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Key macroeconomic indicators for the grocery sector

Economic enviroment

According to Oxford Economics, the Spanish economy is set to maintain a solid growth trajectory, 
expanding by 2.6% in 2026, positioning Spain once again as the fastest growing economy in the Eurozone. 

Growth is underpinned by the buoyant performance of the services sector - particularly tourism - strong 
migratory inflows, lower energy costs and resilient job creation, all of which support household incomes. 
Moreover, Spain remains comparatively shielded from global trade tensions relative to many of its European peers. 

Even so, cyclical tailwinds that have supported recent momentum are expected to fade over the coming 
year, making a repeat of the near 3% growth less likely.
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Employment rose by 0.2% month on month in December, a 
slightly slower pace than in earlier months, although annual 
employment growth remains stable and above 2%. Job 
creation is expected to moderate in 2026, yet labour market 
expansion should remain solid overall.

Domestic private consumption continues to grow at a healthy 
pace, driven primarily by strong employment gains and supported 
by improving real wages. However, despite these sound 
fundamentals, consumer confidence remains subdued, with many 
households continuing to perceive the economic environment 
negatively - likely reflecting persistently high consumer prices. 
Private consumption is projected to grow by 2.6% in 2026.

Preliminary figures from the National Statistics Institute (INE) 
show that headline inflation eased to 2.9% in December, 
one tenth lower than in November. This decline is mainly 
attributable to falling fuel and lubricant prices for private 
vehicles, contrasting with the increases recorded in December 
2024. Leisure and cultural goods also contributed, rising at 
a slower pace than a year earlier. In contrast, food and non 
alcoholic beverage prices exerted upward pressure, increasing 
more sharply than in December last year.

Food inflation reached 3.0% in December 
2025, up by 0.2 percentage points month 
on month and 1.2 points year on year. 

Oxford Economics projects that 
headline inflation will continue to ease 
in the coming months, supported by 
favourable energy related base effects. 
However, with underlying inflation 
proving more persistent than anticipated, 
the disinflation process is expected to 
be more gradual, with annual inflation 
averaging around 2.4% in 2026.
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Spain is nonetheless 
forecast to deliver robust 
economic growth again in 2026
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Grocery sector 
sales in Spain
Using the latest data from the Retail 
Trade Index (RTI) for food published 
by the INE for the month of December, 
several key insights emerge:

The current price sales index shows 
a clearly upward trajectory over the 
analysis period. After a steady increase 
between 2015 and 2020, the index 
stabilised in 2021, coinciding with the 
effects of the pandemic. From 2021 
onwards, however, growth accelerated 
sharply, reaching 138 in 2025, pointing 
to a significant rise in turnover within 
the grocery retail sector.

In contrast, the constant price sales index displays a much more 
stable—and in certain years, declining—pattern. Between 2015 
and 2019, values fluctuated around 104–105, before registering 
a marked drop in 2020. The decline continued through to 2022, 
when the index reached its lowest point (97.1). A clear recovery 
trend is evident in 2024 and 2025, with the latter approaching 
pre pandemic levels (103.8).

Overall, the data suggest that grocery retail turnover has risen 
notably in recent years, largely driven by price increases. However, 
when considering constant prices—that is, stripping out the 
effects of inflation—the trend is considerably more moderate. This 
indicator provides a more accurate reflection of real purchase 
volumes, which had fallen due to the erosion of household 
purchasing power but are now beginning to recover gradually.

EVOLUTION OF THE FOOD RETAIL SALES INDEX

Sales Index (current prices)Sales Index (constant prices)
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Market size
Ownership and  
management structure

Densities

MAP OF SALES AREA DENSITY
PER 1,000 INH. BY PROVINCE

Geographical distribution

Grocery distribution stock in Spain

According to the latest edition of Indisa’s Anuario 
de la Distribución, the Spanish grocery distribution 
market comprised 22,615 stores and a total of 17.6 
million sqm of sales area in 2024. These figures 
exclude beverages, frozen food, delicatessen and 
Christmas hampers and do not include convenience 
store chains or specialised formats.

Compared with 2023, the sector expanded by 3% 
in sales area and 2% in store count, reinforcing the 
ongoing growth dynamic observed across the market.

Company owned stores remain the dominant operating 
model, representing 64% of all establishments and 
contributing 87% of total sales area nationwide. 
Franchised stores, while accounting for 35% of the store 
network, represent only 13% of sales area, reflecting 
their focus on smaller scale formats.

This structural gap underscores the strategic preference 
among leading operators to directly manage larger 
formats, while franchising continues to serve as a tool for 
deploying compact, proximity oriented units.

The average density of grocery retail provision in 
Spain currently stands at 358 sqm of sales area per 
1,000 inhabitants, equivalent to five stores per 10,000 
residents. This represents an increase compared 
with 2023, when the national density reached 352 
sqm per 1,000 inhabitants, reflecting a progressive 
intensification of retail coverage across the market.

The sector continues to show a marked territorial 
concentration. Andalusia, Catalonia, the Valencian 
Community and Madrid jointly account for 60% of all 
stores and total sales area, consolidating their position 
as the country’s principal hubs for grocery distribution.

At a more granular level, the provinces of Madrid, 
Barcelona, Alicante and Valencia demonstrate the 
largest market shares, acting as the primary clusters 
of operator presence and store development.

Source: Ine 5savills.com/research
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Between 2019 and 2024, supermarkets registered substantial expansion, 
with sales area increasing by 19% and store numbers rising by 10%.

According to the Ministry of Agriculture, Fisheries and Food, 
supermarkets, discount stores and online grocery channels all achieved 
growth in both purchase volumes and total spending compared with 
2023. In value terms, supermarkets delivered the strongest performance, 
posting a 4.7% increase in turnover, while discount stores led volume 
growth with a 3.8% uplift. Conversely, hypermarkets and traditional 
grocery retail recorded declines in both metrics, reflecting ongoing 
structural shifts in consumer preferences and channel dynamics.

When assessing the long term trajectory of grocery turnover, 2020 stands 
out as an exceptional year of growth across all channels, with e commerce, 
traditional stores and other proximity based formats experiencing particularly 
strong increases. This expansion was largely driven by heightened demand 
for local retailing and the impact of mobility restrictions.

In the subsequent post pandemic period (2021–2022), most formats registered 
declines in turnover, reflecting a normalisation of purchasing patterns. The 
supermarket channel was the only format to maintain a positive performance on 
average across both years, consolidating its position as the most resilient model.

From 2023 onwards, a broad based recovery becomes evident, led by 
supermarkets and discount stores, which show the strongest rebound in both 
value and volume. In contrast, hypermarkets and traditional grocery retail 
continue to display more subdued results. These dynamics point towards a 
structural shift in consumer behaviour, favouring proximity, convenience and 
price focused formats over larger, destination driven channels.
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Breakdown of the  
grocery sector by sales format

According to Indisa, supermarkets remained the leading format within Spain’s grocery 
sector in 2024, accounting for 66% of all stores and 89% of total national sales area.

In terms of sales area, hypermarkets represented the second largest format, with a 19% market 
share. Conversely, discount stores ranked second by number of outlets, comprising 6% of the 
national store network, although with a more limited contribution in terms of total space. 
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EVOLUTION OF PURCHASE VOLUMES & TURNOVER BY CHANNEL 
2024 VS 2023

STOCK OF GROCERY RETAIL SPACE BY FORMAT IN 2024 
(% OF SALES AREA AND % OF STORES)

Supermarkets remain the dominant  
format within Spain’s grocery distribution market

*Other channels includes: economatos/cooperatives, home delivery, street markets, self consumption,  
  direct purchases from producers, and “rest” (including e commerce). 
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EVOLUTION OF TURNOVER BY CHANNEL 2019 -2024

Hypermarket Super+self-service format Discount stores

Traditional stores Other channels E-commerce

 Source: Ministry of Agriculture, Fisheries and Food.
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These trends illustrate the structural transformation experienced by the grocery distribution sector over 
the past decade, a process that accelerated considerably in the aftermath of the pandemic. The shift has 
been shaped by several key drivers:

Evolving consumer habits: 
Convenience and speed have become increasingly decisive in purchasing 
behaviour, strengthening the role of small, proximity based formats over larger 
out of town stores. Consumers now favour more frequent, lower volume shopping 
missions aligned with urban lifestyles and daily routines.

Pandemic effects: 
Mobility restrictions and safety concerns during the health crisis significantly 
boosted the use of neighbourhood supermarkets. What initially emerged as a 
temporary adjustment ultimately solidified into lasting behavioural change.

Inflationary pressure and tighter household budgeting: 
With rising prices eroding purchasing power, consumers tend to minimise travel and 
compare prices more easily in nearby stores. Smaller formats are perceived as more 
effective for keeping expenditure under control and reducing impulse purchases.  

Retailer strategy: 
Leading grocery operators have accelerated the development of proximity based 
networks through urban supermarkets, express formats and convenience stores. This has 
enhanced market coverage and strengthened customer loyalty in residential districts. 

Social and urban dynamics: 
Increasing urbanisation, the rise of single person households and an ageing 
population all favour more frequent, smaller basket purchases closer to home.
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Physical stores continue to play  
an essential role in grocery distribution 

E-commerce

According to the latest data published by 
CNMCData, Spain’s e commerce market recorded 
13.1% year on year growth in 2024, reaching €95.2 
billion, a slower pace than in 2023 (16.3%).

Within this context, the online grocery segment 
achieved a turnover of €3.15 billion, up 18.3% 
year on year, outperforming the aggregated 
growth of retail categories (12.9%).

This upward momentum continued into 
Q1 2025, when online grocery sales 
increased 30%, compared with 19% 
growth across total online retail.

The grocery segment has gradually 
expanded its share of total online retail, 
rising from 3.2% in 2023 to 3.3% in 2024, 
and 3.5% in Q1 2025.

According to McKinsey and EuroCommerce’s 
State of Grocery Retail 2025, Spain’s online 
grocery turnover lags behind most neighbouring 
countries and remains below the European 
average. The online channel accounted for 2.7% 
of total grocery sales in 2024, significantly below 
levels in the UK (11.1%), France (10.1%), and the 
European average (6.5%). 

These dynamics reinforce a clear conclusion: 
physical stores continue to be the dominant and 
preferred channel for grocery shopping in Spain.

Nevertheless,  
the penetration  
of online 
grocery retail in 
Spain remains 
comparatively 
limited

*Others channels includes:  
  includes economatos/cooperatives, home delivery, street markets, self consumption, direct purchases from producers, and “rest” (including e commerce).
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Consumer behaviour and evolving trends

Findings from the IX Observatorio de Comercio Electrónico en Alimentación, written by the Spanish Association 
of Distributors, Self‑Service Stores and Supermarkets (ASEDAS) in collaboration with the Universidad 
Complutense de Madrid (UCM) and the Universidad Autonoma de Madrid (UAM) highlight the following dynamics: 

•	 After inflationary pressures temporarily redirected demand towards physical 
stores, online grocery sales returned to moderate growth in 2025. 

•	 The number of online shoppers is rising, though with lower spend and reduced 
purchase frequency. This segment also shows greater out of home consumption. 

•	 Omnichannel behaviour is recovering and is expected to become the 
most dynamic profile in the coming years, with channel switching 
increasingly widespread. 

•	 Omnichannel shoppers exhibit significantly higher value, 
spending 53% more than offline shoppers and twice as much as 
online only shoppers. 

•	 Offline shoppers remain the majority, but their number  
has stabilised. 

•	 Online shopping is primarily adopted for reasons 
of convenience and time saving, yet consumers 
revert to physical stores when these offer a more 
accessible or practical solution, or when the 
digital experience becomes monotonous.  

•	 Food and personal care is the category 
showing the strongest resistance 
to online adoption, with 50.4% of 
consumers never purchasing online. 

•	 Only 13.3% of consumers buy groceries 
frequently online, compared with 37.8% in 
travel and 34.2% in fashion. 

•	 Overall, the grocery sector remains firmly 
anchored in physical retail, characterised by 
low online frequency and high digital reluctance.
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Market share by sales area and number of stores

Leading brands in Spain’s 
grocery distribution market

According to Indisa’s 2024 dataset, Mercadona and 
Carrefour remain the largest operators by total sales 
area, each exceeding 2 million sqm, equivalent to 13% 
and 11% market share, respectively.

They are followed by Alcampo (975,000 sqm), Eroski 
(969,500 sqm), Dia (913,000 sqm) and Lidl (683,000 
sqm), which consolidate their positions as major 
national players with market shares of 5.4%, 5.3%, 
5.0% and 3.8%, respectively.

In terms of store count, the market is led by Dia, Covirán 
and Mercadona, which account for 9%, 8% and 5% of 
all points of sale nationwide. For Dia and Covirán, their 
extensive presence contrasts with their comparatively 
smaller sales area, reflecting business models centred 
on small format, proximity based stores.

When looking at company owned networks, Covirán 
(13%), Mercadona (8%)—which operates exclusively 
with proprietary stores—and Dia (7%) hold the largest 
portfolios, revealing strategies focused on direct 
operational control.

Within the franchise segment, the leading operators 
are Dia (13%), HD Covalco (10%) and Eroski (5%), which 
together account for nearly 30% of all franchises 
in Spain, highlighting the strategic relevance of 
franchising as a channel for territorial expansion.

LEADING GROCERY COMPANIES IN SPAIN BY SALES AREA AND STORE COUNT – 2024
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Market share by turnover

According to Indisa data, total turnover of the grocery 
distribution market in Spain reached €122,348 million 
in 2024, generated by 579 companies, representing 
an increase of 8% compared with 2023.

Mercadona dominates the market, with a turnover 
share of 31.7%, well ahead of its competitors: 
Carrefour (9.6%), Lidl (5.4%), Eroski (4.8%), Dia (4.6%) 
and Alcampo (4.1%). The regional chain Consum 
follows, with a 3.8% market share.

The gap between Mercadona and its main rivals is 
particularly notable. Its market share exceeds the 
combined turnover of the next five companies in the 
ranking, reinforcing its dominant position in the sector and 
illustrating the level of concentration around its brand.

Analysing the evolution of companies’ turnover shows 
that Carrefour and Alcampo recorded a decline 
in sales in 2024 compared with the previous year. 
Despite this performance, Carrefour maintains second 
position in the sector ranking, whereas Alcampo 
drops from fifth to sixth place, surpassed by the 
Dia Group, which stands out as the company with 
the highest year on year increase in sales (+16.9%). 
Meanwhile, Bonpreu maintains stable turnover but 
falls two positions in the ranking.

In contrast, Ahorramás and El Corte Inglés show positive 
momentum, both moving up one place compared with 
2023, consolidating their competitive position in the 
market. Mercadona, Lidl, Eroski and Consum all maintain 
their positions in the 2024 ranking, alongside Carrefour.

13savills.com/research
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Mercadona leads  
the grocery distribution market  
in Spain by sales area and turnover

Compared with other European markets, Spain shows a relatively low level of concentration among its leading 
operators. The top four players (Mercadona, Carrefour, Lidl and Eroski) account for only 51.5%* of total turnover, 
a much lower level than in other countries. According to Kantar data, in France the top four operators account 
for 73% of turnover, while in the United Kingdom they reach 66%. Likewise, in Germany, ICEX figures show that 
the top four groups concentrate 64% of total business volume. 

* The Spanish market share figure is sourced from Indisa and differs from Kantar’s estimate for Spain.

LEADING GROCERY COMPANIES IN SPAIN BY REVENUE

Revenue (M€)Revenue trends 2024 vs 2023

 Source: Indisa 
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Growing appetite for healthy food:  
a growth opportunity for grocery retailers

Ready to eat and heat at home:  
meeting the needs of a generation that does not cook

Private label continues to grow,  
but at a slower pace

New consumption habits  
and their impact on grocery retail

According to The State of Grocery Retail 2025 Europe (McKinsey & Company and 
EuroCommerce), European consumers are showing greater interest in healthy eating, particularly 
functional foods (those offering additional health benefits) and fresh products, with purchasing 
intent continuing to rise. Concern about specific processed food ingredients is also increasing.

Preferences vary by generation: baby boomers aim to reduce salt and processed products, 
while Gen Z and millennials prioritise high protein and low calorie items. However, only 35% of 
consumers feel their supermarket offers enough healthy options, and although some are willing 
to pay more, many only choose them when they are affordable.

The growing segment of consumers who do not cook is driving demand for ready to eat and heat 
and serve meals, creating opportunities for grocery retailers in competition with foodservice.
 
These products are gaining traction across Europe: 54% of consumers buy them at least once 
a month, while frozen or pre packaged meals are losing relevance. Gen Z and millennials clearly 
lead this trend, with high purchase levels for both takeaway and heat and eat meals.

According to NielsenIQ, private label remains a key savings strategy for consumers seeking 
affordable alternatives without sacrificing quality. It holds a 49% value share of the market, although 
its growth rate is slowing and the gap with manufacturer brands is narrowing.

Part of this slowdown is due to increased promotional activity by manufacturers,  
which rose significantly in 2024.

Supermarket orders will account  
for nearly half of food delivery within five years 

The home delivery sector - traditionally associated with restaurant food - will reach €2.45 billion in Spain by 
2030, representing 23% growth versus 2025. These projections are included in the latest Gastrómetro 2025 
report by Just Eat.

However, the report shows a major shift in delivery composition: orders from supermarkets and food retailers 
are expected to gain prominence, rising to 44% of total delivery in five years, compared with an estimated 39.5% 
in 2025. Meanwhile, restaurant delivery is set to lose share, declining from 60% in 2025 to 56% in 2030. 
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EVOLUTION OF DELIVERY MARKET SHARE IN SPAIN BY DESTINATION TYPE
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Restaurant DeliveryDelivery grocery

 Source: Statista 
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Foreign households  
are reshaping FMCG consumption in Spain 

Sustainability: Scope 3, the major challenge 

Generative AI drives personalisation,  
but the human touch remains essential 

Foreign households are driving a significant shift in grocery demand in Spain: their spend in 
supermarkets has grown 10.1%, more than double the increase seen among Spanish households (4.3%).

Latin American households are the main driver, having grown more than 20% in three years 
and now representing 7.9% of the total. Worldpanel by Numerator data for the first half of 
2025 shows that this group eats at home more, shops less frequently but with larger basket 
sizes, and is highly price sensitive, comparing more, seeking promotions and favouring private 
label. Their increasing weight makes them a strategic segment requiring adapted assortment, 
innovation and communication.

Although general interest in sustainable purchasing has declined, Gen Z and millennials 
show much stronger intent than older generations. In 2024, interest in local sourcing, 
recyclability and social responsibility all increased.

This year, European retailers are preparing for new regulations requiring significant 
effort and investment, while some companies have extended deadlines for voluntary 
commitments related to recyclable or compostable packaging. Despite progress on Scope 1 
and Scope 2 emissions, Scope 3 remains the greatest challenge, as it requires detailed plans, 
investment and carefully coordinated implementation.

Consumers - especially Gen Z - demand far more personalised shopping experiences,  
with detailed product information, relevant recommendations and seamless integration 
between physical and digital channels.
 
Yet only a minority feel retailers meet these expectations, accelerating the adoption of 
generative AI in the sector. European supermarkets are already deploying advanced chatbots 
- such as Alcampo’s new assistant - capable of solving complex queries and tailoring 
responses to each user. Loyalty programmes are also being redesigned to offer personalised 
content and promotions. Even so, the industry agrees that technology must be complemented 
by human interaction to build trust and enhance the overall shopping experience.

16  Source: Savills
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Frictionless 
retail

Digitalisation  
at the point of sale

Automated 
supermarkets

Enhancements in  
Click & Collect services

Technology trends  
shaping the grocery sector

Frictionless retail continues to advance 
rapidly, supported by faster, more 
autonomous payment methods such as 
mobile payments, contactless cards and 
self checkout systems.

Retailers aim to deliver a smarter, faster 
and more flexible shopping journey. 
Lidl is trialling an integrated self scanning 
system in the UK through its mobile app, 
allowing customers to select and scan 
products directly with their phones, track 
spending and savings in real time, and 
complete their purchase by scanning 
the app at a self checkout terminal. The 
pilot is being rolled out across several 
stores ahead of a potential nationwide 
deployment in 2026.

Carrefour has introduced its “Smart 
Cart” in Romania - an intelligent trolley 
that displays the shopping list, real 
time prices, the optimal route through 
the store and the exact location of 
each product. At checkout, the trolley 
generates a barcode that is scanned to 
speed up payment.

Digitalisation is transforming grocery 
retail through the use of robots, smart 
shelves and electronic shelf labels (ESLs), 
streamlining tasks such as replenishment, 
promotions and price updates while 
improving customer experience through 
more agile and personalised processes.

Carrefour France is moving towards fully 
connected stores using technologies that 
detect out of stocks, automate pricing 
and labelling, and accurately locate items 
to support both in store shopping and 
online order preparation.

Auchan France is incorporating robotics 
to autonomously replenish shelves and 
capture insights on shopping patterns, 
peak hours and product rotation.

Aldi is accelerating price digitalisation with 
widespread deployment of ESLs, enabling 
real time updates, faster implementation 
of offers and promotions, fewer errors and 
clearer information for customers.

Automation is driving a new generation 
of low staff supermarkets designed to 
offer faster and more efficient shopping 
experiences. Several European chains 
are testing formats with minimal human 
intervention and advanced systems for 
access and payment.

Auchan France has trialled fully 
automated stores with self checkout, 
monitored by a security guard and 
supported remotely by a call centre, 
enabling extended opening hours. In 
London, Aldi is piloting Shop & Go, a 
concept where shoppers enter using 
their bank card, pick up products 
and leave without going through 
traditional checkout lanes—leveraging 
AI to determine purchases. The aim is to 
assess whether a low staff environment 
improves customer experience.

The evolution of click & collect is driving 
faster and more flexible services adapted 
to customers’ daily routines.

Lidl is trialling in the UK a system that 
allows customers to pre reserve high 
demand bazaar items up to two weeks 
before they physically arrive in stores 
and collect them at their preferred 
location. Aldi, meanwhile, is expanding its 
network of InPost lockers to more than 
500 stores, making parcel collection and 
returns available at any time—enhancing 
convenience and integrating errands with 
the grocery shopping trip.

1 2 3 4
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Mercadona Carrefour 

Alcampo

Aldi 

Lidl

Leading grocery retailers 
strengthen strategies to 
enhance customer satisfaction 
and shopping experience

In a market environment characterised by limited volume growth, heightened price sensitivity 
and ongoing pressure on operating margins, 2025 has seen several major grocery chains in 
Spain implement strategic initiatives aimed at reinforcing customer satisfaction and elevating 
the overall shopping experience.

•	 Mercadona continues to roll out its most modern 
store concept, known as “Tiendas 8”, featuring 
improved space layouts, enhanced lighting 
and wider, more intuitive aisles designed to 
facilitate a smoother shopping flow. The model 
also integrates technological solutions to boost 
operational and energy efficiency. 

•	 In early 2025, the company launched a Digital 
Excellence Plan, involving an investment of more 
than €250 million over 2025–2028. The initiative 
aims to strengthen the company’s technological 
infrastructure and accelerate the digitalisation 
of internal processes to enhance operational 
efficiency and customer experience. 

•	 Since early 2025, Mercadona has been expanding 
its freshly ground coffee to go service, now 
available in a growing number of stores, including 
in major cities such as Madrid, following initial 
pilots in Valencia. 

•	 The company has reached an agreement 
to acquire Logifruit, a leading provider of 
reusable packaging management services. The 
acquisition will allow Mercadona to unify logistics 
processes and further improve the efficiency 
and sustainability of its distribution network. 
Announced on 16 December 2025, the transaction 
remains subject to regulatory approval.

•	 Carrefour has pursued an ambitious expansion 
strategy in Spain, opening more than 100 new stores 
in 2025, with a strong focus on proximity formats. 

•	 The company has reintroduced the Carrefour City 
banner in Spain, extended store opening hours, 
and opened units in high traffic locations such as 
Plaza Elíptica in Madrid, the first Carrefour City 
inside a metro station. 

•	 Additional openings include new Carrefour 
Express stores in consolidated urban areas (e.g. 
General Perón street in Madrid) and tourism 
driven locations such as Puerta del Sol. 

•	 Spain was chosen as the launch market for 
ai.carrefour, the company’s global corporate AI 
solution designed to accelerate the digitalisation 
of teams and processes, improve internal 
efficiency and enhance customer service. 

•	 The company has initiated a strategic adjustment 
plan, including the closure of selected 
supermarkets and the downsizing of certain 
hypermarkets to adapt its network to current 
consumer behaviour and improve efficiency. 

•	 In 2025, Alcampo achieved one of its key 
targets: expanding its presence through 
franchising, now operating around 11 
supermarkets under this model. 

•	 The company has also completed in 2025 the 
refurbishment and modernisation of several 
supermarkets and hypermarkets to create 
more modern, sustainable and experiential 
spaces. Examples include the hypermarket in 
Coia (Vigo) and stores in Langreo, Laviana, 
Las Rozas, Aranjuez, La Moraleja and Madrid.

•	 By the end of 2025, Aldi has consolidated 
its expansion in Spain, operating 496 
supermarkets, supported by the opening of 
33 new stores during the year. 

•	 The company’s commercial footprint 
now totals 549,000 sqm, representing 
54% growth compared with 2020, and 
expansion continues across strategic 
regions and new catchment areas.

•	 Lidl continues to strengthen its 
presence in Spain and, following the 
intensive expansion plan executed 
in 2025, expects to sustain 
comparable growth levels in 2026. 

•	 Lidl Spain received the 
European Commerce Award 
2025 for its Conscious Eating 
Strategy, which aligns with 
rising demand for healthy 
consumption and enhances 
the retailer’s perceived 
value proposition. 

•	 The company continues 
to invest heavily in 
Spanish suppliers, 
supporting national 
sourcing and reinforcing 
its offer of local fresh 
products. 
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Investment volume

Investor interest  
in the grocery sector 
remains solid

Investor interest in Spain’s grocery retail segment has 
remained consistently strong over the past decade.

Investment volumes reached their peak during the 
COVID 19 pandemic period (2020–2022), when the 
sector recorded a markedly positive performance, 
averaging 37% of total retail investment.

In contrast, between 2023 and 2025, investment 
volumes in grocery assets moderated significantly, 
averaging 14% of total retail investment.

In 2025, the sector recorded an investment volume of 
€254 million, representing a 44% decline compared 
with the average of the past five years. This deviation 
is largely due to the atypical activity levels of 2020 and 
2022, when volumes approached €650–700 million.

Activity in the last three years demonstrates a 
progressive normalisation of the market, returning to 
levels similar to the pre pandemic period, when grocery 
investment typically ranged between €200–300 million.

Over the past two years, grocery assets represented 10–
12% of total retail investment. This figure is lower than in 
previous years due to the substantial increase in shopping 
centre transaction volumes, combined with a limited 
availability of high quality assets and large portfolios, 
which has constrained investment opportunities.

The scarcity of supply is mainly explained by the 
reduced entry of new product onto the market, as 
well as the reluctance of owners who acquired assets 
prior to the interest rate increases - during a period 
of cheap financing and lower yields - to sell today at 
higher exit yields than their entry yields.

The key transactions in 2025 included the acquisition, 
by a Mexican investor, of a portfolio of three Eroski 
hypermarkets for €42 million, previously owned by 
ICG. Also, another portfolio transaction involved the 
sale of 22 Eroski supermarkets for c. €70 million, with 
Blackbrook acting as the seller.

Carrefour sold four hypermarkets to US REIT Realty 
Income for an estimated €50 million. The assets were 
located in Villarreal (Castellón), Gandía (Valencia), 
Plasencia (Cáceres) and Centro Comercial Los Patios 
(Málaga). The deal was structured as a sale & leaseback.

The continued attractiveness of the grocery sector for 
investors is underpinned by several structural factors:

 
•	 Stable, long term income streams: Grocery assets 

typically operate under long duration leases, 
providing investors with predictable and resilient 
cash flows. 

•	 Essential retail nature and defensive performance: 
As an essential retail category, grocery 
demonstrates high resistance to adverse 
economic cycles, ensuring strong rental collection 
even in contexts such as health crises or 
geopolitical disruptions. 

•	 High quality covenant strength: Major 
grocery operators are well capitalised, highly 
professionalised tenants, often backed by strong 
national and international parent companies. This 
reinforces the sector’s reliability and reduces 
operational risk for investors.

EVOLUTION OF INVESTMENT VOLUME IN THE GROCERY SECTOR: (2015 -2025)

EVOLUTION OF THE WEIGHT OF INVESTMENT VOLUME BY RETAIL SECTOR

Total Volume

Shopping Center

High Street Others

Average volume over the last 5 years

Retail Parks Supermarket / Hypermarket

 Source: Savills. Data up to December 2025.
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Investor profile Yields

Between 2016 and 2024, investment funds dominated 
grocery anchored retail transactions, accounting 
on average for 80% of total investment volume in 
the segment. The majority of these players were 
international, with Realty Income (US) and MDSR 
standing out as recurring and highly active investors.

In 2025, however, the landscape shifted, with private 
investors emerging as the most active buyers and 
representing 60% of annual transaction volume. This 
change was largely driven by the entry of a Mexican 
private investor who acquired: a portfolio of 22 Eroski 
supermarkets, an additional portfolio of three Eroski 
hypermarkets, and two Carrefour hypermarkets.

Private investors have traditionally shown strong 
interest in grocery assets, motivated by the same 
attributes valued by institutional capital - stability, 
resilience and predictable income streams. Their 
main competitive advantage lies in their lower cost 
structures: without the overheads associated with 
professional fund management teams, they are often 
able to accept tighter yields, making them highly 
competitive. As a result, private buyers typically 
dominate transactions below €10 million.

On the sell side, the last decade has been marked 
by two main vendor groups: grocery operators (on 
average 44% of volumes) and investment funds (37%).

Within the group of grocery operators, the most 
notable divestments were undertaken by Carrefour, 
Eroski and Mercadona, primarily through sale & 
leaseback transactions structured as supermarket 
and hypermarket portfolios. Among investment 
funds, the most active during the period were AEW, 
Amundi, Tristan and MDSR, whose activity was largely 
portfolio‑based and executed through traditional 
investment structures.

In 2025, investment funds played a predominant role 
on the sell side, concentrating 65% of total annual 
transaction volume. This predominance was driven 
in particular by the divestments undertaken by 
Blackbrook and ICG, which placed two portfolios of 
Eroski supermarkets and hypermarkets on the market.

Since 2020, real estate assets linked to the grocery 
sector have demonstrated remarkable stability in 
yields, outperforming other retail categories in terms 
of consistency. During the pandemic and immediate 
post pandemic years (mid 2020 to mid 2022), strong 
demand for supermarkets as defensive assets led to a 
prime yield compression of 125 basis points.

From mid 2022 to mid 2023, yields moved 125 basis 
points upwards, reflecting rising interest rates and 
broader macroeconomic uncertainty. By mid 2023, 
yields had returned to pre pandemic levels. Yields 
stabilised between mid 2023 and mid 2024. From mid 
2024 to year end 2025, prime yields compressed by 
a further 25 basis points, mainly due to the gradual 
decline in interest rates.

EVOLUTION OF PRIME YIELDS

 Source: Savills 

At present, yields stand slightly below pre pandemic 
levels, despite operating in a significantly higher 
interest rate environment. This resilience underscores 
the depth and strength of investor demand, confirming 
that investment in grocery anchored assets is not 
a temporary trend, but a structurally established 
segment supported by long term fundamentals.
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Spain’s grocery distribution sector expanded in 2024, 
recording a 3% increase in total sales area and a 2% rise in 
store numbers, confirming the sustained growth trajectory 
of the market.

The average density of grocery retail space reached 358 
sqm per 1,000 inhabitants, equivalent to five stores per 
10,000 people, up from 352 sqm in 2023. This reflects a 
gradual intensification of retail provision. 

Total turnover in Spain’s grocery distribution market 
amounted to €122.3 billion in 2024, generated by 579 
companies, representing an 8% annual increase.

Supermarkets remain the dominant channel, accounting for 
66% of all stores and 89% of total sales area. Between 2019 and 
2024, they recorded the strongest expansion, growing 19% in 
sales area and 10% in store count. In 2024, they also achieved 
the highest annual sales growth (4.7%) among all channels.

Since 2019, supermarkets have consistently outperformed 
other formats in turnover, showing neither prolonged 
declines nor pronounced fluctuations, underscoring their 
structural resilience.

Physical stores remain the primary channel for grocery 
shopping in Spain. Although online grocery sales grew in 
value, penetration reached only 2.7% of total grocery sales, 
far below the European average of 6.5%.

Mercadona maintains its leadership position, with 1,674 
stores, more than 2 million sqm of sales area, and annual 
turnover close to €40 billion, translating into 13% of national 
sales area and 32% market share by turnover.

Investment activity in the grocery segment over the last 
three years has returned to pre pandemic levels, when annual 
volumes typically ranged between €200–300 million.

Despite sustained interest in grocery anchored assets, the 
limited availability of product has prompted investors to 
widen their focus toward retail parks and shopping centres. 
Supply scarcity is primarily driven by the low pipeline of new 
assets and the reluctance of owners—particularly those who 
purchased under favourable financing conditions pre rate 
hikes—to divest at higher yields. 

Prime yields currently sit slightly below pre pandemic 
levels, despite operating in a significantly higher interest 
rate environment. This continued yield compression signals 
robust and sustained investor demand, confirming that 
appetite for supermarket assets reflects a structural, not 
cyclical, market trend.
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The grocery sector is entering a phase of progressive 
normalisation, supported by improving macroeconomic 
fundamentals. As inflationary pressures ease, purchasing volumes 
are expected to increase, a trend that is already emerging.

Retailers will continue to prioritise urban, proximity based 
formats, with smaller stores, complementary services and 
increasingly immersive shopping experiences.

The sector’s defensive profile will continue to underpin a stable 
investor base, with the capacity to attract new buyer types.

The investment market is expected to move towards a scenario 
similar to the pre pandemic period, when the grocery segment 
played a less dominant role and yearly transaction volumes 
typically ranged between €200–300 million.

Private capital is expected to remain a key driver of investment 
activity, while institutional investors will adopt a more 
selective approach, focusing on large portfolios and targeting 
opportunities that meet stricter return requirements.

It is unlikely that yields will return below 5%, as seen in recent 
years when multiple portfolios were acquired. As a result, 
limited asset rotation is anticipated among owners who 
purchased during that period.

Although the digital segment continues to show signals of 
growth, consumer attachment to physical grocery shopping 
remains strong. The future will depend on a fully integrated 
omnichannel model, where physical and digital ecosystems 
coexist seamlessly.

The grocery sector is entering a more competitive phase, 
requiring operators to fine tune the balance between private 
label and manufacturer brands, strengthen promotional 
strategies and reinforce their value proposition. While 
price remains relevant, differentiation will be critical for 
competitiveness. 

Supermarket and grocery based delivery services are expected 
to gain further share, consolidating their role as a key driver of 
growth in Spain’s delivery market. 

The sector faces an increasingly complex environment that 
will require agility, differentiation and innovation. Progress 
towards a more sustainable, digital and automated model—
leveraging new technologies, artificial intelligence and 
intelligent logistics—will be essential to improve efficiency and 
deliver compelling value propositions for a more informed and 
demanding consumer base.
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