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INTRODUCTION

Scope
Key findin gs

OVERVIEW

Companies at a glance
Walmart leads the global retailing market
Diverse approaches to M&A among market leaders
Carrefour stands out as others find it difficult to grow beyond their core geographies
To avoid localisation costs, companies focus on their main brands and standardised approach

STRATEGIES

Value for money remains the most important purchase attribute for consumers
The COVID-19 pandemic accelerates discounters’ development
Half of global discounters' value covered by Lidl and Aldi
Stores will continue to evolve to meet consumer experience expectations
International brands provide consumers with new experiences
Driven by digital shifts, omnichannel becomes must-have
Companies expand omnichannel presence across the globe
Consumers prefer quick commerce convenience, but businesses face sustainability issues
Impulse purchases are increasingly driven by quick delivery options
Sustainability is a must, but retailers still have room for development
Definition of sustainability has widened for businesses during pandemic
Sustainable solutions as a response to growing consumers’ concern

CONCLUSIONS

Prospects : Online retailers will take over
Key takeaways
About Euromonitor’s Syndicated Channels Research
About Euromonitor’s Consulting Innovation Practice

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/competitor-strategies-in-retailing/report.


