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Global economic growth in 2008 is likely to be slow, largely as a result of 
a credit-crunch-inspired slowdown in the US. A deceleration in consumer 
spending in the US will be the principal reason. Growth in Europe is 
likely to slow modestly due to a decline in export growth, itself the result 
of a strong euro, as well as from the effects of the credit crunch. Few 
trends in global retail is: social responsibility, products are becoming 
merchandise, retailers as world-class marketers, retail investment in 
services 
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Globalization is one of the most important concepts that are 
necessary in order to understand the contemporary European reality. The 
changes that come with this process occur in various fields: social, political, 
and economic. 

Economic globalization can be defined by means of three specific 
dimensions: a global market discipline, a financial content and an economic 
network. The market discipline does not only mean goods and products, but 
also labor and capital. The financial content tells us about the speed of 
money crossing borders, while economic networks are based on economic 
informationalism. Extensive globalization and the emergence of 
transnational societies have brought along an increasing interest in the 
elements of the marketing mix, especially in distribution policies. 

Global economic growth in 2008 is likely to be slow, largely as a 
result of a credit-crunch-inspired slowdown in the US. A deceleration in 
consumer spending in the US will be the principal reason. Growth in Europe 
is likely to slow modestly due to a decline in export growth, itself the result 
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of a strong euro, as well as from the effects of the credit crunch. Japan will 
slow modestly as well, although its longer term prospects appear to be better 
now than anytime in the past decade. The main engine of global growth will 
continue to be China and, to a lesser extent, India and the major oil 
producing countries (Russia, Persian Gulf). China will likely accelerate the 
process of revaluing its currency, thereby increasing consumer purchasing 
power. Consumer spending growth in China and India should continue to be 
strong. 

Table no. 1. 
Top retailers in Europe (turnover 2007) – billion € 

Rank Retailer Turnover  Headquarter 
1 Carrefour 68.4 France 
2 Metro 62.5 Germany 
3 Tesco 55.3 UK 
4 Schwarz 48e Germany 
5 Rewe 43.5 Germany 
6 Edeka 37.2 Germany 
7 Aldi 37e Germany 
8 Auchan 31e France 
9 ITM 29.5 France 

10 Leclerc 29.4 France 
11 Sainsbury 23.5 UK 
12 Walmart 23.1 USA 
13 Casino 18.5 France 
14 Tengelmann 18.3 Germany 
15 Morrison 17.7 UK 
16 ElCorte Ingles 17.0 Spain 
17 IKEA 14.8 Sweden 
18 PPR 14.8 France 
19 Systeme U 13.8 France 
20 A.S.Watson 13.0 Netherlands 

e + estimate 
Source: www.retail-index.com 
 
Few trends in global retail is : 
1. Social responsibility - according to this tendency, a growing 

number of consumers, especially in developed countries, have reached a 
point where they think about the impact of companies on society. The 
following aspects are included: impact on the environment, impact on the 
workers in countries providing raw material for the products, as well as the 

http://www.retail-index.com/


LUCRĂRI ŞTIINŢIFICE, SERIA I, VOL. XI (2) 

impact of a product on the person that purchases it. A consequence of this 
trend is the fact that they’ll be willing to pay a higher price for premium 
products and services clearly focused on social responsibility. 

As globalization and reduced trade barriers lead to greater 
international trade in perishables, food retailers are becoming increasingly 
concerned about the safety of their supply chains. The ability to properly 
monitor supply chains and react quickly to problems will also be a 
competitive advantage for retailers. Having a reputation for doing this will 
likely enhance the brand equity of retailers. 

2. Products are becoming merchandise – we are currently 
witnessing a very fast rhythm of technological innovation. Thus, a growing 
number of average people can afford unimaginable life standards. 
Production improvement has made it possible for high quality products to be 
sold for accessible prices. In order to differentiate from competitors, 
retailers need to provide services besides the products they offer. Therefore, 
each product will become merchandise. This process takes place when 
consumers differentiate products only by means of the price criterion. 
Traditionally, basic products were the ones considered to be merchandise - 
oil, clothes, etc. Presently, consumers also perceive as merchandise 
electronics, brand clothing or processed food. The outcome is the fact that 
retailers and suppliers have found themselves in a battle over prices to the 
prejudice of all other aspects. 

3. Integrating multi-network operations - the emergence of on-line 
retail has determined a decrease of retail’s market share. For those that have 
ceased it already, the opportunity consists in creating an unprecedented 
multi-network experience for consumers, thus enabling an expansion of the 
business to the virtual environment. The rise of online retailing has taken 
market share from store retailers in some markets. Yet in the US, 40% of 
online retail sales are conducted by store retailers themselves. The 
opportunity exists to create a seamless multi-channel experience for 
consumers. The reality, however, is that many store retailers are failing to 
do this and that most do not integrate their online businesses with their store 
businesses. In addition, store retailers are competing with non-store retailers 
who own a sizable share of online retailing. 

To win this battle, the best retailers will most likely focus on 
enriching the brand experience for distinct customer segments across 
multiple channels. They will use websites not just to sell, but to build brand 
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identity, engage consumers in dialog, and obtain feedback from consumers. 
Similar to what many retailers already do, they will use websites to inform 
consumers about store events. The information exchange that takes place 
online will play a role in the development of stores. Consumers visiting 
either the store or the website will experience a seamless brand, customer 
experience, and transaction capability. 

Although few are doing this now, future success will require such 
integration, especially for non-food specialty retailers. Currently, many 
consumers are disappointed to learn that there is a clear dividing line 
between store and online operations. Breaching this line will most likely be 
the principal online challenge for successful retailers in the coming years. 

4. Retail investment in services - as countries grow and achieve 
economic affluence, consumer spending on goods as a share of GDP tends 
to decline while spending on services grows disproportionately. 

In saturated, mature retail markets with relatively slow growth, the 
fact that consumer spending on services is rising represents both a challenge 
and an opportunity. Retailers that can successfully sell services related to 
their core merchandise or simply based on the strength of their brand names, 
can increase their growth through expanded share of wallet. In part, 
demographics will play a role in driving this trend. As people move from 
young adulthood to middle age, they tend to spend less on goods and more 
on services, particularly those related to finance and health. Successful 
retailers will take advantage of this by using their existing brand equity to 
build new markets. 

5. Emerging market investment in developed retailers - one of the 
notable aspects of the global economy lately has been the huge surpluses of 
key emerging countries. China, for example, has accumulated $1.4 trillion 
of foreign currency reserves. Russia and Middle Eastern oil exporters have, 
likewise, accumulated vast reserves. In the past, such funds were normally 
invested in low-yielding government securities. 

Increasingly, however, countries are diverting some of these reserves 
into investment funds that purchase Western companies or sizable interests 
in those companies. These “sovereign wealth funds,” or SWFs, are 
becoming key players in global capital markets. They offer emerging 
country governments the opportunity to invest in rich country businesses. 
The global retailing industry has already been targeted by these funds and 
more are likely to follow. Not only may such funds seek to acquire retail 



LUCRĂRI ŞTIINŢIFICE, SERIA I, VOL. XI (2) 

companies, but in some cases they may invest in the development of startup 
retailers as well. 

Beyond the role of emerging country governments, some emerging 
country retailers could soon achieve the size and sophistication that will 
enable them to compete in rich countries. This could happen either through 
organic expansion or through acquisitions. A small number of such 
investments have already taken place, and the pace is likely to accelerate in 
the next few years. 

6. Focus on customer experience - as discussed above, one of the 
leading problems faced by many retailers is a lack of differentiation among 
competitors that leads consumers to view stores as commodities. One way 
to tackle this problem is to focus on improving the experience of consumers 
in the store. This encompasses far more than customer service — important 
though that is — and includes all the elements influencing consumers such 
as store layout, signage, lighting, service, and the ease and speed of 
transactions. 

It is very important, however, that consumers find what they seek. 
Having the right inventory at the right time is critical. In the coming years, 
the world’s best retailers will increasingly focus on offering consumers an 
experience that is enjoyable, informative, entertaining, and easy. Today, 
some notable retailers are already undertaking customer experience 
initiatives that enable them to differentiate and maintain pricing power. 

Some supermarket chains have focused on creating a festive, street 
market environment that makes food shopping an entertaining event. Book 
and music retailers focus on the ability to spend time perusing books or 
listening to music in a comfortable setting. Some department stores are 
working to eliminate the tedium of separate transactions in separate 
departments. Instead, while still focusing on traditional department store 
merchandise, they are borrowing from the customer-friendly appeal of 
discount stores by offering centralized checkout, shopping carts, and wide 
aisles with large signs. 

7. Retailers as world-class marketers - In the past, manufacturers of 
fast moving consumer goods (FMCG) were considered the leading 
marketers in the world. They had their fingers on the pulse of consumers, 
spent considerable sums on market research, and were masters of using 
mass media to build brand identity. As retailers became bigger and more 
powerful, suppliers had to focus more on relationships with their customers 
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than their consumers. Trade spending became more important than mass 
media advertising. 

Retailers became the principal holders of relationships with 
consumers. Moreover, through their sale of private label goods, they became 
leading suppliers in their own right. Yet most retailers still lacked world 
class marketing skills. That is now changing. Today, some of the world’s 
top retailers are aggressively hiring top marketers away from FMCG 
companies. Their goal is to become marketing powerhouses, to build strong 
brand identity in order to compete with other retailers and, increasingly, to 
compete with branded suppliers through private label sales. 

Indeed private labels are no longer simply a way to offer low prices. 
They are an important channel for building brand and improving profit 
margins. Consequently, tomorrow’s leading retailers are likely to be world-
class marketers. 
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