New-generation
retailer

N E W- G E N E R AT I O N R E TA I L E R

To change the lives of our customers, staff
and partners, we decided to invent a different
retail experience that we call

new-generation retail.
Why? Because with the phygital shopping
experience we offer – meshing together
physical stores with our digital lifestyles –
we want all our customers to live better
by eating better.
Campaigners for Good, Healthy and Local,
we engage our customers, along with
our staff, suppliers and producers, in a shared
dynamic of positive change that benefits
everyone. We put people at the heart of
our business, because we want to reinject
meaning and appeal into all the work
involved in bringing food to our tables.
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A U C H A N R E TA I L

A unique and proven
model
CENTRAL AND EASTERN
EUROPE
Russia, Ukraine, Poland, Romania,
Hungary, Tajikistan

Auchan Retail is one of the few companies among
the world’s leading food retailers where staff can benefit
from its success through employee share ownership.

520

FRANCE

644

sales outlets

sales outlets

A LEADER WITH GLOBAL REACH
Just over 55 years after its foundation,
Auchan Retail now operates across
17 countries, from Europe to Asia and Africa.
We rank as the 11th largest food retailer in
the world and one of the most international,
generating more than 65% of our annual
revenue outside France and with upwards
of 4,000 branded stores around the world.
This controlled expansion has been achieved
through a mix of organic growth and local
franchise agreements and partnerships.

WESTERN
EUROPE
Spain, Portugal, Italy,
Luxembourg

2,049

sales outlets

AFRICA
Senegal,
Mauritania and
Tunisia(1)

2

841

sales outlets

30

sales outlets

STRONG MARKET POSITIONS
Auchan Retail achieved revenue of €50.3 billion
in 2018, and invested €1.4 billion. With its
brand popular among consumers, the company
holds strong positions in all the countries
where it operates.
A FAMILY AND EMPLOYEE
SHAREHOLDING STRUCTURE
As the world’s 35th largest employer with
354,851 employees, Auchan Retail is one of
the few companies of this scale to belong
to the people who make it what it is: capital
ownership of this profoundly people-centred
company is shared between its founding
family and 261,067 employee shareholders.

ASIA
Mainland China, Taiwan,
Vietnam

35th

largest
employer
in the world

4,084

sales outlets under
the Auchan banner

Figures at 31 December 2018
(1) Equity partnership with Magasin Général (81 sales outlets).
(2) Source: Deloitte study.
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11th

largest
retailer in
the worldl(2)
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A U C H A N R E TA I L

Giving our customers
the keys to
better food
Consumers are increasingly careful about what they eat,
about environmental protection, and about making sure food
is sustainably produced. The world is changing, and Auchan Retail
is changing with it. Putting health first by looking
after our customers and staff, our planet and all its people
is the first pillar of our vision: “Auchan changes lives.”

ALL CHANGE!
To encourage each of us to change our
behaviour little by little, we have to know how
to reach out to everyone. That’s why we’re taking
steps to mobilise our entire ecosystem, right up
and down the line. We’re uniting not just food
producers and manufacturers, but nutritionists
and great chefs, and the butchers, fishmongers
and bakers in our stores, as well as our partner
non-profits, in one powerful movement
– Campaigners for Good, Healthy and Local.
Our campaigning revisits every facet of how we
work, with the end goal of giving our customers
food they can trust.
STARTING WITH RESPONSIBLE
SUPPLY CHANNELS
We’ve undertaken to put in place 150 new
responsible supply channels every year, working
closely with locally based farmers around
the world to provide Auchan Retail with staples
like beef, tuna and rice – even in countries
where such channels don’t exist yet.
This approach enables us to build relationships
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of trust and achieve continuous improvement
in our procurement channels, to guarantee food
security, environmental standards, and safe
working conditions. It also helps reduce
pesticide use everywhere in the world. And now,
with blockchain technology, our customers
can trace their food right back up the chain
to the field or the farm.
HEALTHIER-THAN-EVER RECIPES
We know that to set an example, we have
to get our own house in order – so over
three years we’ve re-evaluated every one of
our own-brand food products and reduced fat,
additives, and preservative content. All products
are guaranteed GMO-free, and we’re on
our way to also eliminating palm oil. Even
with these health benefits, they’re still 20-30%
cheaper than competing products of equivalent
quality from national brands.

100%

302

100%

of our stores
sell products loose
by weight

responsible
supply channels
worldwide

of own-brand products
re-evaluated
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A TASTE FOR GOOD AND HEALTHY
AT THE HEART OF OUR STORES
We showcase fresh, seasonal and healthy
products in our stores so customers are
tempted to eat them more often. Our in-store
chefs demonstrate how to prepare
“homemade” dishes using products from
our shelves. Customers are invited to enjoy
tastings, technical demonstrations,
and cookery classes with food artisans like
our butchers and bakers, and we offer areas
where people can sit down to meals from
our deli rather than just a basic fast-food snack.
With real cooking and real flavours becoming
central in our stores, everyone can learn
how to enjoy them!

A U C H A N R E TA I L

N E W- G E N E R AT I O N R E TA I L E R

Taking meaningful action
for society
and for the planet

Coming together
to change everyone’s lives
Auchan Retail Youth Foundation
The Auchan Retail Youth Foundation has been running
for over 20 years and now operates in 12 countries.
In line with our vision as Campaigners for Good, Healthy
and Local, it supports community initiatives that focus
on promoting healthy eating and healthcare for its historic
target audience, vulnerable young people. We encourage
our staff in each participating country to get involved in
voluntary activities that make a real difference to people
at a local level. With initiatives like community kitchen
gardens and food stores, sports clubs and work training,
they might change the life of one child, one young
person, or a whole neighbourhood…

Being Campaigners for Good, Healthy and Local means going
the extra mile in the care we put into our products,
optimising their production and life cycle, and reducing waste.

PROTECTING THE CLIMATE
We’re striving to limit our ecological footprint
and contribute to combating climate change.
To give an example, we’re gradually replacing
the most environmentally harmful coolants
in our refrigeration systems with greener
alternatives. We’re also reviewing our ranges
to prioritise locally sourced products and reduce
the miles they have to travel to our stores.
To preserve primary vegetation – the lungs
of our planet – we’re cutting down on our use
of certain products such as palm oil.

RESPONSIBLE INNOVATIONS
It’s worthwhile seeking to preserve the world’s
ocean resources through aquaculture, but we
need to go further still, because feeding
the farmed fish still uses up a third of fish caught
globally. In France, InnovaFeed and Auchan
Retail teamed up to create a responsible supply
channel for farmed trout that substitutes wild
fishmeal with insectmeal. In another pioneering
initiative, we’ve brought in a range of 50 fruits
and vegetables guaranteed without pesticide
residues. Under this system, over 33,000 tonnes
of fruit and vegetables were grown in 2018,
on agricultural land treated with 40,500 litres
less chemicals.

6

TOWARDS LOW-IMPACT PRODUCTION
AND CONSUMPTION
Shifting towards a circular economy means
a more frugal use of natural resources. We’ve
been trying to combat food waste for a long
time – giving away products that are used
to make millions of meals, selling staple goods
by weight so none is wasted, and raising
awareness among staff and customers.
We strive to reuse packaging, and are meeting
our customers’ needs by leaning into ecodesign,
using more recycled and/or recyclable
raw materials, and making products more
repairable. And since we can’t achieve
absolutely zero waste, we sort it to make
recycling and recovery easier.

Weave our Future Foundation
Auchan Retail set up the Weave our Future (WOF)
Foundation in 2014, determined to make a lasting
contribution to bettering living and working conditions
over the long term for factory workers and their families
in developing and emerging economies, particularly
in the garment industry. It’s intended as a kind of social
laboratory that rallies local factory owners and social
services in Vietnam, Bangladesh and Cambodia.

BREAKING DOWN DISABILITY BARRIERS
Over more than two decades, Auchan Retail
has been taking proactive initiatives to create
an inclusive environment for employees
and customers with disabilities. These include
making workstations more accessible by fitting
ramps, Braille signage, or specially designed
seats and cash registers; offering adapted
working hours; training managers in fostering
an inclusive environment; and raising staff’s
awareness of difference and the need
for tolerance. Our employees in Poland with
hearing impairment receive specialised training.
Stores in Ukraine and Spain are equipped
with a video system for interpreting sign language
for the use of both customers and staff. Also
in Ukraine, an integration-through-work project
for young people with Down’s syndrome has
had backing for three years. In Italy, free home
delivery system is available to disabled customers.
And in France, the Auchance programme
was designed for apprentices with disabilities.

216

–5.8%

Reduction in electricity used
per m2 of floor area in our
stores in 2018

600

66%
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projects supported
by our foundations
worldwide in 2018

of waste from
our hypermarkets
is recovered

tonnes of plastic bottles
collected in our stores
in France
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A U C H A N R E TA I L

A multiformat and
phygital retailer
for the best
of both worlds

BRICKS-AND-MORTAR + DIGITAL =
THE TOTAL PACKAGE
Far from being stand-alone digital channels,
the website and mobile apps of Auchan Retail’s
e-commerce dovetail with the physical stores’
offer. They round out the stock available
at small-format outlets, increase consumer
choice, and reinvent the shopping experience
at the interface of the digital and physical worlds.
O2O (online to offline) systems put the human
touch back at the heart of new-generation
retailing by enticing online buyers to come

into stores and enjoy live tastings, tips
and product trials. Urban convenience shopping
in China is being transformed by our phygital
model with Auchan Minute – 18 m2 retail units
that look like shipping containers but dispense
over 500 everyday products for sale 24/7
with 100% digital payment methods. Yet another
Auchan Retail service that brings shopping
closer to our customers!

Blending the best of digital advances into our retailing formats,
we offer a reinvented shopping experience that matches up
to what customers want. We’re embedded in the fabric of their
everyday lives – not just a place for grocery shopping – so people
can seamlessly buy what they need, when and how they like.

DIFFERENT FORMATS,
DIFFERENT LIFESTYLES
Auchan Retail’s multiformat model has every
need covered, from hypermarkets where
you can stroll down endless aisles just
for the pleasure of it, to the little MyAuchan
on the corner with its rotisserie and ready
food display islands, staples sold by weight,
and choice line of beers – not forgetting
life-enhancing services like home delivery,
or the massive XXL range you can order from online.
Our multiformat model is also a great instrument
for regional planning. Hypermarkets, with their
hubbub of innovations, inject life into a whole
region. Superstores draw customers to
their traditional fresh food counters in the city
centre. The supermarket is where local people
bump into each other.
For maximum efficiency and flexibility, we offer
Click & Collect with temperature-controlled
lockers, while the neighbourhood convenience
store keeps the street front buzzing from dawn
until late in the evening.
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CONVENIENCE STORE

SUPERMARKET

300-500 m2
On the corner of the street,
everyday shopping and
appealing food, with a friendly
local flavour.

500-1,500 m2
A neighbourhood cornerstone,
with self-service aisles to satisfy
all your regular household
shopping requirements.

DIGITAL
Thousands of non-food
products, fresh produce
and special promotions
– as well as super-fast delivery.

SUPERSTORE

HYPERMARKET

1,500-5,000 m2
A city-centre marketplace
with fresh food counters run by
knowledgeable professionals
who are there to advise
customers.

4,000-30,000 m2
The widest product choice
and all the latest innovations
in a lively setting that’s fun
for all the family.
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Continuously reinventing
the customer experience
Because we genuinely want to change
the lives of our customers across the world, we make sure
to stay ahead – physically and digitally – so we can
co-create the retailing of tomorrow.

A PLETHORA OF NEW SERVICES
ALL OVER THE WORLD
In Luxembourg, a community dreamed up
their ideal hub of local life, which was used
to regenerate their physical store. The Militari
store in Romania trialled an immersive
experience that enables customers to move
around the shop virtually and examine nearly
3,000 household appliances and electronics
products – even getting close enough
to read the datasheets – then buy in one click,
only having to go to the store to pick up
their purchases. Mobile phones now double
as shopping assistants in every country.
For instance in Ukraine, iBeacon technology
harnesses geolocation data to guide
customers to the right product and point out
any bargains along the way. As for connected
labels, they can already be used on every
single one of our products to make it easier
for staff to mark the products on the shelves,
manage pricing more reliably in real time,
keep track of stock levels and save valuable
time. Soon these labels will enable geolocation
of products and be able to guide customers
to the right shelf or picking up area for delivery.
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MORE THAN JUST FOOD
We’re expanding our non-food sales with
own brands that share Auchan Retail’s values:
Cosmia for cosmetics and body care,
InExtenso for clothes, Cup’s for sports gear,
Qilive for electronics and multimedia,
kitchen and homewares by Actuel, toys
by OneTwoFun, and Airport for bags and
luggage. Auchan Retail is responsible
for product design, manufacture, warehousing
and supply across all these brands, orchestrating
a streamlined global supply chain.

Giving our customers
what they want
We’re always striving to improve the shopping
experience for our customers, so they can easily
buy just what they need, when they need it. That’s
the thinking behind our new “living zones” – a concept
that’s being rolled out in countries and contexts where
it helps us stay aligned with changes in people’s
mobility patterns and lifestyles.

TOWARDS A NEW EXPERIENCE
OF SHOPPING
In Turin, Italy, customers pick their fresh
lettuces directly from the aeroponic cultivation
system, try out the latest consoles and video
games in comfortable armchairs, and can
call on a pharmacist, a nutritionist, a makeup
artist or a hairdresser for health and beauty
advice. Even our four-legged friends have their
own space, with a dedicated shop-in-shop
selling 3,000 pet products.

This model is closely attuned with our customers’
needs, enabling us to design retail projects tailored
to specific localities and build strong relationships
with local suppliers – which in turn benefits the local
community. It’s appealing to shoppers, drawing on
a wealth of local and regional products, and built
around a calendar that harmonises with year-round
events that matter to the community.

100%

of stores in the 14 countries
where we are present offer
Click & Collect
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Entrepreneurs
by nature

Becoming a standard setter
for workplace wellbeing

Our goal isn’t to achieve success on our own, but to generate a positive,
caring dynamic in every country we operate in, so all our customers,
staff and partners feel inspired to come on board too.

Our business as a retailer relies on the engagement of our staff,
who are the foundation of our brands’ success day after day
– so we want to change their lives, too.

CREATING A STRONG LOCAL FRAMEWORK
When Auchan Retail sets up shop in a country,
it gives rise to a thriving ecosystem over time.
Our rigorous specifications encourage local
growers and livestock farmers to optimise their
methods, while guaranteeing a fair price. We
prioritise sourcing food from SMEs in the local
agricultural sector and innovate with them to
expand our ranges in line with local tastes.

TEAMWORK MEANS WE ALL SUCCEED
Auchan Retail has always taken a teamworking
approach, so customers are better served,
and our staff and all our partners feel more
engaged and loyal. We work alongside
other retailers to keep a check on prices.
We collaborate with farmers and the food
industry to promote what’s good and healthy.
We support franchisees providing much-needed
neighbourhood trading. We partner with
our employee shareholders to invent retailing
that changes people’s lives, and we team up
with entire countries for joint ventures to help
our planet’s 8 billion inhabitants share the best
of Auchan Retail.

BOOSTING LOCAL EMPLOYMENT
Senegalese in Senegal and Russian in Russia,
Auchan Retail automatically boosts the local
job market in every country, region or town
that welcomes it. In 2018, we recruited a total
of 61,489 new employees across the world.
When we open in a new country, we take
on up to 2,000 local people in each of the first
few years – especially young people.

CHANGING THE LIVES
OF OUR EMPLOYEES, TOO
It’s essential for our staff to feel good in their
jobs and have a sense that what they do is
meaningful. They want to be given responsibilities,
to build a career within the company, and to
achieve their full potential. We see the employment
contract as a two-way street, so we’re taking
action to change our employees’ lives and fulfil
their expectations. We deploy our peoplecentred model all over the world, spreading it
through local actions in each country so it reaches
out to meet the community’s real needs.

An alliance for a better deal
Auchan Retail has teamed up with Casino, Metro
and Schiever to create new-generation purchasing
alliance Horizon. The aim is to reset how distributors
and suppliers do business, by building a framework
of collaborative, balanced negotiations that’s
beneficial to all parties.
Horizon France takes a seat at the table to negotiate
with the big-league suppliers to national brands,
and works to set up shared agricultural supply
channels. The first such channel, which provides
freerange eggs, was launched in 2018. Capitalising
on its members’ complementary geographical
locations, Horizon International extends international
services to large-scale suppliers, while also supporting
SMEs that want to grow their businesses abroad.
Horizon puts out calls for tenders both in France
and internationally covering items of overhead that
are common to all its partners as well as bulk-buying
from well-known basic retail brands.
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150

10,000+

A SCHOOL OF EXCELLENCE
Our business spans a vast range of
professions, from sales and marketing through
to team management, procurement and
trading, to logistics and digital technology.
We offer training provision that’s equal to this
breadth, so our staff gain a sound grasp of
modern retailing, especially in the areas where
we have strong in-house expertise. This means
that wherever your talents lie, there’s plenty
of scope to build an exciting and worthwhile
career with us.

responsible supply
channels set up
every year worldwide

short food supply
chains created with
local food producers

287,000

employees
connected to the Birdy
collaborative tool

354,851

13

employees
worldwide

Find out more
www.auchan-retail.com
AuchanRetail
Auchan Retail
@Auchannews
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