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THE BIG PICTURE

Flipping Markets

How discount is reshaping retail — from challengers
to incumbents, across the globe.

For years, discount has been the domain of a few specialist players. Today, it's a global
movement, with retailers of all types — challengers and incumbents — rethinking their

models to win on price, simplicity and value.

Four recent examples show how quickly the landscape is changing, and why discount
is no longer a niche strategy, but a core part of the future for many retailers.
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THE EVIDENCE
Discount is no longer a niche.
It’s a global strategy.

In Poland, Biedronka's relentless focus on value and
convenience has transformed the market, growing
household penetration from 30% to 70% in just five years.

In Mexico, Tiendas 3B has shown how a local discount
model can scale quickly, winning shappers with
sharp prices and a focused assortment.

In the UAE/GCC, Majid Al Futtaim — one of the region's
largest and best-capitalized retailers — has launched SAVA,
a1,600-5KU modern discount format, showing that even
established incumbents are willing to create new models
to compete on value.

In China, Alibaba is moving in the same direction from

a very different starting point. After years of experimenting
with multiple Freshippo formats, the business has become
profitable and Alibaba is now scaling Superbox NB,

its limited-assortment community discount format.

It is not alone: JD and Meituan are also investing aggressively
in neighborhood discount formats.
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The bigger picture

These are not struggling retailers copying Aldi
because they have run out of ideas. They are
powerful incumbents deciding that lower
complexity, fewer SKUs, more private label
and sharper prices deserve a different
operating model.

The warning signs are already visible. In the UAE,
Majid Al Futtaim — one of the region's largest
and best-capitalized retailers — has launched
SAWVA, a1,600-SKU modern discount format.

In China, Alibaba is moving in the same direction
from a very different starting point. After years

of experimenting with multiple Freshippo formats,
the business has become profitable and Alibaba
is now scaling Superbox NB, its limited-assortment
community discount format. It is not alone:

JD and Meituan are also investing aggressively

in neighborhood discount formats.

You don't need Aldi or Lidl to enter
a market for the economics of discount
to arrive.

Better insights. Smarter decisions.
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Key Takeaways

Discount is global.

From mature markets to emerging
regions, retailers are scaling
discount formats to win new
shoppers and drive frequency.

Both challengers and incumbents
are moving.

Local players are expanding,
but established retailers are
also launching or scaling
discount models.

o It's not just about price.
Success comes from simpler
assortments, lower complexity,

more private label and highly
efficient operating models.

o The supplier impact is real.

As discount grows, the balance
of power shifts — and FMCG
suppliers need to be ready

for a more value-driven,

maore competitive landscape.
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Why Europe Still Matters

The discount model isn't
just growing. It's flipping
markets.

The question is no longer if,
but how fast — and how prepared
you are.
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