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Abstracts

The recovery of retailing in 2021 was impressive but totally correlated to GDP growth of

over 6% in France in the context of a return to a greater degree of normality since the

spring of 2021, acceleration of the vaccination programme in August, ongoing strong

growth of e-commerce and ongoing limited expenditure on services most notably travel

and tourism and cars with the latter experiencing a strong drop since 2019. All of this

meant there was considerably more disposable income to spend on re...

Euromonitor International's Retailing in France 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;

Understand the competitive environment, the market’s major players and

+44 20 8123 2220
info@marketpublishers.com

Retailing in France

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


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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Stagnancy for the forecast period as the pandemic wanes and more competitive prices

are available via supermarkets and hypermarkets
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HYPERMARKETS IN FRANCE
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bite
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Sales of apparel and footwear specialist retailers only able to reach pre-pandemic levels

by 2023

Strong switch towards e-commerce at the expense of store-based sales

The second-hand market offers both a threat and an opportunity to rising unit prices
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DEPARTMENT STORES IN FRANCE

KEY DATA FINDINGS

2021 DEVELOPMENTS

The real recovery happens after 2021

COVID-19 continues to impact inbound tourist arrivals in 2021 dampening summer

sales

Desperate times for Galeries Lafayette come to an end as restrictions ease and travel

bans are slowly eased

PROSPECTS AND OPPORTUNITIES

The COVID-19 pandemic leads to questions over the department stores’ business

model

Chang of focus among department stores to tourists from the US, Asian countries other

than China as well as Europe thanks to changing demand among wealthy Chinese

millennials

Audacious move by La Samaritaine and its wide range appeals to both its traditional

consumer base of high net worth individuals as well as millennials in the absence of

international tourists
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Table 160 Department Stores Forecasts: Value Sales, Outlets and Selling Space: %

Growth 2021-2026

VARIETY STORES IN FRANCE

KEY DATA FINDINGS

2021 DEVELOPMENTS

While variety stores are a Godsend for lower socioeconomic groups, they are also

popular among wealthy people who enjoy shopping in this channel

Variety stores benefits from shorter periods of mandated closure during lockdowns

Action – one of the only chains to progress both in 2020 and 2021

PROSPECTS AND OPPORTUNITIES

Closed and empty stores during the pandemic cause unsold stocks and provide a boon

to variety stores creating potential for further growth

Centrakor, Le March? aux Affaires and B&M progress over the forecast period through

a variety of strategies including new outlets and a change of product portfolios

“De-consumption” among consumers and the absence of e-commerce and click and

collect prove detrimental to the channel
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WAREHOUSE CLUBS IN FRANCE

KEY DATA FINDINGS

2021 DEVELOPMENTS

Costco doubles its network to two outlets in France in 2021

Costco remains the only warehouse club in France benefiting on stockpiling while also

launching click and collect

PROSPECTS AND OPPORTUNITIES

Costco has the potential to forge ahead

Costco’s expansion into fuel retailing proves attractive to French consumers

Issues of profitability lead to questions of number of new outlets needed to achieve

critical scale

CHANNEL DATA

Table 169 Warehouse Clubs: Value Sales, Outlets and Selling Space 2016-2021
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Table 170 Warehouse Clubs: Value Sales, Outlets and Selling Space: % Growth

2016-2021
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DIRECT SELLING IN FRANCE

KEY DATA FINDINGS

2021 DEVELOPMENTS

2021 epitomises the beginning of revival for direct selling

After initial period of resilience, the channel rebounds through its acceleration in

products for the home and for wellbeing

Vorwerk and Herbalife each enjoy two years of double-digit growth in 2020 and 2021 in

France

PROSPECTS AND OPPORTUNITIES

Expected metamorphosis of direct selling with the channel ultimately seeing a return to

normal

The post-pandemic years provide a new reservoir for the recruitment of salespeople

Strong difficulties for specialists in home improvement and safety
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HOMESHOPPING IN FRANCE

KEY DATA FINDINGS

2021 DEVELOPMENTS

Homeshopping is further cannibalised by e-commerce in 2021

Peak sales of frozen food during the first lockdown does not last

La Redoute SA focuses less on homeshopping and more on developing an

omnichannel approach

PROSPECTS AND OPPORTUNITIES

Ongoing structural drop in homeshopping due to the shift towards e-commerce during
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the forecast period

Even Nespresso favours e-commerce and store-based sales at the expense of

homeshopping

TV home shopping condemned to drop further due to waning interest in broadcast and

cable TV
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VENDING IN FRANCE

KEY DATA FINDINGS

2021 DEVELOPMENTS

Reduced footfall around towns and cities due to COVID-19 continues to dampen

demand somewhat for vending

Selecta and the ongoing collapse of the vending coffee machine

Red Bull and pizzas remain the only success stories in 2021 in vending

PROSPECTS AND OPPORTUNITIES

Uncertain recovery with a return to normal although the persistence of working from

home continues to pose problems

Vending also faces major issues around packaging and associated higher costs, which

deals a fatal blow to some small- and medium-sized companies

The choice of automated shops pays off while foodservice poses indirect competition by

increasingly embracing vending as such sales are counted under foodservice

CHANNEL DATA

Table 189 Vending by Category: Value 2016-2021

Table 190 Vending by Category: % Value Growth 2016-2021

Table 191 Vending GBO Company Shares: % Value 2017-2021

Table 192 Vending GBN Brand Shares: % Value 2018-2021

Table 193 Vending Forecasts by Category: Value 2021-2026

Table 194 Vending Forecasts by Category: % Value Growth 2021-2026

E-COMMERCE (GOODS) IN FRANCE

KEY DATA FINDINGS

2021 DEVELOPMENTS

The onset of COVID-19 proves a strong trend accelerator with e-commerce

experiencing four-years of growth in a period of only two years

Food and drink e-commerce experiences strong growth thanks to click-and-collect
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Marketplaces rack up billions of euros but progress is at a slower rate than click and

mortar players

PROSPECTS AND OPPORTUNITIES

More than ever, the strong potential for e-commerce stems from click-and-collect

Home delivery, marketplaces and quick commerce have plenty of room to grow,

although the latter two face challenges

The emergence of new trends and tools develops further over the forecast period

CHANNEL DATA

Table 195 E-Commerce (Goods) by Channel and Category: Value 2016-2021

Table 196 E-Commerce (Goods) by Channel and Category: % Value Growth 2016-2021

Table 197 E-Commerce (Goods) GBO Company Shares: % Value 2017-2021

Table 198 E-Commerce (Goods) GBN Brand Shares: % Value 2018-2021

Table 199 Forecast E-Commerce (Goods) by Channel and Category: Value 2021-2026

Table 200 Forecast E-Commerce (Goods) by Channel and Category: % Value Growth

2021-2026

MOBILE E-COMMERCE (GOODS) IN FRANCE

KEY DATA FINDINGS

2021 DEVELOPMENTS

Strong recovery of m-commerce since the autumn of 2020 after a surprising slowdown

during the first half of that year

The effects of recovery boost sales of smartphones in 2021

M-commerce innovations include the explosion of applications and app-in payment

PROSPECTS AND OPPORTUNITIES

Plenty of room for growth thanks to new tools

Some shortcomings nevertheless require some improvement

5G takes time but has the potential to provide m-commerce with some impetus

CHANNEL DATA

Table 201 Mobile E-Commerce (Goods): Value 2016-2021

Table 202 Mobile E-Commerce (Goods): % Value Growth 2016-2021

Table 203 Mobile E-Commerce (Goods) Forecasts: Value 2021-2026

Table 204 Mobile E-Commerce (Goods) Forecasts: % Value Growth 2021-2026

FOOD AND DRINK E-COMMERCE IN FRANCE

KEY DATA FINDINGS

2021 DEVELOPMENTS

Ongoing double-digit growth for click-and-collect in 2021 thanks to seniors

Home delivery of food and drink finally takes off thanks to quick commerce

Intermarch? achieves the best progression in percentage share while Leclerc gains the

most ground in actual value sales in 2021

PROSPECTS AND OPPORTUNITIES
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No saturation likely in the short term, notably thanks to pedestrian click-and-collect and

seniors

New concepts and tools for pedestrian click-and-collect include mutualisation and

robotisation

Tough price war in quick commerce in which the winners take it all

CHANNEL DATA

Table 205 Food and Drink E-Commerce: Value 2016-2021

Table 206 Food and Drink E-Commerce: % Value Growth 2016-2021

Table 207 Food and Drink E-Commerce Forecasts: Value 2021-2026

Table 208 Food and Drink E-Commerce Forecasts: % Value Growth 2021-2026
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