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1. INTRODUCERE

Comertul a jucat Intotdeauna un rol important 1n viata economiilor nationale, acest rol nu
si-a pierdut semnificatia nici astazi. Acest lucru este clar dovedit de datele statistice: in Romania,
mai mult de 32% din intreprinderi (2016) sunt angajate 1n activitdti comerciale si de reparatii
auto. Aceasta ratd depaseste cu mult proportia oricarui alt domeniu de activitate din economia
nationald. In acest sector, nu numai numarul de intreprinderi este ridicat, dar si contributia lor la
Valoarea Adaugata Bruta este, de asemenea, semnificativa si ocupa locul al doilea dupa industria
prelucratoare. In ceea ce priveste numirul de angajati, in Romania 15,87% (2016) dintre angajati
lucreaza in comert. Din pdcate, existd si un numdr mare de societdti comerciale in randul
numirului de afaceri inchise. In Romaénia, in anul 2016, cresterea cifrei de afaceri a comertului
cu amanuntul a fost de aproape 10% (9,88%), ajungand la 185,794 milioane lei, din care 36%
(67,210 milioane lei) apartine comertului cu produse alimentare.

Comertul cu produse alimentare s-a schimbat radical in ultimii 30 de ani, schimbari
determinate Tn primul rdnd de trei fenomene sau procese: privatizarea, globalizarea si

concentratia.

2. DEFINIREA PROBLEMEI CERCETATE

Scopul acestei lucrdri este de a cunoaste piata internationald si piata romaneasca de astazi
a comertului cu produse alimentare, de a examina fenomenul de globalizare si caracteristicile
concentratiei din diferite tari. Pentru a atinge acest obiectiv, am folosit diferite baze de date
internationale, situatiile financiare ale companiilor multinationale, date despre cifra lor de

afaceri, iar pentru a determina gradul de concentratie am folosit curba Lorenz.

3. PREZENTAREA REZULTATELOR CERCETARII

In Romania (ca si in alte tari de altfel), dupa schimbarea regimului, in timpul privatizarii,
majoritatea companiilor de stat au fost fie inchise, fie vandute, iar in acelasi timp au aparut noi
societdti comerciale si Intreprinderi individuale. Din 1990, numarul de comercianti cu amanuntul
al produselor alimentare a crescut constant, au fost create si conditiile si oportunitatile de a

"atrage" Intreprinderile cu capital strdin.
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3.1 Globalization

Globalizarea Inseamna fluxul mondial de informatii, tehnologii, bunuri, servicii si factori
de productie (GYORE et al., 2009). Comertul exterior a contribuit in mod semnificativ la
procesul de globalizare si, prin urmare, ca rezultat al unei extinderi a globalizarii, comertul a
trecut frontierele, care erau in mod traditional in interiorul unei tiri. In acelasi timp, din ce in ce
mai multe companii multinationale au aparut si in alte tari, in multe cazuri simultan pe piata
internd a mai multor tari. Acest lucru a fost realizat prin procesul de privatizare mentionat mai
sus, dar mai tarziu, si Uniunea Europeana a asigurat si a creat conditiile adecvate, pentru libera
circulatie a marfurilor (printre altele). Acest proces s-a extins imediat si in sectorul alimentar,
deci astizi putem vorbi despre comertul cu amanuntul la nivel mondial (GYORE et al., 2009).
Gradul de globalizare este evidentiat si de datele statistice, de exemplu, aproape 40% din
vanzarile companiilor comerciale germane si franceze sunt generate de pe pietele externe
(DELOITTE, 2016). Expansiunea internationald a comerciantilor cu amanuntul a oferit multe
beneficii intreprinderilor: in urma saturatiei pietelor interne au fost cdutate noi oportunitdti de
piata, iar in multe cazuri accesul pe pietele tarilor in curs de dezvoltare s-a realizat cu mai putine
eforturi si investitii (AGARDI et al., 2017). Cu toate acestea, globalizarea si diversificarea
internationald nu conduc neaparat si direct la performante financiare pozitive. In literatura de
specialitate, mai multi autori au studiat, de asemenea, impactul participarii pe pietele
internationale asupra performantei Intreprinderii. Cercetdrile aratd ca extinderea Intr-o tard care
se afla intr-0 regiune, spatiu geografic si mediu cultural mai apropiat, are un impact pozitiv
asupra performantei afacerii (pe aceste piete functioneazd modele de afaceri bine stabilite, nu
sunt necesare schimbari majore), insd pe piete indepartate, in cultura si nivel de dezvoltare,
extinderea necesita o adaptare mai mare si, prin urmare, necesitd un nivel mai ridicat al costurilor
(AGARDI, 2017, HITT et al., 2006, SOHL, 2012, OH et al., 2015).

In Romania, procesul de globalizare poate fi legat de anii 2000 cand au aparut primele
magazine de mari dimensiuni. Acest proces a fost consolidat in urmatoarea perioada, odata cu
aparitia a tot mai multor Intreprinderi straine. Consumatorii au favorizat din ce in ce mai mult
aceste magazine, avand un impact direct si negativ asupra comerciantilor cu amanuntul
traditionali, mai mici. Numarul de magazine mici a scazut, iar concentratia hipermarketurilor a
crescut. Globalizarea si concentratia pietelor cu comert alimentar sunt, de asemenea, sustinute de

datele Deloitte Global Powers of Retailing (2017), conform cérora (pe baza Situatiilor Financiare
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anuale prezentate de companiile analizate pana in iunie 2016) sapte dintre cele mai mari 10

intreprinderi de retail din lume sunt prezente pe piata produselor alimentare (Tabelul nr. 1).

Tabelul nr. 1: Cele mai mari 10 intreprinderi de retail din lume si indicatorii lor economici

si financiari (2015)
o e | croveren | warince | ron | Nomic
1O|O Nume companie Mili cifreide | profitnet | (%) care e'S;e
r1oane | otaceri (%) (%)
UsS$ prezent
1. | Wal-Mart Stores, Inc. 482.130 -0,7% 3,1% 3,5% 30
2. | Costco Wholesale Co 116.199 +3,2% 2,1% 1,9% 10
3. | The Kroger Co. 109.830 +1,3% 1,9% 1,6% 1
4. | Schwarz Groupe 0 ) i
(Lidl, Kaufland) 94.448 +8,1% 26
5. | Walgreens Boots Inc. 89.631 +17,3% 4,1% 2,1% 10
6. | The Home Depot Inc. 88.519 +6,4% 7,9% 7,6% 4
7. | Carrefour S.A. 84.856 +3,1% 1,4% 1,8% 35
8. | Aldi Einkauf GmbH 82.164 +11,5% - - 17
9. | TescoPLC 81.019 -12,7% 0,6% | -9,3% 10
10. | Amazon.com. Inc. 79.268 +13,1% 0,6% | -0,3% 14

Sursa: editat de autor pe baza datelor Deloitte, Global Powers of Retailing 2017.

Printre cele mai mari 10 companii, patru (Schwarz Groupe - Lidl, Kaufland, Aldi,
Carrefour) sunt prezente si in Romania. Comparativ cu anul precedent, clasamentul Top 10 a
avut unele modificari: primii patru comercianti cu amanuntul au pastrat pozitia in pofida scaderii
cifrei de afaceri a companiei Wal-Mart, iar cresterea cifrei de afaceri Schwarz Groupe (inclusiv
lanturile Lidl si Kaufland) a depasit 8%. In acest clasament, aceasta este prima dati cand apare o
companie de retail online, s1 anume Amazon Inc.

Relatia dintre globalizare, diversificarea internationald si performanta financiard se
reflectd in proportia veniturilor totale din vanzari realizate de intreprinderi pe pietele externe

(Figura nr.1).
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Figura nr. 1: Procentul veniturilor din vinzéarile din strainatate ale celor mai importante 10
intreprinderi cu améinuntul in totalul vanzarilor (%)
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Sursa:editat de autor pe baza datelor Deloitte, Global Powers of Retailing 2017

Studiul pe categorii de produse a primilor 250 de comercianti cu cea mai mare cifra de
afaceri din comertul cu amanuntul evidentiazd, de asemenea, importanta comertului cu
amanuntul al produselor alimentare (pietele cu bunuri de larg consum) (Tabelul nr.2). Dintre cele
mai mari 250 de intreprinderi de comert cu amanuntul, pentru 133 de intreprinderi (53.20%)
vanzarile de bunuri de consum reprezinta cel putin jumatate din vanzarile totale (66,6% din cifra

de afaceri totala a celor 250 de companii de top).

Tabelul nr. 2: Distributia celor mai importante 250 de magazine cu amanuntul pe categorii

de produse (2015)
Nr. Cifra de Proportia in Proportia in
companii | afaceri medie | numarul de Top | cifra de afaceri
Descriere (buc) (Milioane 250 aTop 250
US $) intreprinderi intreprinderi
(%) (%)
Top 250 intreprinderi 250 17.234 100,0% 100,0%
Haine si accesorii 45 9.366 18,0% 9,8%
Bunuri de consum 133 21.576 53,2% 66,6%
Articole durabile si de agrement 50 14.124 20,0% 16,4%
Produse mixte 22 14.141 8,8% 7,2%

Sursa: editat de autor pe baza datelor Deloitte, Global Powers of Retailing 2017
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Sursa: editat de autorpe baza datelor Deloitte, Global Powers of Retailing 2017
Am realizat o analizd mai detaliatd a industriei de comert cu amanuntul in anumite tari

din Europa Centrala si de Est: am studiat piata cu amdnuntul in Republica Ceha, Polonia,

Ungaria, Slovacia si Romania. Pe toate cele cinci piete, sunt prezente magazine moderne,

internationale, cu o concentratie ridicata a hipermarketurilor si supermarketurilor; expansiunea

lor este continud, apar magazine noi, atat in orase mari cat si in orase mici si, eventual, in sate,

consumatorii prefera magazinele de bunuri de consum cu o suprafatd mai mare.

In pericada 2012-2016, cifra de afaceri in comertul cu aminuntul al produselor

alimentare in tarile analizate prezinta o tendinta de crestere mai mica sau mai mare, cea mai mare

ratd de crestere se inregistreaza in Romania, in timp ce cifra de afaceri in Slovacia este stagnanta

(Figuranr. 3).

Figura nr. 3: Cifra de afaceri totali a comertului cu amanuntul al produselor alimentare
pentru Top 10 intreprinderi in 2012-2016 (mii de euro)
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Sursa: editat de autor, folosind baza de date EMIS
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Datorita populatiei si marimii teritoriale a tarilor respective, Polonia are cea mai mare
cifra de afaceri din vanzare cu amanuntul, cu o cifra de afaceri de 10.000.000.000 Euro (si doar
10 companii au fost incluse in aceastd valoare). Polonia este urmata de Romania, care a depasit
Republica Ceha si apoi Ungaria. Slovacia este cu mult sub tarile anterioare, cu o valoare anuald a
cifrei de afaceri totala de aprox. 1.000.000.000 Euro. Comparand cifra de afaceri a celor mai
mari companii de comert cu produse alimentare din cele 5 tari, putem stabili un clasament
(Tabelul nr. 3), care arata ca Kaufland (CZ, RO), Tesco (CZ, PL, HU), Lidl (HU, RO), Penny
Market (CZ, HU, RO), Auchan (HU, RO) sunt, de asemenea, incluse in clasamentele Top10 din
mai multe tari. Aceste companii multinationale joacd un rol esential in comertul cu produse

alimentare in fiecare tara. Fenomenul globalizarii este evident.

Tabelul nr. 3: Top 10 Cele mai puternice companii de comert cu amanuntul cu produse

alimentare in 2016

cz PL HU SK RO
Kaufland Ceska TESCO-GLOBAL Kaufland Ro.
1 Rep. Eurocash S.A. 71t Labas s.r.o. SCS
2 Tesco Stores CR Tesco (Polska) SPAR Magyaro. CBA Slovakia, a.s. Carrefour Ro. SA
a.s. Ker . Kft.
3 Lidl Ceska Rep. Zabka Polska S.A. AUCHAN Magyaro. Milk-agro, spol. s r.o. Lidl Discount
Kft. SRL
4 Penny Market Piotr | Pawel S.A. Lidl Magyaro. Ker. Coop Jednota Nove Auchan Ro. SA
S.I.0. Bt. Zamky
5 Globus CR k:s. Ledi Sp. z o0.0. Penny—l\lﬂitrket Ker. COOP Jednota Krupina Mega Image SRL
6 Billa spol. sr. 0. Lidl Polska METRO Ker. Kft. Velkoobchodny Profi Rom Food
druzstevny SRL
7 Coop Centrum Dr Tabak Polska ALDI Elellngszer Ker. COOP Jednota Cadca Rewe (Ro.) SRL
8 Coop Morava Greek Trade UNIO COOP Szov. COOP Jednota Zilina Ro. Hypermarche
s.r.o. Ker. Zrt. SA
9 Jednota Spotrebni spoldzielcza COOP Szolnok Ker. COOP Jednota Nitra Columbus Op.
Dr. Zrt. SRL
10 Lama Plus s.r.o. Cukiernia Sowa Krupp ef('lf'tarsa Ker. COOP Jednota Galanta Artima SA

Sursa: editat de autor folosind baza de date EMIS

3.2 Concentratia

In tarile studiate, concentratia este prezentati utilizand curba Lorenz (Figura nr.4). Pentru
patru tari (Cehia, Polonia, Ungaria si Romania), concentratia este foarte mare: cu cat este mai
departe curba Lorenz de diagonali, cu atit concentratia este mai mare. In Slovacia, concentratia
companiilor de comert cu produse alimentare este mai mica si este evident cd curba Lorenz este

mai aproape de diagonala. Aici, globalizarea nu s-a extins la fel de mult ca in alte tari.
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Figura nr. 4: Analiza concentratiei pentru intreprinderile de comert cu produse alimentare in 2016
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3.3. Situatia comertului cu produse alimentare in Roménia

In Romania, ca si in majoritatea tarilor europene, lanturile de magazine moderne sunt
predominante. Sectorul comertului cu amanuntul prezintd o tendintda ascendenta,
supermarketurile si hipermarketurile castigand cote de piata si cresterea vanzarilor. Anii 2015 si
2016 s-au dovedit a fi profitabili pentru toate lanturile importante de comert si au marcat o
crestere semnificativa a profiturilor (cu exceptia lantului de magazine Cora). Cresterea cifrei de
afaceri comparativ cu datele din 2014 se datoreaza in mare masura reducerii cotei TVA introduse
la 1 iunie 2015 (de la 24% la 9% pentru produsele alimentare si bauturi nealcoolice), iar
cresterea din 2016 se datoreaza semnificativ majorarii salariilor la nivel national.

In Romania, piata este dominata de cateva lanturi de supermarketuri si hipermarketuri cu
o cotd de piatd dominantd si pe baza datelor anuale de vanzari pentru 2015-2016, acestea detin
aproape 60% din comertul cu amanuntul a produselor alimentare din Romania (Figura nr.5).
Cinci din lanturile de magazine studiate au depasit cifra de afaceri anuala netd de 1 miliard de
euro (Kaufland, Carrefour, Lidl, Metro, Auchan).

Figura nr. 5: Cifra de afaceri a supermarketurilor si hipermarketurilor din Roménia
pentru perioada 2015-2016 (milioane EUR)
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Sursa: editat de autor, pe baza datelor din REVISTA PROGRESIV, 2015, 2016

Datorita cresterii continue, dupd cucerirea marilor orase, aceste lanturi joacd un rol
semnificativ si in orasele mici (sunt preponderent magazine mai mici, denumite magazine

Express sau Discount), in unele cazuri deja au aparut si in sate.
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Examinand diferitele categorii de produse, se poate afirma cd in perioada 2010-2015,
consumul de produse alimentare (cu exceptia anului 2013) se caracterizeaza printr-o tendinta de
crestere continua si ridicata (Tabelul nr.4). Pentru alte categorii de produse (produse
nealimentare sau combustibil), consumul a variat in grade diferite. In timp ce in 2014, produsele
nealimentare aratd o crestere de peste 10%, care a scazut semnificativ in 2015 (2,8%), in cazul
vanzarilor de combustibili cu amanuntul, cresterea pe un an este caracterizatd de o scadere in
anul urmator. In general, in perioada 2010-2016, vanzarile cu amanuntul au continuat s creasca,

cu exceptia anului 2013.

Tabelul nr. 4: Indicii comertului cu aménuntul, pe grupe de mérfuri in Roménia (2010-2016)

Anul anterior: 100

Categorii de 2010 2011 2012 2013 2014 2015 2016
produse

Produse alimentare 90,6 93,1 102,6 99,9 105,3 119,1 113,7
Produse nealimentare 89,3 104.,4 104,1 103,6 110,8 102,8 115,2
Combuctibil 103,3 98,4 106,2 96,4 100,3 105,8 110,2
Total 93,0 98,8 104,1 100,5 106,4 108,9 113,5

Sursa: editat de autor, pe baza datelor Institutului National de Statistica, 2017

Vanzarile cu amanuntul ale produselor alimentare in 2015 au inregistrat o crestere
remarcabild, vanzarile crescand cu peste 19% fatd de anul precedent (partial datorita scaderii
cotei TVA). Cresterea semnificativd a fost observatd si in 2016 fatd de 2015, luand in

considerare toate categoriile de produse, precum si indicele preturilor de consum (Tabelul nr. 5).

Tabelul nr. 5: Indicele preturilor de consum (%) (2010-2016)

Perioada 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016
Total produse si servicii (%) 106,1 | 105.8 | 103.3 | 103.9 | 101.1 | 99.41 | 98.45
Produse alimentare (%) 102,3 | 106.0 | 101.9 | 1029 | 98.37 | 96.2 | 97.43
Produse nealimentare (%) 109,8 | 106.2 | 103.8 | 105.2 | 102.5 | 100.9 | 98.96
Servicii (%) 104,8 | 104.5| 105.1 | 103.2 | 103.2 | 102.0 | 99.21

Sursa: editat de autor, pe baza datelor Institutului National de Statistica

4. CONCLUZII

Analizand aceste date si tendinte, este de asteptat ca procesele de globalizare si de

concentratie sa continue in Romania si in viitorul apropiat (ponderea marilor lanturi de magazine

este incd mult sub cea a tarilor occidentale), in timp ce extinderea comertului online va fi
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semnificativa. Intrebarea este: cat de mult se pot extinde si cum afecteazi aceastd crestere

performantele magazinelor mai mici, traditionale?
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1. INTRODUCTION

Trade has always played an important role in the life of national economies, this role has
not lost its significance not even today. This is clearly proved by statistical data: in Romania
more than 32% of enterprises (2016) are engaged in trade and car repair activity. This rate far
exceeds the proportion of any other activity area in the national economie. In this sector, not only
the number of enterprises is high but their contribution to Gross Value Added is also significant
and occupies the second place after the manufacturing industry. Regarding the number of
employees, in Romania 15.87% (2016) of employees work in commerce. Unfortunately, there is
a large number of trade companies in the number of closed businesses too. In Romania, in 2016,
the growth in retail trade turnover was close to 10% (9.88%), reaching 185.794 million RON, of
which 36% (67.210 million RON) was the mixed food and food related retail trade share.

Food trade has radically changed over the past 30 years, which is fundamentally driven
by three phenomena or processes: privatization, globalization and concentration.

2. DEFINING THE RESEARCH PROBLEM

The purpose of this paper is to get to know the today's food retail international and
Romanian market, to examine globalization and concentration characteristics in different
countries. In order to achieve this goal, | used various international databases, multinational
companies' Financial Situations, turnover data, and for the degree of concentration | used the

Lorenz curve.

3. PRESENTING THE RESEARCH FINDINGS

In Romania (also) after the change of regime, during the privatization, the state-owned
companies were either abolished or disrupted, and at the same time new business associations
and individual enterprises appeared. Since 1990, the number of food retailers has steadily
increased, the conditions and the opportunities to "attract™ foreign-owned enterprises have been

created.

3.1 Globalization

Globalization means the worldwide flow of information, technologies, goods, services

and production factors (GYORE et al., 2009). Foreign trade has been significantly contributed to

143



Kinga Emese Zsido

the globalization process, and consequently, the result of a widening of globalization, trade had
crossed borders, which had been traditionally within the borders of a country. At the same time,
more and more multinationals have appeared in other countries, in many cases in the internal
market of several countries. This was accomplished by the above-mentioned privatization
process, but later, the EU customs union was also provided with appropriate conditions, which
ensured (inter alia) the free movement of goods. This process immediately extended to the food
sector, so today we are talking about global food retailing (GYORE et al., 2009). The degree of
globalization is also shown by statistical data, for example, nearly 40% of German and French
commercial companies' sales are generated in foreign markets (DELOITTE, 2016). The
international expansion of retailers has provided many benefits to businesses: as a result of the
saturation of internal markets, new market opportunities have been sought, and in many cases
access to developing countries' markets has undergone fewer efforts (AGARDI et al., 2017).
Nonetheless, globalization and international diversification do not necessarily and directly lead
to positive financial performance. In the literature, more authors have also studied the impact of
participation on international markets on business performance. Research shows that expansion
within a region, geographically and culturally close countries has a positive impact on business
performance (in these areas, well-established business models work, no major changes are
required), but in distant markets, in culture and at the level of development in different countries,
expansion requires greater adaptation and thus requires a higher level of cost (AGARDI, 2017,
HITT et al., 2006; SOHL, 2012; OH et al., 2015).

In Romania, the globalizations process can be linked to the 2000s when the first large-
scale shops appeared. This process was further strengthened in the later period, with the
emergence of more and more foreign-owned enterprises. Consumers have increasingly favored
these stores, having a direct and negative impact on traditional smaller retailers. The number of
small shops decreased, and the concentration of hypermarkets increased. The globalization and
concentration of foods are also underpinned by the Deloitte Global Powers of Retailing (2017)
data, according to which (based on the annual accounts presented by the companies under review
by June 2016), seven of the world's 10 largest retail businesses are also present on the market for
food and food products (Table 1).
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Table 1: The 10 largest retail businesses in the world and their major economic and

financial indicators (2015)

Top . T“r.”‘?"er Revenue Net profit ROO A I\cl:l;LTntﬁiregf

10 Companie name Mdlsllgn growth (%) mg;og)m (%) where it is

present

1. Wal-Mart Stores, Inc. 482.130 -0,7% 3,1% 3,5% 30
2. Costco Wholesale Co 116.199 +3,2% 2,1% 1,9% 10
3. The Kroger Co. 109.830 +1,3% 1,9% 1,6% 1
4 (Slflr(‘j"l"alfaﬁ:gﬁgf 94.448 +8,1% . : 26
5. Walgreens Boots Inc. 89.631 +17,3% 4,1% 2,1% 10
6. The Home Depot Inc. 88.519 +6,4% 7,9% 7,6% 4
7. Carrefour S.A. 84.856 +3,1% 1,4% 1,8% 35
8. Aldi Einkauf GmbH 82.164 +11,5% - - 17
9. Tesco PLC 81.019 -12,7% 0,6% | -9,3% 10
10. | Amazon.com. Inc. 79.268 +13,1% 0,6% | -0,3% 14

Source: own editing based on the data of Deloitte, Global Powers of Retailing 2017.

Among the Top 10 companies, four (Schwarz Groupe - Lidl, Kaufland, Aldi, Carrefour)
are also present in Romania. Compared with the previous year, the Top 10 ranking had some
changes: the first four largest retailers retained their position despite Wal-Mart's turnover
dropped and Schwarz Groupe (including Lidl and Kaufland chains) turnover exceeded 8%. In
this ranking, this is the first time, when appears an online retail company, namely Amazon Inc.

The relationship between globalization, international diversification and financial
performance is reflected in the proportion of total sales revenue achieved by businesses on

foreign markets (Figure 1).
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Figure 1: The proportion of foreign sales revenue of the Top 10 retail business in total sales
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Source: own editing based on the data of Deloitte, Global Powers of Retailing 2017

The survey by product category of the top 250 retailers with the highest turnover, also

highlights the importance of food and food related retail (fast moving consumer goods markets)

(Table 2). Of the 250 largest retail businesses, 133 businesses (53.20%) sales of consumption

goods, account for at least half of the sales, accounting for 66.6% of the total turnover of the Top

250 businesses.

Table 2: Distribution of Top 250 Retail Stores by Product Category (2015)

No of Average Distribution in | Distribution of

Description companies Retail the Top 2_50 the top 250

Y
(pcs) Revenue Enterprise enterprise
(US $ Million) Number revenue

Top 250 companies 250 17.234 100,0% 100,0%
Clothing and accessories 45 9.366 18,0% 9,8%
Consumption goods 133 21.576 53,2% 66,6%
Durable and leisure products 50 14.124 20,0% 16,4%
Mixed product category 22 14.141 8,8% 7,2%

Source: own editing based on the data of Deloitte, Global Powers of Retailing 2017

Although the market for consumption goods (including food and food related products) is

the most important market for retail, it does not directly mean that it is also the most profitable

(Figure 2). The net profit margin of the consumption goods category is the lowest of the

analyzed product categories.
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I made a more detailed analysis of the food retailing industry in some Central and Eastern
European countries: | studied the food retail market in the Czech Republic, Poland, Hungary,
Slovakia and Romania. In all five markets, modern, international chain stores are present, with a
high concentration on hyper- and supermarkets; their expansion is continuous, newer and newer
stores appear, both in big cities and small towns, and possibly in villages, as well as consumers

prefer stores with larger area of consumer goods.

Figure 2: Most important economic-financial indicators for four product categories of the
Top 250 retail business (2015)
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Source: own editing based on Deloitte, Global Powers of Retailing 2017 data

Looking at the period 2012-2016, the retail turnover of almost all countries shows a
smaller or larger increase in their trend, while the highest growth rate is observed in Romania,

while the retail turnover of Slovakia is stagnant (Figure 3).

Figure 3: Total food and food related retail trade turnover for Topl0 enterprises in 2012-
2016 (thousand Euro)
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Source: own editing based on EMIS database data
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Due to the population and territorial size of the respective countries, Poland has the
largest retail turnover, with a turnover of 10,000,000,000 Euro (and only Top 10 companies have
been included in this value). Poland is followed by Romania, which has surpassed the Czech
Republic and then Hungary. Slovakia is well below the previous countries, with an annual rate of
approx. 1,000,000,000 Euro total turnover. Comparing the turnover of the largest food and food
related retail companies in 5 countries, we can set a ranking (Table 3), which shows that
Kaufland (CZ, RO), Tesco (CZ, PL, HU), Lidl (CZ , PL, HU, RO), Penny Market (CZ, HU,
RO), Auchan (HU, RO) are also included in ToplO rankings in several countries. These
multinational companies play a crucial role in countries' trade in food and food related products.
The phenomenon of globalization is clear.

Table no. 3: Top 10 Most powerful food and food related retail companies in 2016

cz PL HU SK RO
1 Kaufland Ceska Eurocash SA. TESCO-GLOBAL Labas S.1.0. Kaufland Ro.
Rep. Zrt. SCS
2 Tesco Stores CR Tesco (Polska) SPAR Magyaro. CBA Slovakia, a.s. Carrefour Ro. SA
a.s. Ker.Kft.
3 Lidl Ceska Rep. Zabka Polska S.A. AUCHAN Magyaro. Milk-agro, spol. s r.o. Lidl Discount
Kft. SRL
4 Penny Market Piotr | Pawel S.A. Lidl Magyaro. Ker. Coop Jednota Nove Auchan Ro. SA
S.I.0. Bt. Zamky
5 Globus CR k:s. Ledi Sp. z o0.0. Penny—l\lﬂitrket Ker. COOP Jednota Krupina Mega Image SRL
6 Billa spol. sr. 0. Lidl Polska METRO Ker. Kft. Velkoobchodny Profi Rom Food
druzstevny SRL
7 Coop Centrum Dr Tabak Polska ALDI Elell?’r{uszer Ker. COOP Jednota Cadca Rewe (Ro.) SRL
8 Coop Morava Greek Trade UNIO COOP Szov. COOP Jednota Zilina Ro. Hypermarche
S.r.o. Ker. Zrt. SA
9 Jednota Spotrebni Spoldzielcza COOP Szolnok Ker. COOP Jednota Nitra Columbus Op.
Dr. Zrt. SRL
10 Lama Plus s.r.o. Cukiernia Sowa Krupp ef('lf'tarsa Ker. COOP Jednota Galanta Artima SA

Source: own editing based on EMIS database data

3.2 Concentration

In the examined countries, the concentration is presented using the Lorenz curve (Figure
4). For four countries (Czech Republic, Poland, Hungary and Romania), the concentration is
very high: the farther away is the Lorenz curve from the diagonal, the greater the concentration
is. In Slovakia, the concentration of food and food related retail companies is smaller, and it is
clear that the Lorenz curve is closer to the diagonal. Here, globalization has not reached as much

as in other countries.
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3.3. Situation of food retailing in Romania

In Romania, as in the majority of European countries, modern sales chains are
predominant. The retail sector is showing an increasing trend, with supermarkets and
hypermarkets gaining market share and increasing sales. The years 2015 and 2016 proved to be
profitable for all major retail chains and marked a significant increase in profits (with the
exception of the Cora chain). The increase in turnover compared to 2014 data is largely
attributable to the decrease in VAT introduced on June 1, 2015 (from 24% to 9% for food and
non-alcoholic beverages), and the growth in 2016 was significantly promoted by national salary
increase.

In Romania, the market is dominated by a few number of super market and hypermarket
chains with a dominant market share, and based on annual sales data for 2015-2016, they hold
nearly 60% of the food retail market in Romania (Figure 5). Five out of the chain stores

exceeded 1 billion € annual net sales turnover (Kaufland, Carrefour, Lidl, Metro, Auchan).

Figure 5: Sales values in Romanian super-, and hypermarkets for 2015-2016 (million EUR)
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Source: own editing based on data from REVISTA PROGRESIV, 2015, 2016

Due to the continuous growth, after the conquest of the big cities, these chain stores play
a significant role in small towns, in some cases (smaller, called Express or Discount type shops)
into villages too.

Examining the different product categories, it can be stated that during the period 2010-

2015, the consumption of food products (excluding 2013) is characterized by a continuous and
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high growth trend (Table 4). For other categories of products (non-food products or fuel),
consumption varied to varying degrees. While in 2014, non-food products show an increase of
more than 10%, which dropped significantly in 2015 (2.8%). In the case of retail fuel sales, a
year's growth is characterized by a downturn next year. Overall, during the period 2010-2016,
retail sales have continued to grow, with the exception of the year 2013, with declining sales for

each product category analyzed.

Table 4: Volume indices per product category for retail sales in Romania (2010-2016)

Previous year: 100

Product categorys 2010 2011 2012 2013 2014 2015 2016

Food products 90,6 93,1 102,6 99,9 105,3 119,1 | 1137
Non food products 89,3 104,4 104,1 103,6 110,8 102,8 | 115,2
Fuel retail 103,3 98,4 106,2 96,4 100,3 105,8 | 110,2
Total 93,0 98,8 104,1 100,5 106,4 108,9 | 1135

Source: own editing based on the Romanian Statistical Yearbook 2016

The retail sales of food products in 2015 registered a remarkable growth, with sales

increasing by more than 19% compared to the previous year (partly due to a decrease in the VAT

rate). Significant growth was also observed in 2016 compared to 2015, considering all three

product categories as well as the consumer price index (Table 5).

Table 5: Consumer price index for products and services (%) (2010-2016)

Period 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016
Total products & services (%) 106,1 | 105.8 | 103.3 | 103.9 | 101.1 | 99.41 | 98.45
Food & food related products
(%) 102,3 | 106.0 | 101.9 | 1029 | 98.37 | 96.2 | 97.43
Non-food products (%) 109,8 | 106.2 | 103.8 | 105.2 | 102.5| 100.9 | 98.96
Services (%) 104,8 | 104.5| 105.1 | 103.2 | 103.2 | 102.0 | 99.21

Source: own editing based on data from the Romanian Statistical Institute

4. CONCLUSIONS

Looking at these data and trends, it is expected that globalization and concentration
processes will continue in Romania in the near future (the share of large retail chains is still well
below that of the western countries), while at the same time the expansion of online trade will be
significant. The question is, how long can they expand and how does this increase affect the

performance of smaller, "traditional™ food retail stores?
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