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Press Release

Subject: PUBLICATION OF HCC’s FINAL REPORT ON SECTORAL INQUIRY INTO
BASIC CONSUMER GOODS

Hellenic Competition Commission — Market study in the field of production, distribution and
marketing of basic consumer goods and in particular food products as well as cleaning and
personal hygiene products — Final Report

Following the publication of the Interim Report, the public consultation, as well the analysis of the
updated data collected during 2020, the Hellenic Competition Commission (HCC), published its Final
(market study) Reportin the field of production, distribution and marketing of basic consumer goods
and in particular food products, as well as cleaning and personal hygiene products. You can access the
executive summary here.

The main conclusions and HCC’s decision on the suggested solutions are:

1. Due to the significant changes in consumer habits in recent months (associated with the current
difficult and extraordinary conditions due to COVID-19 pandemic), the expected entry of new
business models in the market, but also due to the limitation of the scope of this Sectoral Inquiry
to certain product categories, it is not considered necessary at the moment to initiate a regulatory
intervention in the sector or to consider the introduction of new institutions, such as that of an
Ombudsman or Commissioner appointed by the HCC who would negotiate a Code of Conduct or
a Best Practices Guide between the parties involved.

2. Such possibility will be considered after the conclusions of the new Supermarket Sector, which is
planned in the medium term - in two years - and which will cover more and, possibly, different
product categories; a selection that will be made based on the systematic processing of data
collected by the HCC Economic Intelligence Platform already, as of January 2020.

3. It is considered necessary that the HCC continues to monitor the sector, both for the specific
consumer products examined in the context of this Sectoral Inquiry (SI), as well as for other
products, food or other basic consumer products. This task will be undertaken by a Supermarket
Taskforce set up at HCC’s Directorate-General (DG), which will prepare a report every 12
months, addressed to the HCC’s President, on the state of competition in the retail sector and
which will measure the bargaining power of supermarket chains as well as suppliers. The final
selection of supply markets to be examined by the new Sl planned in the medium term will be
based on the findings of the above mentioned periodic studies. The Taskforce team should also, in
cooperation with other HCC’s relevant directorates and departments, propose specific Guidelines
to be concluded in the first half of 2022, for the application of competition rules in the retail
sector (supermarket).These specific Guidelines will analyse, inter alia, the definition of the
relevant market, the way in which the bargaining power and the specific methodology developed
in this SI by HCC will be taken into account when exploring a dominant position in the market, as
well as analyse specific categories of commercial practices, including unfair commercial
practices, which may constitute an exploitative abuse of dominant position.

4. Several of the competition problems are related to the exercise of bargaining power and can
possibly be solved by a carefully designed application of articles 1, 2 of Law 3959/2011 and of
articles 101, 102 TFEU. These could concern:

— When defining the geographical downstream market (market of sales to final consumers), the
HCC will also take into account local competition.

— Investigations concerning dominant position, should take into account the particularities of
the industry and especially the lack of intense intra-brand competition in some premium Fast
Moving Consumer Goods (FMCG) products or the central role of some large supermarket
chains or electronics platforms that can have a “gatekeeper” role in some markets and may
also distribute private label products.

— There is particular interest in exploitative abusive practices, which consist of the imposition
of unfair or burdensome terms by a dominant undertaking.


https://www.epant.gr/files/2021/supermarkets/exec_sum_supermarkets_final_en.pdf

5.

Using an indicator of vertical market power at the supply chain level which corresponds to the
vertical HHI index for all companies (suppliers and retailers) for thell product categories we
draws two important conclusions: a) while some markets are characterised by relatively stable and
low levels of vertical bargaining power between 2015 and 2019 (i.e. breakfast cereals, cold cuts,
yogurt and yogurt desserts and toilet paper), others (such as toast, pulses and coffee) are
characterised by relatively high levels of vertical market power for the same (time) period and b)
some markets show significant variations in the level of vertical market power during the above
years.

Vertical market power (vertical HHI index) in the supply-chain-level for 11 product categories,
2015-2019

Bread

Charcuterie —

Detergernts

(toast) Cereals Pasta coldeuts Yogurtetc Fetacheese Pulses Coffee Refreshments (powdered) Toiletpaper
2015 6 185 2791 | 3321 2299 1990 5647 6 856 ! 6 320 2791 1929
2016 5749 2578 | 3339 2117 1991 5057 6873 | 6187 3427 2452 2271
2017 5229 2417 | 3302 2232 1642 2 466 6656 | 5921 4 446 3868 1909
2018 5346 2360 | 3617 2330 1360 2276 6425 | 5757 3258 4014 1960
2019 5454 2464 | 3720 2053 1396 2191 6248 | 5803 5764 6231 2152

Source: Data collected by the HCC

Note: The color of the cells does not represent a specific threshold. However, it aims to depict
the supply chains where there is significant vertical purchasing power (in red) and those (in
green) where there is limited vertical purchasing power, while the other colors (yellow and
orange) represent cases of moderate bargaining power.

Also, based on the analysis on the distribution of vertical bargaining power, distribution in the market
between suppliers and supermarkets in each of the supply chains, it is observed that in most of the
product markets that were analysed, the suppliers hold the first place (most) of the bargaining power
in each supply chain (see also relevant table below).

6. Inorder to deal with unfair commercial practices by companies with significant bargaining power,
it is deemed necessary to strengthen the HCC’s monitoring mechanisms through the use of direct
digital information technologies, through complaints or through systematic market monitoring.
For this purpose, the HCC introduces a whistleblowing system/tool, thus enabling someone to
provide information without the fear of revealing his identity in any way.
7. It is crucial to examine in detail the effects on competition of the restrictive measures
implemented in the retail sector due to the COVID-19 pandemic.
Vertical market power distributed among central firms in the 11 afore mentioned product categories.
Firms’ Position and (Share) bargaining power (SSBC)
Supplier
Su(SeLrJT\I/l_;fIL(et Sliced Yogurt Feta Soft Toilet
p(SM)/ bread Cereals Pasta Cold cuts e%c cheese Pulses Coffee drinks Detergents Paper
Product Bread
Category

SM_45

2
SUPL_1 (15.25%)
1
SUPL_25 (35-
45)%
2
SUPL_12 (0-5%)
1
SUPI_18 (75-85%)
2
SUPL_20 (15-
25%)
1
SUPL_4 (75.85%)
1
SUPL_78 (75-85%)
1
SUPL_5 (35-45%)




Firms’ Position and

Share) bar

aining power (SSBC)

Supplier
(SUPL)&
Super Market
(SM)/
Product
Category

Sliced
bread
Bread

Cereals

Pasta

Cold cuts

Yogurt
etc

Feta
cheese

Pulses

Coffee

Soft
drinks

Detergents

Toilet
Paper

SUPL_52

1
(65-75%)

SUPL_32

1
(75-85)%

SUPL_63

1
55-65%)

SUPL_98

1
(35-45%)

SUPL_84

2
(25-35%)

SUPL_85

2
(15-25%)

Source: Collected data, processed by HCC’s GD
Green Color=Super Market
Yellow Color=Supplier




