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10 Years of A.T. Kearney’s 
Global Retail Development IndexTM

a decade ago, as we published the first edi-
tion of the Global retail Development index 
(GrDi), we predicted that the global expansion 
of organized retail was going to be the big story, 
and so it has proven to be. The developing-
market population has grown only 11 percent 
since 2001, but organized retail sales in devel-
oping markets has almost doubled. Developing 
markets now make up more than 40 percent of 
global organized retail sales. 
 let’s look at what 10 years have taught us: 
 Five countries. China, india, russia, 
vietnam and Chile have consistently been in 
the top 10 since the first GrDi (see figure). 
population size, a growing middle class, increased 
wealth and consumer spending appeal are 
important factors. favorable foreign investment 
regulations and openness to wholly owned for-
eign trade are also attractive to global retailers.
 Four retailers. four companies in par- 

ticular owe a significant part of their success to 
global expansion: Carrefour, metro, Tesco and 
Wal-mart. france’s Carrefour and Germany’s 
metro draw roughly 60 percent of their sales 
internationally; the United Kingdom’s Tesco 
and Wal-mart in the United states have 
also expanded rapidly, with annual inter-
national sales growth of 27 percent and 18 
percent, respectively.
 Seven lessons for success in developing 
markets:
1. Market selection is both art and science. 

Combine market analysis and a grasp of 
local requirements with an understanding of 
your brand fit within the market. 

2. Global expansion is a portfolio game. select 
countries with different risk and perfor-
mance profiles and then allocate resources 
accordingly. To ensure balance, pursue mar-
kets at different stages of evolution. 
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Retail spending (CAGR 2001-2010 per capita) Modern grocery sales (CAGR 2002-2010 area per capita)

FIGURE

China, India, Russia, Vietnam and Chile have been the most consistent performers
in the GRDI’s 10 years

Source: A.T. Kearney Global Retail Development Index (GRDI), 10-year perspective, 2011
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3. Consumers in emerging markets are 
demanding. never underestimate consumer 
expectations—some have better access to 
infrastructure and technology than in devel-
oped markets. The key is understanding 
consumer requirements as they evolve. 

4. Local competition is often stronger than it 
appears. never underestimate the sophistica-
tion of domestic retailers. They are knowl-
edgeable—not just in terms of local culture, 
consumers and authorities, but also in 
understanding how their global counterparts 
operate and copying their best practices. 

5. Global and national organizations are dif-
ferent. if you plan to be a global player, 
understand where you make decisions—
pricing, assortment, sourcing, format, lay-
out, promotion. retail is detail, but through 
global consolidation you can leverage your 
size and scale. find the balance.

6. Local talent is crucial. make hiring nationals 
a priority. The quicker you can get local 
talent running your business as they embrace 
your philosophy the better.

7. Global expansion requires long-term think-
ing. Take the long view. breaking even can 
take three to four years, or as long as seven 
years. Global retail expansion is not for the 
impatient or intemperate.

New Challenges Every Day
our experience over the past 10 years tells 
us that a surprising number of new windows 
of opportunity open up every year for global 
retailers. We anticipate that the next 10 years 
will be no less surprising and filled with oppor-
tunity, as south asia and africa fulfill their 
potential, as China and india reach their matu-
rity, and as eastern europe and south america 
express their sophistication.
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For more information about the Global Retail Development Index, go to www.atkearney.com/grdi
or contact hana.ben-shabat@atkearney.com or mike.moriarty@atkearney.com.

This material was prepared in conjunction with the a.t. kearney global consumer institute, a worldwide 
network of professionals and executives that combines proprietary and public data resources with local knowledge 
to deliver strategic and operational insights to executives in consumer-facing industries seeking long-term growth 
and competitive advantage. For more information, contact gci@atkearney.com.



A.T. Kearney is a global management consulting firm that uses strategic 
insight, tailored solutions and a collaborative working style to help clients 
achieve sustainable results. Since 1926, we have been trusted advisors on 
CEO-agenda issues to the world’s leading corporations across all major 
industries. A.T. Kearney’s offices are located in major business centers 
in 38 countries.

AMERICAS Atlanta  |  Boston  |  Chicago  |  Dallas  |  Detroit  |  Mexico City
 New York  |  San Francisco  |  São Paulo  |  Toronto
 Washington, D.C. 

EUROPE Amsterdam  |  Berlin  |  Brussels  |  Bucharest  |  Copenhagen
 Düsseldorf  |  Frankfurt  |  Helsinki  |  Istanbul  |  Kiev  |  Lisbon 
 Ljubljana  |  London  |  Madrid  |  Milan  |  Moscow  |  Munich
 Oslo  |  Paris  |  Prague  |  Rome  |  Stockholm  |  Stuttgart
 Vienna  |  Warsaw  |  Zurich

ASIA PACIFIC Bangkok  |  Beijing  |  Hong Kong  |  Jakarta  |  Kuala Lumpur
 Melbourne  |  Mumbai  |  New Delhi  |  Seoul  |  Shanghai
 Singapore  |  Sydney  |  Tokyo

MIDDLE EAST Abu Dhabi  |  Dubai  |  Johannesburg  |  Manama  |  Riyadh
& AFRICA

For information on obtaining 
additional copies, permission 
to reprint or translate articles, 
and all other correspondence, 
please contact:

A.T. Kearney, Inc.

222 West Adams Street

Chicago, Illinois 60606  U.S.A.

1 312 648 0111

email: insight@atkearney.com

www.atkearney.com

Executive Agenda® is published by A.T. Kearney to offer fresh perspectives 
and encourage discussion on subjects of interest to senior executives and 
opinion leaders worldwide.

e x e c u t i v e

ideas and insights  for  busines s  leaders

e x e c u t i v e

ideas and insights  for  busines s  leaders

agenda

PUBLISHING ADVISOR  EDITOR DESIGN
Wayne Boley Patricia Sibo Kevin Peschke

© 2011, A.T. Kearney, Inc. All rights reserved.
A.T. Kearney Korea LLC is a separate and independent legal entity operating under the A.T. Kearney name in Korea.




