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Abstract 

 

The retail sector is at the forefront of internationalisation activities. It is especially the case for 

German and French retailers that operate respectively 27,8% and 20,6% of non domestic 

outlets in Western Europe. Stating this, the grocery retailers have also drastically changed their 

orientation, from domestic to multinational players since two decades: a relatively new and 

important subject that needs to be taken into account. Within this frame, Casino and REWE 

Group are good examples of internationalisation since both have the same size internationally 

but do not operate in the same area and do not seem to have the same strategy regarding 

their global activities. 

 

The aim of the research is to find outstanding characteristics in the internationalisation 

strategy of European grocery retailers, via the case of Casino and REWE Group. In order to 

illuminate this aim, Porter's (1980) ‘Structural Analysis of Industries’ is going to be used to the 

grocery retailing sector following a previous demonstration of Colla (2003) and other field-

specific theories. After pointing out the similitude between the two companies in their 

domestic markets, several dimensions have been taken into account to analyse the differences 

when going international such as geographical spread, branding, channel selection, and 

ownership. 

 

We have identified two different internationalisation strategies, through the case of these 

retailers. Thus, we have drawn a dichotomy in the European food retailing industry 

internationalisation strategy between what we named ‘umbrella organisation’ and ‘unifying 

organisation’. The latter is characterised by a unified branding strategy, operating few formats, 

looking for full control of its operation abroad via direct takeovers or organic growth, and 

looking for harmonisation of its operations abroad. On the opposite, an umbrella organisation 

operates numerous banners abroad. It is mostly looking for a multi-format offer, enters 

countries via overtime capital acquisition and gives more independence to its affiliates 

worldwide. 
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The Different International Strategies of European Grocery Retailers 

- The Case of Groupe Casino and REWE Group - 

“Les idées audacieuses sont comme les pièces que l'on déplace sur un échiquier: on 

risque de les perdre mais elles peuvent aussi être l'amorce d'une stratégie 

gagnante.” 
 

Johann Wolfgang von Goethe
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1. Introduction 

Globalisation is the dominant trend in the retailing sector nowadays. For the last 30 years, 

European retailers had faced pressures from their environment everywhere on the continent 

with, for example, the move from a traditional industry to a more organised and concentrated 

distribution system (Tordjman 1994); and have now become “the movers and shapers of the 

global economy” (Dicken 2003 in Alexander & Myers 2007, p.6). While grocery retailers have 

operated only in their domestic market for a long time, they are now going regional, 

international or global. In this thesis, we are following the definition of retail 

internationalisation of Dawson – “Operation, by a single firm or an alliance, of shops or other 

forms of retail distribution in more than one country” (Dawson 1994, p.267). However, we are 

going to restrain this definition to operations involving partially or completely grocery 

activities. 

1.1 Background 

European retailers, when going international, do not seem to have the same strategy, looking 

at the map (appendix 1) of operations abroad for the specific case of Casino and REWE Group. 

Further, international retailing remains a relatively undeveloped research subject area since it 

came up during the past 20 years (Alexander & Myers 2000). To highlight this aspect, we chose 

to present two companies that are similar in their domestic positioning and international size 

but which operate differently abroad. We selected France and Germany since they are the two 

major European markets with the highest level of international operation. For example, 

German retailers generate 27,8% of total non-domestic outlets in Western Europe, and the 

French ones 20,6%; far ahead of the number three and four: Netherlands (12,4%) and Sweden 

(11,6%) (Alexander & Myers 2007). Within the grocery sector, REWE in Germany and Casino in 

France seemed a good choice as they have a similar size. Indeed, they were ranked 

respectively number 11 and 12 of international grocery retailers (Planet Retail 2007). 

In this paper we will thus try to answer the question: 

What are the different international strategies of European grocery retailers when operating 

outside their domestic market? – represented in the case of Groupe Casino and REWE Group. 

1.2 Purpose 

The Purpose of this paper is to analyse the different European grocery retailer 

internationalisation strategies via the case of two companies: Casino and REWE Group. In 
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order to achieve this aim, the authors have based their analysis of the two above mentioned 

firms on Porter's work of analysing industries. Enrico Colla’s previous research on grocery retail 

sector provides a basis for further adaptation of Porter’s model to this special case. 

1.3 Critical Argument 

Indeed, our paper is based on the applicability of general literature (Porter, 1980), that has 

been adapted to grocery retailing following the model of Colla (2007). Nevertheless, within 

the field of research of international retailing, some authors claim that the “conceptual 

frameworks developed in non-retail or non-service environments do not explain the process of 

retail internationalisation” (Alexander & Myers 2000, p.335). Even if these conceptual 

frameworks are applicable, they might “restrict the development of a more robust and 

applicable conceptual framework” for retail operations (Alexander & Myers 2000, p.335). This 

issue of a special framework for retail internationalisation is still not solved between scholars, 

for instance, Dawson (1994, p.278) states: “Whilst some concepts may be borrowed from the 

literature on industrial internationalization […] it is unlikely to be directly applicable to the 

retail sector”. 
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2. Theoretical Framework 

This chapter provides necessary theoretical knowledge to approach the aim of this paper from 

a fundamental perspective. For the analysis of the companies’ internationalisation strategies 

certain theoretical models and previous research results are used to approach the operations. 

Therefore, a theoretical framework including Porter’s (1980) models of competitive strategies 

to analyse industries in general and a more adapted demonstration based on Colla (2002) are 

presented in the following. Important theory of internationalisation processes in the retailing 

sector is described briefly to explain popular motives and ways of going international. Further 

the European retailing sector is going to be introduced, focusing mostly on food retailing, to 

provide background information and actual trends. 

2.1 Theoretical Approach as a Basis for the Research 

The models and adaption of Porter (1980) and Colla (2002) are used as a basis for the 

analytical approach in this research. Porter’s theory is a universal technique to analyse 

industries and competitors. This general approach is described in a retail sector focused way 

according to the grocery retail sector by Colla. 

2.1.1 Structural Analysis of Industries 

The relation of a company to its environment is according to Porter (1980) the key of building 

a competitive strategy. The important focus is dependant on the industry in which an 

organisation acts. Since environmental forces are influencing all companies with similar basis, 

Porter calls the first necessary process to gain strategic competitiveness the ‘structural analysis 

of industries’ (1980). Porter invented a model to represent the different forces that need to be 

considered within the analysis of an industry to recognize possible threats, rivalry and 

difficulties concerning the bargaining power of buyers and suppliers. These forces are analysed 

in the famous Porter’s Five Forces Model that is often used and adapted to state the industry’s 

driving forces and to understand the power relation within an industry. The model is shown in 

figure 1, where the five identified forces are integrated in a relational diagram to represent the 

influences on the ability of organisations to set prices and therefore make profits. In general, 

one could say, the stronger a force the more a company is limited in its possibility to perform 

and make profits. These five forces are providing a basis for a structural analysis of the own 

company’s situation. 
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Figure 1: Porter’s Five Forces Model 

Source: Porter (1980) 

 

Threats of potential entrants 

New entrants in a market are eager to gain market share and often bring important resources. 

By entering under certain conditions, price competition is caused or cost inflation that might 

reduce profitability. The extent to which potential entrants are threatening depends on the 

entry barriers in a market that are combined with the expected reactions of established 

competitors. According to Porter (1980), there are different barriers to be considered: 

economies of scale, product differentiation, capital requirements, switching costs, access to 

distribution channels, cost disadvantages independent of scale, and government policy. As the 

barriers are connected to the expected retaliation of existing competitors, that means whether 

the competitors respond more or less aggressively, the extant to which an entry might be 

menacing will be low, if the barriers are high and the retaliation is forceful. 

Rivalry among existing firms 

These are permanent threats caused by already existing, established firms in the market. This 

kind of competition will arise if competitors aim to improve their position by using the 

common tactical instruments like price competition or advertisements. If one competitor 

moves and takes an advantage, the response of others will be quick to counter the rival. 
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Pressure from substitute products or services 

Threats of other industries caused by the offering substitute products are confining the profits 

of the own industry. This might be a fast process when the substitute already exists and its 

applicability for another purpose is simply to be identified. The substitute fulfils then the same 

function as the original product of the own industry. A solution offered by Porter (1980) to 

counter this pressure from other industries is seen in acting synchronously with other 

competitors of the industry in terms of advertisement for example, to improve the whole 

industry’s position. 

Bargaining power of suppliers 

Suppliers are powerful in terms of prices and quality. They can put the industry under pressure 

by using these factors. The fewer suppliers there are on a market, the more powerful the 

existing suppliers are. Although the supplier can be powerful if the industry is reliant on it, the 

supplier still wants to sell its products. As soon as there are substitute products or the industry 

is regarded as an important one to push the products on the market, the suppliers have a less 

powerful position. The conditions that enfeeble the supplier are supporting the buyer’s 

position. 

Bargaining power of buyers 

Buyers are acting mirror inverted to the suppliers using the same factors to put them under 

pressure like forcing down prices because of the ambition to buy products cheap but with high 

quality and service. There are also certain circumstances that enforce their position. For 

example, the higher the volume of purchase is, the more important gets the buyer for the 

supplier. 

For companies it is important to identify these strategic forces and to place the organisation in 

an industry with a position that guarantees safety and resistance against the threatening 

forces or even support the organisations’ goals. 

 

In his book ‘Competitive Strategy – Techniques for Analyzing Industries and 

Competitors’ (1980) Porter describes further how to analyse industries more in-depth. This 

paper is written with a focus on retail industry, more precisely the European grocery retail 

industry. Therefore, it is necessary to understand the characteristic patterns of this industry 
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and how the industry can be analysed more detailed for adapting the knowledge to a 

company’s strategic performance. Porter developed a way to look deeper into one industry 

after having identified the industry itself. The ‘structural analysis within industries’ is the next 

step to understand the differences within one industry. In many industries, organisations have 

adapted various competitive strategies and therefore have succeeded on different levels what 

influences their market share in the industry. The aim of the structural analysis within 

industries is to understand why some companies are more profitably successful than others 

and how this is related to their strategic performance. Different strategies in the same industry 

can vary along dimensions like the breadth of product line or the degree of vertical 

integration. Porter identified thirteen different dimensions of competitive strategy that are 

going to be explained briefly in the following. 

Specialisation represents the width of its line, the customer segments and the 

geographical market spread. Brand identification characterizes the competition, weather it is 

more based on the brand itself or on price and other variables. Push versus Pull is a dimension 

connected to the previous one. The brand identification states whether it is the company itself 

that seeks to create the identification with the consumer or the support of distribution 

channels that enforces the selling of their products. Channel Selection shows the choice of 

different possible distribution channels. Product Quality rates the quality level of products 

concerning, for example, raw materials or the quality norms. Technological leadership 

expresses if a company is in a leading position concerning the technological advancement or is 

more following or imitating. Vertical integration is divided into forward (distributional control) 

and backward (control of input and suppliers) integration that state the level of control a 

company has over its inputs and the distribution of outputs. Cost position shows the extent to 

which a company provides low-cost manufactured or distributed products by investing in 

order to minimize costs. Service dimension represents the degree of providing additional 

services besides the main product. Service is connected to vertical integration but is more 

likely observed separately. Price policy classifies the company with its position in the market 

concerning the price. This variable is also to be viewed in relation to other dimensions like 

quality or cost position but should be evaluated separately. Leverage is a dimension regarding 

the financial and operating control. Relationship with the parent company measures the 

degree of the parent company’s influence on the unit itself, weather a strong or a loose 

relationship can be recognized between them. This relationship is influencing the firm’s 
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objectives, its way of operating and its access to resources. Relationship to home and host 

government is a variable considered in international industries that states the level of 

relationship between governments and firms which can obligate them to stick to regulations 

for example, or contrarily give them support.  

Having defined these dimensions, Porter (1980) argues that evaluating the strategies of 

the competitors is a first step for a structural analysis within an industry. Further, the 

competitors can be divided into different groups having similarities in the degree of the 

dimensions. In case the whole industry has only one strategic group, the analysis within the 

industry is not necessary, and an essential industry analysis itself like described above (Porter’s 

Five Forces) would be sufficient. Normally, there are a few basic strategies that are followed by 

several competitors, for example one might have a broad product line and another might be 

very specialized combined with certain other characteristics. One dimension that should be 

included is the relationship to the parent company because the followed objectives a company 

has, are differing with that distance or closeness and also the availability of resources is 

influenced. Therefore, this relationship can be seen as a basic dimension to be considered 

during the analysis. Having set up such a strategic group map, companies having similar 

strategies and courses of action are observed together what facilitates the analysis and gives a 

better categorized overview; they also tend to have a comparable market share and are 

influenced by the same factors. This group map facilitates the structural analysis used as an 

analytical tool. 

2.1.2 Theory Adaptation to the Retail Grocery Sector 

To intensify the focus on the retailing sector, Colla (2003) argues that the size and the 

international presence of a retailing company are related. The bigger a company is the higher 

is the number of markets entered abroad. Another fact that seems to be dependent according 

to Colla (2003) is the international presence and the degree of specialisation or diversification. 

Retailers present in a large number of foreign countries tend to be more specialised than 

national oriented retailing brands that are highly diversified. In case of discounters, the 

specialised ones, called hard discounter, are more involved in the international extension than 

soft discounters that are highly diversified. 

In his article Colla (2003) used two of the various dimensions of the Porter model that 

are most important considering the grouping of the discount grocery retailing industry for an 
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analytical approach of the competitors. The first dimension is the format embedded in the 

specialisation where the breadth of products is chosen as a decision criterion based on the 

amount of stock keeping units (SKU). The limit is set at 1000 SKUs; less than 1000 means that 

the retailer is specialised, whereas diversified means to have three times more SKUs. The 

second is the degree of diversification of the parent company, though the dimension of the 

relationship with the holding company is said to be highly or low diversified in the foreign 

market. This classification of the competitors within the industry along the dimensions helps 

to arrange a structure. Having the competitors and different brand names in an industry 

segmented, it is easier to identify the outstanding strategic groups. Colla (2003) identified 

three different strategic groups within the grocery discount retailing industry. The first group 

(Aldi, Norma, Lidl, Netto) is hard-discount retailers being totally specialised in the domestic 

market and abroad, the second group (Penny, Plus, Rema 1000) is characterised by a soft 

discount format being diversified in the domestic market but specialised abroad, and the third 

group (Dia, Leader Price) is also operating soft formats but is diversified in the domestic 

market as well as in foreign countries. 

Colla (2003) identified for each group some characteristics concerning their strategies of 

choice of countries that are implemented by the companies when going abroad. This research 

is still only focusing the discount market but might also give arguments that are transferable to 

the whole retail market. The first group consisting of hard discounters seeks to enter mature 

markets with high purchasing power and to concentrate on supermarket formats. Other 

characteristics for hard discounters are their strong brands and a high service orientation. For 

soft discounters, by contrast, the focus for penetrating markets is on developing markets 

rather than on mature markets. Retailers in the second group of soft formats aim for countries 

being geographically close to the home market and have cultural proximity as a criterion to 

extend its spread. Traditional retailing should still be important in the market. The third group 

tries to find its way into countries that will be, besides their developing stage, easier to enter if 

the company already penetrated the market with other formats (supermarkets, hypermarkets) 

before. Therefore, Colla states that “[e]xpansion strategies seem to confirm the existence of 

differing development opportunities according to the groups and their retailing brands” (Colla 

2003, p.63). 
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2.2 Internationalisation Literature Review 

Tordjman (1994) expresses three winning strategies for the European retail, among which the 

“internationalisation strategy” can be found, which can be achieved through investment, an 

alliance, franchising/licensing (exporting the concept abroad), or through a direct global 

approach. It can be subdivided into two main strategies: the intensification strategy aims to 

increase market share by deeper use of their main format in order to gain national or 

international leadership (through economy of scale).  By contrast, some retailers apply a 

diversification strategy aiming to reach different market segments, spread the risk and gain 

know-how. 

In the case of operators like Casino and REWE Group, several factors might have led them to 

go international: 

First external factors, like saturation of national market. In comparison to the US 

grocery retailers for example, their European counterparts have developed at an earlier stage 

international operations due to the smaller size of their home market.  Alexander’s and Myers' 

(2000) push factor expresses the same idea with the motivation of retailers to seek growth 

abroad due to the limitations of their home market. In contrast, the pull factor emphasises the 

attraction of foreign markets no matter what the potential of their domestic market is like 

(Etgar & Rachman 2007). These pulling factors can be classified into five categories: political, 

economic, social, cultural, and retail structure (Alexander & Lira e Silva 2002). 

Nevertheless, even if the domestic market is considered as important or not, ABN-

AMRO (1999 in Wrigley 2002, p.82) said that “[a]ny global retailer needs a credible scale in 

Europe, which means a leading position in at least two of Europe’s three largest markets: 

Germany, France and the UK”. More than just the size, Alexander and Myers (2007) emphasise 

that the legislative aspect can have an impact on retailers which are limited in their activities 

and thus look abroad for some expansion opportunities (cf. opening hours, competition 

regulation). The lowering of distance costs over the past years has also played an important 

role to ease international operation like the development of information systems, 

transportation of people and goods at lower costs and faster. Customers with global 

expectations and a similar taste concerning trans-cultural goods require fewer adaptations, 

and thus, enable an easy transportation of the business model. Etgar and Rachman (2007) 

state that economic and demographic changes have engendered mass markets for low cost 

products, extremely suitable to mass-market retailing. Therefore, they claim that “mass 
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market retailer with prior experience in countries with well developed, international mass 

markets, could […] well succeed in international markets and expand their sales” (Etgar & 

Rachman 2007, p.246). 

Secondly, internal factors, such as management searching for growth and higher margins that 

is believed to be achieved abroad. The company can consider a limitation of risk by market 

diversification as a factor for developing international operations. Further, growing in size will 

give retailers the possibility to have a greater bargaining power over transnational suppliers 

which prove to be crucial for the retailing industry. 

Competitive advantages are also drivers. Alexander and Myers (2000) suggest that a 

specific know-how (or the belief of having one), that can be applied successfully abroad, is a 

driver for international expansion. Indeed, technological innovation or new concept 

development, for example, give the retailer “competitive advantage of pioneers in a new 

market segment” (Etgar & Rachman 2007, p.246). For the same scholars, concerning the retail 

industry, competitive advantages could be, for example, “global brand recognition […], unique 

global sourcing […], supply channel […], marketing and customer management technology, use 

of IT […] knowledge of operating large-scale, modern stores” (Etgar & Rachman 2007, p.246). 

A weakness of food retailing is that new ideas and formats are immediately in the public’s eye 

and can be quite easily replicated (Knee 2002). Of course, the ability of retailers to create a 

learning organisation, which would survive on the international markets by learning to adapt 

to new environment, is also to be taken into account. Derived from this last observation, 

management also plays a crucial role in the success of internationalisation since “retailer 

failure may reflect management's lack of vision and the lack of will and ability to respond 

effectively and make the necessary adjustments to reverse the spiral of decline triggered by 

external factors” (Mellahi et al. 2002 in Etgar & Rachman 2007, p.247). The lack of 

international skills of managers may lead to an inappropriate selection of target country, 

format or entry mode.  In a broader context, the identity of country of origin is claimed to 

have a direct impact on internationalisation performance due to different experience, scope, 

mode and goal of internationalisation. 

 

Once we have drawn the factors that impact the retailers’ motivation to go 

international, a brief review of literature concerning international market selection seems to 

be relevant.  
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First, it has been admitted in the literature that the main factors for international retail 

expansion were retail market development, geographical and cultural proximity (Burt 1993 in 

Alexander et al. 2006). 

We can relate cultural proximity to psychological distance which is defined as cultural 

distance extended with level of experience and trust (Alexander et al. 2006). The same authors 

state the fact that the choice of market is not-systematically based on rational decisions but is 

a “strongly personalized and essentially belief driven market selection process” (Alexander et 

al. 2006, p.424); it is also mentioned that previous experiences and network groups may be 

even more influential and deterministic. Of course, a rational study of potential markets is 

conducted (economic outlooks, for example) but the choice criteria and the final decision is 

highly personal. The scholars claim that firms operating in a psychically close market will 

perform better due to fewer cultural (psychological) barriers to overcome. Operating in a 

culturally close market will reduce uncertainty that is the main driving force for market 

selection. Hence, retailers in their early stage of internationalisation will try to enter 

psychologically close markets before addressing more diverse ones. (Alexander et al. 2006) 

Nevertheless, some other authors suggest that this psychological closeness might make 

retailers too confident and ignoring underlying cultural differences that will negatively impact 

the organisation’s performance. Paradoxically, while operating in culturally distant markets 

retailers might be successful because they bring services that the market did not had before 

(Alexander et al. 2006). The result of these scholars' work about international market selection 

is that “retailers expand into psychologically proximate markets, markets that are less 

developed than the home market, and they do so from large home markets” (Alexander et al. 

2006, p.431). 

 

After having selected the market, the entry mode choice remains a main decision to make. 

This is explained in the following according to Czinkota and Ronkainen (2007): 

E-commerce is the ability to offer goods and services via the web. Even if exclusive 

online sales for grocery retailers seem not conceivable now, most European retailers offer 

online shopping in the countries they operate in. Tesco, for instance, is the world leading e-

grocer with 70% of its online sales generated by fresh foods (Perkins 2001). 

Licensing and Franchising offer opportunities to quickly enter a market at lower costs 

as well as flexibility. Licensing represents the selling of licensor's intellectual propriety rights 
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against compensation from the licensee, while franchising gives more control to the licensor 

since it sells the right to do business in a certain manner. 

Foreign Direct Investment represents international investment in order to acquire 

propriety, plants, and warehouses. When using this entry mode, the retailer aims to create or 

expand its activities on a long-term basis usually with a high degree of control. 

The problem of ownership type is important since it affects corporate flexibility, 

exposure to risk and control over business plan. According to Czinkota and Ronkainen (2007), 

firms tend to use the same type of ownership structure that derives from their previous 

experience. Full ownership is interesting if the management believes that it should have a 

total control on the international operation. Local government dislikes this type of ownership 

since it raises the problem of profit repatriation and some countries have legal restrictions 

concerning full ownership. 

Strategic Alliances are a special form of joint venture, which is the agreement of two or 

more companies to work together in order to achieve a common business objective; alliances 

are mostly used in the frame of market development. Its main advantage is its “ongoing 

flexibility, since they can be formed, adjusted, and dissolved rapidly in response to changing 

conditions” (Czinkota & Ronkainen 2007, p.301). A successful partnership should be based on 

complementary strengths of all parties. 

 

The choice of International Retail Joint Ventures is motivated by several aspects. 

According to Owens and Quinn (2007), the firm benefits from an easy access to local 

knowledge, a reduction of risk, a quicker market entry and a greater ease of government 

approval. However, some drawbacks can be noted such as increased complexity in 

internationalisation as well as in inter-organisational management regarding disagreements in 

strategy, conflicts of control, resource constrains, or less performance for instance. 

2.3 Grocery Retailing Sector Insight 

In this part, a collection of important literature in the grocery retailing sector can be reviewed, 

in order to get a better impression of this sector and to be introduced to some special 

expressions and vocabulary that is going to be used in the following parts of the aimed 

approach. 
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2.3.1 Different Formats in the Retailing Sector 

Retailers in this sector have established various formats to differentiate their brands and to 

adapt the stores to the environmental conditions. The distinctions between formats can be 

made along different dimensions according to Burt and Sparks (1994, 1995 in Uusitalo 2001, 

p.214) like the product range or the price level, proportions that are commonly used as 

categorisation patterns. Further, the store size is considered as an important categorising 

criterion (Uusitalo 2001) which is here included in the product range of a store that can be 

wider or limited in the choice. Following Tordjman (1994), in Europe the food retailing sector 

provides a wide range of different formats while each format having a special market position. 

The following analyses are going to be based on Tordjman’s positioning of food retailing 

formats. The normal supermarket is the basis of this concept having a good balance between 

the factors and is the most developed format in this industry. The wide range of food products 

is completed by 10-25% of non-food items with in general a relatively advanced price level; 

the size varies from 400-1000 square metres (sqm) (Zentes & Rittinger 2008). 

 

 

Figure 2: Positioning of Food Retailing Formats 

Source: Tordjman (1994) 

 

Based on the classic supermarket, the concepts divides into the degree of possible 

choice concerning the product range and whether the store is more price oriented or has an 

emphasis on customer service. The price oriented dimension includes giant stores, called 

‘hypermarkets’, with a wide variety of products; ‘discount supermarkets’, providing still a good 

variety compared to the last type of stores in the price oriented section, the ‘hard discount’, 

that really has limited choice mostly based on own brands. 

A hypermarket is a large retail format that offers besides a huge range of food products also a 

share of 30-40% of non-food articles. The size of the markets in France is ranging from 2.500-

25.000 sqm while in Germany they are generally smaller starting with 5.000 sqm. Discounters 
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are following a price leadership by having a narrower assortment with prices that are 20-30% 

lower than in conventional supermarkets; a simple store design, small sales floors and roughly 

no service are cost saving and are therefore an instrument to guarantee the low price strategy. 

(Zentes & Rittinger 2008) 

On the service oriented dimension there are also three different types of formats categorised; 

the ‘superstore’ with the highest product range, followed by the ‘qualitative market’ in the 

middle and the ‘convenience store’ as the one with limited choice. 

According to Zentes and Rittinger (2008) superstores are advanced in size, product range and 

convenience shopping compared to conventional supermarkets. The non-food items are 

covering 20-40% of the whole assortment and the size is between 1.000-1.500 sqm to 5.000 

sqm. Convenience stores, also called c-stores, are comfortable formats for customers due to 

their small size and the limited, well arranged food oriented assortment but with a higher 

price level. Customers can do their shopping quickly and often with less time restrictions 

because of prolonged opening hours (up to 24 hours); therefore, c-stores are likely situated in 

petrol stations. (Zentes & Rittinger 2008) 

In the study of Uusitalo (2001) about the consumers’ perceptions of store formats, he 

divides into small and big stores. According to his survey, grocery shopping in small stores is 

“efficient, quick, and without too many problems” (Uusitalo 2001 p.221) for the customer and 

is convenient in terms of shopping comfort. In comparison, big stores like hypermarkets or 

superstores, having a huge variety of products, provide products for customers with special or 

additional needs. These bigger stores are infrequently visited what is associated with extended 

shopping time caused by the store size and the product range. However, larger amounts of 

money are spent at one time. According to many informants in his survey, the optimal store 

size is considered to have characteristics being between the big and the small stores. (Uusitalo 

2001) 

2.3.2 The European Grocery Retailing Sector 

According to Tordjman (1994), four main trends have been observed concerning the evolution 

of the retail market for the past fifty years. First of all, the relative loss of  importance of 

department stores, the emergence of discount stores, the rise of large non-food specialists 

and finally the growth of food retailing groups. In parallel, it is remarkable that for the past 30 

years, the internationalisation process of this food relating groups has grown exponentially. 
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We can deduce that European retailers are looking for growth outside their national boarders 

and thus have developed an internationalisation strategy. (Tordjman 1994) 

There are two types of retail models identified among retailers. According to Wrigley (2002), 

the ’Aggressively Industrial’ model, opposite to the ’Intelligently Federal’ model, features 

various specificities such as low format adaptation, lack of partnership with local players, focus 

on economies of scales (purchase, marketing, logistic) and highly centralised structure with 

export of key management and use of core culture as corporate one. 

Nowadays, the European retailing market has some characteristics that need to be 

taken into account before further studies (Wrigley 2002). First, the continent is dominated by 

four markets: the UK, France, Germany, and to a smaller extend, Italy, accounting at the end of 

the century 75% of the EU food sales. The retail market tends to be concentrated since in 

general, five players account for 60-70% of the national sales, with the exception to be noted 

of south European countries such as Greece, Italy and Spain. Even though, the European 

market is still nationally fragmented, with the leader, Carrefour, accounting for only 7,5% of 

the EU sales, we can note that there is surprisingly no strong ties between the three main 

markets. (Wrigley 2002) 

In 2006, the UK represented 20,4% of EU grocer’s market share per country, France 

17,5%, Germany 14,9%, and Italy 13,5%. The six biggest Western European market still 

represented 76,9% of the total grocery retailing in the region. The European Grocery market 

grew by a 2,2% in 2006 to reach 864 billion €, but there are still noticeable differences in 

growth between mature markets of the western countries (2%) and emerging Eastern markets 

(4,7%). Moreover, French and German retailers are far more internationally developed than 

those of the UK. (Verdict 2007) 

 

In the case of Germany, three main reasons have been exposed, such as the geographic 

proximity with the former Eastern Bloc. Further, the German retailing experience of 

reunification with former communistic markets and finally, the very low growth on the 

domestic market that led them to search growth eastwards. When it comes to the French one, 

they generally expand to culturally close markets of southern Europe (Portugal, Spain and 

Italy), according to Verdict (2007). 

Even if in 2006, the sales in volume remain stable, the sales in value have suffered from 

economic uncertainty in Western Europe and low incomes in the East. According to the 
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specialists, the slow growth in the industry, joined with weak margin and stagnating turnover 

will increase the pace of consolidations in the years to come, according to Verdict (2007). 

Truly, Wrigley (2002) expresses also the fact that the market will see more and more 

consolidations driven by the need of economy of scales and scopes, higher bargaining power 

and the development of a size sufficient to assume fully their role inside a “highly capital -

intensive industry” (Wrigley 2002, p.83). Thus, the consolidation starting in the 90's should 

continue during the next years with a significant proportion happening at an international 

level. 

The main threats that retailers will have to face, are the structure of the Europe 

population that is ageing and stagnating. Furthermore, the number of household is expected 

to increase (singles, divorces) and thus will become smaller, initiating a trend for convenience 

shopping that will benefit from local stores and e-commerce, but will be unfavourably for 

hypermarkets. 

 

Figure 3: French Population Social Trends Forecast 

Source: Groupe Casino (2008) 

3. Research Design and Method 
This chapter provides a description of the research approaches used for this paper. The 

research method used to gather fundamental information, the selection of the data and how 

these information has been processed to reach the final aim of this paper are discussed in the 

following. 
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3.1 Research Concept 

Research design refers to a framework that builds up the structure of data collection and 

analysis (Bryman and Bell 2007). This part reflects our decisions about the designed 

framework which also shows our priorities concerning the study. The aim of this paper is to 

analyse the European grocery sector via the comparison of two chosen retailers. To approach 

this aim, we decided to follow a qualitative approach using empirical findings through the 

cases of these two retailers, Groupe Casino and REWE Group. This method is a way of 

examining the available information for this paper. In the first chapter of the paper a 

theoretical framework is presented being the basis for further investigations. 

3.1.1 Case Study Approach 

Yin (2003, p.13), defines case study as “an empirical inquiry that investigates a contemporary 

phenomenon within its real-life context, especially when the boundaries between phenomenon 

and context are not clearly evident”. Following the definition of Bryman and Bell, a case study 

enables a researcher to intensify a single case by highlighting details; further, they state, that 

the term of a case study “is sometimes extended to include the study of just two or three cases 

for comparative purposes” (Bryman & Bell 2007, p.725). To apply the ideas from the 

theoretical framework, a comparison of two cases is a suitable way of approach the paper’s 

purpose (Miles & Huberman 1994). Therefore, we have selected two retailers that are 

reflected and examined in two cases. The selection process is going to be discussed in the 

sampling. By following a case study design we are aiming for a deeper insight in our research 

area. It is a commonly used qualitative method which enables the researcher to make a 

systematic investigation pursuing the research aim (Yin 2003). 

Within our thesis the two cases aim to present different internationalisation strategies 

of European retailers. To clarify the boundaries that come up by choosing two companies and 

that are somehow limiting the generalisation of this study, we take into account these factors. 

Our focus is on the internationalisation strategy but due to the chosen cases, only the 

operations of two companies are highlighted in detail, the geographical aspect is getting 

limited due to the countries they operate in as well as the use of contemporary information, 

besides the companies’ historical data, to present the recent situation. 

3.1.2 Deductive Approach 

According to Bryman and Bell (2007, p.727), deduction is an “approach to the relationship 

between theory and research in which the latter is conducted with reference to hypotheses and 
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ideas inferred from the former”. Therefore, deriving from previous theories and the study of 

empirical phenomenon, new theories emerge. Following Ghauri et al. (1995), the process of 

connecting the previous research and the empirical data enable the researchers to draw 

conclusions via logical demonstration in order to approach the assumptions. 

In this paper theory is reviewed and adapted and existing literature is discussed in the 

area of grocery retailing in the European market. Theoretical models and statements of 

various authors were collected to derive findings concerning the internationalisation process 

of food retailers. Based on the literature review, a praxis oriented research was conducted with 

data about two retailing companies, to apply and discuss the statements and conceptual 

frameworks. 

3.1.3 Qualitative and Quantitative Approach 

We based our thesis mostly on qualitative data which is defined by Bryman and Bell (2007, 

p.731) as a research that “usually emphasises words rather than quantification in the 

collection and analysis of data”. There are several ways of conducting qualitative research like 

for example ‘participant observation’, ‘qualitative interviewing’ or ‘the collection and analysis 

of texts and documents’ (Bryman & Bell 2007). In this paper the latter option being an 

approach via texts and documents is used to get to the findings about internationalisation 

strategies in the retailing market. Qualitative research in our case enables the authors “to gain 

a holistic […] overview of the context under study” (Miles & Huberman 1994, p.6) via the 

analysis of normal situations reflecting the everyday routine of organisations (Miles & 

Huberman 1994). In addition, we also decided to use a quantitative data approach to a certain 

extend by referring to statistics and official data. Quantitative research is “described as 

entailing the collection of numerical data and as exhibiting a view of the relationship between 

theory and research as deductive” (Bryman & Bell 2007, p.154). Rossman and Wilson (1984, 

1991 in Miles & Huberman 1994, p.41) declare that linking qualitative and quantitative data 

provides richer details by evaluating and developing analysis. 

3.2 Data Collection 

In the following part the nature of the data that was collected for our thesis is described. The 

way it was collected and categorised is also going to be specified here. 
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3.2.1 Secondary Data 

Due to the complexity of the subject as well as the resources at our disposal, we decided to 

base the study on secondary data. This kind of procedure is also suggested by Akehurst and 

Alexander (1995) who argue that a better insight in a topic is given by using secondary data, 

especially when it comes to strategic processes because it provides the opportunity of a 

longitudinal study. As our research includes a time dimension, we require a longitudinal 

analysis that can be best achieved through secondary data in business research (Bryman & Bell 

2007). A long-term research design eases the finding process that could highlight the changes 

over time of the strategy since we needed also historical data about the companies’ strategic 

movements, like the market entries in countries and the ownership ratio, during the last 

decades to identify trends. 

For this paper information that is not produced in order to provide data for the 

researcher is used and evaluated to gather data being hidden in texts of previous research or 

company documents (Bryman & Bell 2007). The researcher’s skill to interpret the collected 

data is required to discover the meaning of the text (Bryman & Bell 2007). We tried to pick 

important information from previous years to understand the companies’ movements over 

time and collected recent data representing the actual situation of the internationalisation 

process. Even though, we have not had any influence in creating the data or its quality 

because it was collected by other researchers or the companies themselves, secondary data is 

faster available and is low cost information what makes it advantageous for us being students 

and following a tough time limitation for this paper. (Bryman & Bell 2007) 

3.2.2 Sample 

The paper is based on a comparison of two companies chosen to emphasise the divergence of 

strategy. Two companies have been selected as a sample size due to the limitation of time. We 

focused on the European retail market and therefore the choice of the French and the German 

market seemed to be accurate, looking at the fact that the two nationalities are the main 

players concerning retail internationalisation activities in Europe (Alexander & Myers 2007). 

Looking deeper into the grocery sector, we discovered that Groupe Casino and REWE Group 

have a similar size and importance worldwide respectively being on the 12
th

 and 11
th

 position 

in the ranking based on the data from 2006 (Berg 2007). These companies are both among the 

leading retailers in their domestic markets, positioned both as number two, when it comes to 

their international sales (Berg 2007) and offer therefore a good basis for a comparison 
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following the aim of our study that is to approach the internationalisation strategy of 

European retailers. 

3.2.3 Nature of Data Collection 

Since the fundament of this paper is a secondary data research, information and concrete 

figures are collected from different sources like books, scientific papers, and online 

newspapers to have accurate information for theoretical models, statements and special 

events. Academic articles have been detected via the library’s navigator of Karlstad University 

by using search functions of available databases such as ‘Business Source Premier’ or 

‘Emerald’. For the searching function key words like ‘internationalisation process’ and ‘grocery 

retailing sector’ or the companies’ names ‘Groupe Casino’ and ‘REWE Group’ have been used. 

The same procedure has been used for the internet research based on the well known search 

engine ‘Google’ to reach recent data and news about the companies’ performance. Extended 

online research was done concerning web pages of the companies and the particular stores. 

Big parts of the research are based on the Group’s web performance, their annual reports and 

press releases to gather exact figures and explanations. 

3.2.4 Categorisation 

Having this qualitative frame for the paper, the data was gathered under different perspectives 

to approach the purpose of our thesis. We built up a categorisation system covering several 

fields, where information was required, that helped us to collect and evaluate the data via a 

structured process. 

Reading the theory and building up the theoretical framework, several categories 

emerged and proved to be relevant to accomplish our aim. We have been looking at theory 

concerning for example different retailing formats, characteristics in international 

performance, the entry mode choice and relationship with subsidiaries which helped us to 

create different categories and try to find suitable information describing each of the chosen 

companies. 

We divided the facts and figures in sections like ‘national’ for the companies’ 

performance in the domestic market and ‘international’ for their presence abroad; for these 

two broader divisions we created sub-categories that enabled us to arrange the information in 

a clear structure that exactly described the facts that we have been aiming for. The ‘national’ 

data demonstrating the similarities in the companies’ domestic operations have been divided 

into the sub-categories ‘formats’, ‘product range’ and ‘positioning’ as well as a sub-category 
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where general information of the companies regarding their domestic activities have been 

summarised. The ‘international’ data aims at highlighting the similarities and differences of 

the firms’ operations using several criteria like the sub-categories ‘geographical spread’, 

‘ownership and relation with subsidiaries’, ‘format’, ‘historic expansion’ and a further sub-

category to collect additional, general information regarding the two companies about their 

international activities. Within these categories, the data are collected and presented in tables 

and descriptions to characterise and evaluate the strategic performance of the two retailers. 

3.3 Criticism and Limitations of the Sources 

We tried to use mainly sources that are trustworthy such as scientific articles or books. Articles 

and books are carefully chosen and having been suggested and used in previous classes at 

Karlstad University. Further, the directly company related information like the web pages of 

stores and the Groups provided us with valuable background information about the company. 

In this context it should be mentioned that these information types like the web pages and the 

publications of the companies, for example press releases and annual reports, are giving true 

and reliable figures and data but they are also not written in a really objective perspective. The 

companies tend to present their information very clever to look good. These documents are 

written by organisational actors that are involved in the companies’ incidents. (Bryman & Bell 

2007) Therefore, these data is only to a certain extant an accurate instrument to represent the 

company. Concerning newspapers and actual information, we tried to choose professional 

journals like ‘Lebensmittel Zeitung’ or ‘Les Echos’ and well known magazine’s websites like 

‘Focus’ or ‘Linéaire’ to complete the data with other accurate sources. 

Our data collection is limited to the sources that are used like described above. There 

are surely other methods and instruments that could have been useful to approach the 

findings about internationalisation strategies. Due to time and budget restrictions other 

instruments like interviews or questionnaires have not been considered because of permission 

problems and also the fact that we preferred to use a longitudinal insight in the situation 

through studying documents showing also the companies’ movements over time. A further 

argument for the limitation of the data collection was the fact of not being on-site in France 

and Germany what could have helped to overcome certain obstacles like time and distance. 

3.4 Reliability and Validity 

The consistency or the degree to which a research is replicable is expressed in the term of 

reliability. The reliability is estimated high when an instrument measures the same results 
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under the same conditions monitoring the same subject. According to Miles and Huberman 

(1994, p.278), a reliable study “is consistent, reasonably stable over time and across 

researcher and methods”. Problems with the reliability of qualitative research are likely to 

occur because of change of the settings in which the study is embedded. As long as various 

and variable types of data are used for the approach, the degree of reliability is quite low (with 

the special exception of the concrete figures collected that would still be true for the certain 

time and certain stores). (Bryman & Bell 2007) 

Validity, on the other hand, concerns the accuracy of the study whether a researcher 

measures the things that he/she was supposed to measure (Colosi 1997). Validity can be seen 

from an external and an internal perspective according to several authors (Bryman & Bell 

2007, Miles & Huberman 1994). 

External validity describes the degree of generalisation of the results. In the case of the 

aimed findings of internationalisation processes in the grocery sector with the special focus on 

two companies, external validity is considered quite high. The same results would be expected 

if this research would be conducted again because the data at this time and the settings of the 

environment would be still the same as the paper is based on facts that are not changeable in 

the future and tried to be evaluated from an objective perspective and little involvement of 

the researchers. (Bryman & Bell 2007) 

Internal validity is also considered quite high because it refers to a good congruence of the 

observations and the theoretical ideas (Bryman & Bell 2007). According to LeCompte and 

Goetz (1982), internal validity is seen as a strong point in qualitative research because the 

concept and the observation match together. 

4. Empirical Approach 

This section provides the key elements of the paper by gathering the data that is needed to 

conduct the aimed research. First, an overview of Groupe Casino and REWE Group is given to 

get a basic impression about the organisations. Further, the collected data about geographical 

spread, information about the used entry modes and the ownership situation, domestic 

market format and positioning as well as the degree of international format implementation 

are going to be presented. 
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4.1. Company Profiles – Groupe Casino and REWE Group 

Before presenting deeper analysis of the two retail companies, it seems important to have an 

overall vision of their current profiles. 

4.1.1 Groupe Casino 

The history of the fifth French retailer (Mennella 2010) starts in 1898 with the opening of the 

first Casino grocer, and for more than a century now, the Group has expanded and diversified 

its activities. 

In 2008, the Group had around 11.000 stores worldwide, of which more than 9.300 in 

France, and realised a turnover of 28.7 billion € (35% of which is generated overseas). The net 

profit reached 644 million € for the financial year 2008, which means an increase of 6,4% 

compared to 2007, despite the economic crisis (Datamonitor 2009). 200.000 employees 

worked for the Group worldwide (Groupe Casino 2008). 

Moreover, the firm also grew in other sectors like banking (loans and credit cards), food-

offering via Casino Cafeteria, and self-service restaurants operating for more than 40 years in 

the country; and recently, the Group acquired Cdiscount.com, one of the main non-grocery e-

commerce website in France. 

During the early 90's, the Group aimed to reposition its brand and to enter a vast program of 

store refurbishments and broaden its consumer targets by purchasing the high range urban 

retailer “Monoprix”, as well as the urban supermarket chain “Franprix” and the soft discounter 

“Leader Price”. Thanks to this offer, Casino has become one of the main retailers in France and 

a not-to-neglect player in the urban environment (Casino is the first retailer in Paris country 

for instance). (Groupe Casino 2008, 2010e) 

Casino is one of the first retailers that introduced its private labels (1901) to promote its 

banner. Nowadays, the brand portfolio is composed of three main strong identity ranges: 

“Monoprix” (upper-range), “Casino” and “Leader Price” (good value), covering the major 

consumer segments. The Group explains that own branding strategy is a strong asset during 

economic crisis, since it directly impacts the Group’s sales and operating margins. Casino is the 

first private label retailer in France on a sales penetration point of view, with 50% of sales 

volume. (Groupe Casino 2008) 

The main strategy of Casino is to move from mass to precision retailing and be the leader in 

this field. As a consequence, the emphasis is now on smaller urban formats. One of the most 

concrete examples is the recent development of a new store concept “Chez Jean”, a small 
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outlet of 380sqm, offering mostly groceries and newspapers. The concept is a joint-venture 

between Casino and Relay, a press retailer. The aim is to turn the store into a place where 

locals can meet with extended opening hour from 7am till 11pm and free wifi access. (Cousin 

2009) 

Monoprix, a leading urban supermarket, is also launching smaller formats like “Monop'” 

offering similar characteristics: 5.200 grocery products as well as food on-the-go; adapted to 

busy urban customers, opened from 9am till 12pm, six days a week (Cousin 2009). 

Moreover, the retailer has signed a partnership with the famous marketing intelligence 

company Dunnhumby which is already famous for its participation in Tesco’s success with 

customer relationship management (Groupe Casino 2008). 

When it comes to its international expansion, the Group wishes to increase its activities in 

emerging countries of South America and South East Asia, with a particular emphasis on Brazil, 

Thailand and Vietnam. Nowadays, Casino has an explicit dual-focus that is the further 

penetration of the French market thanks to new formats, and the international expansion on 

fast-growing emerging markets. Casino Group realises now one third of its turnover outside 

the domestic market compared to 21% in 1990 (Tordjman 1994). (Groupe Casino 2008) 

4.1.2 REWE Group 

The company has its seeds in the merge of several cooperatives that joined to build up one 

strong force in 1927. Since its foundation, the company was growing fast in Germany and 

developed more and more its international presence starting in the nineties. (Zentes & 

Rittinger 2008) 

The German company REWE Group is a leading player in the food trading and travel sector. In 

the German market, the group is the second largest food retailer after the competitor Edeka 

Group (Zentes & Rittinger 2008). On a broader view, REWE Group is also in the top 10 of 

retailing companies operating in Europe with a total turnover of 50 billion € (Retail-Index 

2010) (Appendix 3). Besides its home market, Germany, where REWE employs more than 

200.000 people, the company is mainly present in South and Eastern Europe with an 

additional 100.000 employees (REWE Annual Report 2008). 

The company is present in two business areas - trading and travel & tourism. Considering the 

trading area which is divided into discount stores, national full-range stores and international 

full-range stores, the company achieved a turnover of 30 billion € in 2008 (REWE Annual 

Report 2008). With its different grocery stores in the business to consumer segment, REWE 
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covers now a network of 12 European countries with almost 10.000 grocery stores. Its 

international operations are concentrated in Italy, Austria and the Central European countries 

where the supermarket chains Billa and the discounter Penny have a notable market share. In 

Germany the grocery retail brand REWE is representing the biggest part of different sized 

supermarkets. In the year 2006 the Group renamed over 3.000 German markets to create a 

more unique brand name. (REWE 2010) 

In 2006, REWE joined the foundation of the strategic alliance COOPERNIC uniting the five 

European retail companies Colruyt (Belgium), Conad (Italy), Coop (Switzerland), E.Leclerc 

(France) and REWE Group itself. This alliance has a spread of 22 countries in Europe with a 

posted turnover of 110 billion € in 2008, realised in about 19.000 stores (REWE Annual Report 

2008). Being in such an alliance, REWE can profit from this strength and face the growing 

competition in the market. (REWE 2010) 

The company’s motivation is oriented towards growth and the aim is to be part of the top 3 

competitors on each market. They put their main efforts in strengthening their core business, 

the grocery retail, to keep its position and to stand the competition. The domestic market 

forms the basis of its operations and serves as a fundament for further international 

expansion. More than 30% of the company’s turnover is already generated outside its 

domestic market and the Group is aiming to increase that part of the total turnover to 60% 

until 2015. (REWE Group Flyer 2006) 

4.2 Operational Data Collection 

The data collection serves as the key information for the approach of this paper and consists 

of numbers and figures that need to be taken into account to get to the main findings. 

4.2.1 Geographical Expansion 

REWE and Casino Group are internationalised retailers that have developed a network of 

brands and stores covering several countries on different continents. REWE began to 

internationalise in 1993, starting to cooperate with Budgens in England (REWE Group 2010). 

Casino took its first steps abroad in 1976, creating a cafeteria chain in the US. Since these first 

steps, several movements and new entries took place in Europe and on other continents. Fast 

changes have shaped the international presence of the two former national companies. Their 

international presence is well recognisable and having a look at the world map (Appendix 1) 

being designed for Casino’s and REWE’s operations, will give a visual impression of their 

geographical spread and will support a direct comparison of the two food retailers. 
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The following tables (Figure 4, 5) are a collection of store numbers in the different countries 

where the companies are present nowadays. The geographical spread is represented by giving 

the number of stores for each country according to the different brands that appear whether 

in the domestic market, abroad or both. The tables provide information about entered 

countries and therefore on which continents the companies are recently operating grocery 

retailing activities. The companies are also performing in other countries but these operations 

are linked to non-grocery business. When it comes to grocery retailing, Casino operates 

currently in 9 countries in total, besides its domestic market (Groupe Casino 2010); while 

REWE is active in 12 countries in this sector not including Germany (REWE Group 2010). The 

data is collected from the companies’ annual reports from the years ranging from 2007 to 

2009 and their web pages providing actual information. 

 

 

(*)  Including Madagascar, Mayotte, La Réunion, L'ile Maurice 

Figure 4: Casino’s Amount of Stores in Entered Countries 

Sources: Groupe Casino (2009, 2010b) 
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Figure 5: REWE’s Amount of Stores in Entered Countries 

Source: REWE Annual Report (2008), REWE Group Press (2009b), REWE Group Nachhaltigkeitsbericht (2009) 

 

From the beginning, Casino initiated a phase of quick expansion since forty years after 

its foundation; Casino operated more than 2.500 stores in France. At the end of 1970, the 

Group started its expansion outside its home market by entering the US via the development 

of a cafeteria chain and the purchase of 90 grocery stores in 1984. (Groupe Casino 2010a) 

During the 90's, the Group made a strategic move towards international markets and entered 

in the capital of several South American and South East Asian countries as well as direct entry 

in Poland (1996), and Taiwan (1998) with Casino hypermarkets (Figure 6). It also entered the 

capital of Super de Boer in the Netherlands in 2002 (former Laurus). The Group entered 

Uruguay in 1997 via a partnership with Disco supermarkets to develop a hypermarket in 

Montevideo. One year later, Casino purchased 75% of the shares of the supermarket chain 

Libertad in Argentina. In 1999, Casino signs various strategic partnerships with Big C in 

Thailand, Exito in Colombia and Grupo Pão de Açúcar in Brazil. In 2000, Casino purchased 

50,01% of the stocks of Cativen, one of the main retailer in Venezuela. In the following year, 

Casino bought one third of the retailer Vindémia in the Indian Ocean. (Groupe Casino 2009) 

Since 2005, the Group defined South America and South East Asia as priority development 

areas and divested its operation in Poland and Taiwan (2006), US (2007) and Netherlands in 

2009. In parallel, it increased its participation in its affiliates like Exito in Colombia with 38,5% 

of the shares in 2006, owning now 54,8% (Groupe Casino 2009) and became the majority 
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holder of Vindémia in the Pacific Ocean as well as co-controller of GPA Group in Brazil (2005). 

(Groupe Casino 2010a). 

Recently, the Group aimed to develop further by the emission of franchises in various 

countries. Even if the concept is widely used in the domestic market, it has not been used 

overseas much. However, it now reaches 70 stores in 15 countries and generates 1 billion € 

turnover. Monoprix is in Tunisia with 65 stores, and in May 2009, Casino opened a 

hypermarket Géant in Kuwait City. For 2010, the Group aims to develop franchising in Africa 

and the Middle East by entering Senegal and Abu Dhabi, for instance (Groupe Casino 2009). In 

parallel, the Group has franchising agreements with retailers in Switzerland such as Magros 

and several Leader Price franchising in Belgium and one Monoprix in Andorra (Carluer-

Lossouarn 2009a). International franchising stores being new and not belonging directly to the 

Group will not appear in the graph’s figures (Groupe Casino 2010a). 

 

 

Figure 6: Casino Market Entries and Divestments 

Source: See text, Benoun (2006) 

 

When entering a new country, the Group is looking for a strong growth, a strong and dynamic, 

young population, a general increase in the middle class, and a country in an early, or growing 

stage of retail market development. (Groupe Casino 2009) 

The Group is successful on its priority market since it is the leader in Brazil and Colombia and 

the second player in Thailand. These three markets represent all together 73% of the overseas 

turnover (Groupe Casino 2009). Venezuela is the fourth country for the retailer (9%) however 
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since January 2010, the Venezuelan president Hugo Chavez has decided to nationalise all Exito 

hypermarkets in the country. However, the retailer is still present in the country through its 

supermarket chain Cada; the impact on the Group is minimal with the hypermarkets Exito in 

Venezuela representing only 1% of the Group’s turnover (Carluer-Lossouarn 2010). Vietnam 

has become an important issue, since the retailer expects important growth on this market 

that is at an early retail development stage: Casino is the first having a hypermarket format in 

the country (Groupe Casino 2009). 

 

REWE started in 1927 in Cologne as a national cooperative organisation but has now, in 

the 21
st

 century, reached a high degree of internationalisation with its presence in 16 

European countries and a total turnover of 50 billion € (REWE Group 2010). Excluding non-

food and business to business areas, REWE operates in 11 South, Central and Eastern 

European countries (Figure 5, 7). In 1993, the company head-quartered in Cologne performed 

its first step abroad by buying 26% of the stake in the English food store Budgens (Cohen 

2004). REWE sold its shares in 2000 to an Irish company (Cohen 2004). The next foreign 

market they entered was Italy in 1994 with the discounter Penny. In 1995, REWE took over 40 

discount markets in the north of France which they transformed then into new Penny markets. 

During 2005, they sold the meanwhile about 100 French Penny stores to the French market 

leader Carrefour as compensation to get Prodirest for the business to business joint venture 

TransGroumet with the Swiss partner Coop (Finanznachrichten 2005). The following year, 

1996, the Group arranged one of its most successful acquisitions, looking at it retrospectively. 

It acquired the Austrian BML-Konzern including BILLA supermarkets, MERKUR food stores, 

Mondo discount stores, Emma neighbourhood stores, and BIPA drugstores with a good 

coverage of the Austrian market. This movement also enabled them to enter further countries 

during the next years. In the same year, they launched Penny stores in Hungary and MiniMal in 

Poland that were later rebranded as Billa. However, they divested the 25 affiliates in Poland in 

2009 by selling them to E.Leclerc and concentrated more on the business to business segment 

in the country (REWE Group Press 2009c). In 1997, REWE entered the Czech market with 

Penny. Since the acquisition of Billa in 1996, they also owned stores in the Czech Republic 

which had already been launched by the former Austrian concern in 1991. The next 

international extension took place in 2000 when they entered the Ukrainian market with their 

first Billa in Kiev. In Romania, they entered first in 2001 with a new format called Penny XXL, a 
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bigger version of the discount Penny. Normal sized Penny stores were launched in this country 

starting in 2005. Another profitable market to enter was Russia, which REWE did in 2004, by 

forming a joint venture with Marta Group in Moscow. The German-Russian joint venture has 

been signed in the presence of President Vladimir Putin and the German Chancellor Gerhard 

Schröder (REWE Group Press 2005). Two further expansions have been implemented in 2005 

by acquiring the supermarket chains Delvita in Slovakia and the Minaco Group in Croatia that 

have been converted into Billa afterwards. COOPERNIC, the strategic alliance with four other 

companies besides REWE, offered the retailer in 2007 the chance to enter the Baltic States. 

They penetrated therefore Latvia and Lithuania to continue the expansion in Eastern Europe. 

The latest market entry was performed in 2009 with Bulgaria, by the opening of 15 Penny 

stores (REWE Group Press 2009a). (REWE Group 2010) 

 

 

Figure 7: REWE’s Market Entries and Divestments 

Source: See text above 

 

4.2.2 Entry Modes and Ownership Types 

For going international, there are different possibilities for companies to enter a country in 

business purposes. Depending on the way how to enter the market whether it is for example 

using joint ventures or acquisitions, the share of ownership can vary. In the following table 
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(Figure 8) the degree of ownership is going to be investigated by gathering the two Groups’ 

global structures. The aim is to investigate how the two retailers typically enter new markets. 

Casino has numerous affiliates worldwide, being part of the retailing Group. The 

ownership ratio can be found in the financial statements of Groupe Casino (2010c) or in the 

affiliates' ones. As seen previously, Brazil is the first foreign market for Casino, in which it 

operates through GPA (Grupo Pão de Açúcar). The French Group owns 34,3% of the shares and 

the control of GPA is shared by the two main shareholders, Abilio Diniz family and Casino, 

through the holding company Wilkes, created in  2005, owning 65,6% of the GPA shares (GPA 

2010). In Venezuela and Colombia, Casino is the majority holder of Cativen (67%) and Exito 

(54,8%), respectively. The Group also has a full ownership in Argentina via Libertad, Vietnam 

with Big C, and in the Indian Ocean zone with Vindemia (Groupe Casino 2010). Casino 

increased its shares in the latter one during 2007 from 70% previously (Boulland 2007). In 

Uruguay, the Group is present through two subsidiaries Disco (67%) and Devoto (96%). In 

Thailand, the Group created a joint venture with Chirathivat Group, and owns 63% of the 

shares. Casino announces this approach in its strategy. When entering emerging countries, 

Casino Group seeks to have banners that have a strong recognition and relation with local 

customers. (Groupe Casino 2009) 

 

 

Figure 8: Casino’s Ownership of Affiliates 

Source: See text above, Coulm & Nguyen (2009), Big C (2010), Les Echos (2010) 

 

REWE Group was strengthening its position in the European market, especially in the 

grocery retailing market. According to its CEO Alain Caparros, the company was following its 

strategic growth course during the fiscal year 2008. Concerning the REWE’s food trade section, 

it has been increasing its capacities nationally and internationally by organic growth, and 

acquisitions that have been based on accurate decisions. (Taragana 2009) 
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Analysing the information given on the web page of the Group, most of its businesses in the 

grocery sector is based on acquisitions which makes REWE the owner of these retailing stores. 

This was the case, for example, with its very important and now highly internationalised 

supermarket chain Billa in 1996, with which they made further acquisitions in South and 

Eastern European countries like Italy, Ukraine or Slovakia (Figure 5, 7). Since REWE is also 

operating in the discount section with Penny, they also chose a systematic organic growth as a 

way to expand. In the press releases of Penny, also available at the REWE Group web page, 

there are described several new openings of discount stores to extend this business. 

Expansion, via new openings of stores in Romania in 2005 or end of 2009 in Bulgaria, for 

example, has been reached by building up new store sites. (REWE Group 2010) 

In the case of REWE’s grocery business in Russia, they entered the market by signing a joint 

venture with a Russian partner, MARTA Group. Since 2004, they have a 75% share with this 

Russian Group which enabled them to penetrate the region of Moscow, and even further East 

in the recent time. (REWE Group Press 2005) 

With COOPERNIC, REWE is part of the alliance of 5 independent retailers, each of which having 

an equal share of 20% and two members of each company being in the board of directors 

(Euronext 2006). This cooperative penetrated the Baltic States in 2007 by acquiring together 

80% of the Lithuanian PALINK UAB-Group shares. The supermarkets are called Iki and are the 

number three in the Baltic States. In 2009, COOPERNIC expanded further by the takeover of 

Nelda Group in Latvia. (REWE Group 2010) 

4.2.3 Size and Product Range offered in the Domestic Market 

The companies Casino and REWE are operating different formats domestically and in their 

foreign markets. Indeed, a food retailer needs to adapt the store formats to special 

requirements of the various target markets. Therefore, the figures 9 and 10 provide a closer 

look at the domestic banners to analyse the size of the stores that are serving various target 

customers. These figures are a necessary basis to divide the store brands in a cluster of 

different formats. Besides the physical size in square metres, there is also the size of the 

product assortment in terms of product range collected in one column. These figures are 

indicators for the format. These tables are based on national store data to look closer at their 

experience. 
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Figure 9: Size and Product Range within Casino Stores in France 

Sources: See text below, Géant Casino (2010), LSA (2009) 

 

Casino operates various store formats, ranging from new vending machines (“express 

by casino”) to hypermarkets. The smaller formats are ranging from 12 to 800 sqm and include 

several banners like Petit Casino, designed for cities, and Vival and Spar operating mostly in a 

rural context. In both cases, the aim is to provide a maximum of product items on a limited 

surface. Vival, for example, provides in average 2.000 articles while Petit Casino offers 3.500 

(Autorité de la Concurrence 2010). Franprix offers a broader range of products, including both 

national brands and price oriented private labels from Leader Price. The banner targets urban 

population, families in particular. Stores are 400 sqm in average and offer around 4.000 

products (Caussil 2008). Naturalia is an organic store, with an average size of 300 sqm, located 

in city centres, and offering a wide range of 5.000 items (of which 4.000 organic grocery 

products) (Naturalia 2010). Monoprix is the urban supermarket concept of Casino, in shared 

control with Gallerie Lafayette (50%-50% ownership). It targets urban woman mostly, and its 

success lies in the high number of items (60.000 both national brands and private labels, in 

grocery and non-food) on a reduced surface of 1.800 sqm. Casino Supermarché operates both 

in cities and in rural environment, almost 50% of its product range being private labels. The 

average size of the supermarket is 1.550 sqm and around 9.500 items can be found within the 

stores (Benoun 2006). Leader Price is the discount banner of the Group, located in urban area. 

The average size is 900 sqm and provides 3.500 products, only own-branded. The banner 

targets price sensitive customers and provides only food own-labels. Géant is the biggest 

format of Casino Group. The average size is 7.000 sqm which makes it smaller than a regular 

French hypermarket (9.000 sqm) in order to make it friendlier for the shop experience, while 

providing around 40.000 products. (Groupe Casino 2008) 

Furthermore, Casino’s strategy is to develop and strengthen its positioning in convenience 

store formats. This strategy seems to be beneficial to the Group in its domestic market since 
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2009. These proximity format’s sales have been growing by 2,5% while its hypermarket ones 

have been decreasing by 3,9%. Surprisingly, their low-price banners (Leader Price and 

Franprix) have decreased in sales by 3,5%, due to the contraction of lower income customers 

spending (Mennella 2010). In 2009, 31% of the turnover in France was made by Géant Casino, 

23% by both Leader Price and Franprix, 19% by Casino Supermarché and 10% by Monoprix, 

proximity stores representing only 9%. The remaining shares were from the Group’s other 

activities (Groupe Casino 2009). 

 

 

(*) data not available 

 

Figure 10: Size and Product Range within REWE Stores in Germany 

Sources: See text below 

 

Following the numbers in the table (Figure 10), REWE is in the German market with 

different store sizes and different product ranges. Information from the annual report (REWE 

Annual Report 2008), image papers and its web performance are giving further description 

that supports the data and an insight about the various store brands. 

REWE is operating, for example, diverse grocery store brands having a small size and lower 

product range. Nahkauf and REWE City have a smaller store size with less than 1.000 sqm and 

are located in the city centre, shopping malls or the neighbourhood. The product range is 

limited, big enough to have a range of items to answer sufficiently to the spontaneous needs 

of customers. The products are mostly food articles with an emphasis on fresh products and 

convenience goods, according to the REWE web page. (REWE 2010 & Nahkauf 2010) The 

smallest assortment of items can be found in the discounter Penny with about 1.400 articles. 

About 30 private labels form a big part of the product assortment along with normal brands. 

Penny offers, depending on seasons, an attractive non-food choice with special themes like 

fitness or garden (Penny 2010). Another special store can be seen in the organic supermarket 
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Vierlinden. The offer consists exclusively of organic products having a range of 8.000 fresh, 

regional and seasonal products on a sales floor of 600-8.000 sqm (Vierlinden 2010). The classic 

supermarket REWE has a bigger sales floor with 1.000 up to 3.000 sqm. The different food and 

non-food products are ranging from 10.000-25.000 items with five strong, own brands in the 

grocery selection like “JA!” with more than 400 articles, “REWE Qualitätsmarke” with more 

than 700 articles, “REWE Bio” exceeding 200 articles, “REWE feine Welt” with 125 articles and 

the REWE owned butcher shop “Wilhelm Brandenburg” (REWE 2010). The REWE stores are 

also integrated in cities so that they can be reached easily by customers. The bigger REWE 

stores, called REWE Center, have a sales floor up to 5.000 sqm and a wider range of food and 

non-food products of about 45.000 items. REWE Center has a special focus on non-food items 

compared to smaller REWE stores (REWE 2010). A supermarket with an even wider range is 

Akzenta with up to 50.000 items in the assortment on 2.500 to 3.000 sqm. Akzenta is only 

present in the region Nordrhein-Westfalen and offers a big assortment in every area whether 

it is about 1.000 articles at discount prices or a variety of high quality products like TransFair 

articles or organic products. (Akzenta 2010) The biggest store concept in the business to 

consumer segment implemented by the REWE Group is the store Toom, with a sales floor up 

to 9.000 sqm. This large-scale retail store has also a high product range of 45.000 items with a 

special emphasis on drugstore articles, textiles, household articles and electronics (REWE 

Group 2010). 

4.2.4 Format operated in the Domestic Market 

In order to understand better the different formats the two retailers have an expertise in, a 

general overview of their positioning in their two domestic markets is drawn. Two variables 

have been chosen to identify their positioning, the product range and the competing strategy 

of the banners: price leadership or differentiation. The range of products for the national store 

brands have been presented in the previous part. Thus, the purpose of the graph (Figure 11) is 

to present the orientation of the brands. 
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Figure 11: REWE’s and Casino’s Positioning in their Domestic Market 

Source: Derived from previous figures, created by the authors 

 

In the case of Casino, the method used to divide the different brands according to their 

positioning is the pricing strategy. As neither the time nor the capital is given for the approach 

of this paper to make in-store price checking, we decided to use the price positioning of the 

banner’s private labels. Indeed, private labels are an alternative to national brands and usually 

lower priced. 

The specialised retail newspaper Linéaire provides its ‘private label price index' (Appendix 4) 

every year (Carluer-Lossouarn 2009b). The 2009 edition shows that having an index 100 as the 

national average, Monoprix’s own-labels are priced 111,3 (the most expansive one in the 

country), while Casino Supermarché is rated with 107,4, Géant Casino with 102,1 (Carluer-

Lossouarn 2009b), and Leader Price with 87,8 (Benoun 2006). Naturalia, being a niche and 

offering ecological and fair-trade products, has a brand strategy that is not based on price 

leadership but on the quality of its products. Consequently, the different banners of Casino 

Group in France do not have the same positioning in terms of pricing and target segments. 

 

Similarly, REWE has various formats in order to offer the perfect, suitable store size and 

product offer to each customer group. The different stores are characterized by variables like 

price, service and quality, what is also described to a certain extend on the web pages of the 

outlets. Some proofs for the ranking are collected form articles or professional journals. 

Having this information, we tried to identify the store positioning within the diagram of this 

part. 

The German news journal Focus (2010) was conducting a reader survey with the purpose to 

find out which supermarkets the customers prefer most to make their shopping in, ranked 
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according to different variables like price, range, quality and others. The readers could rate 19 

stores among which REWE Supermarket and Penny on a scale from 1 to 6 (one being the best). 

Most significant for the diagram in this part is the price ranking, where REWE got in average 

3,38 and Penny 2,61. That makes Penny ranked as a cheaper, more price oriented store. Taking 

variables like quality, service and atmosphere into account, REWE is graded higher what makes 

it a more customer friendly and service oriented store than Penny. Although, Penny is ranked 

quite high for a price oriented store what places it in total on number 3 of 19 in the survey 

after REWE on the second place. Following the descriptions of the web performances, Penny is 

the cheapest store among the REWE Group’s various formats (REWE Group 2010). (Focus 

2010) 

REWE is a store format that is seen as a supermarket for everybody with its three differently 

sized concepts. Same as in the size, a differentiation in the private labels can be found. The 

German grocery journal Lebensmittel Zeitung (2010) was conducting a survey of the 

popularity and the price level of private labels in grocery retailing stores. Among the private 

labels there are three brands of REWE. When the participants were asked if they consider the 

private labels as cheap, 70% of the participants agreed for “Ja!”, 42% for the brand “REWE” 

and “Feine Welt”, and 26% for “REWE”. Therefore, the last one “REWE” seems to be the 

premium label like it is also presented on the store’s web page (REWE 2010) whereas the first 

covers the cheap product segment (Lebensmittel Zeitung 2010). In 2007, REWE generated 

already 17% of its sales from selling its private labels; the former aim was to increase this 

share up to 25-30% (Konrad 2007). 

REWE, REWE City and REWE Center are, according to the previous paragraph, on the same 

level of positioning differing only in its product rage. Nahkauf might be ranked equally being a 

small c-store of REWE Group. Vierlinden, for example, is totally focused on good quality with 

its 8.000 organic products and offers high service with values like sustainability, Fair Trade or 

regional products (Vierlinden 2010). Akzenta and Toom are the biggest stores concerning the 

product range. Akzenta is having high standards concerning the quality and the freshness of 

the products as well as the customer service (Akzenta 2010). Taking as a proof, several awards 

that they won during the last years such as the “Goldener Zuckerhut”, “Goldenes Käsemesser” 

for the high quality products and titles like supermarket of the year, best German serve-over 

counter or company of the year in 2006 (Akzenta 2010). These awards are a reason to identify 

Akzenta as a more service oriented store. Toom is the Group’s self-service department store 
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called “SB Warenhaus” in German (REWE Group 2010). With its huge range and low service 

strategy, it is able to offer competitive prices, also providing several private labels; the same 

like REWE stores offer: REWE, Ja!, REWE Bio and a few more (Toom 2010). 

4.2.5 International Performance 

The figures 12 and 13 aim to present in a simplified manner the companies’ implementation 

worldwide in relation to the formats operated. Thus, these tables are created in purpose to 

identify the markets that are penetrated and in which formats the companies entered. The 

number of stores gives an idea of the importance of the operation realised in each country. 

The division into formats is chosen according to the classification given by the two retailers. 

Casino operated around 1.100 overseas grocery stores worldwide in 2009 (Groupe 

Casino 2009). Brazil is the main market with 1.080 stores of which 502 are electronic stores 

that have not been included in figure 12. The Group owns the hypermarket chain Extra (103 

stores) and various supermarket formats including Pão de Açúcar (145), Sendas (68), Extra 

Perto (13), Comprebem (157). Casino is also operating smaller formats thanks to Extra Facil 

(52) as well as discount banner via Assai (40).  In Argentina, the Group is just represented by 

the hypermarket chain Libertad (15) and the discounter Leader Price (26). In Colombia, the 

Group owns the hypermarket Exito (89) and the supermarkets Pomona, Carulla and Ley (89) as 

well as the discount stores Bodega (47). Within the grocery market, Casino aims to target 

various segments of the population with supermarkets focusing the urban upper and middle 

class, while Bodega targets mostly the lower part of the population. In the neighbouring 

country, Venezuela, Casino has a good positioning thanks to its hypermarket Exito (6), its 

supermarket Cada (35) and its discounter Q'Precios (18). Nevertheless, to be remembered the 

fact that the hypermarket chain has been nationalised in the country in January 2010 (Carluer-

Lossouarn 2010). In Uruguay, the Group owns one hypermarket Géant, but there is very few 

perspective for future development of the Group’s brand since there have not been any new 

openings for years. Casino also owns the supermarket chains Devoto (24) and Disco (28). 

In Asia, the Group is mostly implanted in Thailand via the Hypermarket “Big C” (67) and the 

discounter Leader Price (11). In Vietnam, Casino operates only through “Big C” hypermarkets 

(9), a format that is appreciated since the retail market in this country is still extremely 

fragmented. Finally, in the Pacific Ocean, the French retailer controls Jumbo hypermarkets (11) 

as well as various supermarkets such as Score and Jumbo (32). (Groupe Casino 2009) 

These findings have been summarized in the table (Figure 12) below. 
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[ ]: nationalisation in process 

Figure 12: Casino Implementation worldwide in Relation to the Formats operated 

Source: Groupe Casino (2007,2008,2009) 

 

REWE was operating approximately 2.500 grocery full-range and discount stores in 

South and Eastern Europe in 2008 (REWE Group 2010 & REWE Annual Report 2008). Austria is 

considered as the most important market with the Austrian supermarket chain Billa that was 

acquired by REWE Group in 1996. In the Austrian market, there are the supermarkets Merkur 

(177) and Billa (1000) as well as the discounter Penny with 290 sales points. The second 

important market is Italy, with the supermarkets Billa (117), Standa (100), the hypermarket 

IperStanda (19) and 280 Penny stores. To be noted here is the change in the branding since 

March 2010. The Standa markets were renamed to Billa in terms of unification of the stores 

(Taroni 2010). The discounter Penny is also present in countries like Romania (80), Bulgaria 

(25), and Czech Republic (320) and in Hungary (180). The Romanian market has one special 

characteristic; it is the only market up to now with a Penny XXL, a discount concept featuring 

bigger sales floors up to 2.400 sqm (REWE Group 2010). Billa is a very widely spread 

supermarket brand with which the Group penetrated the foreign markets besides Italy and 

Austria also in Romania (34), Bulgaria (40), Czech Republic (173), Croatia (49), Russia (56), 

Slovakia (94) and in Ukraine (13). In Latvia and Lithuania they are operating together with the 

alliance COOPERNIC via the supermarket Iki being the number two in the Lithuanian market 

with 216 stores in 2008 and 51 stores in Latvia after the acquisition of 17 supermarkets of 

Nelda Group being situated in the area of Riga (Iki 2010). 

 



47 

 

 

Figure 13: REWE Implementation worldwide in Relation to the Formats operated 

Source: See text above 

5. Analysis 

Building on the theory review and the data collection from the previous parts, the facts and 

information are going to be evaluated here. This part provides the processing of the data by 

showing similarities and differences between the concepts of the two examined retailers. 

Further, the theoretical model of Porter (1980) and statements of various authors are going to 

be discussed. 

5.1 Similarities in the Companies’ Domestic Markets 

In its domestic country, Casino Group owns several formats that cover most of the segment of 

the population, ranging from the discounter Leader Price to Monoprix, the high end urban 

supermarket; and from 12 sqm vending machines to 7.000 sqm hypermarkets. This enables 

the companies to gain knowledge in the different segment of the population targeted, as well 

as the format to operate in. 

The REWE Group operates also various formats in Germany ranging form small city 

stores to huge supermarket and even hypermarkets as well as from discounters to high service 

stores. This implementation in the home market provides the company with a broad 

experience of formats and how to respond to different segment needs. 

We can then conclude that the two companies operate in their domestic market with a 

similar positioning strategy, ranging from discounters like Penny and Leader Price, to high 

range supermarkets like Akzenta and Monoprix as well as hypermarkets like Toom and Géant 

Casino. Therefore, they have a similar coverage and format offer in their domestic markets: a 

knowledge that might be transferable to their international operations like it is also argued by 
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Etgar and Rachman (2007) who suggest that a specific know-how is a driver for international 

expansion by operating large-scale, modern stores. 

5.2 Different Expansion Phases in the Companies’ Internationalisation 

As seen previously, Casino Group had three main phases in its history, when it comes to 

internationalisation. Before the 90's, the group barely went abroad, if we put aside its 

activities in the US in 1976. Maybe this early experience in a foreign country explains the 

success of Casino overseas, more than other retailers in France. Then, within eight years, from 

1994 to 2002, the Group entered all the countries it is now operating in. We can note already 

the predominance in South America and South East Asia, even though other satellite markets 

are represented like Netherlands, Poland, Taiwan and the US. Since 2002, the Group stopped 

its expansion and followed the appointment of the actual CEO Jean-Charles Naouri, in 2005, 

the firm started the divestment of its operations that are not located in its priority zones 

(South America, and South East Asia) (Groupe Casino 2009). We can draw the perspective of a 

fourth phase starting in 2009 that would be the expansion not through direct investment like 

previously seen but through franchising. It is directed to other geographic areas the Group do 

not wish to be committed in, like Middle East and Africa. The explicit aim of franchising in 

these areas is the few direct involvements from Casino and the possibility to increase the sales 

volume of its own labels that would create economies of scales and thus make the retailer’s 

own products more competitive worldwide. 

 In the case of REWE Group, we can distinct three main phases. During the mid-nineties, 

the Group entered Western European countries. The Group might have aimed to enter 

European main markets like Wrigley’s (2002) statement quoted previously in the theoretical 

framework, with France, England and Italy as well as the culturally close neighbour Austria 

(Figure 7). Later on, the Group was looking clearly for a progressive expansion eastwards, 

starting from the neighbour countries like Poland in 1996 to Russia in 2004. Ever since, the 

Group expanded into smaller states, probably because of their adhesion to the European 

Union in 2005 or 2007 for Bulgaria (BBC 2007). 

5.3 Application of Porter’s Analysis within Industries 

Having collected important data about the two retailers in several tables in the previous part 

concerning their operations in the domestic market and abroad, there are various things to be 

considered as characterising elements in their performance. Since this paper is aiming for a 

comparison of the two companies, REWE and Casino, which are both, operating in the same 
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industry. It seems to be helpful to adapt Porter’s (1980) techniques for analysing industries 

and competitors, especially the analysis within an industry. Therefore, in this section an 

adaption of the theory is provided by analysing the European grocery sector. The analysis is 

done along carefully chosen dimensions according to the Porter’s model in order to built 

recognisable groups within this industry in which ones we can classify Casino and REWE in a 

scheme to approach their strategies. 

Looking at the tables in the data collection there are some information that can be 

matched with some dimensions of Porter. In the section where the information about the 

ownership is collected, it is emphasized how much the companies are involved in the 

operations abroad. As Porter sees the ‘relationship with the parent company’ as a basic 

dimension that needs to be considered, we are using the ownership description as a basis. 

Further, the brand names of the stores abroad are listed in the figures 4 and 5 what matches 

with Porter’s ‘brand identification’. The brands are also linked to the geographical market 

spread what is connected to Porter’s ‘specialisation’. Therefore, it is remarkable in how many 

countries a brand exists. The last information that can be linked with Porter is collected in the 

figures 12 and 13 which represent the format in which the companies operate in according to 

each country abroad. The formats are equal with the ‘channel selection’ as the last considered 

dimension in this application. 

5.3.1 Relationship with the Parent Company 

Regarding the data collection about the ownership of foreign brands, there can be drawn 

following conclusions for Casino and REWE: 

Casino Group usually enters a country by acquiring capital of a local player. The strategy 

consists of acquiring groups directly or increasing its shares through time. Nevertheless the 

Group has very few operations under its full control: recently Vindémia in the Indian Ocean, 

Argentina with Libertad and Big C in Vietnam, which is the only example of market entry 

without acquisition; even though the stores in the country are operated in joint ventures with 

local partners (Groupe Casino 2010d). Casino Group‘s tactic to enter either by joint venture or 

by progressive acquisition of capital might be linked to benefits like the ease of access to local 

retail markets and knowledge or risk reduction (having an insight in the company before a 

complete take-over), explicated by Owens and Quinn (2007). Nevertheless, it also causes an 

increased complexity in internationalisation and control conflicts are likely to arise. This is a 
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potential threat that Casino Group might face in Brazil with the shared control of GPA with the 

founding family. 

In contrast, REWE is aiming for a different relationship between the parent company 

REWE Group and the foreign brands. REWE is increasing its spread within countries or entering 

new countries by complete acquisitions or organic growth, like we have seen in the description 

of Austria and Italia or with the new openings in Bulgaria, for example. Exceptions in this 

expansion approach of REWE are recognisable in Russia, Lithuania and Latvia. The entry to the 

Russian market took place by forming a joint venture with REWE having the main share of 

75%. Their smallest participation in a store chain is in the Baltic States, where they entered 

with COOPERNIC. Since the alliance has a share of 80% with each member being equal, REWE 

owns only 16% of the brands in these countries. Even if the alliance as a special form of joint 

venture offers flexibility according to Czinkota and Roikainen (2007) REWE is not in favour of 

this entry mode. Therefore, the Group prefers to own the divisions totally or at least to have 

the main share. The advantage that is given by the aimed strategy is to have the control of the 

brands belonging to the parent company. 

The two retailers therefore, even if having the same structure in their domestic 

markets, have chosen different internationalisation strategies, according to Tordjman (1994). 

Casino with its investments in joint ventures and franchising is more flexible, while REWE 

prefers direct investments which provide it with a higher level of control. 

5.3.2 Brand Identification and Geographical Market Spread 

The figures 4 and 5 provide a collection of the different store chains operated internationally 

and their number of store sites in each country and therefore also the geographical spread. 

Casino Group uses national banner branding rather than international ones. Except of the case 

of franchising, domestic brands are not used abroad; with the only exception of Leader-price 

that operates both in Argentina, Thailand. Regional brands exist for example in South East Asia 

(Vietnam, Thailand) with the hypermarket Big C or Exito in Colombia and Venezuela. However, 

this transnational branding is due to an expansion within another country rather than a 

rebranded local chain, which would express a real ambition of the Group to create regional 

umbrella brands. As mentioned previously, the aim of Groupe Casino is to operate with 

banners that have a strong relationship to and recognition by local customers. 

Evaluating the table for REWE (Figure 5), it is obvious that the international store 

brands are present in several countries like Billa and Penny. Standa was only present in Italy 



51 

 

with the supermarket Standa itself and the hypermarket concept IperStanda; but to be 

remembered that there was a renaming process in March 2010 to transform Standa into Billa. 

Therefore, the former Italian brand has been incorporated into the Groups international 

banner. In the case of Penny, we can see, while evaluating table 5, that this is the only name 

used as a national banner as well as an international one. The Austrian supermarket Merkur is 

still a name only being used in one county, whereas Iki is already present in two countries. 

Therefore, REWE seems to aim for international brand recognition by using harmonising its 

brands. 

Concluding, the two Groups have a different branding strategy for their international 

performance. A common fact can be seen in the branding of their discount markets having 

Penny and Leader Price as national and international banner. 

5.3.3 Channel selection 

Porter’s ‘channel selection’ dimension is comparable to the findings of the figures 12 and 13 

which show the formats used in each country where the Groups are operating in and the 

intensity of the formats by giving the number of stores. 

Casino Group covers all formats according to the different phases of the retail market 

development. For example, if we have a look at the format operated worldwide, the Group 

does not operate the same stores according to the country entered. In Brazil, Colombia and 

Venezuela (before the nationalisation), the Group ran all three formats: hypermarket, 

supermarket and discount. In Argentina and Thailand, the Group operates hypermarkets and 

also Leader Price discount stores. If we do not take into account this one hypermarket in 

Uruguay, the Group operates only supermarkets there; while only hypermarkets are run in 

Vietnam. Both hyper- and supermarkets are operated in Pacific Ocean. 

This type of format can be explained by the Group’s emphasis on Colombia and Brazil, and 

thus the ambition to penetrate the market in order to become the leader through a multi-

format offer. Thailand is also part of the Group’s focus, and since 2009, a new c-store format is 

tested in the country: “mini Big-C” (Groupe Casino 2009). Casino has an expertise in 

hypermarkets. Remembering that the first country in South America entered was Uruguay for 

the partnership in order to develop a hypermarket format. It is the only format operated in 

every country. In early retail development markets, such as South East Asia, the Group 

invested heavily within this format. 
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Looking at figure 13 about REWE’s international formats, there is a special emphasis on 

the number of supermarket formats represented by Billa, Merkur and Standa. Supermarkets 

are dominating in every foreign performance. There are only the exceptions of the 19 

IperStanda hypermarkets in Italy and the 6 Penny XXL that can be counted as discount 

hypermarkets in Romania. The second dominant format is the discounter which is represented 

by Penny in seven countries abroad. The only market where there is a discount but no super- 

or hypermarket is Hungary. Therefore, the REWE Group is focusing on their two main formats 

– supermarket (Billa) and discount (Penny). 

Therefore, we can observe a common point between the two companies when it 

comes to branding; the only format present both, domestically and overseas, is the hard 

discount represented by Leader-Price and Penny. This can easily be explained by Colla (2003), 

since the volume of sales in this format enables economies of scale which makes the private 

labels more competitive; price is the “principal criterion” of this retailing formula. 

5.3.4 Forming Strategic Groups applied to the Case of Casino and REWE 

Drawing a conclusion out of the findings of the analysis along the Porter dimensions, we are 

able to build up a diagram that makes a classifying of the two retailers possible. 

 

 

Figure 14: Classifying the two Companies along Porter’s Dimensions 

Source: Derived from previous figures, created by the authors 

 

 

Since there are banners of Casino and REWE that are existing in only one or two countries but 

on the other side also some that are represented in several markets, we need a division along 

the branding selection connected to the geographical point of view; this fact is shown at the 
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axis of abscissa with the column terms ‘foreign national brand’ for a presence in only one 

country, ‘transnational brand’ for a presence in two countries, and ‘umbrella brand’ for 

banners that exit in more than two countries. The axis of ordinates gives the ‘channel 

selection’ as a differentiation of the implementation of the companies’ format concept. 

 

Having evaluated the dimension analysis and seen the result in this diagram, it is striking 

where Casino and REWE are positioned in this graph. Casino’s focus is on having a national 

brand in a foreign country but also being present in a multi-format style consisting of 

hypermarkets, supermarkets and discount stores. There is a light move towards transnational 

brand performance recognisable with Exito and Big C. REWE is concentrating on global 

branding by covering especially the Eastern European countries with the umbrella banner 

Billa. Penny is also seen as an umbrella here, even more, considering its origin in the Group’s 

domestic market. The importance of the transnational brand Iki is insignificant because of the 

Group’s lower share and control. Merkur is a brand only used in Austria forming an exception 

in the concept. Since its renaming, Standa is not an exception any more and could be removed 

being part of Billa now. 

Therefore, REWE is following a clear strategy with the focus on two formats with 

umbrella branding whereas Casino uses a multi-format concept with national branding. 

5.4 Evaluation of Theoretical Statements 

We can distinguish two different kinds of strategies for globalised retail operations, what we 

called “umbrella organisation” and “unifying organisation”. The first one is a conglomerate of 

companies operating in the same sector with one company (co-)owning the others, but giving 

them great independence in their operations. The second one tends to make its operations 

abroad uniformly, with very little independence given to local operators. Our findings are 

somehow completing Wrigley’s (2002) statement that some retailers have an ‘Aggressively 

Industrial’ strategy while others are ‘Intelligently Federal’. The ‘Aggressively Industrial’ model is 

based on a low format adaptation, a lack of partnership/alliance in emerging markets, and a 

focus on economies of scales; the ‘Intelligently Federal’ model uses flexible formats according 

to the country they operate in and has several partnerships in their overseas markets. Their 

focus is on knowledge transfer as much as economies of scale and aims to utilise local 

management most. This theoretical dichotomy in retailers’ strategy is similar to the case of 

Casino and REWE Group and we expanded Wrigley's (2002) statement by adding new aspects 
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such as branding and acquisition types. His findings are confirmed as far as format, 

partnership, cost leadership and knowledge transfer are concerned. Using Wrigley's findings, 

even though a variety positioning exists between these two extremes, we found that REWE fits 

more in the ‘Aggressive Industrial’ model focusing for example only few formats in the markets 

abroad and having the full ownership for most of the stores. Casino, by contrast, matches 

better with the ‘Intelligently Federal’ strategy operating different formats in the countries, 

operating co-controlled companies and entering countries mostly through partnerships and 

joint ventures. As it is mentioned on the web page of Exito “Casino Group [….] provides us with 

world-class backing” (Exito 2010). 

Nevertheless, we cannot confirm the quotation “Any global retailer needs a credible 

scale in Europe, which means a leading position in at least two of Europe’s three largest 

markets: Germany, France and the UK” (ABN-AMRO 1999 in Wrigley 2002, p.82) since we have 

shown that REWE and Casino are important international players, but none of them operates 

in more than one of the three largest European markets. Casino exists only in France with 

some franchises in French speaking countries like Switzerland and Belgium while REWE 

operates only in Germany, despite a short period as minority shareholder in the UK, which has 

been divested a few years later. 

We also figured out that the two Groups do not have the same geographic expansion, 

which can be expressed by Colla’s (2003) criteria for choice of country. Like Colla stated, there 

are companies that prefer to enter emerging markets which can be found in according to his 

industry division in the second and third group. For our companies this is also a recognisable 

fact, while Casino focuses on the emerging markets in South America and South East Asia, 

REWE tends to choose mainly the developing countries in Eastern Europe. Further, for REWE 

geographical proximity is an important criterion to expand its operations what can be seen in 

the figures 5 and 7 emphasising besides the Eastern European countries also the neighbours 

like Austria and Italy that represent very important markets. 

According to the WTO (2001) during the period 1989 to 2000, France and Germany 

were ranked as developed countries whereas Latin America and South East Asia were ranked 

as emerging countries. The case of Central and Eastern Europe was dealt apart, as part of a 

transition process. However, in the publication of 2006 (WTO 2006), Central and Eastern 

Europe countries, part of the EU at that time, were ranked as developed countries. 
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Casino is indeed operating in developing countries with high growth opportunities. Moreover, 

France “shares a common culture and history” (France Diplomatie 2008) with South America 

and a colonial history with Vietnam and Madagascar. 

REWE was entering predominantly developing and transitioning countries at the time 

when the expansion movements towards Eastern Europe started in 1996 (Figure 7). The 

founding of the European Union gave them support in their decisions by guaranteeing better 

circumstances for the common trade with member countries, also with a future perspective. 

This fact gave retailers, especially the REWE Group, encouragement to expand eastwards. 

Regarding from a geographical point of view, the entered markets are all close and somehow 

culturally similar connected to the shared historical background. 

To conclude, we confirm Alexander’s et al. (2006) findings concerning the fact that 

“retailers expend into psychologically proximate markets, markets that are less developed than 

home markets, and they do so from large home markets” (Alexander et al. 2006, p.431). 

Indeed, Casino and REWE are operating each on major European markets and have both 

expanded in geographical areas that are perceived as culturally close, sharing a common 

history and that are generally at an earlier stage of retail development. 

5.5 Summing up of the Findings 

In this paper, we have identified two different internationalisation strategies, through the case 

of Casino and REWE. Despite the similarities in their format offer and their operation in their 

domestic market, they do not have the same geographical spread, expansion, branding and 

format strategy in their international performance. In the following table (Figure 15), we try to 

conceptualise the two identified strategies by summarizing up the evaluation results in key 

words. Thus, we have drawn a dichotomy in the European food retailing industry 

internationalisation strategy between what we named ‘umbrella organisation’ and ‘unifying 

organisation’. 
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Figure 15: Dichotomy within Grocery Retailing Expansion Strategy 

Source: Derived from previous figures, created by the authors 
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6. Conclusion 

To conclude, this paper presents two opposite models of international operation in the 

European grocery retail sector. There is a clear difference recognizable in the strategies used 

abroad by the two examined retailers Groupe Casino and REWE Group, when it comes to 

geographical spread, branding, ownership and operated format. The national banners are not 

used abroad. For the international performance the retailers prefer to keep the old name in 

the certain country in case of acquisition for example, or create a new brand name. In both 

cases, the only exception found was seen in the discount banners that are operated with the 

same name, Leader Price and Penny, in the domestic and the foreign market in order to gain 

price competitiveness through economy of scales. We also demonstrate that grocery retailers 

need a strong domestic basis before going international but do not necessarily need to 

operate in several major European retailing market. The strategies also illustrate that they 

tend to enter psychologically perceived close markets but in less advanced retail markets. In 

both Groups, similar periods of expansion and refocus phases have been found. The authors’ 

findings confirm Wrigley's (2002) strategies for globalised retail operations. There is a 

correlation with his findings concerning ‘Aggressively Industrial’ and ‘Intelligently Federal’ and 

the companies that have been examined in this study. REWE tend to be more ‘Aggressively 

Industrial’ whereas Casino suits better with the ‘Intelligently Federal’ model. 

6.1 Future Forecast 

Derived from the collected data, the international expansion of European grocery retailers is 

bound to continue during the next years, spreading into new emerging economies to counter 

balance a weak domestic market growth. Consolidation in the sector will continue, not only at 

national but also at regional level, to gain competitiveness on saturated markets or to gain 

greater shares in developing economies. In Europe, the new format development phase seems 

to be in form of convenience stores, in order to attract a population that is defecting greater 

structures like hypermarkets. 

6.2 Recommended Research 

For further research, the subject of different format performance is required, putting an 

emphasis on the factors influencing the companies to implement certain store formats in 

certain countries. This could be based not only on their retail development phase but also on 

other aspects like for example the dominance of hypermarkets in France, while this is not the 
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case in other countries like England, despite the fact that they have similar development. 

Although, learning transfer within international food retailers would be accurate to 

understand - how the knowledge created within specific situations can be transferred, 

adapted and applied in other countries to avoid difficulties or increase the profit. 
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Appendix 
 

Appendix 1: World Map with the Country Spread of Casino and REWE Group, 2009 

 

Source: Created by the authors on the basis of Groupe Casino (2009) and REWE Group (2010) 
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Appendix 2: Planet Retail Ranking of Food Retailers, 2006 

 

Source: www.planetretail.net/catalog/bulletin/198/198301.htm 

 

 

 

  



67 

 

Appendix 3: Top 15 Food Retailer in Europe, 2009 

[Turnover in Europe in Billion €] [e=estimate] 

Rank Retailer Turnover Headquarter 

1 Carrefour 78.6 France 

2 Metro 63.2 Germany 

3 Schwarz 54 Germany 

4 Tesco 52.3 UK 

5 Rewe 50 Germany 

6 Aldi 47 Germany 

7 Edeka 43 Germany 

8 Auchan 40 France 

9 ITM 33e France 

10 E.Leclerc 26.7 France 

11 Casino  26.7 France 

12 Sainsbury 21 UK 

13 WalMart 21 USA 

14 Morrison 19.3 UK 

15 Systeme U 17.8 France 

Source: www.retail-index.com 

 

Appendix 4: Private Label Ranking of French Retailers, 2009 

Banner Own-Labels Performance Group 

Carrefour Discount 71,3 Carrefour 

Leclerc 91,9 Leclerc 

Auchan 96,6 Auchan 

Intermaché 98,1 Intermaché 

Simply Market 99,2 Auchan 

Carrefour (Standard) 99,9 Carrefour 

AVERAGE 100,00   

Super-U 100,3 Super-U 

Carrefour Market 101,5 Carrefour 

Géant Casino 102,1 Casino 

Cora 103,8 Cora 

Casino Supermarket 107,4 Casino 

Monoprix 111,03 Casino 

 

Source: Adapted from Linéaire 
 www.lineaires.com/Web/MDD-Qui-est-vraiment-le-moins-cher 

 


