STOREWATCH: LES MOUSQUETAIRES
By Antonello Vilardi, adapted by Hippo Zourides

Les Mousquetaires

A French group, operating also in Portugal, Poland & Belgium

he Les Mousquetaires Group was founded

in 1969, when European mass distribution
was beginning to organise itself in order to offer
breadth and depth of products (both in the food
and non-food sectors) using self-service methods,
low prices, modern systems, and operations under
a single roof (above large spaces).

At that time, there was the decisive contribution
of a ‘French School’ inspired by the opportunities
of more demanding consumers, meticulously
structured to meet the needs of the suburbs with
branches, and driven by the ambition to expand,
effectively, beyond national borders.

The ‘Specialised Distribution, the crisis of large
retail outlets, the revaluation of ‘traditional
shopping’, the greater effectiveness recognised
by a specific knowledge of the territories served,
the disorientation caused by vast sales spaces
(increased by the pressing need to optimise time),
the tendency to favour multiple purchases during
the week (encouraged by free and, sometimes,
‘uncontrolled’ holiday openings) rather than
cumbersome stockpiling of products (by now, out
of use) encouraged by periodic promotions and, in
the end, the extraordinary rise of discount stores,
have subsequently emerged as ‘conditioning
agents’ capable of subverting the usual pattern.

Intermarché sign that stands
out on a site located in the
Tle-de-France, a historical and
administrative region whose
capital is Paris.

France, with its over 65 million inhabitants, is one of the most
important and politically influential states in the world.

Thierry Cotillard, President of
the Les Mousquetaires Group
since January 2023.

Bricomarché located i
of Gorlice (30000

Netto is the brand with which the Les Mousquetaires
Group presides over the discount channel. Present
only in France, it is not to be confused with the Ger-
man brand Edeka Netto nor with the Danish one
controlled by Salling Group.

Intermarché of Serres-Castet, a small French town

of almost 4000 people near the Pyrenees.
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Thus, the top French mass market players have
reorganised to avoid failures and limit dangerous
regressions, sometimes abandoning their initial
intentions.

Among the most successful strategies now
standing out, there’s that of compact within
a well-cohesive entity, maintaining certain
particular identities, renewing the attributes, and
diversifying distribution formats according to
functional perspectives.

Such a consolidation of services under various
Store Brands allows, in practice, each to repre-
sent exclusivity, to spread loyalty, to generate
attractiveness of services, quality of proposals
and convenience, within the valuable traits
of a homogeneous and potentially successful
business.

The Les Mousquetaires Group has effectively
adopted this strategic course, reshaping the
characteristic features of the historical ‘French
School'.

It brings together numerous independent retail
chains (belonging to various sales sectors) that
(many of the most important) share the curious
fact of having ‘'marché’ at the end of their names.

Indeed, there are stores as Intermarché,
Ecomarché, Restaumarché, Bricomarché, and
Logimarché.

Netto, operating in the important discount
channel and distinguishable from the Danish
(Netto by Salling Group) and German (Edeka
Netto), is clearly an exception in terms of name
similarities.

Intermarché of Hannut, a Belgian
town of around 15000 inhabitants
located in Wallonia, near Liege.

View of a food grocery section in the Intermarché
store of Faro, a well-known Portuguese tourist town
in the Algarve on the Atlantic coast.
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Key figures and characteristics

At the end of 2024, the brands incorporated into
the Musketeers’ association grew by 6.4%, totalling
€42.5 billion (excluding fuel).

During the same period, the conversion of 273
stores previously acquired by Groupe Casino (also
French) and placed under the Intermarché (211) and
Netto (62) banners was also completed.

However, the most representative brands are
essentially four: Intermarché, Ecomarché, Netto, and
Bicomarché.

They significantly impact both the resonance that
Les Mousquetaires has with consumers and the
overall level of prosperity that feeds the company'’s
overall business.

Intermarché primarily sells food products in retail
spaces between 2000-2 500m?.

Ecomarché focuses on the local market, with
a particular emphasis on eco-sustainability and
average sizes ranging between 400 and 800 square
metres.

Netto is the Group's hard discount brand, with
average sizes ranging from 300-650m? and product
assortments consisting of no more than 1800
items.

Bricomarché, on the other hand, focuses on the
non-food (DIY) sector, with sales areas ranging from
1500-2 300m~.

In essence, the Superstore, the Discount Store,
the small Supermarket Nearby and the Medium-
Large Store dedicated to technical products are,
essentially, the four points and colours around which
this French group'’s core business has been designed.
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All above: The Musketeers Group's warehouse and office centre with an area of over
80000m? in Swadzim, near Poznar, Poland, which brings together the owners of
Intermarché grocery and Bricomarché home and garden supermarkets.

A

N _- |
Intermarché Hyper, Paris. Photo by Jonathan S.
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“Unlike Captain Haddock, why not enjoy a detox
lemonade? Sparkling lemonade, fresh lemons
and cucumbers: perfect for after the holidays.”
This promotion features The Adventures of Tintin
— a world-renowned comic book series created
by Belgian cartoonist Georges Prosper Remi,
known by his pen name Hergé (1907-1983).
The series features the fearless young Belgian
reporter Tintin and his faithful white Wire Fox
Terrier, Snowy. Captain Haddock first appeared in
The Crab with Golden Claws.
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In the French food distribution sector, Inter-
marché and Netto brands boast a 17% market
share.
The recent strong push toward consumer accep- 7
tance of the two Store Brands has been driven by ' R 76?':;' -
their daily image of convenience, bolstered by the = U5 opERTDAMONTACEM
“1000 products against high prices” campaign, "
launched to combat inflation (2.3% in France in
May 2024; then, at the beginning of 2025, it will

be contained to around 1%).
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W : also includes Intermarché
and Bricomarché). They
operate as ‘Centros-auto’
(car centres), combining
| a retail store for parts
il and accessories with a

workshop for vehicle
g maintenance.

The Christmas season of 2025 introduced a true standout star
An Intermarché instagram post with in The Unloved (Le Mal-Aimé), a heartwarming story about
a recipe for a vegetable quiche. food, friendship and personal growth at this special time
of year. The spot was created for French supermarket chain
Intermarché, as the year's ‘Conte de Noél’ (Christmas story).

Opening on a live-action family dinner scene, the spot
transitions to a painterly CG tale about a lonely wolf who
longs to be included in the community of other forest animals.
The problem? Well, he's a wolf, and his natural urge to eat
these other critters understandably creates fear and mistrust

| among his neighbours. Our furry antihero takes it upon him-
self to make a major lifestyle change — honing his skills as
a vegetarian chef. In spite of some comical misunderstandings,
in the end the wolf finds the warm welcome at Christmas
he has worked so hard to earn. It ends with the logo of
the major French retail chain Intermarché and the tagline:
“We all have a good reason to start eating better.”
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International approach & future orientation
In Poland, Intermarché (which also operates inter-
nationally) generates, excluding fuel, €1.2 billion, €1.9
billion in Portugal, and €1.9 billion in Belgium.

Bricomarché, on the other hand, generates nearly
€1 billion in Poland, while in Portugal it produces just
over €200 million.

Les Mousquetaires began 2025 with the active
contribution of over 160000 employees and the
involvement of approximately 3000 self-employed
entrepreneurs.

Remaining within the Group’s core business,
Intermarché has 2 066 stores in France, 269 in
Portugal, 185 in Poland, and 159 in Belgium.

Netto has 386 stores, located exclusively in France.

Bricomarché has 472 locations in France, 61 in
Portugal, and 213 in Poland.

Thierry Cotillard, President of the Les Mousquetaires
Group, during his public remarks on the last Annual
Report, emphasised that the success achieved in the
French food sector (growth of 0.9 points compared
to the previous year, reaching a significant market
share of 17%, with an increase of over 2 million new
customers) was the result of the far-sighted work
done on pricing to protect the purchasing power
and long-term capacity of the various (experienced
and well-trained) managers responsible for store
operations.

The top executive also expressed his confidence
that the emerging market conditions will allow the
Les Mousquetaires Group to continue its winning
strategy, focused on invulnerability in France and
dynamism in Poland, Portugal, and Belgium.
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Intermarché instagram post for A branded produce iaplay at Intermarché Fresh vegetables at Intermarché Super Vichy,
Saint-Jacques shells at a low price. Belgium. Photo by Monique Ranou France. Photo by Philippe de Saint Roch

Cheese display at Intermarché Hiper, Portugal.
Photo by Flaviu Purcarin

Seafood display at Intermarché Hiper, Portugal. Photo by Igor Ghicavii
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No more paper waste at
Intermarché Belgium ...

“Our cashier tickets are
now 100% edible! Printed
with food ink and available
in chocolate, vanilla or
strawberry flavours, they
allow you to keep track of
your purchases ... and then
indulge yourself. *

OUBLIE
TON PETIT
"SOULIER!

IT'S ALL GOOD! ("mnm

WHEN LIFE GIVES YOU

LE spuL vanl

A great variety of liquor is dlsplayed at Intermarche Hlper Portugal Photo by voyageportugal fr

Antonello Vilardi, professional in managing points of sale
at numerous commercial signs, editorial collaborator for
specialised magazines, consultant and lecturer in university

masters. He has written books on large-scale retail trade. Cécémel’s Belgian Instagram page.

Tagline: Often accompanied by “#zetmmaar” (Just put it down).
Goal: To provide "een klein gelukske” (a small, comforting moment of happiness).

Context: The campaign leverages the brand's association with comforting childhood
memories in Belgium. It is a recurring, interactive marketing effort, often shared on

Hippo Zourides,

serial entrepreneur
and corporate leader,
has been involved

in the food trade for
over four decades and
consults to corporates,
large, medium and
small enterprises on a
variety of management
and restructuring skills,
including the latest
ESG requirements.

“The Cécémel’s letters are back.

Don't forget your little shoe! Available
as a 3+1 free offer of your choice at your
Intermarché.”

Cécémel, a Dutch brand of chocolate-
flavoured milk’s “Letters in je schoen”
(Letters in your shoe) campaign in Belgium
encourages a small moment of happiness
by placing Cécémel chocolate milk alphabet
letters in shoes. This campaign, often
active around traditional winter holidays
in Belgium (Sinterklaas), encourages fans
to leave their shoes out for a delicious
surprise. It is a festive, nostalgic, popular
and fun activity for consumers.

Concept: Based on the tradition of putting
a shoe out for Saint Nicholas, Cécémel
invites fans to put their shoes out for

a 'Cécémel Letter'.
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