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Customer-focused, international, innovative:  

METRO Cash & Carry 

  With more than 600 wholesale stores in 29 countries, 
METRO Cash & Carry is a leading international player 
in self-service wholesaling.

  In the 2007 fi nancial year, the company generated a 
turnover of € 31.7 billion.

  With over 100,000 employees worldwide, METRO 
Cash & Carry is one of the biggest employers in many 
countries.

  The METRO and MAKRO brands are mainly targeted 
at professional customers such as hoteliers, restaurant 
owners, caterers, and small food retailers.

  International expansion is a signifi cant part of the 
corporate strategy, with a focus on the Asian and 
Eastern European growth markets as well as the 
 Middle East and Northern Africa.

  METRO Cash & Carry’s product range comprises up 
to 20,000 food and 30,000 nonfood items. The main 
focus is on fi sh, meat, delicatessen goods, wine, fruit 
and vegetables as well as offi ce supplies and profes-
sional kitchen equipment.

  In addition to high quality and a large selection of 
goods, the most important performance characteristics 
of METRO Cash & Carry are the outstanding expertise 
in freshness, excellent customer service and attractive 
value for money.

  The assortment available in the stores is specifi cally 
tailored to their respective regions – up to 90 % of the 
products are sourced locally.
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By employing a highly fl exible business concept, METRO 
Cash & Carry addresses local customer needs and con-
sumer habits. This concept is based on three store formats 
with varying selling spaces and assortment depths:

Classic:   The largest store format with between 10,000 
and 16,000 square meters of selling space is 
deployed primarily in Western Europe.

Junior:   This mid-range format with a sales area of 
7,000 to 9,000 square meters has proven it-
self primarily in the growth markets of Eastern 
Europe and Asia.

Eco:   These comparatively small store-types with a 
selling space of between 2,500 and 4,000 
square meters focus mainly on fresh produce. 
The Eco format is widely used in France, but 
is also gaining importance in Southern Europe 
and Japan.
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Austria

Did you know ...
… that in Austria METRO Cash & Carry is the no. 1 in 
the cash & carry business?

Facts & Figures 

Market entry: 1971
Head Offi ce: Vösendorf 
No. of wholesale stores: 12
No. of employees: 1,898

In 1971 the fi rst wholesale store in the alpine nation of 
Austria was opened in Vienna-Vösendorf. Today, the 
wholesale company operates twelve outlets and is the 
leading self-service wholesaler in the Austrian market. 
METRO Cash & Carry places great importance on their 
responsible purchasing policy. For instance, at the be gin n-
 ing of 2008 they were assessed and certifi ed according 
to the strict criteria of the MSC Marine Stewardship 
Council so they could offer their customers even more 
fi sh and seafood pro ducts from sustainable fi shing.
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Belgium

Did you know ...
… that during the initiative “Operation Free Petrol” at 
MAKRO Cash & Carry Belgium there were 10,000 
possible winners who could win a full tank of petrol? 

Facts & Figures 

Market entry: 1970
Head Offi ce: Wommelgem
No. of wholesale stores: 10
No. of employees: 2,891

In 1970 MAKRO Cash & Carry opened the fi rst wholesale 
store in Antwerp. Since then, the company has grown and 
now has ten stores which are distributed strategically 
across the country. Customers can therefore reach their 
nearest store in no more than 30 minutes by car, which 
saves them time – an advantage restaurant owners and 
caterers value. The company is working to develop its 
brand of so-called ECO stores across the country. Food 
products make up around 90 percent of the range on offer. 
Here, the focus is on fresh produce 
such as fruit and vegetables, 
meat, fresh fi sh, and on their 
excellent range of wines.
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Did you know ...
… that METRO Cash & Carry is one of the biggest 
foreign investors in the country?

Facts & Figures 

Market entry: 1999
Head Offi ce: Sofi a
No. of wholesale stores: 9
No. of employees: 2,460

When champagne corks popped in December 2007 as 
Bulgaria celebrated joining the EU, METRO Cash & Carry 
was celebrating too. The company has been operating in 
the Black Sea Republic since 1999. For years, the con-
sumer climate in Bulgaria has been marked by high growth 
rates and booming domestic demand. The leading whole-
sale company has also benefi ted from the boom, as in 
spring 2008 the ninth Bulgarian store was opened in Veliko 
Tarnovo and the cornerstone was layed for a new store in 
Pleven and for the second store in Plovdiv. As the fi rst 

wholesale store in the country, 
METRO Cash & Carry’s range 

features organic peppers, toma-
toes and gherkins as well as many 

other certifi ed food products. 

Bulgaria
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Did you know …
… that the Chinese METRO Cash & Carry wholesale 
stores are open 365 days a year?

Facts & Figures 

Market entry: 1996
Head Offi ce: Shanghai
No. of wholesale stores: 37
No. of employees: 8,435

Twelve years ago, METRO Cash & Carry, together with 
the Jinjiang Group, opened the fi rst wholesale store in 
China. Since then, METRO Cash & Carry has rapidly 
expanded its distribution network to 37 wholesale stores 
across China, and there will be more to follow in the 
coming years, as the country with the highest population 
in the world still offers a great potential for trading com-
panies. At the House of Training Shanghai Campus, the 
150 m2 training kitchen has instructed over 6,000 
participants including employ-
ees, customers, suppli-
ers and other partners 
since its opening in 
November 2004.

China
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Did you know ...
... that METRO Cash & Carry Croatia is the fi rst company 
in the country to introduce the Food Safety Manage-
ment System ISO 22000:2005 and HACCP principles 
for all of its wholesale centers?

Facts & Figures 

Market entry: 2001
Head Offi ce: Zagreb
No. of wholesale stores: 6
No. of employees: 1,486

Croatia has been a popular holiday destination for many 
years. The increasing number of tourists visiting the Adri-
atic every summer has led to strong growth in the HoReCa 
sector. METRO Cash & Carry Croatia has re cognized this 
development and offers its customers a vast selection 
of fresh fi sh and seafood. Successful collaborations with 
regional suppliers allow METRO Cash & Carry to offer a 
wide range of typical Croatian specialties, enjoyed by 

tourists and locals alike, with international 
brands also proving popular. 

Seven years after entering the 
market, METRO Cash & Carry 
has become the country’s 
leading HoReCa wholesaler.

Croatia
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Did you know …
... that MAKRO Cash & Carry in Czech Republic offers 
an assortment of more than 210 different beers?

Facts & Figures 

Market entry: 1997
Head Offi ce: Prague
No. of wholesale stores: 12
No. of employees: 3,405

In 1997 MAKRO Cash & Carry expanded to Central 
Europe. Today, it has twelve wholesale stores in the 
Czech Republic; three of these are in Prague. MAKRO 
Cash & Carry appeals to the people of the Czech Repub-
lic – in surveys on the most popular and most important 
companies in the country, the leading wholesaler is regu-
larly ranked at the top. The major reason for this is fi rst-
class service. For example, customer advisors are on hand 
at information desks in all departments to provide com-
prehensive information, and 
in addition, staff visits 
their customers’ res-
taurants to give them 
advice on planning 
their menus.

Czech Republic
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Did you know ...
… that METRO Cash & Carry Denmark sets great 
store by internationality, and that staff originate from 
32 different nations? 

Facts & Figures 

Market entry: 1971
Head Offi ce: Glostrup
No. of wholesale stores: 5
No. of employees: 560

The fi rst METRO Cash & Carry wholesale store on Danish 
soil opened in the small town of Glostrup, a suburb of Co-
penhagen. In the following years further stores were opened 
in Copenhagen, Aarhus and Kolding. From the beginning, 
the wholesale company has placed great importance on 
working with employees over the age of 50. This is popular 
with the Danish government, which is making a concerted 

effort to promote the integration of older 
employees into companies. Sustainabil-

ity is also a big issue in Denmark: In Sep-
tember 2007, METRO Cash & Carry 

opened an environmental friendly store in 
Aalborg which uses innovative cooling 

technology and by this means 
saves 63 tons of CO2 every 
year. This would be equal to the 
emission of an average car driv-

ing 262,500 kilometers or about 
6.5 times around the globe.

Denmark
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Did you know …
… that METRO Cash & Carry France opened its fi rst 
store in Paris in October 2008? 

Facts & Figures 

Market entry: 1971
Head Offi ce: Nanterre
No. of wholesale stores: 89
No. of employees: 8,499

METRO Cash & Carry has already been operating for 
37 years in the land of haute cuisine. The company has 
89 stores located all over France with total selling space 
amounting to 450,000 m². Most of the stores are 
so-called ECO stores which mainly provide restaurants, 
hotels and grocery stores with fresh produce. 
METRO Cash & Carry has also shown its 
commitment to its core target 
group HoReCa. Since 2007 
the company has given an 
award for the best French 
cookery book of the year, 
showing that it is the ideal partner 
for those with good taste.

France
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Did you know ...
… that there is an 8,700 square meter football pitch on 
the roof of the METRO Cash & Carry wholesale store in 
Berlin-Friedrichshain which meets the requirements set 
by the FIFA?  

Facts & Figures 

Market entry: 1964
Head Offi ce: Düsseldorf
No. of wholesale stores: 123
No. of employees: 15,813

METRO Cash & Carry’s success story began in 1964 in 
Germany. For the fi rst time, the newly opened wholesale 
store in Mülheim an der Ruhr offers professional custom-
ers and bulk consumers the chance to pick out their own 
goods and take them away themselves. This business 

concept took off and in the following 
years METRO Cash & Carry was 

able to expand its distribution 
network rapidly. Today, the whole-
sale company operates in almost 
every major German city.  

Germany
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Did you know …
… that MAKRO Cash & Carry Hellas offers more than 
1,400 own brands?

Facts & Figures 

Market entry: 1992
Head Offi ce: Piraeus
No. of wholesale stores: 9
No. of employees: 1,206 

Freshly caught seafood specialties and a large choice of 
vegetables: those are the hallmarks of Greece’s Medi-
terranean cuisine, and MAKRO Cash & Carry has been 
serving this need since entering the market in 1992. 
MAKRO’s nine Greek stores have recently been certifi ed 
with the new ISO 22000:2005 inter-
national food safety management 
standard, which supplements 
the existing HACCP sys-
tem with even stricter 
requirements. Another 
newly introduced innovation 
at MAKRO Cash & Carry is 
Electronic Shelf Labeling 
(ESL), which ensures there is no 
price discrepancy between the 
shelf and the cash register. These 
projects further emphasize MAKRO’s 
commitment to customer service.

Greece
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Did you know ...
… that METRO Cash & Carry offers 63 varieties of 
salami in Hungary?

Facts & Figures 

Market entry: 1994
Head Offi ce: Budaörs
No. of wholesale stores: 13
No. of employees: 3,222

As one of the fi rst international wholesale companies  
METRO Cash & Carry already opened a wholesale store 
in Hungary in 1994 – ten years before the country joined 
the European Union. Today, the self-service wholesale 
company has outlets in the ten largest Hungarian cities. 
The company has gradually renovated six of its thirteen 
stores since 2006. Their wide range features fruit and 
vegetables, meat, dairy products and wine. Another aim 

of the renovation was to 
develop the household 

equipment, offi ce and 
entertainment electron-

ics departments.

Hungary
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Did you know …
… that METRO Cash & Carry India offers an assortment 
of more than 80 different spices?

Facts & Figures 

Market entry: 2003
Head Offi ce: Bangalore
No. of wholesale stores: 4
No. of employees: 1,790

The demand for trading is increasing as the economic 
boom also means the habits of the 1.1 billion consumers 
are changing. As a western pioneer of wholesale trading 
in the Indian market, METRO Cash & Carry has four 
wholesale stores in Mumbai, Bangalore and Hyderabad. 
Each one has a range of about 18,000 products which 
are mainly sourced locally. This is 
possible due to the close partner-
ship of METRO Cash & Carry and 
its suppliers. For instance, the 
wholesale company trained 
over 40,000 farmers in the im-
plementation of a modern cold 
chain, as well as international 
quality and hygiene standards. 
Moreover, METRO Cash & Carry 
vaccinated about 1,000,000 sheep.

India
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Did you know ...
… that METRO Cash & Carry Italy opened its fi rst so-
larthermic climate control system in Rome? The instal-
lation uses energy produced by 3,000 m² of roof-
mounted solar collectors.

Facts & Figures 

Market entry: 1972
Head Offi ce: San Donato Milanese
No. of wholesale stores: 48
No. of employees: 4,188

In 1972 METRO Cash & Carry opened the fi rst Italian 
wholesale store close to Milan. Today, professional enter-
prises on the Apennine Peninsula can get supplies from 
48 locations, ranging from Catania (Sicily) to Bolzano. 
One special feature of the company’s profi le in Italy is its 

three different marketing channels. While the 
classic wholesale stores offer a wide range 

of products in a selling space of up to 
16,000 m², the “junior concept” offers a 

smaller alternative for more sparsely popu-
lated areas. The main feature of the third 

type of store – Eco – is that the majority 
of their range is fresh produce.

Italy
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Did you know …
… that the Japanese METRO Cash & Carry wholesale 
stores offers over 50 kinds of tuna and 70 kinds of 
shrimp? In addition, there are special deep freezers to 
keep frozen tuna in top-quality condition at -60 C°.

Facts & Figures 

Market entry: 2002
Head Offi ce: Tokyo
No. of wholesale stores: 3 
No. of employees: 422

In 2002 Japan’s fi rst METRO Cash & Carry wholesale 
store opened its doors in Chiba near Tokyo. Until then, 
the trading industry in the second-largest economic 
power of the world was more traditional, with open-air 
markets and a multi-level distributional structure. 
Today, the leading wholesale company supplies a 
wide range of products under one roof. The clear 
focus on food is typical of the Japanese market – it 
makes up around 90 percent of the product range. 
The Tokyo metropolitan area, which has a total of 
31.4 million inhabitants, is a particularly 
promising market.

Japan 
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Did you know ...
… that Moldova is famous for its fi rst-class wine? 
Around 140 Moldovan red and white wines are to be 
found in METRO Cash & Carry stores. 

Facts & Figures 

Market entry: 2004
Head Offi ce: Bucharest, Romania  
  (Business Unit)
No. of wholesale stores: 3
No. of employees: 776

The population’s buying power in Moldova has been 
steadily increasing in the last few years. A growing 
number of consumers are beginning to pay attention to 
the quality of the food products they buy as well as the 
price – a demand which METRO Cash & Carry, with the 

huge variety of fresh products, is well equipped 
to meet. The range on offer consists 

mainly of produce made in the coun-
try and in neighboring Romania and 

Ukraine. METRO Cash & Carry 
has already opened two stores 

in the capital Chisinau, which 
has a population of 
about a million people. In 
2006 another wholesale 

store was opened in Balti.

Moldova
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Did you know …
… that in Marrakesh, known as the “Red City”, there is 
the only red METRO Cash & Carry store?

Facts & Figures 

Market entry: 1991
Head Offi ce: Casablanca 
No. of wholesale stores: 7
No. of employees: 1,241

Since 1991, the opening date of its fi rst store in Morocco, 
METRO Cash & Carry has become the specialist self-
service wholesale through an innovative concept offering 
the best solutions tailored to the needs of professional 
food and nonfood customers. METRO Cash & Carry 
gives great importance to fresh food such as fruit and 
vegetables, meat and fresh fi sh in order to satisfy and 
meet with professional customers’ needs using the one 
to one approach, especially HoReCa and traders. The 
company has consolidated its presence in the Moroccan 
market and is today present with seven self-
service wholesale stores in the biggest cities 
including Agadir, Marrakesh and Tangier.

Morocco
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Did you know ...
… that out of 1.8 million companies in the Netherlands, 
more than 1 million are buying at MAKRO Cash & Carry?

Facts & Figures 

Market entry: 1968
Head Offi ce: Diemen
No. of wholesale stores: 16
No. of employees: 3,069

MAKRO Cash & Carry Netherlands has every reason to 
celebrate in 2008, as the company is having its 40th 
anniversary. In 1968, the fi rst MAKRO Cash & Carry 
wholesale store opened in Amsterdam. Today, more than 
16 outlets offer customers the best quality and fi nest 
service. And now there’s yet another reason to celebrate: 
the 17th store will be opened in Dordrecht in December 
2008. By 2009, MAKRO Cash & Carry intends to have 

shifted its focus even more to the 
needs of professional customers. 
Furthermore, the company plans 
to expand its fresh produce assort-
ment and aims to develop its non-
food range.

Netherlands 
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Did you know …
... that METRO Cash & Carry exports a wide variety of 
products from Pakistan such as basmati rice and 
mangoes to European countries?

Facts & Figures 

Market entry: 2007
Head Offi ce: Lahore
No. of wholesale stores: 2
No. of employees: 819

In 2007 METRO Cash & Carry opened its fi rst wholesale 
store in Lahore, the economic and cultural center of 
northern Pakistan. Shortly after, another store was 
opened in Islamabad. In the Asian state, the self-service 
cash and carry concept has yet to become established 
nation-wide. The trading industry is still heavily 
infl uenced by tradition, dominated by small 
stores and street markets. However, the 
demand for quality, high-class products is 
growing. METRO Cash & Carry 
therefore intends to expand its 
sales network. 

Pakistan 
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Did you know ...
… that MAKRO Cash & Carry Poland is truly artistic 
when it comes to packaging? In the “MAKRO World of 
Presents”, employees assemble an assortment of 
goodies in gift hampers and packets. 

Facts & Figures 

Market entry: 1994
Head Offi ce: Warsaw
No. of wholesale stores: 27
No. of employees: 7,097

Poland

Leading wholesaler MAKRO Cash & Carry is not just 
known for its wide product range, but also for its con-
sultancy programs that offer tailored solutions for pro-
fessional customers. From just three stores in 1994, 
MAKRO Cash & Carry now has 27 stores right across 
Poland and plays a major role in helping independent 
retailers increase effi ciency and customer satisfaction. In 
addition, MAKRO Cash & Carry offers advisory services 

to restaurateurs and hoteliers, as 
well as providing culinary novel-

ities to the HoReCa sector. 
These cutting-edge solutions 

can be found in the newly open-
ed MAKRO Center for Enter-
prise Development in Warsaw.
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Did you know …
… that in MAKRO Cash & Carry Portugal the fresh fi sh 
department offers an average of 90 different types 
every day?

Facts & Figures 

Market entry: 1990
Head Offi ce: Carnaxide 
No. of wholesale stores: 10
No. of employees: 1,594

The fi rst MAKRO Cash & Carry store in Portugal opened 
in 1990 in Alfragide. The town is on the outskirts of Lisbon 
and is one of the country’s most important trade centers. 
Within the fi rst year of business, the wholesale company 
had already become the market leader. Since 2000 the 
company has been focusing on a new 
expansion strategy. The wholesale com-
pany not only presents itself as a fi rst-
class distributor, but also as a dedicated 
partner for its customers. The new 
MAKRO Cash & Carry offers customers 
numerous useful services, aiming to 
provide even better support to small 
retailers, hoteliers and caterers.

Portugal
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Did you know ...
… that METRO Cash & Carry Romania organized the 
second edition of METRO Expo, the largest METRO 
Exhibition in Eastern Europe, in October 2008?

Facts & Figures 

Market entry: 1996
Head Offi ce: Bucharest
No. of wholesale stores: 23
No. of employees: 6,300

Since entering the market in 1996, METRO Cash & Carry 
Romania has focused on the needs of its professional 
customers  by offering an extensive selection of top-
quality products at competitive prices. The company’s 
reward was to fi nish top of the list of Romania’s Top 
50 Performers in 2007 for the second year running. To 
further strengthen this position, METRO Cash & Carry 
opened Southeast Europe’s fi rst Gastronomy Compe-

tence Center in 2008 to work with 
culinary professionals to train future 

Masters of Gastronomy.

Romania
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Did you know …
… that the roofs of the METRO Cash & Carry stores in 
Russia need to be robust enough to carry up to four 
meters of snow?

Facts & Figures 

Market entry: 2001
Head Offi ce: Moscow
No. of wholesale stores: 40
No. of employees: 10,043

Russia is one of METRO Cash & Carry’s major growth 
markets. In 2001, the leading wholesale company was one 
of the fi rst foreign trading companies to make the leap to 
the Russian market. Since then, METRO Cash & Carry 
has rapidly expanded its sales network – in Moscow 
alone eight stores have been opened in the last few 
years. In Siberia, too, METRO Cash & Carry already has 
three stores. In the most sparsely populated country of 
the world the leading wholesale company is putting its 
expertise in logistics to the test. Trucks take around fi ve 
days to deliver goods from the headquarters in Moscow 
to the stores in Siberia.

Russia
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Did you know ...
… that METRO Cash & Carry Serbia is fi rst company 
developing an own brand UHT (long life) milk on the 
Serbian market?

Facts & Figures 

Market entry: 2005
Head Offi ce: Belgrade
No. of wholesale stores: 5
No. of employees: 1,302

In 2005 the fi rst METRO Cash & Carry wholesale store 
was opened in Belgrade, the cultural, political and eco-
nomic center of Serbia. Within just three years, four more 
stores have followed, and more are planned for the 
future. METRO Cash & Carry is pursuing its strategy for 

success in the south-eastern European country. 
90 percent of its range of about 20,000 food 

products comes from domestic suppliers. 
The company’s expansion to the 

Serbian market is therefore not only 
contributing to the success of 
METRO Cash & Carry, but also to 

the economic development of the 
Balkan state.

Serbia
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Did you know …
... that METRO Cash & Carry Slovakia sells 500,000 
pallets of goods per year?

Facts & Figures 

Market entry: 2000
Head Offi ce: Prague, Czech Republic    
  (Business Unit) + Ivanka pri Dunaji
No. of wholesale stores: 5
No. of employees: 1,313

Slovakia is one of the newest members of the European 
Union, and one of the fi rst Eastern European countries 
to which METRO Cash & Carry expanded. The three 
wholesale stores in Bratislava, Nitra and Zvolen opened 
their doors in 2000 the same day. The company’s strat-
egy was to open stores with relatively small selling 
spaces of between 7,000 and 9,000 m², offering a range 
which focuses on traditional Slovakian specialties, such 
as “bryndzové halušky” – small potato dumplings with 
sheep’s milk cheese and bacon. In the last few years 
METRO Cash & Carry has extended its 
sales network further, and now has 
more than 300,000 commercial 
enterprises among its regular 
customers.

Slovakia
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Did you know ...
… that MAKRO Cash & Carry Spain sold more than 
2,200,000 kilograms of ham in 2007, of which 716,300 
kilograms were top-quality jamón ibérico?

Facts & Figures 

Market entry: 1972
Head Offi ce: Madrid
No. of wholesale stores: 34
No. of employees: 3,341 

In Spain 34 MAKRO Cash & Carry wholesale stores have 
opened since the market entry in 1972, four  of which are 
on the Baleares and Canarias Islands: Palma de Mallorca, 
Tenerife (La Laguna and Adeje) and Las Palmas. Not only 
the have large-scale MAKRO Cash & Carry stores have 
proved popular in Spain. Since 2000, the ECO store 
concept, which is particularly oriented to specifi c target 

customer groups, has also been successful. 
There are currently twelve ECO 
stores in Spain and 90 percent of 

their product range is made 
up of food products.

Spain
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Did you know …
… that METRO Cash & Carry was the fi rst wholesaler in 
Turkey to introduce the barcode system?

Facts & Figures 

Market entry: 1990
Head Offi ce: Istanbul  
No. of wholesale stores: 11
No. of employees: 2,571

Many Turkish people rely on traditional styles of stores 
to cover their needs; most people shop at “Bakkals” – 
small, family-run convenience stores. Since 1990 
METRO Cash & Carry has been providing these traders 
and other professional customers with a variety of food 
and nonfood products all under one roof. The company 
is benefi ting from the economic upturn, as the population 
is growing and consumer buying power is increasing. 
METRO Cash & Carry has intro-
duced numerous European brands 
to its customers and has contrib-
uted to the modernization of the 
trading industry. 

Turkey
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Did you know ...
… that the METRO Cash & Carry store in Kiev runs the 
most modern customer services contact center in the 
company? Around 240 calls are taken there every hour.

Facts & Figures 

Market entry: 2003
Head Offi ce: Kiev
No. of wholesale stores: 19
No. of employees: 6,631

In 2003 METRO Cash & Carry opened the fi rst wholesale 
store in Ukraine. Today, the second largest country in Eu-
rope is one of the most signifi cant growth markets. In 2008 
the company opened fi ve new stores. In order to ensure 
the company’s quality and service standards are con-
sistently met, METRO Cash & Carry provides on-the-job 
training schemes for new employees and training pro-

grams for suppliers. This pioneering project 
is well received – METRO Cash & Carry 

was ranked in one of the top 
positions in a survey of the 
country’s best employers.

Ukraine
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Did you know …
... that a MAKRO Café is located at the front of each 
store and provides a convenient break during the 
customers’ shopping experience?

Facts & Figures 

Market entry: 1971
Head Offi ce: Manchester
No. of wholesale stores: 33
No. of employees: 4,264

MAKRO Cash & Carry has been operating in the UK 
since 1971. After Germany and France, the UK is one of 
the most densely populated countries in Europe. About 
three years ago, the self-service wholesale company 
began to gradually restructure its 33 UK stores based 
on a new concept. They took sev-
eral measures, including steps to 
improve their market pattern and 
profi le as well as expanding their 
range. Furthermore, MAKRO 
Cash & Carry is developing its 
capacity for fresh produce such 
as meat, fi sh, fruit and vegeta-
bles in order to set them apart 
from the competition even more.

United Kingdom
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Vietnam 

When it entered the market in the Socialist Republic of 
Vietnam in 2002, METRO Cash & Carry also took on a 
great deal of corporate responsibility. The company 

used the potential of this important emerging 
market and developed it, working closely 
with local farmers, suppliers and interme-
diaries. Quality and freshness were top pri-

orities. Working with the Deutsche Investitions- 
und Entwicklungsgesellschaft (German 

Investment and Development Association), 
the wholesaler trained for instance more 
than 18,000 fishermen and farmers in 
modern production and processing meth-
ods. Furthermore, METRO Cash & Carry 
is involved in schemes to improve the 

whole supply chain.

Facts & Figures 

Market entry: 2002
Head Offi ce: Ho Chi Minh City 
No. of wholesale stores: 8
No. of employees: 2,483

Did you know ...
… that METRO Cash & Carry in Vietnam has trained 
more than 18,000 farmers and fi shermen in food safety, 
modern production and supply chain?



Overview

 Country Market entry Stores
Austria 1971 12
Belgium 1970 10
Bulgaria 1999 9
China 1996 37
Croatia 2001 6
Czech Republic 1997 12
Denmark 1971 5
France 1971 89
Germany 1964  123
Greece 1992 9
Hungary 1994 13
India 2003 4
Italy 1972 48
Japan 2002 3
Moldova 2004 3
Morocco 1991 7
Netherlands 1968 16
Pakistan  2007 2
Poland 1994 27
Portugal 1990 10
Romania 1996 23
Russia 2001 40
Serbia 2005 5
Slovakia 2000 5
Spain 1972 34
Turkey 1990 11
Ukraine 2003 19
United Kingdom 1971 33
Vietnam 2002 8
  Status: June 2008
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