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1. INTRODUCTION
The development of retail trade must today be viewed in the light of its internationalization
because of the intertwinement of international economic flows and a growing expansion of
business activities of large retail companies both in their own country and abroad.
In this paper, we shall try to give some basic information about the influence of
internationalization of retail trade on faster development of particular forms of shops, on the
retail structure, as well as on the possible development of production in the country into
which large international retail chains are expanding. Furthermore, we shall also point at some
specific characteristics of the internationalization of retail trade in the Republic of Croatia.
The purpose of this paper is to provide a basis for more extensive studies of
internationalization and globalization of retail trade and for consideration of these phenomena
in the context of economic development.
2. THE NEED FOR INTERNATIONALIZATION AND GLOBALIZATION OF
RETAIL TRADE
The term internationalization was derived from the adjective “international“ which in English
means the extending across the boundaries of an individual state, so that one can speak about
the internationalization of a company at the very moment when it starts to engage in foreign
markets1. Thus, for an individual company, internationalization means engaging in business
activities abroad.
Within the corporate strategy of a company, it is necessary to also observe its
internationalization, which actually enables the development of this company. Such
companies that have already reached their critical size and that have no further possibilities of
growth on their home market (because of the competition law), may find new opportunities
for development only on the world market (cf. Meissner/Simmet, 1990, p. 40).
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So, for example, in Germany in 1990 the market share of ten largest retailers in the line of
work of food goods and groceries was around 65 % (today approximately 85 %), which has
considerably aggravated further growth of these companies in their own country (Hanf/Hanf,
2005, p.89). There is, therefore, a high concentration of retail trade on the home market, so
only investments abroad offer big companies in the lines of business potentials for growth
without violating legal provisions about monopoly2.
When speaking about internationalization, many people almost always also think about
globalization (Internationalisierung von Unternehmen..., 2007). Actually, globalization can be
regarded as the philosophy of internationalization (Tietz, 1990a, p. 9).
Globalization marks the opening of national economies and borders as the consequence of
expansion of trade, flow of capital, movement of people and exchange of ideas, spreading of
information, knowledge and technologies, as well as a process of deregulation...This is by no
means a new phenomenon, although the process has already been accelerating in the past few
years (Europa Glossar, 2007).
What we can understand under globalization is the global intertwinement of national
economies through the creation of global capital, goods and services markets and expansion
of world transnational companies and company alliances (Greve, 2000).
The concept of globalization comprises both internationalization multinationalization in
addition to the shifts in the distribution of power between the politics and economy
(Brodowski, 2000, p. 1). That is to say that multinationalization has marked the formation of
strategies that are specific for particular countries or groups of countries (Tietz, 1990b, p.
103). In this connection there is also the term „glocalization“ which could be used to
designate the introduction of a “global“ product which is being adjusted to the respective local
needs of buyers (Von der Internationalisierung..., 2007).
Internationalization and globalization are based, first of all, on the aims of development, but
not less important are also the aims of the distribution of risk and participating in the
development of other trading companies based on the transfer of experience from one country
into the other (Tietz, 1993, p. 1495).
Unlike the wholesale trade, the growing importance of internationalization in the field of
retail trade has been realized only recently (Peisert, 2004, p. 2). Retail trade is, namely,
traditionally “local”, so that until recently it could have hardly been said for any two countries
that they have the same retail structure (Einzelhandel in Deutschland, 2003).
Dramatic changes have been taking place in the retail trade in the developed world, as well as
in the countries into which the world active retail companies have been expanding, whereby
the results of the concentration and internationalization processes are particularly obvious
(Wortmann, 2003). The processes in question here are the horizontal and vertical
concentration with the wholesale trade, and retail trade has also developed a special relation
with suppliers in the sense of lean retailing where the flows of merchandise / goods and
information are being optimized. Furthermore, there has been a new distribution of work
between the industry and trade and an expansion of trade-marks.
2
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To illustrate the size of the companies in question, in Table 1 we have presented ten of the
world’s largest retailers in the grocery branch (Ger. Lebensmittelhandel).
Table 1: Ten largest global retalers in the grocery sector in 2006
Country
Group turnover
of origin
plus VAT, in bill. US$
1.
Wal-Mart Stores, Inc.
USA
376,430
2.
Carrefour S. A.
France
122,214
3.
Metro Group
Germany
87,360
4.
Tesco Plc.
UK
86,827
5.
Seven & I. Holdings Co., Ltd. (1)
Japan
79,101
6.
Ahold N. V.
Holland
77,546
7.
The Croger Co.
USA
69,549
8.
Sears Holdings Corporation
USA
64,833
9.
Costco Wholesale Corp.
USA
64,737
10.
Target Corp.
USA
62,584
Source: Planet Retail, May 2007, according to Top 30 Welt 2006
Rank

Enterprise—group

Foreign
turnover, in %
22
53
55
25
34
82
0
12
20
0

In the table we can observe the already well known fact that company-groups from larger
countries can still, to some extent, expand in their domiciliary countries and are not yet forced
to expand into other countries as it is the case with company-groups from smaller countries of
origin.
Internationally active trading companies can form international or even global value chains.
This includes trade-marks and some other forms of cooperation, and especially important are
processes of globalization of acquisition in retail trade. Therefore, global value creation
chains can be diversely formed and coordinated, and the trading company more and more
frequently plays the central role in the process. As example, we can use the agrarian products
branch where global food concerns and retail chains have become integrators of international
value chains (Stamm, 2004). In this connection, new forms of retail trade are developing as
well, especially large surface shops (for example hypermarkets), discounters, extramural
professional markets (Ger. Fachmarkt) and the like.
In past analyses of international value chains the attention was focused on international
finance capital or the multinational production company. However, the development of large
retail trade and market oriented companies paved the way for other effects of
internationalization, i.e. globalization (Cf. Einzelhandel und Globalisierung..., 2007).
Penetration of large international retail chains from highly developed countries onto the
markets of the developing world also means the penetration of those manufacturers which
participate in their value chains. Thus new forms of retail trade are developing in these
countries; but, at the same time, the domiciliary production and retail companies in these
countries are jeopardized. As an answer to this challenge, domiciliary retail companies need
to concentrate as well and develop international value chains of their own.
3. POSSIBILITIES
FOR
INTERNATIONAL PLAN

EXPANSION

OF

RETAILERS

ON

THE

The possibilities for activity of internationally active retail companies relate to the transfer of
goods, know-how, staff, means of production, or capital3. Here, internationalization can be
graded as follows: export, franchising, joint venture, purchase of companies, foundation of
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daughter companies. In the implementation of the decisions about the internationalization of
business of a retail company there are also some other strategic options that need to be
mentioned: license, concession, cooperation with the so-called cross-border associations of
retailers, etc4. The following methods of entering foreign markets can be distinguished
(Pietersen/Schrahe, 2004, pp. 58-68):
(a) mergers and acquisitions;
(b) seed corn acquisition;
(c) foundation of branch offices;
(d) joint ventures;
(e) franchising.
Because of the great influence of the retail trade’s environment on the formation of its
structure (Cf.: Jain, 1996, p. 537) every country has its own specific forms of shops through
which the large retail systems try to expand into other countries. Since internationalization in
the retail trade means primarily the transfer of know-how from one country into another
(Tietz, 1990a, p. 12), the effects of internationalization are first observable in the faster
technical and technological development of international retail trade. Equally important in the
internationalization of retail trade are adaptations in the sphere of logistics, so that it also
influences the possibilities of rationalization (Cf.: Meissner/Simmet, 1990, p. 39).
The arrival of foreign retailers into a country creates additional competition on its home
market with all accompanying positive and negative effects for that country’s economic
system as a whole. Additional competition can have positive influence on domestic retailers
so that they may rationalize and improve the forms of their shops in the sense of marketing,
and that they may copy certain strategies and technical-technological and organizational
solutions.
Equally, the thus enriched offer can reduce the outflow of purchasing power into other
countries, improve the level of satisfying the tourist needs, and the like. In respect to the
interconnection of retail trade and its surroundings, internationalization of retail trade could,
to some extent, produce positive effects not only for the development of consumption, but
also for the development of domestic production. Some transition countries in Central and
Eastern Europe are usually set out as positive examples of effects of internationalization on
retail trade. In these countries, benefits from the internationalization of retail trade refer to the
restructuring of home retail trade and enriching the trade offer, whereas the disadvantages
arising from internationalization of retail trade are the difficulties in the business operations of
home retailers. Furthermore, as benefits from foreign retail chains, some authors emphasize
their contribution to the growth of the sales volume and export of the domestic industry
(Anić/Vouk, 2000, p. 45-46).
Today, of course, through the internationalization of retail trade, large retail companies also
transfer from the countries of origin adequate ideas about the new role of marketing in the
society. This means that internationalization means not only the said transfer of know-how
and business conceptions, but also the transfer of culture, i.e. the management of culture
(Anderer, 1997).
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4. FORMS OF SHOPS USED IN THE EXPANSION INTO THE FOREIGN
MARKETS
In the strategy of internationalization of retail trade we can distinguish (Tietz, 1990a, p. 7):
(a) products strategy
(b) marketing strategy.
In the product strategy the retail company expands abroad offering the same products that are
offered in the retail trade in the country of origin. Marketing strategy uses marketing
instruments in approaching the market (marketing mix).
Choice of the shop format depends, first of all, on the so-called organizational
internationalization. This means the creation of international concerns through participation in
the capital, the takeover of companies in different countries, the use of business conceptions
outside of the borders of a given country, etc. (Bruins, 1990, p. 97).
In the framework of multinational marketing concepts, the mostly used are basic global
concepts. They are adjusted to national peculiarities in the sphere of assortment, pricing,
communications and shop formats concepts (Jain, 1996, p. 538).
This adjustment is given great importance, and it is also the condition for successful
expansion of new shop formats. Innovations from the USA, relating to self-service shops,
supermarkets, discounts houses and suburban shopping centers, have – with certain
adjustments – gradually found their way into all countries. As an example, there are new
discount houses in Germany, the so-called consumer markets (Ger. Fachmarkt), i.e. selfservice department stores. In France, evolution of discounting has after 1960 turned
supermarkets into hypermarkets, but hypermarkets were not successful in the USA (Jain,
1996, p. 538). In the internationalization of retail trade the first step is the choice of location.
The choice of locations also means the choice of the shop’s surrounding, especially of its
potential customers and competitors. Therefore the decision about the location is burdened
with the highest risk. The decision about the location is the foundation for other long-term,
strategic decisions that demand considerable investment.
Decision about the macro location determines the region or the settlement in which the shop
will be situated, and micro location determines the position of the shop on the chosen macro
location. In international retail trade decisions about the macro location are especially
important, regarding the favorableness of a certain country, region or city for the expansion of
the shops. Furthermore, macro location is especially important for “affiliated” companies,
because this involves the characteristics of the geographical area in which their branch-shops
are located.
Because of the fact that in the formation of shops there is the polarization into large-surface
and small shops, in the internationalization of retail trade we should distinguish (Tietz, 1993,
p. 1497):
a) internationalization of discount and volume
b) internationalization of voids, i.e. of the small niches that were not filled by high
style bidders.
The following text will deal with the internationalization of discount and volume, i.e. with the
internationalization of large surface shops.
5

5. INTERNATIONALIZATION of LARGE SURFACE SHOPS
When it is comes to the internationalization of large surface shops (Tietz, 1990a, p. 10),
location is of special importance. Advantages of such strategy have come to expression in
those countries in which there were large voids in the retail offer, as consequences of earlier
legal restrictions or undeveloped markets. In countries with developed markets there are now
considerable restrictions in acquiring locations for large surface shops, and there were also
restrictions fifteen or more years ago (Berekoven, 1990, pp. 374-379; Tietz, 1993, pp. 149697). Large surface shops include: department stores, hypermarkets, professional markets (Ger.
Fachmarkt), discount shops and the like. Shops with small surfaces can be professional,
specialized, etc. and they are usually within the system of franchising. The central question in
the choice of locations is the locally conditioned market potential. Market potential is the
expression of the possibilities for the retailer to realize a certain turnover in his market area
(Hansen, 1990, p. 173-74).
Indicative for the globalization in the area of groceries and consumer goods, which has been
developing most rapidly, is the expansion into markets with strongly growing expenses per
capita for food goods, as well as into countries with a developing concentration of local
players, which allows takeovers, but only with guarantees for adequate local relations. In this
connection, in table 2 we have presented the ranking of countries according to the amounts of
their expenses per capita (Pieterson/Schrahe, 2006, p. 26, according to: IGD Research). The
presented data could be used for the calculation of indicators in the evaluation of the retail
trade macro location, e.g. for the calculation of the regional index of buying power5.
Table 2 shows great differences in the consumption per capita in particular countries, so that,
first of all, the countries with low consumption present potential emerging markets for world
players (especially China and Russia). In addition to this, very important is also the “level of
maturity“ of a country’s market regarding the level of concentration in the retail trade. Of
course, it is more difficult to penetrate into “more mature” markets with higher level of
concentration. According to the prognostics given by the IGD (Institute of Grocery
Distribution) in 2003 (Pieterson/Schrahe, 2006, p. 27), only the retailers which develop the
following three types of retail operating units: hypermarkets, discount stores and convenience
stores, will be able to develop properly. These retailers have clearly focused on the discount
or on the convenience (proximity, etc.), and on the local adaptation of assortment
(hypermarkets and convenience stores). There is, however, an equally dynamic development
of the “Cash and Carry” type of shops.
Table 2: Country ranking pursuant to the 2002 per capita expenditures

Country

Japan
USA
France
UK
Germany
Italy
Canada
5

Retail
grocery turnover
€ per capita Total bill. €

4.424,62
3.691,43
3.073,89
2.791,65
2.568,83
2.409,67
2.374,65

562,36
1.048,33
181,87
167,22
211,15
139,00
73,64

No. of
inhabitants
in mill.

Consumption
expenditures
in bill. of €

127,1
284,0
59,2
59,9
82,2
57,7
31,0

2.518,00
7.360,46
756,11
977,34
1.163,13
694,46
403,84

Foodstuff
retail

Tot. bill. €
454,13
641,94
117,04
113,32
148,55
109,29
46,05

€ per capita
3.572,59
2.261,12
1.977,82
1.891,87
1.806,99
1.893,99
1.484,42

Market share
of first three
business

15%
27%
53%
47%
41%
14%
51%

About the regional index of buying power cf. inter alia: Tietz, B. (1993): Handelsbetrieb, Second Edition,
München: Verlag Franz Wahlen GmbH, p. 216
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Holland
2.342,82
37,56
16,0
197,99
Australia
2.188,97
42,44
19,4
232,27
Spain
1.741,20
68,76
39,5
363,94
Argentina
1.160,80
43,50
37,5
197,68
Poland
861,59
33,32
38,7
117,25
S. Korea
846,73
40,32
47,6
256,67
Mexico
746,99
74,27
99,4
442,46
Russia
704,54
102,07
144,8
161,49
Turkey
533,71
35,33
66,2
111,94
Brazil
261,02
45,10
172,6
323,09
China
236,62
301,34
1.271,0
590,27
India
167,65
172,95
1.033,4
310,68
Source: IGD Research, according to: Pietersen/Schrahe, 2004, p. 26

33,11
32,26
54,75
36,08
29,60
30,24
66,85
94,01
29.50
37,14
247,23
155,96

2.064,82
1.663,74
1.385,74
962,39
766,09
634,51
672,71
649,37
445,65
215,40
194,17
150,67

47%
58%
28%
65%
13%
21%
23%
1%
7%
34%
6%
< 1%

Graph 1 presents six types of shops that were mostly developed by the 30 largest retailers in
the world in 1998 and 2003. Here it should be mentioned that different companies have
different numbers of retail formats (according to: MM+ Planet Retail, in: Pieterson/Schrahe,
2006, p. 27).
Graph 1: Outlets of the top 30 international retailers in the grocery sector
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In the analysis of the development of large surface shops, e.g. hypermarkets, on the global
plan, it can be observed that the activities of internationalization have grown especially after
1985, and the reasons for this growth are (Cf.: Pietersen/Schrahe, 2004, p. 32):
 satiated home markets;
 improved analysis tools for identification of chances and risks in the target country;
 reduction of global complexity in the supply, inter alia through cooperation with
manufacturers and agents;
 growing modularity of the used shop formats which eases their international
multiplication;
 in some cases expectations of the capital markets that must be respected.
The number of hypermarkets, owned by the world’s 30 largest retailers, and their distribution
over regions around the world in 1998 and 2003 are presented in table 3. The table shows hat
their development was the fastest in Central and Eastern Europe. In America, this
development was slower, because there it had started earlier, and in Asia a faster development
of hypermarkets is yet to be expected.
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It is believed that large surface shops will also in the future remain the area for experimenting
regarding the formation of assortment, structure of shops, price politics and adaptation to the
trends and location defined conditions for the trading company, so that the emerging markets
provide effects of proportion and effects of learning, which together with large surfaces, can
find the use in the world conceptions of flows (Pietersen/Schrahe, 2004, p. 33).
The French firm Carrefour with hypermarket as the shop format with the large surface
(approximately 5,000 m2) is frequently taken as an example for the internationalization of the
format of large surface grocery shops (Pietersen/Schrahe, 2004, pp. 30-35). The said company
started developing this shop format in mid 1960’s in France. However, at the moment, the
strongest retailer with large surface shops is the American Wal Mart, and there are also
Auchan (France) and Tesco (Great Britain) which stand out as innovators in this field of shop
formatting. Auchan has made a name by offering better adjustment of the merchandise
assortment to local needs and especially by introducing specific forms of presentations of
goods, e.g. in the department “child”, while Tesco develops its format of hypermarkets in
close cooperation with local partners through joint ventures, which again means better
adjustment to local needs.
Table 3: Number of hypermakets of the 30 largest global retailers in the grocery field per world regions
Region
No. in 1998
No. in 2003
Africa
0
22
Asia/Pacific
811
1,097
Central and Eastern Europe
63
338
Latin America
339
627
North America
2,451
4,693
Western Europe
1,964
2,497
Total
5,628
9,274
Source: M+M Planet Retail, according to: Pietersen/Schrahe, 2004, p. 30

Change
35%
437%
85%
92%
27%
64%

On the other hand, in the past, European retailers with their different strategies expanded into
the USA, Asia and Latin America.(Pietersen/Schrahe, 2004, p. 31). Of course, the
development of hypermarkets in particular countries was influenced by the intensity of
competition, as well as by the preferences of the consumers and by regulatory procedures of
the state that can function in a protectionist manner. A retail market for hypermarkets is
considered ripened, satiated if there is one hypermarket on 100,000 inhabitants; such markets
are those in France and Germany, whereas Great Britain, Italy and Spain still have room for
the development of this shop format (Pietersen/Schrahe, 2004, p.33). Of course, especially
good opportunities for the development of this format of shops exist in the countries of
Eastern Europe, as well as in Russia and China.
However, regardless of the advantages of large surface shops relating to the possibilities to
experiment in the formation of assortment, in the construction of shops, in price politics and
in the adaptation to local trends, as well as of the advantage of the economy of scale and of
the effects resulting from the learning based on global trends, it is believed that the
development of hypermarkets in the future will be directed towards smaller surfaces with
limited, but therefore leading assortment (examples for this are Tesco and Kaufland).
Discount store, as a special shop format, has achieved best results in Western Europe, where
there are about 90 % of all discount stores, operated by globally active retailers
(Pietersen/Schrahe, 2004, p. 35). This shop format in Germany, in 2003, reached a share of
about 40 % of the total retail turnover in the grocery branch. However, it is considered that the
8

retail market is mature for discounters already when their market share in the branch of
groceries has reached at least 30 % (Pietersen/Schrahe, 2004, p. 37). The reasons for this are
the structures of already created relations between retailers and suppliers, which can not be
quickly changed.
Anyway, in international expansion discounters are to a large extent confronted with the
central challenge to join the leadership in costs, standardization and the existing local
conditions in such a way that would allow them to retain their own business model –
leadership in costs while at the same time keeping a high degree of standardization. On the
other hand, there are also some immeasurable factors, such as for example the rejection of
Swedish dairy industry to co-operate with Lidl, that force the discounters to abandon the
directions which they have taken, for example by joining the strategy of format multiplying
(Pietersen/Schrahe, 2004, p.38).
6. INTERNATIONALIZATION OF THE RETAIL TRADE IN THE REPUBLIC OF
CROATIA
It has already been known for quite some time that, in developing its system of open market
economy, the Republic of Croatia needs to economically connect with other countries. Of
special interest for the Republic of Croatia is the connection with the European Union, and
today Croatia is a candidate for the membership in the European Union. Croatia is already
economically, culturally, historically, politically, geo-strategically and civilizationally
connected with the European economic space (Samardžija, 1994, p. 159). The Republic of
Croatia, which has declared its orientation towards the market economy system, has after
1990 launched cost prices that were higher than the retail prices in large foreign retail chains,
so that the consumers were buying most of the mass consumption goods in the neighboring
countries (Segetlija, 2003; Segetlija, 2004). Furthermore, retail trade in Croatia was in its
largest part fragmentized and very heterogeneous, and only since 1998, after a faster entry of
foreign large surface shops, concentration processes have begun in the Croatian retail trade as
well.
The needs for the internationalization of Croatian retail trade and for the development of
adequate formats of shops on this basis could be evaluated by comparing the following
indicators (Segetlija/Lamza-Maronić, 1999, p. 117; Segetlija, 2006, p. 27 35):
a. development of retail capacities (number of shops, m2 of selling surface, etc.);
b. market potential (the index of retail satiation, regional index of buying power);
c. main characteristics of the of distribution system;
d. concentration level in the retail trade, shares of the large and modern shops in
the realized retail turnover, etc;
e. drain of the buying power from the Republic of Croatia into other (mainly
neighboring) countries.
Especially important are comparisons of concentration in the retail trade, because only large
retail companies and co-operative creations offer the possibility to use modern technical and
technological solutions. At the same time, tough competition forces these large companies to
permanent innovations and technical and technological improvements. On the other hand,
independent and unassociated retailers lag behind in their technical and technological
development.
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In the every case, we can conclude that Croatian retail trade is now facing great challenges,
such as (Distributivna trgovina, 2007):
(a) greater competition on the home market;
(b) processes of concentration and takeover;
(c) introduction of new technologies;
(d) new retail formats;
(e) electronic trade;
(f) influence of globalization.
The same material requests from the legislature tot insure the development of an efficient
system of market competition. According to the data provided by the Gfk Croatia about the
value share of the leading retail companies on the Croatian market, Croatian market is today
characterized by a high level of concentration, so that in the grocery branch the first ten
retailers in 2006 had a share of 61.4 % (foreign retail chains from this group held 24.1 % of
the Croatian retail market)6. This means that the process of concentration in the retail trade in
Croatia has advanced significantly. However, even the greatest retail company in the Republic
of Croatia (“Konzum”) is still insignificant in respect to the large world retail chains. In 2006
“Konzum” had a total income of only 128.4 million € (The best 500 – the top 500 Creators of
Added Value in Croatia, 2007, p. 70). Table 4 present the concentration in the retail trade in
the Republic Of Croatia in 2006 and 2002.
Table 4: Retail turnover concentration in the republic of Croatia’s grocery sector* in 2006 and 2002

No.
1.
2.
3.
4.
5.
6.
7
8.
9.
10.
11.
12.
Sources:
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Company or
group name

Overall 2006 revenue,
in mills. HRK

Overall 2002 revenue,
in mills. HRK

Konzum
Ultragros**
NTL***
CBA Hrvatska
Getro
Metro C&C****
Kaufland
Billa
Mercator – H
KTC Križevci
Kerum***
Alastor*****
First 10 total

9,735
6,000
3,754
2,862
2,073
2,131
1,581
1,723
1,998
1,215
1,105
33,065

4,105
1,500
2,500
1,911
604
477
850
889
823
581
843
14,606

Turnover
share,
in %
2006* 2002*
24.1
12.2
14.8
4.5
9.3
7.1
7.4
5.1
5.7
5.3
1.8
3.9
1.4
4.3
2.5
4.9
2.6
3.0
2.4
2.7
1.7
2.5
81.8
43.3

(a) 400 najvećih hrvatskih tvrtki u 2006. godini,“ Privredni vjesnik (vol. 54, 3500): 1–193, 58, 106
(b) xxx (2007): “Ultragros,” http://www.ultragros.hr [Accessed on Feb. 21, 2007]
(c) xxx (2005): “CBA—Hrvatski nacionalni trgovački lanac,” http://www:cba-zg.hr/ [Acc 5/4/07]
(d) xxx (2007): “CBA – Hrvatski nacionalni trgovački lanac,” http://www:cba-zg.hr/ [Acc 15/2/08]
(e) http://www.konzum.hr [Accessed on Apr. 5, 2007]
(f) http://www.nacional.hr/articles/wiew/17287/ [Accessed on Apr. 5, 2007]
(g) xxx (2005): “Ultragros,” http://www.ultragros.hr [Accessed on Apr. 5, 2007]
(h) xxx (2007): “Ultragros,” http://www.ultragros.hr [Accessed on Feb. 21, 2008]
(i) SLJH 2003, p. 375
(j) SLJH 2007, p. 410
*turnover shares in the overall turnover
** As the Ultragros associations, 23 members (companies) and the Gastro group were encompassed.
*** As NTL, included were Kerum, Plodine, Presoflex and Tomy.
**** For Metro C&C, an estimation on the basis of the revenues shown in xxx (2007), “The best 500—The Top
500 Creators of Value-Added in Croatia,” Zagreb: Lider press, p. 76.

Cf.: GfK Consumer Scan/Household Panel, in: (2007): Distributivna trgovina http://www.hgk.hr [Accesed on
20th November 2007].
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The importance of internationalization of retail trade in the Republic of Croatia has been
insufficiently analyzed. For example, although the materials of the Croatian Chamber of
Commerce in Zagreb (Distributivna trgovina...2007) emphasize the importance of distributive
trade, there are neither analyses of the internationalization of retail trade in the Republic of
Croatia nor evaluations of its positive and/or negative effects. Equally, the official statistic
contain no information about the import in the branch of distributive trade, but only about the
value of imported products according to their purpose. In 2006 Croatia imported food and
non-durable consumer goods for approximately 15,018 million kuna (SLJH 2007, p. 379),
which is approximately 50 % of the realized turnover of the retail trade: (a) in unspecialized
shops offering predominantly food, drinks and tobacco products, (b) in the retail trade selling
food, drinks and tobacco products in specialized shops, and (c) in the retail trade selling
pharmaceutical, medical, cosmetic and toilet products. However, in Informacija o stanju u
gospodarstvu na području Osječko-baranjske županije (Information about the Situation in the
Economy in the Area of Osijek-Baranya County) (2007, p. 89) there are information about the
share of import in trade. In 2006, this import amounted to 148,079 thousand US$
(approximately 7.5 billion kuna), which would be almost 90 % of the turnover realized by the
companies in the retail trade branch. Furthermore, the same material emphasizes that, contrary
to the expectations of the retail chains, there was no massive inflow of buyers from
neighboring countries.
The Republic of Croatia is still very interesting as a market on which foreign large retail
chains are expanding. That is, the expenses per capita for grocery in the Republic of Croatia
in 2006 could be estimated at 1,040.68 €7, which would mean that there is still room for
greater turnover in this retail branch. Expenses for food in 2006 could be estimated at 957.84
€8. In this connection, the selling surface per inhabitant was in 2004 still lagging behind the
developed European countries. This can be observed in Graph 2 (according to: [a]
Einzelhandelsumsatz, Verkaufsfläche und Flächenproduktivität in europäischen Ländern
2003, [b] Izvještaj o prodajnim kapacitetima u trgovini na malo za 2004 - konačni rezultati
(Report about Selling Capacities in the Retail Trade for 2004, Upshots, 2006)).
Graph 2: Selling surfaces per inhabitant in some European countries (2003) and in Croatia (2004)
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All this has reflected on the structure of the shops’ selling space according to size, so that in
the grocery branch there was a considerable growth of selling surfaces in emporiums. A
comparison of the selling surface of shops according to their size for 2004 and 1984 is given
7
8

Cf.: SLJH 2007, pp. 406; 408 (for turnover in the retail trade), p. 92 (for population); exchange rate:1€=7.4 kn.
Cf.: SLJH 2007, p. 195 (individual consumption per household member), exchange rate:1€=7.4 kn.
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Graph 3 (According to: [a] Unutrašnja trgovina – kapaciteti prodaje 1984, 1987, p. 39;
(Domestic Trade Selling Capacities 1984, 1987, p. 39); [b] Izvještaj o prodajnim kapacitetima
u trgovini na malo za 2004 - konačni rezultati, 2006 (Report about the Selling Capacities in
the Retail Trade for 2004, Upshots, 2006)).
Graph 3: Selling lines of retail outlets in the grocery sector in Vroatia in 2004 and 1984 according to the
size of the selling surface
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However, even after 2004 the construction of modern large surface shops continued, so that in
2005 a total surface of 440,039 m2 was built for the wholesale and for the retail trade (SLJH
2007, p. 336). Therefore, according to the Global Retail Development Index - GRDI), in 2007
the Republic of Croatia was less appropriate (than 2004) as a country into which the world
retail companies can expand.
Namely, the world consulting house AT Kearney has been using GRDI since 2001 to give
annual evaluation of 30 economically most interesting countries in the view of their
importance in discovering possibilities for expansion of (retail) trade companies. This
evaluation takes into consideration 25 variable for four different factors: economic and
political stability, modern selling surface per 1,000 inhabitants (department stores,
supermarkets and discount stores), number of already active international trading companies
as well as the time pressure to enter the market (ratio between the gross home product and the
growth rate of modern selling surfaces). GRDI is used to primarily analyze the chances of the
world companies in retail trade in the branch of mass consumption goods and food products,
which represent the typical predecessors of modern conceptions of retail trade (AT Kearney in
der Schweiz, 2008, p.2).
According to this index, in 2007 Croatia was in the 19th place (in 2006 in the ninth, in 2005 in
the seventh, and in 2004 in the fifth place). In 2004, only Russia, India, China and Slovenia
were positioned higher than the Republic of Croatia. According to these evaluations, the
Republic of Croatia could also be entered very quickly (EU-Beitrittsländer sind attraktive
Ziele für Handelsunternehmen, 2004).
However, already in 2006 the entire retail market of Eastern Europe was labeled with the
“status of the veteran” its retail capacities are said to be filled to their upper limits, and there is
only very little space left for newly arrived companies (Hrvatska u maloprodaji uskoro bolja
od Slovenije, (Hrvatska u maloprodaji uskoro bolja od Slovenije, 2006).

12

7. INSTEAD OF A CONCLUSION
The chosen topic for this international conference has its justification, regarding the advanced
processes of internationalization and globalization of the retail trade and the openness of
economies in Central and Eastern Europe. In the discovering of certain regularities and
patterns in the development of new formats of shops on the international plan, we set out from
the further development of concentration in the retail trade. It is suggested that the
globalization in the retail trade develops most rapidly in the grocery in which companies act
internationally with large surface shops. These include especially hypermarkets, discount
stores and convenience stores. The retail market in the Republic of Croatia, as in most other
countries in Central and Eastern Europe, has in the past ten years or so been caught in a rash
process of globalization, so that by now, regarding the development of large surface shops, it
has already reached the stage of maturity. The effects of the internationalization of retail trade
on the economy in the Republic of Croatia have been insufficiently analyzed, especially in
view of the enormous growth of import and extinction of domestic production. However, the
entry of foreign retail chains and concentration of home retail trade have provided the
preconditions for the formation of international value chains, into which our staggering
domestic production should gradually be included as well.
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