
External view of IperCoop in Livorno, Italy.

Entrance to Fonti di Corallo shopping centre.

The main entrance to the store is inviting and the “landing strip” offers a welcome message, some advice and one power gondola end with real value.
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STOREWATCH By Antonello Vilardi,  

adapted by Hippo Zourides

Italian Hyper
Livorno is a mid-sized 
town in the western part 
of Tuscany in Italy facing 
the Mediterranean Ligurian 
Sea. With a population 
of 160 000, it can be 
compared to Klerksdorp in 
the North West province  
of South Africa.
The town has most of the major retail 

brands available in Italy and one such 

brand, Coop Tireno, has installed the 

IperCoop in Livorno to serve the needs of 

the population.

In Italian terms, stores are classified  

as follows:

■	Mini Hypers – between 2 500m2  

and 4 000m2

■	Hypermarkets – between 4 000m2  

and 10 000m2

■	Megastores – over 10 000m2

Located in the Fonti del Corrallo shopping 

mall, IperCoop covers an area of 10 000m2 

and customers make use of 34 traditional 

checkouts and 5 self-service checkouts.



There is a well-stocked bookshop within the hypermarket that easily competes with traditional bookshops.

The fresh-service departments are located in the middle of the sales floor and have open displays for customers to witness the food preparation.

▲

in middlemarket town

The aisles in the bookshop area are tighter than 
conventional aisles, but still creates the right atmosphere 
for browsing and reading.

Conventional aisles, especially around the perimeter of the store,  
are ample and can take the pressure on busy periods. Here a bulk display 
is visible to the consumer as she reaches the end of a gondola run.



Store layout
The store has a large inviting entrance 

facing the mall and once the customer 

acclimatises herself to the store ambiance, 

she can find the typical hyper general 

merchandise towards the left of the 

entrance while the main grocery section, as 

well as the textile area, have been afforded 

space in the central part of the store.

The fresh departments,  
as well specialised areas 
with offerings such as 
organic products, a book 
store and a wine cellar 
surround the grocery area 
and ensure many points 
of contact for customers 
buying basic groceries. 
Each of these specialised 
departments creates an 
invitation for the consumer 
to visit the specialist area 
and enjoy the offering.
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The winner cellar follows the principle of spacious displays and wines 
are grouped in regional cultivars.

Impulse bins are dotted around the store. Unlike other hypermarkets, the shelving in this store is low,  
allowing the customer visibility of the surrounding departments.

Beautifully appointed refrigerated displays allow for clear merchandising of fresh, 
chilled and frozen foods and are easily accessible.



IperCoop covers an area of 10 000m2 and has 34 traditional checkouts and 5 self-service checkouts.

Departments
Various specialist departments have been 

incorporated into the store design. Over 

and above the three listed above, the store 

also has 

■	A heavy bazaar that stocks major white 

goods, electronics and the like;

■	A light bazaar with a range consisting of 

homeware and household appliances;

■	A DIY section and car-accessory section;

■	A limited range of furniture and 

household furnishings; and

■	 The usual bakery, butchery, cheese 

counter, cold meats, fishmonger and 

fresh produce,

The store has gone though three very 

distinct developmental stages.

The first was the introductory stage 

where all the basic departments typical of 

a Hyper were installed. This was followed 

by the development stage, where some of 

the extra specialisation was introduced. 

The final stage that the store has embarked 

on is the maturity stage where novel 

areas have been introduced, such as para-

pharmacy, optician, jewellery section and 

the sale of fancy wine, liqueurs, salmon and 

caviar.

Livorno residents, who have many other 

choices in the high street, including most 

of the major Italian retail brands, enjoy 

the one-stop facility and have a choice of 

joining a conventional checkout queue or 

attend to their own end-of-trip processes 

by using one of five self checkouts. 
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Lighting plays a big part as a merchandising tool and the lux levels of the whole store  
welcome and invite the customer to shop in a comfortable environment.

The store makes full use of its leasable area 
by locating the checkout run right next to the 

shopping mall public areas.

A special aisle dedicated to “saving time” invites 
the consumer to pop in, collect a few items and 
exit the store without having to join long queues.


