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Abstracts

Overall, retailing in Italy in 2021 performed well. Many Italian consumers wanted to

return to their normal lifestyles and were willing to spend and recover purchasing and

consumption occasions lost during 2020 due to the Coronavirus (COVID-19) pandemic

and related lockdown and other restrictions on retailing and consumer movement.

Therefore, many retailing categories registered a more positive growth performance

compared to 2020, although there were significant variations through the industry.

Euromonitor International's Retailing in Italy 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
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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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Table 191 Forecast E-Commerce (Goods) by Channel and Category: % Value Growth

2021-2026

MOBILE E-COMMERCE (GOODS) IN ITALY

KEY DATA FINDINGS

2021 DEVELOPMENTS

The rise of marketplaces creates space for small retailers to flourish

High smartphone penetration increases the reach and scope of mobile e-commerce

Mobile e-commerce’s advantages increase the importance of omnichannel strategies

PROSPECTS AND OPPORTUNITIES

Growing use of mobile e-commerce increases focus on “green” packaging and

transportation

Social media and omnichannel strategies to spur impulse purchases

Improving technology and infrastructure enable smartphones to offer constant access to
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mobile e-commerce

CHANNEL DATA

Table 192 Mobile E-Commerce (Goods): Value 2016-2021

Table 193 Mobile E-Commerce (Goods): % Value Growth 2016-2021

Table 194 Mobile E-Commerce (Goods) Forecasts: Value 2021-2026

Table 195 Mobile E-Commerce (Goods) Forecasts: % Value Growth 2021-2026

FOOD AND DRINK E-COMMERCE IN ITALY

KEY DATA FINDINGS

2021 DEVELOPMENTS

Food and drink e-commerce benefits from further investment in 2021

Shopping delivered to your home with Mercato Itinerante

Food boxes offer new purchasing and consumption experiences

PROSPECTS AND OPPORTUNITIES

Sustainability to form an increasingly core part of company strategies

Innovation and sustainability with Ortago

Organic focus expected to increase in food and drink e-commerce

CHANNEL DATA

Table 196 Food and Drink E-Commerce: Value 2016-2021

Table 197 Food and Drink E-Commerce: % Value Growth 2016-2021

Table 198 Food and Drink E-Commerce Forecasts: Value 2021-2026

Table 199 Food and Drink E-Commerce Forecasts: % Value Growth 2021-2026
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