SUPPLY CHAIN

Zmény v ¢eském obchodé

- nic prekvapivého

Vyvoj ¢eského obchodu a zmény v oblasti retailu (maloohchodu) v souc¢asnosti odpovidaji evrop-
skym resp. svétovym trendiim. Nejde tedy o zmény prekvapivé, naopak svédci o dosazeném

stupni rozvoje ceského retailu se vSemi pozitivnimi i negativnimi projevy a diisledky.

PokraCuje trzni dominance, ktera se projevuje mi;.
i rozhodujicim vlivem retailingovych firem na do-
davatele, resp. na vyrobu, a trvalym posilovanim je-
jich nakupniho potencialu. V ¢eském maloobchodé
je tato dominance umocriovana pokracujicim
rlistem nejvétsich firem.

Ve strukture maloobchodu pokracovaly byt
trzbach skupinou firem se 100 a vice zaméstnanci,
kde dominuji svymi vykony nadnarodni spolecnosti
(viz tabulka 1). Uvedenych 46,5 % trZzeb Slo v ma-
loobchodé na vrub velkych 205 podnikd, zatimco
53,5 % ve skupiné podnik(i do 99 zaméstnancii na
vrub cca 131 000 podniki. Ve velkoobchodg jde
29 % trzeb na vrub 236 z 58 tisic aktivnich pod-
nikatelskych subjektii v této Cinnosti. Navic, na
rozdil od maloobchodu, skupina malych velkoob-
chodnich firem mirné posiluje.

Pravé v uplynulych tfech letech zaznamenal ¢esky
maloobchod (detail) viditelné promény charakteri-
stické jednoznacné pro vyspély trh - dosavadni
ustalenad podoba Spicky ¢eského obchodu doznala
zmén: z Ceského trhu zmizel vyznamny hrac
v oblasti hypermarketii - Carrefour, dlouhodobé
a o prizen zakaznikil nelispésné bojujici  Julius
Meinl, &i stFizlivé uvazujici Edeka. Nakonec se k od-

Doc. Ing. Petr Cimler, CSc.

chodu odhodlala i Delvita, ktera po dlouhych letech
plsobeni nedokazala v konkurenci vyprofilovat své
supermarkety proti hypermarketiim a diskontnim
prodejnam. O prodejny a trzni podily uvedenych
firem se podélili obdobné vyznamni hraci na Spici
Ceského retailu - zejména Tesco - prevzetim hy-
permarketl Carrefour a supermarketii Edeka,
Ahold - prevzetim supermarketl J. Meinl a REWE
(Bila) - prevzetim supermarketli Delvita, ktefi tim
jesté posilili své pozice a zvysili podily na trhu. Pred
nékolika tydny prevzala skupina REWE (Fetézec
Penny Market) diskontni prodejny retézce Plus

Tab. 1 Podily velikostnich kategorii podnik(i maloobchodu a velkoobchodu podle trzeb
Table no. 1 Shares of revenues of size categories of retail/wholesale companies

Kategorie podnik(

(podle poctu zaméstnancil) 2005 2006 2007

Company category % podil % podil % podil

(by number employees) % share % share % share

maloobchod celkem 100,0 100,0 100,0
retail 0-99 56,5 541 535
100 a vice 435 459 46,5

velkoobchod celkem/total 100,0 100,0 100,0
holesal 0-99 69,1 69,5 71,2
hotesaie 100 a vice 309 305 2838

Pramen/Source: Mag Consulting podle CSU

Tab. 3 Vyuzivani prodejen v nakupnim centru zakazniky hypermarketu ( % zakaznikii)
Table no. 3 Use of stores in a shopping centre by hypermarket customers ( % of customers)

. . , Tesco Hypernova
nakup/shopping/hypermarket Tesco Rokycanska Borska pole Olympia
Spojeny nakup
Shopping in both 673 679 81,2
Nakup pouze v hypermarketu
Shoping only in hypermarket 32,7 321 18,8

Pramen: Cimler, P. Analyza chovani zakaznikii v plzefiskych hypermarketech. Vyzkumna zprava KMO ZCU v Plzni, Plzeii 2008
Source: Cimler, P, Analysis of Consumer Buying Behaviour in Pilsen Hypermarkets. Research report of the Department of Marketing
and Trade of the University of Western Bohemia in Pilsen, Pilsen 2008
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Diskont ze skupiny Tengelman. Odchod zminénych
firem z Ceského trhu nelze vSak vnimat izolované.
Nadnarodni spolecnosti, pohybuijici se na globalizo-
vaném trhu, mohou totiz reagovat i takto na své
problémy na opa¢ném konci svéta, stejné jako je-
jich stagnace a nenaplnéna ocekavani na ceském
trhu mliZe prinutit centraly ke staZeni z CR.

Tabulka 2 ukazuje na Spicku ¢eského retailu - TOP
50 dle trzeb. Z prehledu je ziejma pretrvavajici
resp. prohlubuijici se zasadni disproporce jiz v této
Spicce - zatimco prvni firmy vykazuji trzby pre-
sahujici 40 mld.KE, posledni v této padesatce jiz jen
cca 1 mld. Navic ale jde jen o zlomek z cca 220 tisic
aktivnich podnikatelskych subjektil v odvétvi
Ceského obchodu. Vydéluje se tak skupina nékolika
malo retézcl, které budou hrat v ¢eském obchodé
rozhoduijici roli.

V oblasti nepotravinarského sortimentu posiluji
zejména ty prodejny, které jsou lokalizovany v ramci
schopping center a nakupnich zon. V oblasti elektro
sortimentu dominuje pétice HP Tronic (Elektro
Proton), Fast (Planeo), Electroworld, Datart, Okay,
v oblasti hobby OBI, Baumax, Hornbach, Mount-
field a Bauhaus, v nabytku IKEA, Asko nabytek,
Skonto nabytek a Kika. V sortimentu odivani se
trzby soustreduji do prodejen firmy Bata, C&A,
New Yorkem, H&M, Deichmann resp. zasilkového
obchodu Quelle. Drogistickému sortimentu vévodi
prodejny Family P. K. Solventu nasledované prode-
jnami Schlecker resp. Rossmann. Ostatni je ziejmé
z tabulky.

Z vyzkumu nakupniho chovani zakazniki
v plzenskych hypermarketech (specificky vyzkum
katedry marketingu, obchodu a sluzeb ZCU v Plzni)
vyplyva, Ze pravé v nejvétsich obchodnich centrech
roste i podil zakaznik(, ktefi kromé nakupu v hy-
permarketu vyuzivaji k nakuptim dalsi specializo-
vané prodejny resp. velkoprodejny.

Zmény probihajici ve strukture maloobchodni sité
odpovidaji taktéz trendlim vyspélé Evropy. Super-
markety ztratily dle Incoma Research od 90. let cca
polovinu svych zékaznikl, zatimco diskonty
dokazaly jejich poCet zdvojnasobit. Neprekvapuje
tedy jiz zminovany odchod supermarketovych firem
Edeka, J. Meinl a Delvita. Hlavnim nakupnim
mistem Ceskych zakaznikil jsou sice stale hyper-
markety, ovsem s mensimi mezirocnimi pririistky
prodejnich ploch nez na potatku dekady. Retézce
provozuijici hypermarkety se tak davaji vice cestou
mensich hypermarket(i (viz napt. Tesco) s moznosti
vyrazngjsi diskontni orientace diky nabidce
omezenéjSiho rozsahu zejména rychloobratkového
zbozi. Prikladem je dynamika a pozice malych hy-
permarketli Kaufland - 20 % vsSech Ceskych
zakaznik(l jej preferuje pri nakupech potravin.
V poslednich letech sice preference hypermarket(
jiz nerostou, pohybuji se vsak stale kolem 40 %
zakaznikll, pro které je hypermarket hlavnim
mistem nakupu potravin. Vyznamné posiluji
diskontni prodejny - hlavni misto nakupu potravin
pro Ctvrtinu zakaznikd! Mensi prodejny nezavislych
ohchodnikii (malé samoobsluhy do 400 m? prodejni
plochy a pultové prodejny) jsou stale hlavnim
nakupnim mistem potravin pro kazdou patou
Ceskou domacnost a svoji pozici stabilizovaly.
Prerozdélovani trhu v této oblasti jde tedy na tikor



supermarketdl, které svoji strategii prohravaji ce-
novou valku s diskonty i hypermarkety a musi ji
tedy zménit orientaci na nabidku pohodiného
nakupu (jsou hlavnim mistem nakupu potravin jiz
jen pro 16 % zakaznikd).

1 progndzy trznich podild hovori jasné o posilovani
diskontti - viz tabulka 5. Nutno navic pfipomenout,
ze vznikly v obdobi ristu ekonomiky, zatimco
r. 2010 s ohledem na finanéni problémy doméacnosti
posili jesté vice zajem o diskonty.

Pro zmény v orientaci zakaznikd jsou samozrejmé
impulsem i zmény ve vybavenosti modernimi ma-
loohchodnimi formaty. Jsou ziejmé z vyvoje poctu
prodejen jednotlivych maloobchodnich formatii
a jejich prodejnich ploch (z celkového poctu pocet
jednotek systému ceskych spotfebnich druzstev -
v pripadé supermarketil jediny nositel jejich dy-
namiky v poslednich tfech letech).

Rozvoj obchodu a jeho postaveni v ekonomice se
odviji od dominance zakaznika, ktera se projevuje
predevsim tim, ze zakaznik se dnes sam rozhoduje
o tom, zakolik, kde a kdy chce nakupovat. Zakaznik
nema problémy s nabidkou zbozi (k dispozici je
dostatecny vybér sortimentu), s nabidkou typd
prodejen, voli si i frekvenci resp. ¢as nakupu. Stale
vice se vSak rozhoduje o misté nakupu i podle kva-
litativnich ~ aspekt(l. Kvantitativni nasycenost
ceského trhu kapacitami (poctem prodejen a prode-
jnimi plochami), ktera hrozi ,prehratim" maloob-
chodni sité, tedy logicky vytvari vSechny
predpoklady pro prevahu kvalitativnich aspekt pi
soutézi o zakaznika a jeho loajalitu. NepFimo
posiluje zakaznika p¥i rozhodovani a vybéru i znalost
cen a vlastnosti zbozi z nabidky a prezentace firem
na internetu. To vak je uz ale jina kapitola. O

Doc. Ing. Petr Cimler, CSc.
Katedra marketingu, obchodu a sluzeb
Zapadoceska univerzita v Plzni
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New Developments in

Czech Retail -

No Surprises

The current development of the Czech trade and changes in retail correspond to
European or global trends. It means the changes are not surprising; on the contrary,
they bear witness to the achieved development rate in the Czech retail including all

positive and negative signs and impacts.

There is atrend of ongoing market dominance,
which manifests in abig influence of retail
companies over suppliers or manufacturers, and
continuous strengthening of their buying potential.
In the Czech retail, the dominance is intensified by
continued growth of the biggest companies.

As concerns the retail structure, the share of
revenues of the category of companies having
100 and more employees (dominated by
multinational companies) continued to grow,
though more slowly (see Table no. 1).

The above stated 46.5 % of revenues in retail
was generated by 205 big companies, while
53.5 % in the group of companies having up to
99 employees was achieved by about 131,000
companies. In case of wholesale, 29 % of revenues
was made by 236 out of 58 thousand businesses
active in the industry. What more, compared to
retail, the group of small wholesale companies
showed moderate growth.

In the last three years, the Czech retail
experienced changes typical for aclearly
developed market - the up-to-then stable top of
the Czech retail went through changes: an
important hypermarket player disappeared from
the Czech market (Carrefour), as well as Julius

Tab. 4 Preference maloobchodnich formatii podle prevazujicich vydajt
za potraviny (% zakaznikii)
Table no. 4 Preference of Retail Store Formats by Prevailing Expenses
for Food Products (% of customers)

Format (typ)

1998 | 1999 {2000 | 2001|2002 |2003 |2004 | 2005 | 2006 | 2007 |2008
Format (type)
Hypermarket 2 10 23 25 | 33 | 38 35 40 39 41 | 38
Supermarket 29 27 | 26 25 | 24 | 19 21 18 16 17 16
Diskont
Discount 10 15 15 15 16 | 19 18 21 22 21 | 25

Samoobsluhy

a pultové prodejny
Self-service and
counter stores

58 | 46 | 34 33

25 | 23 | 24 | 17 20 | 19 | 19

Jinde/Other 1 2 2 2

Pramen/Source: Incoma Research

Tab. 6 Vyvoj poétu prodejen modernich formatii
Table no 6 Development of Number of Stores of Modern Format

Format/Format 2004 2005 2006 2007
Diskonty/Discount 427 (32) 468 (33) 513 (33) 551 (29)
Hypermarkety/Hypermarkets 161 192 214 231
Supermarkety/Supermarkets 845 (374) 857 (382) 861 (401) 875 (413)
Celkovy pocet/Total number 1433 1517 1588 1657

Pramen/Source: Incoma Research

Meinl, that struggled for customers for along time
without success, and the conservatively thinking
Edeka. In the end, even Delvita - that after long
years failed to profile its supermarkets against
hypermarkets and discount stores in the
competitive conditions - took aresolution to
retreat. Their stores and market shares were
shared by similarly important players from the
Czech retail elite: especially Tesco that took over
Carrefour hypermarkets and Edeka supermarkets,
Ahold that took over J.Meinl supermarkets, and
REWE (Billa) that took over Delvita supermarkets.
In that way they strengthened their positions and
increased their market shares even more. Several
weeks ago the REWE group (Penny Market) took
over the discount stores of the Plus Diskont chain
of the Tengelman group. However, the withdrawal
of the above mentioned companies from the Czech
market shouldn't be understood separately.
Multinational companies operating on the
globalised market can react to their problems in
the other part of the world by such withdrawal,
and similarly their headquarters may be forced to
withdraw from the Czech Republic by stagnation
and unmet expectations on the Czech market.

Table no. 2 shows the Czech retail elite, TOP 50
by revenues. The overview shows an ongoing, or
even deepening huge disproportion in the elite
itself - while the top companies generate revenues
of more than CZK 40 billion, in case of the last
one on the list it's only 1 billion. What more, it is
just afragment of about 220 thousand active
businesses in the Czech retail industry. Agroup of
just afew retail chains that will play the crucial
role in the Czech retail is being formed in that
way.

Mainly stores localised in shopping centres and
shopping zones grow in the non-food segment.
The electronics segment is dominated by five
companies: HP Tronic (Elektro Proton), Fast
(Planeo), Electroworld, Datart, Okay, the hobby
segment by OBI, Baumax, Hornbach, Mountfield
and Bauhaus, the furniture segment by IKEA,
Asko nabytek, Skonto nabytek and Kika. Revenues
in the clothes segment are concentrated in the
stores of Bata, C&A, New Yorker, H&M,
Deichmann, or the mail-order company Quelle. The
drugstore segment is led by the stores of Family
PK.Solvent, followed by Schlecker and Rossmann
stores. The rest can be seen in the table.

Asurvey of consumer buying behaviour in
hypermarkets in Pilsen (a specific research project
of the Department of Marketing, Trade and
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Services of the University of Western Bohemia in Pilsen) indicates that the
share of customers who (in addition to shopping in ahypermarket) shop in
other specialised stores or markets in the biggest shopping centres has been
growing.

Similarly, changes in the retail network structure correspond to the trends
prevailing in the developed European countries. According to Incoma
Research, supermarkets have lost about one half of their customers since the
1990s, while discount stores have managed to double the number of
customers. For that reason the above mentioned withdrawal of the Edeka,
J. Meinl and Delvita supermarket chains is not surprising. The main point of
purchase of Czech consumers is still hypermarkets, but they show lower
annual increases of sales area than at the beginning of the decade.
Hypermarket chains start to prefer smaller hypermarkets (see for example
Tesco) allowing stronger orientation to discounts thanks to amore limited

Tab. 2 TOP 50 &eskych obchodnich firem podle trZeb v r. 2007
Table no. 2 TOP 50 Czech Retail Companies by Revenues, 2007

assortment of especially fast-moving goods. As an example we can mention
the dynamics and position of smaller Kaufland hypermarkets - 20 % of all
Czech customers prefer them for food shopping. The preference for
hypermarkets has not been growing any more in the recent years, however, it
still represents about 40 % customers, for which ahypermarket is the main
point of food purchase. Important growth has been shown by discount stores
- the main point of food purchase for one quarter of customers! Smaller
stores of independent retailers (small supermarkets having up to 400 m? of
sales area and counter stores) remain the main point of food purchase for
every fifth Czech household and their position has become stable. It means
market restructuring in this field is made at the expense of supermarkets that
lose the price war with discount stores and hypermarkets due to their
strategy and are forced to change it and focus on offer of comfortable
shopping (supermarkets are the main point of food purchase only for 16 % of
customers).

Even market share prognoses talk clearly about growth of discount stores -
see Table no. 5. It should be also noted that they were established in a period
of economic growth, while the present day and probably also the nearest

Poradi Trzby mld. K¢ Retézec (pocet jednoteld future till 2010 will increase interest in discount stores in consequence of
TOP 50 SpoleCnost/Company R(E)Yleréuzelz Retail chain (number of stores) financial problems of households.
T TANODCR ;42’0 Fyparnova 56, Abar 204 _ Chahge§ .in orientation of cgstomers are naturally motiva}ted also by changes
Tesco hypermarket 52 in availability of modern retail store formats. They are obvious from the
1-2. |TESCO STORES *420 | Tesco OD 6, supermarket 34, development of the number of stores of individual retail store formats and
Tesco Expres 5 their sales area (in brackets - the number of units of the system of Czech
i %ﬁ%ﬁ%c *33(59(3) :}A;ﬁﬁnlffg 7 consumer cooperatives - in case of supermarkets the only source of their
5 [GLOBUS CR 530 [Clobus 12 dynamics in the last three years).
6. |PENNY MARKET 18,6 [Penny Market 168 The development of retail and its position in the economy is based on the
7__|GECO TABAK _L77 [Tabak-Tisk 200 dominance of customers, which is shown mainly in the fact that today
g E{%LSC-RDISCOUNT *1122 :;'lﬂlsﬂg customers decide by themselves for how much, where and when they want to
10 (BILLA 130 [Blla 172 shop. Customers do not have problems with the offer of goods (a sufficient
11 [SPAR 12,0 |Interspar 27, Spar 2 range of products is available), the offer of store types, they choose also the
12. |PEAL 80 30” Pealo 24 shopping frequency/time. What more, they tend to include qualitative aspects
ﬁ }I-:<REUASIE§ ;8 IH<reua§|fa LY into the decision on the point of purchase more and more often. Quantitative
15 [LEKKERLAND CR 60 saturation of the Czech market by capacities (the number of stores and sales
16. | OBI systémova centrala *69 |0BI 22 area) that could cause ,overheating" of the retail network than logically creates
17 |BAUMAX CR 63 |bauMax 23 all preconditions for domination of qualitative aspects in the competition for
18. |VELTAPLUS EU 6,2 . . .
19 THP TRONIC 61 [Elekiro Profon 23 customers and their loyalty. When deciding and selecting, customers are
20. |HORNBACH-BAUMARKT CS *5,'7 Hornbach 5 indirectly strengthened also by knowledge of prices and features of goods
21. |FASTCR 5.1 |Planeo 15, Planeo Quick Time 18 offered and presented in Internet stores. But that is another story. O
22. |P.K.SOLVENT 4,1 [Family 148 :
25, |ELECTRO WORLD %4,1 [Elektroworld 17 Doc.Ing. Petr Cimler, CSc.
54 |DATART INTERNATTONAL 735 [Datar 22 Department of Marketing, Trade and Services,
25. | OKAY *37 |Okay 66 the University of Western Bohemia in Pilsen
26. |MOUNTFIELD *34 | Mountfield 52
27, |DM-DROGERIE MARKT 34 [Dm-drogerie markt 138
28. |K+B EXPERT 33 |K+B Elektro Expert 19 e p p 209 iF .
50 TFLOSMA 31 [Flop 33e< o e Tab. 5 Trzni podily hlavnich obchodnich kanalii a jejich predikce
30. |JAS CR 29 Table 5 Market Shares of Key Retail Channels and Prognosis
31. |BAUHAUS *25 |Bauhaus 5 .
32 [ROSSMANN 2.4 [ Rossmann 111 Format (typ)/Format (type) 2007 2010
33, |BATA **24 |Bata 90 Hypermarket 25 25
34. | TABAKPLUS 21 Supermarket 15 14
35.-37 | ASKO-NABYTEK 2,0 Asko 9 Diskont/Discount 13 17
35.-37 | SCHLECKER *2,0 [Schlecker 123 Nezavislé prodein
3537 C&A MODA CR 72,0 [C&A, Clockhouse 26 prodejny 34 30
38._|JEDNOTA, SD Ceské Budgjovice 19 [COOP Terno 3,COOP TIP 23, TUTY7_| | Lndependent stores
39. |QUANTO CZ 18 Ostatni kanaly 13 14
40. |ZEDNICEK 1,8 [ESO-LAND 39 Other channels
424144 N(E)\IQVMYAORKER *::LLZ Ngvél\;%fﬁ 29 Pramen/Source: Incoma Research
4242 SCONTO NABYTEK 71,6 [Skonto 4 o ) »
42-44[H & M HENNES & MAURITZ CZ 16 [H&M 14 Tab. 7 Vyvoj prodejnf plochy modernich format(
45, [KONZUM, OD v Usti n. Orlici *1,6 [Konzum market 89, COOP Diskont 7 Table no. 7: Development of Sales Area of Modern Formats
46. | Zapadoceské KD Susice 1,5 [COOP TIP TUTY 127, COQP Diskont 2 -
47 | KIKA NABYTEK *15 |Kika 4 Format/Format 2004 2005 2006 2007
ig SQEDHI\I(L)?AHSBD T e Diskonty/Discount 291431 | 326191 | 364014 | 394134
~ ' ikulov ' : Hypermarkety/Hypermarkets | 790854 | 926107 | 1018 7601 083 260
2 ]E#Npgfgb,j;‘&%m”zswo 12 1C00F TOTY 71, CO0P Diskont 2,C00P 5} 175y permarkety/Supermarkets | 486143 | 480158 | 479593 | 479735
52. | DEICHMANN-0BUV *1,2 |Deichmann 45 Celkovy rozsah
53. |PRAMEN CZ 1,2 [Pramen 47 prodejnich ploch m? 1568 428| 1732 456| 1862 367|1957 129
2
*odhad/estmate INCOMA Research, ** zdroj/source TextilZurnal Total sales aream

PRAME/SOURCE: Incoma Research - CON, Praha
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Pramen/Source: Incoma Research



