/LowerSaxony      ** Hesse/Rhineland-Palatinate/Saarland       
***Mecklenburg-WesternPommerania/Brandenburg/Saxony-Anhalt
Source:OfficialStatistics;asof01.01.2007

IRI-Regions

North-West*

Nord Rhine Westfalia

Center**

Baden-Wuerttemberg

Bavaria

North-East***

Thuringia/Saxony

Berlin

Total Germany

•West

•East

 13,235 13.2 16.1 64,600 205

 18,029 18.0 21.9 34,086 529

 11,171 11.2 13.6 43,531 257

 10,739 10.7 13.0 35,752 300

 12,493 12.5 15.2 70,552 177

 6,683 6.7 8.1 73,109 91

 6,561 6.6 8.0 34,589 190

 3,404 3.4 4.1 891 3,820

 82,315 82.3 100,0 357,108 231

 65,667 65.7 79.8 248,519 264

 16,648 16.6 20.2 108,589 153
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*Schleswig-Holstein/Hamburg/Bremen/LowerSaxony      ** Hesse/Rhineland-Palatinate/Saarland        
***Mecklenburg-WesternPommerania/Brandenburg/Saxony-Anhalt
1) Source:OfficialStatistics;asof01.01.2007

IRI-Regions

North-West*

Nord Rhine Westfalia

Center**

Baden-Wuerttemberg

Bavaria

North-East***

Thuringia/Saxony

Berlin

Total Germany

•West

•East

No. of Ref.Groc.Stores Sales inBillion € Population /Thousands1) Inh. per

Store

Stores per

1000 Inh.absolute % absolute % absolute %

 6,365 15.6 18.325 17.5 13,235 16.1 2,076 0.48

 7,890 19.4 21.660 20.7 18,029 21.9 2,291 0.44

 5,790 14.2 14.240 13.6 11,171 13.6 1,936 0.52

 4,845 11.9 13.715 13.1 10,739 13.0 2,207 0.45

 6,680 16.4 14.660 14.0 12,493 15.2 1,860 0.53

 4,045 10.0 9.210 8.8 6,683 8.1 1,688 0.61

 4,155 10.2 8.585 8.2 6,561 8.0 1,611 0.63

 930 2.3 4.305 4.1 3,404 4.1 3,644 0.27

 40,700 100.0 104.700 100.0 82,315 100.0 2,028 0.49

 31,570 77.5 82.600 78.9 65,667 79.8 2,079 0.48

 9,130 22.5 22.100 21.1 16,648 20.2 1,852 0.55

Basic Data – TotalGermany
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Key Economic Data – TotalGermany

Unemployment in million

(ratein%)*

Source:ifoInstitute,ConjointSpringReportprojecting2008(17.04.2008)
*ShareofUnemployedcomparedtodomesticemployablepersons(residencyconcept)

on Economic Growth on the Employment Market

Change in real

Gross National Product

(comp.toprev.yearin%)

on Price Development

Pricelevel of Private
consumption

(change compared
to prev.yearin%)

2007 2008 2009

2.5
1.8

1.4

(8.7)
(7.4) (6.9)

3.78
3.21 2.98

2007 2008 2009

2.3
2.6

1.8

2007 2008 2009
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Nominal change in
disposable income

(ccompared to prev.yearin%)

Source:ifoInstitute,ConjointSpring Report projecting2008(17.04.2008)

on Income on Private Consumption on Private Savings

in % of disposable income
(SavingsRate)

Nominal change
(compared to prev.yearin%)

1.6

2.9
2.5

1.2

3.1
2.8

2007 2008 2009 2007 2008 2009

10.9 10.7 10.6

2007 2008 2009

Key Economic Data – TotalGermany
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IRIandPartnerCompanies– WorldwideRetailTrackingFMCG

Albania

Bosnia

Bulgaria

Germany

France

Greece

Great Britain

Italy

Croatia

Macedonia

Moldavia

Montenegro

Netherlands

Poland

Romania

Russia

Serbia

Slovakia

Slowenia

Spain

Czech Republic

Ukraine

Hungary

White Russia

Algeria

United Arab Emirates

Bahrain

Egypt

Iran

Jordan

Kuwait

Lebanon

Libya

Oman

Pakistan

Qatar

Saudi Arabia

Sudan

Syria

Yemen

USA

Argentinia

Bolivia

Paraguay

Peru

Puerto Rico

Uruguay

Venezuela

Japan 

 

Europe Europe
Middle East/
North Africa North America Asia

Latin America
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Austria

Belgium

Bosnia-Herzegovina

Bulgaria

Croatia

Czech Republic

Denmark

France

Germany

Greece

✔

✔

✔

✔

✔

✔

✔

✔

✔

✔

✔

✔ ✔

✔

✔ ✔

Country
Retail 

Tracking 

Consumer 

Tracking 
Country

Retail 

Tracking 

Consumer 

Tracking 
Country

Retail 

Tracking 

Consumer 

Tracking 

Great Britain

Hungary

Ireland

Italy

Kazakhstan

Netherlands

Norway

Poland

Portugal

Rumania

✔

✔

✔

✔

✔ ✔

✔ ✔

✔

✔

✔

✔

✔

✔ ✔

✔

Russia

Serbia

Slovakei

Spain

Sweden

Switzerland

Turkey

Ukraine

✔

✔

✔ ✔

✔

✔

✔ ✔

✔

✔

✔

✔

IRIandEuropanel– RetailTrackingandConsumerPanel
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