VYROBA A OBCHOD

Cesky maloobchod v ¢asech
ekonomickeé recese

Ekonomicka recese, ktera se naplno projevila v uplynulém roce, znamenala zavazné obdobi
nejen pro vyrobu a sluzby. Po mnoha letech zaznamenal éesky obchod zpomaleni dynamiky
svych prodejii ¢i dokonce jejich pokles, byt ¢esky zakaznik v souhrnu zatim nepocitil tak vy-
razné snizeni své kupni sily. Odkladani spotieby (nakupti) v nékterych sortimentech je spise
psychologickym momentem, ocekavanim zhorseni situace, které je predpovidano.

Cesky obchod navic vstupoval do roku 2009 s po-
kraCujici koncentraci maloobchodnich prodejii re-
spektive trzeb do skupiny velkych firem nad 100
zaméstnanc(. Tim se maloobchod odliSoval od os-
tatnich, to znamena obchodu, oprav a tdrZzby mo-
torovych vozidel a velkoobchodu, kde tento proces
vykazuje v poslednich letech opacnou tendenci Ci
stagnaci (viz tabulka 1)

Jak je z prehledu ziejmé, v roce 2008 realizovalo
téméFr polovinu maloobchodnich trzeb pouhé
0,2 % podnikil s prevazujici maloobchodni Cinnosti
se 100 a vice zaméstnanci.

V predvecer recese se ale vitané stabilizoval nebo
dokonce mirné posilil trzni podil malych obchod-
nich formatl (potravinarské a smisené samoobs-
luhy, pultové prodejny) v Sirokosortimentni branzi,

Tab.1  Vyvoj podilii velikostnich kategorii podnikii obchodu na trzbach v letech 2005-2008
Development of shares by size category of trade undertakings, revenues 2005-2008
Pocet Podil
Kategorie odnikil odnikdl
OKEC oo LO0 | 00 | 2007 ) 2008 /12008 | vr 2008
Classification Category 6 podi % podi % podi % podi No. of Share of
; % shar % shar % shar % shar . )
of business | 7°>"4"€ o share o share 0 SN 1 pusinesses | businesses
2008 2008
Obehod el Celkem/Total|  100,0 100,0 100,0 100,0 219151 100,0
Trsintota T |__0-99 66,2 65,5 671 673 | 218637 998
100+ 338 345 329 32,7 514 0.2
Obchod Celkem/Total]  100,0 1000 1000 1000 | 31092 | 1000
v motorismu 0-99 717 675 724 743 31025 998
Trade - motoring ™ 700+ 283 325 276 25,7 67 02
Velkoobchod a_|Celkem/Total] — 100,0 1000 1000 1000 63131 | 1000
zprostredkovani 0-99 691 695 718 719 62 898 99,6
WS/mediation [ 700+ 309 30,5 282 281 233 04
Celkem/Total|  100,0 100,0 100,0 100,0 124 928 100,0
Maloobchod 0-99 565 541 521 514 | 124714 9938
100+ 435 459 479 48,6 214 0,2

Vysvétlivka: celkem - vsechny podniky v dané cdsti OKEC; 100 a vice - vSechny podniky se 100 a vice
zaméstnanci; 0 - 99 vsechny podniky s 0 az 99 zaméstnanci; propocty z absolutnich ddaji v béznych

cendch

Pramen: CSU

Legend: total - all enterprises in the given classification area; 100 + - all businesses having 100 and
more employees; 0 - 99 all businesses having 0 - 99 employees; calculated based on absolute data in

common prices Source: CSU
Tabh. 2 Podily formatii na trzbach v Sirokosortimentnim maloobchodé
Shares of formats in revenues in broad-assortment retail
Rok/Year 1998| 1999| 2000f 2001| 2002| 2003 | 2004 | 2005 | 2006 | 2007 | 2008
Malé formaty
Small format 22 14 9 9 7 7 8 8 7 10 8
Diskonty
Discount 23 21 16 14 15 16 19 20 21 21 21
Supermarkety
Supermarkets 39 33 32 28 27 25 22 21 18 15 17
Hypermarkety
Hypermarkets 16 32 43 49 51 51 52 54 54 54 54

Pramen: Incoma GfK/Source Incoma GfK
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a to i pres miry narGst poctu velkoplosnych
format(, kdy napriklad hypermarkety atakovaly
i mésta pod 15 tisic obyvatel.

Nardst podili na trzbach maloobchodu v katego-
rii velkych firem nad 100 zaméstnanci je mozno
v tomto obdobi (r. 2007) tedy pricist predevsim vy-
konlim v prodeji nepotravinarského zbozi (viz. ta-
bulka 2).

Jak je patrné z nasledujiciho prehledu, na poklesu
maloobchodu se podilel zejména pokles obchodu
s motorovymi vozidly véetné jejich oprav a tdrzhy,
kde posledni ¢tvrtleti roku 2008 predstavovalo hlu-
boky propad, z néhoz se doposud tato cast ob-
chodu nevzpamatovala a naopak v  propadu
pokracCovala. Dalsi rozdily v jednotlivych skupinach
podle CZ-NACE jsou patrné z nasledujicich pre-
hledi (viz. tabulka 3).

Snizeni poptavky obyvatel, které se projevilo
napriklad i snizenim prepravnich vykond, nakonec
prispélo i ke snizeni nakupu pohonnych hmot v ma-
loobchodé ze strany dopravci. K nejvyraznéjsi-
mu snizeni prodejil pohonnych hmot doslo ve
I1. Ctvrtleti roku 2009 a ani konec roku 2009
neprinesl definitivni navrat k hodnotam konce
roku 2008 (viz. graf 1 na strané 14).

Maloobchodni prodej bez pohonnych hmot se
kontinualné propadal od IV. kvartalu 2008, v pod-
staté ani predvanocni kvartal 2009 neprinesl| vy-
raznéjSi vykyv opacnym smérem, respektive navrat
k dynamice predchozich srovnavanych obdobi.

Maloobchod s potravinarskym zbozim vykazal
pokles tempa jiz v II. kvartalu 2008, tedy jesté
pred vypuknutim celosvétové ekonomické recese.
Pomaly navrat k pivodnim tempdm Ize spojovat
zejména s prodejem potravin ve velkoplosnych jed-
notkach. Vyrazné snizeni trzeb vSak zaznamenal
specializovany maloobchod, tedy prodejny pultové
a malé potravinarské a smisené samoobsluhy (viz.
graf 2 na strané 14).

V ramci potravinarského obchodu zaznamenal
vyrazné zpomaleni napriklad prodej biopotravin.

I kdyZ tvofi jen priblizné jednoprocentni podil na
spotrebé potravin, nakupovalo dle vyzkumi Incoma
GfK biopotraviny v roce 2007 cca 33 % zakaznik,
v r. 2009 jiz jen 28 % zakaznik(, po prudkém rlstu
spotreby biopotravin (40 % v roce 2007) doslo
k poklesu na 10 % riist v r. 2008.

Pokles prodejii v maloobchodé s nepotravinar-
skym zbozim, ktery nastal ve IV. kvartalu 2008
a doposud nevykazuje obrat k lepsimu, se projevo-
val zejména v maloobchodé s nabytkem, elektro-
spotrebici, elektronikou a zelezarskym zbozim ve
specializovanych prodejnach. Da se predpokladat,
Ze k obdobné zméné mohlo dojit i v Sirokosorti-
mentnich velkoploSnych jednotkach typu hyper-
market, a Ze tahounem soucasnych prodejli v tomto
formatu je zbozi potravinarské (graf 3 na str. 14).

Odsunuti poptavky po predmétech dlouhodobé
spotreby, omezeni nakup(i odivani, vyckavani na vy-
prodeje, vyhledavani levnéjsich prodejen s mddou -
to vSe se projevilo v poklesu trzeb v prodejnach ne-



Tab. 3
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Vyvoj trzeb maloobchodu/Development of retail revenues

CZ-NACE - sekce, skupina
stejné obdobi predchoziho roku =100, s.c. r. 2005

CZ-NACE - section, group
The same period of the last year = 100

2007

2008

2009

ML V. L II.

IIL IV. L IL. ML IV.

Maloobchod (v€. maloobchodniho prodeje
pohonnych hmot); prodej a opravy motorovych
vozidel (CZ-NACE 45+47)

Retail (incl. retail sales of fuels); Sale and repairs
of motor vehicles (CZ-NACE 45+47)

1122 | 1104 | 1087 | 1092 | 1054 | 1048

1046 | 974 | 96 954 | 95 96,2

V tom. obchod, opravy a lidrzba motorovych
vozidel (CZ-NACE 45)/0ut of which sale, repairs
and maintenance of motor vehicles (CZ-NACE 45)

1165 | 1159 | 1132 | 1169 | 1035 | 1029

1036 | 883 | 895 | 896 | 869 | 895

Maloobchodni prodej pohonnych hmot (CZNACE 473)
Retail sale of fuels (CZNACE 473)

1095 | 1053 | 1045 | 1033 | 1143 | 1149

1114 | 1119 | 989 | 951 | 1012 | 982

Maloobchod kromé maloobchodniho prodeje pohonnych
hmot (CZ-NACE 47 bez 473)/Retail except for retail
sale of fuels (CZ-NACE 47 without 473)

1105 | 1083 | 1073 | 1065 | 1049 | 1042

1039 | 100 988 1| 988 | 979 | 989

Maloobchod s potravinami (CZ-NACE 4711+472)
Food retail (CZ-NACE 4711+472)

1062 | 1048 | 1043 | 1009 | 1036 | 101

100 101 984 | 1016 | 1014 | 1019

V/ tom: maloobchod s prevahou potravin

v nespecializ. prodejnach (CZ-NACE 4711)

Out of which: retail with a prevailing part of food
in non-specialised stores (CZ-NACE 4711)

1072 | 1056 | 1051 | 1015 | 1043 | 1015

1002 | 10L7 | 99 | 1025 | 1024 | 1027

Maloobchod s potravinami
ve specializ. prodejnach (CZ-NACE 47.2)
Food retail in specialised stores (CZ-NACE 472)

975 | 978 | 973 | 957 | 964 | 97

974 | 937 | 913 | 918 | 914 | 924

Maloobchod s nepotravinarskym zbozim
(CZ-NACE 4719+474 az 479)
Non-food retail (CZ-NACE 4719+474 - 479)

114 1111 | 1096 | 1103 | 1058 | 1065

1069 | 994 | 991 | 969 | 954 | 971

Maloobchod s farmaceut., zdravot., kosmet.
a drogistickym zbozim ve specializovanych
prodejnach (CZ-NACE 4773 az 4775)
Retail - pharmaceuticals, health care
products, cosmetic, dry goods in
specialised stores (CZ-NACE 4773 - 4775)

1118 | 1038 | 1049 | 1134 | 924 | 1027

1061 933 | 1085 | 1023 | 1026 | 1014

Maloobchod s textilem a text. galanterii, odévy,
obuvi a koZzenym zboZim ve specializovanych
prodejnach (CZ-NACE 4751+4771+47.72)

Retail - textiles and haberdashery, clothes, shoes
and leather goods in specialised stores
(CZ-NACE 4751+4771+4772)

1201 | 1123 | 1178 | 1077 | 1106 | 106,2

1059 | 1005 | 99 985 | 96 | 102

Maloobchod s nabytkem, elektrospotiebici, elektronikou
a zelezarskym zboZim ve specializ. prodejnach
(CZ-NACE 474+4752+4753+4754+4759)

Retail - furniture, electric appliances, electronics

and hardware in specialised stores

(CZ-NACE 474+4752+4753+4754+4759)

1205 | 1165 | 1118 | 113 1103 | 1088

109 1011 | 954 | 944 | 933 | 936

Maloobchod s knihami, papirnickym zboZim

a ostatni maloobchod s novym zboZim ve specializ.
prodejnach (CZ-NACE 476+4776 az 4778)

Retail - books, stationery and other retail - new goods in
specialised stores (CZ-NACE 476+4776 - 4778)

1046 | 1084 | 1061 | 1053 | 1057 | 1047

1053 | 99 998 | 975 | 931 | 959

Maloobchod prostiednictvim internetu nebo zasilkové
sluzby (CZ-NACE 4791)/Retail through internet
or mail-order (CZ-NACE 4791)

1185 | 1208 | 1206 | 1218 | 1271 | 1276

1247 | 1151 | 1015 | 942 | 974 | 1062

Pramen: Casové fady CSU/Source: Time lines of CSU

potravinarského zboZi, snad vyjma sortimentu kos-
metiky, drogerie a Ié€iv, coZ signalizuje, Ze se spotie-
hitel v péci o sebe, své télo a své zdravi neomezoval.
V/zhledem k rozhodujicimu vyznamu prodejen s oble-
¢enim v ramci nakupnich center zaznamenaly pravé
tyto nakupni komplexy problémy vedouci u nékte-
rych provozovatelli prodejen s modou k existencnim
problémiim (graf 4 na str. 14).

Vliv soucasné makroekonomické situace na na-
kupy €i planované nakupy zboZi pro doméacnost,
dilnu a zahradu urcitym zplisobem pocitila dle vy-
zkumu Incoma GfK témér tretina domacnosti,
které tento sortiment nakupuji = 32 % o vlivu krize
nepochybuje respektive jeji vliv pFipousti. PFi na-

kupu zbozi pro doméacnost, dilnu a zahradu zakaz-
nici soucasnou situaci resi bud’ odlozenim nakupu
nebo uskute¢nénim mensiho nakupu (v obou pFi-
padech dle Incomy vzdy priblizné 40 % domac-
nosti, které vliv makroekonomické situace alespon
pripoustéji).

Oziveni prodejli pres internet nebo v zasilkovém
obchodu pFinesl az konec r. 2009, presto se ne-
dostaly na dynamiku predchozich let. Navic vy-
razné konkurovaly kamennému maloobchodu
s elektronikou, médou i s jinymi druhy zboZi (viz.
graf 5 na strané 14).

V samotném zavéru roku, v prosinci 2009, klesly
oproti stejnému obdobi predchoziho roku ma-

loobchodni trzby 0 19 %, z toho za prodej motoro-
vych vozidel 0 12,1% a za opravy 0 54 %. Jde tedy
skutecné o nejvyraznéji propadajici se segment ma-
loobchodu - ostatni maloobchod vykazal rist trzeb
mezirocné o 1,3 %, za potraviny 0 3 % a pohonné
hmoty 02,3 %. O

Doc. Ing. Petr Cimler, CSc.

Petr Cimler prednasi problematiku obchodu
na katedie obchodniho podnikani a komer¢-
nich komunikaci VSE v Praze a na katedve
marketingu, obchodu a sluzeb ZCU v Plzni.
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Czech Retail in Time
of Economic Recession

The economic recession that began to bite fully in the last year meant a severe period
not only to production and services. After many years, the Czech retail has experienced
a slowdown of its sales dynamics or even of actual sales figures, although Czech
customers in general have not so far faced an important decrease of their purchasing
power. Consumption (purchase) postponement in certain goods categories is more

a psychological moment in expectation of a foreseen setback.

What more, the Czech trade started 2009 by
continuing concentration of retail sales or
revenues into a group of companies having more
than 100 employees. In that respect the retail
differed from others, i.e. sale, repairs and
maintenance of motor vehicles and wholesale,
where the process has been showing
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a countertendency or stagnation in the recent
years (see Table 1).

As shown in Table 1, almost one half of retail
revenues in 2008 was realised by only 0.2 % of
retail businesses having 100+ employees.

On the eve of recession, it was good the market
share of small retail formats got stable or even
slightly increased in the broad-assortment area,
despite a slight increase of large-area formats.
For example, hypermarkets attacked towns
having less than 5 thousand inhabitants.

It means the increase of the share in retail
revenues in the field of big companies can be
attributed mainly to sales of non-food products
(in 2007).

Srovnani vyvoje potravinafského a nepotravinarského
maloobchodu/Food and Non-food Retail Development
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The retail slowdown was affected mainly by
a drop in the field of motor vehicles including
repairs and maintenance, where the last quarter of
2008 brought a deep fall which continued in the
next periods. More details can be seen in Table 3.
A decline in consumer demand reflected for
example in decreasing transportation outputs has
Trzby - maloohchod potravin specializovany a Siroko-
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contributed to a decrease of purchase of fuels in
retail by hauliers. The strongest drop of fuel sales
occurred in the 2" quarter of 2009, while even
the end of 2009 did not bring a definite return to
2008 figures (Chart 1).

Retail sales excluding fuels kept declining from
the 4™ quarter of 2008, significant development
in the opposite direction did not occur even in the
end of 2009.

Food retail showed a slowdown in the 2™
quarter of 2008. The slow return to original rates
can be related mainly to sale of food products in
large-area units. A deep decline of revenues was
experienced by specialised retail (Chart 2).

In food retail, there was a significant slowdown
for example in bio food products. Although it
represents just about 1 % share in food
consumption, according to Incoma GfK bio food
was purchased by 33 % customers in 2007, while
in 2009 only by 28 % customers. After a rapid
growth of bio food consumption there was a drop
to 10 % growth in 2008.

A decrease of non-food retail started in the 4
quarter of 2008 and has not recovered since
then. It affected especially retail sales of
furniture, electric appliances and hardware in
specialised stores. A similar change can be

Srovnani vyvoje trzeb maloobchodu nepotravinarského
a zasilkového/Non-food and Mail Order Revenues
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expected to have been experienced in broad-
assortment units (hypermarkets), which means
the current sales in that format are driven by
food products (Chart 3).

Postponement of demand for long-run
consumption goods, reduction of clothes
purchases, etc. — all of that was reflected in
a drop of revenues in non-food stores, except for
cosmetics, household goods and medical
products, which indicates consumers did not cut
down personal and health care. Owing to the
dominant importance of clothing stores, shopping
parks faced problems leading to struggle for life
of some fashion store operators (Chart 4).

According to a GfK survey, the impact of the
current macroeconomic situation on purchases or
planned purchases of household, workshop and
garden goods has been experienced by almost
1/3 of households - 32 % do not doubt or admit
the crisis impact. Customers deal with the
current situation either by postponing the
purchase or purchasing less (according to
Incoma, in both cases about 40 % of households
that at least admit the impact of the
macroeconomic crisis).

Vyvoj trzeb v segmentu maloobchodu v motorismu
Motor Vehicle Retail Revenues

130
——obchod, opravy a Gdrzba motorovych vozidel
125 1+————  sales, repairs, maintenance of motor vehicles —|
maloobchodni prodej pohonnych hmot
120 —— retail sale of fuels 1
— A
115 ~
110

] \
0 —
a5 \

90 \\/—\/
T T2 TR TR
2007 2008 2009

Recovery of internet or mail-order sales was
brought only in the end of 2009; nevertheless,
the dynamics of the preceding years has not been
reached. What more, this kind of stores
importantly competed with traditional stores
selling electronics, fashion and other types of
goods (Chart 5).

In December 2009 retail revenues went down
by 19 % compared to the same period of the
preceding year, out of which sales of motor
vehicles decreased by 12.1 % and repairs by
54 %. It means it is the most importantly falling
retail segment - the other retail showed an
annual revenues growth of 1.3 %, food products
3 % and fuels 2.3 %. O

Doc. Ing. Petr Cimler, CSc.



