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HYPERMARKETS IN SPAIN - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales grow by 2% in current terms in 2021 to EUR13.8 billion  

▪ Centros Comerciales Carrefour SA is the leading player in 2021, with a retail value share of 

52% 

▪ Retail sales are set to grow at a current value CAGR of 3% (2021 constant value CAGR of 

1%) over the forecast period to EUR15.8 billion 

 

 

2021 DEVELOPMENTS 
 

Slight recovery in sales for hypermarkets in 2021 

In contrast to most other modern grocery formats, hypermarkets performed poorly during 

2020, with no more than marginal growth in retail current value sales. While the rate of growth in 

retail current value sales accelerated in 2021, it remained fairly muted. The number of 

hypermarkets had been falling even before the onset of the pandemic, but COVID-19 has 

served to accelerate this trend. 

In the week before the initial lockdown in 2020, hypermarkets did benefit from a surge in 

sales, which occurred in nearly all modern grocery retailers. However, with the subsequent 

confinement period and restrictions in consumer mobility, sales in hypermarkets were actually 

negatively impacted. The fact that most hypermarkets are located in city suburbs or shopping 

areas outside of urban centres resulted in lower sales through this channel, as consumers 

preferred or were even required to choose grocery retailers closer to their residence. 

Additionally, during the confinement period, only grocery goods and electronics were permitted 

for sale in hypermarkets, with the remaining sections required to close, which contributed to 

their lacklustre performance. 

 

Some players shrink their hypermarkets 

A number of regional players, including Bon Preu (Esclat) in Catalonia and Dinosol 

Supermercados (Hiperdino) in the Canary Islands, opened smaller hypermarkets which were 

located within a city’s limits and therefore exposed them to greater footfall. Bon Preu and 

Dinosol Supermercados bet on opening hypermarkets with smaller selling space, as these are 

the types of hypermarkets that have been growing the most towards the end of the review 

period. Since the onset of the pandemic, proximity became increasingly important to local 

consumers, especially under the movement restrictions, so smaller hypermarkets had a clear 

advantage in terms of being closer to consumers. Both chains opted for expanding their offer in 

grocery products while limiting other areas, such as sports products and consumer appliances. 

Centros Comerciales Carrefour SA continued dominating hypermarkets in 2021, followed by 

Auchan Retail España SA. Between them, these two players accounted for more than four fifths 

of the retail value sales of hypermarkets in Spain during 2021. Auchan’s hypermarkets operate 

under the Alcampo and Hipersimply banners. The dominance of these two French retailers can 

be attributed to their focus on the transformation of their hypermarkets, including the expansion 

of bio and health product offers in their premises. 
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Spanish consumers are losing interest in destination shopping 

Changing consumer habits are undermining growth in the retail current value sales of 

hypermarkets. Spaniards increasingly want to do their grocery shopping close to home. While 

this trend was in evidence prior to the onset of the pandemic, COVID-19 has served to 

accelerate it. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Hypermarkets will offer A wider array of products and services 

The number of hypermarkets will continue to decline throughout the forecast period, with their 

selling space falling at a faster rate, as operators continue to shift towards smaller stores. In an 

effort to revitalise the performance of hypermarkets, players may focus on increasing the 

assortment of products available and sharing the space with specialist suppliers in the forecast 

period. For example, Carrefour has already opened sushi stands in its hypermarkets in an effort 

to tap into this trend. In addition, Carrefour is planning to open its first 24-hour hypermarket in 

Madrid.  

Consumers are expected to continue preferring shopping in more convenient locations or 

even online, rather than spending more time in hypermarkets in the forecast period. As a result, 

players may switch their strategies to meet this growing demand. While hypermarkets in Spain 

are typically situated in the city suburbs or in dedicated shopping areas outside the cities, where 

there is more selling space, the forecast period may see more smaller hypermarkets opening in 

urban centres. This is the strategy that Bon Preu and Dinosol Supermercados have adopted, 

with more players likely to follow suit during the forecast period. 

With local consumers, particularly younger ones, increasingly interested in sustainability, 

hypermarket operators will play more attention to this during the forecast period – increasing the 

energy efficiency of these stores or even generating their own energy by installing solar panels 

on their roofs, reducing the use of plastic packaging and stocking more regional or organic 

products, for example. 

 

Shop-in-shop agreements are likely to become more commonplace 

In order to differentiate themselves from the competition, hypermarkets are also set to explore 

different formats in the forecast period. For example, players may begin to explore the option of 

shop-in-shop agreements between specialists and generalists – a growing trend elsewhere in 

Europe. Offering of grocery products will remain the focal point for hypermarkets, but other 

offers may experience innovation in the forecast period. For example, Bon Preu (Esclat) began 

limiting its offer of private label electronics, instead “lending” the space to chained electronics 

and appliance specialist retailer Worten to showcase its product. Likewise, Auchan has signed 

an agreement with the sporting goods retailer Decathlon and has started to incorporate 

Decathlon “corners” into its hypermarkets.  

 

Store size will shrink, and hypermarkets will pivot towards e-commerce 

Hypermarkets will likely focus on improving the shopping experience for consumers in the 

forecast period, as local consumers have gradually started moving away from large shopping 

channels in favour of convenience stores, discounters and supermarkets for reasons including 

proximity and speed. As a result, some brands are focusing on expanding smaller hypermarkets 

that will be closer to consumers in the forecast period to improve convenience. In terms of 
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speed, Carrefour and Auchan have both implemented self-checkout areas, which reduce time 

spent in queues. This is likely to become more commonplace during the forecast period. 

Hypermarkets will also have to focus on adapting in line with the boost of e-commerce. In this 

regard, most retailers will focus on implementing and perfecting their omnichannel strategies in 

the forecast period. For example, Carrefour has already turned its online site into a marketplace, 

offering products by other companies as well as its own. 

 

 

CHANNEL DATA 
 

Table 1 Hypermarkets: Value Sales, Outlets and Selling Space 2016-2021 

 

 2016 2017 2018 2019 2020 2021 
 
Value sales EUR million 12,038.4 13,514.4 13,446.9 13,472.1 13,565.0 13,762.0 
Outlets 442.0 452.0 446.0 445.0 441.0 431.0 
Selling Space '000 sq m 2,564.4 2,780.7 2,741.6 2,719.2 2,706.0 2,658.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 2 Hypermarkets: Value Sales, Outlets and Selling Space: % Growth 2016-2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales EUR million 1.5 2.7 14.3 
Outlets -2.3 -0.5 -2.5 
Selling Space '000 sq m -1.7 0.7 3.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 3 Hypermarkets GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Carrefour SA 51.9 51.4 51.6 52.0 52.3 
Auchan Group SA 29.4 31.2 31.1 30.0 30.1 
El Corte Inglés SA 9.4 8.5 8.6 8.7 8.7 
Eroski, Grupo 4.9 4.5 4.3 4.5 4.0 
E Leclerc 2.4 2.3 2.3 2.6 2.6 
Dinosol Supermercados 1.1 1.1 1.1 1.1 1.1 
    SL (Grupo)      
Bon Preu SA (Grupo) 0.9 1.0 1.0 1.1 1.1 
Internationale Spar 0.1 0.1 0.1 0.1 0.1 
    Centrale BV      
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 4 Hypermarkets GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
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Brand Company (GBO) 2018 2019 2020 2021 
 
Carrefour Carrefour SA 51.4 51.6 52.0 52.3 
Alcampo Auchan Group SA 29.9 29.8 30.0 30.1 
Hipercor El Corte Inglés SA 8.5 8.6 8.7 8.7 
Eroski Eroski, Grupo 4.5 4.3 4.5 4.0 
E Leclerc  2.3 2.3 2.6 2.6 
Hiperdino Dinosol Supermercados 1.1 1.1 1.1 1.1 
 SL (Grupo)     
Esclat Bon Preu SA (Grupo) 1.0 1.0 1.1 1.1 
Spar Internationale Spar 0.1 0.1 0.1 0.1 
 Centrale BV     
Hipersimply Auchan Group SA 1.3 1.3 - - 
Alcampo City Auchan Group SA - - - - 
Carrefour Planet Carrefour SA - - - - 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 5 Hypermarkets LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Carrefour Centros Comerciales 204 205 205 204 
    (Carrefour SA) Carrefour SA     
Alcampo (Auchan Auchan Retail España SA 72 73 77 77 
    Group SA)      
Hipercor El Corte Inglés SA 41 39 39 38 
Esclat Bon Preu SA (Grupo) 31 33 33 37 
Eroski Eroski, Grupo 53 48 48 35 
Hiperdino Dinosol Supermercados 20 23 23 23 
 SL (Grupo)     
E Leclerc (E Leclerc) E Leclerc Grupo 15 15 15 16 
Interspar Spar Española SA 1 1 1 1 
    (Internationale      
    Spar Centrale BV)      
Hipersimply (Auchan Auchan Retail España SA 9 8 - - 
    Group SA)      
Alcampo (Auchan Alcampo SA - - - - 
    Group SA)      
Alcampo City Alcampo SA - - - - 
    (Auchan Group SA)      
Carrefour Planet Centros Comerciales - - - - 
    (Carrefour SA) Carrefour SA     
Hipersimply (Auchan Supermercados Sabeco SA - - - - 
    Group SA)      
Total Total 446 445 441 431 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 6 Hypermarkets LBN Brand Shares: Selling Space 2018-2021 

 

selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Carrefour Centros Comerciales 1,716.2 1,724.6 1,724.6 1,716.2 
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    (Carrefour SA) Carrefour SA     
Hipercor El Corte Inglés SA 421.1 400.5 400.5 390.3 
Alcampo (Auchan Auchan Retail España SA 208.8 211.7 223.3 223.3 
    Group SA)      
Eroski Eroski, Grupo 175.4 152.3 152.3 111.0 
Esclat Bon Preu SA (Grupo) 64.5 67.6 67.6 75.8 
E Leclerc (E Leclerc) E Leclerc Grupo 68.6 68.6 68.6 73.1 
Hiperdino Dinosol Supermercados 57.9 66.6 66.6 66.6 
 SL (Grupo)     
Interspar Spar Española SA 2.5 2.5 2.5 2.5 
    (Internationale      
    Spar Centrale BV)      
Hipersimply (Auchan Auchan Retail España SA 26.6 24.9 - - 
    Group SA)      
Alcampo (Auchan Alcampo SA - - - - 
    Group SA)      
Alcampo City Alcampo SA - - - - 
    (Auchan Group SA)      
Carrefour Planet Centros Comerciales - - - - 
    (Carrefour SA) Carrefour SA     
Hipersimply (Auchan Supermercados Sabeco SA - - - - 
    Group SA)      
Total Total 2,741.6 2,719.2 2,706.0 2,658.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 7 Hypermarkets Forecasts: Value Sales, Outlets and Selling Space 2021-2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales EUR million 13,762.0 14,002.7 14,188.9 14,332.2 14,456.9 14,503.1 
Outlets 431.0 430.0 428.0 426.0 424.0 422.0 
Selling Space '000 sq m 2,658.8 2,470.6 2,458.6 2,451.7 2,437.0 2,426.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms. 

 

 

Table 8 Hypermarkets Forecasts: Value Sales, Outlets and Selling Space: % Growth 
2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales EUR million 1.7 1.1 5.4 
Outlets -0.2 -0.4 -2.1 
Selling Space '000 sq m -7.1 -1.8 -8.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms. 
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RETAILING IN SPAIN - INDUSTRY 
OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Retailing in 2021: The big picture 

Having declined during 2020 due to a combination of the economic shock of the pandemic 

and the disruption to everyday life it engendered, retailing current value sales rebounded only 

partially in 2021, with demand continuing to shift from physical stores to e-commerce – albeit at 

a much slower pace than in the previous year. 

Spain was hit hard by the pandemic in 2020. The entire country was under lockdown for two 

months between March and May, and this resulted in a significant decline in retail current value 

sales among almost all non-grocery retailers. Grocery retailers, particularly discounters, saw an 

increase in retail current value sales, partly because consumer foodservice establishments were 

required to close during lockdown. Grocery retailers also benefitted from a stockpiling trend at 

the onset of lockdown, as many local consumers sought build a reserve of non-perishable 

goods in their homes in the situation deteriorated further. However, grocery retailers were not 

prepared for the sharp increase of e-commerce orders in 2020. This resulted in significant 

delivery delays, especially at the beginning of lockdown. Many grocery retailers signed 

agreements with third party food delivery platforms in an attempt to deal with this backlog of 

orders. 

During 2020, discounters benefited from the location of many of their stores in suburban 

locations. Moreover, local consumers generally regard the product assortment of discounters as 

offering good quality at an affordable price. Given the economic uncertainty during the 

lockdown, many consumers searched for ways to get the best value for their money, which 

boosted the appeal of discounters. Meanwhile, leader Lidl and Aldi are steadily expanding their 

store networks, while Russian discounter Mere entered the Spanish market in 2021. By the end 

of the year, it had opened four stores in the Valencia and Madrid regions, with plans to reach 40 

outlets in the medium term. Like Aldi and Lidl, its stores are mainly located on the periphery of 

urban centres, such as Parla in Madrid, where rents are relatively low. According to Mere, it is 

aiming to undercut its rivals by 20% on price. 

Even in categories where e-commerce had been peripheral, such as beauty and personal 

care, traditional toys and games and pet care, saw online sales boom during spring 2020. 

Furthermore, food and drink e-commerce surged during the lockdown, as local consumers were 

looking for ways to do their grocery shopping without the risk of contagion. Initially, e-commerce 

orders were expected to slow after the re-opening of physical retail outlets, but retail current 

value sales through e-commerce remained elevated, as consumers became accustomed to 

convenience of online ordering. E-commerce retail current value sales continued to rise during 

2021, with more than two-fifths of them accounted for by mobile e-commerce (mainly 

smartphones). 2020 saw e-commerce retail current value sales surge by more than half in 

Spain, and they grew by almost a quarter during 2021. The pandemic facilitated an accelerated 

shift towards e-commerce in Spain, which was already developing rapidly during the review 

period prior to the pandemic. 

With retail outlets largely operating normally again, the rate of growth in e-commerce retail 

current value sales inevitably slowed during 2021. However, many of those who shopped online 

for the first time during 2020 continued to do so due to this channel’s wide product offer, 

convenience and competitive pricing. According to a survey conducted by IAB Spain, a trade 
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group representing marketers, 76% of Spaniards aged between 16 and 65 years old regularly 

shopped online during 2021, up from 70% in 2018. The average spent per purchase was found 

to have increased from EUR68 to EUR89 between 2020 and 2021. During the latter year, food 

and drink remained the largest category in e-commerce, ahead of apparel and footwear, media 

products, consumer electronics and homewares and home furnishings. 

Physical stores remain an important element of the shopping experience in Spain, 

encouraging many retailers to adopt an omnichannel approach to sales. In this regard, many 

players focused on incorporating flexibility in their delivery methods, with express delivery 

services offered by Amazon, Media Markt, Inditex and El Corte Inglés. 

The likes of department store chain El Corte Inglés and fashion brands Zara (Inditex) and 

Mango were able to partly mitigate a decline in sales through their bricks-and-mortar stores 

during 2021 with an increase in online sales. Popular local brands like Zara now offer an 

integrated service, whereby customers can collect orders that they have placed online in-store, 

as well as having the option to return in-store purchases online. After Amazon.com Inc, El Corte 

Inglés and Zara were the biggest brands in e-commerce during 2021, with the likes of 

supermarket chain Mercadona, sporting goods retailer Decathlon and consumer electronics and 

appliance retailer Media Markt also a significant presence. 

Amazon.com Inc strengthened its leadership of e-commerce in Spain during 2021, 

represented by its own line of products, in addition to those of third party merchants. The retailer 

has made a significant investment in logistics by expanding its network of warehouses, enabling 

it to expedite its deliveries to customers. Many orders placed with Amazon are now delivered 

the next day – even at the weekend. Amazon Prime, which offers unlimited deliveries for a fixed 

annual fee of EUR36, has also been well received by local consumers. As it has built a high 

level of trust with local consumers (Amazon.es was launched in 2011), local consumers are 

confident ordering from third party merchants through Amazon’s marketplace. In an effort to 

reinforce this, Amazon has launched Project Zero in Spain. This is an automated protection 

system that continuously scans Amazon’s marketplace in order to identify and remove 

suspected counterfeit products. 

 

What next for retailing? 

There will be moderate growth in retailing current value sales during the forecast period, 

supported by an anticipated post-pandemic economic rebound. The share of overall retail sales 

accounted for by e-commerce will continue to expand throughout the forecast period. Local 

consumers, particularly younger ones, will become ever-more comfortable with online shopping, 

with innovations like voice recognition making it even more convenient. This will lead to major 

retail chains like Inditex, Mango, Decathlon, Media Markt and Carrefour to continue to shift 

towards an omnichannel model as they battle for market share. 

Quick commerce (q commerce) will grow in popularity during the forecast period, with 

Barcelona-based delivery app Glovo set to be a major player in this regard. Although consumer 

foodservice delivery remains the backbone of its business model, it is expanding into the FMCG, 

promising delivery in less than 20 minutes in a growing number of urban areas. Glovo is also 

planning to expand the number of ‘dark’ supermarkets (delivery-only outlets that are not open to 

the public) that it operates. Click-and-collect services will also get faster, with El Corte Inglés 

promising that all such orders can be collected from its stores within an hour. 

Mobile e-commerce will continue to outperform e-commerce as a whole throughout the 

forecast period, and by 2026, it will account for just under half of total e-commerce retail value 

sales. The 25-34 age group will continue to drive growth in mobile e-commerce. Spaniards are 

increasingly using their smartphones for e-commerce, rather than a PC or tablet computer. 

Moreover, the advent of 5G mobile networks will make the use of smartphones for online 

shopping easier and faster than ever. Retailers are likely to prioritise investment in smartphone 
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apps during the forecast period, as mobile e-commerce becomes increasingly popular among 

local consumers. 

Store-based retailing will post no more than moderate growth in retail current value sales 

during the forecast period. Discounters will remain the top performer among modern grocery 

retail outlets. The number of discounter outlets will continue to expand steadily. Lidl, Aldi and 

newcomer Mere will be the main driver of this. Lidl and Aldi will also remodel some of these 

older stores in an effort to improve the customer experience. Ready to eat food will be a growth 

opportunity for discounters and supermarkets. Convenience stores have already profited from 

the offer of a large selection of ready to eat food. 

Non-grocery specialists will outperform modern grocery retailers during the forecast period in 

terms of their respective rates of retail current value sales growth, but the retail value sales of 

both apparel and footwear specialist retailers and department stores will not return to pre-

pandemic levels by 2026 due to a general shift towards e-commerce and the likes of El Corte 

Inglés and Inditex pivoting to an omnichannel model. However, electronics and appliance 

specialist retailers and home improvement and gardening retailers will fare much better, as 

many local consumers want to see and touch these products in person and/or get the advice of 

salespeople prior to purchase.  

 

 

OPERATING ENVIRONMENT 
 

Informal retailing 

 

▪ Informal retailing continued to be adversely affected by COVID-19 during 2021, as foot traffic 

remained below pre-pandemic levels, with a decline in inbound international tourism playing a 

significant role in this. 

▪ Unregistered and unlicensed retailers operate predominantly (although not exclusively) as 

street hawkers or have stalls in open markets. They operate mainly in tourist areas, especially 

in large cities like Madrid and Barcelona. They are also a common sight in train stations.  

▪ Illegal street vendors, which are known in Spain as tenderos, are usually immigrants, often 

undocumented migrants. While the authorities are attempting to regulate informal retailing on 

the streets, it a very complicated issue to solve. When the authorities crack down on them in 

one area, they quickly move elsewhere. 

▪ The main products they well are watches, sunglasses, bags, apparel and footwear. These 

products are often counterfeits. Other products include tobacco and alcoholic drinks. 

▪ The main consumer groups attracted by informal retailing depend on the type of product. It is 

more common for teenagers buy alcoholic drinks or tobacco on the streets, as the law 

prohibits the sale of alcoholic drinks and tobacco to persons under the age of 18. Low- and 

middle-income consumers are the main purchasers of bags, watches or sunglasses. 

 

Opening hours 

 

▪ There were no major changes in 2021. Government Act 1/2004 regulates the retail opening 

times in Spain.  

▪ Bakeries, newspaper and magazine kiosks, petrol stations and forecourt retailers, florists, 

airports, businesses located in tourist areas and any retail outlet with a sales area below 300 

sq m, excluding those belonging to large retail chains, have complete freedom to set their own 

opening hours. 
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▪ Other retailers are subject to restrictions. In Spain, each autonomous region is entitled to set 

its own retail opening times, and they are also free to set opening days, with all retailers 

allowed to open for at least 90 hours per week. Retailers can open on 16 Sundays and public 

holidays per year, although each autonomous region can modify this number.  

▪ There are restrictions on 24-hour opening. However in some autonomous communities, such 

as Madrid, there are supermarkets that open 24 hours a day. As this is the responsibility of 

each autonomous community, retailers negotiate at the regional level to extend their opening 

hours. 

 

Summary 1 Standard Opening Hours by Channel Type 2021 

Channel 24-hour 

opening? 

Monday-

Thursday 

Friday Saturday Sunday 

Supermarket

s 

No  08.00-

22.00hrs 

08.00-

22.00hrs 

08.00-

22.00hrs 

08.30-

21.00hrs 

Hypermarket

s 

No 08.00-

22.00hrs 

08.00-

22.00hrs 

08.00-

22.00hrs 

08.30-

21.00hrs 

Discounters No 08.00-

22.00hrs 

08.00-

22.00hrs 

08.00-

22.00hrs 

8.30 -14.00 

hrs 

Convenience 

stores 

No 08.00 – 22 

hrs 

08.00 – 22 

hrs 

08.00 – 22 

hrs 

08.30-

21.00hrs 

Traditional 

grocery 

retailers 

No 08.00 – 

14.30 hrs; 

17-20 hrs 

08.00 – 

14.30 hrs; 

17-20 hrs 

08.00 – 

14.30 hrs; 

17-20 hrs 

Do not work 

Non grocery 

retailers 

No 10.00 – 

22.00 hrs 

10.00 – 

22.00 hrs 

10.00 – 

22.00 hrs 

10.00 – 

21.30 hrs 

Department 

Stores 

No 10.00 – 

22.00 hrs 

10.00 – 

22.00 hrs 

10.00 – 

22.00 hrs 

10.00 – 

21.30 hrs 

Variety 

stores 

No 10.00 – 

22.00 hrs 

10.00 – 

22.00 hrs 

10.00 – 

22.00 hrs 

10.00 – 

21.30 hrs 

Source: Euromonitor International 
Note: These reflect typical opening hours outside of lockdown 

 

 

Physical retail landscape 

 

▪ During 2021, consumers were required to wear masks in retail outlets in an effort to reduce 

COVID-19 contagion. In order to facilitate social distancing, the maximum capacity of retail 

outlets was reduced to 70% of its normal level. It is likely that these restrictions will be eased 

during the early part of the forecast period, as the threat posed by the pandemic diminishes. 

▪ Spaniards tend to prefer proximity stores, as shops located close to their homes are more 

convenient. This trend was exacerbated by the movement restrictions that were introduced in 

2020 to curb the spread of COVID-19. 

▪ Shopping centres in Spain are usually indoor facilities, and they are not generally the primary 

destination for shopping, as they are usually located outside of the centre of major cities. 

Moreover, the generally favourable climate in Spain encourages consumers to stay outdoors 
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as much as possible, with many preferring to window shop while walking around the streets, 

rather than visiting shopping centres. However, during the summer months in the centre and 

the south of the country (when temperatures can exceed 35 or even 40 degrees Celsius), 

some lower-income consumers who do not have air conditioners at home will spend time in 

shopping centres just to keep cool. 

▪ The most luxurious retailers always locate their outlets on the most elegant streets of the 

largest cities in the country, such as Madrid, Barcelona, Seville and Valencia. The outlets of 

brands with a lower price positioning, meanwhile, are usually located in commercial streets. 

Discounters and smaller supermarkets tend to be located in urban areas, whilst hypermarkets 

and shopping centres are usually on the outskirts of large cities. 

 

Cash and carry 

 

▪ Cash and carry outlets struggled with the emergence of COVID-19 in 2020, and they saw no 

more than a marginal recovery in retail current value sales during 2021. Most cash and 

carries are “mixed” establishments, which sell to both professional and general customers. 

Cash and carry operators were required to close their outlets during the two-month lockdown 

period (March-May 2020). Furthermore, since consumer foodservice establishments were 

also required to close, this exacerbated the downward trend in 2020. This channel also 

struggled with the loss of tourism due to the ongoing pandemic. 

▪ The five leading cash and carry operators in Spain are Makro Autoservicio Mayorista, Grupo 

Miquel (Gross Mercat and GM Cash), HD Covalco, Alimentación Peninsular and Cash Diplo. 

The competitive environment in this channel is fierce, and operators aggressively compete 

against each other. In order to strengthen their position, operators constantly look for new 

agreements with suppliers in an effort to widen the range of merchandise they offer and 

increase the scope of their services.  

▪ In Spain, it is relatively easy to purchase from cash and carry outlets – a customer only needs 

a tax identification card, which means they have a business and are not a private customer. 

▪ Innovation is one of the key strategies in this channel, so companies not only try to sell 

products, but a combination of products, services and technology, which helps them to grow 

their sales and profitability. As a complement, other features are being tested, such as 

delivery or online commerce. 

▪ Cash and carry in Spain is expected to continue to grow moderately during the forecast 

period, based on innovation and the development of customer service and technology. Mixed 

establishments are likely to be amongst the main players in this changing scenario, due to 

new openings, whilst traditional players will continue to be involved in the renovation process, 

offering new solutions through specialisation and increasing their catalogues.  

 

Table 9 Cash and Carry Sales: Value 2016-2021 

 

€ million, current prices 
 2016 2017 2018 2019 2020 2021 
 
Cash and carry 3,823.25 3,830 3,859.18 3,878.48 3,219.14 3,293.18 
% growth 0.6% 0.2% 0.75% 0.5% -17 % 2.3% 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note: Value sales exclude VAT sales tax 
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Seasonality 

There are two main promotional sales periods in Spain – in January and July – but many 

retailers also run sales and promotions throughout the year in an effort to attract consumers. 

Apparel and footwear specialist retailers made their summer sales period longer in 2020, as 

they were trying to recover some of the losses from the two-month lock down from March-May. 

Nevertheless, the 2020 summer sales season, especially for apparel and footwear, was among 

the weakest in the past decade, even worse than the 2008-2009 summer season during the 

economic crisis. 

Electronics and appliance specialist retailers continued to offer specific days where products 

were offered without including VAT. In 2020, in an effort to reduce the spread of COVID-19, 

Media Markt launched days without VAT only on online orders. Other specific well-known 

events, such as Black Friday, Cyber Monday and Singles Day, are also growing in popularity in 

Spain. 

 

Christmas 

▪ Date: 25 December. 

▪ Shopping season: November-December (until 5 January). 

▪ Primary products bought: Fresh food for family meals, Christmas-themed apparel and 

homewares, and individual gifts for all ages (with an emphasis on toys and games for 

children). 

▪ Retailer strategy: The run-up to the Christmas holiday is punctuated by a large number of 

sales, including Black Friday – which is becoming increasingly popular in Spain – the 

unofficial start of the shopping season, when a number of retailers hold their largest sales of 

the year to increase footfall. The frequent use of sales for longer periods became more 

widespread over the review period. Consumers of all ages are targeted; however, children are 

often a focus, as the recipients of the most gifts. 

 

January Sales 

▪ Shopping season: between 7 January and 28 February.  

▪ Primary products bought: Winter apparel and footwear, electrical household appliances, 

furniture. 

▪ Retailer strategy: Retailers offer big discounts on most products – 50% or more in some 

cases. They also give credit terms. There is no specific demographic targeting during this 

season.  

 

Summer Sales 

▪ Shopping season: between 1 July and 31 August.  

▪ Primary products bought: Summer apparel, swimwear, footwear, electrical household 

appliances, travel. 

▪ Retailer strategy: Retailers offer big discounts on most products, of 50% or more in some 

cases. They also give credit terms. There is no specific demographic target during this 

season. 

 

Payments 

 

▪ Cash remained the primary method of payment in Spain, but COVID-19 has accelerated the 

switch to cards and mobile payments, as they were perceived as a safer payment method. 

Nevertheless, cash still had a significant presence in Spain, especially due to the large 

 
 

 
 
 

Content removed from sample 
 

 
 

 
 
 

Content removed from sample 
 

 
 

Content removed from sample 
 

 
 

Content removed from sample 
 

 
Content removed from sample 

 



H Y P E R M A R K E T S  I N  S P A I N  P a s s p o r t  12 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

proportion of the immigrant population employed in the grey economy. In 2020, the use of 

cash showed a significant decline, accelerating the decline seen from 2016 onwards. Due to 

fears of passing the virus through cash payments, the use of contactless payment continued 

to grow. The vast majority of retailers in the country have point-of-sale terminals with 

contactless functionality. The use of PayPal and other platforms is also growing. Pre-paid 

cards are often used for internet purchases and gambling. 

▪ In August 2021, the limit on cash payments for goods and services was reduced from 

EUR2,500 to EUR1,000 in an effort to reduce tax evasion. 

▪ Almost 40% of the population in Spain is older than 50, so it is difficult to change some habits, 

but both the government and banks are implementing measures to limit the use of cash. 

Spaniards are increasingly encouraged to pay with cards, as they being to understand the 

increasing convenience and safety that this method offers. In 2018, the Spanish government 

adopted legislation giving consumers the right to pay with a card in retail environments for any 

amount higher than EUR5. 

▪ In 2020, the limit for contactless cards payments was increased from EUR20 to EUR50 in 

response to the pandemic. 

▪ With regard to mobile payments, the majority of banks have a digital mobile wallet solution for 

their customers. Some retailers are cooperating with Apple Pay and Samsung Pay. The 

implementation of contactless POS, a necessary condition for the massive deployment of 

mobile payments in shops, is well-advanced in Spain. 

▪ Over the forecast period, mobile payment is set to see strong growth, especially amongst 

millennials, as they are more familiar with electronic devices than older generations. 

Therefore, the use of contactless payment is expected to grow at the expense of cash during 

the forecast period. 

 

Delivery and collection 

 

▪ The shipping and delivery infrastructure in Spain is quite mature, with several reliable 

companies operating in this area. The growth of e-commerce has boosted the establishment 

of delivery companies. The leading player remains Correos, the Spanish post office, but there 

are also privately-owned companies, such as UPS, MRW and Seur. In 2019, the Chinese 

player Alibaba signed a strategic partnership with Correos in order to provide an improved 

service to its Spanish customers.  

▪ Although there has been growth in online purchases from China, shipping is not a main factor 

at the time of making an internet purchase, because in many cases, Chinese websites have 

their own distribution centres in Europe. The primary method of payment is through credit 

card or payment platforms such as PayPal, since many Spaniards have greater confidence in 

the security measures put in place for e-commerce. 

 

Emerging business models 

 

▪ Financial technology and video games continue to be important trends in Spanish retailing 

and are areas that promise to endure and be more than a passing fad. There are two types of 

emerging sectors. First, there are traditional areas that are finding huge growth due to new 

technologies, as witnessed in real estate as well as retail. They already existed before the 

internet and the emergence of apps, but due to these technologies, there have been 

innovations in their processes. On the other hand, there are sectors that include activities 
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which did not previously exist, and are being created as technological advances, such as 

virtual reality and augmented reality.  

▪ In addition, sharing economy businesses have become very popular over the review period: 

Uber and BlaBlaCar gained a lot of ground within road passenger transport. The apartment 

rental company Airbnb expanded rapidly (hence some restrictions were proposed in several 

autonomous communities, such as Catalunya, the Balearic Islands and the Canary Islands). 

▪ The improvement of internet access is making it easier for start-up and e-commerce 

companies to develop their businesses, with no limitations on area. Moreover, this business 

model leads to cheaper prices for products, with less necessity for real estate and staff, which 

makes it easier to compete with traditional business models. Traditional businesses are the 

most impacted by these new emerging business models.  

▪ The strength of e-commerce is also driving the creation of new business models. The Spanish 

Post Office Service has launched an online sales platform for artisanal products manufactured 

in Spain, including food, drinks, fashion and textiles, beauty products and crafts, called 

Correos Market. This platform enables local producers to expand their business to any part of 

Spain, taking advantage of the distribution capacity of the state-owned company.  

▪ The sharing economy, both offline and online, applies to different areas, such as co-working 

or consumer groups (offline) and passenger transport, apartment rental and second-hand 

stores (online). An increase in sales was seen as a result of the adoption of these business 

models. Digital businesses such as financial technology, 3D printing and video games also 

recorded strong growth. 

▪ Online marketplaces like Wallapop and Milanuncios are popular for buying and selling a wide 

range of used goods. There are also specialist online marketplaces like Vinted (fashion). 

 

 

MARKET DATA 
 

Table 10 Sales in Retailing by Store-based vs Non-Store: Value 2016-2021 

 

EUR million 
 2016 2017 2018 2019 2020 2021 
 
Store-Based Retailing 183,475.3 189,537.2 193,417.6 196,615.8 185,483.7 193,610.2 
Non-Store Retailing 13,918.8 14,756.2 16,016.7 18,507.9 24,780.5 29,613.1 
Retailing 197,394.1 204,293.4 209,434.3 215,123.7 210,264.1 223,223.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 11 Sales in Retailing by Store-based vs Non-Store: % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Store-Based Retailing 4.4 1.1 5.5 
Non-Store Retailing 19.5 16.3 112.8 
Retailing 6.2 2.5 13.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 12 Sales in Store-based Retailing by Channel: Value 2016-2021 

 

EUR million 
 2016 2017 2018 2019 2020 2021 
 
Grocery Retailers 99,413.3 102,947.7 105,267.6 106,911.8 112,654.7 114,623.6 
Non-Grocery Specialists 72,439.3 74,516.2 75,971.0 77,361.7 63,842.2 69,074.8 
Mixed Retailers 11,622.7 12,073.3 12,179.0 12,342.3 8,986.8 9,911.8 
Luxury Retailing 739.8 752.0 760.3 778.3 462.9 507.9 
Off-Price Retailing - - - - - - 
Store-Based Retailing 183,475.3 189,537.2 193,417.6 196,615.8 185,483.7 193,610.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note 1: Luxury retailing not included in store-based retailing total to avoid double counting as luxury retailing is a 
duplicate category already accounted for within non-grocery specialists and mixed retailers. 

Note 2: Off-price retailing not included in store-based retailing total to avoid double counting as off-price retailing 
is a duplicate category already accounted for within apparel and footwear specialists and department 
stores. 

 

 

Table 13 Sales in Store-based Retailing by Channel: % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Grocery Retailers 1.7 2.9 15.3 
Non-Grocery Specialists 8.2 -0.9 -4.6 
Mixed Retailers 10.3 -3.1 -14.7 
Luxury Retailing 9.7 -7.2 -31.3 
Off-Price Retailing - - - 
Store-Based Retailing 4.4 1.1 5.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note 1: Luxury retailing not included in store-based retailing total to avoid double counting as luxury retailing is a 
duplicate category already accounted for within non-grocery specialists and mixed retailers. 

Note 2: Off-price retailing not included in store-based retailing total to avoid double counting as off-price retailing 
is a duplicate category already accounted for within apparel and footwear specialists and department 
stores. 

 

 

Table 14 Store-based Retailing Outlets by Channel: Units 2016-2021 

 

outlet 
 2016 2017 2018 2019 2020 2021 
 
Grocery Retailers 147,392.0 147,437.0 146,821.0 144,812.0 139,449.0 136,973.0 
Non-Grocery Specialists 284,084.0 276,361.0 271,269.0 265,562.0 249,111.0 243,493.0 
Mixed Retailers 9,916.0 10,014.0 10,053.0 10,024.0 9,660.0 9,574.0 
Luxury Retailing 352.0 372.0 382.0 391.0 393.0 391.0 
Off-Price Retailing - - - - - - 
Store-Based Retailing 441,392.0 433,812.0 428,143.0 420,398.0 398,220.0 390,040.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note 1: Luxury retailing not included in store-based retailing total to avoid double counting as luxury retailing is a 
duplicate category already accounted for within non-grocery specialists and mixed retailers. 

Note 2: Off-price retailing not included in store-based retailing total to avoid double counting as off-price retailing 
is a duplicate category already accounted for within apparel and footwear specialists and department 
stores. 
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Table 15 Store-based Retailing Outlets by Channel: % Unit Growth 2016-2021 

 

% unit growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Grocery Retailers -1.8 -1.5 -7.1 
Non-Grocery Specialists -2.3 -3.0 -14.3 
Mixed Retailers -0.9 -0.7 -3.4 
Luxury Retailing -0.5 2.1 11.1 
Off-Price Retailing - - - 
Store-Based Retailing -2.1 -2.4 -11.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note 1: Luxury retailing not included in store-based retailing total to avoid double counting as luxury retailing is a 
duplicate category already accounted for within non-grocery specialists and mixed retailers. 

Note 2: Off-price retailing not included in store-based retailing total to avoid double counting as off-price retailing 
is a duplicate category already accounted for within apparel and footwear specialists and department 
stores. 

 

 

Table 16 Sales in Non-Store Retailing by Channel: Value 2016-2021 

 

EUR million 
 2016 2017 2018 2019 2020 2021 
 
Direct Selling 846.8 852.4 842.2 827.0 844.4 853.7 
Homeshopping 524.3 507.5 492.8 477.5 504.2 492.1 
Vending 4,920.0 4,767.4 4,600.6 4,602.0 3,773.6 3,830.2 
E-Commerce (Goods) 7,627.7 8,628.8 10,081.1 12,601.4 19,658.2 24,437.1 
Non-Store Retailing 13,918.8 14,756.2 16,016.7 18,507.9 24,780.5 29,613.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note 1: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

Note 2: Mobile e-commerce (goods) not included in non-store retailing total to avoid double counting as this 
category is already accounted for within e-commerce (goods). 

 

 

Table 17 Sales in Non-Store Retailing by Channel: % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Direct Selling 1.1 0.2 0.8 
Homeshopping -2.4 -1.3 -6.1 
Vending 1.5 -4.9 -22.1 
E-Commerce (Goods) 24.3 26.2 220.4 
Non-Store Retailing 19.5 16.3 112.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note 1: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

Note 2: Mobile e-commerce (goods) not included in non-store retailing total to avoid double counting as this 
category is already accounted for within e-commerce (goods). 

 

 

Table 18 Grocery Retailers: Value Sales, Outlets and Selling Space 2016-2021 

 

 2016 2017 2018 2019 2020 2021 
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Value sales EUR million 99,413.3 102,947.7 105,267.6 106,911.8 112,654.7 114,623.6 
Outlets 147,392.0 147,437.0 146,821.0 144,812.0 139,449.0 136,973.0 
Selling Space '000 sq m 23,796.3 24,307.5 24,496.8 24,445.9 24,319.3 24,043.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 19 Grocery Retailers: Value Sales, Outlets and Selling Space: % Growth 2016-
2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales EUR million 1.7 2.9 15.3 
Outlets -1.8 -1.5 -7.1 
Selling Space '000 sq m -1.1 0.2 1.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 20 Sales in Grocery Retailers by Channel: Value 2016-2021 

 

EUR million 
 2016 2017 2018 2019 2020 2021 
 
-- Convenience Stores 967.9 996.4 1,056.2 1,107.3 1,180.0 1,159.9 
-- Discounters 9,152.3 9,109.4 8,953.4 9,114.6 9,883.9 10,230.3 
-- Forecourt Retailers 2,203.8 2,314.5 2,388.6 2,462.6 2,386.3 2,415.2 
-- Hypermarkets 12,038.4 13,514.4 13,446.9 13,472.1 13,565.0 13,762.0 
-- Supermarkets 53,384.3 55,563.0 58,230.0 59,918.7 63,573.7 64,590.9 
- Modern Grocery 77,746.7 81,497.7 84,075.1 86,075.3 90,588.9 92,158.3 
    Retailers       
- Traditional Grocery 21,666.6 21,449.9 21,192.5 20,836.5 22,065.9 22,465.2 
    Retailers       
Grocery Retailers 99,413.3 102,947.7 105,267.6 106,911.8 112,654.7 114,623.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 21 Sales in Grocery Retailers by Channel: % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
-- Convenience Stores -1.7 3.7 19.8 
-- Discounters 3.5 2.3 11.8 
-- Forecourt Retailers 1.2 1.8 9.6 
-- Hypermarkets 1.5 2.7 14.3 
-- Supermarkets 1.6 3.9 21.0 
- Modern Grocery Retailers 1.7 3.5 18.5 
- Traditional Grocery Retailers 1.8 0.7 3.7 
Grocery Retailers 1.7 2.9 15.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 22 Grocery Retailers Outlets by Channel: Units 2016-2021 

 

outlet 
 2016 2017 2018 2019 2020 2021 
 
-- Convenience Stores 1,492.0 1,531.0 1,588.0 1,652.0 1,695.0 1,693.0 
-- Discounters 3,888.0 3,830.0 3,675.0 3,601.0 3,451.0 3,340.0 
-- Forecourt Retailers 9,119.0 9,542.0 9,637.0 9,668.0 9,697.0 9,715.0 
-- Hypermarkets 442.0 452.0 446.0 445.0 441.0 431.0 
-- Supermarkets 14,659.0 14,879.0 15,444.0 15,620.0 16,144.0 16,257.0 
- Modern Grocery 29,600.0 30,234.0 30,790.0 30,986.0 31,428.0 31,436.0 
    Retailers       
- Traditional Grocery 117,792.0 117,203.0 116,031.0 113,826.0 108,021.0 105,537.0 
    Retailers       
Grocery Retailers 147,392.0 147,437.0 146,821.0 144,812.0 139,449.0 136,973.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 23 Grocery Retailers Outlets by Channel: % Unit Growth 2016-2021 

 

% unit growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
-- Convenience Stores -0.1 2.6 13.5 
-- Discounters -3.2 -3.0 -14.1 
-- Forecourt Retailers 0.2 1.3 6.5 
-- Hypermarkets -2.3 -0.5 -2.5 
-- Supermarkets 0.7 2.1 10.9 
- Modern Grocery Retailers 0.0 1.2 6.2 
- Traditional Grocery Retailers -2.3 -2.2 -10.4 
Grocery Retailers -1.8 -1.5 -7.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 24 Non-Grocery Specialists: Value Sales, Outlets and Selling Space 2016-2021 

 

 2016 2017 2018 2019 2020 2021 
 
Value sales EUR million 72,439.3 74,516.2 75,971.0 77,361.7 63,842.2 69,074.8 
Outlets 284,084.0 276,361.0 271,269.0 265,562.0 249,111.0 243,493.0 
Selling Space '000 sq m 43,664.0 42,161.8 41,046.9 39,857.1 37,264.1 36,149.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 25 Non-Grocery Specialists: Value Sales, Outlets and Selling Space: % Growth 
2016-2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales EUR million 8.2 -0.9 -4.6 
Outlets -2.3 -3.0 -14.3 
Selling Space '000 sq m -3.0 -3.7 -17.2 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 26 Sales in Non-Grocery Specialists by Channel: Value 2016-2021 

 

EUR million 
 2016 2017 2018 2019 2020 2021 
 
- Apparel and Footwear 18,362.1 18,729.3 18,935.3 19,162.5 11,248.4 12,407.0 
    Specialist Retailers       
- Electronics and 5,288.8 5,447.5 5,556.4 5,734.3 5,229.9 5,305.7 
    Appliance Specialist       
    Retailers       
- Health and Beauty 18,328.3 19,253.4 19,883.5 20,399.6 20,217.4 20,726.7 
    Specialist Retailers       
- Home and Garden 16,994.6 17,492.7 17,845.9 18,151.4 16,485.9 18,851.7 
    Specialist Retailers       
- Leisure and Personal 9,439.8 9,491.1 9,576.2 9,688.1 7,516.6 8,231.0 
    Goods Specialist       
    Retailers       
- Other Non-Grocery 4,025.7 4,102.2 4,173.6 4,225.7 3,143.9 3,552.7 
    Specialists       
Non-Grocery Specialists 72,439.3 74,516.2 75,971.0 77,361.7 63,842.2 69,074.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 27 Sales in Non-Grocery Specialists by Channel: % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
- Apparel and Footwear Specialist 10.3 -7.5 -32.4 
    Retailers    
- Electronics and Appliance Specialist 1.5 0.1 0.3 
    Retailers    
- Health and Beauty Specialist Retailers 2.5 2.5 13.1 
- Home and Garden Specialist Retailers 14.4 2.1 10.9 
- Leisure and Personal Goods 9.5 -2.7 -12.8 
    Specialist Retailers    
- Other Non-Grocery Specialists 13.0 -2.5 -11.8 
Non-Grocery Specialists 8.2 -0.9 -4.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 28 Non-Grocery Specialists Outlets by Channel: Units 2016-2021 

 

outlet 
 2016 2017 2018 2019 2020 2021 
 
- Apparel and Footwear 69,114.0 67,386.0 66,106.0 64,566.0 56,818.0 54,290.0 
    Specialist Retailers       
- Electronics and 8,881.0 8,703.0 8,572.0 8,385.0 8,185.0 7,819.0 
    Appliance Specialist       
    Retailers       
- Health and Beauty 39,329.0 38,869.0 38,528.0 37,963.0 37,122.0 36,661.0 
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    Specialist Retailers       
- Home and Garden 61,810.0 59,338.0 58,151.0 56,683.0 53,575.0 52,902.0 
    Specialist Retailers       
- Leisure and Personal 38,782.0 37,220.0 35,975.0 35,179.0 33,771.0 33,296.0 
    Goods Specialist       
    Retailers       
- Other Non-Grocery 66,168.0 64,845.0 63,937.0 62,786.0 59,640.0 58,525.0 
    Specialists       
Non-Grocery Specialists 284,084.0 276,361.0 271,269.0 265,562.0 249,111.0 243,493.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 29 Non-Grocery Specialists Outlets by Channel: % Unit Growth 2016-2021 

 

% unit growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
- Apparel and Footwear Specialist -4.4 -4.7 -21.4 
    Retailers    
- Electronics and Appliance Specialist -4.5 -2.5 -12.0 
    Retailers    
- Health and Beauty Specialist Retailers -1.2 -1.4 -6.8 
- Home and Garden Specialist Retailers -1.3 -3.1 -14.4 
- Leisure and Personal Goods -1.4 -3.0 -14.1 
    Specialist Retailers    
- Other Non-Grocery Specialists -1.9 -2.4 -11.6 
Non-Grocery Specialists -2.3 -3.0 -14.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 30 Mixed Retailers: Value Sales, Outlets and Selling Space 2016-2021 

 

 2016 2017 2018 2019 2020 2021 
 
Value sales EUR million 11,622.7 12,073.3 12,179.0 12,342.3 8,986.8 9,911.8 
Outlets 9,916.0 10,014.0 10,053.0 10,024.0 9,660.0 9,574.0 
Selling Space '000 sq m 3,497.8 3,510.3 3,489.6 3,427.5 3,311.2 3,300.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 31 Mixed Retailers: Value Sales, Outlets and Selling Space: % Growth 2016-2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales EUR million 10.3 -3.1 -14.7 
Outlets -0.9 -0.7 -3.4 
Selling Space '000 sq m -0.3 -1.2 -5.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 32 Sales in Mixed Retailers by Channel: Value 2016-2021 
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EUR million 
 2016 2017 2018 2019 2020 2021 
 
- Department Stores 8,618.3 9,007.4 9,041.1 9,118.0 6,236.0 6,900.3 
- Mass Merchandisers - - - - - - 
- Variety Stores 2,931.4 2,990.0 3,040.0 3,106.9 2,622.2 2,877.1 
- Warehouse Clubs 73.0 75.9 97.9 117.5 128.6 134.4 
Mixed Retailers 11,622.7 12,073.3 12,179.0 12,342.3 8,986.8 9,911.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 33 Sales in Mixed Retailers by Channel: % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
- Department Stores 10.7 -4.3 -19.9 
- Mass Merchandisers - - - 
- Variety Stores 9.7 -0.4 -1.9 
- Warehouse Clubs 4.5 13.0 84.1 
Mixed Retailers 10.3 -3.1 -14.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 34 Mixed Retailers Outlets by Channel: Units 2016-2021 

 

outlet 
 2016 2017 2018 2019 2020 2021 
 
- Department Stores 102.0 102.0 101.0 98.0 97.0 97.0 
- Mass Merchandisers - - - - - - 
- Variety Stores 9,812.0 9,910.0 9,950.0 9,923.0 9,560.0 9,474.0 
- Warehouse Clubs 2.0 2.0 2.0 3.0 3.0 3.0 
Mixed Retailers 9,916.0 10,014.0 10,053.0 10,024.0 9,660.0 9,574.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 35 Mixed Retailers Outlets by Channel: % Unit Growth 2016-2021 

 

% unit growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
- Department Stores 0.0 -1.0 -4.9 
- Mass Merchandisers - - - 
- Variety Stores -0.9 -0.7 -3.4 
- Warehouse Clubs 0.0 8.4 50.0 
Mixed Retailers -0.9 -0.7 -3.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 36 Retailing GBO Company Shares: % Value 2017-2021 
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% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Mercadona SA 10.4 10.7 11.0 11.9 11.7 
El Corte Inglés SA 5.7 5.7 5.6 4.6 4.8 
Carrefour SA 4.7 4.6 4.5 4.7 4.6 
Amazon.com Inc 0.8 1.0 1.6 2.5 3.1 
Schwarz Beteiligungs GmbH 1.8 1.9 2.0 2.3 2.3 
Eroski, Grupo 2.1 1.9 2.1 2.3 2.3 
Auchan Group SA 2.3 2.4 2.3 2.4 2.2 
Distribuidora 3.0 2.3 2.1 2.2 2.1 
    Internacional de      
    Alimentación (Dia) SA      
Inditex, Industria de 2.2 2.3 2.1 1.7 1.8 
    Diseño Textil SA      
Adeo Groupe 1.3 1.5 1.5 1.5 1.6 
Consum, Sociedad 1.2 1.2 1.3 1.5 1.4 
    Cooperativa Ltda      
Ceconomy AG 1.0 1.0 1.0 1.0 1.0 
Inter IKEA Systems BV 0.8 0.8 0.8 0.9 0.9 
Internationale Spar 0.7 0.8 0.8 0.9 0.8 
    Centrale BV      
Decathlon SA 0.9 0.8 0.8 0.7 0.8 
Alibaba Group Holding Ltd 0.1 0.2 0.4 0.6 0.7 
Bon Preu SA (Grupo) 0.6 0.6 0.6 0.7 0.7 
Associated British 0.7 0.7 0.7 0.6 0.6 
    Foods Plc      
Aldi Group 0.5 0.5 0.5 0.6 0.6 
Dinosol Supermercados 0.5 0.5 0.5 0.5 0.5 
    SL (Grupo)      
Others 58.8 58.6 57.7 56.1 55.5 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 37 Retailing GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
Mercadona Mercadona SA 10.7 11.0 11.9 11.7 
El Corte Inglés El Corte Inglés SA 4.6 4.5 3.5 3.8 
Carrefour Carrefour SA 3.3 3.3 3.4 3.3 
Lidl Schwarz Beteiligungs GmbH 1.9 2.0 2.3 2.3 
3rd Party Merchants Amazon.com Inc 0.6 1.1 1.7 2.1 
Alcampo Auchan Group SA 1.9 1.9 1.9 1.9 
Dia Distribuidora 2.0 1.8 2.0 1.9 
 Internacional de     
 Alimentación (Dia) SA     
Consum Consum, Sociedad 1.2 1.3 1.5 1.4 
 Cooperativa Ltda     
Leroy Merlin Adeo Groupe 1.1 1.1 1.1 1.1 
Zara Inditex, Industria de 1.1 1.1 1.0 1.0 
 Diseño Textil SA     
Media Markt/Saturn Ceconomy AG 1.0 1.0 1.0 1.0 
Eroski Eroski, Grupo 0.9 0.9 1.0 1.0 
Amazon Amazon.com Inc 0.3 0.5 0.8 1.0 
Carrefour Express Carrefour SA 0.8 0.8 0.9 0.9 
IKEA Inter IKEA Systems BV 0.8 0.8 0.9 0.9 
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Decathlon Decathlon SA 0.8 0.8 0.7 0.8 
3rd Party Merchants Alibaba Group Holding Ltd 0.2 0.4 0.6 0.7 
Eroski City Eroski, Grupo 0.6 0.7 0.7 0.7 
Primark Associated British 0.7 0.7 0.6 0.6 
 Foods Plc     
Aldi Aldi Group 0.5 0.5 0.6 0.6 
Others  64.7 63.7 62.0 61.3 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 38 Store-based Retailing GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Mercadona SA 11.1 11.5 11.9 13.3 13.2 
Carrefour SA 5.1 4.9 4.8 5.2 5.2 
El Corte Inglés SA 5.9 5.8 5.7 4.5 4.7 
Schwarz Beteiligungs GmbH 1.9 2.1 2.2 2.6 2.7 
Auchan Group SA 2.4 2.5 2.5 2.6 2.5 
Eroski, Grupo 2.2 2.0 2.2 2.5 2.4 
Distribuidora 3.2 2.5 2.3 2.5 2.4 
    Internacional de      
    Alimentación (Dia) SA      
Adeo Groupe 1.4 1.6 1.6 1.6 1.7 
Consum, Sociedad 1.2 1.3 1.4 1.7 1.7 
    Cooperativa Ltda      
Inditex, Industria de 2.1 2.2 2.0 1.3 1.4 
    Diseño Textil SA      
Ceconomy AG 1.0 1.0 1.0 1.0 1.0 
Internationale Spar 0.8 0.8 0.9 1.0 1.0 
    Centrale BV      
Inter IKEA Systems BV 0.8 0.9 0.9 0.9 0.9 
Bon Preu SA (Grupo) 0.6 0.7 0.7 0.8 0.8 
Decathlon SA 0.9 0.9 0.8 0.7 0.7 
Associated British 0.8 0.8 0.8 0.6 0.7 
    Foods Plc      
Aldi Group 0.5 0.5 0.6 0.6 0.7 
Dinosol Supermercados 0.5 0.5 0.5 0.6 0.6 
    SL (Grupo)      
Condis Supermercats SA 0.4 0.4 0.4 0.5 0.5 
Covirán SCA 0.4 0.4 0.4 0.5 0.5 
Others 56.7 56.7 56.4 55.1 55.0 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 39 Store-based Retailing GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
Mercadona Mercadona SA 11.5 11.9 13.3 13.2 
Carrefour Carrefour SA 3.6 3.5 3.8 3.7 
El Corte Inglés El Corte Inglés SA 4.6 4.6 3.3 3.5 
Lidl Schwarz Beteiligungs GmbH 2.1 2.2 2.6 2.7 
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Alcampo Auchan Group SA 2.1 2.0 2.2 2.1 
Dia Distribuidora 2.2 2.0 2.3 2.1 
 Internacional de     
 Alimentación (Dia) SA     
Consum Consum, Sociedad 1.3 1.4 1.7 1.7 
 Cooperativa Ltda     
Leroy Merlin Adeo Groupe 1.1 1.2 1.2 1.3 
Carrefour Express Carrefour SA 0.9 0.9 1.0 1.0 
Eroski Eroski, Grupo 0.9 1.0 1.1 1.0 
Media Markt/Saturn Ceconomy AG 1.0 1.0 1.0 1.0 
IKEA Inter IKEA Systems BV 0.9 0.9 0.9 0.9 
Eroski City Eroski, Grupo 0.6 0.7 0.8 0.8 
Zara Inditex, Industria de 1.1 1.0 0.7 0.8 
 Diseño Textil SA     
Decathlon Decathlon SA 0.9 0.8 0.7 0.7 
Primark Associated British 0.8 0.8 0.6 0.7 
 Foods Plc     
Aldi Aldi Group 0.5 0.6 0.6 0.7 
Hipercor El Corte Inglés SA 0.6 0.6 0.6 0.6 
Bonpreu Bon Preu SA (Grupo) 0.5 0.5 0.6 0.6 
Condis Condis Supermercats SA 0.4 0.4 0.5 0.5 
Others  62.4 61.9 60.6 60.4 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 40 Store-based Retailing LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Repsol (Repsol SA) Repsol YPF SA 3,130 3,090 3,035 2,954 
Dia Distribuidora 3,052 2,945 2,734 2,583 
 Internacional de     
 Alimentación (Dia) SA     
Supermercados Covirán Covirán SCA 2,229 2,144 2,144 2,147 
Mercadona Mercadona SA 1,636 1,626 1,621 1,622 
Clarel Distribuidora 1,202 1,192 1,071 1,064 
 Internacional de     
 Alimentación (Dia) SA     
Carrefour Express Centros Comerciales 766 780 796 948 
    (Carrefour SA) Carrefour SA     
Consum Consum, Sociedad 727 754 788 821 
 Cooperativa Ltda     
Spar Spar Española SA 712 769 788 793 
    (Internationale      
    Spar Centrale BV)      
Tien 21 (Euronics Sinersis Spain & Portugal 825 825 825 651 
    International Ltd)      
Lidl (Schwarz Lidl Supermercados SAU 565 595 629 641 
    Beteiligungs GmbH)      
Galp (Galp Energia Galp Energía España SA 510 510 610 610 
    SGPS SA)      
Opticalia Opticalia Global 605 605 600 577 
 Holding SA     
NaturHouse (Kiluva House Diet SLU 574 574 574 574 
    Grupo)      
Multiópticas Multiópticas SCL 600 600 600 544 
Eroski City Eroski, Grupo 471 519 519 536 
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Carlin Carlin Venta Directa SA 524 524 524 520 
Condis Condis Supermercats SA 359 436 436 490 
Supercor (El Corte Gespevesa SA 350 354 354 435 
    Inglés SA)      
The Phone House Phone House Spain SLU, 504 500 500 420 
    (Dixons Carphone Plc) The     
Milar (Euronics Sinersis Spain & Portugal 415 415 415 411 
    International Ltd)      
Others Others 408,387 400,641 378,657 370,699 
Total Total 428,143 420,398 398,220 390,040 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 41 Non-Store Retailing GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Amazon.com Inc 11.3 12.5 18.4 21.4 23.5 
El Corte Inglés SA 3.8 3.9 3.8 5.0 5.6 
Alibaba Group Holding Ltd 1.7 2.5 4.6 5.0 5.4 
Inditex, Industria de 3.4 3.7 3.7 4.5 4.8 
    Diseño Textil SA      
eBay Inc 2.4 2.3 2.7 3.1 3.1 
Pc Componentes y 2.1 2.3 2.4 2.6 2.7 
    Multimedia SL      
Vente-privee.com SAS 2.7 2.6 2.7 2.6 2.7 
Mercadona SA 1.3 1.6 1.6 1.7 1.8 
Eroski, Grupo 1.0 0.9 0.9 1.2 1.4 
Decathlon SA 0.6 0.7 0.7 1.1 1.2 
Ceconomy AG 0.8 0.8 0.9 0.9 1.0 
Vorwerk & Co KG 1.6 1.5 1.3 1.0 0.8 
Apple Inc 0.9 0.9 0.9 0.8 0.8 
Inter IKEA Systems BV - - 0.6 0.8 0.7 
Zalando SE 0.4 0.5 0.6 0.7 0.7 
H&M Hennes & Mauritz AB 0.4 0.5 0.5 0.6 0.6 
Carrefour SA 0.4 0.4 0.5 0.6 0.6 
Punto Fa SL (Mango) 0.4 0.5 0.5 0.6 0.6 
Auchan Group SA 0.5 0.5 0.5 0.6 0.5 
Nestlé SA 0.6 0.6 0.5 0.5 0.5 
Herbalife Ltd 0.6 - - - - 
Others 63.0 60.8 51.6 44.8 40.9 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 42 Non-Store Retailing GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
3rd Party Merchants Amazon.com Inc 8.2 12.5 14.7 16.1 
Amazon Amazon.com Inc 4.3 5.9 6.7 7.4 
El Corte Inglés El Corte Inglés SA 3.9 3.8 5.0 5.6 
3rd Party Merchants Alibaba Group Holding Ltd 2.5 4.6 5.0 5.4 
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3rd Party Merchants eBay Inc 2.3 2.7 3.1 3.1 
Zara Inditex, Industria de 2.2 2.1 2.6 2.7 
 Diseño Textil SA     
PcComponentes Pc Componentes y 2.3 2.4 2.6 2.7 
 Multimedia SL     
Mercadona Mercadona SA 1.6 1.6 1.7 1.8 
Decathlon Decathlon SA 0.7 0.7 1.1 1.2 
Vente-privee.com Vente-privee.com SAS 1.1 1.1 1.1 1.1 
Privalia Vente-privee.com SAS 1.0 1.0 1.0 1.0 
Media Markt/Saturn Ceconomy AG 0.8 0.9 0.9 1.0 
Eroski Eroski, Grupo 0.6 0.6 0.7 0.8 
Thermomix Vorwerk & Co KG 1.3 1.1 0.9 0.7 
IKEA Inter IKEA Systems BV - 0.6 0.8 0.7 
H&M H&M Hennes & Mauritz AB 0.5 0.5 0.6 0.6 
Carrefour Carrefour SA 0.4 0.5 0.6 0.6 
Mango Punto Fa SL (Mango) 0.5 0.5 0.6 0.6 
App Privalia Vente-privee.com SAS 0.5 0.6 0.5 0.6 
Zalando Zalando SE 0.4 0.6 0.5 0.6 
Others  64.9 55.7 49.3 45.6 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 43 Grocery Retailers GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Mercadona SA 20.4 21.1 21.9 21.9 22.3 
Carrefour SA 9.3 9.0 8.9 8.6 8.8 
Schwarz Beteiligungs GmbH 3.5 3.8 4.1 4.3 4.5 
Auchan Group SA 4.5 4.6 4.6 4.3 4.2 
Eroski, Grupo 3.8 3.6 4.0 4.0 3.9 
Distribuidora 5.7 4.4 3.9 4.0 3.9 
    Internacional de      
    Alimentación (Dia) SA      
Consum, Sociedad 2.3 2.4 2.6 2.7 2.8 
    Cooperativa Ltda      
El Corte Inglés SA 1.8 1.8 1.8 1.7 1.8 
Internationale Spar 1.5 1.5 1.6 1.6 1.7 
    Centrale BV      
Bon Preu SA (Grupo) 1.1 1.2 1.3 1.3 1.3 
Aldi Group 0.9 1.0 1.0 1.1 1.1 
Dinosol Supermercados 1.0 1.0 1.0 0.9 0.9 
    SL (Grupo)      
Condis Supermercats SA 0.8 0.8 0.8 0.8 0.8 
Covirán SCA 0.7 0.7 0.7 0.8 0.8 
Repsol SA 0.6 0.5 0.5 0.5 0.5 
E Leclerc 0.3 0.3 0.3 0.3 0.3 
Congelats Reunits SAU 0.1 0.1 0.2 0.2 0.2 
Nestlé SA 0.1 0.1 0.1 0.1 0.1 
Galp Energia SGPS SA 0.1 0.1 0.1 0.1 0.1 
Cepsa Estaciones de 0.1 0.0 0.0 0.0 0.0 
    Servicio SA      
Vilniaus Prekyba UAB 0.5 0.5 0.4 0.4 - 
Others 40.9 41.2 40.2 40.4 40.0 
Total 100.0 100.0 100.0 100.0 100.0 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 44 Grocery Retailers GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
Mercadona Mercadona SA 21.1 21.9 21.9 22.3 
Carrefour Carrefour SA 6.6 6.5 6.3 6.3 
Lidl Schwarz Beteiligungs GmbH 3.8 4.1 4.3 4.5 
Alcampo Auchan Group SA 3.8 3.8 3.6 3.6 
Dia Distribuidora 4.0 3.7 3.7 3.6 
 Internacional de     
 Alimentación (Dia) SA     
Consum Consum, Sociedad 2.4 2.6 2.7 2.8 
 Cooperativa Ltda     
Carrefour Express Carrefour SA 1.7 1.7 1.6 1.8 
Eroski Eroski, Grupo 1.6 1.8 1.8 1.7 
Eroski City Eroski, Grupo 1.2 1.3 1.3 1.3 
Aldi Aldi Group 1.0 1.0 1.1 1.1 
Hipercor El Corte Inglés SA 1.1 1.1 1.0 1.0 
Bonpreu Bon Preu SA (Grupo) 0.9 0.9 1.0 1.0 
Condis Condis Supermercats SA 0.8 0.8 0.8 0.8 
Spar Internationale Spar 0.7 0.7 0.7 0.7 
 Centrale BV     
Carrefour Market Carrefour SA 0.7 0.7 0.7 0.7 
Supercor El Corte Inglés SA 0.7 0.7 0.7 0.7 
Supermercados Covirán Covirán SCA 0.7 0.7 0.7 0.7 
Eurospar Internationale Spar 0.6 0.6 0.6 0.6 
 Centrale BV     
Eroski Center Eroski, Grupo 0.6 0.6 0.6 0.6 
Hiperdino Dinosol Supermercados 0.5 0.5 0.5 0.5 
 SL (Grupo)     
Supersol Vilniaus Prekyba UAB 0.5 0.4 0.4 - 
Others  45.0 43.9 43.9 43.5 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 45 Grocery Retailers LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Repsol (Repsol SA) Repsol YPF SA 3,130 3,090 3,035 2,954 
Dia Distribuidora 3,052 2,945 2,734 2,583 
 Internacional de     
 Alimentación (Dia) SA     
Supermercados Covirán Covirán SCA 2,229 2,144 2,144 2,147 
Mercadona Mercadona SA 1,636 1,626 1,621 1,622 
Carrefour Express Centros Comerciales 766 780 796 948 
    (Carrefour SA) Carrefour SA     
Consum Consum, Sociedad 727 754 788 821 
 Cooperativa Ltda     
Spar Spar Española SA 712 769 788 793 
    (Internationale      
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    Spar Centrale BV)      
Lidl (Schwarz Lidl Supermercados SAU 565 595 629 641 
    Beteiligungs GmbH)      
Galp (Galp Energia Galp Energía España SA 510 510 610 610 
    SGPS SA)      
Eroski City Eroski, Grupo 471 519 519 536 
Condis Condis Supermercats SA 359 436 436 490 
Supercor (El Corte Gespevesa SA 350 354 354 435 
    Inglés SA)      
Spar Express Spar Española SA 350 379 388 390 
    (Internationale      
    Spar Centrale BV)      
Aldi (Aldi Group) Aldi Supermercados SL 294 308 328 344 
Depaso (Cepsa Promotora de 383 344 340 315 
    Estaciones de Minimercados SA     
    Servicio SA)      
Disa-Shell Disa Peninsula SLU 330 322 319 310 
La Sirena Congelats Reunits SAU 243 254 262 262 
Eroski Eroski, Grupo 298 332 332 248 
Santiveri (Casa Santiveri SA 256 256 256 240 
    Santiveri SL)      
Nuevo Concepto Covirán SCA 136 223 223 223 
Others Others 130,024 127,872 122,547 120,061 
Total Total 146,821 144,812 139,449 136,973 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 46 Grocery Retailers LBN Brand Shares: Selling Space 2018-2021 

 

selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Mercadona Mercadona SA 2,303.8 2,386.6 2,435.8 2,444.5 
Carrefour Centros Comerciales 1,716.2 1,724.6 1,724.6 1,716.2 
    (Carrefour SA) Carrefour SA     
Dia Distribuidora 1,684.9 1,616.0 1,603.4 1,462.7 
 Internacional de     
 Alimentación (Dia) SA     
Lidl (Schwarz Lidl Supermercados SAU 609.3 641.6 709.2 724.7 
    Beteiligungs GmbH)      
Consum Consum, Sociedad 558.0 578.7 604.8 630.1 
 Cooperativa Ltda     
Carrefour Express Centros Comerciales 439.6 437.3 439.2 551.6 
    (Carrefour SA) Carrefour SA     
Hipercor El Corte Inglés SA 421.1 400.5 400.5 390.3 
Aldi (Aldi Group) Aldi Supermercados SL 308.6 323.3 344.3 361.1 
Eroski City Eroski, Grupo 315.6 347.7 347.7 357.8 
Supermercados Covirán Covirán SCA 323.5 311.2 311.2 311.8 
Eroski Eroski, Grupo 389.3 400.2 400.2 297.0 
Spar Spar Española SA 237.0 259.0 264.0 266.0 
    (Internationale      
    Spar Centrale BV)      
Condis Condis Supermercats SA 164.6 199.9 199.9 224.7 
Alcampo (Auchan Auchan Retail España SA 208.8 211.7 223.3 223.3 
    Group SA)      
Carrefour Market Centros Comerciales 189.0 196.1 196.1 209.0 
    (Carrefour SA) Carrefour SA     
Eurospar Spar Española SA 180.1 200.9 204.5 204.5 
    (Internationale      
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    Spar Centrale BV)      
Repsol (Repsol SA) Repsol YPF SA 201.9 199.3 195.8 190.5 
Eroski Center Eroski, Grupo 200.0 198.9 198.9 178.4 
Hiperdino Dinosol Supermercados 110.9 119.6 119.6 132.5 
 SL (Grupo)     
Esclat Bon Preu SA (Grupo) 111.3 114.4 114.4 118.7 
Supersol (Vilniaus Supersol Spain SLU 169.0 150.0 150.0 - 
    Prekyba UAB)      
Others Others 13,654.3 13,428.3 13,131.9 13,048.3 
Total Total 24,496.8 24,445.9 24,319.3 24,043.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 47 Non-Grocery Specialists GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Adeo Groupe 3.6 4.0 4.2 4.7 4.8 
Inditex, Industria de 5.3 5.5 5.0 3.8 3.9 
    Diseño Textil SA      
Ceconomy AG 2.6 2.7 2.7 2.9 2.8 
Inter IKEA Systems BV 2.2 2.2 2.2 2.5 2.5 
Decathlon SA 2.3 2.2 2.1 2.0 2.0 
Associated British 2.0 2.0 2.0 1.8 1.9 
    Foods Plc      
Euronics International 1.0 1.0 1.0 1.3 1.1 
    Ltd      
Cortefiel SA 1.0 1.0 1.0 0.8 0.8 
H&M Hennes & Mauritz AB 0.9 0.8 0.9 0.6 0.6 
Apple Inc 0.5 0.5 0.5 0.6 0.6 
Kingfisher Plc 0.5 0.5 0.5 0.5 0.6 
Druni SA 0.4 0.4 0.5 0.5 0.5 
S Tous SL 0.4 0.5 0.5 0.4 0.5 
Game Retail Ltd 0.4 0.4 0.4 0.4 0.4 
Fnac Darty SA 0.4 0.4 0.4 0.4 0.4 
Punto Fa SL (Mango) 0.5 0.5 0.5 0.4 0.4 
Bauhaus GmbH & Co KG 0.3 0.3 0.3 0.3 0.4 
Steinhoff International 0.3 0.3 0.3 0.3 0.3 
    Holdings Ltd      
Opticalia Global 0.3 0.3 0.3 0.3 0.3 
    Holding SA      
Rosa Crema SL 0.1 0.1 0.2 0.3 0.3 
Others 74.9 74.4 74.6 75.1 74.9 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 48 Non-Grocery Specialists GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
Leroy Merlin Adeo Groupe 2.9 3.0 3.4 3.5 
Media Markt/Saturn Ceconomy AG 2.7 2.7 2.9 2.8 
IKEA Inter IKEA Systems BV 2.2 2.2 2.5 2.5 
Zara Inditex, Industria de 2.7 2.5 2.1 2.2 
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 Diseño Textil SA     
Decathlon Decathlon SA 2.2 2.1 2.0 2.0 
Primark Associated British 2.0 2.0 1.8 1.9 
 Foods Plc     
Bricoman Adeo Groupe 1.1 1.1 1.3 1.3 
H&M H&M Hennes & Mauritz AB 0.8 0.8 0.6 0.6 
Apple Apple Inc 0.5 0.5 0.6 0.6 
Brico Dépôt Kingfisher Plc 0.5 0.5 0.5 0.6 
Tien 21 Euronics International Ltd 0.5 0.5 0.6 0.5 
Druni Druni SA 0.4 0.5 0.4 0.5 
Tous S Tous SL 0.5 0.5 0.4 0.5 
Milar Euronics International Ltd 0.3 0.3 0.4 0.4 
Game Game Retail Ltd 0.4 0.4 0.4 0.4 
Fnac Fnac Darty SA 0.4 0.4 0.4 0.4 
Mango Punto Fa SL (Mango) 0.5 0.5 0.4 0.4 
Bauhaus Bauhaus GmbH & Co KG 0.3 0.3 0.3 0.4 
Bershka Inditex, Industria de 0.6 0.5 0.4 0.4 
 Diseño Textil SA     
Conforama Steinhoff International 0.3 0.3 0.3 0.3 
 Holdings Ltd     
Others  78.4 78.4 78.2 78.0 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 49 Non-Grocery Specialists LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Clarel Distribuidora 1,202 1,192 1,071 1,064 
 Internacional de     
 Alimentación (Dia) SA     
Tien 21 (Euronics Sinersis Spain & Portugal 825 825 825 651 
    International Ltd)      
Opticalia Opticalia Global 605 605 600 577 
 Holding SA     
NaturHouse (Kiluva House Diet SLU 574 574 574 574 
    Grupo)      
Multiópticas Multiópticas SCL 600 600 600 544 
Carlin Carlin Venta Directa SA 524 524 524 520 
The Phone House Phone House Spain SLU, 504 500 500 420 
    (Dixons Carphone Plc) The     
Milar (Euronics Sinersis Spain & Portugal 415 415 415 411 
    International Ltd)      
Mango Punto Fa SL (Mango) 371 371 371 371 
Alain Afflelou Alain Afflelou España SA 341 344 344 344 
    (Alain Afflelou SA)      
Springfield Cortefiel SA 341 341 341 341 
Calzedonia Franchising Calzedonia 400 349 335 340 
    (Calzedonia SpA) España SA     
Druni Druni SA 262 305 319 315 
Intersport Inter Sport Sociedad 325 330 326 304 
    (Intersport Cooperativa Ltda     
    International Corp      
    (IIC) GmbH)      
Cortefiel/ Pedro Cortefiel SA 300 300 300 300 
    del Hierro      
Base Base Detall Sport SA 321 330 310 295 
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Juguettos Juguettos SA 257 264 275 275 
Euronics (Euronics Sinersis Spain & Portugal 226 226 226 271 
    International Ltd)      
General Óptica (De General Óptica SA 273 273 270 270 
    Rigo SpA)      
Douglas (Douglas Douglas Spain SA 322 318 304 269 
    Holding AG)      
Others Others 262,281 256,576 240,281 235,037 
Total Total 271,269 265,562 249,111 243,493 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 50 Non-Grocery Specialists LBN Brand Shares: Selling Space 2018-2021 

 

selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Leroy Merlin (Adeo Leroy Merlin España SL 940.0 999.1 976.9 969.6 
    Groupe)      
IKEA (Inter IKEA Ikea Ibérica SA 483.6 483.6 483.6 483.6 
    Systems BV)      
Decathlon Decathlon España SA 399.3 402.1 448.2 445.0 
    (Decathlon SA)      
Zara Inditex, Industria de 385.4 362.1 362.1 341.8 
 Diseño Textil SA     
Media Markt Media Markt Saturn 225.0 227.6 229.4 247.1 
    (Ceconomy AG) Administración España, SAU     
Mango Punto Fa SL (Mango) 230.0 230.0 230.0 230.0 
Bricomart (Adeo Bricolaje Bricoman SL 158.0 175.0 217.4 225.5 
    Groupe)      
Forum Eroski, Grupo 171.0 204.0 198.0 198.0 
Cortefiel/ Pedro Cortefiel SA 186.9 186.9 186.9 186.9 
    del Hierro      
Primark (Associated Primark Tiendas SLU 150.0 150.0 171.4 182.0 
    British Foods Plc)      
Clarel Distribuidora 196.0 197.0 194.6 181.7 
 Internacional de     
 Alimentación (Dia) SA     
H&M (H&M Hennes & Hennes & Mauritz SL 203.0 203.0 200.5 167.5 
    Mauritz AB)      
Brico Dépôt Euro Depot España SA 167.4 167.4 167.4 167.4 
    (Kingfisher Plc)      
Tien 21 (Euronics Sinersis Spain & Portugal 204.5 204.5 204.5 162.8 
    International Ltd)      
Toys "R" Us (Tru Toys "R" Us Iberia SA - 158.6 158.6 158.4 
    Kids Inc)      
Springfield Cortefiel SA 141.9 141.9 141.9 141.9 
Bauhaus (Bauhaus Hagalo SA 139.3 140.7 138.6 139.3 
    GmbH & Co KG)      
Juguettos Juguettos SA 114.4 118.8 123.8 123.8 
Milar (Euronics Sinersis Spain & Portugal 126.5 126.4 126.4 123.3 
    International Ltd)      
Intersport Inter Sport Sociedad 130.0 132.0 130.4 121.3 
    (Intersport Cooperativa Ltda     
    International Corp      
    (IIC) GmbH)      
Toys "R" Us (Toys Toys "R" Us Iberia SA 191.0 - - - 
    "R" Us Inc)      
Others Others 36,103.7 34,846.4 32,173.5 31,153.2 
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Total Total 41,046.9 39,857.1 37,264.1 36,149.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 51 Mixed Retailers GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
El Corte Inglés SA 74.1 73.8 73.5 69.0 69.2 
Costco Wholesale Corp 0.6 0.8 1.0 1.4 1.4 
Clave Denia SA 0.7 0.8 1.0 1.3 1.3 
Zebra A/S 0.7 0.7 0.7 0.7 0.7 
Steinhoff International 0.2 0.2 0.2 0.4 0.6 
    Holdings Ltd      
Dunnes Stores Ltd 0.4 0.4 0.3 0.3 0.3 
Ryohin Keikaku Co Ltd 0.1 0.1 0.1 0.1 0.1 
Marks & Spencer Plc 0.1 0.1 0.1 0.1 0.1 
Poundland Group Plc - - - - - 
Others 23.2 23.1 23.2 26.6 26.3 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 52 Mixed Retailers GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
El Corte Inglés El Corte Inglés SA 73.8 73.5 69.0 69.2 
Costco Costco Wholesale Corp 0.8 1.0 1.4 1.4 
Ale-Hop Clave Denia SA 0.8 1.0 1.3 1.3 
Flying Tiger Zebra A/S 0.7 0.7 0.7 0.7 
    Copenhagen      
Dealz Steinhoff International 0.2 0.2 0.4 0.6 
 Holdings Ltd     
Dunnes Stores Dunnes Stores Ltd 0.4 0.3 0.3 0.3 
MUJI Ryohin Keikaku Co Ltd 0.1 0.1 0.1 0.1 
Marks & Spencer Marks & Spencer Plc 0.1 0.1 0.1 0.1 
Dealz Poundland Group Plc - - - - 
Tiger Zebra A/S - - - - 
Others  23.1 23.2 26.6 26.3 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 53 Mixed Retailers LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Ale-Hop Clave Denia SA 155 177 196 196 
Flying Tiger Zebra A/S 127 128 127 127 
    Copenhagen      
El Corte Inglés El Corte Inglés SA 91 88 85 85 
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Dealz (Steinhoff Dealz España SL 16 28 30 56 
    International      
    Holdings Ltd)      
Marks & Spencer Marks & Spencer Plc 5 5 7 7 
Dunnes Stores Dunnes Stores Andalucia 5 5 5 5 
    (Dunnes Stores Ltd) SA     
MUJI Ryohin Keikaku Co Ltd 5 5 5 4 
Costco (Costco Costco Wholesale Spain SL 2 3 3 3 
    Wholesale Corp)      
Dealz (Poundland Dealz España SL - - - - 
    Group Plc)      
Tiger Zebra A/S - - - - 
Others Others 9,647 9,585 9,202 9,091 
Total Total 10,053 10,024 9,660 9,574 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 54 Mixed Retailers LBN Brand Shares: Selling Space 2018-2021 

 

selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
El Corte Inglés El Corte Inglés SA 2,174.9 2,103.2 2,031.5 2,031.5 
Ale-Hop Clave Denia SA 49.6 56.6 62.7 62.7 
Dealz (Steinhoff Dealz España SL 12.2 21.2 22.8 42.4 
    International      
    Holdings Ltd)      
Costco (Costco Costco Wholesale Spain SL 26.0 39.0 39.0 39.0 
    Wholesale Corp)      
Flying Tiger Zebra A/S 37.2 37.5 37.2 37.2 
    Copenhagen      
Dunnes Stores Dunnes Stores Andalucia 13.2 13.2 13.2 13.2 
    (Dunnes Stores Ltd) SA     
Marks & Spencer Marks & Spencer Plc 4.5 4.5 6.3 6.3 
MUJI Ryohin Keikaku Co Ltd 1.9 1.9 1.9 1.5 
Dealz (Poundland Dealz España SL - - - - 
    Group Plc)      
Tiger Zebra A/S - - - - 
Others Others 1,170.1 1,150.4 1,096.6 1,066.4 
Total Total 3,489.6 3,427.5 3,311.2 3,300.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 55 Forecast Sales in Retailing by Store-based vs Non-Store: Value 2021-2026 

 

EUR million 
 2021 2022 2023 2024 2025 2026 
 
Store-Based Retailing 193,610.2 197,242.8 199,703.6 201,493.8 202,589.5 203,299.4 
Non-Store Retailing 29,613.1 32,255.3 34,843.2 37,365.4 39,244.0 40,711.8 
Retailing 223,223.3 229,498.1 234,546.7 238,859.2 241,833.5 244,011.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms. 
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Table 56 Forecast Sales in Retailing by Store-based vs Non-Store: % Value Growth 
2021-2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Store-Based Retailing 1.9 1.0 5.0 
Non-Store Retailing 8.9 6.6 37.5 
Retailing 2.8 1.8 9.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 57 Forecast Sales in Store-based Retailing by Channel: Value 2021-2026 

 

EUR million 
 2021 2022 2023 2024 2025 2026 
 
Grocery Retailers 114,623.6 115,585.1 116,188.4 116,648.4 116,813.8 116,762.3 
Non-Grocery Specialists 69,074.8 71,296.4 72,923.2 74,091.8 74,961.6 75,688.0 
Mixed Retailers 9,911.8 10,361.3 10,592.0 10,753.5 10,814.1 10,849.1 
Luxury Retailing 507.9 - - - - - 
Off-Price Retailing - - - - - - 
Store-Based Retailing 193,610.2 197,242.8 199,703.6 201,493.8 202,589.5 203,299.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Forecast value data in constant terms. 
Note 2: Luxury retailing not included in store-based retailing total to avoid double counting as luxury retailing is a 

duplicate category already accounted for within non-grocery specialists and mixed retailers. 
Note 3: Off-price retailing not included in store-based retailing total to avoid double counting as off-price retailing 

is a duplicate category already accounted for within apparel and footwear specialists and department 
stores. 

Note 4: No forecast data available for luxury and off-price retailing. 

 

 

Table 58 Forecast Sales in Store-based Retailing by Channel: % Value Growth 2021-
2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Grocery Retailers 0.8 0.4 1.9 
Non-Grocery Specialists 3.2 1.8 9.6 
Mixed Retailers 4.5 1.8 9.5 
Luxury Retailing - - - 
Off-Price Retailing - - - 
Store-Based Retailing 1.9 1.0 5.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Luxury retailing not included in store-based retailing total to avoid double counting as luxury retailing is a 
duplicate category already accounted for within non-grocery specialists and mixed retailers. 

Note 2: Off-price retailing not included in store-based retailing total to avoid double counting as off-price retailing 
is a duplicate category already accounted for within apparel and footwear specialists and department 
stores. 

Note 3: No forecast data available for luxury and off-price retailing. 

 

 

Table 59 Forecast Store-based Retailing Outlets by Channel: Units 2021-2026 
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outlet 
 2021 2022 2023 2024 2025 2026 
 
Grocery Retailers 136,973.0 134,768.0 132,694.0 130,694.0 128,876.0 127,243.0 
Non-Grocery Specialists 243,493.0 241,331.0 239,847.0 238,882.0 238,295.0 237,927.0 
Mixed Retailers 9,574.0 9,518.0 9,481.0 9,455.0 9,438.0 9,431.0 
Luxury Retailing 391.0 - - - - - 
Off-Price Retailing - - - - - - 
Store-Based Retailing 390,040.0 385,617.0 382,022.0 379,031.0 376,609.0 374,601.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Luxury retailing not included in store-based retailing total to avoid double counting as luxury retailing is a 
duplicate category already accounted for within non-grocery specialists and mixed retailers. 

Note 2: Off-price retailing not included in store-based retailing total to avoid double counting as off-price retailing 
is a duplicate category already accounted for within apparel and footwear specialists and department 
stores. 

Note 3: No forecast data available for luxury and off-price retailing. 

 

 

Table 60 Forecast Store-Based Retailing Outlets by Channel: % Unit Growth 2021-2026 

 

% unit growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Grocery Retailers -1.6 -1.5 -7.1 
Non-Grocery Specialists -0.9 -0.5 -2.3 
Mixed Retailers -0.6 -0.3 -1.5 
Luxury Retailing - - - 
Off-Price Retailing - - - 
Store-Based Retailing -1.1 -0.8 -4.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Luxury retailing not included in store-based retailing total to avoid double counting as luxury retailing is a 
duplicate category already accounted for within non-grocery specialists and mixed retailers. 

Note 2: Off-price retailing not included in store-based retailing total to avoid double counting as off-price retailing 
is a duplicate category already accounted for within apparel and footwear specialists and department 
stores. 

Note 3: No forecast data available for luxury and off-price retailing. 

 

 

Table 61 Forecast Sales in Non-Store Retailing by Channel: Value 2021-2026 

 

EUR million 
 2021 2022 2023 2024 2025 2026 
 
Direct Selling 853.7 865.6 876.1 884.9 892.8 893.7 
Homeshopping 492.1 478.6 462.7 452.5 445.8 440.5 
Vending 3,830.2 3,800.0 3,763.5 3,711.5 3,649.9 3,580.6 
E-Commerce (Goods) 24,437.1 27,111.1 29,740.9 32,316.5 34,255.4 35,796.9 
Non-Store Retailing 29,613.1 32,255.3 34,843.2 37,365.4 39,244.0 40,711.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Forecast value data in constant terms. 
Note 2: Vending data captures vending systems installed in public and semi-captive environments only. For 

further details refer to definitions. 
Note 3: Mobile e-commerce (goods) not included in non-store retailing total to avoid double counting as this 

category is already accounted for within e-commerce (goods). 

 

 

Table 62 Forecast Sales in Non-Store Retailing by Channel: % Value Growth 2021-2026 
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% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Direct Selling 1.4 0.9 4.7 
Homeshopping -2.7 -2.2 -10.5 
Vending -0.8 -1.3 -6.5 
E-Commerce (Goods) 10.9 7.9 46.5 
Non-Store Retailing 8.9 6.6 37.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

Note 2: Mobile e-commerce (goods) not included in non-store retailing total to avoid double counting as this 
category is already accounted for within e-commerce (goods). 

 

 

Table 63 Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space 2021-2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales EUR million 114,623.6 115,585.1 116,188.4 116,648.4 116,813.8 116,762.3 
Outlets 136,973.0 134,768.0 132,694.0 130,694.0 128,876.0 127,243.0 
Selling Space '000 sq m 24,043.6 23,625.3 23,404.1 23,157.0 22,909.0 22,670.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms. 

 

 

Table 64 Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space: % Growth 
2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales EUR million 0.8 0.4 1.9 
Outlets -1.6 -1.5 -7.1 
Selling Space '000 sq m -1.7 -1.2 -5.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms. 

 

 

Table 65 Forecast Sales in Grocery Retailers by Channel: Value 2021-2026 

 

EUR million 
 2021 2022 2023 2024 2025 2026 
 
-- Convenience Stores 1,159.9 1,171.9 1,191.0 1,205.6 1,217.6 1,228.0 
-- Discounters 10,230.3 10,508.1 10,681.5 10,788.3 10,874.6 10,939.8 
-- Forecourt Retailers 2,415.2 2,451.4 2,474.7 2,488.5 2,499.5 2,507.2 
-- Hypermarkets 13,762.0 14,002.7 14,188.9 14,332.2 14,456.9 14,503.1 
-- Supermarkets 64,590.9 65,430.6 66,019.5 66,514.6 66,727.5 66,800.9 
- Modern Grocery 92,158.3 93,564.7 94,555.5 95,329.2 95,776.1 95,979.1 
    Retailers       
- Traditional Grocery 22,465.2 22,020.4 21,632.9 21,319.2 21,037.8 20,783.2 
    Retailers       
Grocery Retailers 114,623.6 115,585.1 116,188.4 116,648.4 116,813.8 116,762.3 
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Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms. 

 

 

Table 66 Forecast Sales in Grocery Retailers by Channel: % Value Growth 2021-2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
-- Convenience Stores 1.0 1.1 5.9 
-- Discounters 2.7 1.4 6.9 
-- Forecourt Retailers 1.5 0.8 3.8 
-- Hypermarkets 1.7 1.1 5.4 
-- Supermarkets 1.3 0.7 3.4 
- Modern Grocery Retailers 1.5 0.8 4.1 
- Traditional Grocery Retailers -2.0 -1.5 -7.5 
Grocery Retailers 0.8 0.4 1.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms. 

 

 

Table 67 Forecast Grocery Retailers Outlets by Channel: Units 2021-2026 

 

outlet 
 2021 2022 2023 2024 2025 2026 
 
-- Convenience Stores 1,693.0 1,703.0 1,709.0 1,707.0 1,699.0 1,690.0 
-- Discounters 3,340.0 3,255.0 3,197.0 3,150.0 3,116.0 3,088.0 
-- Forecourt Retailers 9,715.0 9,735.0 9,748.0 9,756.0 9,761.0 9,741.0 
-- Hypermarkets 431.0 430.0 428.0 426.0 424.0 422.0 
-- Supermarkets 16,257.0 16,324.0 16,357.0 16,324.0 16,234.0 16,125.0 
- Modern Grocery 31,436.0 31,447.0 31,439.0 31,363.0 31,234.0 31,066.0 
    Retailers       
- Traditional Grocery 105,537.0 103,321.0 101,255.0 99,331.0 97,642.0 96,177.0 
    Retailers       
Grocery Retailers 136,973.0 134,768.0 132,694.0 130,694.0 128,876.0 127,243.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 68 Forecast Grocery Retailers Outlets by Channel: % Unit Growth 2021-2026 

 

% unit growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
-- Convenience Stores 0.6 0.0 -0.2 
-- Discounters -2.5 -1.6 -7.5 
-- Forecourt Retailers 0.2 0.1 0.3 
-- Hypermarkets -0.2 -0.4 -2.1 
-- Supermarkets 0.4 -0.2 -0.8 
- Modern Grocery Retailers 0.0 -0.2 -1.2 
- Traditional Grocery Retailers -2.1 -1.8 -8.9 
Grocery Retailers -1.6 -1.5 -7.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 69 Non-Grocery Specialists Forecasts: Value Sales, Outlets and Selling Space 
2021-2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales EUR million 69,074.8 71,296.4 72,923.2 74,091.8 74,961.6 75,688.0 
Outlets 243,493.0 241,331.0 239,847.0 238,882.0 238,295.0 237,927.0 
Selling Space '000 sq m 36,149.9 35,778.5 35,361.1 35,149.2 34,855.2 34,775.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note: Forecast value data in constant terms. 

 

 

Table 70 Non-Grocery Specialists Forecasts: Value Sales, Outlets and Selling Space: % 
Growth 2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales EUR million 3.2 1.8 9.6 
Outlets -0.9 -0.5 -2.3 
Selling Space '000 sq m -1.0 -0.8 -3.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note: Forecast value data in constant terms. 

 

 

Table 71 Forecast Sales in Non-Grocery Specialists by Channel: Value 2021-2026 

 

EUR million 
 2021 2022 2023 2024 2025 2026 
 
- Apparel and Footwear 12,407.0 12,878.5 13,251.9 13,556.7 13,800.8 14,021.6 
    Specialist Retailers       
- Electronics and 5,305.7 5,488.8 5,568.4 5,632.4 5,685.9 5,723.5 
    Appliance Specialist       
    Retailers       
- Health and Beauty 20,726.7 21,121.3 21,420.0 21,676.4 21,923.2 22,181.2 
    Specialist Retailers       
- Home and Garden 18,851.7 19,232.8 19,528.7 19,740.6 19,860.2 19,916.6 
    Specialist Retailers       
- Leisure and Personal 8,231.0 8,752.4 9,109.3 9,362.9 9,519.2 9,635.3 
    Goods Specialist       
    Retailers       
- Other Non-Grocery 3,552.7 3,822.7 4,044.8 4,122.8 4,172.3 4,209.8 
    Specialists       
Non-Grocery Specialists 69,074.8 71,296.4 72,923.2 74,091.8 74,961.6 75,688.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms. 

 

 

Table 72 Forecast Sales in Non-Grocery Specialists by Channel: % Value Growth 2021-
2026 

 

% constant value growth, retail value rsp excl sales tax 
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 2021/2022 2021-26 CAGR 2021/26 Total 
 
- Apparel and Footwear Specialist 3.8 2.5 13.0 
    Retailers    
- Electronics and Appliance Specialist 3.4 1.5 7.9 
    Retailers    
- Health and Beauty Specialist Retailers 1.9 1.4 7.0 
- Home and Garden Specialist Retailers 2.0 1.1 5.6 
- Leisure and Personal Goods 6.3 3.2 17.1 
    Specialist Retailers    
- Other Non-Grocery Specialists 7.6 3.5 18.5 
Non-Grocery Specialists 3.2 1.8 9.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 73 Forecast Non-Grocery Specialists Outlets by Channel: Units 2021-2026 

 

outlet 
 2021 2022 2023 2024 2025 2026 
 
- Apparel and Footwear 54,290.0 53,693.0 53,231.0 52,874.0 52,636.0 52,452.0 
    Specialist Retailers       
- Electronics and 7,819.0 7,783.0 7,760.0 7,743.0 7,728.0 7,720.0 
    Appliance Specialist       
    Retailers       
- Health and Beauty 36,661.0 36,320.0 36,038.0 35,876.0 35,789.0 35,737.0 
    Specialist Retailers       
- Home and Garden 52,902.0 52,428.0 52,108.0 51,950.0 51,848.0 51,796.0 
    Specialist Retailers       
- Leisure and Personal 33,296.0 32,962.0 32,798.0 32,701.0 32,637.0 32,588.0 
    Goods Specialist       
    Retailers       
- Other Non-Grocery 58,525.0 58,145.0 57,912.0 57,738.0 57,657.0 57,634.0 
    Specialists       
Non-Grocery Specialists 243,493.0 241,331.0 239,847.0 238,882.0 238,295.0 237,927.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 74 Forecast Non-Grocery Specialists Outlets by Channel: % Unit Growth 2021-
2026 

 

% unit growth  
 2021/22 2021-26 CAGR 2021/26 Total 
 
- Apparel and Footwear Specialist -1.1 -0.7 -3.4 
    Retailers    
- Electronics and Appliance Specialist -0.5 -0.3 -1.3 
    Retailers    
- Health and Beauty Specialist Retailers -0.9 -0.5 -2.5 
- Home and Garden Specialist Retailers -0.9 -0.4 -2.1 
- Leisure and Personal Goods -1.0 -0.4 -2.1 
    Specialist Retailers    
- Other Non-Grocery Specialists -0.6 -0.3 -1.5 
Non-Grocery Specialists -0.9 -0.5 -2.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 75 Mixed Retailers Forecasts: Value Sales, Outlets and Selling Space 2021-2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales EUR million 9,911.8 10,361.3 10,592.0 10,753.5 10,814.1 10,849.1 
Outlets 9,574.0 9,518.0 9,481.0 9,455.0 9,438.0 9,431.0 
Selling Space '000 sq m 3,300.2 3,313.7 3,315.9 3,368.5 3,387.4 3,407.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 76 Mixed Retailers Forecasts: Value Sales, Outlets and Selling Space: % Growth 
2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales EUR million 4.5 1.8 9.5 
Outlets -0.6 -0.3 -1.5 
Selling Space '000 sq m 0.4 0.6 3.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 77 Forecast Sales in Mixed Retailers by Channel: Value 2021-2026 

 

EUR million 
 2021 2022 2023 2024 2025 2026 
 
- Department Stores 6,900.3 7,190.8 7,360.5 7,491.5 7,536.5 7,561.4 
- Mass Merchandisers - - - - - - 
- Variety Stores 2,877.1 3,031.8 3,089.1 3,116.9 3,131.0 3,140.4 
- Warehouse Clubs 134.4 138.6 142.3 145.0 146.6 147.4 
Mixed Retailers 9,911.8 10,361.3 10,592.0 10,753.5 10,814.1 10,849.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 78 Forecast Sales in Mixed Retailers by Channel: % Value Growth 2021-2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
- Department Stores 4.2 1.8 9.6 
- Mass Merchandisers - - - 
- Variety Stores 5.4 1.8 9.2 
- Warehouse Clubs 3.1 1.9 9.6 
Mixed Retailers 4.5 1.8 9.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms. 
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Table 79 Forecast Mixed Retailers Outlets by Channel: Units 2021-2026 

 

outlet 
 2021 2022 2023 2024 2025 2026 
 
- Department Stores 97.0 98.0 98.0 100.0 101.0 102.0 
- Mass Merchandisers - - - - - - 
- Variety Stores 9,474.0 9,417.0 9,379.0 9,351.0 9,333.0 9,325.0 
- Warehouse Clubs 3.0 3.0 4.0 4.0 4.0 4.0 
Mixed Retailers 9,574.0 9,518.0 9,481.0 9,455.0 9,438.0 9,431.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 80 Forecast Mixed Retailers Outlets by Channel: % Unit Growth 2021-2026 

 

% unit growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
- Department Stores 1.0 1.0 5.2 
- Mass Merchandisers - - - 
- Variety Stores -0.6 -0.3 -1.6 
- Warehouse Clubs 0.0 5.9 33.3 
Mixed Retailers -0.6 -0.3 -1.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

 

DISCLAIMER 
Forecast closing date: 17 January 2022 

Report closing date: 9 February 2022  

Analysis and data in this report consider consumer behaviour and market performance in 

2021 and beyond as of the dates above. For the very latest insight on this industry and 

consumer behaviour, at both global and national level, readers can access strategic analysis 

and updates on www.euromonitor.com and via the Passport system, where new content is 

being added on a systematic basis. 

 

 

SOURCES 
Sources used during research include the following: 

 

Summary 2 Research Sources 

Official Sources Eurostat 

 INE (Instituto Nacional de Estadística) 

 Instituto Nacional de Estadística 

 ONTSI 

Trade Associations ADFB - association bricolage 

 AEO 
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 Ametic 

 ANEDA (Asociación Nacional Española de 

Distribuidores Automáticos) 

 Anieme 

 Asociación Catalana de Vending (ACV) 

 Asociacion comercio Textil y complementos 

(ACOTEX) 

 Asociación de creadores de moda españoles 

(ACME) 

 Asociación de Distribuidores de Ferretería y 

Bricolage 

 Asociación de proveedores de vending 

 Asociación de Vending de Euskadi (EVE) 

 Asociación de Venta Directa (AVD) 

 Asociación Empresarial del Comercio Textil, 

Complementos & Piel 

 Asociacion española de centros comerciales 
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