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A ranking of global retail leaders competing for shopper dollars in the
food, consumables, health, beauty and wellness worlds. > sy Mike Troy

he RL100 is Retail Leader’s look at the world’s most sig- as opposed to retail sales. At some companies revenues
nificant companies operating in the retail industry based ~ and sales are synonymous, however at more diversified
on their annual revenues. The goal in compiling the list organizations retail sales is a subset of revenue. The
was to provide a definitive ranking of the largest retailers  distinction is important because it is the revenues and
offering food, consumables, health, beauty and wellness profitability of the entire enterprise that bolsters or

on a global scale. It is a massive industry worldwide and undermines retail performance. The best example of

the companies comprising the RL100 ranking combined ~ this phenomenon is Amazon. Its Amazon Web Services
to grow annual revenues by 5.5 percent to $3.63 trillion (AWS) division accounted for only 9 percent of last
in 2016 from $3.44 trillion the prior year. year’s total company revenues of nearly $136 billion,

It is worth noting that a conscious effort was made but generated 74 percent of total operating income of
to develop the list based on a company’s total revenues  $4.2 billion.
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It should also be noted that inclusion on the RL100 does not
mean a company is necessarily a retail leader even though rev-
enue generated from customers remains the industry’s ultimate
measure of success. However, the industry is dynamic so there
are always companies advancing and others declining. That was
the case last year with a total of 78 companies reporting sales
growth and another 22 experiencing declines.

What’s not so easy to spot are the new breed of retail leaders
whose approach to innovation and development of new busi-
ness models are impacting established retailers even if their
revenues aren’t significant enough to warrant inclusion on the
RL100. Established retailers hoping to remain on the RL100 or
advance through the ranks in the years ahead will be those best
able to capitalize on some or all of the following seven trends:

Speed: It wasn’t an accident that the phrase, “moving with
speed,” appeared on the cover of Walmart’s annual report.
The world’s largest retailer is out to convince investors that it
is nimble, aggressive and taking action to serve shoppers in
new ways to maintain its dominance. Walmart is not alone
in its desire to take action more quickly. The concept of speed
has always been important in retail, to
move more quickly than competitors, but
now consumer adoption of technology has
left most retailers in “fast-follower” mode
attempting to keep pace with customers
more so than competitors, many of whom
are in the same boat. Speed applies to every
aspect of retail now, from decision-making
to implementation. Recent years have seen
retailers move to doing in days what used to
take weeks or months, but the next progres-
sion is doing in hours what used to take
days and in extreme cases doing in minutes
what used to take hours.

Convenience: Retailers are moving more
quickly because consumers are moving more
quickly, demanding to be served in new, fast-
er more efficient and always less expensive
ways. As the level of convenience demanded
by consumers continues to increase, retailers competing in the
age of instant gratification have to look in the mirror and hon-
estly assess and repair the potholes along the path to purchase
shoppers traverse to interact with their brand.

The Death of Channels: Retailers who think in terms of
channels are doomed because shoppers don’t think in terms
of channels. Channel blurring is a well-established trend,
yet it is common for those in the industry to ascribe channel
monikers to segment the marketplace in outdated ways that are
not relevant to shoppers. Traditional supermarkets compete
with every other venue that sells food. The extreme prolifera-
tion of competitors vying for share of stomach means requires
traditional retailers of fresh and packaged food to think much
differently about their competitive set.

Seamless Execution: Online is not a channel and retail-
ers and brands who continue to regard it as such are in peril.
Attempting to attribute a sale as digital or physical misses the
point and is impossible anyway because shoppers flit back
and forth between these worlds. The concept of seamless
integration between physical and digital remains an elusive
goal for many retailers who provide a clunky experience, but
mastery of the art of seamless has become essential.

Direct-to-Consumer: The phenomenon of brands selling
direct to shoppers will continue to gain momentum in the
years ahead. It represents a viable distribution option for ma-
jor brands and especially tertiary brands unable or unwilling
to comply with retailers’ financial and supply chain require-
ments. These brands also increasingly have available to them
the cross border trade opportunities with companies such
as Alibaba eager to help facilitate the sale of U.S. brands in
China via its platform.

That Could Have Been Us: The lack of innovation will be
the undoing of many a retailer in the years ahead. While some
conventional operators are focused on driv-
ing scale the old fashioned way, such as the
2016 merger of Ahold and Delhaize Group or
the 2015 tie up between Albertsons and Safe-
way, other companies are inventing new ways
of serving shoppers. The best most recent
example is meal kit provider Blue Apron,

a company whose first quarter sales have

it on track to surpass the $1 billion mark

in 2017. Supermarkets wedded to a legacy
model of relying on promotions to generate
traffic ceded the meal kit space to startups
even though they had the infrastructure and
proximity to customer to execute a meal kit
program. Don’t let it happen again.

Customer Service: Customer service
takes many forms in the digital world, but
even Millennials want to be able to interact
with a human when other forms of commu-
nication are unsuccessful. The same is true in physical stores
where in a classic chicken and egg scenario, retailers have
degraded the store experience by “optimizing” store labor and
then wondering why shoppers have migrated online. It has
been said countless times, even by online-only retailers, that
there will always be a role for physical retail. Those who are
most successful will find a way to provide customer service
in the way that shoppers want to receive it rather than how
retailers are willing to provide it.

All of the above, as well as numerous other factors, will
determine the composition of next year’s RL100 list. For
example, the retailer best able to capitalize on drone deliv-
ery, autonomous vehicles or robotics will likely fare well in a
future that arrives more quickly every day. RL
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Rank Company 2016 Revenue 2015 Revenue  YOY % Chg
(USD. Mil.) (USD. Mil.)
1 Wal-Mart Stores 485,873 482,130 0.8%
2 CVS 177,626 158,290 15.8%
3 Amazon 135,987 107,006 27.1%
4 Schwarz Gruppe/Lidl & Kaufland (Germany) 128,327 118,961 7.9%
5 Costco 118,719 116,199 2.2%
6 Walgreens Boots Alliance 117,351 103,444 13.4%
7 Kroger 116,387 109,830 5.0%
8 Home Depot 94,595 88,519 6.9%
9 Aldi (Germany) 93,399 8, i 7.1%
10 Carrefour (France) 79,696 81,066 =19
11 Aeon Co., Ltd. (Japan) 73,129 72,832 0.4%
12 Tesco (U.K) 70,056 67,870 3.7%
13 Target 69,495 73,785 -5.8%
14 Metro Ag (Germany) 66,454 65,554 1.4%
15 Ahold Delhaize (Netherlands) 65,669 64,141 2.4%
16 Lowe's Companies 65,017 59,074 10.1%
17 Albertsons 59,678 68,734 1.6%
18 REWE Group (Germany) 57,050 54,353 5.0%
19 Auchan Holding SA (France) 55,649 56,696 -1.8%
20 Leclerc (France) 55081 49208 11.9%
21 Seven & | Holdings (Japan) 53,032 52,973 0.1%
22 Edeka (Germany) 52,256 50,992 2.5%
23 Intermarche (France) 51383 44098 16.4%
24 Wesfarmers (Australia) 48,940 46,318 5.7%
25 CK Hutchison Holdings/A.S. Watson (Hong Kong) 48,057 51,074 -5.9%
26 Woolworths (Australia) 44,916 45,284 -0.8%
27 Groupe Casino (French) 37,969 37,208 2.0%
28 JD.com (China) 37,465 26,109 43.5%
29 Loblaw Companies Limited (Canada) 85,810 34,614 2.2%
30 Alimentation Couche-Tard 34,145 34,630 -1.1%
31 Publix Super Markets 33,999 32,362 5.1%
32 TJX COS INC 33,183 30,944 7.2%
33 Systeme U, Centrale Nationale 32947 26048 26.5%
34 Rite Aid 32,845 30,736 6.9%
35 J Sainsbury (U.K) 31,898 28,692 11.6%
36 Coop Group (Switzerland) 29,204 28,924 1.0%
37 Migros (Switzerland) 26,051 25,012 1.8%
38 Macy's 25,778 27,079 -4.8%
39 Lotte Shopping Co. (S. Korea) 24,474 24,139 1.4%
40 H-E-B Grocery 23,000 21,931 4.9%
4 Alibaba (China) 22,994 14,694 56.5%
42 Mercadona (Spain) 22,781 21,946 3.8%
43 Sears Holdings 22,138 25,146 -12.0%
44 Dollar General 21,986 20,368 7.9%
45 Dollar Tree 20,719 15,498 338.7%
46 WM Morrison Supermarkets (U.K.) 20,467 20,223 1.2%
47 Dairy Farm International (Hong Kong) 20423 17907 14.1%
48 Empire Company/Sobeys (Canada) 19,102 18,667 2.9%
49 Kohl's 18,686 19,204 -2.7%
50 Staples 18,247 18,764 -2.8%

THE RL100 RANKING METHODOLOGY

The RL100 ranking that appears on pages 18 and 19 is a ranking of global retailers for whom the merchandise categories of
food, consumables, health, wellness, beauty and related products comprise the bulk of their sales or represents a key aspect
of their go-to-market strategy. The list is compiled from extensive Retail Leader research and other sources deemed reliable
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Rank Company 2016 Revenue 2015 Revenue  YOY % Chg
(USD. Mil.) (USD. Mil.)
51 Meijer 17,430 16,900 3.1%
52 X6 Retail Group (Russia) 16,849 13,210 27.5%
53 Ace Hardware 16,677 14,345 16.3%
54 PJSC Magnit (Russia) 16,255 14,441 12.6%
55 Wakefern / ShopRite 16,000 156,400 3.9%
56 China Resources Vanguard (China) 156,915 17,606 -9.6%
57 John Lewis Partnership/Waitrose (U.K.) 15771 16278 3.2%
58 Whole Foods Market 15,724 16,389 2.2%
59 Cencosud (Chile) 15,446 16,430 -6.0%
60 Nordstrom 14,498 14,095 2.9%
61 Companhia Brasileira de Distribuicao (Brazil) 12,749 11,434 11.6%
62 L Brands 12,674 12,154 3.5%
63 JC Penney 12,647 12,625 -0.6%
64 BJ's Wholesale Club 12,600 12,000 4.2%
65 Supervalu 12,480 12,907 -3.3%
66 Bed Bath & Beyond 12,104 11,881 1.9%
67 Southeastern Grocers 11,820 11,898 -0.7%
68 Co-Operative Group Ltd. (UK.) 11,652 11,318 3.0%
69 S Group (Finland) 11609 11377 2.0%
70 E-Mart (S. Korea) 11243 10637 5.7%
71 CST Brands 11,106 11,455 -3.0%
72 Hudson's Bay Company 11,022 8,611 29.5%
73 Office Depot Ao islE2r -6.0%
74 Trader Joe's 10678 9949 7.3%
75 Liberty Interactive (QVC) 10,647 9,989 6.6%
76 Hy-Vee 9,800 9,600 2.1%
7T Giant Eagle 9,600 9,500 0.0%
78 Canadian Tire 9,414 9,116 3.3%
79 Shoprite Holdings (South Africa) 8,800 7,695 14.4%
80 Army & Air Force Exchange Service 8,500 7,206 18.0%
81 Wegmans Food Markets 8,300 7,900 5.1%
82 Petsmart 7,950 7,700 3.2%
83 Spartan Nash Co. 7,735 7,652 1.1%
84 Casey's General Stores 7,606 7,122 -5.1%
85 Soriana (Mexico) 7,045 5,160 36.5%
86 Tractor Supply Co. 6,780 6,227 8.9%
87 President Chain Store Corp. (Taiwan) 6,658 6,353 4.8%
88 WinCo Foods 6,500 6,400 1.6%
89 Dillard's 6,256 6,595 -5.1%
90 Pick n Pay Holdings (South Africa) 6,104 5,669 7.7%
91 Defense Commissary Agency (DeCA) 5,660 4,646 19.7%
92 Lawson (Japan) 5537 5117 8.2%
93 Big Lots Inc. 5,200 5,18 0.2%
94 Neiman Marcus 4,950 5,100 -2.9%
95 Ulta Salon Cosmetics & Fragrance 4,854 3,924 23.7%
96 Save-A-Lot 4,488 4,623 -2.9%
97 Petco 4,480 4,100 9.3%
98 Smart & Final 4,342 3,971 9.3%
99 Stater Bros. Markets 4,300 4,100 4.9%
100 The Save Mart Cos, 4,200 4,300 -2.3%

including Kantar Retail, Deloitte and Fung Global Retail and Technology. The ranking is based on a company’s total revenue, rather

than the subset of retail sales, because it provides the broadest view of a company’s overall performance which impacts retail

competitiveness. In cases of international retailers who report financial results in local currencies revenue figures were converted
to U.S. Dollars on the date of their most recently reported fiscal year end. RL
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