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By Hippo Zourides

South African food retailers have always kept up 
with global trends and many overseas visitors 

travel to our country to pick up new ideas and 
concepts.
However, the pace of change and format evolution 

is now gathering speed elsewhere and our local 
store development is starting to lag behind. Local 
chain store executives and entrepreneurs are 
well advised to travel to various parts of Europe, 
the Americas and the East to analyse the latest 
developments and apply whatever ideas may work 
to their expansion plans in SA.
Here is a short summary of what to look out for 

(as contributed by IGD):

Carrefour, France
This global retailer has developed its 2022 
Transformation Plan and some fruit is now born of 
its endeavours. The first Supeco limited-assortment 
store has opened in France (2 000 SKUs, mainly in 
the private label range) and stores will be between 
1 000m2 to 1 500m2, positioned in convenient 
locations. Other than groceries, the store also sells 
general merchandise and fresh produce and it has 
adopted a hybrid discounter/cash n carry pricing 
model to suit both families and small businesses.

Store formats – global evolution

Sources, Carrefour’s first speciality store in Paris, focused on health and beauty
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Carrefour continues to open new hypermarkets 
with upgraded fresh product departments and beer 
cellars. 
In one store, it has incorporated a 300m2 

concession store, Aubert, which specialises in baby 
and children products. Staff employed by Aubert 
manage the space and give expert advice to the 
shoppers.
Carrefour has also launched Sources, its first 

speciality store in Paris, focused on health and 
beauty. It stocks about 3 500 SKUs, the majority of 
which do not have harmful ingredients – to follow 
the company’s Clean Beauty positioning. The store 
has consulting rooms for massages and facials, 
as well as a men’s barber shop. 
The store décor is very homely with lots of stone 

walls and indoor plants to create a browsing 
atmosphere for the shopper. 

Carrefour, Brazil
The biggest growth in Brazilian food retail is the 
cash n carry model, called Atacarejo. Carrefour, 
who already manage both hypermarkets and 
supermarkets in Brazil, have launched the cash 
n carry model as a complement to their existing 
service offering.
The stores stock a smaller range than the 

Atacadão hypermarkets, but the selection ranges 
from individual products to shrink-wraps to 
case lots. Thirty percent of its clientele are small 
businesses who use the outlets as their ‘just in 
time’ warehouse and many individual customers 
have joined the switch to the Atacarejo model.

Conad, Italy
Having taken over the Auchan hypermarkets 
throughout Italy, Conad is now busy not only 
reducing their size but also revamping all hypers to 
make them more consumer-friendly.
On the other end of the spectrum, Conad’s 

franchise model, Todi’s, has now reached almost 
250 locations and is focusing its franchisee training 
on a focused set of areas: point of sale (make it 
easier for the customer to exit the store), listening 
to the consumer (let’s stock only what they want) 
and fresh departments (freshness is the main 
reason shoppers stay with the chain).

Amazon, Singapore
Amazon now has 16 ‘marketplaces’ globally. 
The latest version launched in Singapore stocks 
a wide range of items that can be ordered online 
(books, video games, consumer electronics, baby, 
and home and kitchen products).
Prime members receive free one-day delivery on 

local selection with no minimum spend, and free 
international shipping on orders over $60 for  
Amazon International Store products. Non-members 
receive delivery within two to three days.
Amazon is also offering small and medium 

businesses the chance to offer their products to 
online shoppers. Amazon said this will enable 
these businesses to expand their business and 
reach more customers. Selling partners will have 
access to easy listing tools, payment processing, 
credit card fraud protection, promotional features 
and reports, and analytics.

Micro-fulfilment  
in the US

Over and above their centralised distribution 
centres, chains such as Meijer, Albertsons 
and Wakefern in the US are now investing in 
micro-fulfilment centres.
Designed to fit within a store’s back space, 

these tools are ideal to help a chain supply 
its regional branches from a central location 
within a specified geographic area.

Here is how it works:
n A space is identified within the store’s 
storeroom
n  The installation consists of a storage 

system that takes into account physical 
height, narrow aisles and automated 
shuttle cars

n  The store’s ERP system is fully integrated 
into the micro-fulfilment software

n  Goods are loaded into tote boxes and then 
loaded onto the system

n  Totes move by conveyor belt to a delivery 
consolidation area, ready for dispatch to 
the stores 

This method allows orders to be picked 
within an hour and delivered the same day 
to the sister stores.
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