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EXECUTIVE SUMMARY

Retail in 2024: The big picture
Automation offers operating cost reductions
Private label and price promotions gain weight as consumers look for value for money
What next for retail?

OPERATING ENVIRONMENT

Informal retail
Opening hours for physical retail
Summary 1 - Standard Opening Hours by Channel Type 2024
Seasonality
Shopping Season Name
Christmas
Easter

MARKET DATA

Table 1 - Sales in Retail by Retail Offline vs Retail E-Commerce: Value 2019-2024
Table 2 - Sales in Retail by Retail Offline vs Retail E-Commerce: % Value Growth 2019-2024
Table 3 - Sales in Retail Offline by Channel: Value 2019-2024
Table 4 - Sales in Retail Offline by Channel: % Value Growth 2019-2024
Table 5 - Retail Offline Outlets by Channel: Units 2019-2024
Table 6 - Retail Offline Outlets by Channel: % Unit Growth 2019-2024
Table 7 - Sales in Retail E-Commerce by Product: Value 2019-2024
Table 8 - Sales in Retail E-Commerce by Product: % Value Growth 2019-2024
Table 9 - Grocery Retailers: Value Sales, Outlets and Selling Space 2019-2024
Table 10 - Grocery Retailers: Value Sales, Outlets and Selling Space: % Growth 2019-2024
Table 11 - Sales in Grocery Retailers by Channel: Value 2019-2024
Table 12 - Sales in Grocery Retailers by Channel: % Value Growth 2019-2024
Table 13 - Grocery Retailers Outlets by Channel: Units 2019-2024
Table 14 - Grocery Retailers Outlets by Channel: % Unit Growth 2019-2024
Table 15 - Non-Grocery Retailers: Value Sales, Outlets and Selling Space 2019-2024
Table 16 - Non-Grocery Retailers: Value Sales, Outlets and Selling Space: % Growth 2019-2024
Table 17 - Sales in Non-Grocery Retailers by Channel: Value 2019-2024
Table 18 - Sales in Non-Grocery Retailers by Channel: % Value Growth 2019-2024
Table 19 - Non-Grocery Retailers Outlets by Channel: Units 2019-2024
Table 20 - Non-Grocery Retailers Outlets by Channel: % Unit Growth 2019-2024
Table 21 - Retail GBO Company Shares: % Value 2020-2024
Table 22 - Retail GBN Brand Shares: % Value 2021-2024
Table 23 - Retail Offline GBO Company Shares: % Value 2020-2024
Table 24 - Retail Offline GBN Brand Shares: % Value 2021-2024
Table 25 - Retail Offline LBN Brand Shares: Outlets 2021-2024
Table 26 - Retail E-Commerce GBO Company Shares: % Value 2020-2024
Table 27 - Retail E-Commerce GBN Brand Shares: % Value 2021-2024
Table 28 - Grocery Retailers GBO Company Shares: % Value 2020-2024
Table 29 - Grocery Retailers GBN Brand Shares: % Value 2021-2024
Table 30 - Grocery Retailers LBN Brand Shares: Outlets 2021-2024
Table 31 - Non-Grocery Retailers GBO Company Shares: % Value 2020-2024
Table 32 - Non-Grocery Retailers GBN Brand Shares: % Value 2021-2024
Table 33 - Non-Grocery Retailers LBN Brand Shares: Outlets 2021-2024
Table 34 - Forecast Sales in Retail by Retail Offline vs Retail E-Commerce: Value 2024-2029
Table 35 - Forecast Sales in Retail by Retail Offline vs Retail E-Commerce: % Value Growth 2024-2029
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Table 36 - Forecast Sales in Retail Offline by Channel: Value 2024-2029
Table 37 - Forecast Sales in Retail Offline by Channel: % Value Growth 2024-2029
Table 38 - Forecast Retail Offline Outlets by Channel: Units 2024-2029
Table 39 - Forecast Retail Offline Outlets by Channel: % Unit Growth 2024-2029
Table 40 - Forecast Sales in Retail E-Commerce by Product: Value 2024-2029
Table 41 - Forecast Sales in Retail E-Commerce by Product: % Value Growth 2024-2029
Table 42 - Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space 2024-2029
Table 43 - Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space: % Growth 2024-2029
Table 44 - Forecast Sales in Grocery Retailers by Channel: Value 2024-2029
Table 45 - Forecast Sales in Grocery Retailers by Channel: % Value Growth 2024-2029
Table 46 - Forecast Grocery Retailers Outlets by Channel: Units 2024-2029
Table 47 - Forecast Grocery Retailers Outlets by Channel: % Unit Growth 2024-2029
Table 48 - Non-Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space 2024-2029
Table 49 - Non-Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space: % Growth 2024-2029
Table 50 - Forecast Sales in Non-Grocery Retailers by Channel: Value 2024-2029
Table 51 - Forecast Sales in Non-Grocery Retailers by Channel: % Value Growth 2024-2029
Table 52 - Forecast Non-Grocery Retailers Outlets by Channel: Units 2024-2029
Table 53 - Forecast Non-Grocery Retailers Outlets by Channel: % Unit Growth 2024-2029

DISCLAIMER

SOURCES

Summary 2 - Research Sources

KEY DATA FINDINGS

2024 DEVELOPMENTS

Lower VAT on groceries spurs traffic through convenience retailers
The leading brand sees key acquisition activity
New brand has the potential to disrupt the category

PROSPECTS AND OPPORTUNITIES

More stable economic situation to boost demand through convenience retailers
Automation emerges as a key trend
Billa-OMV cooperation to add dynamism to forecourt retailers

CHANNEL DATA

Table 54 - Convenience Retailers: Value Sales, Outlets and Selling Space 2019-2024
Table 55 - Convenience Retailers: Value Sales, Outlets and Selling Space: % Growth 2019-2024
Table 56 - Sales in Convenience Retailers by Channel: Value 2019-2024
Table 57 - Sales in Convenience Retailers by Channel: % Value Growth 2019-2024
Table 58 - Convenience Retailers GBO Company Shares: % Value 2020-2024
Table 59 - Convenience Retailers GBN Brand Shares: % Value 2021-2024
Table 60 - Convenience Retailers LBN Brand Shares: Outlets 2021-2024
Table 61 - Convenience Retailers Forecasts: Value Sales, Outlets and Selling Space 2024-2029
Table 62 - Convenience Retailers Forecasts: Value Sales, Outlets and Selling Space: % Growth 2024-2029
Table 63 - Forecast Sales in Convenience Retailers by Channel: Value 2024-2029
Table 64 - Forecast Sales in Convenience Retailers by Channel: % Value Growth 2024-2029

KEY DATA FINDINGS
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2024 DEVELOPMENTS

Strong rise in outlets and economic stabilisation push consumers towards supermarkets
Billa expands to consolidate its leadership of supermarkets
Private label offer develops and grows in supermarkets

PROSPECTS AND OPPORTUNITIES

Healthy but slower sales and outlet development anticipated for supermarkets
Billa and Albert lead move into online supermarkets
Billa develops innovative, sustainable outlets

CHANNEL DATA

Table 65 - Supermarkets: Value Sales, Outlets and Selling Space 2019-2024
Table 66 - Supermarkets: Value Sales, Outlets and Selling Space: % Growth 2019-2024
Table 67 - Supermarkets GBO Company Shares: % Value 2020-2024
Table 68 - Supermarkets GBN Brand Shares: % Value 2021-2024
Table 69 - Supermarkets LBN Brand Shares: Outlets 2021-2024
Table 70 - Supermarkets Forecasts: Value Sales, Outlets and Selling Space 2024-2029
Table 71 - Supermarkets Forecasts: Value Sales, Outlets and Selling Space: % Growth 2024-2029

KEY DATA FINDINGS

2024 DEVELOPMENTS

Stagnation as consumers look for more convenient shopping locations
Kaufland leads as rivals focus on smaller grocery formats
New VAT rates impact hypermarkets

PROSPECTS AND OPPORTUNITIES

Discounters and supermarkets to continue to pressure hypermarkets
Investments in sustainability to lower operating costs and gain consumer goodwill
Omnichannel approach to help hypermarkets compete

CHANNEL DATA

Table 72 - Hypermarkets: Value Sales, Outlets and Selling Space 2019-2024
Table 73 - Hypermarkets: Value Sales, Outlets and Selling Space: % Growth 2019-2024
Table 74 - Hypermarkets GBO Company Shares: % Value 2020-2024
Table 75 - Hypermarkets GBN Brand Shares: % Value 2021-2024
Table 76 - Hypermarkets LBN Brand Shares: Outlets 2021-2024
Table 77 - Hypermarkets Forecasts: Value Sales, Outlets and Selling Space 2024-2029
Table 78 - Hypermarkets Forecasts: Value Sales, Outlets and Selling Space: % Growth 2024-2029

KEY DATA FINDINGS

2024 DEVELOPMENTS

Value for money positioning boosts discounters
Lidl and Penny Market dominate the landscape
Consumers look to price promotions and discounts

PROSPECTS AND OPPORTUNITIES

Strong value proposition and network development to support discounters’ performance
Lidl Pay paves the way for innovative payment methods in discounters



Page 5 of 9

Private label to continue to gain currency in discounters

CHANNEL DATA

Table 79 - Discounters: Value Sales, Outlets and Selling Space 2019-2024
Table 80 - Discounters: Value Sales, Outlets and Selling Space: % Growth 2019-2024
Table 81 - Discounters GBO Company Shares: % Value 2020-2024
Table 82 - Discounters GBN Brand Shares: % Value 2021-2024
Table 83 - Discounters LBN Brand Shares: Outlets 2021-2024
Table 84 - Discounters Forecasts: Value Sales, Outlets and Selling Space 2024-2029
Table 85 - Discounters Forecasts: Value Sales, Outlets and Selling Space: % Growth 2024-2029

KEY DATA FINDINGS

2024 DEVELOPMENTS

Large modern grocery retailers provide intense competition
Small local grocers struggle to remain viable
Taxation helps to shape performance

PROSPECTS AND OPPORTUNITIES

Wider coverage of modern retailers to intensify the pressure on small local grocers
Business alliances can help small local grocers stay afloat
24/7 shopping offers a competitive edge

CHANNEL DATA

Table 86 - Small Local Grocers: Value Sales, Outlets and Selling Space 2019-2024
Table 87 - Small Local Grocers: Value Sales, Outlets and Selling Space: % Growth 2019-2024
Table 88 - Small Local Grocers GBO Company Shares: % Value 2020-2024
Table 89 - Small Local Grocers GBN Brand Shares: % Value 2021-2024
Table 90 - Small Local Grocers LBN Brand Shares: Outlets 2021-2024
Table 91 - Small Local Grocers Forecasts: Value Sales, Outlets and Selling Space 2024-2029
Table 92 - Small Local Grocers Forecasts: Value Sales, Outlets and Selling Space: % Growth 2024-2029

KEY DATA FINDINGS

2024 DEVELOPMENTS

Department stores continue to lose favour
Variety stores grow coverage and appeal
Stagnation in department stores but dynamism in variety stores

PROSPECTS AND OPPORTUNITIES

The downward trajectory is set to continue in department stores
Variety stores to find equilibrium in the forecast period
Consolidation of the competitive landscape

CHANNEL DATA

Table 93 - General Merchandise Stores: Value Sales, Outlets and Selling Space 2019-2024
Table 94 - General Merchandise Stores: Value Sales, Outlets and Selling Space: % Growth 2019-2024
Table 95 - Sales in General Merchandise Stores by Channel: Value 2019-2024
Table 96 - Sales in General Merchandise Stores by Channel: % Value Growth 2019-2024
Table 97 - General Merchandise Stores GBO Company Shares: % Value 2020-2024
Table 98 - General Merchandise Stores GBN Brand Shares: % Value 2021-2024
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Table 99 - General Merchandise Stores LBN Brand Shares: Outlets 2021-2024
Table 100 - General Merchandise Stores Forecasts: Value Sales, Outlets and Selling Space 2024-2029
Table 101 - General Merchandise Stores Forecasts: Value Sales, Outlets and Selling Space: % Growth 2024-2029
Table 102 - Forecast Sales in General Merchandise Stores by Channel: Value 2024-2029
Table 103 - Forecast Sales in General Merchandise Stores by Channel: % Value Growth 2024-2029

KEY DATA FINDINGS

2024 DEVELOPMENTS

Demand improves as the economic situation stabilises
Outlet expansion and affordability shape competitive performances
Consumers wait for price promotions to save on purchases

PROSPECTS AND OPPORTUNITIES

Economic improvements to push the demand for apparel and footwear
Growing threat from retail e-commerce
Apparel specialists use loyalty programmes as a competitive tool

CHANNEL DATA

Table 104 - Apparel and Footwear Specialists: Value Sales, Outlets and Selling Space 2019-2024
Table 105 - Apparel and Footwear Specialists: Value Sales, Outlets and Selling Space: % Growth 2019-2024
Table 106 - Apparel and Footwear Specialists GBO Company Shares: % Value 2020-2024
Table 107 - Apparel and Footwear Specialists GBN Brand Shares: % Value 2021-2024
Table 108 - Apparel and Footwear Specialists LBN Brand Shares: Outlets 2021-2024
Table 109 - Apparel and Footwear Specialists Forecasts: Value Sales, Outlets and Selling Space 2024-2029
Table 110 - Apparel and Footwear Specialists Forecasts: Value Sales, Outlets and Selling Space: % Growth 2024-2029

KEY DATA FINDINGS

2024 DEVELOPMENTS

Stabilisation following strong rebound from the COVID-19 slump
Datart is set to strengthen its leading position in the competitive landscape
Outlet network expansion boosts retail value shares

PROSPECTS AND OPPORTUNITIES

Less positive outlook for physical specialist retailers
The online space is set to grow in importance
Discounts and private label to stimulate purchases

CHANNEL DATA

Table 111 - Appliances and Electronics Specialists: Value Sales, Outlets and Selling Space 2019-2024
Table 112 - Appliances and Electronics Specialists: Value Sales, Outlets and Selling Space: % Growth 2019-2024
Table 113 - Appliances and Electronics Specialists GBO Company Shares: % Value 2020-2024
Table 114 - Appliances and Electronics Specialists GBN Brand Shares: % Value 2021-2024
Table 115 - Appliances and Electronics Specialists LBN Brand Shares: Outlets 2021-2024
Table 116 - Appliances and Electronics Specialists Forecasts: Value Sales, Outlets and Selling Space 2024-2029
Table 117 - Appliances and Electronics Specialists Forecasts: Value Sales, Outlets and Selling Space: % Growth 2024-2029

KEY DATA FINDINGS
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2024 DEVELOPMENTS

More stable economic situation renews home improvement and garden projects
Difficult housing market dampens traffic in homewares and home furnishing stores
The leading players push omnichannel strategies

PROSPECTS AND OPPORTUNITIES

Pet shops and superstores to benefit from economic improvements and innovation in retail
Improving housing market to boost homewares and home furnishing stores
Innovation to drive ideas and sales

CHANNEL DATA

Table 118 - Home Products Specialists: Value Sales, Outlets and Selling Space 2019-2024
Table 119 - Home Products Specialists: Value Sales, Outlets and Selling Space: % Growth 2019-2024
Table 120 - Sales in Home Products Specialists by Channel: Value 2019-2024
Table 121 - Sales in Home Products Specialists by Channel: % Value Growth 2019-2024
Table 122 - Home Products Specialists GBO Company Shares: % Value 2020-2024
Table 123 - Home Products Specialists GBN Brand Shares: % Value 2021-2024
Table 124 - Home Products Specialists LBN Brand Shares: Outlets 2021-2024
Table 125 - Home Products Specialists Forecasts: Value Sales, Outlets and Selling Space 2024-2029
Table 126 - Home Products Specialists Forecasts: Value Sales, Outlets and Selling Space: % Growth 2024-2029
Table 127 - Forecast Sales in Home Products Specialists by Channel: Value 2024-2029
Table 128 - Forecast Sales in Home Products Specialists by Channel: % Value Growth 2024-2029

KEY DATA FINDINGS

2024 DEVELOPMENTS

Beauty specialists see fast retail value growth and an upturn in outlet numbers
Personalisation and natural trend spur health and personal care stores
Consumers can choose from a wide array of specialist retailers

PROSPECTS AND OPPORTUNITIES

Slower retail value growth anticipated as maturity sets in
Demographic and lifestyle trends to sustain demand for pharmacies and optical goods stores
Convenience to drive innovation in pharmacies

CHANNEL DATA

Table 129 - Health and Beauty Specialists: Value Sales, Outlets and Selling Space 2019-2024
Table 130 - Health and Beauty Specialists: Value Sales, Outlets and Selling Space: % Growth 2019-2024
Table 131 - Sales in Health and Beauty Specialists by Channel: Value 2019-2024
Table 132 - Sales in Health and Beauty Specialists by Channel: % Value Growth 2019-2024
Table 133 - Health and Beauty Specialists GBO Company Shares: % Value 2020-2024
Table 134 - Health and Beauty Specialists GBN Brand Shares: % Value 2021-2024
Table 135 - Health and Beauty Specialists LBN Brand Shares: Outlets 2021-2024
Table 136 - Health and Beauty Specialists Forecasts: Value Sales, Outlets and Selling Space 2024-2029
Table 137 - Health and Beauty Specialists Forecasts: Value Sales, Outlets and Selling Space: % Growth 2024-2029
Table 138 - Forecast Sales in Health and Beauty Specialists by Channel: Value 2024-2029
Table 139 - Forecast Sales in Health and Beauty Specialists by Channel: % Value Growth 2024-2029

KEY DATA FINDINGS
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2024 DEVELOPMENTS

Improving economic conditions fail to ignite vending in 2024
Drinks players remain the leaders in vending
VAT change hikes prices and hurts vending’s main category

PROSPECTS AND OPPORTUNITIES

Rebound anticipated as convenience gains currency in a more stable economic climate
Investment to continue to push Mixa Vending
Innovation in product offer to add dynamism to vending

CHANNEL DATA

Table 140 - Vending by Product: Value 2019-2024
Table 141 - Vending by Product: % Value Growth 2019-2024
Table 142 - Vending GBO Company Shares: % Value 2020-2024
Table 143 - Vending GBN Brand Shares: % Value 2021-2024
Table 144 - Vending Forecasts by Product: Value 2024-2029
Table 145 - Vending Forecasts by Product: % Value Growth 2024-2029

KEY DATA FINDINGS

2024 DEVELOPMENTS

Consumers return to direct selling as the economic situation improves
Expanding seller network spurs Mary Kay
Avon’s troubles in the US impact the Czech branch

PROSPECTS AND OPPORTUNITIES

Personal relationships to remain a key touchstone in direct selling
Online shift blurs channel lines
Sustainability to shape company marketing

CHANNEL DATA

Table 146 - Direct Selling by Product: Value 2019-2024
Table 147 - Direct Selling by Product: % Value Growth 2019-2024
Table 148 - Direct Selling GBO Company Shares: % Value 2020-2024
Table 149 - Direct Selling GBN Brand Shares: % Value 2021-2024
Table 150 - Direct Selling Forecasts by Product: Value 2024-2029
Table 151 - Direct Selling Forecasts by Product: % Value Growth 2024-2029

KEY DATA FINDINGS

2024 DEVELOPMENTS

Hectic lifestyles and economic stabilisation boost e-commerce
Strong company activity intensifies the competitive landscape
Alza develops and expands to retain its leading position

PROSPECTS AND OPPORTUNITIES

Innovation and company activity to shape e-commerce
M-commerce to continue to gain momentum
Growing challenge to Alza’s brand leadership

CHANNEL DATA
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Table 152 - Retail E-Commerce by Channel: Value 2019-2024
Table 153 - Retail E-Commerce by Channel: % Value Growth 2019-2024
Table 154 - Retail E-Commerce by Product: Value 2019-2024
Table 155 - Retail E-Commerce by Product: % Value Growth 2019-2024
Table 156 - Retail E-Commerce GBO Company Shares: % Value 2020-2024
Table 157 - Retail E-Commerce GBN Brand Shares: % Value 2021-2024
Table 158 - Forecast Retail E-Commerce by Channel: Value 2024-2029
Table 159 - Forecast Retail E-Commerce by Channel: % Value Growth 2024-2029
Table 160 - Forecast Retail E-Commerce by Product: Value 2024-2029
Table 161 - Forecast Retail E-Commerce by Product: % Value Growth 2024-2029

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/retail-in-the-czech-republic/report.


