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HEALTH AND BEAUTY SPECIALISTS 
IN GREECE - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales grow by 6% in current terms in 2022 to EUR5.8 billion  

▪ Hondos Bros is the leading player in 2022, with a retail value share of 5% 

▪ Retail sales are set to grow at a current value CAGR of 4% (2022 constant value CAGR of 

2%) over the forecast period to EUR7.0 billion 

 

 

2022 DEVELOPMENTS 
 

Optical goods stores thrive as consumers return to physical stores 

Health and beauty specialists in Greece faced several challenges during the pandemic, with 

many consumers limiting their spending due to economic uncertainty. However, 2022 saw signs 

of rebound, with optical goods stores performing particularly well in terms of current value 

growth. This is due in part to the fact that many consumers postponed their glasses purchases 

during the pandemic, as it can be complicated to buy glasses online. As a result, many 

consumers are returning to physical stores to make their purchases, benefiting the offline 

channel. The overall landscape remains highly competitive, with a mix of local and international 

brands vying for consumer attention. During the forecast period, it is expected that health and 

beauty specialist retailers will continue to invest in online channels to meet growing consumer 

demand for e-commerce, while also maintaining a strong presence in physical stores. 

 

E-commerce booms in 2022, despite restrictions on online sale of 
prescription medicines. 

E-commerce has continued to rise rapidly in 2022, building on the strong growth seen in the 

previous year. While the sale of OTC medicines is not permitted online in Greece, sales of 

vitamins, supplements, dermocosmetics, and other beauty and personal care products, as well 

as baby care products, have shifted towards online channels in response to COVID-19 

disruptions. During the first lockdown, some pharmacies offered home delivery services for 

prescription medicines to vulnerable groups, but a new law has been introduced to restrict the 

sale of prescription medications online and require face-to-face purchases at certified 

pharmacies.  

 

Hondos Center holds strong lead, while Dust & Cream shows upward 
trend 

Hondos Center remained the leader in health and beauty specialists overall in 2022, followed 

by Sephora with a much smaller retail value share. Both are well-established brands in Greece, 

with a presence in most cities, and enjoy a high level of trust among consumers. However, Dust 

& Cream, which is ranked fourth, has been expanding its network and showing a strong upward 

trend. The brand has also been a sponsor for Greece's Next Top Model for the past five years, 

which has contributed to its development. In 2022, Dust & Cream won six prizes for its products 

and stores.  
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PROSPECTS AND OPPORTUNITIES 
 

Players to ramp up promotions and focus on wellness products in face 
of price pressures 

In the forecast period, health and beauty specialist retailers in Greece are expected to face 

pressures related to inflation and price increases. To counter these challenges, retailers will 

need to become more active in their marketing efforts by investing more promotions and various 

campaigns to attract consumers. This will lead to an increase in the number of offers and 

discounts available. Although current value sales will remain positive, growth is likely to slow 

down throughout the forecast period. 

The interest of local consumers is shifting from beauty towards health and wellness. This 

trend is set to deepen in the aftermath of the pandemic, creating significant growth opportunities 

in the health and wellness product area. Health and beauty specialist retailers are thus highly 

likely to re-orient their product mix away from beauty and towards wellness.  

 

Vegan cosmetics and optical products to expand as tourism recovers 
and screen time increases 

The increasing popularity of vegan cosmetics and alternative care products is an area of 

growth potential for health and beauty specialist retailers, allowing them to expand their 

assortment and meet niche client requirements, though growth opportunities will remain limited 

as demand for such products is low in Greece and is unlikely to rise rapidly. For optical goods 

retailers, the continued recovery inbound tourism is predicted to provide a significant boost to 

demand for sunglasses, while increased screen time, particularly on smartphones, will push 

demand for optical goods among local consumers in the longer term. 

 

Retailers will embrace omnichannel approach with increased focus on 
e-commerce 

Although e-commerce is growing and gaining a significant share, physical stores will remain 

the dominant channel where consumers have the ability to view products and buy what suits 

them. However, health and beauty specialist retailers are expected to increasingly adopt an 

omnichannel approach, with the share of e-commerce slowly but steadily increasing in beauty 

and personal care - particularly in consumer health. 

 

 

CHANNEL DATA 
 

Table 1 Health and Beauty Specialists: Value Sales, Outlets and Selling Space 2017-
2022 

 

 2017 2018 2019 2020 2021 2022 
 
Value sales EUR million 5,566.5 5,490.6 5,542.3 5,255.2 5,514.7 5,841.7 
Outlets 13,239.0 13,072.0 13,165.0 13,199.0 13,122.0 13,144.0 
Selling Space '000 sq m 1,599.6 1,543.2 1,559.8 1,561.1 1,559.6 1,562.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 2 Health and Beauty Specialists: Value Sales, Outlets and Selling Space: % 
Growth 2017-2022 

 

% growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Value sales EUR million 5.9 1.0 4.9 
Outlets 0.2 -0.1 -0.7 
Selling Space '000 sq m 0.2 -0.5 -2.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 3 Sales in Health and Beauty Specialists by Channel: Value 2017-2022 

 

EUR million 
 2017 2018 2019 2020 2021 2022 
 
-- Health and Personal - - - - - - 
    Care Stores       
-- Optical Goods Stores 269.0 272.6 265.0 189.3 220.1 238.6 
-- Pharmacies 4,772.0 4,710.0 4,761.8 4,700.0 4,898.1 5,177.6 
-- Beauty Specialists 525.5 508.0 515.6 365.9 396.6 425.5 
- Health and Beauty 5,566.5 5,490.6 5,542.3 5,255.2 5,514.7 5,841.7 
    Specialists       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 4 Sales in Health and Beauty Specialists by Channel: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
-- Health and Personal Care Stores - - - 
-- Optical Goods Stores 8.4 -2.4 -11.3 
-- Pharmacies 5.7 1.6 8.5 
-- Beauty Specialists 7.3 -4.1 -19.0 
- Health and Beauty Specialists 5.9 1.0 4.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 5 Health and Beauty Specialists GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
Hondos Bros 6.1 5.9 4.4 4.6 4.6 
LVMH Moët Hennessy Louis 0.9 0.9 0.7 0.8 0.8 
    Vuitton SA      
Galerie de Beaute SA 0.5 0.5 0.4 0.5 0.5 
Cream Team Ltd 0.3 0.3 0.2 0.3 0.3 
Optika Mati Mati SA 0.2 0.2 0.2 0.2 0.2 
Natura&Co 0.1 0.1 0.1 0.1 0.1 
Marc Aalen SA 0.1 0.1 0.1 0.1 0.1 
L'Oréal Groupe 0.1 0.1 0.0 0.0 0.1 
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Fresh Formula SA 0.1 0.1 0.1 0.1 0.0 
Refan Bulgaria OOD 0.0 0.0 0.0 0.0 0.0 
Others 91.6 91.6 93.7 93.4 93.3 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 6 Health and Beauty Specialists GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Hondos Center Hondos Bros 5.9 4.4 4.6 4.6 
Sephora LVMH Moët Hennessy Louis 0.9 0.7 0.8 0.8 
 Vuitton SA     
Galerie de Beaute Galerie de Beaute SA 0.5 0.4 0.5 0.5 
Dust & Cream Cream Team Ltd 0.3 0.2 0.3 0.3 
Mati Mati Optika Mati Mati SA 0.2 0.2 0.2 0.2 
The Body Shop Natura&Co 0.1 0.1 0.1 0.1 
Mark Aalen Superoptical Marc Aalen SA 0.1 0.1 0.1 0.1 
Fresh Line - Homemade Fresh Formula SA 0.1 0.1 0.1 0.0 
    Cosmetics      
Refan Refan Bulgaria OOD 0.0 0.0 0.0 0.0 
The Body Shop L'Oréal Groupe - - - - 
Others  91.7 93.8 93.5 93.3 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 7 Health and Beauty Specialists LBN Brand Shares: Outlets 2019-2022 

 

sites/outlets 
Brand (GBO) Company (NBO) 2019 2020 2021 2022 
 
Mati Mati Optika Mati Mati SA 87 98 90 91 
Dust & Cream Cream Team Ltd 75 71 77 81 
Hondos Center Hondos Bros 74 74 74 74 
Galerie de Beaute Galerie de Beaute SA 44 42 42 42 
The Body Shop Synetos SA 37 37 37 39 
    (Natura&Co)      
Sephora (LVMH Moët Sephora SA 34 35 35 35 
    Hennessy Louis      
    Vuitton SA)      
Mark Aalen Superoptical Marc Aalen SA 20 19 19 22 
Fresh Line - Homemade Fresh Formula SA 11 11 11 11 
    Cosmetics      
Refan (Refan Bulgaria Refan Bulgaria Ltd 11 11 11 11 
    OOD)      
Refan (Refan Bulgaria Epsilon 5 Ltd - - - - 
    OOD)      
The Body Shop Synetos SA - - - - 
    (L'Oréal Groupe)      
Others Others 12,772 12,801 12,726 12,738 
Total Total 13,165 13,199 13,122 13,144 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 8 Health and Beauty Specialists Forecasts: Value Sales, Outlets and Selling 
Space 2022-2027 

 

 2022 2023 2024 2025 2026 2027 
 
Value sales EUR million 5,841.7 5,953.9 6,060.1 6,161.4 6,259.7 6,358.1 
Outlets 13,144.0 13,183.0 13,189.0 13,198.0 13,207.0 13,218.0 
Selling Space '000 sq m 1,562.1 1,563.8 1,565.2 1,566.0 1,566.9 1,568.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 9 Health and Beauty Specialists Forecasts: Value Sales, Outlets and Selling 
Space: % Growth 2022-2027 

 

% growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
Value sales EUR million 1.9 1.7 8.8 
Outlets 0.3 0.1 0.6 
Selling Space '000 sq m 0.1 0.1 0.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 10 Forecast Sales in Health and Beauty Specialists by Channel: Value 2022-2027 

 

EUR million 
 2022 2023 2024 2025 2026 2027 
 
-- Health and Personal - - - - - - 
    Care Stores       
-- Optical Goods Stores 238.6 244.4 250.1 255.7 261.1 266.4 
-- Pharmacies 5,177.6 5,270.5 5,353.9 5,430.8 5,502.6 5,571.1 
-- Beauty Specialists 425.5 439.0 456.1 474.9 496.0 520.6 
- Health and Beauty 5,841.7 5,953.9 6,060.1 6,161.4 6,259.7 6,358.1 
    Specialists       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 11 Forecast Sales in Health and Beauty Specialists by Channel: % Value Growth 
2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
-- Health and Personal Care Stores - - - 
-- Optical Goods Stores 2.5 2.2 11.7 
-- Pharmacies 1.8 1.5 7.6 
-- Beauty Specialists 3.2 4.1 22.4 
- Health and Beauty Specialists 1.9 1.7 8.8 

 
Data removed from sample 
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Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 
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RETAIL IN GREECE - INDUSTRY 
OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Retail in 2022: The big picture 

After a tumultuous two years of the pandemic, retailing in Greece is finally showing strong 

signs of recovery. While the energy crisis has resulted in people making fewer non-essential 

purchases, the increase in prices has kept the turnover high. In 2022, many businesses were 

able to approach their turnover figures from 2019. Although e-commerce is expected to grow 

even more in the forecast period, it is unlikely to replace physical stores entirely, as people have 

returned to shopping in brick-and-mortar stores. E-commerce growth is particularly prevalent 

among younger age groups, but physical stores still hold a strong appeal for many consumers. 

Strategic partnerships, such as Zackret's partnership with Kotsovolos Quick Points for click-and-

collect, will continue to proliferate in the retail sector during the forecast period. Additionally, 

companies will look to improve the customer experience by facilitating order, delivery, and 

payment procedures, and personalised offers and approaches, as has been seen in 2022.  

 

Greek retailing sees wave of acquisitions as small companies struggle 
in 2022 

2022 saw a flurry of acquisitions of small companies by larger ones. This was due to the 

constantly increasing prices, energy crisis and high bills that affected small companies and 

made it difficult for them to survive. Large companies sought to expand their networks and 

increase their sales through these acquisitions, often targeting chains with stores in popular 

tourist areas. Sklavenitis, one of the leading grocery retailers, acquired 9 stores of the SEP 

markets in Ioannina, a large city in Greece, while Kritikos acquired the chain Synergazomenoi 

Pantopoles and added 52 stores to its network. Masoutis also acquired 50% of the chain Synca.  

 

Innovative solutions drive growth 

Retailers in Greece were highly focused on improving the customer experience through the 

use of e-commerce in 2022. One notable rising trend was the use of instalment payment 

options, with companies like Public partnering with Klarna to allow customers to buy now and 

pay later. Another trend was the introduction of parcel lockers by Skroutz, which offer free parcel 

storage for up to 2 days in various locations in Athens and Thessaloniki. In addition various 

retailers like butchers, cosmetic shops, mini markets, supermarkets, toy shops, and electronics 

specialists have collaborated with distribution companies such as e-food and Wolt to provide 

quick delivery to customers. These movements were aimed at facilitating e-commerce usage 

and improving customer satisfaction. 

 

What next for retail? 

Over the forecast period retailing in Greece is anticipated to see a sustained rise in e-

commerce due to the growing familiarity of consumers with online shopping, coupled with 

investments in new technologies to enhance customer experience. However, economic 

uncertainty will likely cause consumers to remained focus on purchasing only necessary items 

and seeking discounts. Moreover, the sector will continue to face challenges stemming from the 

increasing energy costs and other economic factors that may potentially impact sales volumes. 
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Despite this, strategic partnerships and acquisitions will continue to be made as companies 

strive to expand their networks and improve their chances of survival. In a complex and evolving 

landscape, the future growth of retail in Greece will be shaped by the interplay of various factors 

such as changing consumer behaviour, economic pressures and new technologies. 

 

 

OPERATING ENVIRONMENT 
 

Informal retail 

Informal retailing remains at high levels in Greece compared with the rest of Europe, at 

approximately 30%. Illegal street/vendor retailing accounts for about half of this, whilst the rest 

stems from black market sunglasses, cigarettes/tobacco, media products, and unregistered 

transactions for which VAT is not paid. Street markets are a traditional weekly event in most 

Greek neighbourhoods, where producers sell fresh vegetables, fruit, fish and eggs, among other 

things. Monitoring the transactions that take place there can be difficult, as receipts are not 

always issued, and even though vendors are required to be licensed, on many occasions they 

are not. Selling points with high levels of illegal retailing, such as open street markets and flea 

markets, are inspected in order to eliminate malpractice, yet there are still estimates of high 

levels of tax evasion and of misplaced product identities or brand originalities. 

However, there was a decline in informal retailing in 2020, as both consumers and vendors 

engaging in informal retailing having to stay at home due to the pandemic lockdown. During the 

second lockdown, which lasted till May 2021, consumers did not follow strictly the ‘stay home’ 

guidelines and spend more time outdoors, but a curfew rules negatively affected informal 

retailing.  

In a post-pandemic context in 2022, informal retailing has once again risen – with a 

proliferation of street traders in and around crowded places such as squares, promenades and 

beaches. 

Greek consumers do not necessarily view informal retailing as a negative feature of the 

domestic market, so it is not socially frowned upon. With regard to food products in particular, 

the general opinion is that purchasing items by bypassing taxation supports local and small-

scale farmers, while also benefiting the consumer as the end price is reduced. It is an alternative 

when prices are deemed too high (for example CDs or DVDs), and it is considered a widely-

used means to haggle with retailers when the price is high – getting a discount on the selling 

price without a receipt. 

However, legislation has been passed to control informal retailing, requiring the issuing of 

receipts and empowering consumers to refuse payment if a receipt is not issued by the cashier. 

In particular, channels involving a high proportion of informal retailing, such as open markets, 

kiosks and street vendors, have gradually been required to provide receipts for transactions, 

which had not previously been the case. Moreover, most retailers have been forced by law to 

install a point-of-sale terminal and have had to accept card transactions from 2017. 

 

Opening hours for physical retail 

In Thessaloniki, the second-largest city in Greece, the trade association has decided that 

stores should close earlier in order to reduce energy consumption. The recommended opening 

hours are: 

Monday: 10:00 - 16:00 

Tuesday: 10:00 - 19:00 

Wednesday: 10:00 - 16:00 

Thursday: 10:00 - 19:00 
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Friday: 10:00 - 19:00 

Saturday: 10:00 -16:00 

Stores do not stick strictly to this timetable, though the development signifies possible 

changes in opening hours will be more robustly enforced in the forecast period.  

 

Summary 1 Standard Opening Hours by Channel Type 2022 

Channel 24-hour 

opening? 

Monday-

Thursday 

Friday Saturday Sunday 

Supermarket

s  

No  08.00-

21.00hrs 

08.00-

21.00hrs 

08.00-

20.00hrs 

Closed 

Non grocery 

stores 

No 08.00-

21.00hrs 

08.00-

21.00hrs 

08.00-

20.00hrs 

Closed 

Source: Euromonitor International 
Note: These reflect typical opening hours outside of lockdown 

 

 

Seasonality 

 

Shopping Season Name Saint Valentine's Day 

▪ Date: February 14 

▪ Shopping season: . February 1-February 14 

▪ Primary products bought:  

▪ Jewellery, flowers, sweets, teddy bears, flowers and general gifts  

▪ Retailer strategy:  

▪ Brands invest in marketing in the period before that day. They constantly display 

advertisements on social media, and physical stores decorate their storefront accordingly. 

 

Shopping Season Name Mother’s day 

▪ Date: 2nd Sunday of May 

▪ Shopping season: Approximately from May 1 

▪ Primary products bought: flowers, jewelleries and accessories 

▪ Retailer strategy: Brands invest in marketing in the period before that day. They constantly 

display advertisements on social media and physical stores decorate their storefront 

accordingly.  

 

Christmas and New Year’s Day 

▪ Dates: 25 December and 1 January. 

▪ Shopping season: mid-November to December. 

▪ Primary products bought: food for family meals (especially meat and premium foods, such as 

charcuterie, cheese, nuts, chocolate and other premium delicatessen products, including 

caviar, salmon and duck, etc); alcoholic drinks and soft drinks (to be consumed at home 

gatherings); Christmas-themed homewares (especially Christmas trees and ornaments); and 

individual gifts for all ages (with an emphasis on toys and games for children). 

▪ Retailer strategy: premium foods and delicatessen products are placed on front display; 

seasonal shops (selling Christmas trees, ornaments and Santa Claus uniforms) open. 

Consumers of all ages are targeted, although children are often a focus, as the recipients of 

the most gifts. 
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Easter 

▪ Date: moving dates (between March and May), spreading to a 2-week period of school breaks 

ending on the Monday after Easter Sunday. 

▪ Shopping season: the week ending on Easter Sunday is the key shopping season, although 

food shopping trends change throughout the 40 days prior to that date due to the Lent 

season. 

▪ Primary products bought: the Easter season is very much based on food and certain meals, 

and thus priority is given to food items. In addition, Easter-themed homewares and 

kitchenware, as well as individual gifts for all ages (with an emphasis on toys and games for 

children, seasonal chocolate and decorated candlesticks) are a focus. 

▪ Retailer strategy: during Lent, vegetarian foods are promoted, as well as fish and halva. Holy 

Week is based on different festivities closely related to certain traditions and traditional meals, 

and the relevant foods and products are promoted during this week. Women are the main 

target audience, being the cooks in the average Greek household, although children are also 

a key focus, as the recipients of gifts. 

 

Back to School 

▪ Shopping season: September. 

▪ Primary products bought: school supplies and clothing for children and young adults. 

Consumer electronic devices are increasingly purchased due to declining prices and the use 

of technology in education, as well as furniture and appliances for university students starting 

new households. 

▪ Retailer strategy: aggressive all-media advertising and promotional activities take place 

starting from the end of August and throughout September. 

 

 

MARKET DATA 
 

Table 12 Sales in Retail by Retail Offline vs Retail E-Commerce: Value 2017-2022 

 

EUR million 
 2017 2018 2019 2020 2021 2022 
 
Retail E-Commerce 2,225.3 2,556.4 2,777.0 3,581.4 4,121.2 4,682.2 
Retail Offline 35,537.8 36,245.0 37,285.7 34,481.1 36,326.2 38,305.2 
Retail 37,763.2 38,801.3 40,062.7 38,062.5 40,447.4 42,987.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 13 Sales in Retail by Retail Offline vs Retail E-Commerce: % Value Growth 2017-
2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Retail E-Commerce 13.6 16.0 110.4 
Retail Offline 5.4 1.5 7.8 
Retail 6.3 2.6 13.8 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 14 Sales in Retail Offline by Channel: Value 2017-2022 

 

EUR million 
 2017 2018 2019 2020 2021 2022 
 
Direct Selling 117.0 116.2 113.4 109.4 107.6 113.0 
Vending 30.0 28.0 28.3 27.1 29.6 33.0 
Non-Grocery Retailers 18,091.5 18,129.3 18,404.3 14,431.3 15,908.7 17,277.5 
Grocery Retailers 17,299.3 17,971.5 18,739.7 19,913.3 20,280.4 20,881.7 
Retail Offline 35,537.8 36,245.0 37,285.7 34,481.1 36,326.2 38,305.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 15 Sales in Retail Offline by Channel: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Direct Selling 5.0 -0.7 -3.4 
Vending 11.4 1.9 9.9 
Non-Grocery Retailers 8.6 -0.9 -4.5 
Grocery Retailers 3.0 3.8 20.7 
Retail Offline 5.4 1.5 7.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 16 Retail Offline Outlets by Channel: Units 2017-2022 

 

outlet 
 2017 2018 2019 2020 2021 2022 
 
Non-Grocery Retailers 61,742.0 61,737.0 61,905.0 60,458.0 58,576.0 58,125.0 
Grocery Retailers 67,648.0 67,309.0 67,386.0 66,566.0 66,037.0 65,701.0 
Retail Offline 129,390.0 129,046.0 129,291.0 127,024.0 124,613.0 123,826.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 17 Retail Offline Outlets by Channel: % Unit Growth 2017-2022 

 

% unit growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Non-Grocery Retailers -0.8 -1.2 -5.9 
Grocery Retailers -0.5 -0.6 -2.9 
Retail Offline -0.6 -0.9 -4.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 18 Sales in Retail E-Commerce by Product: Value 2017-2022 

 

EUR million 
 2017 2018 2019 2020 2021 2022 
 
- Other Products E- 965.6 1,078.7 1,085.3 1,042.3 1,286.0 1,571.7 
    Commerce       
- Home Products E- 457.8 532.4 611.0 750.5 824.0 909.2 
    Commerce       
- Foods E-Commerce 25.6 41.3 50.0 81.3 98.0 118.6 
- Drinks and Tobacco E- 54.2 64.4 73.6 140.3 162.9 177.6 
    Commerce       
- Appliances and 314.6 362.6 401.3 524.8 648.2 712.0 
    Electronics E-Commerce       
- Health and Beauty E- 56.3 67.8 83.2 132.3 141.1 156.8 
    Commerce       
- Fashion E-Commerce 351.2 409.2 472.7 909.9 961.0 1,036.2 
Retail E-Commerce by 2,225.3 2,556.4 2,777.0 3,581.4 4,121.2 4,682.2 
    Product       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note 1: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 19 Sales in Retail E-Commerce by Product: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Other Products E-Commerce 22.2 10.2 62.8 
- Home Products E-Commerce 10.3 14.7 98.6 
- Foods E-Commerce 21.0 35.9 363.4 
- Drinks and Tobacco E-Commerce 9.0 26.8 227.8 
- Appliances and Electronics E-Commerce 9.8 17.7 126.3 
- Health and Beauty E-Commerce 11.1 22.7 178.3 
- Fashion E-Commerce 7.8 24.2 195.0 
Retail E-Commerce by Product 13.6 16.0 110.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note 1: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 20 Grocery Retailers: Value Sales, Outlets and Selling Space 2017-2022 

 

 2017 2018 2019 2020 2021 2022 
 
Value sales EUR million 17,299.3 17,971.5 18,739.7 19,913.3 20,280.4 20,881.7 
Outlets 67,648.0 67,309.0 67,386.0 66,566.0 66,037.0 65,701.0 
Selling Space '000 sq m 6,474.8 6,587.4 6,674.6 6,648.0 6,686.4 6,739.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 21 Grocery Retailers: Value Sales, Outlets and Selling Space: % Growth 2017-
2022 
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% growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Value sales EUR million 3.0 3.8 20.7 
Outlets -0.5 -0.6 -2.9 
Selling Space '000 sq m 0.8 0.8 4.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 22 Sales in Grocery Retailers by Channel: Value 2017-2022 

 

EUR million 
 2017 2018 2019 2020 2021 2022 
 
- Small Local Grocers 4,294.9 4,209.0 4,109.5 4,127.6 4,151.1 4,402.7 
- Foods/Drink/Tobacco 2,494.8 2,444.9 2,387.1 2,397.6 2,411.3 2,557.4 
    Specialists       
- Warehouse Clubs - - - - - - 
- Discounters 1,369.9 1,464.9 1,851.2 1,981.9 2,178.1 2,437.3 
- Hypermarkets 454.6 958.1 1,251.6 1,495.0 1,580.2 1,618.9 
- Supermarkets 8,100.0 8,286.3 8,518.3 9,332.4 9,371.6 9,249.8 
-- Forecourt Retailers 263.3 281.7 294.5 244.4 240.2 248.2 
-- Convenience Stores 321.8 326.6 327.5 334.4 347.9 367.4 
- Convenience Retailers 585.0 608.3 622.0 578.8 588.0 615.6 
Grocery Retailers 17,299.3 17,971.5 18,739.7 19,913.3 20,280.4 20,881.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 23 Sales in Grocery Retailers by Channel: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Small Local Grocers 6.1 0.5 2.5 
- Foods/Drink/Tobacco Specialists 6.1 0.5 2.5 
- Warehouse Clubs - - - 
- Discounters 11.9 12.2 77.9 
- Hypermarkets 2.4 28.9 256.1 
- Supermarkets -1.3 2.7 14.2 
-- Forecourt Retailers 3.4 -1.2 -5.7 
-- Convenience Stores 5.6 2.7 14.2 
- Convenience Retailers 4.7 1.0 5.2 
Grocery Retailers 3.0 3.8 20.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 24 Grocery Retailers Outlets by Channel: Units 2017-2022 

 

outlet 
 2017 2018 2019 2020 2021 2022 
 
- Small Local Grocers 29,183.0 28,494.0 28,298.0 28,097.0 27,579.0 27,285.0 
- Foods/Drink/Tobacco 31,403.0 31,623.0 31,813.0 31,154.0 31,059.0 30,904.0 
    Specialists       
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- Warehouse Clubs - - - - - - 
- Discounters 371.0 404.0 427.0 431.0 465.0 488.0 
- Hypermarkets 32.0 32.0 32.0 32.0 32.0 33.0 
- Supermarkets 4,870.0 4,919.0 4,952.0 4,946.0 4,951.0 4,971.0 
-- Forecourt Retailers 1,291.0 1,323.0 1,347.0 1,366.0 1,366.0 1,370.0 
-- Convenience Stores 498.0 514.0 517.0 540.0 585.0 650.0 
- Convenience Retailers 1,789.0 1,837.0 1,864.0 1,906.0 1,951.0 2,020.0 
Grocery Retailers 67,648.0 67,309.0 67,386.0 66,566.0 66,037.0 65,701.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 25 Grocery Retailers Outlets by Channel: % Unit Growth 2017-2022 

 

% unit growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Small Local Grocers -1.1 -1.3 -6.5 
- Foods/Drink/Tobacco Specialists -0.5 -0.3 -1.6 
- Warehouse Clubs - - - 
- Discounters 4.9 5.6 31.5 
- Hypermarkets 3.1 0.6 3.1 
- Supermarkets 0.4 0.4 2.1 
-- Forecourt Retailers 0.3 1.2 6.1 
-- Convenience Stores 11.1 5.5 30.5 
- Convenience Retailers 3.5 2.5 12.9 
Grocery Retailers -0.5 -0.6 -2.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 26 Non-Grocery Retailers: Value Sales, Outlets and Selling Space 2017-2022 

 

 2017 2018 2019 2020 2021 2022 
 
Value sales EUR million 18,091.5 18,129.3 18,404.3 14,431.3 15,908.7 17,277.5 
Outlets 61,742.0 61,737.0 61,905.0 60,458.0 58,576.0 58,125.0 
Selling Space '000 sq m 8,705.3 8,679.6 8,736.9 8,596.2 8,496.4 8,495.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 27 Non-Grocery Retailers: Value Sales, Outlets and Selling Space: % Growth 
2017-2022 

 

% growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Value sales EUR million 8.6 -0.9 -4.5 
Outlets -0.8 -1.2 -5.9 
Selling Space '000 sq m 0.0 -0.5 -2.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 28 Sales in Non-Grocery Retailers by Channel: Value 2017-2022 
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EUR million 
 2017 2018 2019 2020 2021 2022 
 
- Other Non-Grocery 2,037.9 2,040.7 2,047.7 1,492.6 1,620.1 1,690.0 
    Retailers       
- Leisure and Personal 1,088.8 1,120.5 1,167.5 638.7 741.7 807.6 
    Goods Specialists       
- Health and Beauty 5,566.5 5,490.6 5,542.3 5,255.2 5,514.7 5,841.7 
    Specialists       
- Home Products 3,646.3 3,644.4 3,718.1 2,845.8 3,115.5 3,466.3 
    Specialists       
- Appliances and 1,847.4 1,843.4 1,815.0 1,446.0 1,638.1 1,696.2 
    Electronics Specialists       
- Apparel and Footwear 2,764.7 2,834.4 2,907.4 1,876.2 2,170.7 2,481.0 
    Specialists       
- General Merchandise 1,139.9 1,155.3 1,206.2 876.9 1,107.9 1,294.8 
    Stores       
Non-Grocery Retailers 18,091.5 18,129.3 18,404.3 14,431.3 15,908.7 17,277.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 29 Sales in Non-Grocery Retailers by Channel: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Other Non-Grocery Retailers 4.3 -3.7 -17.1 
- Leisure and Personal Goods Specialists 8.9 -5.8 -25.8 
- Health and Beauty Specialists 5.9 1.0 4.9 
- Home Products Specialists 11.3 -1.0 -4.9 
- Appliances and Electronics Specialists 3.5 -1.7 -8.2 
- Apparel and Footwear Specialists 14.3 -2.1 -10.3 
- General Merchandise Stores 16.9 2.6 13.6 
Non-Grocery Retailers 8.6 -0.9 -4.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 30 Non-Grocery Retailers Outlets by Channel: Units 2017-2022 

 

outlet 
 2017 2018 2019 2020 2021 2022 
 
- Other Non-Grocery 9,036.0 9,061.0 9,057.0 8,836.0 8,788.0 8,781.0 
    Retailers       
- Leisure and Personal 3,802.0 3,771.0 3,738.0 3,600.0 3,436.0 3,256.0 
    Goods Specialists       
- Health and Beauty 13,239.0 13,072.0 13,165.0 13,199.0 13,122.0 13,144.0 
    Specialists       
- Home Products 14,196.0 14,196.0 14,194.0 13,997.0 14,012.0 14,068.0 
    Specialists       
- Appliances and 1,504.0 1,491.0 1,526.0 1,507.0 1,415.0 1,412.0 
    Electronics Specialists       
- Apparel and Footwear 19,735.0 19,913.0 19,987.0 19,078.0 17,559.0 17,208.0 
    Specialists       
- General Merchandise 230.0 233.0 238.0 241.0 244.0 256.0 
    Stores       
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Non-Grocery Retailers 61,742.0 61,737.0 61,905.0 60,458.0 58,576.0 58,125.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 31 Non-Grocery Retailers Outlets by Channel: % Unit Growth 2017-2022 

 

% unit growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Other Non-Grocery Retailers -0.1 -0.6 -2.8 
- Leisure and Personal Goods Specialists -5.2 -3.1 -14.4 
- Health and Beauty Specialists 0.2 -0.1 -0.7 
- Home Products Specialists 0.4 -0.2 -0.9 
- Appliances and Electronics Specialists -0.2 -1.3 -6.1 
- Apparel and Footwear Specialists -2.0 -2.7 -12.8 
- General Merchandise Stores 4.9 2.2 11.3 
Non-Grocery Retailers -0.8 -1.2 -5.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 32 Retail GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
Greek Supermarkets 7.5 8.4 9.9 9.9 9.9 
    Sklavenitis SA      
Koninklijke Ahold 5.6 5.5 6.4 6.0 5.3 
    Delhaize NV      
Schwarz Beteiligungs GmbH 3.1 3.9 4.4 4.5 4.8 
Metro SA 3.1 3.2 3.8 3.9 3.7 
Diamantis Masoutis SA 2.7 2.8 3.2 2.8 2.6 
Jumbo SA 1.6 1.7 1.4 1.6 1.7 
Amazon.com Inc 0.7 0.8 1.0 1.3 1.4 
Pente SA 1.3 1.3 1.6 1.4 1.3 
Dixons Carphone Plc 1.3 1.2 1.2 1.3 1.3 
Inditex, Industria de 1.4 1.4 1.0 1.2 1.3 
    Diseño Textil SA      
PMM SA - 1.1 1.1 1.1 1.2 
Market In SA 0.8 0.9 1.0 1.1 1.0 
Folli Follie Group 0.9 0.9 0.5 0.7 0.9 
Plaisio Computers SA 0.6 0.6 0.8 0.8 0.8 
Inter IKEA Systems BV 0.8 0.8 0.6 0.8 0.8 
ANEDIK Kritikos SA 0.6 0.7 1.1 0.9 0.7 
Hondos Bros 0.9 0.8 0.6 0.6 0.6 
Bazaar SA 0.4 0.5 0.5 0.5 0.6 
Adeo Groupe 0.3 0.3 0.3 0.4 0.4 
eBay Inc 0.4 0.4 0.5 0.5 0.4 
Retail World SA 0.6 - - - - 
Ceconomy AG 0.5 - - - - 
Others 65.0 62.9 58.8 58.7 59.3 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 33 Retail GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Sklavenitis Greek Supermarkets 7.8 9.1 9.2 9.2 
 Sklavenitis SA     
Lidl Schwarz Beteiligungs GmbH 3.9 4.4 4.5 4.8 
AB Vassilopoulos Koninklijke Ahold 5.0 5.8 5.4 4.7 
 Delhaize NV     
My Market Metro SA 3.2 3.8 3.9 3.7 
Masoutis Diamantis Masoutis SA 2.4 2.8 2.5 2.3 
Jumbo Jumbo SA 1.7 1.4 1.6 1.7 
Galaksias Pente SA 1.3 1.6 1.4 1.3 
Kotsovolos Dixons Carphone Plc 1.2 1.2 1.3 1.3 
Market In Market In SA 0.9 1.0 1.1 1.0 
Amazon Marketplace Amazon.com Inc 0.5 0.6 0.8 0.9 
Plaisio Plaisio Computers SA 0.6 0.8 0.8 0.8 
IKEA Inter IKEA Systems BV 0.8 0.6 0.8 0.8 
Kritikos ANEDIK Kritikos SA 0.7 1.1 0.9 0.7 
Zara Inditex, Industria de 0.7 0.5 0.6 0.7 
 Diseño Textil SA     
Hondos Center Hondos Bros 0.8 0.6 0.6 0.6 
Public PMM SA 0.6 0.6 0.6 0.6 
Bazaar Bazaar SA 0.5 0.5 0.5 0.6 
Media Markt/Saturn PMM SA 0.5 0.5 0.5 0.5 
Attica Folli Follie Group 0.5 0.3 0.4 0.5 
Amazon Amazon.com Inc 0.3 0.4 0.5 0.5 
Others  66.3 62.1 62.2 62.7 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 34 Retail Offline GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
Greek Supermarkets 8.1 9.0 10.9 11.0 11.1 
    Sklavenitis SA      
Koninklijke Ahold 6.0 5.9 7.0 6.5 5.8 
    Delhaize NV      
Schwarz Beteiligungs GmbH 3.3 4.2 4.9 5.0 5.4 
Metro SA 3.3 3.4 4.2 4.3 4.1 
Diamantis Masoutis SA 2.9 3.0 3.5 3.1 2.8 
Jumbo SA 1.7 1.8 1.5 1.7 1.8 
Pente SA 1.4 1.4 1.8 1.6 1.5 
Inditex, Industria de 1.3 1.4 1.0 1.2 1.2 
    Diseño Textil SA      
Dixons Carphone Plc 1.3 1.2 1.1 1.2 1.2 
Market In SA 0.8 0.9 1.1 1.2 1.2 
Folli Follie Group 0.9 0.9 0.6 0.8 1.0 
PMM SA - 1.0 0.9 0.9 0.9 
ANEDIK Kritikos SA 0.7 0.7 1.2 1.0 0.8 
Inter IKEA Systems BV 0.8 0.7 0.6 0.6 0.7 
Hondos Bros 0.9 0.9 0.7 0.7 0.7 
Bazaar SA 0.5 0.5 0.5 0.6 0.6 
Plaisio Computers SA 0.6 0.6 0.5 0.6 0.6 
Praktiker Hellas Trading 0.4 0.4 0.3 0.4 0.4 

 
 
 
 
 
 
 
 
 

Data removed from sample 
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    Co SA      
Adeo Groupe 0.3 0.3 0.2 0.3 0.4 
Germanos SA 0.5 0.4 0.3 0.4 0.4 
Retail World SA 0.5 - - - - 
Ceconomy AG 0.5 - - - - 
Others 63.5 61.3 57.1 56.9 57.4 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 35 Retail Offline GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Sklavenitis Greek Supermarkets 8.4 10.1 10.1 10.3 
 Sklavenitis SA     
Lidl Schwarz Beteiligungs GmbH 4.2 4.9 5.0 5.4 
AB Vassilopoulos Koninklijke Ahold 5.4 6.4 5.9 5.2 
 Delhaize NV     
My Market Metro SA 3.4 4.2 4.3 4.1 
Masoutis Diamantis Masoutis SA 2.6 3.1 2.7 2.5 
Jumbo Jumbo SA 1.8 1.5 1.7 1.8 
Galaksias Pente SA 1.4 1.8 1.6 1.5 
Kotsovolos Dixons Carphone Plc 1.2 1.1 1.2 1.2 
Market In Market In SA 0.9 1.1 1.2 1.1 
Kritikos ANEDIK Kritikos SA 0.7 1.2 1.0 0.8 
IKEA Inter IKEA Systems BV 0.7 0.6 0.6 0.7 
Hondos Center Hondos Bros 0.9 0.7 0.7 0.7 
Zara Inditex, Industria de 0.7 0.5 0.6 0.6 
 Diseño Textil SA     
Bazaar Bazaar SA 0.5 0.5 0.6 0.6 
Attica Folli Follie Group 0.5 0.3 0.4 0.6 
Plaisio Plaisio Computers SA 0.6 0.5 0.6 0.6 
Chalkiadakis Greek Supermarkets 0.5 0.6 0.6 0.5 
 Sklavenitis SA     
Public PMM SA 0.5 0.5 0.5 0.5 
Media Markt/Saturn PMM SA 0.5 0.4 0.5 0.4 
Praktiker Praktiker Hellas Trading 0.4 0.3 0.4 0.4 
 Co SA     
Others  64.3 59.7 59.8 60.4 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 36 Retail Offline LBN Brand Shares: Outlets 2019-2022 

 

sites/outlets 
Brand (GBO) Company (NBO) 2019 2020 2021 2022 
 
Sklavenitis Greek Supermarkets 364 366 368 435 
 Sklavenitis SA     
Kritikos ANEDIK Kritikos SA 317 355 370 400 
Masoutis Diamantis Masoutis SA 311 308 311 348 
Germanos Germanos SA 277 305 305 305 
AB Vassilopoulos Alfa-Beta Vassilopoulos SA 279 281 295 296 
    (Koninklijke Ahold      
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    Delhaize NV)      
Mega Euronics Mega Electrics SA 350 360 270 270 
    (Euronics      
    International Ltd)      
Market In Market In SA 183 183 203 232 
My Market Metro SA 226 226 230 231 
Lidl (Schwarz Lidl Hellas & Co EE 224 225 229 231 
    Beteiligungs GmbH)      
Express Market Various franchisees 232 227 208 212 
    (Diamantis Masoutis SA)      
AB Shop & Go Alfa-Beta Vassilopoulos SA 94 124 174 204 
    (Koninklijke Ahold      
    Delhaize NV)      
Bazaar Bazaar SA 137 137 153 170 
Galaksias Pente SA 159 161 165 166 
Admiral Diethnis Athlitiki Ltd 130 132 132 138 
OK Anytime Markets OK Anytime Market SA 109 111 114 128 
Veneti Venetis SA 110 105 113 116 
Benetton (Benetton Benetton Hellas Sole 154 103 100 100 
    Group Srl) Shareholder Co Ltd     
Kotsovolos (Dixons Dixons South East Europe SA 96 96 92 91 
    Carphone Plc)      
Pet City BC Partners LLP - - - 90 
AB Food Market Alfa-Beta Vassilopoulos SA 76 76 77 82 
    (Koninklijke Ahold      
    Delhaize NV)      
Others Others 125,463 123,143 120,704 119,581 
Total Total 129,291 127,024 124,613 123,826 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 37 Retail E-Commerce GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
Amazon.com Inc 10.4 11.3 11.1 12.4 12.5 
eBay Inc 6.1 6.2 5.6 4.7 4.0 
PMM SA - 2.5 3.1 2.9 3.2 
Plaisio Computers SA 1.4 1.3 3.1 3.0 3.0 
Dixons Carphone Plc 1.6 1.7 2.1 2.1 2.0 
Inter IKEA Systems BV 1.0 1.1 1.2 1.7 1.7 
Skroutz SA 0.5 0.6 1.0 1.4 1.5 
E-fresh SA 0.3 0.9 1.4 1.3 1.3 
Inditex, Industria de 1.5 1.4 1.4 1.4 1.3 
    Diseño Textil SA      
E-Shop GR AE 1.9 1.8 1.5 1.4 1.2 
Eobuwie.pl SA 0.5 0.6 0.9 0.9 1.0 
Adeo Groupe 0.5 0.6 0.9 0.9 0.9 
Quest on Line SA 0.7 0.8 0.8 0.9 0.9 
Greek Supermarkets - - 0.3 0.7 0.8 
    Sklavenitis SA      
JD Sports Fashion Plc - - - - 0.8 
Praktiker Hellas Trading 0.6 0.6 0.7 0.7 0.7 
    Co SA      
Koninklijke Ahold 0.4 0.6 0.7 0.7 0.7 
    Delhaize NV      
Alibaba Group Holding Ltd 0.3 0.5 0.7 0.7 0.7 
Metro SA 0.1 0.4 0.6 0.6 0.6 
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Nike Inc 0.2 0.3 0.4 0.5 0.6 
Retail World SA 1.8 - - - - 
Ceconomy AG 0.7 - - - - 
Others 69.4 66.8 62.5 61.4 60.4 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 38 Retail E-Commerce GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Amazon Marketplace Amazon.com Inc 6.7 6.7 7.8 7.8 
Amazon Amazon.com Inc 4.6 4.4 4.6 4.7 
eBay Marketplace eBay Inc 6.2 5.6 4.7 4.0 
Plaisio Plaisio Computers SA 1.3 3.1 3.0 3.0 
Kotsovolos Dixons Carphone Plc 1.7 2.1 2.1 2.0 
Public PMM SA 1.8 2.0 1.8 1.9 
IKEA Inter IKEA Systems BV 1.1 1.2 1.7 1.7 
Skroutz Skroutz SA 0.6 1.0 1.4 1.5 
E-fresh.gr E-fresh SA 0.9 1.4 1.3 1.3 
Media Markt/Saturn PMM SA 0.7 1.1 1.0 1.3 
e-shop E-Shop GR AE 1.8 1.5 1.4 1.2 
Epapoutsia.gr Eobuwie.pl SA 0.6 0.9 0.9 1.0 
Leroy Merlin Adeo Groupe 0.6 0.9 0.9 0.9 
you.gr Quest on Line SA 0.8 0.8 0.9 0.9 
Sklavenitis Greek Supermarkets - - 0.7 0.8 
 Sklavenitis SA     
Cosmos Sport JD Sports Fashion Plc - - - 0.8 
Praktiker Praktiker Hellas Trading 0.6 0.7 0.7 0.7 
 Co SA     
Zara Inditex, Industria de 0.6 0.7 0.7 0.7 
 Diseño Textil SA     
AB Vassilopoulos Koninklijke Ahold 0.6 0.7 0.7 0.7 
 Delhaize NV     
AliExpress Marketplace Alibaba Group Holding Ltd 0.5 0.7 0.7 0.7 
Others  68.1 64.5 63.1 62.2 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 39 Grocery Retailers GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
Greek Supermarkets 16.3 18.0 18.9 19.7 20.3 
    Sklavenitis SA      
Koninklijke Ahold 12.0 11.7 12.1 11.7 10.7 
    Delhaize NV      
Schwarz Beteiligungs GmbH 6.6 8.3 8.4 9.0 9.8 
Metro SA 6.7 6.8 7.2 7.6 7.6 
Diamantis Masoutis SA 5.8 6.0 6.1 5.5 5.2 
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Pente SA 2.7 2.8 3.1 2.8 2.7 
Market In SA 1.7 1.9 2.0 2.2 2.1 
ANEDIK Kritikos SA 1.4 1.4 2.1 1.8 1.5 
Bazaar SA 1.0 1.0 0.9 1.1 1.2 
Egnatia Super Market SA 0.6 0.5 0.5 0.7 0.6 
Supplier & Consumer 1.1 1.2 1.0 1.3 0.5 
    Association of Consumers      
    of Crete Ltd      
OK Anytime Market SA 0.3 0.3 0.3 0.3 0.3 
Carrefour SA - - - - 0.3 
Venetis SA 0.3 0.3 0.2 0.2 0.2 
Synca Crete Hypermarkets SA - - - - 0.2 
Inkat SA 0.0 0.1 0.1 0.2 0.2 
Internationale Spar - 0.3 0.3 0.2 0.2 
    Centrale BV      
Zefxi SA 0.4 - - - - 
Delhaize Group SA - - - - - 
INKA Coop - - - - - 
Others 43.2 39.4 36.6 35.7 36.5 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 40 Grocery Retailers GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Sklavenitis Greek Supermarkets 16.6 17.4 18.2 18.8 
 Sklavenitis SA     
Lidl Schwarz Beteiligungs GmbH 8.3 8.4 9.0 9.8 
AB Vassilopoulos Koninklijke Ahold 10.7 11.0 10.5 9.5 
 Delhaize NV     
My Market Metro SA 6.8 7.2 7.6 7.6 
Masoutis Diamantis Masoutis SA 5.1 5.4 4.9 4.6 
Galaksias Pente SA 2.8 3.1 2.8 2.7 
Market In Market In SA 1.8 1.9 2.1 2.1 
Kritikos ANEDIK Kritikos SA 1.4 2.1 1.8 1.5 
Bazaar Bazaar SA 1.0 0.9 1.1 1.2 
Chalkiadakis Greek Supermarkets 1.0 1.0 1.0 1.0 
 Sklavenitis SA     
Discount Markt Egnatia Super Market SA 0.5 0.5 0.7 0.6 
Express Market Diamantis Masoutis SA 0.8 0.7 0.6 0.6 
AB Food Market Koninklijke Ahold 0.6 0.6 0.6 0.6 
 Delhaize NV     
Fresh Market Greek Supermarkets 0.4 0.5 0.5 0.5 
 Sklavenitis SA     
SYN.KA Supplier & Consumer 1.2 1.0 1.3 0.5 
 Association of Consumers     
 of Crete Ltd     
AB Shop & Go Koninklijke Ahold 0.2 0.2 0.3 0.4 
 Delhaize NV     
OK Anytime Markets OK Anytime Market SA 0.3 0.3 0.3 0.3 
AB City Koninklijke Ahold 0.3 0.3 0.3 0.3 
 Delhaize NV     
Carrefour Market Carrefour SA - - - 0.3 
Veneti Venetis SA 0.3 0.2 0.2 0.2 
Others  39.9 37.1 36.1 37.1 
Total  100.0 100.0 100.0 100.0 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 41 Grocery Retailers LBN Brand Shares: Outlets 2019-2022 

 

sites/outlets 
Brand (GBO) Company (NBO) 2019 2020 2021 2022 
 
Sklavenitis Greek Supermarkets 364 366 368 435 
 Sklavenitis SA     
Kritikos ANEDIK Kritikos SA 317 355 370 400 
Masoutis Diamantis Masoutis SA 311 308 311 348 
AB Vassilopoulos Alfa-Beta Vassilopoulos SA 279 281 295 296 
    (Koninklijke Ahold      
    Delhaize NV)      
Market In Market In SA 183 183 203 232 
My Market Metro SA 226 226 230 231 
Lidl (Schwarz Lidl Hellas & Co EE 224 225 229 231 
    Beteiligungs GmbH)      
Express Market Various franchisees 232 227 208 212 
    (Diamantis Masoutis SA)      
AB Shop & Go Alfa-Beta Vassilopoulos SA 94 124 174 204 
    (Koninklijke Ahold      
    Delhaize NV)      
Bazaar Bazaar SA 137 137 153 170 
Galaksias Pente SA 159 161 165 166 
OK Anytime Markets OK Anytime Market SA 109 111 114 128 
Veneti Venetis SA 110 105 113 116 
AB Food Market Alfa-Beta Vassilopoulos SA 76 76 77 82 
    (Koninklijke Ahold      
    Delhaize NV)      
Discount Markt Egnatia Super Market SA 60 63 77 81 
Fresh Market Greek Supermarkets 50 60 60 60 
 Sklavenitis SA     
Kiosky's Inkat SA 22 32 45 48 
Chalkiadakis Greek Supermarkets 39 39 38 40 
 Sklavenitis SA     
SYN.KA Supplier & Consumer 51 51 62 38 
 Association of Consumers     
 of Crete Ltd     
Synca Synca Crete Hypermarkets SA - - - 37 
Others Others 64,343 63,436 62,745 62,146 
Total Total 67,386 66,566 66,037 65,701 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 42 Non-Grocery Retailers GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
Jumbo SA 3.5 3.6 3.6 4.0 4.1 
Inditex, Industria de 2.7 2.8 2.3 2.7 2.8 
    Diseño Textil SA      
Dixons Carphone Plc 2.5 2.3 2.7 2.8 2.6 
Folli Follie Group 1.8 1.8 1.3 1.8 2.2 
PMM SA - 2.0 2.2 2.1 2.0 
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Inter IKEA Systems BV 1.5 1.5 1.4 1.5 1.6 
Hondos Bros 1.8 1.8 1.6 1.6 1.6 
Plaisio Computers SA 1.2 1.2 1.2 1.3 1.3 
Praktiker Hellas Trading 0.9 0.9 0.8 0.8 0.9 
    Co SA      
Adeo Groupe 0.6 0.6 0.5 0.7 0.8 
Germanos SA 0.9 0.9 0.8 0.8 0.8 
H&M Hennes & Mauritz AB 0.9 0.9 0.7 0.8 0.8 
Intersport International 0.6 0.6 0.6 0.6 0.6 
    Corp (IIC) GmbH      
BSB SA 0.3 0.3 0.4 0.4 0.4 
LLG A/S - - 0.3 0.3 0.4 
LVMH Moët Hennessy Louis 0.4 0.5 0.4 0.4 0.4 
    Vuitton SA      
Nobacco SA 0.3 0.3 0.4 0.4 0.3 
BC Partners LLP - - - - 0.3 
Benetton Group Srl 0.4 0.4 0.2 0.3 0.3 
Euronics International Ltd 0.4 0.4 0.4 0.3 0.3 
Retail World SA 1.0 - - - - 
Ceconomy AG 0.9 - - - - 
Others 77.4 77.2 78.2 76.3 75.6 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 43 Non-Grocery Retailers GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Jumbo Jumbo SA 3.6 3.6 4.0 4.1 
Kotsovolos Dixons Carphone Plc 2.3 2.7 2.8 2.6 
IKEA Inter IKEA Systems BV 1.5 1.4 1.5 1.6 
Hondos Center Hondos Bros 1.8 1.6 1.6 1.6 
Zara Inditex, Industria de 1.5 1.2 1.4 1.4 
 Diseño Textil SA     
Attica Folli Follie Group 1.0 0.7 0.9 1.3 
Plaisio Plaisio Computers SA 1.2 1.2 1.3 1.3 
Public PMM SA 1.0 1.1 1.1 1.0 
Media Markt/Saturn PMM SA 0.9 1.0 1.0 1.0 
Praktiker Praktiker Hellas Trading 0.9 0.8 0.8 0.9 
 Co SA     
Collective Folli Follie Group 0.8 0.6 0.9 0.9 
Leroy Merlin Adeo Groupe 0.6 0.5 0.7 0.8 
Germanos Germanos SA 0.9 0.8 0.8 0.8 
H&M H&M Hennes & Mauritz AB 0.9 0.7 0.8 0.8 
Intersport Intersport International 0.5 0.5 0.5 0.5 
 Corp (IIC) GmbH     
BSB BSB SA 0.3 0.4 0.4 0.4 
Bershka Inditex, Industria de 0.4 0.3 0.4 0.4 
 Diseño Textil SA     
Jysk LLG A/S - 0.3 0.3 0.4 
Nobacco Nobacco SA 0.3 0.4 0.4 0.3 
Pet City BC Partners LLP - - - 0.3 
Others  79.5 80.0 78.3 77.5 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 44 Non-Grocery Retailers LBN Brand Shares: Outlets 2019-2022 

 

sites/outlets 
Brand (GBO) Company (NBO) 2019 2020 2021 2022 
 
Germanos Germanos SA 277 305 305 305 
Mega Euronics Mega Electrics SA 350 360 270 270 
    (Euronics      
    International Ltd)      
Admiral Diethnis Athlitiki Ltd 130 132 132 138 
Alter Ego Alter Ego SA 49 47 85 104 
Benetton (Benetton Benetton Hellas Sole 154 103 100 100 
    Group Srl) Shareholder Co Ltd     
Pink Woman Intrafashion SA 85 80 91 99 
Kotsovolos (Dixons Dixons South East Europe SA 96 96 92 91 
    Carphone Plc)      
Mati Mati Optika Mati Mati SA 87 98 90 91 
Pet City BC Partners LLP - - - 90 
Dust & Cream Cream Team Ltd 75 71 77 81 
Electronet (E-Square Electronet SA 75 75 77 77 
    EEIG)      
BSB BSB SA 64 76 75 75 
Hondos Center Hondos Bros 74 74 74 74 
Nobacco Nobacco SA 63 63 62 62 
Calzedonia Calin SA 60 63 60 60 
    (Calzedonia SpA)      
Public (PMM SA) Publicworld SA 49 51 51 56 
Jumbo (Jumbo SA) Jumbo Hellas SA 53 54 54 55 
Intersport Intersport Athletics SA 50 50 54 55 
    (Intersport      
    International Corp      
    (IIC) GmbH)      
Jysk (LLG A/S) Jysk A/S - 41 47 54 
Attrattivo AXF SA 43 46 47 47 
Pet City Pet City SA 65 67 80 - 
Others Others 60,006 58,506 56,653 56,141 
Total Total 61,905 60,458 58,576 58,125 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 45 Forecast Sales in Retail by Retail Offline vs Retail E-Commerce: Value 2022-
2027 

 

EUR million 
 2022 2023 2024 2025 2026 2027 
 
Retail E-Commerce 4,682.2 5,001.1 5,315.4 5,642.6 5,972.2 6,297.8 
Retail Offline 38,305.2 39,443.7 40,410.7 41,360.0 42,224.4 43,016.7 
Retail 42,987.4 44,444.8 45,726.2 47,002.5 48,196.6 49,314.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 46 Forecast Sales in Retail by Retail Offline vs Retail E-Commerce: % Value 
Growth 2022-2027 
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% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
Retail E-Commerce 6.8 6.1 34.5 
Retail Offline 3.0 2.3 12.3 
Retail 3.4 2.8 14.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 47 Forecast Sales in Retail Offline by Channel: Value 2022-2027 

 

EUR million 
 2022 2023 2024 2025 2026 2027 
 
Direct Selling 113.0 110.3 107.3 104.2 102.0 99.9 
Vending 33.0 34.2 35.6 37.1 38.8 40.6 
Non-Grocery Retailers 17,277.5 18,000.5 18,648.7 19,258.8 19,838.9 20,370.3 
Grocery Retailers 20,881.7 21,298.7 21,619.1 21,959.8 22,244.7 22,505.9 
Retail Offline 38,305.2 39,443.7 40,410.7 41,360.0 42,224.4 43,016.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Forecast value data in constant terms 

 

 

Table 48 Forecast Sales in Retail Offline by Channel: % Value Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
Direct Selling -2.4 -2.4 -11.6 
Vending 3.7 4.2 23.0 
Non-Grocery Retailers 4.2 3.3 17.9 
Grocery Retailers 2.0 1.5 7.8 
Retail Offline 3.0 2.3 12.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 49 Forecast Retail Offline Outlets by Channel: Units 2022-2027 

 

outlet 
 2022 2023 2024 2025 2026 2027 
 
Non-Grocery Retailers 58,125.0 58,317.0 58,569.0 58,783.0 58,906.0 59,049.0 
Grocery Retailers 65,701.0 65,638.0 65,481.0 65,536.0 65,611.0 65,697.0 
Retail Offline 123,826.0 123,955.0 124,050.0 124,319.0 124,517.0 124,746.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 50 Forecast Retail Offline Outlets by Channel: % Unit Growth 2022-2027 

 

% unit growth 
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 2022/23 2022-27 CAGR 2022/27 Total 
 
Non-Grocery Retailers 0.3 0.3 1.6 
Grocery Retailers -0.1 0.0 0.0 
Retail Offline 0.1 0.1 0.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 51 Forecast Sales in Retail E-Commerce by Product: Value 2022-2027 

 

EUR million 
 2022 2023 2024 2025 2026 2027 
 
- Other Products E- 1,571.7 1,703.8 1,841.1 2,017.6 2,176.6 2,354.2 
    Commerce       
- Home Products E- 909.2 947.8 992.5 1,042.0 1,095.5 1,131.2 
    Commerce       
- Foods E-Commerce 118.6 134.8 151.1 164.2 181.9 192.8 
- Drinks and Tobacco E- 177.6 183.8 190.7 198.8 207.9 218.4 
    Commerce       
- Appliances and 712.0 754.5 788.7 824.5 875.1 927.2 
    Electronics E-Commerce       
- Health and Beauty E- 156.8 163.9 173.4 180.1 187.2 195.3 
    Commerce       
- Fashion E-Commerce 1,036.2 1,112.4 1,178.0 1,215.3 1,248.1 1,278.7 
Retail E-Commerce by 4,682.2 5,001.1 5,315.4 5,642.6 5,972.2 6,297.8 
    Product       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Forecast value data in constant terms 
Note 2: Vending data captures vending systems installed in public and semi-captive environments only. For 

further details refer to definitions. 

 

 

Table 52 Forecast Sales in Retail E-Commerce by Product: % Value Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
- Other Products E-Commerce 8.4 8.4 49.8 
- Home Products E-Commerce 4.2 4.5 24.4 
- Foods E-Commerce 13.6 10.2 62.5 
- Drinks and Tobacco E-Commerce 3.5 4.2 23.0 
- Appliances and Electronics E-Commerce 6.0 5.4 30.2 
- Health and Beauty E-Commerce 4.6 4.5 24.6 
- Fashion E-Commerce 7.3 4.3 23.4 
Retail E-Commerce by Product 6.8 6.1 34.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 53 Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space 2022-2027 

 

 2022 2023 2024 2025 2026 2027 
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Value sales EUR million 20,881.7 21,298.7 21,619.1 21,959.8 22,244.7 22,505.9 
Outlets 65,701.0 65,638.0 65,481.0 65,536.0 65,611.0 65,697.0 
Selling Space '000 sq m 6,739.9 6,800.6 6,844.4 6,912.2 6,984.4 7,054.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 54 Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space: % Growth 
2022-2027 

 

% growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
Value sales EUR million 2.0 1.5 7.8 
Outlets -0.1 0.0 0.0 
Selling Space '000 sq m 0.9 0.9 4.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 55 Forecast Sales in Grocery Retailers by Channel: Value 2022-2027 

 

EUR million 
 2022 2023 2024 2025 2026 2027 
 
- Small Local Grocers 4,402.7 4,387.9 4,376.1 4,385.2 4,399.8 4,422.2 
- Foods/Drink/Tobacco 2,557.4 2,548.8 2,541.9 2,547.3 2,555.7 2,567.2 
    Specialists       
- Warehouse Clubs - - - - - - 
- Discounters 2,437.3 2,685.5 2,856.9 3,027.9 3,166.6 3,288.0 
- Hypermarkets 1,618.9 1,653.6 1,689.8 1,727.5 1,768.0 1,813.9 
- Supermarkets 9,249.8 9,375.0 9,485.2 9,582.5 9,648.0 9,681.9 
-- Forecourt Retailers 248.2 256.5 264.3 272.1 279.0 286.0 
-- Convenience Stores 367.4 391.4 404.9 417.3 427.6 446.7 
- Convenience Retailers 615.6 647.8 669.2 689.4 706.6 732.7 
Grocery Retailers 20,881.7 21,298.7 21,619.1 21,959.8 22,244.7 22,505.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 56 Forecast Sales in Grocery Retailers by Channel: % Value Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
- Small Local Grocers -0.3 0.1 0.4 
- Foods/Drink/Tobacco Specialists -0.3 0.1 0.4 
- Warehouse Clubs - - - 
- Discounters 10.2 6.2 34.9 
- Hypermarkets 2.1 2.3 12.0 
- Supermarkets 1.4 0.9 4.7 
-- Forecourt Retailers 3.3 2.9 15.2 
-- Convenience Stores 6.5 4.0 21.6 
- Convenience Retailers 5.2 3.5 19.0 
Grocery Retailers 2.0 1.5 7.8 
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Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 57 Forecast Grocery Retailers Outlets by Channel: Units 2022-2027 

 

outlet 
 2022 2023 2024 2025 2026 2027 
 
- Small Local Grocers 27,285.0 27,128.0 26,992.0 26,888.0 26,813.0 26,762.0 
- Foods/Drink/Tobacco 30,904.0 30,842.0 30,719.0 30,749.0 30,770.0 30,784.0 
    Specialists       
- Warehouse Clubs - - - - - - 
- Discounters 488.0 494.0 500.0 506.0 510.0 515.0 
- Hypermarkets 33.0 33.0 33.0 33.0 33.0 33.0 
- Supermarkets 4,971.0 4,996.0 5,016.0 5,046.0 5,080.0 5,115.0 
-- Forecourt Retailers 1,370.0 1,375.0 1,395.0 1,419.0 1,450.0 1,488.0 
-- Convenience Stores 650.0 770.0 826.0 895.0 955.0 1,000.0 
- Convenience Retailers 2,020.0 2,145.0 2,221.0 2,314.0 2,405.0 2,488.0 
Grocery Retailers 65,701.0 65,638.0 65,481.0 65,536.0 65,611.0 65,697.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 58 Forecast Grocery Retailers Outlets by Channel: % Unit Growth 2022-2027 

 

% unit growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
- Small Local Grocers -0.6 -0.4 -1.9 
- Foods/Drink/Tobacco Specialists -0.2 -0.1 -0.4 
- Warehouse Clubs - - - 
- Discounters 1.2 1.1 5.5 
- Hypermarkets 0.0 0.0 0.0 
- Supermarkets 0.5 0.6 2.9 
-- Forecourt Retailers 0.4 1.7 8.6 
-- Convenience Stores 18.5 9.0 53.8 
- Convenience Retailers 6.2 4.3 23.2 
Grocery Retailers -0.1 0.0 0.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 59 Non-Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space 2022-
2027 

 

 2022 2023 2024 2025 2026 2027 
 
Value sales EUR million 17,277.5 18,000.5 18,648.7 19,258.8 19,838.9 20,370.3 
Outlets 58,125.0 58,317.0 58,569.0 58,783.0 58,906.0 59,049.0 
Selling Space '000 sq m 8,495.3 8,519.7 8,540.1 8,557.6 8,571.3 8,588.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note: Forecast value data in constant terms 

 

 

 
 
 
 

Data removed from sample 
 

 
 
 

Data removed from sample 
 

 
Data removed from sample 

 



H E A L T H  A N D  B E A U T Y  S P E C I A L I S T S  I N  G R E E C E  P a s s p o r t  29 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Table 60 Non-Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space: % 
Growth 2022-2027 

 

% growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
Value sales EUR million 4.2 3.3 17.9 
Outlets 0.3 0.3 1.6 
Selling Space '000 sq m 0.3 0.2 1.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note: Forecast value data in constant terms 

 

 

Table 61 Forecast Sales in Non-Grocery Retailers by Channel: Value 2022-2027 

 

EUR million 
 2022 2023 2024 2025 2026 2027 
 
- Other Non-Grocery 1,690.0 1,719.8 1,744.4 1,768.1 1,791.9 1,813.8 
    Retailers       
- Leisure and Personal 807.6 862.2 913.0 960.7 1,001.5 1,041.7 
    Goods Specialists       
- Health and Beauty 5,841.7 5,953.9 6,060.1 6,161.4 6,259.7 6,358.1 
    Specialists       
- Home Products 3,466.3 3,580.9 3,679.9 3,776.0 3,870.9 3,965.9 
    Specialists       
- Appliances and 1,696.2 1,739.5 1,778.6 1,801.0 1,823.0 1,844.4 
    Electronics Specialists       
- Apparel and Footwear 2,481.0 2,788.2 3,076.5 3,360.8 3,628.9 3,849.8 
    Specialists       
- General Merchandise 1,294.8 1,355.9 1,396.3 1,430.8 1,463.0 1,496.5 
    Stores       
Non-Grocery Retailers 17,277.5 18,000.5 18,648.7 19,258.8 19,838.9 20,370.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 62 Forecast Sales in Non-Grocery Retailers by Channel: % Value Growth 2022-
2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
- Other Non-Grocery Retailers 1.8 1.4 7.3 
- Leisure and Personal Goods Specialists 6.8 5.2 29.0 
- Health and Beauty Specialists 1.9 1.7 8.8 
- Home Products Specialists 3.3 2.7 14.4 
- Appliances and Electronics Specialists 2.6 1.7 8.7 
- Apparel and Footwear Specialists 12.4 9.2 55.2 
- General Merchandise Stores 4.7 2.9 15.6 
Non-Grocery Retailers 4.2 3.3 17.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 63 Forecast Non-Grocery Retailers Outlets by Channel: Units 2022-2027 

 

outlet 
 2022 2023 2024 2025 2026 2027 
 
- Other Non-Grocery 8,781.0 8,788.0 8,813.0 8,832.0 8,846.0 8,862.0 
    Retailers       
- Leisure and Personal 3,256.0 3,181.0 3,167.0 3,160.0 3,156.0 3,155.0 
    Goods Specialists       
- Health and Beauty 13,144.0 13,183.0 13,189.0 13,198.0 13,207.0 13,218.0 
    Specialists       
- Home Products 14,068.0 14,107.0 14,143.0 14,167.0 14,174.0 14,185.0 
    Specialists       
- Appliances and 1,412.0 1,415.0 1,419.0 1,425.0 1,432.0 1,442.0 
    Electronics Specialists       
- Apparel and Footwear 17,208.0 17,381.0 17,572.0 17,729.0 17,817.0 17,910.0 
    Specialists       
- General Merchandise 256.0 262.0 266.0 272.0 274.0 277.0 
    Stores       
Non-Grocery Retailers 58,125.0 58,317.0 58,569.0 58,783.0 58,906.0 59,049.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 64 Forecast Non-Grocery Retailers Outlets by Channel: % Unit Growth 2022-2027 

 

% unit growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
- Other Non-Grocery Retailers 0.1 0.2 0.9 
- Leisure and Personal Goods Specialists -2.3 -0.6 -3.1 
- Health and Beauty Specialists 0.3 0.1 0.6 
- Home Products Specialists 0.3 0.2 0.8 
- Appliances and Electronics Specialists 0.2 0.4 2.1 
- Apparel and Footwear Specialists 1.0 0.8 4.1 
- General Merchandise Stores 2.3 1.6 8.2 
Non-Grocery Retailers 0.3 0.3 1.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

 

DISCLAIMER 
Forecast closing date: 13 February 2022 

Report closing date: 10 March 2023  

Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2022 and beyond as of the dates above. For the very latest insight on this 

industry and consumer behaviour, at both global and national level, readers can access 

strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis.  
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Official Sources Business Registry 

 Commercial & Industrial Chamber of Athens 

 Commercial Organisation of Thessaloniki 

 ELOMAS - Hellenic Supermarket Group 

 Eltrun 

 ESEE (National Confederation of Hellenic 

Commerce) 

 European Court of Auditors 

 European Parliament 

 Eurostat 

 Foundation for Economic & Industrial 

Research 

 Ministry of Delevopment 

 Ministry of Finance 

 Ministry of Internal Affairs 

 National Statistics Office 

 NSSG 

 Taxisnet 

Trade Associations Dstore Union of Greece 

 EFEX 

 ELSEVIE (Footwear Association) 

 Enosi Ellhnon Epiplopion 

 Enosi Mikromesewn Epixirisewn 

 Hellenic Vending Association - HeVA 

 Panhellenic Union of Pharmacies 

 PSVAK 

 Retail Bussiness Association of Greece 

 Sepe 

 SEPEE 

 Union of Pharmacies 

Trade Press ana.gr 

 Avriani 

 beebusiness.gr 

 Capital 
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 capitalhealth.gr 

 Dealnews 

 Eleytherotypia 

 Ependitis 

 Ethnos 

 Euro2day 

 Express 

 flash.gr 

 Fm Voice 

 franchise.gr 

 gothess.gr 

 greece.capitallink.gr 

 Greek Business Channel 

 Greek Retail 

 GreekFashion 

 greekreporter.gr 

 Hmerisia 

 Iatronet 

 iefimerida.gr 

 iNews 

 Investnews.gr 

 Kathimerini 

 Kerdos 

 Makedonia 

 Marketingweek 

 Naftemporiki 

 newmoney.g 

 newpost.gr 

 newsbomb.gr 

 newscode.gr 

 nooz.gr 

 Panorama of Greek Supermarkets 

 reporter.gr 

 Selfservice 
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 statbank.gr 

 superbrands.gr 

 Ta Nea 

 To Periptero 

 To Proto Thema 

 To Vima 

 tvkosmos.gr 

 Voria 

 X-hellenica 

Source: Euromonitor International 

 

 

 
 
 
 
 
 
 

Content removed from sample 
 


