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Authorative analysis...
Verdict's analysts and consultants work closely with retailers,
suppliers, consultancies, investment banks and property
companies to identify the key issues, sector and company data
and strategies driving the changing retail market.

Our research identifies how retailers can enhance product, store
and brand performance as well as the factors that determine
future retail success. Our specialist in-store auditing team
continuously collects price and product data across locations,
brands, fascias, ranges and retail sectors.

Rigorous research methodology...
Our in-house retail expertise and rigorous research methodology
ensure our reports provide complete and accurate analysis of the
major players, issues and trends together with a detailed
examination of the strategic implications for the retail market.

For key players in the retail industry, our reports are the first source of information on sector forecasts, retailer
performance, store and product portfolio developments and trading strategy.

Global, European and UK analysis across nine core sectors...
Verdict Research reports covers nine core sectors, five year forecasts, strategic issues, key locations, How Britain Shops
consumer surveys and the main European retail markets. Also available are a daily news service, weekly newsletter and
tailored consultancy portfolios to suit individual business information needs.

Over 20 years of experience...
Verdict Research is the UK’s leading authority on retailing and publishes unrivalled independent analysis of the retail
industry. With over 20 years’ experience, Verdict has close relationships with major UK retailers and access, at the
highest level, to key executives working in the top 300 retailers to hear their first hand views. Verdict reports provide
clients with a complete picture of the retail sector and unique forecasts to help UK retailers, manufacturers, service
suppliers, city analysts, consultants and the media with strategic planning.

A key source for independent analysis and comment...
Verdict Research is regarded as a key source by the BBC, ITV, Sky News and the UK’s leading broadsheets including
the FT, Times, The Independent and Daily Telegraph. Leading trade publications often refer to Verdict's opinion and
research including Retail Week, Drapers, DIY Week, Cabinet Maker and The Grocer.

In addition Verdict regularly appears in the international media. News sources quoting Verdict analysts and data include
CNN, the International Herald Tribune, The Australian, Los Angeles Times, and New York Times.

About Verdict Research

“Verdict are the
company of choice for any

research analysis and
insight into retailing”

Sir Stuart Rose
Chief Executive of Marks & Spencer

THINK RETAIL THINK VERDICT www.verdict.co.uk



Westwards expansion amidst looming cash flow management crisis…
Central and Eastern Europe’s growth potential in 2008 remains
massive, attracting retailers and developers to the region. In a
polarizing retail environment, growth prospects depend on the
specific sector and market. In CEE’s major conurbations the
transformation has accelerated at breakneck speed mostly driven
by hypermarket and shopping centre development. In 2007 CEE’s
retail market as a whole was worth a massive €179bn, equivalent
to half the size of the German market and slightly less than half
that of France, and had grown by 56.4% over the 2002-07 period.

This new report published by Verdict Research provides extensive
analysis of the growing CEE retail market including insight into
the dynamics of the market and authoritative analysis of the
leading retailers. It also identifies the key issues in the market and
highlights the main opportunities and threats going forward.

Retailing in Central & Eastern Europe 2008
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• Identify key retail trends and accurately predict
future opportunities based on this report’s company
analysis detailing market share of leading retailers,
demographics, channels of distribution, store numbers,
selling space provision and average store size in 5 key
retail sectors.

• Develop more effective strategic responses using
this report’s actionable recommendations enabling you
to cope with the changing CEE retail market.

• Understand key strategic issues facing the market
and assess threats and opportunities to formulate
more effective retail strategies with the analysis
contained in this report.

• Quantify the size and potential of CEE retail
markets with this report’s market and sector size, GDP,
household size and population growth data essential
for retailers looking to enter or expand in this region.

"Format diversification and regionalisation are driving

retailers’ expansion in CEE, whilst local players are

seeking out further growth opportunities abroad.

As the retail market in CEE’s largest urban centres

becomes increasingly saturated, retailers have begun to

turn their attention to smaller up-and-coming regions,

and developing new formats to tap into a burgeoning

convenience sector. Meanwhile discounters continue to

thrive in a highly price sensitive market..."

Source: Retailing in Central & Eastern Europe 2008

Grocery % share of total retail expenditure 2007

Identify growth opportunities and understand key issues and challenges in
the Central and Eastern European retail market with this new report......

Key Countries Profiled

The Baltic States

Bulgaria

Czech Republic

Hungary

Poland

Romania

Slovakia

Slovenia
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• Whilst income levels remain low in CEE countries,
most retail spending is on essentials such as food and
grocery. Latvia is the most developed market with 42.7%
of overall retail expenditure taken by food and grocery
and emerges as best in class in CEE. However, Romania
lags behind considerably and performs worst on this
measure with 64.4%. Grocery takes 40.0% of the overall
retail share in mature economies such France, Germany
and the UK.

• Sales densities across Central and Eastern Europe are
much lower than in the West because of the wealth
gap and lower purchasing power. In consequence
price pressures limit profitability in the East. For example,
in the Czech Republic most of the leading foreign grocers
have made significant losses for a number of years. Lidl,
Spar and until recently Ahold made losses in the Czech
Republic against a backdrop of strong sector growth.

• Low incomes and spending levels in Central and
Eastern Europe create a major opportunity for
discounters. Where income levels remain comparatively
low, discounters are growing rapidly. They are also
helped by the fact that their relatively small footprint
enables them to acquire new sites more easily than
hypermarkets.
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This report answers key questions including...

• Who are the top players in the market and how quickly are
they consolidating their position?

• Where are the growth opportunities in the CEE retail market?

• What are the key issues affecting the CEE retail market?

• Where are the major threats to retailers coming from?

• What impact is the global credit crunch and sky high inflation
having on CEE’s retail environment?

"In purchasing power terms many consumers in CEE

markets are still relatively poor compared to the west.

For grocers this translates into significantly reduced

brand loyalty levels in these countries. That said,

stronger brand loyalty in the west is also a result of

decades of advertising and building modern FMCG

brands such as Coke or Nivea, while in the former east

this was not he case…"

Source: Retailing in Central & Eastern Europe 2008

International expansion and retail development

Key Retailer Data

Market value and growth for
5 key retail sectors from 2002-07

Trends by sector

Key macro-economic trend data

Demographics

Key issues examined in this report...



Chapter 13: Strategic Issues
Other Barriers to Entry

• Poor infrastructure, corruption and high start up costs
act as barriers to market entry. These need to be
removed to further more retail investment in the
region. Despite all the good work carried out so far,
there remain numerous obstacles to overcome still.

• The often insufficient transport infrastructure – trains
as well as highway networks are often not fit for
demand of modern supply chain – needs significant
investment. While EU funds will help, many CEE
countries have to do more on this account. Poland,
Bulgaria and Romania are especially bad on this
measure and if these problems are left unaddressed,
there is a danger that even the strong growth
prospects of the respective economies will not
compensate for the poorinfrastructure in the countries
and retailers will shy away from investing in the market.

• Corruption remains a major issue despite the push for reforms and the crackdown on corruption, resulting from
various legal preconditions for EU accession (Copenhagen criteria). While corruption is bad for business for the
obvious reasons, with the misappropriation of funds threatening the economy, the internal market as well as
justice and home affairs, theThis report is a licensed product and is not to be photocopied perception of
corruption and the worry of judicial and legal instability is damaging also and a reversal will take a long time. In
some cases high levels of red tape and slow bureaucratic procedures are deterring some retailers from investing.
Guaranteeing a speedy setting up of operations facilitates the entry of foreign companies. Romania and
Bulgaria’s problems in fighting corruption have been well documented and Bulgaria’s less than satisfactorily
progress on this measure has resulted in the EU freezing some transfer payments to Bulgaria in late 2008.

• High start up costs which are often underestimated also act as a deterrent for retailers. Depending on the
country labour forces need sufficient amounts of training to learn and incorporate new processes and standards;
this is very often a cost intensive process. Another start up cost issue involves the absence of legacy systems –
from cash desks to supply chain management and inventory systems. As retailers often have to start from scratch
getting the various systems and networks in place often involves high costs. These costs of course only add to
the significant costs involved in securing the right sites for stores and distribution centres in the various countries.
Wage inflation in rapidly growing economies is another factor.

- 260 -
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Figure 62: Outstanding issues to be addressed

Source: Retailing in Central & Eastern Europe 2008

THINK RETAIL THINK VERDICT www.verdict.co.uk



Table of contents
Retailing in Central & Eastern Europe 2008   

CH 1: EXECUTIVE SUMMARY

CH 2: EUROPEAN MARKET
ECONOMIC OVERVIEW
• Key Findings
• Key Messages
• GDP
• GDP forecast
• Consumer expenditure
• Inflation
• Interest Rates
• Employment

CH 3: EUROPEAN MARKET
DEMOGRAPHIC OVERVIEW
• Trends
• Growth by Country
• Urban population

CH 4: EUROPEAN MARKET -
RETAIL SPENDING
• Expenditure
• Growth
• Per Capita
• Retail Share

CH 5: RETAILING IN THE BALTIC
STATES
• Overview
• Food & Grocery

-  Maxima
-  Rimi Baltic
-  Palink/IKI
-  Other players

• Non-Food
-  Clothing
-  DIY
-  Electricals
-  Furniture

• Outlook for Retailing in the Baltic
States
CH 6: RETAILING IN BULGARIA
• Overview

-  Obstacles to Retail Development
• Food & Grocery

-  Leading Foreign Players
-  Domestic Players

• Non-food
-  Clothing
-  DIY
-  Electricals

-  Furniture
• Outlook for Retailing in Bulgaria

CH 7: RETAILING IN THE CZECH
REPUBLIC
• Overview
• Food & Grocery

-  Schwarz Gruppe
-  Ahold
-  Tesco
-  Rewe
-  Other players

• Non-Food
-  Clothing
-  DIY
-  Electricals
-  Furniture

• Outlook for Retailing in the Czech
Republic

CH 8: RETAILING IN HUNGARY
• Overview
• Food & Grocery

-  Tesco
-  CBA
-  Co-op Hungary
-  Real Hungaria
-  Spar
-  Other players

• Non-Food
-  Clothing
-  DIY
-  Electricals
-  Furniture

• Outlook for Retailing in Hungary

CH 9: RETAILING IN POLAND
• Overview

-  Legislation Subdues Growth
• Food & Grocery

-  Biedronka
-  Tesco
-  Carrefour
-  Other Foreign Players
-  Domestic players
-  Deli-supermarkets
-  Emerging player: Emperia Holding

• Non-Food
-  Clothing
-  DIY
-  Electricals

-  Furniture
• Outlook for Retailing in Poland

CH 10: RETAILING IN ROMANIA
• Overview

-  Impact of EU Accession
-  Obstacles to Retail Development

• Food & Grocery
-  Carrefour
-  Rewe
-  Real
-  Louis Delhaize
-  Kaufland
-  Other Foreign Players

• Non-Food
-  Clothing
-  DIY
-  International Players
-  Domestic Players
-  Electricals
-  Furniture

• Outlook for Retailing in Romania

CH 11: RETAILING IN SLOVAKIA
• Overview
• Food & Grocery

-  COOP Jednota
-  Tesco
-  Schwarz Gruppe
-  Rewe
-  Ahold
-  Other Players

• Non-Food
-  Clothing
-  DIY
-  Electricals
-  Furniture

• Outlook for Retailing in Romania

CH 12: RETAILING IN SLOVENIA
• Overall Retail Section
• Food & Grocery

-  Mercator
-  Spar
-  Tus Trgovine

• Other Retailers
• Clothing
• DIY, Electricals, Furniture

THINK RETAIL THINK VERDICT www.verdict.co.uk



Table of contents
Retailing in Central & Eastern Europe 2008

CH 13: STRATEGIC ISSUES
• The benefical cycle of EU membership
• The Euro & economic reforms
• Key drivers for the home sectors
• Problems

-  Demographic issues
-  Other barriers to entry
-  Property bubbles and real estate inflation
-  Inflation

• Out-of-Town Retaling in Eastern Europe
-  Retail Development
-  Modern retail evolution in CEE
-  Retailers’ strategy in three stages of retail development
-  Future stages of development
-  Format diversification
-  Regional and international expansion

TABLES
• CEE Retail Expenditure

-  Total 2002-2007
-  Growth 2002-2007

• The Baltic States Expenditure 2002-2007e
-  Retail
-  Grocery
-  DIY
-  Electricals
-  Furniture

• Romania Market Shares 2007e
-  DIY
-  Electricals
-  Furniture

• Food & Grocery Market Share 2007e
-  The Baltic States
-  Estonia
-  Latvia
-  Lithuania
-  Bulgaria
-  Czech Republic
-  Hungary
-  Poland
-  Romania
-  Slovakia

• Total Retail Expenditure & Top FIve Sectors 2002-2007e
-  Bulgaria
-  Czech Republic
-  Hungary
-  Poland
-  Romania
-  Slovakia

• Slovenia
-  Retail Expenditure 2002-2007e
-  Grocery Shares 2007e

• Top 15 Grocers in CEE

THINK RETAIL THINK VERDICT www.verdict.co.uk



Table of contents
Retailing in Central & Eastern Europe 2008

FIGURES
• CE Europe GDP 2007
• GDP per capita 2007 comparison
• CE European GDP growth rates 2002-07
• GDP growth forecast of CE EU countries 2008 & 2009e
• Consumer expenditure of CE European Union countries 2007
• Harmonised Index of Consumer Prices – growth of CEE

countries 2006 & 2007
• Central bank interest rates, official lending rates 2007
• Total unemployment rates of CCE countries 2002 & 2007
• EU population totals (000s) by country 2007
• Five year trends in total EU population growth 2000-2020e
• Forecast population growth (%) for CEE countries – 2058 &

2033 on 2008
• Comparison of CEE countries by urban population % – 2007
• New member states spend and change % 2002-2007
• Growth in EU retail spend by country 2007 on 2002
• EU per capita retail spend 2002-2007
• CEE per capita retail spend by country 2007
• EU retail spend as % of total consumer expenditure 2002 &

2007
• Leading grocers in the Baltic States store numbers as at June

2008
• Maxima, Parnu, Estonia 2008
• Rimi, Riga, Latvia 2008
• IKI, Vilnius, Lithuania 2008
• Selver, Tallinn, Estonia 2008
• Norfa, Lithuania 2008
• Aprangos Galerija, Lithuania 2008
• Stockmann, Tallinn, Estonia 2008
• Tallinna Kaubamaja, Tallinn, Estonia 2008
• Senukai, Vilnius, Lithuania 2008
• BMS Megapolis, Vilnius, Lithuania 2008
• Elektromarkt, Panevežys, Lithuania 2008
• RD Electronics, Latvia 2008
• Baldu Rojus, Lithuania 2008
• Spice furniture & interior design centre, Latvia 2008
• Bulgaria GDP per capita 2002-2007
• Average gross annual earnings W for selected EU countries

2005
• Bulgaria average gross annual earnings 2002-2007
• Billa and Technomarket combined store, Yambol 2008

• Positioning of biggest domestic chains in Bulgaria 2007
• Markam, Sofia 2008
• Praktiker, Bulgaria 2008
• Technomarket, Plovdiv 2008
• Technopolis, Bulgaria 2008
• Möbel Ludwig/Como Bulgaria 2008
• Tesco – Praha 2008
• Clothing retailers – Praha 2008
• Average gross annual earnings 2005
• Carrefour, Suceava June 2008
• Billa, Ploiesti June 2008
• Profi, Ploiesti June 2008
• Profi, Ploiesti June 2008
• COOP Jednota, Poprad 2008
• Aupark, Bratislava 2008
• Alizé, Bratislava 2008
• Lifeline, Bratislava 2008
• NAY, Bratislava 2008
• Datart, Polus City Center, Bratislava 2008
• Basys.net, Polus City Center, Bratislava 2008
• Okay Electronics, Trnava and Zvolen 2008
• Merkur 2008
• Eastern Europe 2008
• Beneficial cycle of EU membership
• Benefit of EMU membership
• Housing ownership in eastern Europe 2005
• Outstanding issues to be addressed
• GDP per capita in PPS 2008 (f)
• Grocery % share of total retail expenditure 2007
• HICP All items - Index (2005=100) - Percentage change t/t-12
• New OOT development opened in Suceava, Romania, June

2008
• CEE presence by grocer and country 2008
• CEE grocery markets 2008
• International expansion and retail development of the food

and grocery sector in CEE – Stage 1-3
• Elkor Plaza, Riga, Latvia 2008
• Domoteka, Warsaw, Poland 2008
• Vabbi, Prague, Czech Republic 2008
• Vabbi, Siedlce, Poland 2008
• The emergence of prominent CEE retailers

THINK RETAIL THINK VERDICT www.verdict.co.uk



Fax to: +44 20 7900 6688 
or scan and email to marketing@verdict.co.uk

www.verdict.co.uk THINK RETAIL THINK VERDICT

I would like to order the following report(s): 

Please enter the title of the report(s) below*

marketing@verdict.co.uk� +44 (0) 20 7551 9750�

Verdict Research Limited, 119 Farringdon Road, London, 
EC1R 3DA, United Kingdom.�

How to contact us:
By completing this form you agree that the data in the form will be used for the purpose of processing your order. We may
also use your data to keep you informed of Verdicts’ products and services. As an international organization, Verdict may
need to process your data internationally, including in countries which do not have data protection laws, or which have
standards lower than the European Union. Verdict, however, seeks to protect your personal data. You have a right to see and
correct your data by writing to us. Sometimes a fee is payable.  For queries about this contact retail@verdict.co.uk. 
Please tick the relevant box(es) if you would not like Verdict to contact you by:

Post               Email              Fax                Phone

Occasionally, our client list is made available to other companies for carefully selected correspondence. Please check here if
you do not wish to receive such correspondence by:

Post               Email

This order is subject to our standard terms and conditions, a copy of which is available on request.

Web Order

Registered Office: Verdict Research Limited, Mortimer House, 37-41 Mortimer Street, London, W1T 3JH, United Kingdom            UK Registered Number: 1813905

Complete your contact details:
Title: Mr/Mrs/Ms First Name

Last Name

Job Title

Company

Address

City State/Province

Country Post Code/ZIP

Email Address

Telephone Number

Fax Number

ALL FORMS MUST HAVE A SIGNATURE TO CONFIRM YOUR ORDER:

Signature

Complete your payment details:

Please indicate your preferred currency option: UK£  EUR� US$

Total value of my order is ____________________________

I will forward a check payable to Verdict Research Limited

Please invoice my company (please complete invoice address below)

I would like to pay by bank transfer (email address required)

Please debit my credit/charge card:  Amex             Visa            Mastercard

Cardholder/invoice address________________________________________________________

__________________________________________________________________________________________________

__________________________________________________________________________________________________

__________________________________________________________________________________________________

Cardholder Name _________________________________________________________________

Card No ___________________________________________________________________________

Expiry Date _________ / _________

Cardholder/invoicee Signature _____________________________________________________

EU companies (except UK) must supply VAT / BTW / MOMS / MWST / IVA / FPA number :

__________________________________________________________________________________________________

Purchase Order Number (if required) _________________________________________

*Please refer to our website www.verdict.co.uk for up-to-date prices

Please circle your currency

_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________


