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This Green Paper, developed under the European project Reinpo RETAIL, collects a 

detailed analysis of the retail sector in the EU as well as a set of projects and proposals 

that have emerged in the project Steering Committees held since 2010 to coordinate 

the work of an important partnership at transnational level. 

 

From the beginning, Reinpo RETAIL has set common objectives and goals. The 

transnational dynamics of its definition and its implementation has allowed defining an 

interesting Euro-Mediterranean cooperation methodology that has favored to portray 

and draw common spaces. It is common within the partnership, that the retail sector 

has a specific weight and importance in the generation of wealth in the EU. It is also 

common that the sector is a major engine for the creation of employment and for the 

implementation of self-employment and entrepreneurship policies. Similarly, the 

consortium and the groups of experts involved in the development of Reinpo RETAIL 

phases have agreed that the sector has a direct influence on the definition of 

remarkable community policies, namely: environment, energy efficiency, logistics and 

transportation and urban development, among others. With this image in mind, the 

question underlying is, as it was expected, the following: which tools, mechanisms, 

programmes and initiatives the EU implements to improve the competitiveness of the 

sector? Unfortunately the answer is discouraging: few and, moreover, provided with an 

inefficient articulation and communication strategy. 

 

When the sector is compared to other sectors of the European economy, both general 

and specific, it is observed that the retail sector is clearly over sighted and has only 

interested the EU from a regulatory point of view. This is the starting point of the 

project and the overall approach of the Green Paper. What we pretend with its 

presentation and publication is to demonstrate the shortage of resources addressed at 
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the growth of the sector that the EU puts at the disposal of agents despite its specific 

weight on the EU GDP. On the other hand, this paper pursues to organize a debate 

around the proposals arising within the project with the aim to benefit the 

programmes, channels and tools of the EU to improve the growth of opportunities of 

the sector in the EU departing from the current political and economic scenario of the 

EU. 

 

This document, written by the Chamber of Commerce, Industry and Navigation of 

Castellón in cooperation with all project partners, wants to be an engine to organize 

the debate and propose specific actions; given its philosophy and its development 

method, it constitutes an open compendium subject to revision and expansion of ideas 

and action plans that, in case they were implemented at European level, they could 

facilitate the creation of a European community that wants to provide the sector with 

services related to innovation, internationalization, technological modernization and 

energy efficiency, among others. 

 

In order to continue building our common proposal, we have designed a transfer of 

ideas and debate space that can be followed through: www.reinporetail.eu/greenpaper  

This is the open mailbox from which we intend to launch an open line of discussion 

among all stakeholders in the sector at European level. It will be a pleasure for us to 

have your participation in order to improve this work. 

 

Thank you very much for your interest in our proposal! 

 

The transnational team of the Reinpo RETAIL project. 

 

 

 

 

http://www.reinporetail.eu/greenpaper
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1. The Retail sector in the European 

economy. 

 

A strategic and competitive sector 

 

For the EU, putting the emphasis on the design of policies and specific funds for the 

retail sector is crucial at a key moment in which the new financial frame for the next 

seven years is being designed. This is even more important if we take into 

consideration the following macro-economic data. 

 

The business sector (wholesale and retail) plays a key role in the European economy: it 

offers competitive services to the 500 million European consumers and generated in 

2010 EUR 1.160 million, representing 11% of the EU GDP. It is a very dynamic sector 

that includes one out of three European companies, mostly small and medium-sized. It 

is also a very important source of job creation: the business sector currently employs 

more than 33 million people, out of which, almost 19 million are employees of the 

retail sector. 
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The retail trade is the largest sector within the non-financial business economy in the 

EU-27 in terms of number of companies and employees, and the second largest one in 

terms of volume of sales and added value, behind the wholesale trade. The retail 

sector's turnover in 2010 reached EUR 2.592.034 million. The retail sector in the EU-27 

is formed (data from 2010) by 3,64 million enterprises that employed 18,5 million 

people, equivalent to 17,1% of all the companies from the non-financial business 

economy and to 13,8% of the workforce of the non-financial business economy. 

 

Table 1 
 

 Key indicators EU-27 
 

 Retail trade, except of motor vehicles and motorcycles 
 

 Units: Values. 
 

 INDICATORS / TIME 2009 2010 

Number of enterprises (x1000) 3.555 3.648 

Number of persons employed (x1000)* 18.542 18.562 

Turnover (EUR million) 2.462.402 2.592.034 

Purchases of goods and services (EUR million) 2.017.582 - 

Personnel costs (EUR million) 283.828 291.952 

Value added (EUR million) 432.013 454.000 

Gross operating surplus (EUR million) 149.336 160.245 

Share in non-financial business economy total (%) 

Number of enterprises  17,1 16,8 

Number of persons employed* 13,8 14,01 

Value added  7,7 - 

Eurostat. Annual detailed enterprise statistics for trade (NACE Rev. 2 G) 

* Estimated. 

   

The retail sector plays a key role in sustaining competitiveness. The high competition 

between the existing forms and establishments in the sector guarantees the 

maintenance of prices and controls inflation. In addition, the sector has influence over 

the increase in the productivity of manufacturers and producers. This all happens due 

to the important business tissue of the sector, comprising 3,64 million businesses, of 

which 1,72 million, 47,1% of the EU-27, are located in the Mediterranean European 

countries (excluding Greece and Malta). Among the Member States, only three 

countries, Italy (17,7%), Spain (13,3%) and France (11,6%), include 42,5% of the 

European retail sector enterprises. At a certain distance from these countries are 

Poland (9,1%), Germany (8,9%) and the UK (5,1%). 
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Table 2 

Number of enterprises 
   

Retail trade, except of motor vehicles and motorcycles 
  

Units:  Enterprises. 
      

GEO/TIME 2008 2009 2010 
   

European Union (27 countries) 3.669.688 3.555.397 3.648.437 
   

Mediterranean (7 countries) 1.757.212 1.692.410 1.719.003 
   

Belgium 76.253 74.260 78.357 
   

Bulgaria 91.217 104.850 102.504 
   

Czech Republic 122.947 128.448 128.837 
   

Denmark 23.143 21.786 21.569 
   

Germany 275.330 329.409 325.083 
   

Greece - - - 
   

Estonia 4.316 4.484 4.669 
   

Ireland 21.919 21.933 21.849 
   

Spain 510.006 497.992 483.766 
   

France 400.617 378.768 422.117 
   

Italy 669.893 651.024 644.873 
   

Cyprus 12.009 11.325 10.531 
   

Latvia 12.981 13.566 13.965 
   

Lithuania 38.639 34.327 34.953 
   

Luxembourg 3.006 3.066 3.169 
   

Malta - - - 
   

Hungary 93.782 88.971 88.132 
   

Netherlands 76.269 77.879 93.424 
   

Austria 41.306 40.061 40.617 
   

Poland 377.259 319.039 330.892 
   

Portugal 164.687 153.301 157.716 
   

Romania 135.244 121.311 112.198 
   

Slovenia 6.727 6.897 7.150 
   

Slovakia 9.295 9.764 58.913 
   

Finland 23.077 22.840 22.316 
   

Sweden 58.502 58.487 59.831 
   

United Kingdom 194.731 187.946 187.344 
   

Eurostat. Annual detailed enterprise statistics for trade (NACE Rev. 2 G) 
 

 

As it can be observed in the analysis tables, the sector is dominated by SMEs and 

microenterprises. In 2010 there were 3,47 million microenterprises up to 10 employees 

(95,3%), of which 54,8% were sole traders or had a single employee. Other 153.432 

companies were small (4,2%), with up to 50 employees, and 16.000 were medium, with 
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50 to 250 employees (0,1%). Only 0,1% means 3.463 companies were large companies 

with more than 250 employees. 

 

If the smallest companies constitute the backbone of the sector in terms of business 

tissue, in terms of employment, there is a certain balance between the smallest and the 

largest ones. Therefore, 38,3% of the employment of the business sector is generated in 

microenterprises (7,1 million employees), which represents 8,3% of the employment. 

The 15,8% is generated in small enterprises and 8,8% in the medium ones. In 2010, 

large companies employed 6,86 million people, 37,0% of the total. 

 

Regarding the Euro Mediterranean countries, they group 37,8% of the jobs in the sector 

in the EU-27, being Germany (18,0%), the UK (16,4%), France (10,3 %) and Spain (9,2%), 

the countries with the highest number of employees in the sector. The evolution of 

employment in the period 2001-2010 has been positive for the European Union as 

a whole, with an overall increase of 16,5%, which certainly places the sector as a 

relevant engine to generate employment at European level. However, in Austria (-6,5%), 

Belgium (-7,5%), Italy (-1,6%), Luxembourg (-42,6%), Portugal (-3,6%) and the United 

Kingdom (-8,0%), the dynamics has been just the opposite. Meanwhile, Cyprus (41,5%), 

Bulgaria (41,3%), Lithuania (30,7%), Poland (27,9%), Denmark (26,4%), Slovakia (24,4%), 

Spain (23,4%), Greece (24,2%) and Ireland (21,2%), were the countries where 

employment increased the most over this period. 

 

As it is shown, there is a clear trend of employment growth in the retail sector in the 

countries of Southern and Eastern Europe, being Cyprus, Spain and Greece the Euro 

Mediterranean countries that show positive data. Cyprus is also the EU-27 country 

where the employment has most grown; in percentage terms over the last decade there 

is substantial data from Eurostat, being the employment growth curve always 

increasing in the time period analyzed. 
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Table 3 

    Distributive trades by employment size classes  

  Retail trade, except of motor vehicles and motorcycles 

  
Size classes 

Number of 

enterprises 

(2010) 

% 

Persons 

employed 

(2010)   

% 

  Units   X100   

Total 3.648.437 100,0 185.615 100,0 

0 to 1 person employed 2.000.262 54,8 19.700 10,6 

2 to 9 persons employed 1.474.784 40,4 51.348 27,7 

10 to 19 persons employed 109.546 3,0 15.308 8,2 

20 to 49 persons employed 43.886 1,2 14.000 7,5 

50 to 249 persons employed 16.000 0,4 16.265 8,8 

250 persons or more 3.463 0,1 68.681 37,0 

Eurostat 

    *2009 

     

The structural changes occurring in the sector, especially in the last decade, have 

significantly accelerated the balance between commercial formats. This is evidenced by 

a higher concentration and business integration that has led to an increase in the 

average business size, even with absolute preponderance of SMEs, as well as a 

development of branch chains and franchise networks, the proliferation of larger 

outlets, the search for economies of scale to capture greater market share and facilitate 

the internationalization and vertical integration of the supply chain. The impact of 

technology has also been very important in the last decade: the e-commerce has 

developed simpler products, accessible to small, and sale strategies have become 

international mainly through online marketing. 

 

These changes have had different evolutionary rates between different member 

countries, with different effects on employment, competitiveness and productivity. 
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Distributive trades by employment size classes 

Persons employed, UE-27. (2010). 

 

 

According to the European Commission report “European Commission staff working 

document on retail services in the internal market”, the eight biggest companies in the 

sector represented from 50-80% of the retail food trade market in most of the mature 

retail markets of the EU-15 in 2007. This level of concentration is particularly relevant in 

some countries. For example, in Finland, the two biggest retailers represent 76% of 

food shops. In Lithuania, Norway and Slovenia, employment in big companies is 

concentrated in four large retailers who clearly control the sector. At the other end of 

the scale, the ten main distributors in the Czech Republic, Italy and Poland represent 

fewer than 20% of the sector. Companies with over 250 employees represent two of 

every three jobs in the United Kingdom (2009), and almost one of every two in Austria, 

Finland and Slovenia. Bulgaria (17,8%), Italy (24,2%) and Cyprus (27,9%) display the 

lowest concentrations in companies with over 50 members of staff. 
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Table 4 

Number of persons employed 
   

Retail trade, except of motor vehicles and motorcycles 
  

Units: Persons. 
      

GEO/TIME 2008 2009 2010 
   

European Union (27 countries)* 18.337.500 18.464.200 18.561.500 
   

Mediterranean (7 countries)** 7.609.946 7.093.935 7.019.233 
   

Belgium 316.694 302.697 317.975 
   

Bulgaria 288.559 316.071 311.257 
   

Czech Republic 359.484 358.918 357.792 
   

Denmark 299.584 226.324 223.399 
   

Germany 2.878.893 3.321.133 3.333.262 
   

Greece - - - 
   

Estonia 50.272 45.694 44.842 
   

Ireland 231.265 216.229 211.328 
   

Spain 1.830.471 1.746.368 1.712.715 
   

France - - 1.904.942 
   

Italy 1.911.419 1.899.734 - 
   

Cyprus 38.546 37.230 37.754 
   

Latvia 109.659 96.290 91.285 
   

Lithuania 163.304 136.293 129.019 
   

Luxembourg 22.745 22.284 23.019 
   

Malta - - - 
   

Hungary 342.107 326.571 322.021 
   

Netherlands 795.041 799.163 810.365 
   

Austria 346.620 340.005 343.294 
   

Poland 1.398.518 1.286.524 1.291.614 
   

Portugal 454.498 441.523 459.046 
   

Romania 566.694 496.805 471.474 
   

Slovenia 56.099 55.851 55.754 
   

Slovakia 104.729 103.675 191.666 
   

Finland 162.098 163.658 163.623 
   

Sweden 309.763 302.797 311.361 
   

United Kingdom 3.106.926 3.154.783 3.043.917 
   

Eurostat. Annual detailed enterprise statistics for trade (NACE Rev. 2 G) 
 

* Working conditions in the retail sector.  
      

** Estimated.  
      

 

From a different approach within the field subject of analysis of this study, micro or 

small company and self-employment are representative formats of the retail sector, and 

particularly in countries in Southern Europe. Small companies with less than ten 
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employees represent over 50% of the total employment in the trade sector in Italy 

(63,6%), Spain (55,0%) and Portugal (54,3%). 

 

In spite of this, individual companies and micro companies with less than ten 

employees have declined (2001-2010) in all the Member States except for individual 

companies in Lithuania, the Netherlands and Estonia, where they have increased. SMEs 

also progressed better in Germany, Ireland and the United Kingdom, where big 

companies have possibly reached mature market quotas. In most of the countries there 

has been a simultaneous increase in employment in general and a reduction in self-

employment rates, which reveals a considerable restructuring process. 

 

Table 5 
   

Turnover or gross premiums written 
   

Retail trade, except of motor vehicles and motorcycles 
  

Units: Million euros 
     

GEO/TIME 2008 2009 2010 
  

European Union (27 countries) 2.597.050,17 2.466.631,97 2.592.033,51 
  

Mediterranean (7 countries)* 1.030.773 956.699 693.447 
  

Belgium 80.240,0 79.299,2 83.438,0 
  

Bulgaria 10.936,6 10.019,8 9.668,9 
  

Czech Republic 37.681,4 33.464,5 35.515,9 
  

Denmark 43.191,2 41.098,3 40.413,2 
  

Germany 420.166,7 460.503,5 474.357,7 
  

Greece - - - 
  

Estonia 5.296,5 4.354,2 4.538,7 
  

Ireland 38.065,3 34.120,1 33.264,1 
  

Spain 240.652,0 219.519,1 221.383,0 
  

France 421.176,5 403.506,5 419.291,0 
  

Italy 315.655,3 282.485,1 - 
  

Cyprus 5.702,1 5.427,7 5.561,7 
  

Latvia 7.157,4 5.361,4 5.444,2 
  

Lithuania 9.562,3 7.421,5 7.319,1 
  

Luxembourg 12.534,4 13.628,2 16.389,1 
  

Malta - - - 
  

Hungary 28.853,8 24.412,7 24.675,4 
  

Netherlands 102.170,1 104.170,2 100.357,6 
  

Austria 53.111,6 53.088,8 54.907,7 
  

Poland 103.449,3 86.757,2 96.668,7 
  

Portugal 47.586,6 45.761,0 47.211,2 
  

Romania 32.136,0 25.593,7 27.292,5 
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Slovenia 11.854,2 10.550,3 11.199,5 
  

Slovakia 12.441,1 9.739,6 16.209,3 
  

Finland 34.932,7 34.632,6 35.511,3 
  

Sweden 61.462,6 56.390,9 63.396,3 
  

United Kingdom 395.154,0 354.609,7 385.883,7 
  

Eurostat. Annual detailed enterprise statistics for trade (NACE Rev. 2 G) 
 

* Except Greece, Malta. 
     

 

As for self-employment, the sector went from 6,1 million self-employed workers in 

2001 to almost 5,5 million in 2010. For the commercial sector as a whole, and in spite 

of the reduction taking place in this decade, the proportion of self-employed workers in 

the commercial sector (18,1%) continues to be higher than for the economy as a whole 

(around 15%). The percentage of free-lance workers reaches a figure far higher than the 

average in Euro-Mediterranean countries: Greece and Italy (37,1%), Malta (28,1%), 

Portugal (26,0%) and Spain (24,7%). 

 

Conclusively, while in general terms the sector displayed an increase in the levels of 

employment of 12% from 2001 to 2010 in the EU, especially in female employment 

(from 60,1% in 2001 to 62,3% in 2010), self-employed work dropped by 10,5%. In some 

of the new Member States with characteristic major migratory flows, the factors 

particularly contributing to consolidate this tendency were furthermore the extension 

of opening hours and part-time work, with the large retail shops opting for 

contracting part-time workers (mainly young people and women) to cover the longer 

opening hours - fostered by a tendency towards liberalization, also of opening times-  

which has gone along with an inevitable decline in the small retail shop, once so typical 

of the sector. 

  

As regards the employee profile, the sector displays a moderate profile in respect of the 

ageing process being undergone by the European population. Hence, the participation 

of employees over 50 years of age went from 19,3% in 2001 to 20,9% in 2010, 

especially for women (from 18,3% to 20,7%). The proportion of young men working in 

the retail sector (that is men from 15-24 years of age) rose from 17,3% in 2001 to 17,6% 

in 2010, reaching 18,4% in 2008. The participation of self-employed workers of over 50 

years of age rose from 33,1% in 2001 to 37,6% in 2010, especially among women (from 

32,2% to 38,5%), this being a general tendency in the EU. This phenomenon can be 
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explained by the drop in self-employed workers and a low rate of replacement in small 

traditional companies, not very appealing for new entrepreneurs as compared with 

other commercial formulas, such as electronic commerce. The number of employees 

per company in the retail trade stood at 5,1 in 2010. The United Kingdom (16,2) and to 

a lesser extent Denmark (10,4) and Germany (10,3) were far over this value. In general, 

the Northern European countries reached a value over the average, as opposed to 

Mediterranean ones such as Portugal and Italy (2,9), Spain (3,5), Cyprus (3,6) and the 

Czech Republic, which with 2,8 employees per company has the lowest value. For the 

Euro-Mediterranean countries as a whole the average value stands at 3,5 jobs, 31% 

under the European average (UE-27), which again reveals the prevalence of micro 

companies in their business structure. 

 

As regards the turnover generated, this stood at 2.592.033 million euros in 2010. The 

three main countries in the EU concentrated 49,4% of the turnover: Germany (18,3%), 

France (16,2%) and the United Kingdom (14,9%). Euro Mediterranean countries 

generated 693.447 million euro (not counting Greece and Malta), 26,8% of the EU total. 

The evolution in the 2008-2010 period provides some significant figures revealing the 

major impact of the economic crisis on the sector, particularly in Southern 

European countries. While in overall terms for the whole UE-27turnover underwent a 

slight drop of 0,19% in this period, thanks to the recovery that took place in 2010, this 

reduction could1 be placed over -5% in the Mediterranean countries as a group. 

This indicates that the impact of the global crisis, which has hit especially Southern 

European economies, has had a strong impact on the retail sector, where the fall 

reaches five negative points, far from the fall in terms of GDP generation in other 

sectors also hit by the crisis in the concerned geographic space. The sector has been 

one of the most affected by the financial and consumption crisis, which has caused not 

only the closure of enterprises and the loss of overall employment share, but also a 

significant impact on the sector turnover. 
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Table 6 
   

Value added at factor cost 
   

Retail trade, except of motor vehicles and motorcycles 
  

Units: Million euros 
      

GEO/TIME 2008 2009 2010 
   

European Union (27 countries) 442.637,64 432.013,07 - 
   

Mediterranean (7 countries)* 166.085 161.663 173.567 
   

Belgium 12.169,3 12.656,1 12.831,4 
   

Bulgaria 1.160,7 1.113,3 947,6 
   

Czech Republic 4.836,1 4.332,7 4.862,9 
   

Denmark 7.483,9 7.255,9 7.240,3 
   

Germany 80.540,2 93.755,0 86.458,5 
   

Greece - - - 
   

Estonia 610,0 458,2 486,0 
   

Ireland 6.655,4 6.585,7 6.359,9 
   

Spain 45.884,3 43.419,6 43.074,2 
   

France 70.419,9 69.267,1 72.591,3 
   

Italy 42.215,4 41.362,4 50.101,7 
   

Cyprus 973,5 914,1 903,7 
   

Latvia 985,2 658,5 662,0 
   

Lithuania 1.301,3 718,6 744,3 
   

Luxembourg 1.061,8 1.136,7 1.206,9 
   

Malta - - - 
   

Hungary 3.055,2 2.394,5 2.449,1 
   

Netherlands 19.288,9 20.210,7 19.865,3 
   

Austria 10.291,9 10.372,7 11.249,8 
   

Poland 15.179,8 11.341,3 13.087,2 
   

Portugal 6.591,6 6.700,0 6.895,6 
   

Romania 3.643,5 2.908,0 2.934,5 
   

Slovenia 1.426,8 1.348,5 1.494,8 
   

Slovakia 1.746,0 1.477,9 3.142,6 
   

Finland 5.900,2 5.741,6 5.908,7 
   

Sweden 10.381,3 9.678,2 11.281,3 
   

United Kingdom 76.877,3 68.519,4 76.790,0 
   

Eurostat. Annual detailed enterprise statistics for trade (NACE Rev. 2 G) 
  

* Except Greece, Malta. 
      

 

Specialized trade in retail stores generated more than half (53,4%) of the sales volume 

in 2009 while non-specialized ones generated 42,0% of the total. The rest (4,6%) was 

generated by businesses not having an establishment. 
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Table 7 

    Key indicators. Sectorial breakdown. EU-27. 

    Retail trade, except of motor vehicles and motorcycles 

   Units: Values. 

    

SECTORIAL BREAKDOWN / INDICATOR 

Number of 

enterprises 

(2010) 

Value 

added 

(2009) 

Persons 

employed 

(2010)   

Employed 

per 

enterprise 

(2010) 

  Units 
Million 

Euro 
X100   

Retail trade, except of motor vehicles and motorcycles 3.648.437 432.013 185.615 5,1 

Retail sale in non-specialised stores 571.162 150.156 66.471 11,6 

Retail sale of food, beverages and tobacco in specialised 

stores 
480.155 26.900 14.433 3,0 

Retail sale of automotive fuel in specialised stores 71.788 11.948 5.000 7,0 

Retail sale of information and communication equipment 

in specialised stores 
98.366* 12.400 4.531 4,6 

Retail sale of other household equipment in specialised 

stores 
456.937 55.813 22.767* 5,0 

Retail sale of cultural and recreation goods in specialised 

stores 
210.000 18.532 9.000 4,3 

Retail sale of other goods in specialised stores 1.159.898 134.419 54.000 4,7 

Retail sale via stalls and markets 360.000 4.240 4.678 1,3 

Retail trade not in stores, stalls or markets 191.405* 17.000* 6.082 3,2 

Eurostat. Annual detailed enterprise statistics for trade (NACE Rev. 2 G) 

   *2008. 

     

The turnover per employee stood at EUR 139.700, less than the average in the countries 

of the Mediterranean region, where it stood at EUR 152.900 per employee. This value is 

lower than the average value for the whole trade sector (wholesale and retail), which in 

2007 stood at EUR 269.440 on average in the EU-27. 
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Key indicators. Sectorial breakdown. EU-27 

Number of enterprises and persons employed, UE-27. (2010). 

 

By large groups, and for the UE-27 as a whole, non-specialised establishments 

contributed with over one third (34,8%) of the added value of the retail trade in 2009, 

while trade in specialised establishments represented 60,2%.  

 

In terms of employment, the percentages were very similar, with a slightly lower 

participation (59,1%) at specialised establishments. By sub-sectors of activity, it can be 

appreciated (Table 7) that there is a major presence of companies engaged in selling 

goods at specialised shops, representing 31,8% of the business tissue and 29,1% of 

employment. Secondly, one would find the non-specialised shops, with 571.162 

companies, 15,7% of the total and 35,8% of the jobs.. 

 

For large groups, and for the whole EU-27, non-specialized establishments contributed 

with more than one third (34,8%) to the retail added value in 2009, while trade in 

specialized establishments accounted for 60,2 %. 
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Table 8 
   

Number of persons employed per enterprise 
  

Retail trade, except of motor vehicles and motorcycles 
  

Units: Persons. 
      

GEO/TIME 2008 2009 2010 
   

European Union (27 countries) 5,0 5,2 5,1 
   

Mediterranean (7 countries)* 3,1 3,2 3,5 
   

Belgium 4,2 4,1 4,1 
   

Bulgaria 3,2 3,0 3,0 
   

Czech Republic 2,9 2,8 2,8 
   

Denmark 12,9 10,4 10,4 
   

Germany 10,5 10,1 10,3 
   

Greece - - - 
   

Estonia 11,6 10,2 9,6 
   

Ireland 10,6 9,9 9,7 
   

Spain 3,6 3,5 3,5 
   

France - - 4,5 
   

Italy 2,9 2,9 2,9 
   

Cyprus 3,2 3,3 3,6 
   

Latvia 8,4 7,1 6,5 
   

Lithuania 4,2 4,0 3,7 
   

Luxembourg 7,6 7,3 7,3 
   

Malta - - - 
   

Hungary 3,6 3,7 3,7 
   

Netherlands 10,4 10,3 8,7 
   

Austria 8,4 8,5 8,5 
   

Poland 3,7 4,0 3,9 
   

Portugal 2,8 2,9 2,9 
   

Romania 4,2 4,1 4,2 
   

Slovenia 8,3 8,1 7,8 
   

Slovakia 11,3 10,6 3,3 
   

Finland 7,0 7,2 7,3 
   

Sweden 5,3 5,2 5,2 
   

United Kingdom 16,0 16,8 16,2 
   

Eurostat. Annual detailed enterprise statistics for trade (NACE Rev. 2 G) 
 

* Medium .Except France (2008, 2009), Greece and Malta. 
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Table 9 
    

Share of personnel costs in production (%) 
   

Retail trade, except of motor vehicles and motorcycles 
  

Units: % 
      

GEO/TIME 2007 2008 2009 2010 
  

European Union (27 countries) - 38,4 40,2 39,6 
  

Mediterranean (7 countries)* 0 36,2 36,8 36,6 
  

Belgium - 31,5 30,0 30,5 
  

Bulgaria - 23,5 28,1 32,7 
  

Czech Republic - 28,8 28,9 27,3 
  

Denmark - 32,1 35,2 42,8 
  

Germany - 35,7 36,2 37,5 
  

Greece - - - - 
  

Estonia - 40,4 40,6 36,9 
  

Ireland - 46,5 45,5 43,1 
  

Spain - 39,6 40,4 40,2 
  

France - - 31,2 34,0 
  

Italy - 25,4 30,5 27,5 
  

Cyprus - 42,1 43,9 44,5 
  

Latvia - 37,2 38,7 35,0 
  

Lithuania - 33,8 42,5 32,1 
  

Luxembourg - 21,8 18,4 17,0 
  

Malta - - - - 
  

Hungary - 34,4 35,6 35,4 
  

Netherlands - 35,3 36,4 35,3 
  

Austria - 41,2 41,7 41,0 
  

Poland 10,3 11,3 11,5 12,4 
  

Portugal - 37,5 37,8 36,7 
  

Romania 23,9 25,2 27,6 27,8 
  

Slovenia 31,3 30,8 33,3 32,1 
  

Slovakia - 25,0 33,3 23,1 
  

Finland - 36,5 37,3 37,4 
  

Sweden - 41,3 40,2 41,1 
  

United Kingdom - 34,4 34,6 33,3 
  

Eurostat. Annual detailed enterprise statistics for trade (NACE Rev. 2 G) 
  

* Medium .Except Greece, Malta 
      

 

As main conclusions of this introductory section of the Green Paper on Innovation for 

the Retail Sector, it should be stressed that the European retail sector is made up of a 

large number of small-sized companies that are highly flexible and competitive and 
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able to generate a considerable turnover, even if their capacity to generate added value 

is limited and their productivity low. 

 

The European retail trade sector has undergone a considerable expansion and 

transformation over the last two decades, largely fostered by technological innovation 

and by the sectorial regulatory changes. The big retail establishments were the main 

beneficiaries, at the cost of the small business or micro companies, due to their ability 

to take advantage of the economies of scale, to increase productivity and offer lower 

prices. The current pace of structural change in the retail sector has speeded up 

significantly since the last decade. This is vouched for by the proliferation of large 

points of sale, and in the variations in the size of the formats. This structural change has 

also been fostered by the search for economies of scale, the capture of bigger market 

shares, the vertical integration of the supply chain and a greater use of information and 

communication technologies. 
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2. Diagnosis of the situation: what 

happens. 
 

Retail trade is a key sector in the modern economy taking into consideration it acts as a 

contact point between thousands of suppliers of products and services and consumers. 

It is also one of the major users of the Information and Communication Technologies 

(ICTs) and is, therefore, a driving force for business innovation. As a result of its 

characteristics, the retail sector plays a major role in developing a sustainable and 

productive economy at the service of consumers, but also as an engine to create 

employment and urban development in the EU. 

 

Over the last decades, the European retail sector has undergone certain radical changes 

and at present is facing a number of challenges which are hindering the sector’s 

capacity to make a full contribution to the Europe 2020 objectives for growth and 

job creation. The effects of the crisis on the purchasing habits of European citizens 

may also be lasting in time, with a period of very slow recovery in consumption back to 

the values seen before the crisis. Demographic projections forecast a population drop 

in the age section that consumes most. The generation of babyboomers2 is becoming 

senior citizens and the middle class, the real driving force of consumption, is also 

changing and losing purchasing power. 
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The new commercial formats have changed many patterns and habits. The crisis has 

favoured a boom in distributor brands, supermarkets with lower prices have 

accelerated their growth and discount shops have boosted their market share. The 

liberalisation of the sector allows longer opening hours and greater ease for installing 

large establishments.  

 

These are in short the main aspects (weaknesses and threats) affecting retail trade SMEs 

in many European countries: 

 

Impact of the economic crisis and consumer behaviour 

 

 The consequences of the financial crisis on consumers’ purchasing power (loss 

of purchasing power, greater tax pressure, high rates of unemployment, etc.) 

have had devastating effects on the sector in many countries. The uncertainty 

on the evolution of the economic situation does not favour consumers’ 

confidence. 

 

 There has been a greater polarisation of consumers: there are consumers who 

go back to basics, where distributor brands, discount formats and lower prices 

appeal to them; and premium consumers, less affected by the crisis, demanding 

specific brand products provided with added value. The luxury sector has not 

suffered the crisis like other segments have. 

 

 The difficulties in obtaining external financing have prevented opening new 

businesses, the development of many companies and making investments, 

including funds for innovation and new technologies, particularly amongst 

SMEs. 
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Changes in commercial formats 

 

 Large distribution companies gain market quote, which means that a few big 

companies take large market shares (over 50%) in some Member States, above 

all food, electronics and electrical appliances companies. 

 

 Gradual disappearance of small shops in town centres and small villages giving 

way to large shopping centres and outlying supermarkets. Furthermore, 

growing polarisation in location of points of sale, which are either located in the 

centre of cities or artificial shopping areas. 

 

 There is a considerable drop in local shopping: from 2004 to 2009, the number 

of small (with less than 10 employees) local shops for food products dropped 

3,7%. This trend is extending to other sectors of trade and distribution. The 

proximity of shops offering basic goods and services, specifically food products, 

has a growing importance for the elderly (17% of the EU population is 64 years 

of age or more) for the disabled (15% of the EU population), the people living in 

isolated zones or who reside in sparsely populated areas, as well as for EU 

citizens (9%) with not enough means to own a vehicle. 

 

 The liberalisation of the sector has caused growing competitive pressure on 

small companies, which are facing rising costs by extending their opening hours 

in order to defend their sales. 

 

Training and employment 

 

 The pay in the sector is generally below average, which leads to a shortage of 

qualified labour. 

 

 The search for greater employment flexibility to increase competitiveness and 

productivity of work has resulted in less motivated workers due to less 

appealing and lower quality work conditions, with effects that are reflected on 

the way customers are treated.  



G r e e n  P a p e r  o n  i n n o v a t i o n  f o r  t h e  r e t a i l  s e c t o r  

    Reinpo RETAIL Project, 2013.    25 

 There exists a certain level of underground economy which has negative effects 

on the work conditions in the sector and, in particular, on small and micro 

companies. 

 

 There are disparities between the workforce’s skills and the needs of the sector 

which bring up major challenges for the retail to run optimally. 

 

 Deterioration of professional careers, as the low pay does not encourage highly 

qualified workers to remain in their jobs. 

 

 Deterioration in the conciliation of work and private lives of employees due to 

the increase in the working hours. 

 

 Duality in the labour market between a low-qualified production workforce 

(though skilled) and highly specialised technical staff and professionals. 

 

 Insufficient orientation of training for workforce and not enough use of the new 

technologies to support this.  

 

Supply Chain 

 

 Increase in the number of formats and lines of products and relative reduction 

of the prices for the final consumer. The adjustment of margins and growth in 

competition has generated processes which force out many retail SMEs. 

 

 Many large manufacturers are developing their own chains of shops. This trend 

is going to increase in the coming years. 

 

 There continue to be abusive practices by the major operators, such as 

imposing abusive clauses on suppliers and on the weakest retailers. 

 

 The relations between operators in the supply chain sometimes continue to be 

unfair or imbalanced, especially as regards food products.  
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 The absence of rules or faulty application of the norms regulating unfair 

commercial practices and contractual relations between different operators in 

the supply chain. 

 

 Non-existence of an independent reference framework enabling greater 

transparency and the possibility of comparing the different systems for 

controlling the quality of products and services, particularly in keeping with 

environmental and social criteria. 

 

Trade policy 

 

 Many states continue to maintain restrictions prohibited by the Services 

Directive. These restrictions limit competition locally and create obstacles for full 

realisation of the interior trade market, especially in regimes for authorisation of 

commercial establishments.  

 

 Diversity and fragmentation of national, regional and local regulations, and lack 

of effectiveness of the norms in the field of commercial urban development, as 

well as shortcomings in the sector of commercial real estate ownership affecting 

the establishment of distributors and the possibility of accessing shops by 

consumers. 

 

ICT, e-commerce and new technologies use 

 

 E-commerce is not developed enough as a result of a number of obstacles 

(unnecessary investment, payment media, protection of the consumer, etc.). 

 

 Most companies in the sector are very small companies and usually lack 

resources and the necessary capacity to integrate new technologies. 

 

 Making investments in the required infrastructures to take advantage of the new 

technologies applied to purchase, is beyond the reach of many small retailers. 
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 The low qualification of many shop employees means greater difficulty in 

adopting quickly new technological solutions. The lack of skills and abilities in 

the use of information and communication technologies reduces the 

productivity of the sector. 

 

 Electronic commerce may also mean a handicap for the retail trade: many 

manufacturers are developing web pages from which they sell their products 

directly, which enables them to have more direct contact with consumers. This 

tendency will grow. 

 

Consumers’ protection 

 

 There continue to be differences between the various national regulations on 

consumer protection and unfair competition, as well as difficulties to compare 

the different systems used for the quality of products and services and their 

environmental or social criteria. 

 

 There is a lack of services to provide European consumers with transparent, 

accessible, comparable and quality information on the commercial supply 

beyond their local and national market, in particular as regards electronic 

commerce. 

 

Social and environmental responsibility in retail 

 

 There is little awareness of the small trader as regards social responsibility. 

 

 Ecological trade footprint: a high consumption of energy, major production of 

waste and significant contribution to the volume of good traffic and 

congestion of cities. 
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 Insufficient accountancy of environmental costs in retail and distribution 

supply chain (logistics, energy efficiency of shops, marketing, communications, 

etc.). 

 

 In spite of having helped to intensify competition, the pressure on margins and 

competitiveness has developed to the detriment of the environment protection 

and social and territorial cohesion. 

 

 The lack of common methods to evaluate the environmental impact of sold 

products and services, in accordance with the life cycle product approach (IPP). 
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SWOT analysis made by the REINPO RETAIL Project. 

Strengths Weaknesses 

 Efficiency. 

 Customer care. 

 Work force and employment flexibility. 

 Commercial diversity. 

 Organisations that support the sector. 

 

 Consumption contraction through the 

economic crisis. 

 Business structure made up of micro 

companies and small companies with no 

resources. 

 Low investment of SMEs in innovation. 

 Increasingly low margins. 

 Low bargaining power as compared with 

suppliers. 

 Low salaries and jobs with low qualifications. 

 Extreme employment flexibility which 

discourages workers. 

 Difficulties accessing external financing. 

 Gender inequalities: many women workers 

earning less than male employees. 

Opportunities Threats 

 Advanced customer relation management, 

loyalty and mass customisation.  

 Advanced application and use ICT tools. 

 Electronic commerce: multichannel strategies 

and sophisticated web sites. 

 Capacity for innovation with few resources. 

 More cooperation to increase economies of 

scale: purchasing centres, urban shopping 

centres, etc.  

 Greater cooperation with suppliers. 

 Creative management of points of sale: the 

search for a “shopping experience”. 

 Incorporation of new and better services. 

 Incorporation of RFID technologies. 

 Changes in lifestyle: responsible 

consumption. 

 Flexibilization of employment market. 

 Liberalization in regulation of trade and 

administrative simplification. 

 Contracting mature domestic markets. 

Economic decline of the middle classes and 

ageing population. 

 Prolongation of the economic crisis. 

 Operators focussing their competitiveness on 

prices: race to the bottom and reduction of 

margins. 

 Electronic commerce by manufacturers ruling 

out intermediation of retailers: producers sell 

directly to consumers. 

 Fierce international competition: new 

companies from India and China. 

 E-commerce: obstacles connected with trust, 

efficient and reliable payment systems, 

delivery of goods, etc. 

 New sales systems: on-line auctions, etc. 

 Regulatory setting providing facilities for 

installation of large establishments.  

 Ageing of labour force and low salaries. 

 Increase in transport costs. 
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3. The main trends of the sector: 

what comes. 
 

Retailers are facing a number of challenges depending on their size and sector of 

business. These challenges may vary depending on the Member State due to the 

differences in national markets, economic situations, regulatory framework, etc. Many 

companies are currently focussing their efforts on surviving, but in crisis times, the 

capacity to adapt to change is essential to survive and at this point the necessity to 

innovate, introduce something new and change arises.  

 

In the current age of continuous and widespread globalisation, technological change 

and innovation, it is necessary to look at the future and work with the medium and long 

term approach in mind. Companies must face new challenges and be willing to change. 

In this respect, retail sales firms have the salient feature of their flexibility and ability to 

adapt to change. The small shop must, more than ever before, be innovative and offer 

greater quality and services with the best levels of efficiency and effectiveness. Below 

are the main challenges and factors for change that will affect retailers in the medium 

term: 
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All the attention to new consumers  

 

 Some forecasts indicate zero demographic growth for the European population, 

which will have negative effects on the turnover. The number of consumers will 

become static. There will also be far fewer young adults and a broadening of the 

consumption segments. 

 

 The economic situation will temper the dynamics of sophisticated lifestyles and 

purchasing patterns. The basic-premium consumer polarization will extend and 

several members of the family will have to work in order to keep up a certain 

standard of living. A simpler and faster purchasing operation will be required. 

 

 A good deal of consumers who have taken advantage of former decades of 

prosperity and political stability will be retired. These are people who retire with 

full pensions, their own housing, a certain level of savings and a certain level of 

wellbeing. This large segment will have a limited consumption power – limited 

pensions, with drops in their purchasing power in respect of the evolution of 

prices – plenty of time to choose, new priorities, for instance, fighting against 

boredom, a greater concern for their health - longer life expectancy – and, in 

some cases, new family charges, like having to take care of their grandchildren 

or provide economic support for their children (especially in Southern countries, 

with high unemployment rates). Shop owners shall give a response to this 

group by offering adapted services such as home delivery, discounts and 

loyalty-ensuring measures based on their values and skills. Trade in healthcare 

products or items intended for wellbeing and comfort of senior citizens will 

have some good opportunities.  

 

 The ageing of the population will mean greater mobility problems for a good 

deal of the European population. Apart from the search for proximity, large and 

small shops must be more comfortable for the elderly or those with handicaps 

(found with greater prevalence among the elderly population). Shopping will 

have to be more convenient and safe, for example as regards carrying bags 

around, the size of labels, accesses, signposting etc. Urban shopping areas must 
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be pleasant, comfortable, safe and entertaining; they will be highly valued by 

this target group, who will seek to enjoy a stroll while “spending the day” in a 

pleasant way. 

 

 Consumers will demand more information to enable them to optimise their 

expenditures and bring greater enjoyment to their shopping experience. 

Products which simplify life will be increasingly in demand. 

 

 Consumers will be increasingly responsible, independent and determined. More 

mature in their purchasing decisions and less easily influenced by trends and 

unintelligent marketing. This will oblige retailers to have more dynamic and 

complete information about consumer behaviour, using the entire potential of 

ICTs.  

 

 Consumers will seek more genuine experiences, that is, a greater emotional 

connection with the things that they have, want and desire. The consumer will 

demand different things in a different way. The retailer will have to go back to 

basic principles such as care, service, quality and treatment. 

 

Further pressure on traditional business 

 

 The liberalisation of the sector will continue to cause increasing pressure on 

small businesses, which will not be able to face the rise in costs required to 

extend their opening times, amongst other setbacks. 

 

 The development of electronic commerce will put pressure on a lot of shops 

which will have to reinvent their business models. 

 

 Large retailers will go on moving towards set-ups based on smaller formats. 
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 The decline in local shops will continue as well as the polarisation of shops in 

town centres and outlying and suburban shopping centres. Shopping centres 

will seek locations in town and city centres by means of smaller formats. 

 

 There will be a rise in district cooperation strategies between businesses, by 

creating professional organisations bodies for managing shopping areas. Many 

countries are going to follow on in the tracks of the United Kingdom and 

Germany and develop rules enabling the introduction of the concept of Business 

Improvement Districts for the management of urban shopping areas. 

 

Labour market: fewer self-employed workers, demand for more 

highly qualified work, more temporary and part-time work 

 

 The sector will continue to be an attractive way regarding employment, 

particularly for young people and women going back to working life after 

periods off work for family reasons, and will keep its capacity to provide jobs for 

workers with a low qualification level. 

 

 The search for an increase in productivity will be seen in the creation of 

demands for increasingly qualified staff.  

 

 Large retail shops will continue to opt for contracting workers part time and 

temporary contracts, mainly intended for young people and women, enabling 

greater flexibility so as to cover longer opening hours. 

 

 There will be a growing demand for qualifications in logistics and marketing. 

 

More intensive use of ICTs 

 

 Small retailers will integrate ICTs and electronic commerce in their daily work 

more intensively, which will give rise to greater efficiency and substantial 

savings in costs.  
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 This will also facilitate more intense relations with their customers, building 

sounder relations and opening new opportunities of competitive intelligence in 

the definition of business formats. 

 

 There are major opportunities linked to the advanced management of customer 

relations and mass customisation. This will be assisted by the development of 

new e-commerce tools, an intelligent integration of ICTs especially through 

multi-channel strategies and with the creation of increasingly sophisticated web 

sites.  

 

 Electronic business poses new challenges at transnational and international 

level. With regards to European retail, ecommerce and all its derived 

applications will constitute a real engine to create retail service clusters. 

 

Changes in the supply chain 

 

 The proliferation of distributor trademarks and own brands, will continue to cut 

down retailers’ margins. 

 

 There will be growing internationalisation in the processes of looking for 

suppliers and purchases, sometimes through the creation of alliances and 

purchasing groups which will enable retailers to benefit from scale economies. 

 

 The sectors forming supply chains will be increasingly integrated and the 

distinction between them will become more and more blurred. Some retailers 

will also act as wholesalers or manufacturers and retailers will offer more and 

more non-commercial services (for telecommunications, finance, logistics, travel, 

public services, etc.). 

 

 Vertical integration will enable retailers to benefit from more efficient 

distribution and logistics work. 
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 The life cycle of formats will get shorter. The ones that are aimed only at 

younger consumers will have to incorporate new arguments (intensive use of 

social networks, pop-up retail, etc.) and possibly extend their range of products 

towards older sectors. The point of sale will be less relevant and those who do 

not have an excellent presence on the network or do not sell on-line will 

disappear. Formats based on the transition between younger generations and 

pensioners will emerge. 

 

 Franchises will continue to boom, as these are a good formula for retailers to 

survive in a highly competitive setting. 

 

 A key response of retailers will be a greater service offer as an alternative source 

of income, where prices can be set with more elasticity than with products. 

 

Environment 

 

 The proliferation of outlying shopping centres will cause a growing 

consideration of the environmental impact on the concerned territories. In this 

respect, the phenomenon of congestion (and the contamination going along 

with it) caused by the use of private vehicles will rise and could be a factor 

limiting the growth of this type of formats. 

 

 Greater awareness of protection of the environment stemming from the 

irreversible effects of climate change will lead to a greater demand for 

ecological or friendly products. Obtaining reasonable market shares will 

however only be possible if these can be combined with affordable prices. 

 

 It is foreseeable that new more sustainable packing systems will come forward 

and replace many of the ones so common today. Rules will head in the direction 

of generating less waste, prohibiting products that are suspected to have an 
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effect on health and in general reducing the use of certain plastics and non-

recyclable products. 

 

 The greatest efforts in reducing the environmental footprint of trade will 

concentrate on energy issues. Consumers are willing to purchase at shops which 

are able to show they are more responsible, which will mean a challenge for the 

smaller businesses. The big ones will have to assume greater costs to adapt or 

build their establishments in line with the legislation connected with the energy 

certification of buildings. 
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4. The action framework for a 

Retail Innovation Policy at 

European level. 
 

Even if the retail sector is an engine for growth, competitiveness and employment in 

Europe, the fact is that this important role has not been sufficiently considered and 

recognized in European policies until recently. The first notable mention in this regard 

was the Green Paper on Trade in 1996 and the subsequent White Paper3 of 1999, 

which established an action plan until 2004 and has since not been renewed. On the 

other hand, it should be noted that the White Paper had little practical development 

and a low budgetary provision linked to the main EU financial instruments. 

 

Despite of this, the retail sector has gained weight through the continuous work of 

different European organizations developing cooperation proposals to stimulate the 

implementation of policies by the European Commission. In parallel, different regions, 

research centres, universities, business associations and chambers of commerce have 

developed projects and initiatives in the frame of financing instruments such as 

Interreg, IEE (CIP) or Life+, among others. In spite of the retail pilot projects carried out, 

the financing of important actions in the frame of the ERDF and ESF has been small and 

in many cases circumstantial, as the analysis carried out in each region within the 
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REINPO RETAIL project has shown. Not even the considerable contribution of Europe to 

urban development policies has considered in a transversal way the importance of the 

sector as a key element for the territory. 

 

In this regard it is noteworthy that the stakeholders have “designed” funding 

mechanisms to implement a cooperative network that otherwise would not exist in 

Europe. There have been many efforts by the stakeholders to define transnational 

cooperation initiatives that have ultimately succeeded in creating an informal and weak 

communication channel from the financial point of view to perform basic activities of 

knowledge transfer, exchange of good practices or development of pilot actions. In all 

funding programs analyzed by the team participating in this Green Paper, it has been 

found references to tourism, rural tourism, indoor agricultural development, industrial 

production sectors, social enterprises, etc. There is no mention to the trade sector, 

which makes it much more complex in most cases to capture the attention of the 

evaluators to get "first class" funding, that is to say, basic, in order to create structures 

that in other sectors are over financed even though, in many cases, their inefficiency 

and ineffectiveness at European level is obvious. 

 

This anonymous, informal and voluntary movement explains that, at present, it is 

considered that the sector must play a key role in achieving the objectives of the 

EU 2020 Strategy  given the economic importance of the sector and its close links with 

a number of economic activities of all types: manufacturers, wholesalers and suppliers, 

services, transport, logistics, supplier payment systems, advertising and marketing, 

security companies, energy  supply companies, recycling and waste collection 

companies, etc.  

 

It is precisely the objectives of the Europe 2020 Growth Strategy4 the general 

framework that should guide the action lines aimed at improving the sector 

competitiveness and productivity in the future. This new growth strategy of the EU for 

the next decade is intended not only to overcome the crisis, but also to correct the 

defects of the European model of growth and favour the conditions for a different 

growth model, more intelligent, sustainable and inclusive. 
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The Europe 2020 Strategy aims to achieve smart growth at European level through 

more effective investments in education, research and innovation thanks to a strong 

boost of a low carbon economy and a competitive and inclusive industry that puts 

the emphasis on job creation and poverty reduction. The strategy focuses on five 

ambitious goals in the areas of employment, research, education, poverty reduction 

and climate change and energy. Among the objectives of this strategy there are 

educational improvements that should contribute to the employability and poverty 

reduction, achieving an investment of 3% of EU GDP in R & D and investing in cleaner 

technologies as a way to combat climate changes and create new business and 

employment opportunities. 

 

Innovation is at the heart of the Europe 2020 Strategy. In this regard, it is relevant that 

the Europe 2020 Flagship Initiative - Innovation Union5 (2010) presents "an 

innovative, integrated and strategic approach, exploiting and capitalizing our strengths 

through new and productive means, and thereby maintains the economic foundations 

that underpin our quality of life and our social model as the population ages". This is one 

of the seven flagship initiatives announced in the Europe 2020 Strategy. It aims to 

improve financing conditions and access to research and innovation, to ensure that 

innovative ideas can be turned into products and services that create growth and jobs. 

 

Perhaps the most important regarding trade is the approach given to simplify funding 

instruments for research and innovation in the EU and strength and make more 

consistent the support for the entire research and innovation chain, from theoretical 

research to market introduction. The initiative places special emphasis on funding 

opportunities that should meet the needs of diverse participants, especially SMEs with 

potential to turn the results into new products and services. 

 

Finally, within the general framework, other relevant initiative of the Europe 2020 

Strategy is the Digital Agenda for Europe6 (2010). The overall aim of the Digital 

Agenda is to obtain sustainable economic and social benefits from a digital single 

market based on a network of fast and ultra fast internet and on interoperable 

applications. This initiative outlines the direction that should enable us to maximize the 

economic and social potential of ICT, particularly the Internet, as essential support of 
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economic and social activity that will encourage innovation, economic growth and the 

improvement of citizens and businesses daily lives. 

 

The Agenda is based on a diagnosis that explains that despite the important single 

market legislation on electronic commerce, electronic billing and electronic 

signature, the transactions in the digital environment are still too complex, given 

the inconsistencies in the application of the regulation in the Member States. In 

addition, consumers and businesses continue to face considerable uncertainty 

regarding their rights and legal protection when doing business online. 

 

In a moment where there is not much light regarding the future programs operating 

budget of the European Union for the period 2014-2020, it is difficult to design a 

proposal containing all the financial opportunities for the sector,  even if surveys can be 

done taking into account the published figures and literature defining the existing 

European programs. 

 

The following table provides information on some of the major programs of business 

and innovation support in which the operations aimed at the retail sector should gain 

an increasing role. It is the responsibility of the agents representing the sector and of 

the retail sector itself, to present joint collaborative proposals that allow a greater 

fundraising and better use of the channels of knowledge transfer and innovation, to 

request the managers (mainly the European Commission) to insert the retail approach 

in their calls, reserving funds for retail pilot actions and generating own-financing-

initiatives to create networks and supporting infrastructures, that, among other things, 

improve the level of knowledge of funding opportunities for the sector at European 

level. 
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Programme for the Competitiveness of enterprises and SMEs  

(COSME) 2014-2020 

The European Commission will launch the COSME Programme to encourage SMEs. 

Provided with 2,500 million Euros, it aims to strengthen the competitiveness of SMEs in 

the 2014-2020 period in order to support entrepreneurs and facilitate access to credit 

for small and medium enterprises. It is estimated that this program will help about 

39.000 European companies. 

 

COSME intends to continue the line marked in the previous period by the 

Competitiveness and Innovation Program and, among other things, wants to help the 

self-employed to overcome the problems to launch their business and also advise 

Member States to improve effective policies in this area. Specifically, the program 

proposes to improve access to financing in the form of equity and debt by SMEs and 

improve companies' access to international markets outside the EU through the 

"Enterprise Europe Network" and mechanisms to support international industrial 

cooperation to, for example, reduce the differences between European and non-EU 

businesses. 

The EU Framework Programme for Research and Innovation 2020 

Horizon 2020 is the financial instrument implementing the Innovation Union, a Europe 

2020 flagship initiative aimed at securing Europe's global competitiveness. Running 

from 2014 to 2020 with an €80 billion budget, the EU’s new programme for research 

and innovation is part of the drive to create new growth and jobs in Europe. 

Horizon 2020 provides major simplification through a single set of rules. It will 

combine all research and innovation funding currently provided through the 

Framework Programmes for Research and Technical Development, the innovation 

related activities of the Competitiveness and Innovation Framework Programme (CIP) 

and the European Institute of Innovation and Technology (EIT). 

The proposed support for research and innovation under Horizon 2020 will: 

 Strengthen the EU’s position in science with a dedicated budget of € 24.598 

million. This will provide a boost to top-level research in Europe, including an 
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increase in funding of 77% for the very successful European Research Council 

(ERC). 

 Strengthen industrial leadership in innovation € 17.938 million. This includes 

major investment in key technologies, greater access to capital and support for 

SMEs. 

 Provide € 31.748 million to help address major concerns shared by all 

Europeans such as climate change, developing sustainable transport and 

mobility, making renewable energy more affordable, ensuring food safety and 

security, or coping with the challenge of an ageing population. 

 

Also in the package "green growth", cooperation initiatives between agents can be 

proposed. The following table shows a mix of current and future programs under which 

cooperation activities for retail could be proposed through the design of transnational 

cooperation projects addressing issues such as eco innovation, integrated product 

policy, carbon footprint, environmental improvement and cost reduction of the energy 

bill, among others. In this sense, it must be highlighted the fact that the "green 

package" has significantly increased its presence in the EU budget, and both grant and 

direct and indirect management programs and support funds through loans, 

guarantees and endorsements, mainly from the EIB, have increased to a considerable 

extent their budgets.  

 

 

IEE Programme 

(CIP – 2007-2013) Continuity approved for the 2014 – 2020 period 

 

With about € 730 million of funds available between 2007 and 2013, the Intelligent 

Energy for Europe Programme (IEE) focuses on the ambitious climate change and 

energy targets that the EU has set. 

 

The programme supports specific projects, initiatives and best practices via annual 

calls for proposals. 
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 Examples of projects funded under this programme include: Training on new 

construction techniques that can lead to 50% or more energy savings 

compared with traditional buildings. 

 Improving the effectiveness of support schemes for electricity generation from 

renewable energy sources across Europe. 

 Helping Europe's cities to develop more energy-efficient and cleaner transport. 

 

 

These are just some examples that could be the backbone of a strategy addressed at 

financing the cooperation and networking of the retail stakeholders, but there are 

many other initiatives and policy areas where the retail sector should be included as a 

priority agent in the access to financing: 

 

 All decentralized territorial cooperation programs that belong to the ERDF 

(INTERREG), should include studies of the retail sector in order to make it easier 

to include operations focused on this sector. 

 The ICT-related programs should include the retail sector among their 

objectives as a vector not only strategic from the point of view of growth, but 

also at the social level and in relation to employment. In this sense, the CIP-ICT 

program stands out because its continuity is ensured through COSME. 

 The LIFE+ program can be a good financial and transfer of knowledge 

instrument for everything related to the environment in trade, the information 

policy regarding consumers or the integrated product policy, among other lines 

of action. 

 Programs for the promotion of self-employment, business creation and youth 

employment. In particular, the ESF could be a great financial vehicle to help 

improve access to employment in the sector and improve the skills of workers. 

 The regional operational programs should pay special attention to the design of 

mechanisms for cooperation and transfer between agents, organizing 

transnational programs where retail and their companies are potential 

beneficiaries of their development actions. 
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 Other European programs related to culture, social action, tourism and 

promotion could be a source of funding for initiatives such as those raised in 

this Green Paper. 

 

Among this range of funding opportunities and development cooperation initiatives a 

special attention should be paid to the ERDF. In most European countries (except for 

the new accession countries that are in the process of "cohesion" and "convergence"), it 

will be mandatory that the EU funds executed through the ERDF are geared to meeting 

the 2020 Strategy. This means that in those countries that there is a decrease in the 

opportunities for funding infrastructures, there will be a great opportunity for the 

development of projects related to business competitiveness and growth of SMEs, 

technological innovation, and integrated urban development plans, among other areas 

of intervention. 

 

Because of its significant budgetary provision and its decentralized management 

structure at national and regional levels, the ERDF is the financial instrument of the EU 

that can best help develop the goals contained in this Green Paper. Apart from the 

other big area of intervention at European level related to the legal and regulatory 

environment (the Services Directive should, on the one side, be entirely developed and, 

on the other hand, cover other areas mainly related to competitiveness), the ERDF 

constitutes, at the financing level, the main focus of interest for the retail sector in order 

to improve their financing at European level in the medium term. 

 

It would be advisable to introduce a number of recommendations in the National 

Reference Frames, promoted by the European Commission, so that a considerable part 

of the regional policy financing scheme funds contribute to the wealth and 

employment creation objective within the retail sector. Also, it should be analyzed 

introducing a reference to the sector within the ERDF reserves that will be entirely 

allocated to urban development. 

 

One of the main conclusions that can be drawn from this part of the analysis is that 

while it does not seem necessary to create a European Fund that co finances initiatives 

of the retail sector, it is convenient to horizontally introduce the sector in most 
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European programs that fund growth and business development and have already 

been approved to be implemented in the next financial period. 

 

In any case, this financial vindication is not exclusively based on the importance, weight 

and needs of the retail sector. It is the European Union itself who is defining the 

characteristics and needs of the sector relying on various plans and political 

recommendations. 

 

Towards a more efficient and fairer retail services in the internal 

market for 2020. 

 

The European Commission presented this report7 in July 2010 pursuant to the Trade 

Market Supervision exercise released in early 2009 as part of the market monitoring 

tasks undertaken following the 2007 Communication "A single market for XXI century 

in Europe”. The retail was one of the selected sectors to participate in this exercise, 

given the importance it has in the European Union. 

 

The report provides an assessment of the problems that affect or may affect, from the 

perspective of the internal market, the economic, social and environmental results of 

the companies operating in the retail and distribution sectors. In light of the 

conclusions reached, the Commission intends, in the context of the boost of the 

internal market announced in the Strategy for Europe 2020, to define the measures that 

can be taken to improve the functioning of the internal market in the sector, respecting 

the principles of subsidiarity and proportionality, as well as in line with other important 

objectives pursued by the European Union. 

 

The companies operating in the sector of trade and distribution in the EU should be 

able to make the most of the freedom offered by the internal market in order to 

encourage the development of their services and favour innovation, respecting at the 

same time the objectives of economic, social and territorial cohesion and the protection 

of workers, consumers and the environment. In this line, in the aforementioned 

document it is established that: 
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 A more efficient and fairer trade and distribution internal market for 

European consumers should offer them, wherever they live in, access to the 

widest possible supply of shops and quality products at competitive and 

affordable prices, in accordance with the objectives of smart, sustainable and 

inclusive growth pursued by the EU. It should also provide consumers access to 

reliable, transparent and comparable information on trade offers across the EU, 

to enable them to choose more informed choices and assure their rights are 

being respected, regardless of the place the purchase takes place in the EU. 

 

 Similarly, a more efficient and fairer internal market for trade and distribution 

for suppliers should allow them to sell competitive products in terms of price 

and quality, innovative, and in enough quantity to ensure the profitability of 

their investments. It must provide suppliers with information on consumer 

demand encouraging them to adapt their offer to better respond to the 

changing needs and trends. So, it must promote an economy based on 

innovation, more effective in the use of resources, greener, more competitive 

and based on the principles of economic, social and territorial cohesion. 

 

 A more efficient and fairer internal market for trade and distribution for 

employees shall contribute to the improvements of the productivity and 

working conditions at the same time.  

 

 A more efficient and fairer internal market for trade and distribution for 

future generations shall fully consider the environmental impact. It should 

offer a wide selection of products that are more respectful with the environment 

and / or come from fair trade, thereby allowing ethical companies, including 

companies from third country, to access internal market. It should be based on 

reduced energy consumption, on logistics and on effective collection and 

recycling systems. The exercise of competitiveness must not only take into 

account economic factors but also social, ethical and environmental criteria. 
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European Retail Action Plan (2013) 

 

The European Commission adopted in early 2013, the European Retail Action Plan
8
. 

The plan aims at addressing the main obstacles to achieving a single market in the 

retail sector by establishing a strategy to improve the competitiveness of the retail 

sector and its economic, environmental and social performance. The actions of the plan 

relate to five key priorities: 

 

 Empowering consumers through better information. 

 Improving access to retail services promoting the exchange of good 

practices between Member States in terms of commercial and territorial 

planning. 

 Ensuring fairer and more sustainable trade relations throughout the food and 

non-food supply chain. 

 Ensuring better links between the retail sector and innovation. 

 Improving the work environment, for example with a better match between 

the needs of employers and staff qualifications. 

 

The European Commission will set up a permanent group on competitiveness in the 

retail sector that will help to develop new specific objectives in certain areas, monitor 

registered progress, make recommendations to ensure the full implementation of the 

actions included in the plan and, if necessary, advise the Commission on additional 

measures that may be proposed. One of the main actions is a Green Paper that 

launches a consultation on unfair trade practices in the food and non-food supply 

chain between companies that has been adopted simultaneously with the Action Plan. 

 

The plan indicates that its strategic objectives cannot be met without the involvement, 

active collaboration and initiative of the retail sector. The European Commission 

expects the plan to run in parallel with other initiatives, in particular those regarding the 

full implementation of the Services Directive, the Action Plan for E-Commerce, as well 

as ongoing initiatives in the field of payments. 
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Action Plan for E-Commece9 (2012) 

 

The development of electronic commerce and online services represents a considerable 

potential with economic and social beneficial effects. The Internet economy creates 2,6 

jobs for every job off-line destroyed and offers a greater choice for consumers, which is 

especially important in rural and remote areas. If e-commerce represented 15% of retail 

and obstacles to the internal market were removed, the gains for consumers might 

reach a figure of 204.000 million Euros, which represents 1,7% of the European GDP10. 

 

However, there are still many problems that hinder consumers and companies to fully 

adopt on-line services: the applicable rules are often unknown or uncertain, bids lack of 

transparency and are difficult to compare, and payments and delivery services are 

usually expensive and inadequate11. This is why the European Commission adopted, as 

part of the Digital Agenda12 and the Single Market Act13 and following the request of 

the European Council, a roadmap for the complete implementation of a digital single 

market with 16 specific measures to double, by 2015, the percentage of e-commerce in 

retail sales and the Internet economy in the European GDP (less than 3% today). 

 

It is about creating an environment more favourable to the development of single 

dynamic digital market, facing the problems that hinder it and promoting investment in 

wireless connectivity and the latest generation fixed infrastructures and enabling the 

development of computing services cloud. The communication defines the potential of 

electronic commerce and online services as capable of achieving up to 20% of 

employment and growth over the next five years and states that it also facilitates access 

of geographically isolated or vulnerable people to goods and services, thereby 

contributing to the cohesion of Europe. 
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5. Objectives and action axes:  

More innovative and competitive 

retail SMEs. 
 

The European retail sector has a diverse and complex landscape. This diversity includes 

differences in the type, size, sector, organization, format, location and sales channel, as 

well as in terms of the business model, levels of vertical integration, ownership 

structures and the size of operations. Therefore, there are not unique approaches or 

solutions to solve such diverse problems. 

 

In addition, the actions aimed at the sector may have direct effects on other economic 

activities and the people holding them. Thus, any policy aimed to address a problem 

found must take into account the cross-cutting nature of trade and distribution and 

should take into consideration the impact it will have on the entire chain. They must 

also take into account the different balances to be achieved between the various 

economic and political objectives set by the European Commission and the individual 

States, the various sectorial regulatory frameworks and the number of support systems 

the sector counts on in each country. 
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Despite this European jigsaw and the complexity of finding a unique portrait regarding 

the general needs and, therefore, in relation to a unique intervention map at European 

level, in this Green Paper it is proposed a set of strategic objectives with common 

elements across the EU, and particularly in the Mediterranean countries of the EU. 

 

 

Strategic objectives for the improvement of competitiveness and innovation in 

European retail SMEs: drawings for a global painting at European scale.   

1. Retail must play an essential role in promoting growth and job creation under the Europe 

2020 Strategy. 

2. Improve the financing schemes and promote a harmonized coordination of 

entrepreneurship policies oriented to retail. 

3. Promote innovation among retail SMEs, especially technological, improving the adoption 

of ICT and e-commerce. 

4. Promote the recognition of the key role of the retail sector in the European economy, its 

consideration in the formulation of policies and the integration of their needs in the 

programs and plans developed, both at European and Member State level. 

5. Improve the level of knowledge on the issues and needs of the sector, foster permanent 

dialogue and transfer of knowledge and best practices among retail players. 

 

 

On the basis of these strategic objectives, and in order to provide specific solutions, a 

series of proposals has been defined in different areas that affect retail SMEs. 

 

Innovation 

 

The retail sector is traditionally considered not very innovative. However, innovation is 

increasingly seen as a way to overcome the financial crisis and a source of growth and 

employment. Many companies of the sector are highly innovative and have been able 

to reinvent themselves, to benefit all the potential of new technologies and offer 

creative and innovative products and services. These companies act as drivers of 

innovation, research and development in the sector. However, many other companies, 
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especially the smaller ones, need to raise the level of investment in technology and 

further develop innovative practices to further improve competitiveness. 

 

The challenge of developing an innovation policy that gives appropriate answers to the 

innovation needs of service companies is not yet fully resolved. Most European policies 

retail SMEs take advantage of belong to broader strategies for innovation. There is a 

deficit of specific programs to foster innovation in commerce. Moreover, one of 

the main problems to access innovation is directly related to funding. The 

deterioration of the financing conditions has meant a decrease in the budget 

devoted to innovation by many retail companies. 

 

The retail sector, in general, is less dependent on R & D investments than other sectors, 

such as industry. Much more important are the technological aspects, such as the use 

of new technologies, the existence of support mechanisms for innovation, 

innovation applied to business management and points of sale, market 

knowledge, staff training and development of innovation skills. In retail, employees 

are the main carriers of innovation and, therefore, improving their capabilities and skills 

and fostering a culture of innovation among entrepreneurs and employees of the 

sector is a key aspect. 

 

Being a consumer-oriented sector, innovation in retail is closely related to the 

deepening of the understanding of the market and to meeting the demands of 

consumers. In this sense, the high organizational flexibility of SMEs, that allows them to 

more easily develop new products and services or modify existing ones, should be 

considered as an advantage. Some of the main topics innovation in retail should deal 

with are: 

 

 Sustainability. This will be an engine of innovation in the sector through the 

development of new retail formats, green supply chains and eco-efficient 

improvements in logistics, energy efficient buildings, innovative packaging 

materials, etc. 
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 Mass Customization. Mass customization combines customization and mass 

production. Based on ITs and changing lifestyles, customization produces 

innovative products and services. 

 ICT Solutions. Behind most innovations are the ICT solutions as instrumental 

technology. This includes ICT-based services throughout the product life cycle. 

 

Objectives Action measures 

1) Develop policies and 

actions that consider the 

specific needs for 

innovation from retail 

SMEs. 

 

2) Improve the access from 

SMEs to financing 

mechanisms addressed at 

innovation. 

 Incorporate new measures to support innovation through 

new approaches that consider the specific characteristics 

of the retail sector. 

 Improve the capabilities and skills of small business 

owners and employees in relation to the management of 

innovation. 

 Facilitate access to finance for innovation. 

 Promote the adoption by SMEs, of management strategies 

in the supply chain and efficient strategies for consumer 

response (ECR, EDI, RFID ...). 

 Provide information on good practices in innovation. 

 

Employment and capitalization 

 

With 33 million employees, retail is one of the leading providers of employment in 

Europe. The sector offers a wide range of opportunities for skilled workers, but also for 

those who have less qualification or more difficulties in accessing the labour market. 

Thus, retail is one of the main channels for many young people to access the labour 

market (30% of employees in the sector has less than 30 years) with no qualifications or 

are low-skilled. The 32% of retail employees are not skilled or semi-skilled, compared 

with an average of 27% in the European workforce as a whole14. It also develops a 

greater use of part-time work (30% of the workforce) and is the sector with the highest 

proportion of female employment registered (60%)15. 
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The high price competition that often characterizes the sector of trade and distribution 

leads to situations where labour costs are under pressure and work schedules are 

hardly compatible with the organization of private lives. Sectorial and labour market 

liberalization has significantly increased abnormal employment. More extensive 

opening hours and opening days affect the balance between personal life / 

professional life, small business sustainability and social cohesion. In addition, the level 

of remuneration in the sector is lower than in other types of services. 

 

It seems necessary to articulate employment patterns governed by a more balanced 

approach. This can be done by offering better working conditions, a constructive social 

dialogue and ongoing training to ensure staff loyalty and efficiency in customer 

relations. 

 

In line with the provisions of the recent Entrepreneurship Action Plan 202016 of the 

European Commission, it is necessary to give a key role to education and training to 

foster the emergence of new generations of entrepreneurs. Initiatives to foster 

entrepreneurship among youth, women, elderly, immigrants and unemployed peopl, 

should also be supported. 

 

Objectives Action measures 

1) Promote the creation of 

skilled labour in the 

sector. Address the 

mismatch between the 

skills required and 

available. 

2) Improve working 

conditions for both 

employees and 

employers in the sector. 

3) Encourage career in 

trade, increasing 

opportunities and the 

 Benefit financial support and incentives offered by the 

European Social Fund to promote entrepreneurship and 

self-employment. 

 Promote active policies in the labour market in the sector. 

 Promote a better match between the needs of traders and 

the qualifications of employees. Analyze the skills needed by 

the sector. 

 Evaluate the effectiveness of the training system addressed 

at the sector. Modernize training systems and define new 

contents more tailored to the needs of the companies. 

 Support the development of qualification actions by using 

new technologies for training. 

 Identify new career paths to cover existing gaps. 
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average salary level. 

4) Remove the labour 

rigidity and the most 

protective frames 

affecting SMEs that can 

be an obstacle to job 

creation in the sector. 

 

 Promote dual training systems and introduce different forms 

of internships and scholarship in companies. 

 Support reconciliation policies in the sector and improve 

working conditions through labour collective agreements. 

 Reduce non-labour salary costs in order to promote greater 

access to employment. 

 

Support entrepreneurship initiative 

 

Entrepreneurship is essential for growth. In addition to encouraging entrepreneurship, 

providing personalized guidance and funding is imperative to remove barriers and 

restrictions with measures that improve the predictability, legal certainty and 

transparency, and the elimination of unnecessary or duplicative paperwork. 

 

Objectives Action measures 

1) Reduce the 

administrative burden 

existing for the creation 

of companies and the 

opening of 

establishments. 

2) Reduce political barriers 

and financial burdens 

that increase the costs of 

implementation and 

investment in the sector. 

3) Limit the barriers that 

limit market unity at all 

scales. 

 Full implementation of the Services Directive into national 

and regional policies. 

 Full implementation of the measures incorporated in the 

Entrepreneurship Action Plan of the European Commission 

2020. 

 Leverage new ESF and ERDF schemes to support measures 

promoting entrepreneurship in the sector. 

 Promote single windows and eGovernment for the 

processing of new businesses. 

 Develop financial instruments to facilitate the 

implementation of new business from the public sector. 
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Access to financing  

 

The retail trade requires, due to its nature, an easy access to finance, diversified and at a 

reasonable cost. However, the financial crisis has limited funding provision addressed at 

SMEs. It is estimated that one out of three SMEs has difficulties obtaining the financing 

needed. SMEs are more vulnerable to the lack of funding due to their limited access to 

other capitalization mechanisms and due to exceptional liquidity problems exacerbated 

by an increasing default and the decrease in consumption, which have caused the 

closure of businesses that could have easily survived in other circumstances or with a 

reasonable access to finance such as the one occurred until recently. Also credit has 

been closed to consumers, which, in general, affects the entire distribution chain with 

destructive effects on the final retail link. 

 

The bank is still the most common form of financing among SMEs, while other systems, 

such as venture capital or business angels remain a minority. The speed at which 

confidence in the financial system is restored at global scale, will condition the business 

dynamics and their access to finance in general terms. To compensate this 

phenomenon, the European Commission is using different financial instruments to 

improve SME access to venture capital and guarantees, as well as loans for SMEs from 

the European Investment Bank (EIB). 

 

Meanwhile, the joint initiative JEREMIE (Joint European Resources for Micro to Medium 

Enterprises) of the European Commission, the EIB and the EIF (European Investment 

Fund) allow Member States to use a portion of their allocation of Structural Funds 

2007-2013 to improve access to finance for SMEs. The aim is to stimulate the creation 

of new enterprises, innovation activities and investments by SMEs. 

 

Objectives Action measures 

1) Increase the availability 

of financing for retail 

SMEs. 

2) Simplify access to new 

 Establish new community financing instruments and loan 

guarantees aimed at SMEs and microenterprises. 

 Make the most of the Competitiveness of enterprises and 

SMEs 2014-2020 Programme (COSME). 
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EU programs for SMEs 

and self-employed. 

 

 Create attractive conditions for the development of a 

venture capital market led to the creation of new firms and 

their subsequent growth. 

 Facilitate commercial SMEs access to a wide range of 

alternative funding sources, including grants, guarantees, 

seed funds, angel investors, etc. 

 Improve training for entrepreneurs on financing issues and 

make more accessible the information on the various 

sources of funding. 

 

Internationalization 

 

SMEs are the backbone of the European economy and are the main productive factor in 

the creation of employment. The search for economies of scale and the benefits 

derived from them have been the engine for the economic model transformations of 

contemporary trade. The concentration and vertical integration have given certain 

distributors considerable bargaining power that have enabled them to obtain lower 

prices. On their behalf, small and medium enterprises need to benefit from the 

opportunities offered by the global economy. 

 

The promotion of internationalization among SMEs is also essential to maintain growth 

and employment in Europe. Trade SMEs need guidance tools to get started in the 

process of internationalization, either in person or through the Internet, which means 

better access to information on foreign markets, helping them to locate potential 

customers and partners and better knowledge of the laws and regulations governing 

the operations in other countries. 

 

Through various programs and windows, the EU has become a leading player in the 

enhancement of internationalization among their businesses. This effort should be 

continued now more than ever, and retail companies must be incorporated into the 

strategy, which requires simplified mechanisms and support structures in the target 

markets. Beyond industrial and technological fields mainly, retailers should be 

incorporated into the phenomenon of internationalization benefiting from all the 
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support mechanisms made available for companies through different EU instruments to 

promote the internationalization. 

 

 

Objectives Action measures 

1) Promote 

internationalization of 

retail SMEs. 

 

 Make more accessible information on the various 

regulations affecting the retail sector applicable to the 

various states and regions. 

 Harmonize national rules on commercial communications, 

and, in particular, the promotion of sales, losses, discounts 

and consumers’ rights. 

 Standardize regulatory frameworks regarding contractual 

franchises and unfair business practices. 

 Develop guidance tools for initiation in the 

internationalization and internationalization potential 

assessment. 

 Develop and disseminate guidelines for identifying the 

opportunities of internationalization of retailing. 

 

 

Integration and cooperation between companies 

 

Through collaboration, cooperation and integration small and medium business 

entrepreneurs can grow and be more competitive. In this sense, it is necessary to act 

fostering modernization in many traditional shops located in difficult areas such as the 

rural areas or neighbourhoods of many cities where the competition from big surfaces 

has increased. 

 

It is also a priority to promote the endogenous potential of this type of companies that, 

despite everything, are still able to create jobs and generate high value services for 

society. In this regard, supporting entrepreneurship, organizational innovation, 

development of commercial establishments and care and customer service are 



G r e e n  P a p e r  o n  i n n o v a t i o n  f o r  t h e  r e t a i l  s e c t o r  

    Reinpo RETAIL Project, 2013.    58 

indispensable strategic options for many businesses. Similarly, it is important to 

consider urban contexts where the activity takes place, which are always in need of 

improvement and management initiatives to strengthen the role of trade in the 

economic revitalization of cities. 

 

Objectives Action measures 

1) Increase the business size 

of retail SMEs. 

2) Promote vertical 

integration strategies, 

the creation of shopping 

centres and platforms of 

business collaboration 

that allow obtaining 

benefices of scale 

economies.  

3) Encourage new 

management ways of 

urban business spaces.  

 Support through EU policies, business integration. 

 Promote the creation of shopping centres, trading platforms 

and initiatives to develop economies of scale. 

 Facilitate exchanges, purchases and intra group financing 

between companies wishing to cooperate. 

 Support initiatives for district business through the creation 

of urban shopping centres and implementation of projects 

based on the Business Improvement Districts model. 

 

 

Electronic commerce 

 

There is a great potential in the use of digital economy for the retail trade sector. 

However, e-commerce accounts for only 5% of the total sales in the EU and only 

10% of EU citizens have purchased on-line in another Member State, while 39% do 

so in their own country. 

 

Electronic commerce promotes greater competition between traditional retailers and 

sale channels, allowing them to grow and internationalize and generating every day 

new competitive development opportunities. It also has beneficial effects on the 

creation of new jobs. 
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Objectives Action measures 

1) Increase the use of 

electronic commerce as a 

sale channel between 

retail SMEs. 

 

 Promote programs that facilitate the creation of portals for 

online commerce between retail SMEs. 

 Train entrepreneurs in electronic commerce and the use of 

social networks. 

 Provide more information to consumers about their rights in 

electronic commerce. 

 Provide a higher level of consumer protection in online 

transactions. 

 Improve the regulatory framework to facilitate on-line 

business transactions among member countries. 

 Promote Internet access of citizens and businesses that are 

located in rural and remote areas, in the same conditions of 

service and price than other citizens. 

 

 

Regulatory framework and sectorial policies 

 

A free and fair competition, freedom of contract and a proper and effective 

implementation of the legislation are key aspects for a well-functioning retail market. 

And a good functioning of the market has an impact on the quality of the life of 

citizens and has direct implications on prices and competitiveness of the economy. 

Therefore, policies aimed at the sector should be developed from balanced approaches 

that incorporate other components such as sustainable development, social and 

territorial cohesion, preserving the quality of urban and rural life, minimization of 

environmental impacts, etc. without unnecessarily and disproportionately hinder the 

possibility of the business establishment17. 
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Objectives Action measures 

1) Remove duplicities and 

reduce administrative 

charges and barriers that 

can limit growth and job 

creation in retail. 

2) Remove restrictions to 

freedom of 

establishment, regulated 

in all cases from 

sustainable territorial 

planning approaches. 

 Simplify the existing sectorial standards, based on the strict 

application of the Services Directive. 

 Print greater territorial cohesion in the regulation of the 

installation of big commercial surfaces. 

 Identify and disseminate good practices in business 

planning ensuring a competitive retail sector and equitable 

and the sustainable development of the territories. 

 Encourage greater coordination between the various laws, at 

all levels, national, regional and local. 

 Preparation and dissemination of guidelines and best 

practices in the areas such as commercial development. 

 

 

 

Environment 

 

Trade and distribution have a significant environmental impact due both to the activity 

they generate and the geographical shifts of consumers. It is therefore a sector with 

high energy consumption due to the lighting, cooling, heating or air conditioning 

needs of the sector. Retail generates and recovers very large quantities of waste 

(brochures, packaging, food waste, electrical and electronic products) and also 

contributes greatly to the volume of freight traffic. 

 

Retailers and suppliers are, in many cases, at the forefront of environmental 

responsibility, particularly in relation to waste, energy, transport and CO2 reduction. 

However it is necessary to redouble their efforts and consider that corporate 

responsibility should pay more attention to social and environmental problems. 

 

The retailer can make a key contribution to sustainability, including the EU 20-20-

20 targets. Meanwhile, traders can become drivers of sustainable development models 
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reacting to consumer attitudes and interacting with them, but also through their own 

actions and relationships with suppliers. 

 

Objectives Action measures 

1) Conceal the interests of 

distribution companies 

with the environment 

protection and 

sustainable territorial 

development objectives. 

2) Improve efficiency in 

energy consumption. 

3) Reduce the generation of 

business waste and 

favour recycling. 

4) Favour more responsible 

consumption habits. 

 Incorporate standards and analysis methods at European 

scale to measure the environmental impact in relation to the 

life cycle of products. 

 Encourage the setting up of efficient waste collection and 

recycling systems. 

 Provide financial support measures which result in lower 

energy consumption in the sector. 

 Promote research and development in new technologies 

applied to energy valorisation of business waste, especially 

in the food sector.  

 Improve efficiency in the transportation and delivery of 

goods in urban areas through a better planning of urban 

mobility infrastructure, the use of intelligent transport 

systems and the use of vehicles with innovative technologies 

adapted to the urban needs and demands. 

 Develop codes of good conduct, good practice guidelines 

and tools for environmental improvement in the sector. 
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6. Two transnational initiatives. 
 

In addition to the specific priority actions defined in the previous section, in this Green 

Paper two initiatives are further developed; two initiatives of transnational character 

and great importance related to the transnational dimension of the RETAIL REINPO 

project and its joint working proposal officially started with this Green Paper and that 

finds its origin in the private initiative. 

 

Through these two actions, it is intended to continue the work started by the project. 

Both initiatives are based on the belief that the retail trade sector needs, given its 

importance for the European economy, a specific treatment and strategy, 

especially in the field of innovation, where the degree of fragmentation is very high. 

It is therefore necessary to have a better understanding of the problems and needs of 

the sector and encourage cooperation between the main economic and territorial 

agents that support the sector and promote innovation among retail SMEs. For this 

purpose, the following initiatives are raised: 

 

1. Promote the development of the Reinpo Retail network (European Network to 

Support Innovation in Retail) in order that it becomes a virtual community at 

European level for the transfer of best practices in retail and a reference for all 

European states in terms of cooperation and transfer of knowledge and 

innovation. 
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2. Establish the European Observatory on Retail Trade, to investigate the 

changing dynamics of trade and learn more about their specific needs in order 

to further improve the EU policies addressed at the sector. 
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6.1 European Network to Support Innovation in 

Retail. 

 

47,1% of retail trade enterprises in the EU-27 are located in the Mediterranean 

European countries18 and in terms of employment group 37,8% of the jobs of the 

sector. It is therefore a strategic economic sector for many Southern countries of the 

EU, which also has links with many other activities it cooperates with or complements 

like, for example, tourism, which is very important mainly in Southern countries EU. 

 

Probably the fact that retail is a complex sector (there are many types of business, 

market segments, different business cultures and locations), along with the excessive 

fragmentation of the competent authorities in the field and the lack of homogeneity in 

the regulatory framework (national, regional and local competences), has meant that, in 

general, in Europe the sector is not considered in terms of its real importance and 

therefore no specific action mechanisms that meet the needs of the sector 

have been developed.  

 

There are many horizontal policies in which Brussels has a certain level of competence 

that have a great impact on the sector: education, employment, innovation, local 

development, territorial cohesion, and environment and consumer protection, among 
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others. In that sense, there should be some strategic EU approach to strengthen the 

potential of the sector and channel their efforts in the framework of the Europe 2020 

Strategy. . 

 

In order to contribute to these goals, the proposed transnational work developed in 

this Green Paper aims at building a network of collaboration and knowledge 

transfer on innovation by economic agents located in different European states 

but with special attention to trade located in the Mediterranean countries and 

regions. Through this network it is sought to continue the work initiated under the 

REINPO RETAIL project, enhance the European dimension of the project, foster a better 

understanding of regional issues and promote the exchange of best practices as well as 

the strategic and financial approach of the key stakeholders of the sector. 

 

Innovative Projects & Agents 

 

One of the most important results of the REINPO RETAIL project implementation is 

undoubtedly the creation of an online environment where the agents selected by 

the consortium team can network, communicate and transfer ideas and projects, 

as well as cooperate and exchange experiences related with projects implemented 

in the past. This is the basis, the online embryo that could launch an initiative at 

European level as the one claimed in this Green Paper: the creation and international 

management of a specialized network in the sector that meets the objectives of 

the 2020 Strategy and helps to address the major challenges the EU faces in terms of 

job creation and sustainable economic growth. 

 

The following table presents a synthesis of the existing situation in all four regions 

participating in the project and some initiatives that have been carried on to bring 

practical solutions to common problems of the sector, that could be extrapolated to 

other territories of the European Union. 
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Summary of the analysis in each region 

Needs, programs that work and expect major changes
19

 

 

Greece 

 

Main sector 

needs: 

 Align the workforce investment system more closely with 

the demands of industry. Adapt the training of new 

employees, at every level, to the needs and demands of 

business, especially in high-demand jobs. 

 Bring together resources devoted to employment, 

education, and economic development and use them 

strategically to create opportunities for workers. 

 Remove constraints for retailers to sell currently restricted 

product categories. 

 Improve transparency by increasing the awareness of 

existing tools such as the price observatory and creating 

platforms to compare price/performance. 

 Reinforce competition, investment and regulatory 

compliance. 

 Control over unlicensed traders. 

 Lift constraints for retailers to sell currently restricted 

product categories and further improving transparency by 

increasing the awareness of existing tools such as the 

price observatory and creating platforms to compare 

price/performance. 

Main actions or 

programs  

working: 

Heraklion 

 1-Digi-retail: Concerns the “digital support” of retail 

enterprises in order to: a) improve their internal 

management and reduce functional costs with the 

automatization of their operational, sales, supplies 

procedures etc. and b) promote digital support and access 

to new consuming markets, taking advantage of the 

possibilities of new technologies for their electronic 

promotion and marketing.  

 2-Digi-content: Supports the creation of a dynamic and 

enriched Hellenic broadband content, exploited by the 

retail sector. It is addresses to sectors with publishing 



G r e e n  P a p e r  o n  i n n o v a t i o n  f o r  t h e  r e t a i l  s e c t o r  

    Reinpo RETAIL Project, 2013.    67 

activities (publishing of books, scientific or university 

works, publishing houses and publishing media), as well 

as to information material providers, printing companies 

etc. The aim of this action is to enrich the Greek content 

on the internet, while supporting its digital diffusion 

through various technological cables (digital reading, 

tablet pc, mobile equipment).  

  Green Enterprise: Defines the requirements to 

incorporate an environmental dimension in the operation 

of enterprises, in order to proceed to interventions in the 

process of the production chain.  

 Green Tourism: Supports existing local SMEs in the 

touristic sector, such as camping parks and rented rooms 

and apartments, operating before 01.01.2009, across the 

country. 

Main future 

challenges from 

a strategic 

point of view: 

 Gain insight into retail industry IT trends. 

 Learn from industry best practices and new technology 

deployment among competitors. 

 Determine IT adoption trends in the retail market segment 

by knowing retail industry drivers and inhibitors of future 

IT investments by IT hardware, software, and services. 

 Map strategies to retail priorities and solutions by tracking 

retail spending at a deep-domain level and determining 

spending trends. 
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Spain 

 

Main sector 

needs: 

 Promote action plans to improve retailer’s ICT skills 

through specific training programs. 

 Provide collective ICT services to stimulate their use 

within retailers and consumers as well. 

 Encourage business cooperation in order to achieve 

higher levels on retail innovation. 

 Speed up access to web 2.0 collaborative tools. 

 Facilitate access to credit line in order to invest in 

innovation and ICT tools acquisitions for retail businesses. 

 Implementation of e-commerce solutions in rural retail 

SMEs. 

 Investment needs in better ICT services for retail SMEs. 

 Investment needs in the provision of centralized services 

for retailers, including ICT services. 

 Investment needs in ICT training programs. 

 Investment needs in advising services to encourage the 

ICT use in retail SMEs. 

 Investments needs in Urban City Centres management 

entities in order to promote a more effective cooperative 

framework between retail SMEs. 

Main actions or 

programs  

working: 

Andalucía/ Castellón 

 Plan for retail (from 2003):  Promotes a wider use of 

technologies (ICT) within retail sector, establishes quality 

criterion as a clear factor of competitiveness and 

differentiation, based  primarily  on  continuous  

improvement  systems  and commercial  design services 

and encourages the value related to urban retail by 

enhancing official recognition of the city retail centres. 

 Specific action plans to revitalise traditional retail 

structures in historic city and town centres. 

 Entrepreneur Women Support Program: Provides  

information  and  advice  to  women  entrepreneurs  and  

businesswomen about self-employment opportunities, 

labour market laws, administrative procedures to obtain 

grants, as well as about new sources of employment and 
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funding instruments (more advantageous microcredit and 

credit lines). Although it is focused on all types of 

entrepreneurship, the final target are basically retailers. 

 Innochambers Program: Although it is not specific for 

retail, this program encourages  the  integration  of  

innovation  in  the business  strategy  as  a  key  tool  to 

achieve sustained economic growth and to improve the 

competitiveness of SMEs.  

 Maspyme program: It is aimed to facilitate access to 

Internet business by creating websites and on line stores. 

 Exporta Camera: Internationalisation and Trade Missions. 

 Business Continuity Plan: Born with the aim of creating 

a more efficient market for business transfers. This 

program seeks to promote the market by offering support 

services to the sale of businesses. 

 CECACRM: Manages customers and suppliers information 

with Customer Relationship Management software. 

 Open Retail: Encourages SMEs retail businesses to create 

their own websites and on line stores. 

 Andalucíadcompr@s (Shopping in Andalucía): The 

project aims to help small and medium business to 

improve its management and to adapt to new demands 

and market changes. 

 Innoandalucía (Innovative strategies in Andalusian 

retail business management): The aim is to create a 

virtual  platform  where  retailers  can  contact  suppliers  

and  consumers,  in  order  to optimize the purchasing 

and procurement cycle. It is the first initiative in 

commercial distribution that allows retailers to sell and 

communicate with customers in one place. 

 PYME FINANCE: technological financing tool for SMEs to 

access private and public financing. www.pymefinance.es  

 Globbarea: online community for business. 

http://www.globbarea.com/  

 Xpande: Project for the promotion of internationalization 

among SMEs.  

http://www.pymefinance.es/
http://www.globbarea.com/
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 Chamber Innovation Point (PIC): support service 

provided by the Chambers of Commerce of the Valencia 

Region to promote innovation among SMEs. 

 EcoInnoCámaras: program to promote innovation 

among the Chambers of Commerce of Spain (and its 

SMEs) with a special focus on Eco innovation. 

http://www.camaracastellon.com/desarrollo-

empresarial/innovacion/innocamaras/inicio.asp  

 Facturación Digital: support service for companies to 

introduce the electronic bill in their daily operations. 

http://www.camaracastellon.com/desarrollo-

empresarial/innovacion/factura-electronica.asp  

 Certificación Digital: support service for companies to 

introduce the electronic certificates in their daily 

operations. http://www.camaracastellon.com/desarrollo-

empresarial/innovacion/certificado-digital.asp  

 PROP Emprendedores: support for entrepreneurs in the 

creation of their company, monitoring during the first 

years of creation. 

 HIDDEN: promotion of hidden innovation among SMEs 

of the province of Castellón. 

http://www.hiddenproject.eu/  

 GRASP: promotion of contracting innovative procedures 

between public administrations and SMEs.  

Main future 

challenges 

from a 

strategic point 

of view: 

 The dependence on the economic evolution (demand) 

caused by the structural situation of crisis. Economic 

factors can affect consumer spending and the evolution 

of the retail sector. 

 Industry concentration in both traditional commerce and 

electronic commerce. 

 Large companies dominate the market and can affect the 

viability of SMEs retail businesses. Cooperative action 

could be the right answer to compete with the large 

advertising budgets offered by major retailers. 

 For consumers who are always connected, buying online 

is another option and not just a different way to buy. 

http://www.camaracastellon.com/desarrollo-empresarial/innovacion/innocamaras/inicio.asp
http://www.camaracastellon.com/desarrollo-empresarial/innovacion/innocamaras/inicio.asp
http://www.camaracastellon.com/desarrollo-empresarial/innovacion/factura-electronica.asp
http://www.camaracastellon.com/desarrollo-empresarial/innovacion/factura-electronica.asp
http://www.camaracastellon.com/desarrollo-empresarial/innovacion/certificado-digital.asp
http://www.camaracastellon.com/desarrollo-empresarial/innovacion/certificado-digital.asp
http://www.hiddenproject.eu/
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 Increase of better secure systems to make purchases 

online. 

 Seasonal demand can affect retailer’s cash flow. 

 Proximity might be a trend again because it implies better 

services. 

 Fast changes on trend demands and ICT solutions require 

more dynamic management systems in the retail sector. 

 Introduction of mobile devices as a way to make 

purchases and to compare prices. 

 Use of social media to understand and connect with 

shoppers. 

 Capital and finance is unlikely to come by the line of 

credit. 

 Better customer service is a priority. Social media allows 

people to leave reviews. 

 

Italy 

 

Main sector 

needs: 

 Increased use of ICT technologies and training programs 

for the enhancement of human resources, more strategic 

use of e-commerce may be integrated with the power of 

social media; sales strategies based on a closer 

relationship with the territory and linked to regional 

tourism policies, new organizational processes and 

management product innovation increasingly linked to 

environmental sustainability and saving. 

 The support required by local actors concerns a policy to 

revitalize the sector that encourages the increase in 

domestic consumption, a loosening of the grip tax, a 

credit policy that reopened the doors to micro, small and 

medium-sized enterprises and, finally, measures  for  the  

innovation,  and  training  and  updated  courses  for  

professionals operating in the sector. 

 Problems relating to cultural mind-sets and economic 

fragility. 

 Restrictions associated with the absence of developable 

land and the consequent exorbitant cost of real estate 

(particularly in the Province of Naples). 
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 Very low per capita domestic consumption, with the food 

sector ranking first in composition of expenditure and 

consumers looking to save money by migrating towards. 

 Retail organizations with modern distribution systems 

able to offer extremely competitive prices. 

Main actions or 

programs  

working: 

Naples 

 Azioni  a  favore  dei  Centri Commerciali Naturali  

(Campania Regional Government) for regeneration of 

market areas and/or the development of Natural 

Shopping Centre and for supporting partnerships and 

associations in the retailing and tourism sectors, business  

and  service  networks  in  retailing  and  tourism,  and  

Natural  Shopping Centres. 

Main future 

challenges 

from a 

strategic point 

of view: 

 Simplification of fiscal, legislative and bureaucratic 

aspects. 

 Reduction for establishment, management and service 

costs. 

 Put together a legislative and financial infrastructure with 

a view to building networks between tourism providers 

and retailers in towns, starting with neighbourhood or 

“natural” shopping centres. 

 Communicating the network. 

 Managing communication. 

 

France 

 

Main sector 

needs: 

 Support new technologies: retail enterprises are among 

the least equipped and trained for new technologies, 

while their use becomes more and more necessary, on the 

one hand from a logistical point of view and practice, and 

secondly from a business perspective. 

 Design approach: a real process of promoting and 

supporting retailers to an integration of design into their 

shops is applicable to all types of territories and aims to 

promote retailers in this way, to improve their 

competitiveness through various forms of design: graphic 

design, product design, packaging design, digital design... 

 Sustainable development is now a necessary component 
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of our society, which takes on various aspects and 

responds to environmental issues as well as societal ones. 

Retail sector in its together and the local retail in 

particular, respond to the obvious definition of 

sustainable development: a source of energy savings, 

proximity which is a creator of social ties in the big cities 

or in rural communities, and contributes to the vitality and 

development of the economy. 

 In addition, beyond a simple upgrading, support is 

needed for retailers wishing to transform these legal 

obligations into commercial tools. It is then to develop a 

sustainable, an environmental or societal viewpoint, 

participating in a will trade competitiveness. 

 In the context of current gloom, treasuries continue to 

deteriorate and investments needed to adapt to a 

changing economy, are deferred. A work in partnership 

between public institutions   and   public   authorities   

(the   Region,   State,   retail   trade   unions,   consular 

chambers...) is needed to help retail sector in its efforts in 

restructuring or redirection. 

Main actions or 

programs  

working: 

 Regional Master Plan for Economical Development 

(SRDE): In SRDE, two major issues were raised: One 

related to spatial planning and the geographical 

distribution of commercial offer with an increasing 

concentration in big cities while 25% of small and 

medium sized cities have no longer any shops and 50% 

without non-food outlets. The other related to the 

professionalization of businesses in order to face an 

increasing competition context. 

 Regional support to commercial and craft real estate 

in rural disadvantaged areas. Regional support to 

people who set up a business. 

 Qualité TP: The regional Chamber of Commerce and 

Industry (CRCI) and the 12 regional CCI have 

experimented for two years a process to raise retailers 

awareness to increase their professionalization.  
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Shopkeepers are coached by CCI technicians and experts 

(pre-diagnosis, audit, feedback diagnosis, mystery 

customer, strategic and action plan). 

 Market stallkeepers: Experimented  the  setting-up of a 

software (Géomarché) which allows stall  keepers who 

want to work  in open air  markets to get  in touch with 

townhalls and to find out a  space. This software is 

updated by the association ADPM (association to 

promote open air markets). 

 IDéclic Training: Financing training for new business 

entrepreneurs (5 days to set up your business, school to 

be a stall keeper…). 

 Territorial Financing (Public DERTT): co-financing of 

collective actions (FISAC). 

Main future 

challenges 

from a 

strategic point 

of view: 

 One of the main future challenges will be to combine 

proximity and e-commerce. 

 Maintain  or  increase  its  sales,  retail  sector  must  first  

develop  its  major  advantage: proximity.  Time savings, 

service and advice, social ties are arguments which, 

combined with the quality products offered, increasing 

resonate with consumers. 

 But the main challenge for the coming years will probably 

be the ability to combine these values with the 

development of e-commerce and m-commerce. Using 

multiple channels of distribution now becomes essential 

at a time when France has more online shoppers and 

where the turnover of e-commerce is growing steadily. 

Although the share of services (train tickets, travel...) of 

cultural goods (books, CDs) and the tilting of the distance 

selling to the Internet are the main components of e-

commerce, the retail sector will seize this new growth 

complementary to the physical shop. 

 This is indeed a major vector of the attractiveness of cities 

and villages and a structuring element more and more 

taken into account in the development of strategies by 

policy makers. 
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As it is derived from the individual analysis by country and region, it seems that there 

are some key ideas policies could be articulated on to support Euro Mediterranean 

trade, especially in all matters relating to the promotion of innovation. The following is 

a non exhaustive list of some of the competitiveness reinforcement lines the network 

could work on that could lay the groundwork for a financing and support scheme for 

the development of the retail sector identifying projects and policies and creating 

mechanisms for knowledge and best practices transfer.  

 

 Promote the training of the retail employer and employee, primarily 

through the incorporation of the information and communication new 

technologies (e-learning, multimedia training, distance learning etc.), allowing 

faster adaptation to the changing needs of the business enterprise. It is 

therefore very important to develop educational materials adapted to the new 

technologies and create new support platforms (web portals, customized 

software, etc.). 

 Promote entrepreneurship in the sector and strengthen micro enterprises 

and business associations. 

 Develop training programs for the use of ICT, especially of those 

technologies that can improve the competitiveness of enterprises and 

strengthen the relationship with its customers. For this purpose, it is necessary 

to promote cooperation and knowledge transfer programs through local and 

European initiatives. 

 Encourage the creation of partnerships among key actors of the productive 

sectors related to commercial clusters: traders, hoteliers, service providers, 

logistics, manufacturers, etc. 

 Define new business areas and adopt new models of trade integration as 

the BID model and support the creation of Open/ Natural Shopping Centres 

that provide the sector global management strategies that make it more 

competitive. 

 Promote new financial instruments for the sector, in particular through the 

promotion of micro-credit for new entrepreneurs. Public investment efforts are 

also necessary to maintain the traditional business through public banking 

systems. 
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 Improve energy efficiency in small businesses and the reduction of the 

commercial waste generation. 

 

Features of the Reinpo Retail Network 

 

The pilot project of the network already set up and running by the REINPO RETAIL 

initiative should be given more projection, expanding the number of regions with 

presence in it and expanding the range of its objectives, which could be basically the 

following: 

 Promote the exchange of experiences, expertise and good practices between 

the members of the network and encourage innovation among SMEs in the retail 

trade sector. 

 Promote cooperation between its members for the development of projects at 

transnational level. 

 Create a tool that creates an open space for debate, work and interprofessional 

communication on relevant aspects that have to do with innovation in the 

commercial sector.  

 Raise awareness among national and regional governments and the European 

Commission on the importance of the sector, transferring their problems and 

needs and generating fruitful debates for the definition of policies and actions at 

different scales. 

 

The members of the network, as it is set in the REINPO RETAIL working program, can be 

professionals, experts, consultants, technological researchers, trainers, business 

executives, small business entrepreneurs, officials and policy makers that work in or for 

the retail sector. The network must operate as a thematic Virtual Community, 

understood as a space that brings together people around a common theme and 

purpose, where they meet to discuss, interact, exchange information and organize in a 

similar way than face-to-face communities. 

 

The fact that the interaction can take place between individuals but linked by computer 
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networks is what leads to define it as a virtual community. Virtual communities are 

characterized by: 

 

 Accessibility, which defines the possibilities of intercommunication, where 

technological availability is not enough. 

 Culture of participation, collaboration, diversity and share, which condition the 

quality of life of the community and are key elements in the flow of information. 

 Skills available among the members. The types of skills needed are: communication, 

information management and processing skills. 

 Relevant Content. The relevance of content will depend primarily on the 

contributions of the community members. 

 

The basic tool of the Community will be a 2.0 website that can take as starting point the 

work already completed in the REINPO RETAIL project and that must be built on the 

following principles: 

 

 Community: The user provides content, interacts with other users and creates 

knowledge networks. 

 Technology: Instead of software packages, web services will be provided, each 

terminal can be client and server at a time. 

 Modular architecture:  It will favour the creation of complex applications in a 

faster way and at lower cost. And all under one conceptual umbrella whose main 

idea is that "what is not shared is lost", and in this sense, the more users provide 

content, the higher will be the perceived value of the service. 

 

The web could contain, a priori, the following services: 

 

 Distribution Lists.  It will be the real heart of the community, through which 

members will communicate and exchange information. 

 Directory. Composed of the list of all subscripts to the community, with their email 

address and link to personal pages in case they have. 

 Good Practice Database in the sector. 
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 Project Panel. Information on the projects and public and private initiatives 

addressed at retail and developed in the different participating regions. 

 Discussion Forum. 

 Links to interesting webs. 

 Links to electronic documents within the community and external links. 

 Access to the archived messages of the list. Only the members of the community 

will be able to enter this service. 

 Electronic newsletter. 

 Advanced search. It will allow the search for items within the community or the 

search of archived messages or in the internet on a particular topic. 

 Pin board. Addressed at promoting the exchange of information between 

members, either on conferences, seminars or any information deemed useful. 

 Chat. Synchronous communication space to perform real-time meetings. 

 Collaborative work area. It will be a workspace that will allow exchanging 

documents of any type and will allow users to make revisions and work on them. 
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6.2 The European Observatory on Retail Trade. 

 

Two of the main ideas that are repeated and that serve as the backbone of this 

document of proposals are the starting point of the second big transnational proposal 

of this Green Paper. The first one is that retail is an important sector in the European 

economy, both in terms of wealth and job creation. The second one has been pointed 

out repeatedly in different parts of the Green Paper: the improvement of the 

competitiveness of the sector is directly linked to the ability to innovate. 

 

Within this scenario, retail SMEs face significant challenges and changes. On the one 

hand, they must overcome the deep economic crisis that has affected so badly 

consumption and the ability to obtain funding from companies. On the other hand, 

they face a greater liberalization of the sector, with new rules and regulations not all 

the sector is prepare for. Finally, the sector must assume the challenge posed by the 

unstoppable growth in the use of communication technologies and the exponential 

enhancement of electronic commerce. These are all changes that have a direct impact 

on the sector that require helping, collaborating and providing more training for many 

entrepreneurs. 
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Many sectors of industry and other areas of the economy have centres, institutions, 

public companies, institutes and observatories to generate knowledge related with their 

problems, stimulate innovation, promote programs and policies and provide 

information and advisory services. This is not the case of the retail sector. According to 

the research conducted by the REINPO RETAIL project, the experiences in this regard 

are scarce at European level and only some regions count on structures to answer these 

challenges. 

 

Research and the most substantial impulses to innovation occur almost exclusively 

through the distribution companies. For their part, regional governments, business 

associations and chambers of commerce develop, in their respective territories, support 

and research actions from a local and limited approach. The statistical information on 

the sector is also very limited in all matters relating to the existing establishments - key 

data of the sector- employment, commercial areas, subsectors of activity, sales, 

business dynamics, trends, etc. In short, it could be said that the European retail is, in 

this sense, in a position of disadvantage compared to other sectors of the economy 

because no resources have never been invested in the modernization of the retail 

cooperative structures as the investments and efforts made to promote development, 

innovation and internationalization in other sectors of great importance but much less 

important than retail in absolute values. 

 

In this context, it is necessary that the dynamics and trends the sector faces are better 

investigated, that a better quality information is generated and disseminated and that 

the sector is provided with an ideal environment for innovation and continuous 

improvement. To this end, it is proposed to create the European Observatory on 

Retail Trade as a cooperation space to channel the efforts of different public and 

private actors whose characteristics are detailed below. 

 

Objectives of the Observatory 

 

The strategic objective of the Observatory will be to provide quality information on 

the European trade sector, analyzing new trends and economic phenomena, 

social, demographic, technological, environmental or political factors that affect 
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the development of the sector and constitute a place for the generation and 

exchange of experiences and best practices addressed at the companies of the 

sector. 

 

The specific objectives of the Observatory are the following: 

 

 Raise awareness on the importance of retail in the European economy. 

 Generate, deliver, analyze and disseminate reliable and quality statistical 

information on the European retail sector. 

 Conduct analyzes and benchmarking of the policies addressed at the retail sector in 

the states of the EU. 

 Provide technical advice and propose policies to both the European Commission 

and European states on all matters relating to retail. 

 Support approaches, common European principles and tools that result in the 

improvement of the sector. 

 Fulfil knowledge gaps and identify relevant trends and challenges for the sector. 

 Disseminate best practices on projects, policies and initiatives developed by 

different countries, regions and cities. 

 Bring together policy makers, social partners, researchers and practitioners to 

discuss the reality of the sector. 

 Promote cooperation between retail agents and professionals, acting as a Technical 

Secretariat of the European Network to Support Innovation in Retail (this proposal 

has been defined in the previous section). 

 

Functions and activities 

 

The main function of the Observatory will be to produce and disseminate information 

of the statistical, documentary and technical nature on the European retail sector, so 

that it can provide the EU and its Member States with an overview of the situation of 

the sector to enable them to take measures and define programs and policies in their 

respective areas of competence. In addition, the Observatory shall develop a 



G r e e n  P a p e r  o n  i n n o v a t i o n  f o r  t h e  r e t a i l  s e c t o r  

    Reinpo RETAIL Project, 2013.    82 

prospective approach, anticipating and identifying, through their studies, the emerging 

trends affecting the sector. 

 

The priority areas of the activities of the Observatory will be: 

 Production, collection, processing and dissemination of statistical information on 

the commercial sector in all EU countries, including conducting ad hoc research. 

 Improvement of methodologies for the collection of information on the sector. 

 Cooperation with European, international and from other countries outside the EU 

agencies and organizations. 

 Exchange of information and collection of the best practices established in the EU 

countries, especially with regard to the policies, rules and regulations of the sector 

in the EU. 

 Maintenance of a system of rapid exchange of information and transfer of good 

practices. 

 Dynamization of the Network of Retail Agents through the maintenance and 

revitalization of their virtual community. 

 Implementation of pilot projects and development of the applicable tools and 

instruments for the SMEs of the sector. 

 Maintenance of a documentary collection on policies, standards, studies and 

research conducted after various European agents on the field. 

 

In addition, the Observatory’s functions will include the collaboration with other 

European research centres through the signature of agreements in each country. This 

collaboration will be based on the design of systems and joint action programs, the 

exchange of methodologies and cooperative assessment actions and transfer of results, 

data exchange, sharing experiences and working methods and the development of 

joint studies and research on issues related to trade and its activity in each state. All this 

through the prior definition of the common objectives at European scale. 
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Juridical, organizational and financing regulation 

 

The Observatory may be endowed with legal personality, even if at first it is proposed 

that it is linked to existing structures at European level such as the chambers of 

commerce, business associations, knowledge or research centres, etc. Its functioning 

will be based on the regulations adopted by the European Commission and the 

organizations supporting it, so that its “informal” constitution can be proposed as a 

voluntary protocol run by a group of experts at the European Commission. 

 

At organic level, the Observatory will be headed by a director, responsible for the daily 

management of the Observatory, a Management Board, with members from different 

European states, and by an Executive Committee whose function will be to approve the 

annual action programs and economic planning. It will also count on a scientific 

committee. Periodically, an external evaluation of its activity will be carried out. 

 

In order to create a first working plan of the Observatory and test the operations and 

proposals emanating from this and other documents at European level, it is proposed 

to apply for funding to the future COSME Programme, so that stakeholders can 

constitute this working embryo and, besides, start working on a technical level 

and define the future size of the Observatory, its legal status and operating mode, 

etc.  
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Reinpo Retail Pilot actions: 
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Fourteen retail innovative projects 

The REINPO RETAIL Project planned, among its activities, the completion of a series of 

pilot projects to be developed by project partners. Throughout the life period of the 

project, several pilot projects have been developed including a wide range of activities 

focused on a specific goal: promoting innovation among SMEs in retail trade. 

 

 

The scope of each project and its nature have been decided by each partner, and given 

its own experimental nature, as they have been developed, the processes have been 

adjusted and the efforts directed to the achievement of performance indicators and 

parameters enabling the development of a common action plan at European level. 14 

projects in four different countries have been developed, involving, in a direct way, 

911 SMEs of the retail sector. 

 

Nature of the projects 

Innovation is a strategic process for enterprises. As the Oslo Manual states, an 

innovation is the implementation of a new or significantly improved product (good or 

service), of a process, of a new commercialisation method or a new organisational 

method of the internal practices, the workplace organization or the external relations 

inside a firm. In order for innovation to exist, the product, the process, the 
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commercialisation method or the organizational method need at least to be new (or 

significantly improved) to the firm. 

 

Innovative activities are related to science, technological, organizational, financial and 

commercial operations leading to the introduction of innovations. Some of these 

activities are themselves innovative; others are not new but are necessary for the 

introduction of innovations. 

 

A common feature of all types of innovation is that they must have been brought into 

the action scope of the company. It is said that a new product (or an improved product) 

has been "introduced" when it has been released into the market. It also states that a 

process, a commercialisation method or an organizational method have been 

"introduced" when it has been used effectively in the context of a company's 

operations. 

 

Basically, there are four types of innovation: product innovations, process innovations, 

marketing innovations and organizational innovations. Product and process innovations 

are closely linked to the concepts of technological innovation. 

 

A product innovation corresponds to the introduction of a new or significantly 

improved good or service in terms of their characteristics or the use to which they are 

intended. It also includes significant improvements in technical specifications, 

components and materials, embedded computing, user friendliness or other functional 

characteristics. Product innovations can use new knowledge or technologies, or build 

on new uses or combinations of existing knowledge or technology. 

 

Process innovation involves the introduction of a new or significantly improved 

production or distribution process. This implies significant changes in the techniques, 

materials and/ or software programs. Such innovation can pursue to reduce the unit 

costs of production or distribution, improve quality, or produce or deliver new or 

significantly improved products. Production methods include techniques, equipment 

and software used to produce goods or services. Distribution methods are linked to the 

logistics of the company and cover the equipment, software and techniques for 
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consumable supply, allocation of supplies within the company or the distribution of 

final products. They also include new, or significantly improved, methods of creation 

and service delivery. They may involve the introduction of significant changes in 

equipment and software used by service providers, such as retail. The introduction of a 

new or significantly improved information technology and communication (ICT) is a 

process innovation if it is aimed at improving efficiency and / or quality of a basic 

support activity. 

 

A marketing innovation is the implementation of a new commercialisation method 

involving significant changes in the design or packaging of a product, positioning, 

promotion or pricing. These innovations seek to better meet the needs of consumers, 

to open new markets or market position in a new way a product or service of the 

company in order to increase sales. The new commercialisation methods in terms of 

product promotion involve the use of new concepts to promote the goods or services 

of a company. For example, the first use of a significantly different means or 

communication technique is a marketing innovation. The introduction of a personalized 

information system, using loyalty cards and tailoring the presentation of the products 

to the specific needs of customers considered individually can also be seen as a 

marketing innovation. 

 

Innovations in price involve the use of new pricing strategies to commercialize the 

goods or services of the company. As an example, it can be mentioned the first use of a 

new method that allows varying the price of a good or service based on demand (when 

demand is low, the price lowers, for example) or the introduction of a new method that 

allows customers to choose on the website of the company the product according to 

the features they seek and then see the corresponding price. 

 

An organizational innovation is the introduction of a new organizational method in the 

practices, workplace organization or external relations of a company. They can be 

designed to improve the performance of a company by reducing administrative or 

transactional costs, improving the level of job satisfaction (and therefore increasing 

productivity), providing access to non-marketed goods or reducing costs supplies. In 

practice this means the introduction of new methods for organizing routines and 
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procedures of business management, for example, the introduction of new practices to 

improve learning and knowledge sharing in the company. 

 

The escalation of innovation and the adoption of innovations are the most outstanding 

features of the sectors of low and medium technological content, such as retail. The 

majority of pilot projects conducted have focused on the implementation of ICT 

(25,9%) and marketing (26,9%). Secondly, the pilot projects most developed aimed at 

organizational improvement (18,5%) and improved processes or services (14,8%). 

Finally, environmental pilot projects have been also conducted in order to improve 

energy efficiency and training. 

 

Following this distribution, the classification of the pilot projects developed in the 

frame of RETAIL REINPO according to their innovative component can be as shown in 

the following table: 

 

 

 

Through the development of pilot projects, it has been attempted to show that a firm 

can increase its innovation capacity if it devotes enough resources and leadership to 
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manage the innovation process. As pilot projects have shown, innovation is a process 

that links different knowledge areas: marketing, generation of new ideas and concepts, 

design, business process reengineering, etc. 

 

 

 

In retail, the innovation process has to be marked by a clear market focus. It begins 

with the identification of an opportunity or unmet need, and ends with the search for 

greater customer satisfaction through the new service created. Companies can increase 

demand by differentiating products, opening new markets, and influencing the demand 

for existing products. Changes in their organizational methods enable to improve the 

efficiency and quality of their performance and, therefore, increase demand or reduce 

costs. 

 

They have also tried to show that one can innovate by doing things differently, 

redefining processes to increase the value of the final service thanks to a lower cost, 

lower response time, higher quality or provide the same service in a completely 

different  way. 
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In short, in the realization of the projects 911 SMEs have been directly involved, of 

which 65,9% have participated in training activities for innovation, 64,8% have been 

able to implement innovative management activities and 22,5% have been diagnosed 

to identify improvement areas. 

 

The pilot Projects 

 

Energy Efficiency Audits 

 

Partner: 

Chamber of Commerce of Castellón 

(Spain) 

 

 

Date of 

celebration: 
January-May 2012. 

Brief 

Description: 

The aim is to serve as a tool to help the SMEs retailers to: 

 Reduce energy consumption. 

 Improve energetic efficiency. 

 Reduce energy costs. 

 Minimize the environmental impact associated with energy 

consumption. 

Number of 

SMEs: 

Involved Trained Diagnostics 
Innovation 

activities 

Transference 

of good 

practices 

22 22 22 22 110 

Type of  

innovation: 

ICT 
Marketin

g 
Energy Training 

Organisati

onal 

Product 

or 

process 

  X X   
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Methodology: 

1. The auditor interviews the retailer and explains him/her the audit. 

2. Gathers from him/her data and information from the business, the 

facilities, and the energy provider. 

3. Measures and evaluates the facilities and equipments energy 

consumption/efficiency 

4. Evaluates the suitability of the illumination sets. 

5. The auditor produces the report and the recommendations. 

6. A CCI Castellón technician releases the audit report to the SMEs 

retailers and the auditor explains them the audit results and 

suggestions. 

 

 

Management tutorial plans in retail 

 

Partner: 

Chamber of Commerce of Castellón 

(Spain). 

 

 

Date of 

celebration: 
July - October 2012. 

Brief 

Description: 

The aim is to help the SMEs retailers to improve their competitiveness by a 

personalized monitoring and coaching assistance in retail marketing focus 

on one of these 4 areas: 

 Shop windows. 

 Promotion. 

 Surface management. 

 In-store display management. 

Number of 

SMEs: 

Involved Trained Diagnostics 
Innovation 

activities 

Transference 

of good 

practices 

20 20 20 20 80 

Type of  

innovation: 
ICT 

Marketin

g 
Energy Training 

Organisati

onal 

Product 

or 

process 
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 X   X  

Methodology: 

1. The auditor visits the retailer and gathers data and information from 

the business and from the Point of Purchase (PoP) making an Initial 

Quantitative Valuation. 

2. The auditor elaborates an Action Plan and releases it to the retailer and 

to CCI Castellón. 

3. The retailer executes the actions. The auditor visits 2 more times the 

shop and checks how the Action Plan is being executed. During this 

period there is a permanent support via phone or/and e-mail. 

4. When the actions are done, the auditor visits again the retailer and 

gathers more data and information. 

5. The auditor makes a diagnosis and elaborates a personalized Final 

Valuation, and releases it to the retailer and to CCI Castellón. 

6. The auditor also releases to CCI Castellón a Working Paper with a 

global diagnosis. 

 

 

Quality Service and Client Support Audits 

 

Partner: 

Chamber of Commerce of Castellón 

(Spain). 

 

 

Date of 

celebration: 
May - October 2011. 

Brief 

Description: 

Audits to know how the quality service and the client support are in each 

retailer. These audits are based on the Mystery Shopping technique. 

Number of 

SMEs: 

Involved Trained Diagnostics 
Innovation 

activities 

Transference 

of good 

practices 

22 22 22 22 88 

Type of  ICT 
Marketin

g 
Energy Training 

Organisati

onal 

Product 

or 
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innovation: process 

 X   X  

Methodology: 

A consultant made three visits to trade through the mystery shopper figure 

and, at each visit, requested product information, make a purchase, make a 

return of a product or even creates a conflict situation to see what is the 

response from the seller. After each visit he enters the information into a 

computer program and gives the level of customer satisfaction. 

 

 

Store Diagnostic (DPV) 

 

Partner: 

Chamber of Commerce of Castellón 

(Spain). 

 

 

Date of 

celebration: 
July - October 2011. 

Brief 

Description: 

Analysis of the situation from the point of sale and delivery of a report with 

proposals for improvements. 

Number of 

SMEs: 

Involved Trained Diagnostics 
Innovation 

activities 

Transference 

of good 

practices 

20 20 20 20 220 

Type of  

innovation: 

ICT 
Marketin

g 
Energy Training 

Organisati

onal 

Product 

or 

process 

 X   X X 
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Methodology: 

A professional consultant on trade visit, ask questions, observe various 

aspects of point of sale and takes photographs. Then, with a specific 

computer program which introduces the data collected, prepares a final 

report with recommendations for improvement. Result:  A final report with 

recommendations for improvement and an annex with interesting 

information about the most efficient allocation for a point of sale 

 

 

Test the new tool created for retailers 

 

Partner: 

Andalusian Council of Chambers of 

Commerce (Spain). 

 

 

Date of 

celebration: 
April 2012. 

Brief 

Description: 

The Andalusian Council of Chambers of Commerce created a self 

assessment tool for retailers, available online in the website. The tool gives 

information to improve the potential that ICT offers to shopkeepers.  

Number of 

SMEs: 

Involved Trained Diagnostics 
Innovation 

activities 

Transference 

of good 

practices 

40 10 10 10 10 

Type of  

innovation: 

ICT 
Marketin

g 
Energy Training 

Organisati

onal 

Product 

or 

process 

X      
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Methodology: 

The tool is specially created for the sector. It has been used the large and 

wide experience with the sector and different studies and articles published 

during the last 3 years. The Council of Chambers organized a seminar in 

Andújar (Jaén) were 10 retailers could test the tool and answered the 

specific questionnaire on ICT use. The comments were really positive (see 

details in the press release) and in the future the Council will encourage the 

website tool repeating this sort of seminars and also using video 

marketing. Retailers who have participated in the test also attended a 

workshop on innovation that took place the same day. These retailers were 

really motivated by ICT and by make improvements in their businesses. 

Other 

descriptions: 

More information: http://www.camarasandalucia.com/testic/index.html   

 

 

 

Selection of the best good practices 

 

Partner: 

Andalusian Council of Chambers of 

Commerce (Spain). 

 

 

Date of 

celebration: 
April 2012. 

Brief 

Description: 

The Andalusian Council of Chambers of Commerce contacted, by 

telephone and by mail, different agents involved in the promotion of local 

retail in Andalusia (Regional government, CECA, all the provincial chambers 

of commerce) in order to search an identify retail best practices on use and 

promotion of the ICT. 

Number of 

SMEs: 

Involved Trained Diagnostics 
Innovation 

activities 

Transference 

of good 

practices 

25 10 - 10 10 

http://www.camarasandalucia.com/testic/index.html
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Type of  

innovation: 

ICT 
Marketin

g 
Energy Training 

Organisati

onal 

Product 

or 

process 

X      

Methodology: 

Then we looked trough internet for other best practices. With all this inputs 

we created a list, about more than 30 retail companies, that used the ICT in 

an innovative way and we selected 10 best practices. The Council of 

Chambers chose different kinds of experiences of different sectors. The 

Council contacted the retail owners to interview them and gather the 

relevant information about their experience. This information has been 

used to write the good practices. In order to collect the practices, the 

Council designed a template to help the interview process. At the end, the 

Council sent the good practices to validate the article and also to ask to 

firm the permission to be published. 

 

Selection of innovative best practices considering thematic diversity, 

geographic diversity, transferability and level of innovation and added 

Value. In order to write the good practices it was essential to obtain 

valuable information from the businesses. For that reason, it was important 

to prepare an outline of the interesting data to obtain. At a minimum, the 

scheme include: 

- Contact information. 

- Store information (location, opening date, specialties). 

- Number of town inhabitants. 

- Data about the good practice (results, impact, number of customers, 

increased revenue after innovation, etc.). 

- Key elements. 

- Aspects to transfer to other businesses. 

- Pictures of the establishment, businessman or the good practice 

(materials, IT displays, IT tools, visual marketing, etc.). 

- Authorization signatures to publish the good practice. 
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Web diagnosis 

 

Partner: 

Chamber of Commerce and Industry 

of Lyon (France). 

 

 

Date of 

celebration: 
October– November2011. 

Brief 

Description: 

Online self-diagnosis which allows considering all the provisions, rules, 

practices and techniques that contribute to the performance of a website. 

Number of 

SMEs: 

Involved Trained Diagnostics 
Innovation 

activities 

Transference 

of good 

practices 

56 21 - 11 56 

Type of  

innovation: 

ICT 
Marketin

g 
Energy Training 

Organisati

onal 

Product 

or 

process 

X     X 

Methodology: 

This self-diagnosis proposed by the CCI of Lyon, allows you to examine all 

the provisions, rules, practices and techniques that contribute to the 

performance of a website. The themes are: 

- Ownership and use of ICT in your business. 

- Website usability. 

- Website design. 

- Animation Site. 

- Marketing. 

- Order Management. 

- Innovation. 

- SEO. 

- Traffic Analysis. 
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- Legal aspects. 

- Integration into the information system. 

Other 

descriptions: 

More information: http://www.cci-diagnostic.fr  

 

 

Web performance 

 

Partner: 

Chamber of Commerce and Industry 

of Lyon (France). 

 

 

Date of 

celebration: 
October– November2011. 

Brief 

Description: 

Individual support to enable the company to optimize the performance of 

its website. 

Number of 

SMEs: 

Involved Trained Diagnostics 
Innovation 

activities 

Transference 

of good 

practices 

11 11 - 11 11 

Type of  

innovation: 

ICT 
Marketin

g 
Energy Training 

Organisati

onal 

Product 

or 

process 

X     X 

Methodology: 

- Online self-diagnosis of the website. 

- Appointment with a CCI advisor. 

- Half-day consultancy work with an external expert. 

- Monitoring by the CCI of Lyon of the implementation of the 

http://www.cci-diagnostic.fr/
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recommendations. 

Other 

descriptions: 

More information:www.cci-diagnostic.fr 

 

 

Lyon Shop Webdesign 

 

Partner: 

Chamber of Commerce and Industry 

of Lyon (France). 

 

 

Date of 

celebration: 
May 2012. 

Brief 

Description: 

Awards for websites. Stimulate the quality of websites and increase the 

effects of trainings - Reward the global performance of websites. 

Number of 

SMEs: 

Involved Trained Diagnostics 
Innovation 

activities 

Transference 

of good 

practices 

130 140 65 65 10 

Type of  

innovation: 

ICT 
Marketin

g 
Energy Training 

Organisati

onal 

Product 

or 

process 

X X    X 

Methodology: 
Incite and promote the collaboration between retailers and web 

designers; reward the global performance of websites. 

Other 

descriptions: 
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Innovative in-store and mobile technologies, omnichannel strategies 

 

Partner: 

Chamber of Commerce and Industry 

of Lyon (France). 

 

 

Date of 

celebration: 
October 2011 and June 2012. 

Brief 

Description: 

Raising awareness workshops on the theme of new technologies. 

Merchandising, point-on-sale promotion, stock control. 

Number of 

SMEs: 

Involved Trained Diagnostics 
Innovation 

activities 

Transference 

of good 

practices 

39 39 - 10 10 

Type of  

innovation: 

ICT 
Marketin

g 
Energy Training 

Organisati

onal 

Product 

or 

process 

X X   X  

Methodology: 
Workshops with external experts in new technologies applied to retail, 

Web3.0. 

Other 

descriptions: 
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Discount point 

 

Partner: 

Heraklion Chamber of Commerce 

(Greece). 

 

 

Date of 

celebration: 
May 2011. 

Brief 

Description: 

Heraklion Chamber of Commerce in cooperation with the Commercial 

Association of Heraklion and the Port Authority of Heraklion  developed a 

specific and tailor made designed promotional program aiming at the 

attracting of more cruise ships tourists in visiting the commercial shops of 

our city. 

Number of 

SMEs: 

Involved Trained Diagnostics 
Innovation 

activities 

Transference 

of good 

practices 

250 250 - 250 250 

Type of  

innovation: 

ICT 
Marketin

g 
Energy Training 

Organisati

onal 

Product 

or 

process 

 X     

Methodology: 

A new improved and actualised map of the city of Heraklion has been 

created, where the way for the entry of visitors/tourists in the city’s centre 

and main commercial streets of the city have been intensively coloured 

and are explicitly presented. Moreover, the above mentioned streets have 

been declared as commercial streets in the information section of the 

map. On this information map appears the signal “Discount Point” that 

informs the newly arrived tourists that the commercial enterprises with 

this signal in their windows offer special prices – discounts in the visitors 

of cruise ships.  

 

The “Discount Point” map has been distributed by the service of Port 
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Authority in each passenger that has up to the present moment visited 

the city while the Municipality of Heraklion intends to use these maps in 

its re-prints. 

 

The discount signal “Discount Point” (point with handing-over) has been 

created by the Commercial Association and has been placed on the 

windows of commercial shops that make special offers in the form of 

either handing-over or discount to passengers of Cruise ships. The signals 

have been delivered to the targeted commercial enterprises that have 

signed a relative convention with the Commercial Association of 

Heraklion. An explanatory booklet that describes in a more meticulous 

way the operation of the new discount sign has been created as well. The 

booklet is being delivered with the map in the exit of Heraklion’s port.  

 

Moreover, eight new big plates of direction have been constructed and 

put in the way from the port to the city upon which the commercial 

streets with the new signal “Discount Point” are being presented. An 

effort -in collaboration with the Municipality of Heraklion - is being made 

so as places of provisional quartering taxi will serve the passengers that 

wish to visit the city of Heraklion. 

  

Furthermore, two promotional events (during the implementation of the 

pilot action) will be held in the city centre promoting and diffusing the 

idea to the visitors and to the local entrepreneurs.  With the synergies 

that EBEH materializes, it contributes in the increase of movement of 

visitors in the commercial shops thus stimulating the marketability of 

Heraklion. 

Other 

descriptions: 
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SIMPRATTO 

 

Partner: 

Heraklion Chamber of Commerce 

(Greece). 

 

 

Date of 

celebration: 
November 2011. 

Brief 

Description: 

Action "ΣΥΜΠΡΑΤΤΩ (COOPERATE)" between Heraklion Chamber of 

Commerce and Commercial Association of Heraklion targeting at the 

support of consumers in the form of discounts on the parking sector of 

Heraklion city with the cooperation of retailers. 

Number of 

SMEs: 

Involved Trained Diagnostics 
Innovation 

activities 

Transference 

of good 

practices 

116 - - 116 116 

Type of  

innovation: 

ICT 
Marketin

g 
Energy Training 

Organisati

onal 

Product 

or 

process 

 X     

Methodology: 

1. Cooperation of parking owners of Heraklion with commercial 

enterprises of the citiy offering: 

- 15-20% special discounts from SMEs to consumers who buy 

products from these shops and have parked their car in contracted 

parking spots. 

- Reduced parking ticket to all customers including special 

categories such as families having more than 3 children and 

disabled people who have made purchases from affiliated stores. 

The implementation of the action is being carried out as follows: The 

receipt of entrance to the parking will be used as a discount proof by 

the discount shops and the purchase receipt from the store will be 

used as proof for the parking owners. The rate of shopping discount is 
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approximately 15-20%, following a written agreement with the 

Commercial Association of Heraklion, and the amount of the parking 

discount is 1 euro following the written agreement of the parking 

owners with the Commercial Association. 

2. Creation of information material of «ΣΥΜΠΡΑΤΤΩ» which includes a 

map of the city contracted with shops and parking space and 

information material action. 

3. Creation of stickers of the action «ΣΥΜΠΡΑΤΤΩ» that will be placed in 

prominent locations in affiliated shops and parking areas. 

4. Promotion and communication (no ads) of the action through the 

printed and electronic press (TV and radio, portals of Heraklion 

Chamber of Commerce and Commercial Association of Hearaklion). 

5. Promotion and briefing both of consumers and commercial world 

through the realization of several events (a minimum of 3 events will 

be held –July, September, December-. 

6. Event either in the Lions’ Square or outside the Loggia (in 

consultation with the Municipality of Heraklion), including - The 

distribution of a «ΣΥΜΠΡΑΤΤΩ» map  to consumers  

7. The distribution of information material regarding the «ΣΥΜΠΡΑΤΤΩ» 

initiative to local people -Briefing of traders / shopkeepers for this 

particular initiative aiming both at the registration of new members 

and the expanding of the entrepreneurs through the participation of 

restaurants / taverns/ fast-foods. 

8. Placement of a table by the Commercial Association in Heraklion, 

where material can be found. 

 

 

European Guide of Innovation in Green Commerce 

 

Partner: 

Chamber of Commerce of Drama 

(Greece). 

 

 

Date of 

celebration: 
October 2012. 
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Brief 

Description: 

A combination of five different actions that all contributed to the creation 

of a innovation guide that our SMEs use for the introduction of green 

commerce activities. 

Number of 

SMEs: 

Involved Trained Diagnostics 
Innovation 

activities 

Transference 

of good 

practices 

110 15 25 3 25 

Type of  

innovation: 

ICT 
Marketin

g 
Energy Training 

Organisati

onal 

Product 

or 

process 

  X  X  

Methodology: 

1. These five distinct categories of activities include the following: 

 

- Report for innovation in the field of green commerce. 

- Report for the 1st European Guide of Innovation for commercial 

SMEs, cataloguing of the innovative actions and knowledge in the 

map of innovation. 

- Work with the companies and improvement of applications in 

order to secure the methodological output in green commerce. 

- Resolving of problems after the introduction of applications of 

green commerce, corrections, mistake management. 

- Providing of “on the job training” and transformation from the 

existing situation to the new system. 

2. Direct work with SMEs that were selected after reviewing through a 

questionnaire over 100 enterprises. 

3. On line evaluation of green commerce practices, applications of 

green commerce in a number of enterprises. 

Other 

descriptions: 
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Integrated mobile marketing platform 

 

Partner: 

Chamber of Commerce and Industry 

of Naples (Italy). 

 

 

Date of 

celebration: 
October 2012. 

Brief 

Description: 

The overall aim of the project is to develop an integrated mobile marketing 

platform. 

Number of 

SMEs: 

Involved Trained Diagnostics 
Innovation 

activities 

Transference 

of good 

practices 

50 21 21 21 10 

Type of  

innovation: 

ICT 
Marketin

g 
Energy Training 

Organisati

onal 

Product 

or 

process 

X X     

Methodology: 

The overall aim of the project is to develop an integrated mobile 

marketing platform, exploiting fully new media applications and social 

media, to empower SMEs that are active at the broader retail and tourism 

sectors. It will enhance the competitiveness of Neapolitan SMEs to 

maximize their potential in the emerging multi-platform, social-media, 

location based services era.  

In the Naples pilot we will pilot a smart-phone application with 21 SMEs 

in the retail and hospitality sectors from the 7 pearls in the province of 

Naples. 

Other 

descriptions: 
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Notes 

                                                           
1
 This data cannot be accurately estimated as the data for Italy for 2010 is not available. 

2
 Baby boomer: A term used to describe people who were born during the baby boom (birth-rate explosion), which 

occurred in certain Anglo-Saxon countries for a short period after the Second World War, between the 1940s and 

the end of the 1960s. 

3
  Communication from the Commission to the European Parliament, The Council, The European Economic and Social 

Committee and the Committee of the Regions.  White Paper on Commerce. Follow-up to the Green Paper. COM (99) 

6 final, 27 January 1999. 

4
  http://ec.europa.eu/europe2020/index_en.htm  

5
  Communication from the Commission to the European Parliament, The Council, The European Economic and Social 

Committee and the Committee of the Regions. Europe 2020 Flagship Initiative Innovation Union. SEC(2010) 1161. 

6
  http://ec.europa.eu/digital-agenda/  

7
  Retail market monitoring report, ‘Towards more efficient and fairer retail services in the internal market for 2020’ 

(COM(2010) 355 final, of 5 July 2010). 

8
  Communication from the Commission to the European Parliament, The Council, The European Economic and Social 

Committee and the Committee of the Regions. Setting Up a European Retail Action Plan. COM(2013) 36/2. 

9 
 Communication from the Commission to the European Parliament, the Council, the European and Economic Social 

Committee and the Committee of the Regions ‘A coherent framework for building trust in the digital single market 

for e-commerce and online services’ (COM(2011) 942 final of 11 January 2012 also known as the E-Commerce 

Action Plan). 

10
  http://ec.europa.eu/consumers/consumer_research/market_studies/ e_commerce_study_en.htm   

11
  Intra-community cross-border parcel delivery, FTI Consulting, December 2011. 

12
  http://ec.europa.eu/information_society/digital-agenda/index_en.htm     

13
  Communication from the Commission to the European Parliament, The Council, The European Economic and Social 

Committee and the Committee of the Regions. Single Market Act. Twelve levers to boost growth and strengthen 

confidence. "Working together to create new growth". SEC(2011) 467 final. 

14 
 Structural features of distributive trades and their impact on prices in the euro area, ECB, Occasional Paper, No 128, 

September 2011.  
15

  Working conditions in the retail sector. European Foundation for the Improvement os Living and Working 

Conditions, 2012. 
16

  http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2012:0795:FIN:en:PDF  
17

  The Services Directive (Directive 2006/123/EC of the European Parliament and of the Council of 12 December 2006 

on services in the internal market), that applies in this area contains a number of obligations for Member States that 

have had to be transposed into their state regulations. Among them, the obligation to remove requirements such as 

the economic tests that make the granting of authorization to carry out an activity is subject to proof the existence 

of an economic need or market demand, the evaluation of the economic effects, potential or current, or that an 

assessment of whether the activity in relation to the economic planning objectives set by the competent authority. 

The Commission has announced a zero tolerance policy to remove such restrictions that still apply in some Member 

States. This zero tolerance policy does not refer, however, to the planning requirements that serve to public interest 

reasons. 
18

  Malta and Greece are not included, data is not updated. 
19

  The complete diagnosis in each participating region can be found in the document “Reinforcing Retail Innovative 

Policies in Retail Sector. INNOVATION MAP IN RETAIL”. Chamber of Commerce of Heraklion. 
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