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UDC Abstract: Are there significant regional differences in regional retail
332.1:339. development in Serbia? This was the main research question at the
37(497.11) beginning of writing this paper. The main goal of this paper was to

analyse regional differences in retail development based on existing

O]E‘lgn?a.l statistical data. The idea was to point out regions with underdeveloped
scientific o . . -
paper retailing and the one with endangered retail competition. Thorough

desk research has been performed. It included both literature review
and data collection from available official sources. Existing retail data
have been analysed. However, the lack of data at lower levels of
aggregation (regional and local) prevents the authors from getting
strong conclusions. In addition, the lack of data also altered the main
research question, which has now become adequacy of data in the
retail sector and potential solutions for that problem. The noted lack of
crucial data and solutions for solving this problem were the main
purpose of this paper. The main finding is that decision makers in
Serbia do not have adequate information about retail network. This is
a problem because it is very hard to prove anticompetitive actions or to
plan (stimulate) retail development without relevant data from both
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government and business point of view. Retail census would help
getting key indicators about development of retailing in certain regions
and municipalities. However, the solution needs to be sustainable.
Therefore, some legislative requirements should provide information
for census update.
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1. Introduction

Global society today is mostly founded on the postindustrial socioeconomic
paradigms, so the mass consumption has become an integral and important part of
everyday life. The economic structure of the most developed countries shows that
the service sector prevails in their economic structure and that their economy
depends greatly on the processes which occur within the service sector. Retailing is
one of the services that is very specific because it reacts on the changes that is
happening on both the supply and demand side.

Regional development of the retail sector is very important because it affects
all the participants in the marketing channels. This implies both macro and micro
economic consequences(Van Leeuwen, 2010). Retailers are always in focus. If
something is wrong in the economy, it is easy to blame it on retailers because
people are very sensitive when it comes to retailing. This is especially true when
consumer choice is endangered.

Is regional retail development with geographical focus important in the era of
the Internet? The answer is positive because the Internet and physical retail
locations are complementary (Waldfogel, 2010). Combination of online and offline
retailing is the winning strategy in the 21* century. It cannot be forgotten that
offline retailing will dominate the market in the years to come as well. Therefore,
spatial retail development is very important. However, it should be pointed out that
online retailing has regional dimensions as well. Websites are available globally,
whereas the delivery is often limited to local or regional areas.

Different factors influence the retail sector - in spite the technological
innovations, the location still matters, coupled with a lot of issues considering the
preferences and models of the shopping habits (Altenburg, Kulke, Hampel-
Milagrosa, Peterskovsky, & Reeg, 2016). The analysis of consumer’s
characteristics, distribution and behaviour has become a huge part of the retail
researches in the past few decades (Berman, 2012; Larson, Bradlow, & Fader,
2005; Waxell, 2014).
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The retail industry is a complex, heterogeneous entity. Market volatility,
different economic standards and economic development are just some of the
factors with a strong influence on a regional differentiation of retail industry
development.

Are there significant regional differences in regional retail development in
Serbia? This was the main research question at the beginning of writing this
paper. The main goal of this paper was to analyse regional differences in retail
development based on existing statistical data. The idea was to point out regions
with underdeveloped retailing and the one with endangered retail competition.

Within this research the authors have analysed existing retail data, as well as
demographic factors that influence retailing. Existing retail data have been
analysed. However, the lack of data at lower level of aggregation (regional and
local) prevents the authors from getting strong conclusions. In addition, the lack of
data also altered the main research question, which has now become adequacy of
data in retail sector. The noted lack of crucial data and solutions for solving this
problem were the main purpose of this paper.

2. Demographical factors of retail development in Serbia

In the context of overall internationalization of the retail space, the knowledge of
the local culture consumption and consumers is one of the most important elements
of the corporate strategic success (besides the logistics and distribution systems, IT
systems and supply-chain management, knowledge and international management
experience), (Wrigley & Lowe, 2002). Because of that a great deal of researches
within the retail sector analyse the market through the observation of prevailing
factors which have shaped the retail market.

An analysis of the overall population together with all its characteristics
(demographic structures and the household structures) provides the “big picture” of
potential retail demand within a society. It provides the necessary information
which enables the decision makers to calibrate the chosen retail strategy in order to
minimise the risk and maximise the profit. There are a lot of researches on the
influences of demographic factors on the retail development which concluded that
household size, income level, education level and occupation are among the most
important ones (Igbal, Ghafoor, & Shanbaz, 2013; Vanhonacker, Lengard,
Hersleth, & Verbeke, 2010). Today consumer society is influenced by different
global processes such as mass production-mass consumption, ICT, higher mobility,
as well as new and specific social processes. Albite, there are certain geographical
specifics that differentiate one community from another, one culture from another,
one market from another. Demographical and social analyses have tried to
investigate all those disparities (age, gender, marital status and family size,
education and household income), and to show their distribution over different
spatial levels in order to identify consumers’ shopping habits.
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Serbia is a middle-income economy with a much lower level of GDP per capita
(PPP) then the EU-28 (according to the official statistics it is around 14.000 $). It is
relatively small market of some 7 million people, which characterise by the typical
demographical and social processes for the peripheral regions (East and
Southeastern Europe): depopulation, rural emigration, aging process, reducing the
average household size and the family size.

The depopulation process is quite huge in Serbia (between two censuses in the
period 2002-2011, Serbia has lost over 310.000 people). For all retailers, the total
population size, its composition and distribution, represent crude measures of retail
market size (Mlambo 2017). So, considering the national market size, it could be
concluded that the retail market in Serbia has been shrinking over the years. The
population growth components indicate that this process last for years and probably
will continue in the future (the natural increase rate is negative for the whole national
territory (-5,1 %o) and it varies from -5,4%o in the region of Vojvodina, through -
1,7%o in the Belgrade region up to -6,6%o in Central Serbia). This natural increase
trends will continue to affect the households’ size as well as their structure further in
the future. At the same time, they are important factors of the demographic structures
as well, which is even more important for the retailer (who the consumers are, where
they live, what they earn and how they spent their money).

Figure 1. The age structure and ageing index in Serbia, by regions (2016)
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Age structure is a direct consequence of the growth trends within the
population. It is an important indicator of the consumer behaviour because personal
expenditures change as individuals grow older (children are interested in toy stores,
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elderly in pharmacies, young in night life), (White & Gray, 1996). It is evident that
older consumers are much more loyal to the store and they are lesser interesting in
the new thing, innovations or updated information (Straughan & Albers-Miller,
2001). In Serbia, the population age structure is unfavourable (ageing rate index for
whole state is 139,5 and it varies through the regions: the highest is in Central
Serbia, over 145). Such aging process (deep demographic age) results with certain
age structure are shown in Figure 1. The highest share has the working contingent
of the Serbian population (over 60%), but, although, the young people share is
higher than old, it is evident that the population group of 65 and more is increasing
(close to one fifth of the whole population and the highest is in Central Serbia).

Another, maybe even more important indicator for the retail market analysis is
the household income. It represents residents’ spending power (retailer is
especially interested in the average household income and minimum number of
household with a certain income). Household income includes all revenues
(incomes from different sources). The higher this income is, the more the
consumers will buy, and more often. In comparison with the average household
income in Serbia (57.028 RSD), only the Belgrade region has a higher income
(70.804 RSD); all other regions are below the national average (Vojvodina region
around 54.500 RSD and Central Serbia around 51.000 RSD). Also, the household
income structure is as expected: the highest wages are in the Belgrade region
(almost 1,5 times higher than national average), but the pensions are similar
throughout all regions (Figure 2). However, the biggest geographical disparities are
within the group ‘other household incomes’ (income from agriculture, hunting and
fishing, external receipts, real estate related income, other social insurance receipts,
donations and awards, other receipts).

Figure 2. Average household income and household size, by regions (2016)
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The Central Serbia region shows greater share of those “other incomes” as well
as Vojvodina. It could be explained by the fact that eastern part of Central Serbia
has quite a significant portion of diaspora population, which regularly send money
to their families (remittances), while Vojvodina’s households, especially those out
of urban areas usually have an extra income from agriculture. Knowing that
consumption depends greatly on the size as well as the structure of the household,
it is interesting to compare household income by these parameters. The smallest
household are in Belgrade region where the highest incomes are present (an
important information for the retailers of the specialized stores and more expensive
goods). On the other hand, Central Serbia has households which are bigger than the
national average.

Within the household analysis it is important to know its structure, and the
stage within the family life cycle. Bigger families ought to spend more than single
or two-member families (they shop more often, need broader assortment, often
make stock of groceries, and are usually ready to shop in bigger stores than in
small neighbouring ones) (Leszczyc, Sinha, & Timmermans, 2000). The family
structure in Serbia shows that the couples with children make up more than half of
the total number of families (around 52%). This is very similar throughout all the
regions. However, the largest geographical variations are within other two groups
of family types: couples without children and one-parent families. The highest
share of one-parent family is in Belgrade region (21,2%) and the smallest is in
Central Serbia (15,2%) which corresponds to the age structure of the regions. On
the other side, the Belgrade region has the smallest share of couples without
children (26.2% comparing to the 32.9% in Central Serbia).

The findings of the single or SSWDs households (single, separated, widowed,
divorced) geographical variations is even more interesting (Figure 3). This group of
households is particularly important to the retailers because they represent a market
niche which shows excellent shopping habits (Reddy & Srinivas, 2015). Comparing
these groups between themselves, it can be noted that in the Belgrade region the
higher share is attributed to single women, rather than men (single women have
higher share than married ones). In Central Serbia it is quite opposite, and in
accordance to the expected traditional customs. Vojvodina is much closer to the
Belgrade region in this sense. This indicator could be closely tied to the living
standard and economic development, as well as to the educational level of the
population.

Figure 3 also shows that the Belgrade region has the highest share of
population with tertiary education (colleges and faculties). Comparing to other two
regions, it is expected to be more similar to Vojvodina than Central Serbia where
the share of high educated people is the lowest (below 12%). Education, together
with income and some other social aspects, produce certain social status, and that
status shapes the consumer behaviour in the sense of the purchase preferences
(Prasad & Aryasri, 2011; Sinha & Banerjee, 2004). Higher income generates
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higher social status which enables more opportunities for good education and,
furthermore, good education creates possibilities for better occupation, and
consequently higher income. It is evident that higher educated people buy more
expensive goods, often in smaller, specialty retail stores located in their vicinity,
whereas less educated people prefer shopping at discount retail outlets and chain
stores.

Figure 3. Educational structure and marital status, by region (2016)
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3. Economic indicators of regional retail development in Serbia

In order to track and analyse the dynamics of national and subnational (regional)
changes within the retail industry in Serbia, available macroeconomic statistics
were analysed. Analysis was aimed at determining whether any significant
differences can be identified regarding regional development of retail sector in
northern and southern part of Serbia. This regional division opted for was chosen
because of the format of available statistical data, as well as accepted national
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division between “richer” north and “poorer” south. In order to attain relevant data,
effort was made to decouple the impact of Belgrade region from the overall
aggregated data of the northern region (further in the text — Vojvodina). For this
purpose, data regarding turnover, number of employees, number of firms, and
number of stores were analysed and further combined, producing synthetic
parameters which complete a comprehensive macro perspective of the retail
industry development in Serbia. Data gathered represent the entire national retail
sector, excluding the retail of vehicles and motorcycles.

Structural regional retail development data related to annual turnover and
number of employees, stores and firms are presented in Appendices A, B, C and D,
respectively. When analysing annual turnovers in the retail industry in Serbia, a
positive trend can be identified. Total turnover in 2016 has surpassed the level
achieved in 2012, the following a three-year unfavourable situation. As far as
regional dispersion goes, northern Serbia amounts to just under 65%' of total
national sales generation capacity. It has to be taken into account that the region of
Belgrade produces around 37%? of the total national retail turnover. This implies
that the region of Vojvodina generates only 26%° of total sales, compared to
around 36%" originating from the southern part of the country. Overall ratios
between aforementioned regions are relatively constant, whilst absolute values
follow an upward trend. Revenue still represents one of the most important
economic indicators of retail activity (Zhang et al., 2010). For this reason, annual
turnover represents the basis for the majority of derived synthetic indicators.

Table 1. Depiction of retail industry’s national and regional employment share

Share of employment in retail industry (% of total number of employees)

Northern Voivodina - Belgrade Southern
. Northern | Southern| Serbia- 1 region - Serbia -
Serbia - . . . share of .
Year Serbia -| Serbia-| sharein share of share in
share employment]
share share |employment in north employment |employment
in north in north in south
2014 | 7-134% | 3.484% | 3.650% 6.896% 3.462% 1.734% 7.377%
2015 | 7-134% | 3.487% | 3.647% 6.939% 3.469% 1.744% 7.331%
2016 | 6.699% | 3.263% | 3.436% 6.494% 3.203% 1.654% 6.906%

Source: SORS, authors’ calculations

! Figure derived from Appendix A
2 Figure derived from Appendix A
3 Figure derived from Appendix A
4 Figure derived from Appendix A
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Analysis depicted in Appendix B identified a negative trend regarding the
number of employees in retail industry, which has fallen by 23%" in the 2012-2016
period. Another important fact is that the decline is associated with the 2012-2014
period, whereas the figures have stagnated in the last few years. The sharp decline
in the total workforce in retail industry can be mostly attributed to significant
changes in the Belgrade region, where the analysed 5-year period saw the number
of employees almost halved. One important finding is that southern Serbia employs
more than half of the workforce in the retail industry. This drop in employment is
significant from a national point of view, since the retail sector employs around 7%
of employed labour force, as seen from Table 1.

When coupled with the total number of retail stores in Serbia, a synthetic
indicator of the average number of employees per store can be derived. This is
shown in Table 2.

Table 2. Synthetic indicator depicting the average number of employees per store

Average number of employees per store

Year Serbia - Northern Vojvodina - Belgrade Southern
total Serbia - total total region - total Serbia - total
2012 2.8 2.6 2.7 2.6 3.1
2013 2.9 2.6 2.7 2.6 3.3
2014 3.1 2.7 2.7 2.7 3.7
2015 32 2.8 2.8 2.8 3.8

Source: SORS, authors’ calculations

The depicted figures show rather balanced figures for Vojvodina and Belgrade,
but much higher numbers for southern Serbia. These figures alone cannot be a solid
basis for any decisive conclusion-deriving process but indicate somewhat
inefficient operational business conduct compared to the situation in the northern
region. Additional insight into identified competitive gap between northern and
southern Serbia is gained when average turnover per employee indicator is
calculated. Significant gap regarding this parameter is shown in Table 3, where on
average an employee in a northern store generates almost double the revenue
compared to its southern counterparts. These figures show a significant competitive
disadvantage in terms of resource utilisation, operational optimisations and income
generating.

Final indicators of regional retail activity are related to the number of firms and
its corresponding stores, as seen in Appendices C and D. In terms of the number of
retail stores, the Serbian market has experienced a significant drop, especially the
region of Belgrade.

3 Figure derived from Appendix B
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Table 3. Synthetic indicator depicting the average turnover per employee
in the retail industry
Average annual turnover per employee in retail industry (in mil. RSD)

Serbia - North.ern Vojvodina - Belgrade South.ern

Year total Serbia - total region - total Serbia -
total g total
2012 4.159 4.923 4.764 5.036 3.242
2013 4.525 5.863 4.502 7.355 3.203
2014 5.259 6.915 5.472 8.369 3.680
2015 5313 6.890 5.594 8.186 3.806
2016 5.765 7.505 6.377 8.603 4.112

Source: SORS, authors’ calculations

Table 4. Synthetic indicator depicting the average number of stores per firm
in retail industry

Average number of stores per firm in retail industry
. Northern Southern
Year Serbia - total Serbia - total | Serbia - total
2012 13.2 11.9 15.5
2013 10.2 8.6 13.1
2014 8.4 7.2 10.5
2015 8.2 7.1 10.3

Source: SORS, authors’ calculations

On the contrary, Appendix D shows that the number of retail companies have
had an upward trend, except in 2016. Southern Serbia amounts to around 34%° of
all registered retail firms, but envelopes 43.5%’ of the total number of stores. These
facts indicate comparatively higher level of market concentration in the south
confirmed by a synthetic indictor depicting an average number of stores per firm in
retail industry derived in Table 4. Numbers show that southern region supports a
much higher number of stores per company than the northern region, whereas both
parameters are facing a significant negative trend. Connected to this consideration
is the analysis of average turnover per store, shown in Table 5. Although the
national market possesses a positive trend, a gap in average revenue generated per
store between northern and southern regions is apparent. Stores in southern Serbia
are generating less revenue, especially compared to the Belgrade region. This fact
is not quite intuitive, since higher market concentration levels established earlier
should lead to a higher revenue generating capacity. Relative operational
inefficiencies mentioned earlier can be pointed out as potential causes for this
discrepancy.

bFigure derived from Appendix D
"Figure derived from Appendix C
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Table 5. Synthetic indicator depicting the average turnover per store
in the retail industry
Average turnover per store in retail industry (in mil. RSD)
Serbia - North'ern Vojvodina - Belgrade South'ern
Year total Serbia - total region - total | SorPia-
total g total
2012 11.725 13.032 12.890 13.128 9.915
2013 13.174 15.274 11.954 18.777 10.550
2014 16.342 18.556 14.633 22.542 13.462
2015 17.133 19.063 15.398 22.766 14.577
2016 18.696 20.984 17.617 24.339 15.723

Source: SORS, authors’ calculations

Final considerations within this section are aimed at providing a benchmark
analysis, in order to determine the relative position of Serbia, compared to the
countries of EU-28 (Table 6).

Table 6. Comparison between Serbia and EE-28 countries
in terms of retail turnover per capita

Relative
Average change
Total Retail retail Total Retail in re t;g\il Relative
retail turnove turnove retail turnove change in
Total . Total turnove .
Country turnover population r per r index turnove population r per r per populatio
(2010, in (2010) capita in 2015 r (2015, (2015) capita capita n (2010 -
mil. (2010, (base in mil. (2015, P 2015, in
(2010 - o
Euros) Euros) year — Euros) Euros) 2015, i %)
2010) » 1
%)
EY-28 * 2,592,034.0 | 498,931,998.0 5,195.2 1072 |2,778,660.4 508’4%l A08. 5,465.5 5.20 1.90
Belgium 83,438.0 | 10,839,905.0 | 7,697.3 111.1 92,699.6 11,208,986.0 8,270.1 7.44 3.40
Bulgaria 9,668.9 7,421,766.0 1,302.8 140.5 13,584.8 7,202,198.0 1,886.2 44.78 -2.96
Czech
. 35,5159 [10,462,088.0 3,394.7 109.7 38,960.9 10,538,275.0 3,697.1 8.91 0.73
Republic
Denmark 40,413.2 5,534,738.0 7,301.7 100.3 40,534.4 5,659,715.0 7,161.9 -1.91 2.26
Germany 474,357.7 | 81,802,257.0 | 5,798.8 1122 532,229.3| 81,197,537.0 6,554.7 13.04 -0.74
Estonia 4,538.7 1,333,290.0 3,404.1 138.3 6,277.0 1,313,271.0 4,779.7 40.41 -1.50
Ireland 33,264.1 4,549,428.0 7,311.7 102.5 34,095.7 4,628,949.0 7,365.8 0.74 1.75
Greece 11,183,516.0 72.6 10,858,018.0 -2.91
Spain 221,383.0 |46,486,619.0 4,762.3 91.6 202,786.8 46,449,565.0 4,365.7 -8.33 -0.08
France 419,291.0 | 64,658,856.0 | 6,484.7 110.3 462,478.0| 66,415,161.0 6,963.4 7.38 2.72
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Ttaly 312,599.3 | 59,190,143.0 | 52813 | 1006 | 3144749 60.795612.0 | 51727 | -2.06 271
Cyprus 55617 | 819,140.0 | 6,789.7 88.8 49388 | 8470080 | 58309 | -14.12 3.40
Latvia 54442 | 21205040 | 2,567.4 | 1283 | 69849 | 19860960 | 35169 | 3698 634
Lithuania | 7319.1 | 31419760 | 23295 | 1358 | 99393 | 29212620 | 34024 | 46.06 7.02
Luxembourg | 16389.1 | 502,0660 | 32,6433 | 1351 | 221417 | 5629580 | 39331.0 | 2049 12.13
Hungary | 24,6754 | 100143240 | 24640 | 1241 | 30,6222 | 9855571.0 | 3,07.1 | 26.10 2159
Malta : 414,027.0 : 1200 : 429,344.0 : : 3.70
Ne"“;”“‘“d 100,357.6 | 16,574,989.0 | 6,054.8 98.0 983504 | 16,900,260 | 5819.3 3.89 1.97
Austria | 549077 | 8351,643.0 | 6574.5 | 1090 | 59.849.4 | 85762610 | 69785 6.14 2.69
Poland 96,668.7 | 38,022.869.0 | 2,542.4 | 1147 | 110,879.0| 380056140 | 29174 | 1475 -0.05
Portugal | 472112 | 10,573.479.0 | 4465.1 85.9 | 40,5544 | 103748220 | 39089 | -12.46 -1.88
Romania | 27.202.5 | 20,294,683.0 | 13448 | 1322 | 36,0807 | 19.870.647.0 | 18158 | 35.02 2.09
Slovenia | 11,199.5 | 2,0469760 | 54712 | 1035 | 11,5915 | 2,062,8740 | 5,619.1 270 0.78
Slovakia | 162093 | 53904100 | 3,007.1 1107 | 17,0437 | 54213490 | 33098 | 1007 0.57
Finland | 355113 | 53514270 | 66359 | 1077 | 382457 | 54717530 | 69807 5.33 225
Sweden | 633963 | 9340,682.0 | 6,787.1 1147 | 727156 | 97473550 | 7.460.0 9.91 435
Ig:f;; 385,883.7 [ 62,510,197.0 | 6,173.1 1127 434,.890.9| 64,875,165.0 | 6,703.5 8.59 3.78
Norway | 507963 | 48581990 | 104558 | 1164 | 59,1269 | 5.166493.0 | 114443 | 945 6.35
Croatia 11,8449 | 4302,847.0 | 27528 | 1066 | 12,6267 | 42253160 | 2.988.3 8.55 -1.80
Serbia 65127 | 7306677 1y s | 1008 | 117444 | 7.006862%% | 16525 3.63 273

Source: Eurostat, National Department for Statistics

*EU-28 projection — only indices for 2015 are available, whereas the base indicator for
2010 is for EU-27

**Data for Serbia are imported from SORS

For this purpose, main comparison point was retail turnover per capita parameter,
whereas the overall retail turnover and total population dynamics are provided to
decompose two main indicator influencing factors. Unfortunately, the table shows
that Serbia holds a very unfavourable position in this sense, since only Romania
and Bulgaria have lower per capita values. This fact is even more concerning
having in mind that all three countries have a significant depopulation trend.
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4. Discussion

Based on data available from the official statistics the authors could not properly
answer on the research question about existence of the significant regional
differences in regional retail development in Serbia. Although regional differences
are obvious it is not possible to adequately quantify it. The lack of data also altered
the main research question, which has now become adequacy of data in retail
sector and potential solutions for that problem.

Previous analysis has shown that there are no adequate data about some key
retailing development indicators in Serbia. This is the answer on newly formed
research question concerning adequacy of retail data. Data about consumers are
available at higher levels of disaggregation but the data about retail network are
highly aggregated, and sometimes questionable in their estimative values.
However, without relevant key retail network development indicators these data
are not as useful as they could be.

Some data are available on a national level such as number of stores, retail
turnover, number of employees in retailing, etc. These data are valuable. However,
all these data are aggregated data and often estimations rather than precise data.
Certain data are available on a national and regional level. However, regions are
very wide: Serbia’s North (Vojvodina and Belgrade) and Serbia’s South (whole
Central Serbia). In this instance, the level of aggregation is so high that it is not
possible to get any valid conclusions. For example, the Belgrade region includes
the whole territory of the City of Belgrade (all 17 municipalities with its urban and
rural settlements). It is a well-known fact that retailing in New Belgrade
municipality is very well developed with modern hypermarkets, supermarkets,
shopping malls etc. However, retailing in Sopot and Barajevo, also the
municipalities of Belgrade, is not on an equivalent development level.

There is much more differentiation in the region of southern Serbia. Retail
development in Ni§ and Kragujevac is at a much higher level than in Priboj and
Negotin. However, data aggregation does not allow us to confirm these findings.
Retailing in some cities and municipalities is at much higher level because of a
strong local retailers’ presence (such as Proleter Metalac in Gornji Milanovac).

In Vojvodina, Novi Sad has the most developed retailing network, compared to
the rest of the region. There are significant local and regional players which
originate from smaller cities (towns) in Vojvodina such as Zrenanjin, Senta, Backa
Palanka, Nova Pazova (Gomex, BB trade, Podunavlje, SentaPromet etc.) Some of
these retailers have more than 100 stores. National retailers are present in
Vojvodina as well. However, there is a lack of modern retail formats in smaller
settlements.

Additionally, there is no data available to draw precise conclusions. This is
especially important for municipalities where retailing is underdeveloped, or where
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competitive market irregularities are present. The consequences of undeveloped
retailing are numerous, and the main ones are:

1. Higher prices of goods. Lack of competitions and inefficiency of small
independent retailers are the main factors;

2. Local customers cannot find adequate assortment in the stores. They
often have to travel to bigger cities;

3. Suppliers do not have easy access to population in these areas.

It is very important to have data on a regional and local (level of municipality)
in order to aid and guide the development of the retail sector. Decision makers at
national and local level need adequate retail data at lower level of aggregation.

Also, it is important to know the level of competition in the Serbian retail
sector. However, it is more important to know the level of competition on local
retail markets. This is especially important for fast moving consumer goods
retailing. In order to have a clear picture about competition level, decision makers
need adequate data.The most important data (key indicators) are those that define
retail offer in some local market, such as:

1. Total retail space in the local market and retail space by type of retailing
(food, non-food, specialised, general etc.) according to official classification
of retail formats(‘Pravilnik o klasifikaciji trgovinskih formata’, 2014);

2. Number of stores;

Number of companies that operate retail stores in certain local market;

4. Derived data such as retail space per habitant, number of habitants per
store, retail turnover per habitant etc.

(%)

In addition, georeferenced retail stores could be very useful in analysing retail
situation in local markets. That would be enabled through using geographical
information system (GIS) in retail decision making.

The main information that Serbia lacks is that about retail space. Some
researchers have provided estimates of retail space as such. However, these were
just analyses based on the sample and it was not entirely precise.

In order to get reliable retail data, Serbia needs retail census. Retail census
seems like a large project, and it rightfully is. However, census would provide
necessary information base that could improve government bodies and
Commission for protection of competition decision making potential. In addition,
census would just be a starting point. Legislation should include the retailer’s
obligation to report any store opening and closing, with following data. This would
provide relevant data for updating retail information system.
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5. Conclusion

It was not possible to answer the research question concerning regional retail
development in Serbia. Although official statistics provide data about retailing it is
not sufficient. Level of aggregation is very high. Decision makers in Serbia do not
have the adequate information about retail network. There is a lack of data on a
regional and local level. This is a problem because it is very hard to prove anti-
competitive actions or to plan (stimulate) retail development without relevant data
from both government and business point of view.

Retail census would be a vital mean of acquiring key indicators about
development of retail sector in certain regions and municipalities. However, the
solution needs to be sustainable. Therefore, some legislative follow-up
requirements should provide information for census update.

Key indicators of retail network development would enable decision makers on
all decision-making levels to prevent negative trends in retail development and to
protect and sustain market competition. In addition, these data would make urban
planning easier and more precise, as well as enable stimulation plans for retail
network development.
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Number of employees in retail industry

.| Northern | Northern | ., . . .. | Belgrade | Belgrade | Southern | Southern
Serbia , .| Vojvodina | Vojvodina f f . .
Year Serbia- | Serbia - region- | region- | Serbia- | Serbia-
- total - total -share
total share total share total share

2012 | 237,584 | 129,567 | 54.535% | 53,601 | 22.561% | 75966 | 31.974% | 108,017 | 45.465%

tail industry

Annex

2013 | 207,300 | 103,028 | 49.700% | 53,898 | 26.000% | 49,130 | 23.700% | 104,272 | 50.300%

nre

2014 | 182,582 | 89,157 | 48.831% | 44,765 | 24518% | 44392 | 24313% | 93425 | S1.16%%

2015 | 183,640 | 89,770 | 48.884% | 44,880 | 24.439% | 44890 | 24.445% | 93870 | SL.116%

2016 | 182,170 | 88,745 | 48.715% | 43,765 | 24.024% | 44980 | 24.691% | 93425 | 51.285%

Appendix A. National and regional data regarding the number of employees

Stojkovié et al. / Economic Themes, 56(3): 335-356

Source: National Department for Statistics — Annual statistics report
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Appendix B. National and regional data regarding total turnover in the retail industry

Turnover in retail industry (in mil. RSD)

. Northern | Northern | ., . . .. | Belgrade | Belgrade | Southern | Southern

Serbia - . . Vojvodina | Vojvodina i . . .

Year total Serbia- | Serbia- | " total Share | region- | region- Serbia- | Serbia -
total share total share total share

2012 | 988,130 | 637,905 | 64.557% | 255341 | 25.841% | 382,564 | 38.716% | 350,225 | 35.443%
2013 | 937,979 | 604,007 | 64.395% | 242,672 | 25.872% | 361,335 | 38.523% | 333,972 | 35.605%
2014 | 960,287 | 616,478 | 64.197% | 244,964 | 25.509% | 371,514 | 38.688% | 343,809 | 35.803%
2015 | 975,766 | 618,539 | 63.390% | 251,080 | 25.732% | 367,459 | 37.659% | 357,227 | 36.610%
2016 | 1,050,246 | 666,000 | 63.419% | 279,077 | 26.573% | 386,983 | 36.847% | 384,186 | 36.581%

Source: National Department for Statistics — Annual statistics report
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Number of stores in retail industry

.| Northern | Northern | ., . . .. | Belgrade | Belgrade | Southern | Southern
Serbia . . Vojvodina | Vojvodina . . . .
Year Serbia- | Serbia - region- | region- | Serbia- | Serbia-
- total - total -share
total share total share total share

2012 | 84273 | 48950 | 58.085% | 19810 | 23.507% | 29,140 | 34.578% | 35323 | 41.915%

2013 | 71,00 | 39,544 | 55.539% | 20300 | 28511% | 19244 | 27.028% | 31656 | 44.461%

tail industry

2014 | 58,762 | 33222 | 56.537% | 16,741 | 28490% | 16A81 | 28.047% | 25540 | 43.463%

mnre

2015 | 56954 | 32447 | 56.971% | 16306 | 28.630% | 16,141 | 28.340% | 24,507 | 43.029%

2016 | 56,175 | 31,741 | 56.504% | 15841 | 28.19%% | 15900 | 28.304% | 24,434 | 43.496%

Appendix C. National and regional data regarding the total number of stores

Stojkovié et al. / Economic Themes, 56(3): 335-356

Source: National Department for Statistics — Annual statistics report
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Appendix D. National and regional data regarding the number of firms

in the retail industry

Number of firms in retail industry

Year Serbia - total Northern Northern Southern Serbia Southern
Serbia - total Serbia - share - total Serbia - share
2007 6,059 3,579 59.069% 2,480 40.931%
2008 6,298 3,777 59.971% 2,521 40.029%
2009 6,159 3,780 61.374% 2,379 38.626%
2010 6,171 3,859 62.534% 2,312 37.466%
2011 6,226 3,951 63.460% 2,275 36.540%
2012 6,395 4,117 64.378% 2,278 35.622%
2013 7,005 4,581 65.396% 2,424 34.604%
2014 7,024 4,593 65.390% 2,431 34.610%
2015 6,963 4,577 65.733% 2,386 34.267%

Source: National Department for Statistics — Annual statistics report
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REGIONALNI RAZVOJ MALOPRODAJE U SRBIJI -
NEDOSTATAK KLJUCNIH INDIKATORA
PERFORMANSI I RAZVOJA

Apstrakt: Glavno istrazivacko pitanje postavljeno na pocetku ovog rada bilo je
vezano za utvrdivanje regionalnih razlika u prostornom razvoju trgovine u Srbiji.
Cilj rada bio je analiza regionalnih razlika u trgovinskom razvoju a na bazi
raspolozivih statistickih podataka. Ideja je bila da se istaknu regioni sa
nedovoljno razvijenom trgovinom 1 oni sa ugrozenom trgovinskom
konkurencijom. Uradeno je sveobuhvatno kabinetsko istrazivanje. Ono je
obuhvatilo detaljnu analizu prethodnih istrazivanja i raspolozivih statistickih
baza podataka. Medutim, nepostojanje podataka o razvijenosti trgovine na nizim
nivoima agregacije (lokalnom 1 regionalnom) onemogucili su autorima da izvedu
pouzdanije zakljucke. Zbog toga je, u toku samog istrazivanja, doslo i do promene
osnovnog istrazivackog pitanja, koje sada glasi: adekvatnost podatka u
maloprodajnom sektoru 1 potencijalna resenja. Utvrdivanje nedostajuéih kljuénih
podataka, kao i1 moguéih resenja postali su i glavni cilj rada. Rezultat
sprovedenog istrazivanja jeste ¢injenica da donosioci odluka u Srbiji ne raspolazu
adekvatnim informacijama o maloprodajnoj mrezi. Zbog ovoga nastaju problemi
u utvrdivanju nedozvoljenih konkurentskih radnji, kao 1 u planiranju
(stimulisanju) maloprodajne mreze, bilo da je rec¢ o javnom ili privatnom sektoru.
Popis maloprodajne mreze pomogao bi u definisanju kljuénih indikatora
maloprodajnog razvoja po regionima i opstinama. Medutim, predlozena resenja
moraju biti odrziva, sto zahteva promene odredenih pravnih resenja kako bi se
vrsilo kontinuirano azuriranje jednom prikupljene popisom baze podataka.

Kljuéne reéi: maloprodaja, regionalni razvoj, informaciona baza, konkurencija,
Srbija, maloprodajna mreza
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