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Abstracts

In 2021, the retailing environment in Belgium benefitted from the gradual lifting of

restrictions related to COVID-19. Indeed, whilst store-based sales in non-grocery

showed recovery, e-commerce continued to record strong growth in the year due to the

relatively low penetration of e-commerce in total retailing compared with neighbouring

countries; increasing consumer confidence with shopping online; and strong

infrastructure improvements (online shops’ designs, payment methods, delivery

policies...

Euromonitor International's Retailing in Belgium report offers insight into key trends and

developments driving the industry. The report examines all retail channels to provide

sector insight. Channels include hypermarkets, supermarkets, discounters, convenience

stores, mixed retailers, health and beauty retailers, clothing and footwear retailers,

furniture and furnishing stores, DIY and hardware stores, durable goods retailers,

leisure and personal goods retailers. There are profiles of leading retailers, with analysis

of their performance and the challenges they face. There is also analysis of non-store

retailing: vending; homeshopping; internet retailing; direct selling, as available.

Product coverage: Non-Store Retailing, Store-Based Retailing.

Data coverage: market sizes (historic and forecasts), company shares, brand shares

and distribution data.

Why buy this report?

Get a detailed picture of the Retailing market;

Pinpoint growth sectors and identify factors driving change;
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Understand the competitive environment, the market’s major players

and leading brands;

Use five-year forecasts to assess how the market is predicted to develop.

Euromonitor International has over 40 years' experience of publishing market research

reports, business reference books and online information systems. With offices in

London, Chicago, Singapore, Shanghai, Vilnius, Dubai, Cape Town, Santiago, Sydney,

Tokyo and Bangalore and a network of over 800 analysts worldwide, Euromonitor

International has a unique capability to develop reliable information resources to help

drive informed strategic planning.
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KEY DATA FINDINGS

2021 DEVELOPMENTS

Diverse impact of COVID-19 on category sales

Economic crisis related the pandemic impacts the competitive landscape

AS Watson maintains its lead with low pricing strategy and expansion

PROSPECTS AND OPPORTUNITIES

Lifting of COVID-19 related restrictions to benefit the category

Kruidvat and Medi-Market set to gain share over the forecast period

Consolidation expected in optical good stores

CHANNEL DATA

Table 129 Health and Beauty Specialist Retailers: Value Sales, Outlets and Selling

Space 2016-2021

Table 130 Health and Beauty Specialist Retailers: Value Sales, Outlets and Selling

Space: % Growth 2016-2021

Table 131 Sales in Health and Beauty Specialist Retailers by Channel: Value

2016-2021

Table 132 Sales in Health and Beauty Specialist Retailers by Channel: % Value Growth

2016-2021

Table 133 Health and Beauty Specialist Retailers GBO Company Shares: % Value

2017-2021

Table 134 Health and Beauty Specialist Retailers GBN Brand Shares: % Value

2018-2021

Table 135 Health and Beauty Specialist Retailers LBN Brand Shares: Outlets

2018-2021

Table 136 Health and Beauty Specialist Retailers LBN Brand Shares: Selling Space

2018-2021

Table 137 Health and Beauty Specialist Retailers Forecasts: Value Sales, Outlets and

Selling Space 2021-2026

Table 138 Health and Beauty Specialist Retailers Forecasts: Value Sales, Outlets and

Selling Space: % Growth 2021-2026

Table 139 Forecast Sales in Health and Beauty Specialist Retailers by Channel: Value

2021-2026

Table 140 Forecast Sales in Health and Beauty Specialist Retailers by Channel: %

Value Growth 2021-2026

HOME AND GARDEN SPECIALIST RETAILERS IN BELGIUM

KEY DATA FINDINGS

2021 DEVELOPMENTS

Many Belgian consumers used lockdown to complete home improvements

Mixed results due to COVID-19 restrictions

+44 20 8123 2220
info@marketpublishers.com

Retailing in Belgium

https://marketpublishers.com/report/retail/retailing-in-belgium_euromonitor.html


Ikea maintains its lead in 2021 thanks to the power of the iconic global brand
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performance
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KEY DATA FINDINGS
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HOMESHOPPING IN BELGIUM

KEY DATA FINDINGS
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E-COMMERCE (GOODS) IN BELGIUM
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2021 DEVELOPMENTS
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Further growth in 2021 with strong infrastructure improvements and increasing

consumer confidence

Increasing number of online stores and a focus on delivery drive growth in 2021

Food and drink e-commerce amongst the most dynamic categories in 2021

PROSPECTS AND OPPORTUNITIES

Innovation in logistics and payment methods key for future growth

3rd party platforms to gain popularity over the forecast period

Logistics and sustainability at the core of retailers’ agendas
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KEY DATA FINDINGS

2021 DEVELOPMENTS

Further strong growth of mobile e-commerce thanks to retailers’ improvements and

rising consumer confidence

Strong customer authentication helps enhance security when shopping online

Bancontact develops Payconig for mobile device payments

PROSPECTS AND OPPORTUNITIES

Further strong growth expected with increasing smartphone penetration and rising

consumer confidence

Mobile devices increasingly at the core of retailers’ omnichannel strategies

Strengthening security and user-friendliness of mobile payment methods is key for

growth

CHANNEL DATA
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FOOD AND DRINK E-COMMERCE IN BELGIUM

KEY DATA FINDINGS

2021 DEVELOPMENTS

Ongoing COVID-19 conditions and demand for convenience drive sales

Retailers’ focus on home delivery is a key factor behind growth in 2021
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Quick commerce players enter Belgium in 2021

PROSPECTS AND OPPORTUNITIES

Improvement and further development of the home delivery infrastructure key to future

growth

Home delivery to overshadow click-and-collect over the forecast period

Strong competition is likely to result in pressure on prices and profit margins
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