
Overview
China’s retail market is approaching a tipping point.
Shifts in consumer behaviour and the rise of online
shopping have created serious challenges for
traditional retailers. Fierce competition and rising
rental and labour costs have caused many
hypermarket and supermarket players to see stagnant
sales growth; some have witnessed lower net profit
margins. Indeed, the quickly evolving retail landscape
has changed the way hypermarket and supermarket
operators run their businesses. For many, the answer
has been to embrace innovation and new digital
concepts.
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Retail sales growth moderates for hypermarkets 

and supermarkets  

The National Bureau of Statistics (NBS) reports that 

total sales revenues for hypermarkets and 

supermarkets amounted to 473.4 billion yuan and 

288.9 billion yuan in 2013, respectively. The latest 

figures published by the Ministry of Commerce 

(MOFCOM) show that retail sales growth for 

hypermarkets in 1-3Q14 was 7.1% year-on-year 

(yoy), while supermarkets saw a 11.5% yoy sales 

growth (see Exhibit 1) over the same period1.  

Exhibit 1: Retail sales growth for different retail formats, 1-3Q14 

Retail format 1-3Q14 Yoy growth (%) 

Department stores 6.6 

Convenience stores 12.6 

Supermarkets 11.5 

Hypermarkets 7.1 

Specialty stores 9.6 

Professional stores 6.7 

Total 10.5 

Source: Ministry of Commerce, PRC 

 

The annual list of “top 100 retail chain operators in 

China” (the Top 100s) released by the China Chain 

Store and Franchise Association (CCFA), shows 

hypermarkets and supermarkets that topped the list 

achieved 8.7% yoy growth for value sales in 2013, 

much lower than for all but one of the previous five 

years (see Exhibit 2). Many hypermarket and 

supermarket operators in China have indeed faced 

hard times recently. Slow economic growth, weak 

consumer sentiment, fierce competition from online 

peers and increasing operating costs have all 

hindered growth. 

 

A survey conducted by CCFA and 

PricewaterhouseCoopers on the financial performances 

of listed companies2 also shows that most hypermarket 

and supermarket players’ sales growth was much lower 

in 2013 than in 2008-2012 (see Exhibit 3). 
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Exhibit 2: Yoy growth of hypermarket and supermarket sales in China, 2008-2013 (estimates) 

 

Source: China Chain Store and Franchise Association, Deloitte 

 

 

Exhibit 3: Sales growth of major hypermarket and supermarket operators, 2008-2013 

 

Source: China Chain Store and Franchise Association, PricewaterhouseCoopers 
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Labour accounts for more than half of the total 

operating costs 

Exhibit 4 shows the cost breakdown for surveyed 

supermarkets and hypermarkets in 2012 and 2013. 

Hypermarkets and supermarkets spent the most on 

wages. Labour expenditures accounted for 55.9% of 

total costs of surveyed enterprises in 2013, while 

rentals accounted for 30.9% and utilities represented 

13.2%.   

Competitive landscape 

 

Key hypermarket and supermarket players among 

the Top 100s 

Exhibit 5 on the next page shows the key fast-moving 

consumer goods (FMCG) operators among the Top 100s by 

sales in 2013, of which most of them are hypermarkets and 

supermarkets. Topping the list in this category was China 

Resources Vanguard, the same as for 2012. The company was 

followed in 2013 by RT-Mart, Wal-Mart, Lianhua and 

Carrefour. 

 

Exhibit 4: Cost structure for hypermarkets and supermarkets in China, 2012-2013 

 

Note: The survey by the China Chain Store and Franchise Association covered 83 hypermarkets and supermarkets 

Source: China Chain Store and Franchise Association, Deloitte 
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Exhibit 5: Top 30 FMCG players among the Top 100s by sales, 2013  

Ranking 
among 
the top 
100s in 

2013 

Ranking 
among 
the top 
100s in 

2012 

Enterprise Place of origin Major operating region Sales in 
2013 
(million 
yuan)  

Growth 
(% yoy) 

Number 
of stores 
in 2013 

Growth 
(% yoy) 

1 1 China Resources Vanguard Co. Ltd.   China 31 provinces 100,400.0  6.7  4,637 4.8  

2 2 RT-Mart Shanghai Ltd.  Taiwan National 80,720.0  11.4  264 20.5  

3 4 Wal-Mart (China) Investment Co., Ltd.   US 21 provinces 72,214.6  24.5  407 3.0  

4 3 Lianhua Supermarket Holdings Co., Ltd.**  China 84% of stores in Eastern China 68,818.4  0.2  4,600 -3.4  

5 5 Carrefour China Inc.  France National 46,705.9  3.2  236 8.3  

6 7 Yonghui Superstores Co., Ltd.  China National 35,060.0  25.5  292 17.3  

7 6 Nonggongshang Supermarket (Group) 
Co., Ltd.*** 

 China Shanghai, Eastern China 30,001.2  -1.0  2,644 -3.3  

8 n/a HNA Retailing  China National 26,400.0  10.0  482 3.0  

9 16 Wumart Stores Inc.  China National 21,714.9  7.3  547 1.7  

10 30 Better-Life Commercial Chain Share Co., 
Ltd. 

 China Hunan, Jiangxi 21,191.5  18.3  445 54.0  

11 8 Tesco China  UK Liaoning, Beijing, Jiangsu, 
Anhui, Tianjin, Hebei, Zhejiang, 
Shanghai, Fujian, Guangdong, 
Shandong 

*20,500.0  2.5  144 29.7  

12 9 Shandong Jiajiayue Group Co., Ltd.  China Shandong 19,006.5  4.5  601 1.0  

13 10 A. Best Supermarket Holding Ltd.  China Shenzhen, Guangdong, Hunan *18,000.0  0.0  116 0.0  

14 11 Metro Cash & Carry  Germany National 17,500.0  14.4  75 19.0  

15 12 Lotte Mart China Co., Ltd.  South Korea National *15,500.0  -5.0  110 11.1  

16 13 Auchan ( China ) investment Co. Ltd.  France Jiangsu, Shanghai, Zhejiang, 
Beijing, Shandong, Liaoning, 
Anhui, Jiangxi, Guangdong, 
Sichuan, Hubei 

15,090.7  7.0  59 9.3  

17 15 Beijing Hualian Group  China Beijing *14,700.0  1.4  140 7.7  

18 20 C.P. Lotus Corporation  Thailand Shanghai, Beijing, Foshan, 
Guangzhou, Chongqing 

13,749.8  0.5  77 2.7  

19 19 Beijing Jingkelong Co., Ltd.  China Beijing 13,744.3  7.3  234 -2.9  

20 17 Newhuadu Industrial Group  China Fujian 13,652.0  6.1  118 -4.8  

21 52 Guangzhou Watsons Personal Care Store 
Ltd.  

 Hong Kong National *13,500.0  12.5  1,600 6.7  

22 18 Wuhan Wushang Wholesale Chain  China Wuhan 13,498.1  5.1  92 1.1  

23 23 Sinopec Group (Easy Joy Convenience 
Store) 

 China National 13,350.0  21.1  23,300 8.4  

24 14 Renrenle Commercial Group Co., Ltd.  China Guangdong, Shaanxi, Sichuan, 
Tianjin, Chongqing, Guangxi, 
Fujian, Hunan, Jiangxi 

13,090.9  -1.2  128 6.7  

25 22 Wuhan Zhongbai Chain Warehouse 
Supermarket Co., Ltd. 

 China Wuhan 12,129.8  1.8  262 7.4  

36 n/a Chongqing Department Store Co., Ltd. 
(Supermarket) 

 China Chongqing 11,562.1  6.2  192 -0.5  

27 25 PetroChina Co., Ltd. (uSmile Convenience 
Store) 

 China National 10,400.0  30.0  14,000 16.7  

28 n/a Century Hualian Supermarket (Jiangsu)  China Jiangsu 9,873.3  9.1  2,705 9.1  

29 24 Aeon China Co., Ltd.   Japan Guangdong, Qingdao, Beijing, 
Tianjin, Wuhan, Suzhou 

8,767.8  8.5  44 22.2  

30 27 Chengdu Hongqi Chain Co., Ltd.  China Chengdu 8,269.6  13.6  1,460 9.3  

* Estimated figures 
** Sales of Lianhua Supermarket Holdings Co., Ltd. include sales from Quik convenience stores 
***Sales of Nonggongshang Supermarket (Group) Co., Ltd. include sales from Kedi and Alldays convenience stores 
 
Source: China Chain Store and Franchise Association  
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While most top players in the hypermarket and 

supermarket sector are nationally focused, many 

smaller domestic supermarkets and hypermarkets 

operate regionally. Most foreign players tend to adopt 

a national approach when expanding, whereas 

domestic players generally focus on regional rollouts. 

Exhibit 6 summarises the advantages and 

disadvantages for the two most frequently adopted 

expansion strategies by supermarket and 

hypermarket operators. 

 

 

Domestic retailers continue to grow while foreign 

retailers struggle 

Over recent years, domestic retailers have increasingly 

become the dominant force, while foreign retailers have been 

struggling. Several foreign hypermarket and supermarket 

operators have seen customer footfall shrinking and many 

existing stores continue to experience sales slowdowns. For 

example, sales performance of Carrefour in Asia is the 

weakest among all other regions in FY14, with sales 

dropping 6.4% in China alone3. Some operators have slowed 

their pace of expansion while others have reduced operating 

areas or even closed poorly-performing stores.  

 

Exhibit 6: Expansion strategies of hypermarket and supermarket operators 

 Pros Cons 

National expansion  Brand name is better-known across the nation 
 Able to achieve higher growth in lower tier cities 

when growth in tier 1 and 2 cities is slowing 

 Difficult to achieve centralised sourcing 
 High logistics costs  
 Difficult to cater to needs of different 

consumer segments  

Regional expansion  Better understanding of consumer preferences  
 Better relationships with local suppliers and 

logistics partners 
 Able to leverage centralised sourcing to lower 

costs and achieve higher margins 
 Better known within the region due to larger 

numbers of stores there 

 Difficult to grow in a saturated regional 
market  

 Risks and costs are high when 
expanding to other regions 

Source: China Chain Store and Franchise Association, Deloitte, Fung Business Intelligence Centre4 
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Hypermarket and supermarket closures soar 

The pace of hypermarket and supermarket store 

openings has been reducing significantly over recent 

years; growth in the number of new store openings fell 

from 11% yoy in 2008 to 5% yoy in 2012 according to the 

NBS5. Many undertook store revamps and closed 

unprofitable stores. According to Linkshop6, as many as 

178 hypermarkets and supermarkets closed in 2014 (see 

Exhibit 7).  

 

 

The most common reasons included lease expiries, 

structural adjustments, weak profits, organisational 

restructuring and poor management. For example, Renrenle, 

a domestic supermarket chain, reportedly closed 18 stores in 

2014 and shifted its focus to opening community outlets7 – 

with smaller-sized supermarkets launched in local 

communities to serve specific neighbourhoods.  

Exhibit 7: Store closures by selected hypermarkets and supermarkets, FY13 – FY14 

Hypermarket/supermarket Number of stores closed in 20138 Number of stores closed 
in 20149 

Wal-Mart 14 16 

Tesco 3 4 

Carrefour 210 4 

Lotte Mart 211 6 

Century Lianhua 0 3 

China Resources Vanguard 0 4 

Yonghui Superstores 7 2 

Beijing Hualian 0 1 

Source: Linkshop; compiled by Fung Business Intelligence Centre 
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Trends 

 

Trend #1: Community stores or smaller formats 

become popular 

Consumers’ changing expectations of convenience 

have greatly impacted China’s retail sector. Smaller 

retail configurations are becoming popular, especially 

for grocers. Supermarket players are offering more 

services targeting single people and smaller 

households, especially young adults and the elderly, 

who find smaller and more accessible stores more 

suitable for them. Also, as the growth of huge 

hypermarkets slows due to over-expansion, reducing 

redundant store space has become the prime focus 

for some players.  

 

 

 

 

Trend #2: Hypermarkets and supermarkets increase 

fresh food offerings 

Some hypermarkets and supermarkets in China are 

introducing more fresh foods and differentiated food 

offerings to avoid head-to-head competition. Compared with 

other categories, customer demand for fresh foods appears 

to be a higher priority, while purchasing frequency is also 

higher. Yonghui Superstores and RT-Mart are prominent 

examples. Yonghui Superstores has the highest ratio of fresh 

foods among its local peers, at 46%12. For RT-Mart, around 

40% of product offerings consist of fresh foods. In 2013 

Wumart also stated that its fresh food category achieved a 

yoy sales growth of 14.3% in Beijing region, while gross 

profit increased 17.9% yoy; in 2014, the company continued 

its efforts to improve logistics and sourcing processes for 

fresh foods13. Wal-Mart is also putting more emphasis on 

fresh food categories.  

 

 

 

Meanwhile, hypermarket and supermarket operators have 

adopted direct-farm sourcing – forming partnerships with 

different producers to source directly from them. This allows 

retailers to provide cheaper, fresher and better quality 

agricultural produce. For instance, as stated in Lianhua 

Supermarket’s Annual Report 2013, the company retains 

319 fresh produce supply bases; sales of fresh produce 

sourced from these bases increased 28% yoy as at 31 

December 201314.  

 

Over recent years, a number of e-tailers such as SF Express, 

Womai.com, Taobao, Tmall, JD.com and Yihaodian have also 

increased their focus on fresh food offerings. This is expected 

to pose an increasing challenge for hypermarket and 

supermarket players. 
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Trend #3: Implementing “O2O” initiatives is the 

focus 

As consumers become more discerning and better 

connected, they increasingly look for an integrated 

shopping experience where they can shop any time, 

anywhere and via multi-channels. More hypermarket 

and supermarket operators have started 

implementing various forms of “online and offline 

integration” (“O2O”) initiatives. They believe 

multi-channel strategies can increase customer 

satisfaction and improve loyalty. Below are several 

typical O2O strategies adopted by hypermarkets and 

supermarkets:  

Integrating online and offline operation 

With the massive growth opportunity of online 

retailing and tougher competition from e-tailers, an 

increasing number of hypermarkets and 

supermarkets have developed their own 

transactional online portals (see Exhibit 8).  

 

RT-Mart, for one, leveraged its advantage in procurement 

and supply chain management in December 2013 by 

launching its e-commerce platform, Feiniu.com. This online 

player has a team of between 300 and 400 staff and offers 

more than 200,000 stock keeping units (SKUs). The company 

pledges to deliver online orders within 24 hours15. In 

January 2015, Feiniu.com also announced the addition of 

fresh food offerings on its website; this will provide 

nationwide delivery after 1H1516.  

 

At the same time, players in some other industries have 

stepped into the online grocery business. For example, in 

August 2014, Suning, a leading domestic home appliance 

retailer, launched its online supermarket channel 

(http://chaoshi.suning.com); the company also announced 

that it will open bricks-and-mortar supermarkets in April or 

May 2015 as part of its O2O initiative. Suning aims to open 

50 supermarkets over five years17.  

 

 

Exhibit 8: Selected offline hypermarket and supermarket players that launched transactional online platforms 

Enterprise Online platform 

A.Best  http://www.xyj-shop.com  

Auchan  http://www.auchan.com.cn  

Bailian E-mall http://www.blemall.com 

Better Life http://www.yunhou.com  

C&U Group http://www.rbcs.cn  

Jiajiayue http://www.jiajiayue.net  

Lianhua http://www.lhmart.com 

Metro Cash & Carry http://metromall.com.cn  

Nonggongshang http://www.chblt.com  

Renrenlegou http://www.rrlgou.com  

RT-Mart http://www.feiniu.com  

Wal-Mart http://www.yhd.com 

Source: Internet sources; compiled by Fung Business Intelligence Centre. 
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http://www.lhmart.com/
http://metromall.com.cn/
http://www.chblt.com/
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http://www.yhd.com/
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Providing convenient pick-up points 

To provide a more convenient shopping experience, some 

hypermarket and supermarket players are exploring 

different types of pick-up services and other new ways to 

integrate retail channels. For instance, in June 2014, 

Auchan launched its new initiative “Auchan Drive” for its 

store in Jinjihu (Suzhou)18. Customers can purchase 

products on Auchan’s website and pick them up at the 

physical store, with a choice of paying online or when they 

collect the products. One special feature is that customers 

do not need to actually enter the store; they can simply 

park their cars next to the warehouse: Auchan’s staff then 

deliver the ordered items to them.  

Forming strategic alliances  

Given a tough competitive environment, some hypermarket 

and supermarket operators are aiming to build strategic 

alliances with other retailers or service providers to gain 

synergies, expand their business scope and offer new 

services. In September 2014 Wal-Mart started cooperating 

with China UnionPay Wallet, a mobile payment system 

developed by China UnionPay, to support its O2O 

initiatives19. Consumers can download Wal-Mart coupons via 

their mobile devices and enjoy discounts when paying by 

China UnionPay Wallet.  

 

Launching mobile apps 

Some hypermarkets and supermarkets have tapped into 

the mobile commerce (m-commerce) market. Yonghui 

Superstores launched its mobile app“Weidian”in January 

2014. Shoppers can make purchases with the app by 

scanning the QR code on product tags, with items then 

being added to an online shopping basket. They can 

complete the payment process via their mobile devices. 

Shoppers can choose to have their orders delivered to their 

homes or can pick them up in their chosen Yonghui store20. 

The service is currently available at eight Yonghui stores in 

Fuzhou, and the company plans to expand the service into 

more stores across China. At the same time, Yonghui 

Superstore is reportedly to launch a transactional online 

platform, to be unveiled in mid-201521. The company 

expects to increase the proportion of its e-commerce and 

m-commerce transactions to 5% of total sales over three 

years22.  
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Trend #4: Premium supermarkets approach 

saturation; challenges lie ahead 

Over recent years, supermarket operators have been 

opening large numbers of premium stores on major retail 

sites to cater to increasingly wealthy consumers. They offer 

a wide range of imported goods and higher-priced 

products to target these middle-class, affluent consumers. 

Beijing Hualian Group’s BHG Market Place, China 

Resources Vanguard’s Ole’, blt and V+, A.S. Watson Group’s, 

TASTE and GREAT and Yonghui Superstores’ BRAVO YH are 

among the major premium supermarkets. As a prominent 

domestic department store operator, Golden Eagle also 

launched its first premium supermarket in December 

2014, with over 70% of its products reportedly being 

imported goods23. Exhibit 9 shows the store networks of 

selected premium supermarkets.  

An attractive strategy for hypermarket and supermarket 

players has been to operate premium supermarkets to 

expand customer bases; yet, there are challenges. The actual 

growth of this type of supermarket has stablised after years 

of fast expansion, meaning that supply is gradually exceeding 

demand, especially in tier 1 cities. Competition is 

increasingly fierce. Many premium supermarkets are 

reportedly not yet profitable, even after years of operation24. 

One key challenge is the phenomenon of high rents. Most 

premium supermarkets are located in the more popular 

retail locations to follow their targeted consumers, where 

retail rents are much higher. Furthermore, the initial 

investment for opening a premium supermarket is usually 

three to five times higher than for a regular supermarket25. 

Also, offering the right product mix of imported goods to 

differentiate from a regular supermarket remains a 

challenge. As a result, the growth of premium supermarkets 

is set to moderate in the foreseeable future.  

Exhibit 9: Selected premium supermarket networks 

Brand Group Details 

BHG Market Place Beijing Hualian Group More than 12 stores, mainly in Beijing26  
Ole’ China Resources Vanguard 30 stores 
blt China Resources Vanguard 4 stores in Guangdong, 3 stores in Beijing, 2 stores in 

Shanghai, 1 store in Zhejiang, Hubei and Sichuan 
V+ China Resources Vanguard 1 store in Gansu, Sichuan and Hunan 
TASTE A.S. Watson Group 3 stores in Guangzhou, 1 store in Shanghai, Shenzhen, 

Zhuhai and Foshan27 
GREAT A.S. Watson Group 1 store in Chengdu 
BRAVO YH Yonghui Superstores 27 stores28 
CiTYLiFE Century Mart 2 stores in Hangzhou29 
LSE Life Supermarket Hangzhou Tower 4 stores in Hangzhou 
Bazaar by Lotus CP Lotus 1 store in Shanghai 
Allgood Dongguan Tianhe Trade Co., Ltd. 1 store in Dongguan 
Smart Lifestyle Specialty Store Shirble Department Store 1 store in Shenzhen 
Hishop HNA Retailing 1 store in Changsha 
Greeny's Shandong Jiajiayue 1 store in Shandong 
city'super City Super Group  3 stores in Shanghai 
Life by city'super City Super Group 3 stores in Shanghai 
City Shop Shanghai City Supermarket Co., Ltd. 11 stores in Shanghai, 2 stores in Beijing 
Jenny Lou's Jenny Lou's 10 stores in Beijing 

Source: Internet sources30; compiled by Fung Business Intelligence Centre 
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Trend #5: Industry consolidation via M&A is 

limited; home-grown retailers take the lead 

Underperforming foreign hypermarket and 

supermarket players have provided excellent merger 

and acquisition (M&A) opportunities for local 

retailers over the past few years. To expand market 

share, some of the more competitive domestic 

operators have chosen to acquire foreign 

counterparts, while a number of foreign retailers are 

actively seeking cooperation with local players. As 

one example, Tesco formed a joint venture with China 

Resources Enterprise in October 201331. Tesco has a 

20% stake and China Resources Enterprise 80% of 

the venture, after the deal was completed in May 

201432. A lack of knowledge about local consumers 

and neglect of food safety issues are among the key 

reasons why foreign operators underperform. 

Domestic players continue to seize their opportunity 

to gain market share by optimising product offerings 

and pricing, while enhancing their customers’ 

shopping experience.  

 

Trend #6: Foreign hypermarkets and supermarkets tap 

the China market via online platforms, without setting 

up physical stores  

An increasing number of foreign hypermarket and 

supermarket operators sell to Chinese consumers by 

opening stores on “Haitao” – business-to-consumer (B2C) 

platforms which sell imported products to Chinese mainland 

consumers. Indeed, over recent years, the Chinese 

government has introduced several regulations to promote 

cross-border e-commerce. One such initiative is the 

establishment of pilot zones to facilitate this business. 

Brands that are sold on “Haitao” platforms and are imported 

through these pilot zones can enjoy lower import duties at 

rates applicable to personal items, which are usually set 

lower than tax rates for general trade. Costco, a leading 

members-only warehouse club in the U.S., tapped into the 

China market in October 2014 via Tmall Global, Alibaba’s 

B2C platform focused on selling imported goods33. During 

Alibaba’s Singles’ Day shopping festival, Costco reportedly 

sold 22 million yuan (US$3.5 million) of merchandise34.  

Some foreign companies are also aiming to enter the 

China market – or create better operations – by 

leveraging partnerships with leading domestic 

players. For instance, Dairy Farm Co., Ltd. agreed to 

acquire a 19.9% stake in Yonghui Superstores for 

5.69 billion yuan, making its entry into the mainland 

supermarket business in August 201435. The two 

companies aim to collaborate in areas such as 

procurement, private label development and fresh 

food processing.  

 

Emart and Lotte Mart, prominent hypermarket operators in 

South Korea, are reportedly to launch their own websites on 

Tmall Global in mid-March 2015, selling around 100 SKUs at 

the start of operations36; the number of SKUs selling on 

Tmall Global is set to increase to 500 in 1H15. The aggressive 

entry of these foreign players may pose a challenge for their 

domestic counterparts, especially those selling imported 

goods.  
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Exhibit 10 shows some examples of foreign 

hypermarkets and supermarkets embarking on sales 

via online platforms. 

  

Exhibit 10: Examples of foreign hypermarkets and supermarkets selling via online platforms 

Enterprises Place of origin Launch date Online platform 

Costco  U.S. October 2014 http://costco.tmall.hk/  

Fresta  Japan December 2014 http://fresta.tmall.hk/  

Countdown  New Zealand December 2014 http://countdown.tmall.hk  

Metro Cash & Carry  Germany March 2015 (TBC) n/a 

Emart   South Korea March 2015 (TBC) http://emart.tmall.hk/  

Lotte Mart  South Korea March 2015 (TBC) http://lottemart.tmall.hk/  

Source: Internet sources; compiled by Fung Business Intelligence Centre 

 

Trend #7: Retailers’ greater investment in private 

labels 

Hypermarket and supermarket players launching 

private labels have been fairly common over the past 

few years. According to the previously mentioned 

survey conducted by CCFA and Deloitte, 78% of 

canvassed supermarkets and hypermarkets have 

their own private labels; sales generated from these 

accounted for 5.4% of total revenues in 201337. 

Although private labels have been gaining attention in 

China, their popularity still lags far behind other 

overseas markets. According to Kantar Retail, in the 

U.S., 40% of American shoppers are frequent private 

label buyers, while only 16% of shoppers in China 

buy private label products regularly38. China’s highly 

fragmented supermarket and hypermarket sector is 

one of the major reasons for the slow growth of its 

private label development. 

 

 

 

To increase profit margins, differentiate from peers and 

boost customer loyalty, hypermarket and supermarket 

operators are expected to invest more in private labels. As 

such labels continue to increase in popularity, 

“understanding shoppers” will remain the key to success. 

Retailers can use data analytic tools to learn more about 

their customers’ preferences and then develop products that 

are better matched with customer needs. They can also send 

personalised promotional information and coupons to target 

customers. 

 

 

 

  

http://costco.tmall.hk/
http://fresta.tmall.hk/
http://countdown.tmall.hk/
http://emart.tmall.hk/
http://lottemart.tmall.hk/
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Trend #8: Grocery players explore other retail 

formats for risk diversification 

Facing a difficult operating environment, some 

hypermarket and supermarket players have started to tap 

into other formats in order to diversify risks. For 

instance, in September 2014, Wal-Mart reportedly 

invested 600 million yuan to build a 100,000 sqm 

shopping mall in Zhuhai, Guangdong Province, the first of 

its kind for the company. The mall is expected to begin 

operations in 201639. Wal-Mart also plans to build three 

to four other malls of a similar kind in China. Similarly, 

Better Life has announced that it will build two to three 

shopping malls in Chengdu over the next five to eight 

years40. RT-Mart plans to debut a new retail format, 

initially branded as C-Store Cloud Supermarket, in 

Tongzhou Bay, Nantong City, Jiangsu Province; the new 

outlet is similar to a convenience store but is positioned 

to complement RT-Mart’s e-commerce platform, 

Feiniu.com. The store will provide pick-up and return 

services for RT-Mart’s online customers.  

 

 

 

Eyeing the huge growth potential of convenience stores, 

some foreign hypermarket and supermarket operators have 

also ventured into the sector. Carrefour opened its first 

convenience store named “Easy Carrefour” in Shanghai in 

November 2014, while Metro Cash & Carry, a Germany-based 

self-service wholesale chain, also opened a convenience 

store in Shanghai in 201441. 
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Conclusions: What’s next for hypermarkets 

and supermarkets? 

 

Hypermarkets and large supermarkets are expected to 

see sluggish sales growth in the coming year and store 

closures are set to continue. These large-scale retailers 

need to increase efforts to accelerate format revamps and 

enhance customer experience. Embracing new 

technologies to provide a better quality, in-store 

experience is the key to attracting and retaining 

customers. Technologies in developed economies that 

have been under trial by hypermarkets and supermarkets 

include electronic shelf labels, “super” trolleys that track 

where customers are and what they want to buy, 

fingerprint payment at checkouts, and infrared 

technology to evaluate foot traffic at checkouts, to name a 

few.  

 

 

 

 

In China, the adoption of new technologies by 

hypermarkets and supermarkets lags behind western 

counterparts but there is a trend developing for more 

operators to find ways to innovate and start deploying 

new technologies in-store; naturally, the objective is to 

improve the retail process and enhance customer 

experience. China’s hypermarket and supermarket 

sector is set for a major overhaul in the digital era. 
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