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The 6 Winning Strategies for SPAR were 
introduced at the 55th International 
SPAR Congress in China. They set  
out a strategic roadmap for SPAR 
partners to drive continued growth. 

The Winning Strategies build and 
develop on past success and they 
provide the strategic framework for 
the business programme of SPAR 
International in 2011 and beyond.

The continued geographical expansion 
strategy of SPAR has paid off during 
the recession. The extensive footprint 
of SPAR across the globe, with retail 
operations in 34 countries, evened out 
the impact of the recession. 

While some countries in Europe were 
severely affected; the impact of the 
recession on countries in Asia and 
Africa was shorter and less severe. 

Two SPAR countries, Austria and South 
Africa, performed exceptionally well 
during the last two years. With SPAR 
Russia and SPAR China they contributed 
much of the retail sales growth.

While aggressive global expansion 
has driven growth, a quick and flexible 
response by the SPAR countries to 
the financial crisis has also been a 
key factor in growing sales. SPAR 
worldwide delivered enhanced value 
to our customers and assisted them 
in coping with the demands of the 
recession. We continued to improve our 
customer offer by investing in our SPAR 
store formats. 

We also focused on cost reductions 
through investments in new and 
expanded Distribution Centres and 
improved transport efficiency. 

Sustainability and Corporate Social 
Responsibility remained top of our 
agenda. SPAR International launched 
Strategy2Sustain to highlight and  
create awareness of the longstanding 
commitment of SPAR worldwide to 
responsible retailing.

SPAR worldwide has performed well 
during the downturn and is well 
positioned for sustained growth in the 
years ahead.

Dr. Gordon R Campbell, 
Managing Director, SPAR International 

The long term strategy of SPAR International continues  
to deliver growth. We are pleased to announce that SPAR 
worldwide retail sales grew by almost €1.3 billion in 2010. 
This represented a growth of 4.5% to €29.781 billion. 

SPAR has achieved cumulative growth of 10.3% in retail  
sales in the last two years. It is a great achievement to realise 
this level of growth during the recession and it confirms the 
effectiveness of our retail strategies.
 

Managing Director’s Overview
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Driving Growth
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SPAR worldwide retail sales grew by 
more than €1.285 billion in 2010. 
This represented a growth of 4.5% to 
€29.781 billion. 

The growth has been driven by the 
SPAR retail strategy which has been 
based on three key elements: 

•	 Development	of	the	larger	SPAR 
 store concepts, SPAR Hypermarket 
 and EUROSPAR, in new and
 existing markets. 
•	 Redevelopment	and	modernisation
 of SPAR supermarkets and
 neighbourhood stores. 
•	 Introduction	of	the	SPAR	Express 
 convenience concept. 

The SPAR Hypermarket is the fastest 
growing retail format in new and 
emerging markets with 285 INTERSPAR 
and SPAR hypermarkets now producing 
14.3% of worldwide sales. 

The introduction of EUROSPAR to 
Ireland, Belgium, Norway, Switzerland 
and Denmark has been a major growth 
factor especially during the recession. 

SPAR Express is now a strong format 
in Germany and Ireland and is being 
introduced to Austria, Switzerland, 
Belgium, Zimbabwe and Russia.

The result of this retail strategy is an 
increase in the average SPAR store size 
to 519m² (+7.5%). Total retail sales area 
of 6,297,000 showed an increase of 
4.1%. The prospects for 2011 are good 
as much of the new sales area was 
opened in Q3 and Q4 of 2010.

 
 

Both SPAR Austria and SPAR South 
Africa have achieved significant growth, 
outperforming their markets and gaining 
market share. These two countries, 
together with SPAR China and SPAR 
Russia, contributed the majority of 
the retail sales growth in 2010. SPAR 
Norway, SPAR Belgium and SPAR 
France also achieved growth ahead of 
their markets in 2010.

Some key success stories for SPAR in 
2010 were:

Austria

SPAR Austria created 2,000 new jobs 
and achieved an excellent retail sales 
growth of 4.5% to €5.127 billion. SPAR 
increased its market share from 28.5% 
to 29.5% and achieved the highest 
growth of market share of all food 
retailers in Austria. Over €60 million was 
invested in opening 4 new INTERSPAR 
Hypermarkets and redeveloping 6 
existing stores. They now operate a 
total of 1,442 INTERSPAR, EUROSPAR, 
SPAR or SPAR Express stores. SPAR 
Austria opened 64 new stores in 2010 
and remodelled or extended 100 stores.

South Africa

Retail sales of €4.456 billion were 
up 11.7%. Retail sales are more than 
double the turnover of five years ago. 
SPAR South Africa opened 31 new 
stores and completed 146 upgrades. 
The redevelopments are a major 
contributor to sales growth. In the 
last 3 years they have upgraded their 
warehouse facilities and rolled out voice 
picking technology. 
 

China

Growth in China accelerated in 2010. 
Sales increased by €150 million (+60%) 
to €405 million. Sales area increased  
dramatically to 545,000m² with the 
majority of the openings in the second 
half. There were 75 SPAR hypermarkets 
and 50 SPAR supermarkets at year end. 
The prospects for 2011 are excellent.

Russia

The Russian economy improved 
in 2010 and that, together with 
new store openings, resulted in 
a sales increase of 21% to €774 
million. SPAR Russia added 21 new 
supermarkets to reach a total of 233.  

Norway

The introduction of EUROSPAR to 
Norway has had a major impact. 
EUROSPAR was the fastest growing 
retail format in Norway in 2010 with 37 
new outlets. Retail sales increased by 
8% to €1.41 billion.

Belgium

Retail sales grew by 4.4% to €783 
million. A strong focus on price and 
range has enabled SPAR Belgium to 
increase its price competitiveness and 
grow market share.

France

SPAR France had shown strong growth 
during the last decade but performance 
dipped in 2009. Sales grew by 4.6% to 
€969 million in 2010 and 30 new stores 
were opened.

The Performance of SPAR in 2010

Managing Director’s Overview
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Focus on Fresh contributed to improved 
turnover in France.
 
Innovative product presentation was 
introduced in China.

Local produce remains at the forefront of 
retailing in Norway.
 
Speciality departments are a major 
growth area in South Africa. 

Feature entrance with high visibility is 
attractive to Belgian consumers. 

SPAR Austria achieved 
significant growth.

SPAR Russia ended 
the year with 233 
Supermarkets.



Research shows that consumers 
believe it will take at least three more 
years to rebuild their personal balance 
sheets.

It is unlikely that consumer expenditure 
will pick up significantly during 2011. 
Price will remain at the centre of all 
shopping decisions in 2011. Consumers 
will buy only what they need and price 
and value will determine where they  
shop and what products they buy. 
Consumers are in control and want to 
get the best value for their money. 
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World Economy

The world economy is expected to 
continue its recovery in 2011 driven by 
strong growth in developing countries 
such as China and India, but also by 
good economic performances in the 
USA and Germany. We anticipate that 
the majority of the countries in which 
SPAR operates will enjoy economic 
growth in 2011. However, the economic 
recovery will be very uneven. 

The bad news for the food retail 
industry is that the recovery in the 
developed world is a jobless recovery. 
Unemployment rates remain high both 
in the US and in the Euro area. It is not 
expected that growth will be as strong as 
in the last decade. High unemployment 
is expected to continue, particularly in 
the context of governments reducing 
the level of public debt. Thus in 
many countries, SPAR will face weak 
consumer expenditure, with consumers 
focusing on price and value.
 

Consumer Attitudes

Other issues will have a major impact 
on consumer confidence during 2011. 
Perhaps the most important is food price 
inflation which returned in the second 
half of 2010 with commodity prices 
rising above the peak of June 2008. 

This resulted from a number of extreme 
weather events as far apart as low 
rainfall in Russia, Kazakhstan and South 
America which parched crops, to floods 
in Canada and Australia and frost in 
Florida which destroyed crops.

Food prices had declined from their 
peak of 2008 due to lower demand in 
the recession. These severe weather 
events and increased consumption in 
China and India have now spurred record  
demand. The whole question of food 
security and the role of food retailers in 
guaranteeing the supply of reasonably 
priced, safe quality foods will return to 
the top of the agenda during 2011.

The impact of the increased food 
commodity prices worked their way 
through into increased retail prices at 
the beginning of 2011. Even though 
retailers are resisting price increases 
from suppliers, food price inflation will 
accelerate in 2011. We may see the 
return of government intervention in the 
food retail market. 

Increasing oil prices will also have a very 
strong impact on the food industry. The 
costs of fertiliser, packaging and logistics 
look set to rise further. The production 
costs of plastic bottles for milk and 
soft drinks will rise steeply. Chilled and 
frozen foods will also experience price 
increases. This will further accelerate 
price inflation in 2011.

The unstable political situation in North 
Africa and the Middle East will create 
great uncertainty. It raises questions 
about the security of energy supplies 
and possible oil or commodity shortages 
in the short to medium term. This again 
creates pressure on prices while also 
undermining consumer confidence.

Even though economic growth is 
picking up and the recession is officially 
over, consumer confidence remains 
weak. Consumers see little positive 
news on the job market.

We cannot underestimate the impact of 
the recession on consumer confidence. 
Not only have jobs been lost and wages 
reduced but consumers have suffered 
from falling house values, reduced 
savings and lower pension prospects. 
Consumer expenditure has also declined 
as a result of increased taxes arising 
from Government austerity measures. 
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The winning strategies for the New Decade were 
launched at the 2010 International SPAR Congress 
in response to the fundamental changes that were 
taking place in consumer behaviour as a result of 
the global financial and economic crisis. Consumer 
purchasing habits altered dramatically, as did 
attitudes to loyalty and brands. 

These changes impacted on food retailing, with 
an intensification of competition, rapid expansion 
of discount chains and the emergence of new 
competitors. It was also an environment in which 
there was further consolidation in our industry, with 
weaker players facing business failure.

Strong value aisles 
are essential in Indian 
Hypermarkets.
 
SPAR Netherlands meet 
consumer demand with new 
locally sourced range.

The supply of reasonably 
priced, safe quality foods 
will return to the top of 
the agenda during 2011 
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Winning Strategies

The Winning Strategies are designed to 
respond to these changes in consumer 
behaviour which will continue for the 
next decade. The Winning Strategies 
do not represent a radical change of 
direction by SPAR, but are rather a 
clear focusing on the tried and trusted 
strategies, which provided the basis 
of past success. They will provide the 
platform for our future growth and 
success. 

While each of the individual strategies 
play an important part in enabling SPAR 
to deliver value to all of our stakeholders, 
the Six Strategies in combination will 
ensure the sustained growth of the 
SPAR business for the next decade.

Driving Value

Our retail strategy is to have a strongly 
focused price aggressive policy 
based around a powerful promotional 
programme, an extensive SPAR private 
label range and a price aggressive 
discount range.

•	 The	introduction	of	low	price	extra 
 value ranges was essential in  
 delivering value to our customers. 
•	 The	S-Budget	range	developed	by 
 SPAR Austria was hugely successful. 

Driving Expansion

Expansion is a key component of our 
winning strategy. It is vital that we 
continue to invest in the redevelopment 
and expansion of our store portfolios. 
For SPAR International the key focus 
remains on the large developing markets 
of China, India and Russia. We will also 
continue our expansion in Africa. Two 
key milestones were reached:

•	 The	first	SPAR	hypermarket	in	the 
 capital city of China, Beijing, 
 opened September 2010.
•	 The	first	SPAR	hypermarket	in	the 
 capital city of India, Delhi, opened 
 January 2011.

Developing the SPAR Retail Formats

The SPAR multi-format strategy has 
driven growth and increased market 
share. We will continue to focus 
on renewing the formats in terms 
of concept, layout and design to 
ensure that we adopt and integrate  
international best practice into all of our 
stores. 

Important retail developments in 2010 
were:

•	 SPAR	Austria	invested €60 million 
 in INTERSPAR development.
•	 The	development	of	compact 
 hypermarkets in China and India.
•	 The	introduction	of	SPAR 
 supermarkets to China. 
•	 The	continued	rollout	of	EUROSPAR 
 and SPAR Express across Europe. 

Improving the Efficiency of Operations

Ensuring that we have the highest level 
of efficiency is at the heart of offering real 
value to our customers. SPAR countries 
have invested in developing state-of-
the-art Distribution Centres to maximise 
efficiency while keeping costs low. SPAR 
members are constantly expanding and 
upgrading their Distribution Centres 
to ensure they operate at maximum 
efficiency and low cost. 

•	 SPAR	International	supported	the 
 opening of three large Distribution 
 Centres in China.
•	 SPAR	South	Africa	has	undertaken 
 a huge investment programme 
 over the last four years to extend
 and modernise its network of  
 Distribution Centres. 

Growing Sustainably 
The worldwide SPAR organisation has 
continued to embrace sustainability as a 
key strategy of our business. The SPAR 
approach to sustainability has moved 
from informal to formal, recognising 
how much of an issue sustainability is 
to our customers. 

•	 SPAR	country	organisations	set 
 and report on targets to reduce 
 their carbon footprint, lower 
 their energy usage and also detail 
 the impact of their CSR activities. 
•	 SPAR	International	has 
 launched its Sustainability Strategy; 
 Strategy2Sustain.

Keeping to our Core Values

SPAR is based on partnership at 
all levels of our organisation – local, 
national and international.

All SPAR activities are underpinned by 
our core values of the free exchange 
of knowledge and information. This 
enables new SPAR members to learn 
quickly from their more experienced 
colleagues. This is a key competitive 
advantage of SPAR and enables 
international best practice to be quickly 
implemented throughout the SPAR 
world.

•	 SPAR	continues	to	develop	its	 
 core retail values of freshness and 
 excellent customer service while 
 implementing a price aggressive 
 policy.
•	 Excellence	in	fresh	and	outstanding
 customer service are the key 
 factors differentiating SPAR from  
 the competition.

Winning Strategies

In the body of this Annual Report we 
use the framework of the Winning 
Strategies to report on the performance 
of individual SPAR Countries as well as 
SPAR International and to communicate 
how our Partners worldwide are 
successfully responding to changing 
consumer needs. 

Dr. Gordon R Campbell,
Managing Director, SPAR International
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SPAR International Board
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SPAR International Board

Chairman: Leo Crawford

Members:
Gerhard Drexel   A
Henrik Gundelach DK
Leo Crawford  IRL
Claudio Giannetti  ITA
Knut Johannson   NOR
Wayne Hook   SA
Peter Blakemore   UK
Gordon Campbell  SPAR INT
Tobias Wasmuht   SPAR INT

 
 

InterSPAR Executive Committee

Chairman: Leo Crawford

Members:
Gerhard Drexel   A
Karl Feurhuber   A
Henrik Gundelach  DK  
Finn Degn Ovesen  DK
Stefan Knäbke   D
Leo Crawford   IRL
John Clohisey   IRL
Claudio Giannetti  ITA
Martin Pircher   ITA
Knut Johannson   NOR
Bjorn P. Bendiksen  NOR
Wayne Hook   SA
Dan Maluleke  SA
Peter Blakemore   UK
Kevin Hunt   UK 
Gordon Campbell  SPAR INT
Tobias Wasmuht   SPAR INT

Managing Directors Action Group

Chairman: Gordon Campbell

Members:
Fritz Poppmeier   A
Frans Colruyt   B
Michael Østergaard  DK
Angel de la Torre   ESP
Pierre Rizzo   FRA
Willie O'Byrne  IRL
Gianluca Di Venanzo  IT
Sjaak Kranendonk  NL
Elisabet Fosse   NOR
Stefan Leuthold   SUI
Jerry Marwood   UK
Gordon Campbell  SPAR INT

The SPAR International Board met 4 
times during 2010. The first meeting, 
which was combined with the 
International Retail Guild Executive 
Meeting (InterSPAR), was hosted  

by SPAR UK in North Wales. The 
second meeting was held during the 
International Congress in Dongguan, 
China. The October meeting was hosted 
by SPAR Croatia in Zagreb, while the 

final meeting was in Amsterdam in late 
November. The main focus of the Board 
was on the continued growth and 
development of the worldwide SPAR 
organisation.

Members of the InterSPAR Executive 
Committee with SPAR UK Guild Board 
Members.
 
The InterSPAR Executive Committee and  
the first International SPAR Board Meeting  
during 2010 were held in North Wales, at 
the invitation of SPAR UK.

Leo Crawford Peter Blakemore Gerhard Drexel Claudio Giannetti 

Wayne Hook Knut Johannson Gordon Campbell Tobias Wasmuht 

Henrik Gundelach
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The worldwide SPAR organisation continued  
to perform well despite the global recession.  

Strong performance was achieved in Austria, 
South Africa, China, Russia, Norway, Belgium 
and France.  

10 SPAR International Annual Report 2010



SPAR International has played an 
important role in supporting SPAR 
countries to extend their SPAR private 
label range. This support has extended 
from: 
•	 securing	 improved	 terms	 based	 on	

increased volumes,
•	continued	development	of	 the	 range	

including repackaging, 
•	 facilitating	 SPAR	 Partners	 to	 secure	

delivery of mixed loads. 

This service is provided from a 
Consolidation Warehouse in the 

Netherlands from which it is possible 
to source a wide range of International 
SPAR Brands.

This new service has enabled SPAR 
International to support existing SPAR 
Countries to deepen and extend their 
offer of SPAR branded product. 

The Warehouse facility has enabled the 
SPAR International Trading Team to 
successfully increase the scale of the 
International SPAR brand business by 
extending the range to an increasing 

number of countries. 

International SPAR brands have been 
introduced and helped to create brand 
loyalty and offer excellent value to 
consumers in Russia, Ukraine, Nigeria, 
Zimbabwe and Zambia. 

The SPAR International Trading Team is 
actively extending the range of products 
it offers. An important new service, 
currently being piloted, is the supply 
of fruit and vegetables direct from the 
Netherlands to SPAR partners.
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The development of standard SPAR 
brand products supported by extra 
value low price ranges and premium 
products has enabled SPAR to deliver 
price and value to our customers. 

Many country organisations have 
expanded their standard SPAR ranges 
and have added a low price or discount 
range to improve their customer value 
proposition. Premium ranges are also 
beginning to appear in a number of 
countries, reflecting the confidence 
consumers have in SPAR branded 
products.

The leader in private label development 
has been SPAR Austria. By the end of 
2010 the SPAR private label selection 
offered customers huge choice. 
This choice extended from premium 
products offering consumers supreme 
quality through to standard private label 
and the S-Budget range where the 
focus was on great prices. 

The SPAR Austria ranges now cover 
all market sections and provides a 
unique shopping experience for their 
customers. In 2010 the 3,000 private 
label products achieved 11% growth.

The strongest increase was achieved 
in the expansion of the S-Budget 
range with a sales growth of 50%. The 
S-Budget range, which combines low 
price with quality, has been extremely 
successful during the recession and 
has been a key driver of growth. 

SPAR Austria also enjoyed an 
outstanding performance of its healthy 
range, SPAR Vital, which grew by 18% 
while the organic range, Natur*Pur 
continued to grow strongly.

A ‘Free From’ range was developed 
by SPAR Austria to respond to specific 
dietary requirements. 

More recently SPAR Austria introduced 
SPAR Premium with an initial range of 
80 products. The theme of this new 
range is ‘Luxury for Every Day’ and 
offers the finest foods made from special 
ingredients with exclusive recipes or 
produced by artisan manufacturers. 

Similar developments have also taken 
place in other SPAR countries, and has 
resulted in a significant strengthening of 
the penetration of SPAR private label on 
our shelves. 

Private label ranges enable 
SPAR to deliver price and 
value to customers.

SPAR South Africa drives 
growth through innovative 
product ranges.

SPAR Italy have improved and strengthened 
all of their ranges. In addition to building on 
the extensive DeSPAR private label range, 
the S-Budget discount range has been 
introduced and the ‘Vital’ range extended. 

An important new initiative for consumers 
in Italy is ‘Scelta Verde – the green choice’. 
This concept brings together a number 
of initiatives including organic products, 
locally sourced specialty products and eco 
products under one umbrella brand.

Strengthened Range  
SPAR Italy

All SPAR countries have expanded and 
strengthened their private label ranges 
in response to the changed economic 
circumstances of consumers and their   
need to shop within reduced budgets.

Comprehensive private label strategies have 
been developed and implemented to cover 
all price segments and consumer needs. 

Winning Strategy

Driving Growth through Value

11% 
sales growth of 
SPAR private label 
range
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Driving Growth through Value

All SPAR countries have achieved 
considerable success in offering their 
customers quality and value through 
extending their SPAR private label 
range. This is illustrated by looking at the 
performance of a number of countries.

SPAR South Africa report a growth in 
sales of SPAR branded products of 9% 
despite significant deflation in major 
commodity categories. These products 
are promoted to build customer loyalty 
through a ‘quality for money’ offer. 

Extensive product development was 
undertaken with 310 products being 
launched or repackaged, including 
providing information on ingredients 
and recommended daily consumption. 
The Savemore discount range 
was particularly important for price 
conscious customers.

SPAR UK continues to develop and 
extend the SPAR Brand as one of its 
business priorities. In developing the 
range, it is planned to create products 
that provide a ‘credible eating solution 
for all key eating occasions’ in order to 
encourage greater spend and loyalty. 
Over the last 18 months some 80% of 
the range has been redeveloped.

Continued investment by SPAR Ireland 
in the development of its private label 
range has supported the strong 
performance of the business in difficult 
market circumstances. The success 
was marked by SPAR winning the 
national award for ‘Best Private Label 
Range’. This award was in recognition of 
the quality and range of product offered 
and also the innovative advertising and 
marketing campaign which built brand 
awareness and pushed sales growth. 
The focus on extending the private label 
offer continued with the introduction of 
the S-Budget range in November 2010.

SPAR Slovenia continues to extend 
its private label offer. In the last year 
it introduced SPAR Premium which 
includes a number of products from 
well known Slovene manufacturers. 
This launch was supported with TV 
advertising. In addition, both the 
SPAR Natur*pur and ‘Vital’ ranges 
were extended and the ‘Free From’ 
range launched for people who require 
special diets. In response to consumers 
becoming increasingly price-sensitive, 
the S-Budget range was developed 
and accounted for some 5% of sales of 
food and non-food 1.

Building customer loyalty 
with strong promotional 
campaigns.

Consumer demand for 
healthy private label ranges 
continued to grow.

310
new
lines
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The Hypermarket format is successfully operated 
in a number of countries. 

220 Hypermarkets account for approximately 
€3.9 billion of the overall retail sales turnover of 
SPAR Worldwide. 

Copyright SPAR Austria / Paul Ott Photography
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SPAR operates a multi format strategy 
worldwide. This strategy allows 
SPAR members to seize market 
opportunities through the exploitation 
of the clearly differentiated formats 
of SPAR supermarkets, EUROSPAR 
large supermarkets, INTERSPAR 
hypermarkets and SPAR Express 
convenience stores. 

Today, the experience and specialist 
knowledge of operating these 4 formats 
is shared and used collectively by SPAR 
worldwide. The design manuals enable 
individual SPAR partners to develop 
and grow their business by introducing 
new retail formats. 

Furthermore, new developing markets 
are in a position to fast-track their 
growth by drawing upon the worldwide 
format knowledge.
 

The central role of SPAR International 
allows countries to draw upon this 
experience. They can use the award 
winning design, operations and 
consultancy of SPAR International 
to implement leading edge modern 
retail formats through the international 
flagship store programme.

A key feature over the last decade 
has been the growth of the average 
SPAR store size. This shift to larger 
format stores is a result of two key 
developments: 
•		The	launch	and	growth	of	EUROSPAR	

into new markets in Europe and as 
SUPERSPAR in Africa; 

•		The	continuous	expansion	of	
INTERSPAR and SPAR hypermarkets 
in Central Europe and in the emerging 
markets of China and India. 

SPAR operates a four format retail strategy with 
12,136 outlets totalling 6,296,512m2 selling 
space worldwide. 

Each of the formats is internationally tried and 
tested and benefit from being locally adapted to 
meet the needs of their individual market place.
 

Winning Strategy

Driving Growth through our Retail Formats

Format (percentage share)

 2000  2010

SPAR < 400m2

41%

22%

14%

26%

36%
15% 8%

SPAR > 400m2 EUROSPAR INTERSPAR

38%

Increase in sales area since 2006 35%
 Netherlands

32%
 Spain

30%
 Italy

29%
 Czech Republic

21%
 Botswana

16%
 South Africa

16%
 Denmark

13%
 Belgium

12%
 Switzerland

11%
 Namibia

10%
 Norway

INTERSPAR 
The SPAR hypermarket format is widely 
used in Europe; in Austria, Croatia, 
Czech Republic, Hungary, Italy and 
Slovenia. A total of 220 hypermarkets 
account for approximately €3.9 billion 
in retail sales and thus an increasingly 
large proportion of the overall turnover 
of SPAR worldwide.

SPAR Austria opened 10 INTERSPAR 
hypermarkets of which four were new 
and six were completely remodelled. A 
key feature of the new and redeveloped 
stores was that CO2 emissions were cut 
by a total of 408 tons due to the use 
of energy efficient refrigeration, solar 
panelling, and LED lighting. 

SPAR Austria also introduced a smaller 
urban compact hypermarket with a 
sales area of 2,500m2. This format 
combines the strength of recreating the 

fresh market with strongly focused non 
food category worlds.

In the developing markets of China 
and India, the format is branded as 
SPAR hypermarket, and has seen 
rapid growth in 2010. Of the 125 stores 
opened in China, 60 are large format 
SPAR hypermarkets. 

A key development in China has 
been the opening of the first SPAR 
hypermarket of 4,800m2 in the capital 
city of Beijing. Another major initiative 
was the development of SPAR owned 
and operated shopping centres with 
SPAR hypermarkets as the anchor site. 
The first of a new generation of these 
shopping centres opened in Taiyuan, 
Shanxi province. 

This joint flagship store project between 
SPAR Shanxi and SPAR International 

draws upon the best practices in 
international shopping centre and 
hypermarket design and blends this 
with a strong local product mix. The 
resulting 10,000m2 SPAR hypermarket 
has proven highly successful. 

In India key highlights have been the 
openings of the new flagship SPAR 
hypermarkets in the capital city of 
Delhi and an 8,000m2 flagship SPAR 
hypermarket in the largest mall in India, 
the Mantri Square Mall in Bangalore. 

At the forefront of modern large format 
retailing in India, the SPAR hypermarket 
format has been well received by 
consumers and the industry alike, 
having been awarded the most admired 
large format retailer of the year by the 
Food Forum India.

INTERSPAR Hypermarkets 
are a key element in shopping 
centres in Central Europe.

The EUROSPAR Format, which is 
aimed at weekly family shopping, 
has seen increased popularity 
and growth.
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SPAR
SPAR supermarkets and neighbourhood 
stores remain the core SPAR store format 
and account for approximately two thirds 
of the global sales of SPAR worldwide. 

The majority of SPAR stores are 
independently owned and operated. As 
such SPAR has a role in adding value to 
the communities we serve by being close 
to our customers not only in location but 
also in mirroring their values. 

An important international trend has 
seen the renaissance of neighbourhood 
retailing. Redeveloped and modernised 
local stores have recorded a marked 
increase in sales and return on 
investment. 

A key feature has been the growth of the 
average SPAR store size. A significant 
number of long established SPAR 
countries have seen significant growth in 
the average size of their stores in the last 
5 years.

Through a programme of modernisation, 
the latest SPAR neighbourhood and 
supermarket formats have shown that 
through increased localisation and 
integration into local communities the 
format has been able to adapt to meet 
consumers needs. 

A key strength of SPAR internationally 
is the rapid implementation of tried and 
tested formats into new developing 
markets. This allows these SPAR 

countries to jump ahead of the market 
and introduce new retail shopping 
environments and experiences to our 
customers. Following the successful 
introduction of the SPAR supermarket 
format in China in 2009, the format has 
grown from strength to strength.

Neighbourhood stores remain the core 
format within SPAR Worldwide.

SPAR Germany continue to expand the 
format in high footfall locations. 

SPAR Express was launched as the new 
convenience format in ZImbabwe.

SPAR Denmark simultaneously opened 18 
EUROSPAR stores, nationwide, on 22nd 
April 2010.  This remarkable achievement 
greatly strengthens the position of SPAR as 
Denmark’s largest independent retail group. 
 
SPAR International worked closely with 
SPAR Denmark in developing their 900m2 
flagship supermarket in Snejbjerg. This 
partnership combined international best 
practice with information regarding local 
consumer demands.

The 18 stores opened to great success, 
as consumers responded positively to 
the wide range of product offering. This 
was reinforced by a strong promotional 
campaign and exciting competitions.

SPAR Denmark 
launch EUROSPAR 

EUROSPAR 
The EUROSPAR format, branded 
SUPERSPAR in Southern Africa, which 
is aimed at weekly family shopping has 
seen increased popularity and growth 
in numerous markets. EUROSPAR has 
been a key growth driver for countries 
that have introduced the format. 

The format is particularly strong in Italy, 
Austria, South Africa, Belgium, Ireland, 
Norway and Greece. 

EUROSPAR sales have grown by 23% 
in the last 2 years. The format, with its 
strong focus on price, value and SPAR 
own brands, has proven to be a key 
source of growth for SPAR countries in 
recent years. 

In Africa, SUPERSPAR has grown to 
over 50% of the SPAR Group’s sales. 
In Europe, the growth in EUROSPAR 
in Belgium and Norway has been 
exceptional with an increase in sales of 
73% and 63% respectively. EUROSPAR 
in Norway was the fastest growing retail 
chain last year. 

In 2010, SPAR International worked with 
SPAR Denmark on the development of 
the EUROSPAR concept in addition 
to the design of the EUROSPAR 
Snejbjerg Flagship store. The launch 
of EUROSPAR in Denmark has been a 
key highlight with 18 stores opening on 
the same day across the country. The 
strong performance of the launch set 
the basis for further growth in 2011.

EUROSPAR Growth 
(as percentage of total sales)

South Africa

52%

Russia

18%

Ukraine

18%

Austria

22%

Botswana

27%

Italy

32%

Namibia

33%

Belgium

41%

18 
EUROSPAR
stores opened 
in one day

SPAR Express 
The modern SPAR Express format is 
successful in high customer footfall 
locations such as city centre, transient 
and forecourt locations. 

In response to an increasingly mobile 
customer group seeking meal solutions 
through the day, SPAR Express continues 
to develop in more and more countries. 

SPAR Express is operated in 10 
countries worldwide. In Ireland SPAR 
Express is a leading award winning 
forecourt format. In Germany, SPAR 
Express has also extended into the 
opening of new transient sites. SPAR 
Express stores continue to grow in 
number in forecourt locations.
 
Following a successful trial of SPAR 
Express forecourt stores, SPAR Austria 

is now in the process of rolling out 70 
stores within the next 2 years. 

The forecourt stores stock an average 
of 1,500 items. The response to a wider 
fresh assortment of freshly baked bread 
and fruit and vegetables as well as the 
regional product assortment has been 
highly positive. SPAR own brands are 
sold at the same low price levels as in 
the larger supermarket stores. 

2010 also saw the successful launch of 
the 1st SPAR Express store format in 
Africa. The flagship store was developed 
by SPAR Zimbabwe in conjunction with 
SPAR International. 
 
The geographical growth and diversity 
of SPAR Express is set to continue to 
expand with the launch of SPAR Express 
in China before the end of 2011. 
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SPAR Spain took the opportunity of 
B10 to celebrate its 50th anniversary. 
Among a series of initiatives undertaken 
was the ‘Hola Barcelona’ promotion 
with 80 fortunate customers winning a 
visit to the Championships. 

At the B10 event visitors had the 
opportunity to visit the SPAR Spain 
Market Square where it was possible 
to have a snack or beverage, to sample 
SPAR American Cola or buy sports 
merchandising.

SPAR International ran two special 
events for children as part of its 
sponsorship of the B10 Championships. 

The ‘SPARK athletics park’ for kids 
provided an opportunity for children to 
take part in a number of athletic events, 
including competing in a 30 metre 
hurdle race, learning how to hand over 
batons in a relay race, competing in 
the long jump and also undertaking the 
shot put. Participants were awarded a 
medal and had their photograph taken 
on the winners’ podium. 

The ‘Nutrition Zone’ introduced to young 
people the principles of combining good 
eating habits with healthy exercise. The 
‘Nutrition Zone’ was designed as a fun 
but educational experience informing 
children about the food pyramid. There 
was also an emphasis on drinking water 
as part of a balanced diet and each 
participant received a bottle of water.

To build awareness and interest in the 
Barcelona (B10) Championships, SPAR 
International launched a major Digital 
Media Branding initiative. In March 
2010 the ‘Hello Summer!’ website was 
launched and was regularly refreshed to 
include athletics information and daily 
updates live from Barcelona. 

As part of the digital campaign, a digital 
game ‘Beat Barni’ was created to 
generate enthusiasm around athletics. 

SPAR was principal sponsor of three 
top European Athletics events in 2010.
In addition to Spain, major events were 
hosted in Norway and Portugal. 

The European Athletics Championships 
in Barcelona was an outstanding 
success. This Championship held 
in the iconic Olympic Stadium took 
centre stage in the sporting world 
from July 26 to August 1.  The packed 
stadium witnessed 6 days of fantastic 
competition featuring Europe’s leading 
athletes from 50 countries locked 
together in intense competition.  The 
SPAR branding was prominently 
displayed as top athletes fought for a 
share of the medals.

The Olympic Stadium on Mountjuic, high 
above the hot bustling city of Barcelona, 
provided an exciting backdrop to the 
Championships. It was host to 1,370 
athletes and 35,000 spectators daily. 

The SPAR brand was prominent outside 
the stadium and throughout the City 
where the walking and marathon races 
took place. 

SPAR International was delighted to 
welcome delegations from many SPAR 
countries, who enjoyed the opportunity 
to attend the championships and loved 
the unique atmosphere of Barcelona.

The SPAR brand received enormous 
media exposure from both TV broadcasts 

and print media. There were over 1,360 
hours of TV broadcast on terrestrial TV 
which reached a cumulative audience 
of 930 million. 

This, however, is only part of the 
story. Unlike world cup football there 
is more than one winner at athletics 
championships. Each day brought 
gold, silver and bronze medal winners 
from more and more countries. Their 
success stories appeared on main 
evening TV news broadcasts and on the 
front pages of newspapers throughout 
Europe.  

The SPAR branding on the athletes bibs 
ensured an outstanding level of media 
exposure for the SPAR brand.
 
The presence of representatives from 
television stations of 38 different countries 
underlines the enormous interest in the 
European Championships. 72 countries 
around the world broadcast the event. 

SPAR American Cola, the official Cola 
of the Championships, was on sale and 
promoted in entertainment areas for 
athletes and guests, further highlighting 
the presence of SPAR.

Strong SPAR Branding was 
visible at the very successful 
Championships.

The European Athletics Sponsorship enables 
SPAR worldwide to work together and grow the 
awareness of the SPAR brand. The last year has 
been particularly successful with the European 
Athletics Championships in Barcelona and the 
European Indoor Championships in Paris in March.

The sponsorship achieved record levels of 
TV broadcast hours and reached an amazing 
cumulative audience of 930 million viewers   
through 1,360 hours of broadcasts.  

Winning Strategy

Sports Sponsorship

The SPARK Athletics Park 
enabled the next generation 
to emulate the elite athletes 
in five disciplines. The 
experience was rounded 
off with a visit to the 
Nutrition Zone to learn 
about hydration and healthy 
eating.

930 
million viewers  
for Barcelona
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The Championships took place in the iconic 
Olympic Stadium in Barcelona. 

The top athletes from 50 European nations 
were competing for the gold medal in their 
discipline over a period of six days.
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The SPAR worldwide approach to 
sustainability has moved from an 
informal approach to a formal approach 
where there is measurement and 
reporting on progress achieved. This 
formal approach includes reporting on:
•	 the	progress	 in	achieving	targets	 for	

reducing carbon footprint, 
•	 reducing	energy	use,
•	 reports	on	support	provided	for	local	

community groups, 
•	 sourcing	 of	 local	 products	 and	

Fairtrade products, 
•	 initiatives	 in	 supporting	 inclusion	 in	

the workplace. 

SPAR retailers and wholesalers show 
how we are recognising the seriousness 
with which our customers take this issue.

Sustainability has over the last number 
of years moved to being a ‘top of 
mind’ in our business. We see an 
ever increased focus in all sections of 
our industry, retail, manufacturing and 
distribution, in responding to the real 
demand by consumers for information. 
This includes information on ingredients 
and nutrition, transparency in relation to 
supply chain and adherence to ethical 
behaviour.

SPAR worldwide has been committed 
to sustainable growth and Corporate 
Social Responsibility [CSR] initiatives for 
many years. This reflects the roots of 
SPAR as a community retailer. 

SPAR was among the pioneers in 
introducing energy saving initiatives 
including light and movement sensors. 
Other projects that have been given high 
priority by top management include: 
•	 improving	recycling,	
•	 reducing	packaging,
•	 increasing	transport	efficiency.	

SPAR countries have introduced 
specific sustainability and CSR targets 
into their business strategies. 

SPAR International has introduced 
Strategy2Sustain to highlight these 
achievements and to facilitate the 
exchange of best sustainable practice 
in managing the impact of our business 
on the environment both in every day 
operations and also in new construction. 

Strategy2Sustain also addresses the 
role of SPAR in the community in terms 
of community activities and supporting 
charitable causes. We recognise our 
wider role in the community as an 
employer and a marketplace for local 
producers.

Strategy2Sustain was formally launched 
at the SPAR Sustainability Forum in 
Amsterdam in November 2010. The 
framework adopted in the strategy 
is closely modeled on the approach 
adopted by a number of SPAR Partners.
 
The United Nations have played a 

leading role in promoting the concept 
of ‘sustainability’. In 1987 they defined 
sustainability as a method of doing 
business that can be perpetuated 
over time and which does not threaten 
the ability of future generations to do 
the same. This definition was further 
developed in terms of there being three 
pillars of sustainability – economic, 
environmental and social developments. 

This focus on the three dimensions 
of sustainability is reflected in the 
decision of an ever increasing number 
of companies to no longer simply report 
on their ‘bottom line’, but rather report 
on the ‘triple bottom line’ of economic, 
environmental and social performance.

An increasing number of SPAR 
Countries are formally reporting on 
the progress achieved in implementing 
their Sustainability programmes. SPAR 
South Africa, as a public company 
included in its 2010 Annual Report a 
Sustainability Report. 

As the largest Austrian private employer 
and one of the largest trading companies 
in the country, SPAR Austria also places 
great importance on Corporate Social 
Responsibility referring to its ‘triple 
bottom line approach’.

SPAR UK at both national and at regional 
wholesale level has been very active in 
implementing responsible retailing.

The worldwide SPAR organisation has 
embraced sustainability as a key strategy 
of our business. 

This development has been strongly 
supported by the Strategy2Sustain 
programme of SPAR International. 

Winning Strategy

Driving Sustainable Growth ‘The Blakemore Way’  
of Responsible Retailing 

SPAR UK has 6 regional wholesale 
companies. The largest of these, A.F. 
Blakemore, is a family business which 
can trace its foundation to a small 
grocery store and which through three 
generations has grown to become a 
major employer based upon a distinctive 
culture focused on staff, customers 
and communities. The Blakemore Way 
defines this culture and ensures that 
the values of the Blakemore family will 
continue to drive the company’s growth.
 
The Blakemore corporate responsibility 
programme has been recognised for 
a number of prestigious awards in the 
United Kingdom. A.F. Blakemore has 
also demonstrated its commitment 
to reducing the impact it has on the 
environment with the opening of its own 
state of the art recycling centre. Summer 
2009 saw the company successfully 
achieving ISO 14001 status for its 
environmental management system.

The Blakemore Foundation was 
founded by the Blakemore Family and 
currently represents 1% of the pre-tax 

profits of A.F. Blakemore & Son Ltd. 
The fund was established to provide 
small grants to local good causes and 
charities across the company’s trading 
area.
 
Highlights in 2010
•	 Blakemore	have	reduced	its	CO2 
 footprint each year over the last  
 4 years.
•	 The	level	of	retail	sales	per	tonne
 of CO2 in the distribution operation  
 has increased by 21% over four  
 years.
•	 95%	of	waste	is	now	recycled.
•	 Fuel	consumption	has	reduced	by 
 1% to 3.27 km achieved per litre. 
•	 150	children	visited	the	Recycling 
 Centre to learn about the benefits 
 of recycling. 
•	 66%	fall	in	days	lost	due	to 
 workplace accidents.
•	 Marked	reduction	in	staff	turnover 
 and absenteeism.

2010 saw a number of 
significant highlights in 
relation to the CSR 
programme 
 

Blakemore 
achieved 
ISO 14001
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The Annual Report of the SPAR Group, 
South Africa, includes a comprehensive 
review of the performance of SPAR 
in relation to three categories of 
social, transformation and operational 
activities. 

Social refers to good corporate 
citizenship and the commitment of 
SPAR South Africa to operating in a 
socially responsible manner with all 
its stakeholders. During 2010 SPAR 
invested 2.21% of payroll on skills 
development. Under its Corporate 
Social Investment programme, SPAR 
spent R9.3m towards assisting 
previously disadvantaged communities. 
This social investment was applied to 
poverty alleviation, healthcare, hunger 
and safety. During the year SPAR 
joined Operation Hunger and opened 
6 feeding schemes, with one per 
Distribution Centre. 

SPAR has set transformation as a Group 
priority and fully supports the social and 
economic importance of transformation 
in South Africa.
 

The Distribution Centres of the SPAR 
Group operate in accordance with 
an environmental policy which is 
designed to reduce any negative 
impacts which operations can have on 
the environment. As a listed company, 
SPAR has reported on its baseline 
carbon footprint and is actively seeking 
measures to reduce this.

Highlights
•	 SPAR	Group	spent	2.21%	of	its 
 payroll on skills development. 
•	 R9.3	million	was	spent	on	assisting 
 previously disadvantaged 
 communities.
•	 Under	Operation	Hunger,	feeding 
 schemes were opened in each of 
 the 6 DC Regions.
•	 The	KZN	Distribution	Centre 
 continues to support the Gozololo 
 centre for orphans, where the   
 needs of 2,000 children are met.
•	 Western	Cape	DC	is	recycling		 	
 cooking oil collected from SPAR 
 stores to make biodiesel, which is 
 used in a 5% ratio with diesel in
 SPAR Trucks.
 

SPAR South Africa and  
Sustainable Development 

2.21%
of SPAR Group 
payroll on skills 
development. 

SPAR Austria and Corporate 
Social Responsibility

Corporate Social Responsibility is of 
particular importance for SPAR Austria, 
who are the largest Austrian private 
employer and one of the largest trading 
companies in the country.  

The company recognises the 
importance of the ‘Triple Bottom Line’. 
This is reflected in the fact that SPAR 
Austria has a history over decades 
of seeking to undertake its business 
in a socially, environmentally and 
economically responsible way.

The company has implemented a 
comprehensive programme of social, 
environmental and economic activities, 
many of which are integrated into the 
core business. This programme has 
been rolled out under ‘SPAR Setzt 
Zeichen’. These activities are wide 
ranging and include the continuing 
development of SPAR own-label 
to include organic and ‘Free From’ 
ranges of products, sourcing from local 
producers, developing eco–friendly 
stores, as well as the commitment 
to healthy eating and long-term fair 
partnerships with suppliers.

Highlights
•	 SPAR	and	INTERSPAR	donated 
 more than €1.3 million to charitable 
 causes in Austria.
•	 SPAR	established	sustainability 
 training for apprentices, 
 addressing responsible 
 shopping and saving energy.
•	 The	SPAR	Academy	won	the		 	
 national Austrian Integration Prize 
 for 2010 to mark the success in  
 working with teenagers with a wide  
 diversity of origin, religion and   
 language.
•	 Two	SPAR	stores	were	awarded 
 the national ÖGNI Gold Certificate 
 in recognition of their energy 
 efficiency.
•	 SPAR	continues	to	promote	
 e-mobility through the sale of 
 e-bikes and providing 56 e-petrol 
 stations adjoining SPAR   
 Supermarkets. 

An increasing number of 
SPAR Countries implement 
and report formally on their 
Sustainability programmes 

€1.3 m
to charitable 
causes in Austria
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The economic environment has highlighted the 
need for SPAR Countries to achieve the highest 
level of efficiency through the supply chain.

Environmentally friendly initiatives have been 
launched in a number of markets. 
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The continued implementation of 
international best practice in operations 
will play an important role in securing 
the advantages of a low cost efficient 
supply chain. The Annual LOGIT 
Conference provides Logistics and 
ICT Directors with an opportunity to 
exchange ideas on new development.  

LOGIT 2010, which was hosted by 
SPAR Spain, included two study visits. 
Firstly a fully automated warehouse 
operated by Mercadona. Secondly visits 
to two hypermarkets at the forefront of 
investing in retail technology. 

We have seen a significant level of 
investment by SPAR Partners in supply 
chain investment. There have also been 
important investments in the application 
of retail technology, a number of which 
are focused on new payment solutions.

This investment has been undertaken 
in a large number of SPAR Countries, 
including significant investment by 
SPAR Partners in China in developing 
modern Distribution Centres to support
the expansion of their business. SPAR 

International has played a lead role in 
supporting these developments.

Over the last 3 years SPAR South 
Africa has invested in excess of R1 
billion in upgrading their warehouse 
capacity, including the construction of 
a 33,000m2 DC in Capetown, doubling 
the size of South Rand DC and installing 
new facilities in KZN and Lowveld for 
temperature controlled products. 

There have also been important 
developments in investing in upgrading 
their supply chain by a number of SPAR 
countries. In the UK, both Henderson 
Group and James Hall have invested in 
new capacity. In the case of the latter, 
this is a new facility in Preston.

SPAR Netherlands are relocating to 
a new DC. SPAR Croatia has more 
than doubled its warehouse capacity. 
Both SPAR Middle Volga and SPAR 
Tula in Russia are advanced in adding 
warehouse capacity.

Significant advances have been made 
by SPAR countries in all aspects of 

transport to reduce costs and also 
environmental impact. These advances 
have involved investment in all areas 
including: 
•		 telemetrics,	
•		 route	and	load	optimisation	software,	
•		driver	training,	
•		new	low	emission	engines,
•		close	co-operation	in	the	supply	

chain to increase load factor. 

SPAR South Africa has launched a 
financial service based on mobile phone 
technology which will use the 803 SPAR 
store network to allow money transfer.

Executing Best Practice Operations 
The implementation of best international 
practice in operations is supported by 
SPAR International through the work of 
the Action Groups. 

The Warehouse Action Group has 
focused on preparing Warehouse 
Design and Best Practice Operations 
Guides and will increasingly focus 
on the implications of the advance in 
warehouse automation. 

The STOREIT group will continue to 
focus on retail technology. An increasing 
focus will be placed on payment 
solutions, drawing on the work of SPAR 
UK which has pioneered contactless 
payment and SPAR Switzerland which 
offers payment using smart phones. 

The Transport Action Group will 
report on best practice in sustainable 
transportation methods. Austria, Norway, 
South Africa, Switzerland and the UK are 
at the forefront of these developments.

James Hall,UK, have opened a new facility in Preston.

Today’s competitive environment requires SPAR 
worldwide to be unrelenting in achieving the highest 
levels of efficiency through the supply chain.

SPAR will not compromise on its commitment to 
product safety, customer service and minimising its 
impact on the environment in pursuit of efficiency. 

Winning Strategy

Supply Chain Efficiency without compromise SPAR Switzerland  
and ‘Intelligent’ Distribution 

SPAR Switzerland has one of the 
cleanest fleets in their market in terms 
of CO2 emissions. This results from a 
major investment in equipping its trucks 
with engines which meet the EURO 5 
emission standards, which sets new 
standards in improving air quality. 

This investment and the application 
of telemetrics have enabled SPAR 
Switzerland to use its ‘Intelligent 
Distribution Logistics’ to minimise road 
traffic by running vehicles at close to 
full capacity (95%). This high use of 
vehicles is achieved by extensive back 
loading of goods from suppliers.

Telemetrics has also enabled the 
detailed monitoring of driving 
performance. Following driver training, 
fuel consumption has been reduced 
by nearly 5% in 2 years, representing 
a significant cost saving and a major 
benefit for the environment.

Highlights
•	 Invested	in	EURO	5	emission		 	
 standard engines. 
•	 Running	vehicles	at	95%	capacity.
•	 Increased	use	of	telemetrics.
•	 Monitoring	of	driver	performance.
•	 Implemented	driver	training.
•	 Reduction	in	fuel	consumption			
 generated significant financial 
 savings.

SPAR Switzerland 
introduced a significant 
number of Intelligent 
Distribution Logistics 
 

5%

Reduced fuel 
consumption in 
two years by  



34 SPAR International Annual Report 2010 SPAR International Annual Report 2010 35

Warehouse Action Group 
provided strong support  
in the development of the 
new Distribution Centre
 

The formal opening of the new 
Distribution Centre in Dongguan was 
held during the SPAR International 
Congress, which was hosted by 
SPAR China. The new state of the 
art Distribution Centre is designed to 
support the rapid roll-out of SPAR in 
Dongguan and to surrounding cities.

The Distribution Centre was designed 
with the support of SPAR International 
and the Warehouse Action Group. When 
future expansion phases are completed 
it will total 80,000m2 of warehousing. 

The operation of the DC started on a 
phased basis and went live for ambient 
products in early 2010, while fresh 
facilities followed later in the year. The 
operation of the warehouse is supported 
with a modern warehouse management 
system and RF technology.

Highlights
•	 The	DC	was	designed	with	the			
 support of the Warehouse Action  
 Group. 
•	 The	new	facility	is	part	1	of	an		 	
 80,000m2 Distribution Centre.
•	 The	DC	includes	a	Central	Kitchen.
•	 Ambient	and	fresh	/	chilled	goods		
 are distributed from the Distribution  
 Centre.

 

SPAR China
Dongguan open DC  

80,000m2

Distribution 
Centre officially 
opened. 
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Record retail sales were enjoyed by  
SPAR in 2010. Total retail sales amounted to 
€29.8 billion. SPAR also achieved another 
milestone, with total retail selling area 
growing to 6,296,512m². 

SPAR Worldwide

An overview of existing members

Western Europe

Africa

Botswana  
Year Joined: 2004
Store Numbers: 26
Sales: €98 m 

Mauritius  
Year Joined: 2000
Store Numbers: 7
Sales: €21 m

Namibia
Year Joined: 2004
Store Numbers: 26
Sales: €111 m 

Nigeria 
Year Joined: 2009
Store Numbers: 1*
Sales: €3 m
* First store opened 2010

South Africa 
Year Joined: 1963
Store Numbers: 803
Sales: €4,456 m

Zambia 
Year Joined: 2003
Store Numbers: 7
Sales: €53 m 

Zimbabwe 
Year Joined: 1966
Store Numbers: 69
Sales: €194 m

Eastern Europe

Austria 
Year Joined: 1954
Store Numbers: 1,442 
Sales: €5,128 m

Belgium
Year Joined: 1947
Store Numbers: 309
Sales: €783 m

Denmark 
Year Joined: 1954
Store Numbers: 520
Sales: €1,108 m 

France 
Year Joined: 1955
Store Numbers: 941
Sales: €969 m

Germany 
Year Joined: 1953
Store Numbers: 309
Sales: €333 m

Greece 
Year Joined: 1969
Store Numbers: 189
Sales: €705 m

Ireland 
Year Joined: 1963
Store Numbers: 444
Sales: €1,174 m

Italy 
Year Joined: 1959
Store Numbers: 1,485
Sales: €3,631 m

Netherlands
Year Joined: 1932
Store Numbers: 302
Sales: €496 m

Norway
Year Joined: 1984
Store Numbers: 296 
Sales: €1,418 m

Portugal 
Year Joined: 2006
Store Numbers: 45
Sales: €38 m

Spain 
Year Joined: 1959
Store Numbers: 917
Sales: €1,121 m

Switzerland 
Year Joined: 1989
Store Numbers: 158
Sales: €441 m

United Kingdom 
Year Joined: 1956
Store Numbers: 2,560
Sales: €3,092 m 

Croatia 
Year Joined: 2004
Store Numbers: 18
Sales: €233 m 

Czech Republic 
Year Joined: 1992
Store Numbers: 129
Sales: €522 m 

Poland 
Year Joined: 1995
Store Numbers: 61
Sales: €73 m 

Hungary 
Year Joined: 1992
Store Numbers: 398
Sales: €1,370 m 

Romania 
Year Joined: 2005
Store Numbers: 7
Sales: €10 m 

Russia 
Year Joined: 2000
Store Numbers: 233
Sales: €775 m

Slovenia 
Year Joined: 1992
Store Numbers: 82
Sales: €694 m

Ukraine 
Year Joined: 2001
Store Numbers: 31
Sales: €51 m

Australia 
Year Joined: 1994
Store Numbers: 100
Sales: €148 m

China 
Year Joined: 2004
Store Numbers: 125
Sales: €405 m

Japan 
Year Joined: 1977
Store Numbers: 91
Sales: €81 m

India
Year Joined: 2004
Store Numbers: 5
Sales: €45 m

Asia & Oceania
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SPAR Austria has seen continued 
growth in the last year. Retail sales 
increased by 4.5% to a record €5.13 
billion, with retail selling space now at 
over 1,050,000 m2. 

There has also been an increase in 
SPAR store numbers to 1,442. More 
than 700 of these are operated by 
independent retailers. SPAR also 
continued its programme of store 
modernisation with some 100 stores 
undergoing refurbishment in the course 
of the year. 

In 2010 SPAR Austria created 2,000 
additional jobs bringing the total 
employed to 38,000, of which 2,700 
are apprentices.

SPAR Austria opened its first 
environmentally friendly supermarkets. 
These stores feature energy saving 
initiatives in relation to heating and 
cooling. The reduction in CO2 emissions 
achieved by these stores in Vienna 
and Murau (Styria) equates to the 
total annual emissions of 40 Austrian 
households. The two new stores were 
awarded with an international climate 
protection prize by ÖGNI. 

INTERSPAR celebrated its 40th 
jubilee in Austria. This was marked 
with the opening of 10 new stores: 
4 new build and 6 refurbishments. 

INTERSPAR invested €60 million in 
this project which brings the total of  
INTERSPAR outlets in Austria to 64. 

A new INTERSPAR store concept was 
developed and launched during the year. 
This concept focuses on urban areas 
and the store size is reduced to 2,500m2. 
By year end, SPAR had opened 4 
hypermarkets based on this new  
retail concept.

A total of  24 major shopping centres 
across central Europe are owned 
and managed by its subsidiary SPAR 
European Shopping Centres (SES). 
The most recent shopping centre was 
opened in Vöcklabruck, Austria.

SPAR Austria launched the SPAR 
Express format in Austria. 11 SPAR 
Express stores were opened. It is 
planned that by the end of 2013 that 
70 SPAR Express stores will be in 
operation on petrol forecourts. 

The development of the private label 
range continued, with the successful 
launch of SPAR Premium, a new high 
quality artisan range. Pierce Brosnan is 
the face of the SPAR Premium range. 

The S-Budget range continues to perform 
well and the range was also introduced 
by SPAR UK and SPAR Ireland. 

The S-Budget concept was extended 
with the launch of the S-Budget travel 
website, which offers low cost travel 
within and outside of Austria.  

‘Stickermania’ was one of the most 
successful marketing activities of 
the year. Collectable stickers were 
distributed when items were purchased 
in SPAR stores. The novelty sticker 
books were sold out within weeks. 

SPAR Austria continues to place 
huge importance on Corporate Social 
Responsibility. Their contributions to 
charity totalled €1.3 million. They also 
received the Austrian Integration Prize, 
in recognition of the success of their 
apprenticeship academy. 

SPAR established a new form of 
sustainability training for apprentices 
in 2010. The apprentices were taught 
about issues such as responsible 
shopping, saving energy, etc.  These 
learnings have been put into practice, 
with apprentices in a position to provide 
information to customers in-store.

SPAR Austria are investing in electric 
mobility in the form of e-bikes and 
e-forecourts. They are the first Austrian 
company to introduce an initiative of 
this kind. 2,000 e-bikes have been sold 
by EUROSPAR and INTERSPAR stores. 

Western Europe

SPAR retail sales continued to grow, 
with an increase of 4.4%, which brings 
total sales to €783 million. A strong 
focus on price and range has enabled 
SPAR Belgium to grow market share 
and increase its price competitiveness.

SPAR is operated in Belgium by SPAR 
Retail (part of the Colruyt Group) 
and Lambrechts N.V. SPAR Retail is 
responsible for 249 stores, 238 of 
which are operated independently. 
Lambrechts N.V. are responsible for 
60 stores, all of which are run by 
independent retailers. 

There are three retail store formats 
operated in Belgium, SPAR, EUROSPAR 
and SPAR Express. SPAR is the 
dominant format with 241 stores, while 
SPAR Express stores now number 7.

The number of EUROSPAR stores 
has increased dramatically in the last 
year to 61 stores. This has been made 
possible through the re-development 
and extension of existing SPAR 
neighbourhood stores.

SPAR Retail have continued with their 
extensive range of customer promotions 
including newsletters and newspaper 
advertisements, to improve the price 
positioning of SPAR. 

SPAR Denmark continued to perform 
well in a difficult market, this was 
underpinned by the strong performance 
of EUROSPAR. Total retail sales 
increased by 0.4% to €1.1 billion. 

While store numbers fell by 6% to 520; 
retail selling space only declined by 
1.1% to 176,748m2. This is attributed 
to the opening of 18 EUROSPAR stores 
in April 2010. 

The changed retailing environment 
has placed considerable pressure on 
the smaller SPAR stores in Denmark. 
Hypermarkets can now stay open 7 
days a week with the exception of 
20 Sundays. This development has 
resulted in an increasing number of 
closures of smaller stores. 
 
SPAR Denmark continued to focus on 
their climate strategy. To date, they have 
achieved savings of €120,000 in their 
energy bill. This was made possible by 
a number of in-store initiatives including 
regulation of energy consumption by 
refrigerators. 

SPAR are the largest chain of 
independent retailers in Denmark. The 
introduction of the EUROSPAR format 
has helped to strengthen the SPAR 
brand. The focus in 2011 will be on the 
continued roll out of EUROSPAR.

SPAR France benefited from an upturn 
in retail sales and consumer confidence 
in the latter part of 2010 with retail sales 
growing 4.6% up to €969 million. 

Store numbers increased from 911 
in 2009 to 941, with total retail selling 
space growing 4.9% to 237,370m². 
This strong performance reflects the 
strength of the SPAR proposition of 
neighbourhood retailing.

SPAR France is owned by the Casino 
Group which is one of the major 
retailers in France. The growth in store 
numbers results from the focus Casino 
has placed on SPAR to grow its market 
share in neighbourhood retailing. SPAR 
benefits from good buying terms and 
access to private label ranges through 
its relationship with Casino.

A more sustainable approach to store 
refurbishment was adopted, including 
the use of LED lighting and refrigeration 
which helps to lower CO2 emissions. 
There was also a focus on providing 
local produce to consumers, as demand 
for sustainable consumption grows. 

The excellent performance of the last 
year will be consolidated in 2011 as 
retailers continue to invest in store 
refurbishment and introduce new 
product ranges. 

Austria Belgium Denmark France
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SPAR Germany completed their 
transition to convenience retailing and 
now are focused on the SPAR Express 
format. 

There are a total of 309 SPAR Express 
stores in Germany, with an average 
store size of 85m². 

The majority of their stores are located 
in petrol forecourts, in particular they 
have strengthened their relationship 
with	Jet/Conoco,	a	major	oil	company.	

SPAR Germany are now looking to 
expand on this success by partnering 
with other major petrol companies. 
They recently opened the first SPAR 
Express stores on a Shell forecourt.  
This store has achieved considerable 
success and further developments with 
Shell are forecast.
 
SPAR Germany is also targeting high 
footfall locations such as airports and 
railway stations. 6 SPAR Express stores 
were operated at train stations and one 
was opened at the Lindner Hotel. 

SPAR Germany aim to strengthen 
their position further by focusing store 
openings in petrol forecourts and high 
footfall locations.

Total retail sales in Greece now stand 
at €705 million. There are 189 SPAR 
stores nationwide with retail sales area at 
140,960 m2. The excellent performance 
of SPAR Greece was recognised by 
their inclusion in the ICAP ‘Strongest 
Companies in Greece’ list. 

In an exceptionally difficult economic 
environment, SPAR Greece achieved 
a 0.5% increase in turnover and 0.5% 
gain in market share. This was an 
outstanding achievement in a retail 
environment where increased taxes and 
lower wages led to a marked reduction 
in consumer buying power.

SPAR Greece faced this ‘consumer 
crisis’ with increased promotions 
and customer offers, strong media 
communication and the opening of 
8 new stores in the last quarter was 
particularly important.
 
SPAR Greece have continued to  
strengthen their sustainability 
commitment. They launched the ‘Smart 
Move’ campaign, which focused 
on local community health, nutrition 
and weight balance. In addition to 
this, they launched ‘SPAR Bio’, a  
new organic private label range 
which again contributes to their green 
sustainable image.

SPAR Ireland remained at the forefront 
of convenience retailing in Ireland, 
despite the very difficult economic 
climate. 

Continued investment in the growth and 
development of SPAR Own Brand, the 
introduction of the S-Budget Range and 
the opening of new EUROSPAR stores 
helped to deliver a strong performance 
with total sales of €1.17 billion.

SPAR Own Brand was in the headlines 
in Ireland once again when SPAR  
was announced winner of the 
prestigious national award for ‘Best 
Private Label Range’. 

The last year saw the roll out by SPAR 
of a strong digital and social media 
campaign across Facebook and 
Twitter. SPAR Ireland also launched an 
online campaign to promote its athletics 
sponsorship programme which received 
a great accolade in Ireland’s Digital 
Media Awards in the ‘User Experience 
Award category’.

SPAR Ireland in partnership with its 
retailers opened four new EUROSPAR 
stores during the last year, along with a  
flagship SPAR store in Dublin Airport’s  
new terminal. 

Western Europe

DESPAR celebrated their 50th 
anniversary in Italy. To mark the occasion 
they held a number of events across the 
country, raising public awareness of the 
SPAR brand and its importance in the 
history of retailing in Italy. 

SPAR Italy performed strongly in the 
last year despite the loss of a SPAR 
wholesale partner early in the year.  This 
development impacted negatively on 
both retail sales and store numbers. 
Retail sales are now at €3.6 billion, 
representing a decline of 4.6% since 
2009. Retail selling space also declined 
by 4.7% to 812,000m2. 

There are currently 1,485 stores in Italy, 
495 of which are company owned. 
Through this network of stores SPAR 
have a presence in most regions of Italy.

The DESPAR Partners operate stores 
under 3 formats: DESPAR neighbourhood 
supermarkets, EUROSPAR supermarkets 
and INTERSPAR hypermarkets. Many of 
the larger format stores are company 
owned, reflecting the scale of investment 
required. However, the independently 
owned,  neighbourhood supermarkets 
remain a key part of the future business. 

The SPAR neighbourhood store format  
dominates in Italy with 1,160 stores. 
There are 261 EUROSPAR stores and 
64 INTERSPAR stores. 

While the large format EUROSPAR and 
INTERSPAR stores only account for 
22% of store numbers, they dominate 
retail sales, with 60% of total revenue.

DESPAR are experiencing continued 
success with their organic private label 
range, Bio Logico. DESPAR was one of 
the first companies to launch a large-
scale distribution of organic products  
in Italy. DESPAR continued to focus on 
their private label offering by launching a 
new wine range.

SPAR Italy have continued to place 
importance on sustainability and the 
environment. They now have a fleet of 
electric and bio-fuel vehicles for their 
home deliveries from stores in the 
historical centre of Rome. 

The vehicles allow for increased 
environmental protection by avoiding 
CO2 emissions and thereby reducing air 
pollution. It is expected that the number 
of these vehicles will increase, with 
potential for their introduction into other 
Italian cities.

Retail sales in SPAR Netherlands totalled 
€496 million in 2010, a 5% decrease 
since 2009. This is a satisfactory 
performance as market conditions 
proved difficult with considerable 
pressure on price. 

SPAR Netherlands will maintain their 
focus on store improvements and 
refurbishments. Their aim is both to 
increase turnover and to create a more 
enjoyable consumer experience. 

The launch of a new organic private label 
range, Bio+, illustrates the commitment 
of SPAR Netherlands to the health 
and wellbeing of their consumers. This 
successful range will be extended.

The ‘SPAR Academie’ was launched in 
2010 with the aim of providing various 
training courses for the employees of 
SPAR Netherlands. 

During the year, SPAR Netherlands 
decided to move the head office and 
the southern Distribution Centre (DC) 
from Zevenbergen to Waalwijk. The 
construction of the new DC (23,000m2) 
and the 4 floor office building has 
started and it is expected that the 300 
employees will move to the new facility 
in mid 2011.

Italy NetherlandsGermany Greece Ireland
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Western Europe

SPAR Switzerland performed strongly 
with retail sales figures of €441 million. 
Store numbers remained unchanged at 
158 while retail selling space grew by 
2% to 68,285m2.

SPAR Switzerland has developed a new 
private label range called ‘italia&amore’. 
This is an authentic, high quality range 
available in all larger SPAR stores 
nationwide and is a unique offering to 
Switzerland.

A number of eco-initiatives were 
launched by SPAR Switzerland and 
sustainability will remain a key focus. 
The first Swiss grocery store fully 
serviced by LED lighting was opened. 

SPAR Switzerland has also converted 
its fleet of trucks to the newest exhaust 
emission standards. SPAR were the 
first Swiss retailer to launch cashless 
shopping via smart-phone. 

SPAR have focused on their multi-
media initiatives by launching a new 
homepage and by starting a Facebook 
campaign. To date both of these 
initiatives have proven successful  
and a focus will remain on strengthening 
SPAR Switzerland’s multi-media 
presence through 2011.

SPAR UK performed very well with retail 
sales exceeding €3.1 billion and store 
numbers totalling 2,560. Total retail 
selling space is almost 400,000m2 and 
the average store size has increased by 
4.7% to 156m2.

SPAR UK continued the roll out of 
the ‘Stores of the Future’ initiative, 
which optimises the layout and range 
according to local customer profile. 
Some 600 stores have been launched 
with this ‘look and feel’. 

SPAR UK have developed a new store 
proposition for its stores of less than 
100m2. This new concept is focused on 
providing a fresh offer including ‘food to 
go’. A trial store has been launched to 
test the new concept prior to a national 
roll out. 

SPAR UK have also redesigned their 
EUROSPAR format. The new design 
incorporates updated internal imagery, 
a new layout and ranging and the 
extended use of mega deals. 
 
SPAR private label range became 
a business priority in 2010 with the 
redevelopment of over 80% of the 
range. SPAR UK aim to make the private 
label a cornerstone of their business. 
Reactions have been positive 

with SPAR private labels being 
recognised and accepted as of equal 
quality to the big supermarkets’ own 
brand. 

SPAR UK sponsored an inspirational 
cookery series called ‘Meals in 
Moments’. This has been launched 
to help change customer perception 
of SPAR from an emergency shop 
to a destination for meal occasions. 
The show is presented by celebrity 
chef Simon Rimmer and most of the 
recipes use common ingredients found 
in-store and can be prepared in less 
than 30 minutes. The TV series was 
accompanied by a ‘Meals in Moments’ 
recipe book.
 
SPAR UK has continued its important 
association with European Athletics 
through their sponsorship of UK 
Athletics (UKA). Over the past 4 years 
SPAR and UKA have developed the 
‘SPAR Sprints Programme’, which 
helps to identify and develop talented 
young performers. 

SPAR’s website was re-launched and 
now attracts over 75,000 viewers each 
month. To drive traffic to the website 
SPAR have run a series of competitions 
online, often supported by in store 
leaflets and radio. 

Norway Spain Switzerland United Kingdom

SPAR Norway continued to grow, with 
sales of €1.4 billion, representing an 
increase of 8%. Consumer confidence 
is high due to an increase in average 
monthly household incomes and low 
unemployment rates. 

EUROSPAR was the fastest growing 
retail format in Norway with an increase 
of 5%. There are now 38 EUROSPAR 
stores nationwide, which account for 
20% of total SPAR sales.

NorgesGruppen ASA is the 
parent company of SPAR Norway. 
NorgesGruppen ASA is the largest 
food retailer in the Norwegian industry 
and SPAR accounts for 30 percent of 
its turnover. The Norwegian grocery 
market is highly concentrated and only 
has a few major players. 

The SPAR International Marketing 
Conference was held in Bergen, 
Norway. This was attended by a large 
number of SPAR countries.

The SPAR brand is actively supported 
by SPAR Norway through sports 
sponsorship and TV advertising. SPAR 
is the principal sponsor of the Norwegian 
Men’s Handball National Team.

SPAR Norway are continuing to 
focus on reducing their impact on the 

environment. The latest developments 
have seen SPAR pioneering cryogenic 
technology in transport refrigeration 
and continue to focus on transport 
optimisation.

SPAR Portugal has shown significant 
growth, achieving retail sales of €38 
million. Store numbers have increased 
by 50% to number 45.

This is a good performance as Portugal 
has experienced a serious economic 
crisis, affecting all sectors of the 
economy, with a marked decrease in 
consumer spending power.
 
The main focus for SPAR Portugal over 
the past year has been the opening of 
new stores in the Algarve. This area 
attracts a high volume of tourists each 
year. All the stores were new builds and 
were developed in areas of high tourist 
concentrations. 

SPAR Portugal have invested 
significantly in the development of their 
supply chain system. By year end they 
were operating a new logistics platform 
which allowed for the efficient supply 
and distribution of dry and temperature 
controlled goods.  

SPAR Spain retail sales performed very 
strongly with an increase of 5.3% to 
€1.12 billion. 

This was an excellent performance 
as the Spanish economy continued 
to experience a decline in consumer 
spending with high levels of 
unemployment and loss in consumer 
confidence.

The past year has seen Spain focused on 
the SPAR neighbourhood supermarket 
and EUROSPAR formats. There was an 
increase of 48 SPAR neighbourhood 
stores and 2 EUROSPAR stores.
The average size of a Spanish SPAR 
neighbourhood store is 332m2 and the 
average EUROSPAR store is 1,506m2.

SPAR Spain focused their marketing 
programme on their 50th anniversary. 
This programme culminated in 
the SPAR International sponsored 
European Athletics Championships in 
Barcelona. These Championships were 
the centrepiece for the celebrations of 
SPAR’s 50th Anniversary in Spain. 

Miguel Alimentation has recently 
become a new SPAR Partner in Spain 
and plans to open a further 500 SPAR 
stores nationwide over the next 5 years. 
They will also place increased focus on 
the SPAR Private Label range.

Portugal
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Eastern Europe

SPAR Russia continued to achieve 
substantial growth with retail sales 
increasing by 12.5% to €775 million. 
The number of stores has increased by 
10% to 233 stores.

Significant investment has been 
made in introducing ‘Food to Go’, 
Bread Departments and Fresh Meat 
Departments, with a focus on offering 
customers a ‘tasty supermarket’. 
This unique positioning, developed by 
SPAR, has impacted on the Russian 
supermarket sector.

The SPAR Partners have grown their 
business through franchising and 
working with independent retailers. 
This concept has been rolled out in 
the Middle Volga area of Russia with 
great success and will continue to be 
expanded. Franchising is recognised 
as an important route to growth and is 
seen as a major driver for the expansion 
of SPAR in the Russian market for the 
future. 

There are excellent prospects for growth 
in Russia. Four potential new SPAR 
Partners have been identified with three 
expected to become SPAR Partners by 
the middle of 2011.

SPAR retail sales in Slovenia increased 
2.3% to €694 million. This is a significant 
achievement in view of the very difficult 
economic climate. Store numbers 
increased to 82 and retail selling space 
grew by 1.6%.

A major focus was placed on the 
development of the SPAR private label 
range. A new range was launched 
called ‘SPAR Free From’, a gluten-free 
range aimed at customers with special 
dietary requirements. 

The trademark S-Budget range, now 
accounting for 5% of food and non-food 
sales, was upgraded due to increasing 
consumer demands and is expected 
to continue to experience growth  
in future years.

SPAR Slovenia is one of the ten largest 
companies in Slovenia with 4,224 
employees nationwide. A number of 
independent studies have confirmed 
SPAR Slovenia as one of the most 
popular and trustworthy companies in 
the country. SPAR Slovenia are ranked 
first in terms of price, freshness, quality, 
range of products and trust; according 
to the ‘Shopper trends 2010’ survey, 
compiled by AC Nielson.

Retail sales in Poland are now at €73 
million, this represents a 3.5% decline. 
Store numbers grew to 61 with the 
overall retail selling space at 14,758m2. 
Poland’s economy has shown significant 
recovery from the financial crisis so an 
upturn in retail sales is expected. 

SPAR Romania experienced significant 
difficulties with retail sales falling to €10 
million. Store numbers also decreased 
from 14 to 7. It is expected that a new 
SPAR structure will be implemented to 
develop SPAR in Romania.

SPAR Ukraine is rebuilding its position 
following the financial crisis with retail 
sales up 34% to €51 million. The 
number of stores nationwide increased 
to 31 with an increase in retail selling 
space to 25,000m2. 

Croatia Hungary Russia Slovenia

SPAR Croatia enjoyed significant growth 
with retail sales growing by 25% to 
€233 million. Store numbers increased 
by 5 to 18 stores nationwide with total 
retail selling space reaching 66,937m2. 
The average hypermarket store is 
4,200m2 and the average supermarket 
is 1,430m2.

There was a continued successful 
expansion into the Croatian market with 
the opening of 2 SPAR neighbourhood 
supermarkets and 3 new INTERSPAR 
hypermarkets. 

Three former Ipercoop hypermarkets 
were refurbished and rebranded as 
INTERSPAR hypermarkets. Two of the 
new build INTERSPAR’s have been 
opened in city centre shopping centres.

There are now six INTERSPAR 
hypermarkets in Zagreb, giving SPAR 
a strong market share in the Croatian 
capital.
 
SPAR Croatia have also focused on 
developing their own private label 
brand. The first product was launched, 
‘Ingo Drink’, an instant chocolate drink 
produced in co-operation with the 
biggest Croatian confectioner, Kraš. 

Retail sales in SPAR Czech Republic 
increased marginally to €522 million. 
This was a good performance in the 
context of the financial crisis which 
impacted negatively on many European 
economies. The average SPAR store 
size increased by 7% to 1,175m2 as a 
result of the closure of smaller stores.

SPAR Czech Republic have focused 
on their sustainability strategy. SPAR 
stores have started to incorporate 
energy efficient LED lighting and cooling 
equipment. The implementation of this 
new initiative has led to a 20% energy 
decrease in lighting. In addition to this, 
all SPAR promotional flyers were printed 
on recycled paper .

SPAR Czech Republic is strongly 
committed to the training and 
development of its employees. 
The focus of training has included 
communication and sales skills, 
improvement of soft skills and the 
development of presentation skills. 

The training initiatives of SPAR are 
actively supporting a project run by the 
European Social Fund (ESF), which is 
aimed at improving the development 
and competitiveness of society. 

SPAR Hungary faced huge challenges 
as the financial crisis impacted 
negatively on the economy. Retail sales 
declined to €1.37 billion, with store 
numbers remaining at 398 nationwide. 
The decrease in retail sales can be 
attributed to the reduction in consumer 
spending and the additional taxes 
charged in the retail sector. 

SPAR Hungary focused on the 
integration of the former Plus stores, 
acquired two years ago. 57 stores 
were modernised and re-branded. 
This conversion programme has been 
a success with customer turnover 
increasing as a result of the re-branding. 

SPAR Hungary’s private label range 
performed very well throughout the 
year, winning two prestigious awards at 
Foodapest 2010, the Best Own-Brand 
Product and the Innovation Award. 

SPAR Hungary were voted ‘Best in 
Sector’ at Reputation Rating 2010. This 
was achieved as a result of the continued 
focus on its quality centred business 
model. Major emphasis was placed on 
improving the price image through a 
combination of active promotions and 
improved cost effectiveness. 

Czech Republic Poland

Romania

Ukraine
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Africa

SPAR Namibia has continued to enjoy 
retail sales growth with an excellent 
increase to €111 million. The large 
SUPERSTORE format still accounts for 
the majority of SPAR sales in Namibia. 
Store numbers increased by 3 to 26 
nationwide, with retail selling space up 
to 26,298m2. 

The first SPAR Challenge run was held 
in Namibia in July. Proceeds from the 
race were paid to the Quinton Steel 
Botes Cancer Fund which helps cancer 
patients in Namibia. 

Through their sponsorship SPAR 
Namibia are investing in both the 
development of local athletes and also 
local people suffering from cancer. 
The next year will see a continuing 
commitment to community involvement 
at a national and local level.

SPAR opened its flagship store in 
Victoria Island, Lagos in August. The 
plan over the next year is to open 3 more 
stores. With a developing economy and 
growing population of over 150 million, 
there is significant potential to expand.

SPAR retail sales grew strongly to €53 
million. This is a satisfactory result as 
SPAR Zambia placed their focus on 
creating a solid corporate structure and 
robust financial procedures. 

There are currently 7 SPAR stores in 
Zambia with an average retail sales area 
of 2,010m2. 

SPAR Zambia rolled out the franchise 
store concept. This was successful as 
two existing company owned stores 
were taken over by franchisees. A 
number of additional  franchise stores 
are planned. 

SPAR Zambia’s key focus is on quality 
and service. The aim is to widen the 
range of products offered to their 
customers by working with other SPAR 
countries, e.g. South Africa and the 
UK. The first private label ranges are 
expected	to	arrive	in	March	/	April	2011.	

There is now a full-time business 
development manager working for 
SPAR Zambia. The primary focus will 
be on the expansion of the SPAR brand 
across Zambia.

SPAR Zimbabwe continued to 
experience significant growth in 2010 
with retail sales up by more than 50% 
to €194 million. Store numbers also 
increased to 69, with the average store 
size now at 589m2. 

2010 saw the launch of a new SPAR 
store format in Zimbabwe with two 
SPAR Express stores opening in the 
suburbs of Harare. In addition to the 
launch, an upgrade programme is 
currently being rolled out to improve 
store standards nationwide. 

SPAR Zimbabwe have focused on their 
private label ranges in 2010, providing 
the opportunity to build customer loyalty 
through quality and value for money 
offerings. This will remain a focus as 
SPAR look to extend their local range.

There was significant positive publicity 
for the SPAR brand in the last year with 
the announcement of the sponsorship 
of the Zimbabwe Rugby Union team 
and also a number of  high quality 
programmes for Zimbabwe National TV.  
They also continued with their support 
for Childline Zimbabwe through the 
SPAR sponsored Family Fun Run. 

South Africa Botswana Namibia Zambia Zimbabwe

South Africa continued to enjoy 
substantial growth with retail sales 
increasing 7.5% to €4.5 billion. SPAR 
South Africa has achieved significant 
growth over the last 5 years. This is 
a remarkable achievement as South 
Africa is still an extremely competitive 
and challenging trading environment. 

Some 31 new SPAR stores were 
opened and 146 store upgrades 
were completed. The store upgrades 
continue to be a major contributor to 
the turnover growth of existing SPAR 
stores which remained ahead of their 
competitors’ organic growth. 

The SPAR private label ranges again 
outperformed the growth of the total 
SPAR business, despite deflation in the 
big volume house-brand commodity 
lines. This growth has been driven by 
innovative product ranges and excellent 
support from SPAR retailers. 

There was a brand repositioning in the 
last years, moving to customer-centric 
‘My SPAR’. This reinforces the key 
role the customer plays in the success 
of the business. It continues to allow 
retailers to support local businesses 
and to develop their stores around the 
community’s needs. 

The Distribution Centres have excelled 
with 171 million cases delivered 
through the 6 DC’s during 2010. In 
the past 3 years SPAR have spent in 
excess of €100 million in upgrading the 
warehouse facilities. 

This included building a new 33,000m² 
DC at Philippi in Cape Town and adding 
a perishables facility to the Lowveld 
operation.

SPAR opened its first company owned 
stores during the year as a step to 
secure strategic locations. These will be 
managed by a newly established retail 
division.

Radio frequency and voice picking 
technologies have been rolled out to 
all DC’s. In 2011, SPAR aim to roll out 
labour and delivery route management 
software to all regions. These initiatives 
are improving logistic efficiencies and 
allowing SPAR South Africa to drive 
costs down.

SPAR & Standard Bank launched a 
mobile phone money transfer service, 
helping to reach those in the most 
remote parts of South Africa. SPAR 
also opened its first branded pharmacy 
in June 2010. 

SPAR performed strongly in the last year 
despite the economy being negatively 
impacted by the decreased demand for 
luxury export items such as diamonds. 
Retail sales grew to more than €98 
million. 

The number of SPAR stores increased 
marginally to 26 with retail selling space 
increasing to 23,183m2. 

SPAR will continue to focus on the 
refurbishment and development of their 
stores nationwide. 

SPAR Mauritius recorded excellent retail 
sales of €20.8 million, representing 
20% growth. This is a very positive 
result when compared with  the national 
inflation rate of 3%. SPAR opened their 
7th store increasing retail sales space 
by 15%.

SPAR plans to increase market share 
through new developments and 
acquisitions of existing trading store. 
These new projects will help to further 
promote the SPAR brand.

Mauritius

Nigeria



48 SPAR International Annual Report 2010 SPAR International Annual Report 2010 49

Asia

Australia India

SPAR Australia recorded an increase 
in retail sales to €148 million. This 
strong performance was accompanied 
by consolidation in the business and a 
reduction in the number of stores. 

SPAR announced a new majority 
shareholder, Jardim Investments Pty 
Ltd. This development is expected to 
significantly improve the competitiveness 
of retailers and accelerate the 
development of SPAR in Australia. 

SPAR retailers ran their second 
Continuity Programme with great 
results. The programme runs in-store, 
helping to build customer loyalty. 

SPAR Australia’s Stars Awards 
Programme was continued. This 
encourages excellence in food retailing. 
It provides guidelines and standards 
in Store Presentation, Marketing and 
Fresh Food. Other highlights include 
the company’s 6th Trade Show held 
on the Gold Coast in October, bringing 
together both SPAR retailers and  
SPAR suppliers. 

The first quarter of the current year is 
showing a decline in the Australian 
economy as the full force of natural 
disasters are felt. This in turn will impact 
on the SPAR retail sales figures.

SPAR China again achieved exceptional 
growth with retail sales up 59% to €405 
million. The retail sales area increased 
dramatically to 540,000m2; with store 
numbers increasing to 125. The majority 
of store openings were concentrated in 
the second half of the year. Thus, the full 
benefit of the increased floor space will 
be achieved in 2011.

SPAR  also opened its first store 
in Beijing, attracting over 45,000 
customers on its opening day.

There are currently two formats 
operating in China, the primary format is 
the SPAR hypermarket with 75 stores. 
There are also 50 SPAR supermarkets. 
SPAR China will continue to develop 
both formats into the future.

Two of the SPAR partners are fully 
operational from modern Distribution 
Centres (DC) in Shandong and 
Dongguan. There are three further DC’s 
undergoing development. 

SPAR China very successfully hosted 
the SPAR International Congress. The 
prospects are for continued growth, 
with SPAR partners investing in the 
expansion of the SPAR store network 
and the development of distribution 
centres to service the stores.

SPAR India more than doubled retail 
sales to €45 million. Two new stores 
were opened bringing the total number 
to 5 with an average store size of 
4,705m2. One of these new stores is the 
flagship hypermarket in Bangalore with 
a sales area of 8,630m2.

SPAR launched a new private label 
range with 19 SKUs. A number of new 
fresh food concepts were also launched, 
including a fresh bakery called ‘SPAR 
Freshbakes’ which now accounts for 
over 2.5% of hypermarket sales. 
 
There was continued development of 
the supply chain system in 2010 and 
this will be a priority for the next years.

SPAR India have continued to focus 
on Corporate Social Responsibility 
with its ‘Life Trust’ and ‘Beat Diabetes’ 
campaigns.

Despite the lack of growth in the 
Japanese economy, SPAR achieved 
a modest growth in retail sales to 
€81 million. There are currently 76 
SPAR Express stores and 15 SPAR 
neighbourhood stores.

China

Japan
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SPAR Partners Worldwide

Australia 
SPAR Australia Limited
 

Austria 
SPAR Österreichische Warenhandels AG
 

Belgium 
SPAR Retail NV (part of Colruyt) 
SPAR Lambrechts NV
 

Botswana 
SPAR Botswana 
The SPAR Group Limited, South Africa
 

China
SPAR China

SPAR Regional Companies: 
SPAR Shandong
SPAR Guangdong 
SPAR Hunan 
SPAR Shanxi 
SPAR Beijing
SPAR Jiangxi 
 

Croatia 
SPAR Hrvatska d.o.o. (part of ASPIAG)
 

Czech Republic 
SPAR √eská obchodní spole≠nost s.r.o. (part of ASPIAG) 
SPAR ıumava s.r.o.
 

Denmark 
SPAR	Danmark	A/S	(part	of	Dagrofa	A/S)
 

France  
SPAR France SAS (part of Groupe Casino)
 

Germany 
SPAR Handelsgesellschaft mbh 
 

Greece 
Veropoulos Bros S.A.

Hungary 
SPAR Magyarország Kereskedelmi Kft. (part of ASPIAG) 
 

India 
MAX Hypermarket India Pvt. Ltd.
 

Ireland 
SPAR Ireland (part of BWG Foods)
 

Italy 
DESPAR Italia Consorzio a r.l. 
 
SPAR Regional Companies: 
Aspiag Service S.r.l. 
C.A.D.L.A. S.p.A. 
FIORINO S.r.l. 
G.A.M. S.p.A. 
SADAS S.p.A. 
Aligrup S.p.A. 
Gruppo 6 G.D.O. S.r.l. 
IPA SUD S.r.l. 
DESA - CS&D scpa 
TUO S.p.A.
 

Japan 
Hokkaido SPAR Co., Ltd.
 

Mauritius 
SPAR Mauritius (part of SOMAGS Ltée)
 

Namibia 
SPAR Namibia 
The SPAR Group Limited, South Africa
 

Netherlands 
SPAR Holding B.V. (part of Sperwer Group)
 

Nigeria 
SPAR Nigeria (part of Artee Group)
 

Norway  
SPARNorway
[part of Kjøpmannshuset Norge AS (part of NorgesGruppen 
ASA)]

The continued success of SPAR is based on the commitment to 
outstanding service throughout the SPAR partnership of Retailers, 
Wholesalers and Entrepreneurs. 
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Poland 
SPAR Polska Sp. z.o.o. (part of Bac´-Pol)
 

Portugal 
SPAR Portugal S.A.
 

Romania 
SPAR Romania
 

Russia
SPAR Russia 

SPAR Regional Companies: 
SPAR Retail Moscow 
SPAR Vostok 
SPAR Middle Volga 
SPAR Povolzhye 
SPAR Tula
 

Slovenia 
SPAR Slovenija d.o.o (part of ASPIAG)
 

South Africa 
The SPAR Group Ltd.
 

Spain 
SPAR Española, S.L. 
 
SPAR Regional Companies: 
Agrucan, S.L. 
Cencosu, S.L. 
Domingo Marqués, S.A. 
Excluib, S.A. 
Fragadis, S.L. 
Insular General Alimentaria, S.A. 
José Espinosa Pomares, S.A. 
José Padilla Francés, S.L. 
Líder Aliment, S.A. 
Miquel Alimentacó Grup, S.A.U. 
Pascual Hermanos, S.L. 
Romen, S.L. 
Supermercados Marcial, S.L. 
Tomás Barreto, S.A.  
Victoriano Moldes Ruibal, S.A.

Switzerland 
SPAR Handels AG (Schweiz)
 

Ukraine
SPAR Ukraine

SPAR Regional Companies: 
SPAR Dnepropetrovsk 
SPAR Lugansk
 

United Kingdom 
SPAR UK Ltd. 
 
SPAR Regional Companies: 
Appleby Westward Group Plc 
A.F. Blakemore & Sons Ltd. 
Capper & Co. Ltd. 
James Hall & Co. (Southport) Ltd. 
Henderson Wholesale Ltd. 
C.J. Lang & Son Ltd.
 

Zambia 
SPAR Zambia Ltd.
 

Zimbabwe 
SPAR Zimbabwe Ltd. 
 
SPAR Regional Companies: 
SPAR Eastern Region 
SPAR Western Region
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SPAR International Action Groups

The Action Groups provide a unique platform for  
working together and exchanging knowledge. 

Marketing Action Group
 
Chairman: Tobias Wasmuht   SPAR International: Gary Harris, Ulrike Freudenberg, Nicole Iking, Penny van der Kaars

Gerhard Fritsch  A
Manu Suffeleers  B
Wolfgang Frick  CH 
Thomas Knäbke  D

Linda McBeth   DK 
Jesús González   ESP
Stratis Batagias  GRE 
Suzanne Weldon   IRL

Marco Orsenigo   ITA 
Marielle Witjes    NL 
Andreas Gjosund  NOR   
Adam Margolin  UK
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Statistics 2010

Country  Retail Sales  Retail Store  Retail Sales Average Store 
 000’s  Numbers  Area (m2)  Size (m2)
 
Austria  5,127,540  1,442  1,049,112  728
South Africa  4,456,496  803  861,488  1,073
Italy  3,631,029  1,485  811,956  547
United Kingdom  3,091,922  2,560  399,425  156
Norway  1,418,499  296  165,371  559
Hungary  1,370,404  398  399,530  1,004
Ireland  1,173,530  444  121,303  273
Spain  1,121,164  917  311,843  340
Denmark  1,108,279  520  176,748  340
France  968,730  941  237,370  252
Belgium  783,191  309  138,499  448
Russia  774,604  233  126,787  544
Greece  705,397  189  140,960  746
Slovenia  693,911  82  135,083  1,647
Czech Republic  522,425  129  151,598  1,175
Netherlands  496,296  302  121,616  403
Switzerland  440,659  158  68,285  432
China  404,953  125  544,650  4,357
Germany  332,972  309  26,280  85
Croatia  233,018  18  66,937  3,719
Zimbabwe  194,339  69  40,661  589
Australia  147,876  100  35,575  356
Namibia  110,621  26  26,298  1,011
Botswana  98,361  26  23,183  892
Japan  81,443  91  9,751  107
Poland  72,536  61  14,758  242
Zambia  53,499  7  14,073  2,010
Ukraine  51,028  31 24,899  803
India  45,274  5  23,525  4,705
Portugal  37,616  45  16,535  367
Mauritius  20,830  7  6,100  871
Romania  10,000  7  3,000  429
Nigeria  2,969  1  3,313  3,313

 
Total  29,781,410  12,136  6,296,512 519

Allan Nielsen   DK Sam Davidson   UK 

Human Resources Action Group
 
Chairman: Frank O’Donoghue   SPAR International: Jutta Klassen, David Moore

Raimund Lainer   A 
 

Warehouse Action Group
 
Chairman: Frank O’Donoghue   SPAR International: Dieter Dornauer

Anthony Barton   UK Pat McGarry   UKTrevor Currie   SA 

BIGS Action Group
 
Chairman: Gordon Campbell   BIGS: Marinus Koelewijn, Natasha Nadj 
 
Robert Schaumburger  A 
Johannes Holzleitner  Aspiag 
Jan Pelgrims  B 
Bernhard Schwendinger CH 

Jacob Heinz  DK 
Roufis Menelaos   GRE 
Simon Marriott  IRL

Simone Pambianco  ITA 
Jan-Hein van Spaandonk NL 
Mark Keeley  UK 

STOREIT Action Group
 
Chairman: Frank O’Donoghue

Roy Ford   UK 
Joanne Kelly   UK 

Hannes Leobacher  A 
Jernej Pirç   Aspiag 

Preben Gaardsøe  DK  
Enno Stelma   SA 


