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1

 V{tÑàxÜ 

n this chapter we are to present a background to our master thesis, 

define our research questions and the purpose of the thesis. We are 

also to present a disposition of the thesis to give the reader a general view 

which will make it easier to follow our thoughts and way of work. 

I 

“Nothing can be created from nothing.”  

- Lucretius, (96 BC - 55 BC), De Rerum Natura 
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1.1 Background 

Over the last few decades the focus of retailing has changed from in-town 

stores to a broader spectrum including the growing number of large out-of-

town centers. One of the main reasons for this development is the value of 

time and money saving that a large scale out-of-town centre can provide for 

the customers. This concept is referred to “one-stop-shopping”, which 

means that customers can buy everything at one location. (Hallsworth & 

McClatchey, 1994; Fernie, 1995, p. 4; Kaufman, 1996, p. 7; Messinger & 

Chakravarthi, 1997, p. 21) A retail store format that is often a part of the 

out-of-town centers is the so called superstores. Based on definitions made 

by Merrilees and Miller (2001) and Guy and Bennison (2002) we define 

superstores as large consumer aimed stores, located outside the city core. 

The term superstore, by our definition, includes warehouses (non-food 

retailers), GMS (general merchandise store) and hypermarkets (food 

retailers) with a minimum sales area of 7,000 square meters, for example 

IKEA and the French company Carrefour. Because of the size of the 

superstores, these stores need a certain amount of potential customers to 

survive. Due to this, superstores are often established nearby large cities or 

areas with a high density of people (Hashimoto, 2003). 

The Tokyo Metropolitan Area is inhabited by approximately 30 million 

people, which is about 25% of Japan’s total population (Statistics Bureau, 

www.stat.go.jp). This very high density of people accordingly makes train 

and subway the most efficient and most popular forms of transportation 

(www.landguiden.nu). During the last few years the number of superstores 

in Japan and Tokyo has increased, a trend that seems to be consistent 

(Lothia & Subramaniam, 2000). Many companies want to reach a 
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profitable market with lots of potential customers, something Tokyo 

perhaps can provide. 

The Stockholm area on the other hand is approximately inhabited by 1.85 

million people, which represent about 21% of Sweden’s total population 

(Statistiska Centralbyrån, www.scb.se). In Swedish measures this means a 

relatively high density of people although the density is not nearly as high 

as in Tokyo. During the last decades the superstore concept has increased 

in Sweden and around Stockholm to become a popular concept among 

customers. (Andersson, 2002) 

The increasing number of actors on the market has led to a more intense 

competition among superstores. Because of this customers are given more 

shopping options and it is no longer obvious which store or company they 

will choose. This in turn means that companies, to a large extent, have to 

make themselves visible to potential customers in order to attract and hold 

a profitable customer base. (Larsson, 2002) It is also important that 

companies, in relation to their competitors, are able to differentiate 

themselves and by this create a position in customers’ minds that will give 

them competitive advantages. These competitive advantages and places in 

customers’ minds are largely the products of a company’s marketing 

activities. (Kotler et al., 1999, p. 149) 

Because of the increasing number of superstores and the already 

established, smaller more specialized stores, the superstores’ marketing 

strategies have gotten an essential meaning. We do not want to state that 

marketing strategies did not have an essential meaning earlier but when 

competition is increasing, marketing strategies are likely to become more 
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important for companies in order to separate and differentiate their business 

from competitors. 

Although there are numerous volumes written on marketing strategies there 

appear to be a limited number, if any, that specifically concern superstores 

and their specific situation. Consequently we find it interesting to study 

superstores’ marketing strategies from a number of marketing dimensions. 

How the marketing is, and could be handled, is also interesting from a 

corporate point of view since our study and analysis of this area will 

contribute with helpful information concerning the marketing of a 

superstore concept. 

What makes studies of superstores in Tokyo interesting is the city’s high 

density of people in a relatively small area. The market is enormous as 

there are millions of potential customers which in turn would make the 

market very attractive. The city itself is also very unique and different from 

other cities, especially from those in the western part of the world (Tokura, 

2002). This uniqueness takes form in dimensions like the physical structure 

of the city as well as the more psychographic structure of its inhabitants. 

However, something can only be unique if it is compared to something 

else. Therefore we want to take a closer look at superstores marketing 

strategies and eventual differences from one context to another. As a point 

of reference we have chosen superstore marketing in the capital of Sweden, 

Stockholm. 

1.2 Problem Discussion 

The city structure and contextual characteristics of Tokyo are quite 

different from what westerners generally are used to. Some indications of 
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this are that stores in general do not keep a large stock of their products, 

customers in general instead get their products delivered to their home 

within a couple of days. Another aspect of this is that it is problematic to 

carry products in the crowded subway system. Because of this, Tokyo has 

very widely spread service and distribution systems (Tokura, 2002). In 

Sweden on the other hand, the trend is that these superstores and one-stop-

shopping concepts generate an increase in private motoring (Åkesson, 

2002; Haraldsson, 2000). This increase in private motoring implies that 

there is no such need of distributions systems as in Tokyo. 

As could be read in the discussion above and the background, there are 

quite some differences between Swedish and Japanese conditions 

concerning the context of superstores. In Tokyo, the superstore concept is 

relatively new compared to in Europe and USA (Tokura, 2002). In Sweden 

the first large superstore opened up 1963 and was located outside 

Stockholm (Sedenius, 2003). 

While, as we pointed out earlier, there are plenty of research made, 

concerning retailing and marketing, exhaustive research has, to our 

knowledge, not been made in the specific area concerning superstores 

which hints at an insufficient amount of knowledge about superstore’s 

applied marketing. That we also are to compare two different contexts and 

analyze differences is something that makes our study interesting since 

there are quite some differences between Stockholm and Tokyo. In other 

words are we going to study how superstore’s apply, well researched, 

marketing strategies in two different contexts and compare the results. 

Even though presented theories do not deal with superstores in general to a 

great extent, the superstore concept seems to be a successful concept since 
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such stores have become increasingly common in many parts of the world. 

Due to the fact that the superstore concept is increasing we feel that it is 

interesting to study how superstores apply marketing strategies from an 

empirical perspective. 

The superstore concept has its benefits when the companies will profit from 

lower costs, for example, in form of rents that often are much higher in 

more central areas but also in discounts for large quantities of merchandise 

(Guy & Bennison, 2002, p. 433). However, the concept sometimes 

demands more initiative from the customers due to the location, something 

that also illuminate the importance of applying marketing strategies. In 

order to attract customers, superstores must have something to offer that 

other store formats do not have. With marketing companies can 

communicate these offers and with marketing strategies companies can 

take certain actions and make these offers competitive and attractive. 

It is interesting to know how superstores apply their marketing strategies 

because they have to take actions that give customers incitement to visit the 

superstores instead of other stores. When it comes to marketing strategy, 

superstores have some mechanisms that they can use in order to promote 

the customers and to give them incitement to visit the stores. They can, for 

example, use price that is a very effective marketing mechanism in order to 

attract customers. 

By marketing strategy we mean the process a company uses to achieve its 

marketing objectives. This process contains market identification, market 

segmentation, market targeting and the use of company controlled 

mechanisms such as product, place, price and promotion. The mix of these 
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marketing actions put together, is what we see as marketing strategy. 

(Kotler et al., 1999, p.106) 

Some of the interesting marketing strategy dimensions, to study and 

compare, we believe are; segmentation, targeting, place/location, 

positioning, differentiation, promotion, communication, product and price. 

1.3 Purpose 

The purpose of this thesis is to, from different theoretical dimensions, 

compare superstores’ application of marketing strategies in Tokyo with the 

marketing strategies used by superstores in Stockholm. By such a 

comparison we also intend to describe possible variations and reasons 

behind the differences if such should be evident. 

1.3.1 Research Questions 

In order to fulfill the purpose we have come up with a number of research 

questions that, when answered, will give a concluding answer to the 

problem presented in the purpose. 

• How do superstores apply marketing strategies in Tokyo from the 

dimensions segmentation, targeting, place/location, positioning, 

differentiation, promotion, communication, product and price? 

• How do superstores apply marketing strategies in Stockholm from 

the dimensions segmentation, targeting, place/location, positioning, 

differentiation, promotion, communication, product and price? 

• What are major factors that could cause differences in the application 

of marketing strategies in the chosen contexts? 
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1.4 Delimitations 

We have formed this thesis to focus solely on superstores and not other 

forms of stores or business concepts since we intend to study the overall 

marketing strategies of superstore concepts. We also delimitate our study to 

the Tokyo and Stockholm area because we want to narrow our scope and 

focus to gain deeper knowledge about contextual differences in superstore 

marketing. Further, we limit the content of our report not to include 

comparisons of superstores in other parts of the world. Neither do we 

intend to describe how theories concerning marketing strategies should be 

used, but rather give a picture of what the used strategies actually look like 

and put them in relation with the existing theories. We intend to, with our 

frame of reference, to create a holistic picture of superstores’ marketing 

strategies and therefore we will not explain the theories in any greater 

depth. For example, one could possibly be writing a thesis about location 

strategies only but since we want to cover more elements than location we 

do not put all our focus on those theories. We want to cover a wide range of 

different dimensions within the field of marketing, not only one or two, in 

order to give a broad overall picture of superstores’ marketing strategies. 

Because of our ambition to give the overall picture we will not go deeper 

into specific areas but rather pick up on the major details in each of the 

chosen areas. 

1.5 Disposition 

Here we will present the disposition of our thesis in order to make it easier 

for the readers to follow our structure. By this presentation of our thesis 

disposition, it is our ambition to shortly describe the different chapters and 

also motivate why they are placed as they are. 
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Figure 1: Disposition of our thesis 

If we take a close look at figure 1 above we can se that chapter 1, the 

introduction is the base to the whole report and then the other chapters 

follow, all having their part in leading the thesis forward to the conclusions 

and recommendations. However, two chapters have a little bit of another 

character since chapter 2 and 3 cover and affect all chapters in certain 

ways. 

Chapter 1: Introduction 
The first introduction chapter is the base of our thesis. In 

this chapter we present a background that function as an 

introduction to the thesis’ subject. After the background the 

discussion gets a little deeper and focuses more on the 

specific problem this of this thesis. The thought is to 

discuss the relevance of the subject both from an empirical and theoretical 

Chapter 1: Introduction 

Chapter 8: Conclusions 

Chapter 4:  
Marketing Strategies

 
C

hapter 3: M
ethodology 

 
C

hapter 2: S
cientific approach 

Chapter 5:  
Corporate presentation

Chapter 6:  
Empirical findings

Chapter 7:  
Analysis
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perspective. This discussion then leads into the thesis’ purpose and research 

questions that we later will answer in order to fulfill our purpose. 

Chapter 2: Scientific Approach 
In this chapter we describe our scientific approach which 

means that we discuss issues like; our view of 

knowledge, science, reality and mankind. We also do 

discuss different approaches to knowledge and science. 

The aspects discussed in this chapter will have effects on 

us and how we have dealt with the coming chapters. In this way this 

chapter serves as an explanation of why we have chosen to deal with 

certain issues the way we have done in later chapters. 

Chapter 3: Methodology 
Like chapter 2, this chapter will also have effects on what 

the coming chapters will look like. Here we will present our 

research methods and practical methods used in different 

situations connected to our thesis and study. These methods 

are very important for the thesis and the research. 

Chapter 4: Marketing Strategies 
This chapter is a compilation of different selected 

theories based on our introduction chapter. The present 

knowledge and theories that we present in this chapter 

will serve as a theoretical framework that we later will 

use to analyze our empirical findings with. The purpose 
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of this chapter is also to create a “picture” of the marketing strategy field, 

from different dimensions, in order to create knowledge and understanding 

about the subject this thesis is about. 

Chapter 5: Corporate Presentation 
This chapter give the readers a short presentation of the 

studied companies. By knowing something about the 

studied companies, they will hopefully be more than just a 

name for the readers when we in chapter 6 present 

information about their marketing strategies. 

Chapter 6: Empirical Findings 
This is where we present the data we have collected and gotten from our 

study. The data presented in two different sections. One 

part is about Tokyo and Stockholm’s contexts and the 

data is mostly based on statistical information about 

these two contexts. The second part is about the 

marketing strategies of the companies we studied with 

information based on our performed interviews. This part’s structure of the 

empirical findings is mainly based on the theoretical framework, chapter 4. 

Chapter 7: Analysis 
This chapter is an analysis of our empirical findings and 

theoretical framework. The purpose of this chapter is to 

present different analyzes of our research questions to the 

readers. The structure of this chapter is very similar to our 

theoretical framework and empirical findings in order to 

make it easier to follow our reasoning’s. 
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Chapter 8: Conclusions & Continued Research 
In this final chapter we present the conclusions we have 

gotten through our study. We also answer our research 

questions in this chapter shortly and concluded. This 

chapter is the “product” of all present chapters. Without 

all the other chapters we could neither be able to present 

any conclusions, nor the answers of our research questions. 
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 V{tÑàxÜ 

n this chapter we will present our view on science, knowledge and the 

reality - for what, whom and in which context science is truthful. This 

is important when pursuing research because these views may affect the 

drawn conclusions. We are also to present two scientific principals, 

positivism and hermeneutics. 

I 

“When you know a thing, to hold that you know it; and when you 

do not know a thing, to allow that you do not know it - this is 

knowledge.”  

- Confucius, (551 BC - 479 BC), The Confucian Analects
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2.1 Knowledge & Science 

As students thirsting for knowledge our ambition with this report is among 

other things to be able to create new or strengthened knowledge. In order to 

do that, we need to define knowledge and present our view on the subject. 

What then is knowledge? Well, new or strengthened knowledge should, 

according to Eriksson and Wiedersheim-Paul (1999), be a product of 

studies and research, for example through a master thesis such as this one. 

Knowledge is needed when one is describing, explaining and predicting. It 

is something more than just definitions, words etcetera. Knowledge is when 

meaning is put to words. Many researchers are of the opinion that 

knowledge is something that can be proven or that is certain.  (Eriksson & 

Wiedersheim-Paul, 1999, pp. 165-166; Andersen, 1994, p.98) We find the 

knowledge discussion above very much in line with our own thoughts 

because we feel that if someone interpret, for example an experience, there 

is a need of present knowledge and experiences such as theories in order to 

put a true meaning to the words. We need something as a reference point. 

To understand and explain the knowledge that we might create by writing 

this thesis we need help and support from already existing knowledge and 

research contributions. By doing this we do not have to invent the wheel 

once again. 

Science is very much a field in which one in a creative and a critical way 

always should be prepared to reconsider present truths, perceptions and 

methods. Science is also about from which perspective a problem is 

illuminated. In other words, who does the science concern and who is 

asking the questions? The method of research is important in the way that 

the knowledge gained should be presented in a way that makes it credible. 
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For example, by understanding our methods one should understand why we 

got the results we did. Science should also be able to be falsified which 

means that researchers should assume that knowledge is temporary and 

always in some way should or could be exposed to criticism. Openness is 

also a factor that is important when it comes to science. This means that the 

methods as well as the results should be presented so that other researchers 

can view the results, interpretations etcetera and decide whether they are 

reliable or not. (Eriksson & Wiedersheim-Paul, 1999, pp. 169-177) Based 

on the reasoning above we find that science is something that becomes 

accepted due to the methods used, and in order for knowledge to be 

considered as science this something should fulfill certain demands. In the 

end we feel that science is to a great extent about legitimacy. 

We reconsider present truths through analyzing and interpret these truths in 

a by us chosen context. The perspectives we have to our problems are one 

reason why we have this chapter in our thesis and we believe that the target 

group of this thesis have some pre-understanding within the field of 

marketing strategies. To increase our credibility we have a chapter that 

illuminates the methods used, (see chapter 3). Our science we have 

contributed with can under many circumstances be exposed to criticism and 

discussed in different ways. One thing we have found very important 

writing this thesis is to be open. We have tried to present, to the readers, 

everything about our problems and thoughts concerning certain issues. 

We are of the opinion that in order for knowledge to be considered as 

science, it should have a high credibility. Readers and researchers must 

have the ability to separate science from common sense and logical 

arguments. In order to present a credible material the research methods are 

of great importance. To make our analysis and logical arguments more 
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reliable we will use already existing knowledge in terms of a theoretical 

framework to support our arguments. 

2.2 Developing Knowledge 

We see knowledge as something gained through research that at least can 

be proven true in different situations and contexts. Since science should be 

something that can be exposed to criticism and something that never can be 

assumed to always be true, we do not fully believe that there always is a 

given truth for everything. We believe that knowledge, in our case, should 

be built based on interpretations and with support from present research 

and theories. In this sense the researcher is not totally freestanding from the 

results because we are a part of the study and our thoughts and ideas about 

different issues may affect the results. However Andersen (1994, p. 40) 

points out the openness as important, so that others can view things from 

our perspective or understand why some results occurred. 

When writing a master thesis, the thought is that the study and research 

should contribute with some knowledge. How do we then develop this 

knowledge and what is our starting-point? Our point of departure for the 

thesis problem, on this knowledge creating journey, we take from an 

empirical perspective. We came up with the idea to this chosen perspective 

as we began to hear rumors about superstore concepts in Tokyo. For 

example IKEA’s establishment plans planted a seed of interest in our 

minds. As time went by we looked into the concept more deeply, collected 

facts and performed a pre-study in Tokyo about superstores. Since the 

problem originated from an empirical anomaly we could say that we adopt 

an approach towards the study that is similar to the inductive approach. 
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An inductive approach can be described as an approach, which through 

different phenomenon in reality, can generate general statements. A 

deductive approach on the other hand can be seen as fundamentally 

different from the inductive approach. This since deductive research forms 

hypothesis based on existing theory that in turn is tested in reality. The 

results are then reached by logical conclusions. (Eriksson & Wiedersheim-

Paul, 1999, p. 218) 

Earlier we stressed the importance of knowledge creating in a master 

thesis. In our case this process begun as we found ourselves relatively close 

to an inductive research approach. We interpreted our empirical problem 

findings with theory in order to specify our problem. The next step in the 

process was to collect empirical data concerning the phenomenon we found 

interesting. Later in this thesis we analyzed this data with help from present 

theories. The analysis then served as a ground on which then new 

knowledge was based. It is in such a way we with this thesis developed 

knowledge. 

2.3 Positivism & Hermeneutics 

The term “positivism” came up as the name of a general methodology that, 

from what is positively given, or in other words observed facts, leads to 

knowledge of universal causality. According to positivism there are only 

two ways of gaining knowledge; what we can register from our five senses 

and conclude by logical reasoning. Positivism focuses on formal logics and 

facts. This means that definitions, distinction of assumptions and sentences 

are important. Positivism has been criticized in many ways, for example 

that the method only focuses on the constant factors and does not cover 

things that changes over time. Positivism could shortly be described with 
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the belief that the (truthful) reality is out there, one just has to find it. 

(Andersen, 1994, pp. 186-187; Eriksson & Wiedersheim-Paul, 1999, pp. 

197-200) 

Hermeneutics, on the other hand, is a method that tries to create an 

understanding of the entirety. Hermeneutics implies that something is 

interpreted and given meaning to. The methods are based on the 

presumption that a text, actions, habits, norms and cultural patterns, 

regardless of its nature, has been influenced by subjective aspects and that 

an interpretation of it therefore implies that one reconstructs the object’s 

subjective state. The researcher does often know something about the 

problem beforehand, and from this problems, hypothesis, ideas etcetera are 

formed. In short, hermeneutics can be described as the belief that there is 

no (true) reality out there, it is when interpretations and analyzes are made 

the true reality is created. (Andersen, 1994, p. 187; Eriksson & 

Wiedersheim-Paul, 1999, pp. 218-221) 

Which one of these two principles would be the most suitable for our 

study? That is a tough question to answer. We believe that it is difficult to 

completely stick to one of these principles. What we can say, however, is 

that we find ourselves more close to the hermeneutic thoughts since we 

study something that we believe cannot be seen as an absolute given truth. 

Our study instead has many elements that have to be interpreted which lead 

us to a more hermeneutic approach. Another aspect of the issue is that we 

also have our own subjective touch on the results since we have different 

pre-understandings and perceptions of things. We guess that one can say 

that we have a hermeneutic approach since we believe that knowledge in 

our case is created by interpretations and analyzes with help and support 
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from present knowledge. The present knowledge in turn is also interpreted 

by us and analyzed in our context. 

2.4 View of Reality & Mankind 

Another aspect to illuminate is our view on reality. According to Eriksson 

and Wiedersheim-Paul (1999, p. 55) there are two perspectives of the 

reality, either an objective or a subjective. However this leads to a problem, 

the question whether someone can be objective or not. We believe that the 

reality, in which we live, is socially constructed. This means that the reality 

is not objective but instead produced by social interactions in society 

(Sjöstrand et al, 1999, pp. 41-43). In other words, the reality is something 

we humans create through our interactions and perceptions of things. 

Further we also believe that one is, in accordance to Bourdieu’s discussion 

about “habitus”, under the influence of present experience and social 

background. Habitus means the pattern of behavior originating from ones 

social inheritance. (Layder, 1994, p. 156) We are two persons that have 

been writing this thesis, both with different habitus. This means that we 

have different social inheritance and experiences that can have affects on 

our interpretations and the way we percept empirical data. In social science 

it is to a large extent impossible to break free from ones subjective 

perceptions and to be completely objective (Andersen, 1994, p. 39). 

In order not to hyperbolize the meaning of social backgrounds, we need to 

point out that we find that reality still is somewhat objective in the meaning 

that knowledge and other means widely becomes socially accepted and 

well known. If something is socially constructed in a society and for 

example becomes a norm, the norm is in a way objective in that context. 



 
              [Marketing Strategies of Superstores]   
 

                                                     [Scientific Approach] 
20

However, how one interprets the norm is another thing. By presenting our 

methods and attitudes towards knowledge and science, it is our ambition to 

be aware of our own subjective minds. Andersen (1994, p. 40) points out 

that in social science it is valuable for the researchers to be aware of their 

value of judgments and assumptions. 
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n order to apprehend a report as reliable, it is essential that an 

exhaustive exposition of the method is made. Therefore we are in this 

chapter to describe and explain our way of conduct. 

 

 
 
 

 

 

 

I 

“Insanity: doing the same thing over and over again and 

expecting different results.” 

 - Albert Einstein, (1879 - 1955)
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3.1 Qualitative Method 

Spokesmen for qualitative methods deny that everything can be measured. 

Qualitative methods are based on the assumptions that every phenomenon 

is built by certain combinations of qualities and characteristics and that one 

therefore cannot measure them. Social science often to a great extent 

demands a qualitative method as opposed to natural science. Only few 

social science aspects can be illuminated with quantitative methods while 

the majority of the natural science field can be measured and analyzed that 

way. However, the desired area of study is the most relevant factor when 

deciding a qualitative or a quantitative method. (Andersen, 1999, pp. 70-

71) 

Since we formulated our purpose and chosen problem in a way that we are 

to describe and explain our chosen problem from an empirical platform, we 

believe that a qualitative method is the most appropriate. The theoretical 

aspects of our study also imply a qualitative method since we intend to 

analyze the application of marketing strategies and collect data that is more 

varying than a yes and no answer or a scale. 

It would be difficult to collect data in a quantitative way because it would 

be hard to cover all the qualities and characteristics of the phenomenon we 

intend to study. We also feel that the measurable and quantitative elements 

concerning superstores are less relevant in order to fulfill our purpose of 

this thesis. Of course, there may be a lot of interesting variables to measure 

quantitatively but we are under the impression that we will gain deeper 

understanding using a qualitative method. 
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To motivate our qualitative approach further, we also believe that our 

studied objects are not stable and forever. Strategies are instead something 

that changes over time due to different factors. Therefore we think studies 

of strategies such as ours are done more easily and effectively with a 

qualitative method. To perform calculations and define different 

measurements would only complicate our study. By using a qualitative 

method we believe we have a good position to gain understanding and 

interpret our findings in order to learn as much as possible from our study. 

3.2 Mode of Procedure 

Our study concerns relatively few cases which is similar to a case study. 

Since a case study often covers a certain time period that are longer than 

the time limits we have within this study, we do not want to call our thesis 

a case study. The time limit of this thesis is about 20 weeks which makes it 

hard to cover the many variables that a case study demands. However, we 

can say that our approach has a similar approach as a case study but does 

not fulfill all criteria in order to be defined as a one. A case study is 

according to Eriksson and Wiedersheim-Paul (1999, pp. 103-108) a study 

that investigates few cases in a large number of variables. A case study 

does also often study processes over time, with historical lapses etcetera. 

We have collected empirical data from both Japan and Sweden through 

interviews and also data collected from other sources. A part of our study 

took place in Tokyo where one of us (Martin) went to perform that part of 

the study. This part was done in two stages, first a pre-study and then a 

more exhaustive study. After the visits in Tokyo we studied a Swedish 

object with similar attributes in order to be able to make a comparison 

between the objects of study. 
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The objects of study were three different companies. In Tokyo we chose 

Daiei and JUSCO. In Sweden we chose Bergendahls Gruppen AB’s City 

Gross. 

We first began to think about this thesis in the fall of 2002 as the ideas of 

superstore concepts begun to grow in our minds. Martin went to Tokyo in 

December 2002 to perform a pre-study and meet some people that later 

eventual could be interviewed. Martin participated in meetings with four 

different people and discussed different issues concerning Tokyo and 

superstores. The material from this pre-study was mainly for our own 

understanding and only some of that information will be used in the thesis. 

We have mainly used the pre-study’s results in the introduction chapter and 

to get a clearer picture of the context of Tokyo. 

The process of getting to our purpose in our thesis was a bit problematic. 

At first we were to analyze the establishments of superstores in Tokyo. 

During our pre-study we soon learned that this approach did not work, 

which made us decide not to go through with this first approach. After 

many discussions we came to the conclusion that we were to study 

superstores marketing strategies in Tokyo and analyze our results with 

present marketing strategy theories. Eriksson and Wiedersheim-Paul (1999, 

p. 51) points out that one has to evaluate whether the approach to the study 

is possible or not to perform and if there is enough available time. We 

chose to deal with our first approach this way, since we realized that our 

first approach was not possible for us to perform and we found our research 

questions, with our resources, not possible to answer. 

In March 2003 Martin went to Tokyo for the second time to perform the 

data collection. Due to certain problems we had to change our approach 



 
                                               [Marketing Strategies of Superstores]   

                  [Methodology] 
25

once again. Our problems were to get access to enough empirical data in 

Tokyo which one can read more about in part; 3.2.3 Choice of 

Respondents. We handled this problem by adding a comparative part to our 

study and thus performing a part of our study in Sweden. According to 

Eriksson & Wiedersheim-Paul (1999, p. 54) it is common, that during the 

research process, the research questions and the purpose changes due to 

altered perceptions of what the actual problem is our how it should be 

formulated and dealt with. 

To change the research questions and adapt the purpose do not have to be 

something negative, instead it can in some cases be positive. However, one 

very important thing is to always be aware of the changes and the changes’ 

effects. When such changes take place in a thesis it is interesting for the 

readers to know how and why the changes were made. (Eriksson & 

Wiedersheim-Paul, 1999, p. 54) Due to this we have chosen to handle this 

process, of determining and formulating the purpose and research questions 

of this thesis, in an open way. 

Everybody we have interviewed has been offered anonymity since the 

information sometimes can be sensitive and the respondents may have felt 

insecure having their names attached to the information. The respondents 

have the right to be offered anonymity and it is something that can be 

discussed during the interviews and it is appropriate to set up a mutual 

agreement (Lekwall & Wahlbin, 2001, p.161). None of the respondents 

though have chosen to be anonymous. After the interviews we compiled 

the answers and e-mailed a copy to the respondent in order to get 

comments and confirmation that the information was correct. To do that 

can in some cases be of some value in order to get truthful and solid 

empirical material (Lekwall & Wahlbin, 2001, p. 258). 
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In the next few sections of this chapter we are, in more detail, to describe 

the methods we have used. 

3.2.1 Choice of Data & Sources 

According to Eriksson and Wiedersheim-Paul (1999, p. 63) data can be 

collected from many different sources such as people or documents. We 

choose to use both primary and secondary sources when collecting our 

data. We define primary data as data collected within the purpose of our 

thesis and secondary data as data that already has been collected within 

another purpose but still are of use and importance to our study (Lekwall & 

Wahlbin, 2001, p. 72). 

The primary sources we have used in this thesis originate from interviews 

where we have collected our primary data from different persons we have 

been in contact with. The secondary data we have used were collected from 

sources as Internet, statistical reports/summaries, financial reports, 

scientific articles and newspapers. When we collected data from our 

secondary sources we naturally chose information concerning our problem 

areas that fitted our study and that could be of use. 

3.2.2 Our Primary Sources 

The persons we have interviewed can be interesting to know something 

about. Therefore have we chosen to present everybody we have 

interviewed including the ones we will not use in the thesis but that we 

have had use for in order to gain contextual knowledge about Tokyo. 

Ryo Tokura, CEO, TIC – Tokura International Co., Ltd., 2002-12-09, 

2003-03-18 
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Keisuke Ryu, Senior Project Leader, Embassy of Sweden, 2002-12-10, 

2003-03-25 

Shoichi Hashimoto, Chief sales/buyer, ÆON Co, Ltd., JUSCO, 2002-12-

10, 2003-03-19 

Yasushi Yamada, Former General Manager, The Daiei Inc., 2003-03-20 

Jun Kanno, Assistant General Manager, Shoppers Plaza Shin-Urayasu, The 

Daiei, Inc., 2003-03-25 

Yoshio Hitomi, Senior Manager, Sales Promotion Department, Wide Area 

Sales Operations Domestic Sales Division, HITACHI, 2003-03-25 

Masato Takebayashi, Senior Strategic Planning Manager, HITACHI, 2003-

03-25 

Motoo Kawauchi, Manager, JUSCO Minamisuna Store, 2003-03-27 

Bengt Svensson, Field of business chief, City Gross, 2003-04-24 

Åke Wik, Marketing Manager, Bergendahlsgruppen AB, 2003-04-24 

Fredrik Fast, Store Manager, City Gross Kungens Kurva, 2003-04-24 

In Total we made 14 interviews but some interviews where only for pre-

studying purpose or to gain knowledge about the Japanese market and 

context. For example, the interviews with Tokura and the two persons at 

HITACHI where to gain knowledge about Tokyo and the how the business 

works there. HITACHI is a supplier to many superstores and among other 

JUSCO and Daiei. They have great knowledge about distribution and 

marketing etcetera. Tokura is one of Japans largest furniture importer that 
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sells furniture to Japans largest retailers in that area. Tokura is very 

experienced in retailing in particular the Tokyo context. 

3.2.3 Interviews 

As mentioned before we collected our primary data through interviews. An 

interview is a conversation in which the interviewer wishes to get 

information from the respondent (Andersen, 1994, p. 80). However, we 

would like to define an interview as; a conversation with a purpose that is 

conducted by different methods under a constructed situation with some 

form of rules. 

We chose to perform in person interviews, in other words face-to-face 

interviews. Other alternatives could have been interviews via telephone or 

e-mail but we felt that in person interviews would be most appropriate. We 

could then ask attendant questions and guide the respondents if their 

answers got out of hand. An in person interview makes it possible for the 

interviewer to interpret body language and such influences which could 

generate a better understanding. When interviewing personally one can also 

be more flexible and adopt the questions to the present situation (Lekvall & 

Wahlbin, 2001). 

Another aspect was that it in Japan is not appreciated to perform an 

interview over telephone. They value personal meetings and we learned 

during Martin’s stay in Tokyo that a respondent probably would get 

irritated if he or she were to be interviewed via telephone. Sometimes 

different kinds of data collection methods are not available in all countries 

due to certain aspects (Lekvall & Wahlbin, 2001, p. 257). That left us with 

no choice other than in person interviews. E-mail interviews were also less 

attractive to us because the respondent would have to write all the answers 
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down which takes a lot of time and effort. According to Eriksson and 

Wiedersheim-Paul (1999, p. 87) it is also difficult to control the situation 

when performing interviews via mail and sometimes one cannot even be 

sure who has answered the questions. 

Our practical method when we performed the interviews was that we had a 

prepared questionnaire that would serve as an interview pattern. It is a 

common method to use a prepared interview guide when performing in 

person interviews in order to remember the questions one wish to get 

answered (Lekvall & Wahlbin, 2001, p. 258). We e-mailed a copy of the 

questions to the respondents before our meetings so that they had some 

time to prepare themselves. A questionnaire can be sent to the respondents 

beforehand or be presented at the actual interview (Eriksson & 

Wiedersheim-Paul, 1999, p. 85). We think that is was a good idea to send 

the questions beforehand since some of our questions could be of the 

character that the respondents needed some time to think the answer 

through. We believe that using a prepared questionnaire generates many 

benefits. For example, we always knew what questions to ask. We also 

think it is important to be well prepared in order to get as much information 

as possible from the interviews. 

Even though we had a prepared questionnaire we used a method that is 

referred to as non-standardized method. This approach means that the 

interviewer alters the questions sequence and/or reformulates the questions 

in order to be suitable for the situations. (Andersen, 1994, p. 84) 

To decrease the risk of misunderstandings and loss of important 

information from the interviews we used a recorder which enabled us to 

examine the material repeatedly and more closely after the interviews. We 
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always asked if it was okay to use a recorder because sometimes people can 

get nervous when they are being taped. Even though we used a recorder we 

did take notes to better understand the answers. It can many times be a 

good idea to take notes even if a recorder is used to collect the data since 

the recorder can be broken or it could sometimes be hard to hear the 

respondents’ answers (Lekvall & Wahlbin, 2001, p. 258). 

Since a part of the study was done in Tokyo and the respondents did not 

speak English we used an interpreter1. This worked out very well as the 

interpreter was skilled in Japanese, English and Swedish. There is always a 

risk when using an interpreter that some information becomes distorted 

and/or that the interpreter translates incorrectly. The interpreter can also 

unconscious not mention some information that could have been of 

importance. There is also a risk that the questions are put in another way 

than they are supposed to. However, we were well aware of the problems 

that can occur when using an interpreter and Martin always tried to confirm 

the information with questions to the interpreter regarding the information 

he just translated. 

Another aspect that is important to illuminate when it comes to 

interviewing in Japan is the choice of clothes. In Sweden it is well accepted 

to wear relaxed clothing when meeting people at a company. In Japan this 

is not fully accepted, one can be seen as unserious and give the wrong 

impression which in turn can lead to a negative reaction from the 

respondent. Andersen (1994, p. 82) points out that it is important to not 

create any reactions on ones clothing. Because of what we knew about this 

                                           
1 The interpreter, Teruo Yamanaka, has lived in Sweden for about 13 years and has 
worked as president of Hitachi Scandinavia and Europe and as president of GE 
Lightning. He is currently active as CEO of Anoto Nippon, KK. Tokyo. 
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affecting cultural difference Martin always dressed up in suit at his 

meetings in Tokyo. It is also important, when presented to more than one 

person in Japan, to bow to the oldest person first. We think it is important 

to follow as many cultural actions as possible when interviewing persons 

from another country why Martin always tried to follow the social customs 

as much as possible. 

3.2.4 Choice of Respondents 

As mentioned before we had some problems with getting access to enough 

empirical data in Tokyo. It is sometimes a problem to get access to, 

especially, company respondents since they are often busy and sometimes 

the information the interviews concern can be sensitive (Lekvall & 

Wahlbin, 2001, p. 258). First we tried to get access to foreign companies in 

Tokyo, for example, the French company Carrefour. We came close to 

getting interviews there but unfortunately they declined in the last minute. 

Instead we got access to two Japanese companies, Daiei and JUSCO. 

However, we ran into an additional problem, getting enough interviews. 

We had e-mailed our contact persons in Tokyo in order to assure that they 

could set up a certain number of interviews with different persons to create 

a depth and credibility in our study. In place in Tokyo Martin were told 

otherwise, he could not interview that many people. The reason was not 

lack of time or such, instead they strongly insisted that one could not get 

any other results by interviewing other persons within the same company. 

Several interviews were seen as insulting because it would imply that the 

person, who already had answered the questions, would not be good 

enough and that this person did not know enough about the subject. 
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Finally we managed to get two interviews with JUSCO (Three in total at 

JUSCO since we interviewed Hashimoto two times) and two interviews 

with Daiei. Due to the mentioned problem we did not receive as much 

information that we had hoped because of cultural differences that we had 

never heard of before. However, as we now look back in the rearview 

mirror, we are able to look upon the problems from a positive perspective. 

The persons Martin got to interview were very knowledgeable within the 

subject area and our purpose. Martin did also meet some of the persons he 

met at the pre-study again to learn more about Tokyo, their opinions about 

superstores and also to receive some help with finding important secondary 

information about Tokyo. 

In Tokyo we interviewed the chief sales/buyer at JUSCO and the manager 

of a JUSCO store. We also interviewed the ex-General Manager for Daiei 

and the assistant store manager for a Daiei store in Tokyo. In Sweden we 

chose the marketing manager at Bergendahls Gruppen AB, the project 

manager for City Gross and the store manger of their store in Stockholm. 

None of which were problematic to get in touch with for an interview. 

The choice of respondents in qualitative studies is not chosen in the same 

way as in quantitative studies. Quantitative studies intend to choose parts of 

a population and then draw conclusions of the whole population while 

qualitative studies intend to illuminate certain problems very well and 

closely. (Eriksson & Wiedersheim-Paul, 1999, pp. 103-104; Lekvall & 

Wahlbin, 2001, p. 219, 241) 

We chose our respondents based on certain demands. For example, the 

respondents we interviewed at Daiei had to know a lot about their 

marketing strategies. Another aspect is that the companies we chose also 
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had to fulfill certain demands. Their business, for example, had to cover the 

concept/store format superstores. This approach is similar to what Lekvall 

and Wahlbin (2001 p. 241) call; “classification choice” (own translation). 

A classified choice is when the researchers are not interested in statistical 

inference and want to illuminate certain questions well. The researcher also 

chooses the respondents based on certain demands and within certain 

circumstances. 

When using a classification choice one cannot follow a set of rules in every 

situation. It all depends upon the situation and the specific case. In some 

cases the choice consists of only a few persons while in other cases up to 

tens. (Lekvall & Wahlbin, 2001, p. 245) 

We chose to interview persons at both a strategic level and at a “store 

level” in our studied companies. By using this approach we think we could 

answer our research questions better. This since we want to know how 

superstores apply marketing strategies in our chosen contexts. If we only 

had collect data from a strategic level we would probably miss some of the 

stores’ practical application of these marketing strategies. 

3.2.5 Questions 

There are different methods to use when interviewing and asking questions 

to a respondent. Some questions are more of leading character while other 

questions encourage the respondent to tell a lot about the questions subject. 

(Eriksson & Wiedersheim-Paul, 1999, pp. 41-42) One can put structured or 

non-structured questions. Structured questions are not very wide and have 

few different possible answers, in other words, focused on receiving a 

particular answer. Non-structured questions imply questions with a high 

amount of different possible answers.  The questions intend to answer what 
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one is really looking for by asking a couple of questions that for example 

surrounds a problem. (Andersen, 1994, p. 84) 

We have used some kind of mixture of these two methods (see appendix 1-

4). Our questions are rather open in the way that we asked our respondents 

to explain and expound the answers. We did, on the other hand, at the same 

time ask the questions in a way that they concerned different subjects very 

clearly. For example we did not ask; please explain how your company 

works with segmentation? Instead we asked a couple of questions on the 

subject that was more detailed. We believe that almost all of our questions 

have a great set of possible answers and outcomes that goes very well in 

hand with the qualitative approach we have. 

3.3 The Credibility of our Thesis  

To make our thesis as credible as possible we have presented our views of 

science and reality so that readers and other researchers can get a picture of 

some reasons behind our results. We have tried to give an as open picture 

as possible of our methods in order to achieve a high credibility for the 

study. Since we have interpreted our results we feel there is a need of being 

open with our methods so that one can understand why we got the results 

we got. 

According to our view of reality, we believe that our social background and 

experiences effect our conclusions. This might decrease the credibility of 

our report since we may draw conclusions that are based on our perceptions 

but on the other hand we have been open with our scientific approach and 

methods which should count for an increased credibility. 
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By presenting our methods and views of science etcetera and showing upon 

an awareness, we believe that we have created a credible thesis. Our 

intentions has always been to present information and results in a credible 

way. In order to make our thesis more credible we are in the next section to 

reflect on our methods to show upon our awareness of certain choices. 

3.3.1 Reflections on the Methodology 

As mentioned before, we have collected our primary data through in person 

interviews. The negative aspect of this could be that we, when asking 

questions, have unconscious asked leading questions that could make the 

respondent answer in a certain or desirable way. This is, so called effects of 

the interviewer, which sometimes can cause undesirable effects on the 

results (Eriksson & Wiedersheim-Paul, 1999, p. 159). Of course this is 

something one cannot do much about in some cases but we believe that we 

have been aware of this effect and tried to follow our prepared questions in 

order to not ask leading questions spontaneously. 

There is also another side of the effects when interviewing a person. The 

respondent maybe answers what he or she thinks is the right answer and not 

the “true” answer due to whatever reason (Eriksson & Wiedersheim-Paul, 

1999, p. 159). This is a risk that one always has to take but after analyzing 

our collected data we think this risk is rather insignificant in our case. 

Further people can tend to promote the company they work on since they 

perhaps do not want to say bad things about the company or for other 

personal reasons. It is like they are marketing their own company when 

answering the questions. We are aware of this aspect and sometimes the 

respondent actually pointed out this when we performed interviews. We 
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believe that sometimes one has to se things through and simply ignore 

these marketing attempts which we also have done. 

Another thing to reflect upon is that we did not get as many interviews in 

the two Japanese companies that we had hope for due to certain reasons. 

However, we think that the information we received was very reliable and 

the persons we interviewed was very knowledgeable in the area of 

question. 

The fact that we had to use an interpreter during our interviews in Japan is 

also something that is important to reflect on. We believe that there could 

be some important information that has been distorted but on the other 

hand we are satisfied with our results from those interviews since the 

answers we got covered our questions in a good way. 

During our interviews we used a tape recorder. We think that this approach 

mostly was of benefit to us, but there can be effects that one should be 

aware of. For example, the respondent can get nervous when being 

recorded which could affect his or her answers. Since we asked if it was 

okay to tape the interviews and the respondents seemed calm about it we do 

not think that the tape recorder has affected any answers significantly. 



37

 V{tÑàxÜ 

his chapter contains our theoretical framework and consists of 

theories concerning the dimensions we found relevant to include in 

our marketing strategy definition. These market strategy dimensions 

include market identification and segmentation, market targeting and the 

use of company controlled mechanisms such as place, store and company 

positioning, product, price and promotion. These dimensions are connected 

to each other and sometimes they integrate very closely. 

T 

“Theories should be as simple as possible, but not simpler.” 

- Albert Einstein, (1879 - 1955) 
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4.1 Segmentation & Targeting 

Marketing is very much a question of satisfying customer needs. Someone 

who has realized this and become dominant in the field of marketing is 

Philip Kotler who frequently refers to the activities of segmentation, 

targeting and positioning. By using these activities companies will have 

access to useful tools in order to satisfy their customers. We wanted to 

include these variables in our thesis since they play such an important 

factor in the marketing activities made by a company. In a way the 

segmentation and targeting set the frame for the other marketing activities. 

For superstores segmentation and targeting means that they can divide the 

market into different segments and then target one or more of these 

segments. This is one of the first strategic choices when it comes to 

marketing a superstore must consider. 

4.1.1 Segmentation 

Segmentation of a market means a dividing of potential customers into 

groups with different needs, characteristics or behaviors. This grouping 

then makes it easier to target each segment or group with separate products 

or marketing mixes since markets consist of customers that highly differ in 

wants, resources, location etcetera. A segment is accordingly a group of 

potential customers with similar needs and desires. (Grönroos, 2000, p. 

315; Kotler et al., 1999, p. 379) This segmentation is necessary since it is 

impossible to cater to all market segments and be successful. The 

segmentation then leads to market targeting - an evaluation of the 

distinguished segments and a selection of the most profitable or most 

suitable for the company concept. The distinguished segments also need to 
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form a base for products, distribution, pricing, and communication strategy, 

something that can only be realized by relatively stable segments of which 

the buying behavior can be reliably predicted. One can say that vendors use 

segmentation as a strategy to focus and optimize the use of their resources 

and capabilities. (Mercer, 1992, p. 252; van Raaij & Verhallen, 1994, p. 49; 

Samli, 1989, p. 135). 

In order to focus and optimize one’s resources and capabilities, companies 

such as retailers can adapt their offers to match the wants and needs of only 

a few segments within the entire market. Low priced superstores, for 

example, may not generally tailor their offers to high profile customers. 

Rather they may be better off leaving that special segment to other retailers 

with another profile. By focusing on pleasing one or only a few market 

segments the retailer, in this case, would target only the customers which 

they could best serve. A well defined target segment would also help fine-

tuning the products or offers to the wants of the selected segment. This is 

called segment marketing. Besides such strategy, mass marketing, niche 

marketing and micromarketing are also options for companies when 

making their marketing mix. (Kotler et al., 1999, pp. 379-381) This 

mentioned marketing is, of course, important for superstores in getting 

customers to the store. As we mentioned in the background, the customers 

need a good reason to go to the outskirts of a city in order to shop. 

Therefore, segmentation and focusing on the right customer group is 

essential in order to attract people to the store location. 

Mass marketing means that a product is mass produced, mass distributed 

and mass promoted in the same way to all customers. In such a view all 

customers are viewed alike and differentiation from others is of no concern. 

A store practicing a pure form of mass marketing would not develop any 
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unique characteristics. (Kotler et al., 1999, pp. 380-381; Samli, 1989, p. 

159) For a superstore retailer, we see it as mass marketing would mean that 

no individualization of the offer would be made and stores would target the 

general public instead of a specific group of potential customers. 

Niche marketing concerns subgroups within segments, hence a more 

narrowly defined group. This niche is often identified by defining a 

distinctive set of attributes or behaviors in a group. The most specialized 

marketing method is the micromarketing. As the name implies, micro 

marketers tailor their offers to match each individual customer’s needs. 

(Kotler et al., 1999, p. 381) 

4.1.2 Segmentation factors 

In order to segment a market one has to use different variables to be able to 

view the market structure. In general, these variables are grouped in 

geographical, demographic, psychographic and behavioral factors. We 

will not present ideas on how the segmentation process should work but 

rather give a framework of factors that can help in gaining understanding 

for the market segmentation and targeting process for superstores. The 

factors we deal with here are, according to Andersson (1993, p. 254), 

factors that are used by retailers in order to profile a target market so that 

the specific company then chooses the segment it is best suited to serve. 

Geographic segmentation is all about dividing the market into geographical 

segments such as countries, regions, cities or neighborhoods. This could 

prove to be extremely important as products and concepts have to match 

the local, or geographical, conditions such as the narrow living space in 

Tokyo. Therefore it is relatively common for companies to implement 
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regional marketing programmes where they localize their offers to match 

with the specific needs of the region. (Kotler et al., 1999, p. 387) 

Demographic segmentation divides the market into groups with similar 

age, gender, family size, education, income etcetera. This is also one of the 

most popular segmentation variables since consumer needs, wants and 

usage rates to a great extent correlates with the demographics. These 

variables are also relatively easy to measure and easy to come by. (Kotler 

et al., 1999, p. 387) 

From a store’s point of view we find factors such as age, family size and 

income the most influential as these have large influence on the shopping 

habits. However, a commonly used variable such as age is not as closely 

related to the behavior of the customer as psychological age is (Oates & 

Shufeldt, 1996). What might be of even more importance is the 

geodemographic which highlights the relationship between geographical 

location and demographics. For example, a company can, by the use of 

geodemographic data, be able to identify where its customers are coming 

from and by this predict likely outcomes of marketing activities. IKEA 

have, to illuminate this, made an exhaustive analyze of their stores’ 

catchment area in order to evaluate some of their marketing activities. Such 

an analysis has then helped IKEA to predict likely return of that specific 

activity. (Kotler et al., 1999, pp. 391-392) For a superstore this could 

influence both the localization decision and the choices of customer 

communication. 

Psychographic segmentation deals with the dividing of a market into 

groups based on social class, lifestyle or personality (Kotler et al., 1999, p. 

393). The difference between demographics and psychographics can be 
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explained like this: While a hair transplant doctor who has segmented by 

demographics mainly sees bald men as potential customers, a doctor that 

segment with psychographics will find out that the potential customers will 

not be all bald men but those bald men that really want hair because not all 

of them do. In this case the doctor should take the psychographics, such as 

the customers’ lifestyles, interests and earlier buying habits into account to 

target the market as precisely as possible. With such information, the 

doctor in this example can avoid spending time and resources on people he 

will not get through to. The same reasoning can be used with superstores or 

retailers in general. The psychographics will play some part in customers 

needs and therefore also retailers offerings. (Morgan & Levy, 2003, p. 24) 

This also shows that demographic segmentation should be incorporated 

with some psychographic factors in order for the marketer to better 

understand the customers’ wants and needs. 

Behavioral segmentation deals with customers’ knowledge and attitudes 

towards an offering. With such segmentation a company can target groups 

of customers as they, for example, have different user status and usage rate. 

(Kotler et al., 1999, pp. 396-401) 

4.1.3 Targeting 

The segmentation of a market shows the company’s opportunities 

concerning different market segments. The evaluation of these various 

segments together with the comparison with the company’s strengths then 

leads to the choosing of one or more target segments. This process is what 

is called targeting - an evaluation process is divided into two dimensions: 

segment attractiveness and company fit. (Kotler et al. 1999, p. 412) As we 
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wrote in the segmentation section, the matching of company to segment is 

essential. Hence this is where targeting comes in. 

When evaluating a segment, it is of weight to check not only current sales 

values, projected sales and so on but also factors such as population growth 

and expected physical changes in the environment in which the segment are 

physically present. Neither is it obvious that the biggest and fastest growing 

segment is the perfect match for the company in question. Smaller 

companies might, for example, not be able to efficiently serve the larger 

segments because of limited resources or such. Instead they need to find, in 

an absolute sense, segments that are less profitable but more suited for the 

specific company. The segment must also be assessed by their long run 

attractiveness. One factor that is extremely important in that aspect is the 

competition situation. Current and potential competitors may cause a 

segment to become too risky and hence less attractive. The same reasoning 

goes for the threat of substitute products. It becomes important to analyze 

the different possibilities for each possible segment. (Kotler et al. 1999, p. 

412) 

The second part of the targeting process would then be to consider which 

business strengths and resources that can be used to attract that segment. If, 

for example, the main company strength is low cost then it would probably 

be wise to consider targeting segments consisting of low to middle earners. 

If the company has a small market share it is essential that the company 

makes sure that they have the will, resources and energy to build on. If not, 

they are not going to succeed in reaching the desired segment. To conclude, 

a company should not attempt to compete within a segment if they do not 

have the skills and resources needed to succeed in that segment. The 

company should in other words only enter segments where they can offer a 
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superior value relative to their competitors. (Kotler et at., 1999, pp. 412-

414) Since superstores by definition are limited to certain segments and 

positions (large volume, low price), the targeting is of great importance. A 

mismatch between store image or offerings and the targeted segment could 

be fatal. 

4.2 Place 

Place as it is often referred to could, when concerning retailing, be spelled; 

“location” as one of the most important factors in becoming a successful 

retailer is about the location of the store. (Anderson, 1993, p. 338) Within 

the limits of this master thesis we have chosen to present theories 

concerning the choosing of a market and trade area as well as theories 

concerning the actual store location site. The importance of this section is 

obviously great since a store in general and a superstore in particular is not 

an easy thing to move around. Therefore we see place or location as one of 

the most important factors and decisions that constitute the success of a 

retailing store. Since the researched contexts also differ significantly, the 

most obvious factor, place, must be closely examined. 

4.2.1 Market & Trade area 

Even though the market area within the limits for this study is given by the 

city of Tokyo and Stockholm, we still find it important for superstores in 

general to investigate market analysis including physical attributes, 

population, economy and competitive concentration. 

The physical aspect of the market area points at four different areas. 

Geographical characteristics of a market, urbanization, proximity of towns 

and retail concentration, each have some impact on the structure of a 
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market area. Apart from the obvious, the geographical aspect also concerns 

proximity to other retail markets and their ability to lure customers away 

from the considered market. (Anderson, 1993, p. 322) For example, the 

downtown market of Tokyo could pose a big threat for superstores located 

in the outskirts as the downtown stores may draw targeted customers to the 

downtown area. 

The geographical aspect also concerns infrastructure and the overall 

accessibility of the store. Easy access to subways, highways, bus routes and 

other transportation lines makes the market accessible while bad 

communications such as absence of good roads or no subway stations 

nearby make an area inaccessible. (Anderson, 1993, p. 322) The existence 

of public transportation can be essential depending on whether consumers 

normally ride mass transit vehicles or drive cars. For example would public 

transportation be of great importance if the targeted market is senior 

citizens while mass transit generally will not be of weight if the target 

group is between 18 and 25 years of age. (Bolen, 1988 p. 111) In general, 

people tend to be more mobile and can travel more easily. This leads to a 

customer base that is more willing to travel in order to shop. Therefore 

trends with fewer but larger stores are starting to show. A highly mobile 

community will for example need fewer retailers than a community with 

low mobility. This is directly correlated to the infrastructure and the 

possibilities to use different forms of transportation. (Lusch & Dunne, 

1990, p.267) 

Another thing to consider is whether the targeted customers live in the area 

of the store or if they pass the area at times they would be likely to shop the 

kind of products the superstore in question carries. (Bolen, 1988 p.113) 
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A city area can also be cut off from a customer both in a physical and a 

psychological way. For example is there a risk that a section of a city may 

not attract customers from other areas because of roads or highways that 

cut across the area and hence makes it more difficult to access. 

Psychological factors that can hamper the flow of customers include 

feelings that make the specific area unpleasant in the eyes of the customers. 

Examples of this could be that the store is located in a high-crime area and 

because of this has difficulties attracting customers. (Bolen, 1988 pp. 113-

114) This means that superstores will have to closely examine their market 

area in order to cover their targeted segment. By localizing a store in a high 

crime area or in an area that is difficult to access by car etcetera would 

most probably lead to failure in getting through to the targeted segment. 

The population characteristics considered by stores are, among others, 

people density and growth trends in the population. Where the density can 

aid in the decision of identifying a desirable trade area, trends in population 

growth will point at demographic shifts that may occur in targeted age 

groups, family sizes or income levels. (Anderson, 1993, p. 323) 

The urbanization has an impact since the size and population of the cities 

within an area serve as indicators of a potential retail market. In our case 

this would mean that the superstores might just want to cover a number of 

suburbs instead of the whole Tokyo metropolitan area. This also has 

something to do with the closeness, or proximity, of the suburbs and 

surrounding cities. This closeness and relative size together, to a great 

extent, decides the attractiveness of the area. One could draw the 

conclusion that the larger potential customer base is, the better the market 

area is. (Anderson, 1993, p. 323) 
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Retail concentration can vary within a city or town, or in areas outside of 

their geographical boundaries. An analysis of the retailing mix in such a 

concentration can help identifying potential problems or possibilities. 

(Andeson, 1993, p. 323) For an example, could a concentration of a certain 

type of store contribute with a large customer base within the area in which 

the stores are active. Saville Row in London provides a good example as 

the most famous tailors have their stores there. By the concentration the 

stores can attract a large group of customers interested in tailored clothing. 

Berggren et al. (1999) also points out that a high concentration of 

competing companies instead of one monopolistic company has many 

benefits, such as economical, organizational, knowledge, educational 

benefits etcetera for both the company and the area. 

4.2.2 Store location 

As retailing to a great extent is about location it is important to evaluate the 

different sites available. The evaluation should be based on the suitability 

of the store’s offerings and lead to a decision that can guide all future 

expansions as long as market conditions remain unchanged. Such a 

decision is perhaps the most critical since location decisions carries major 

investments and long term commitment. It is for example difficult and 

costly to change a store location compared to making changes in pricing or 

promotional strategies. (Anderson, 1993 p. 338; Lusch & Dunne, 1990, 

p.276) 

Something that is crucial for, both the location of the store and 

segmentation of the market is the mobility of consumers. Simply put, the 

easier it is for consumers to travel, the more mobile they will be. In areas 

where people are willing to travel there will be, according to Lusch and 
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Dunne (1990) fewer but larger stores. The density of stores hence depends 

on the mobility of the area’s inhabitants. Lusch and Dunne (1990) claim 

that mobility is difficult to determine but that factors, such as cars per 

household, can be a good indicator that an area is rather mobile. Low 

mobility could on the other hand be indicated by traffic congestions or little 

public transportation. The infrastructure therefore plays an important role 

in choosing location in order to reach out to the targeted segment. 

Making bad location decisions will likely bring forward increased costs in 

the shape of lost sales, higher advertising expenses or in the end even the 

cost of moving and remodeling a new location. A bad location also gives 

competitors a better chance of entering the market. All together, a location 

problem has large negative effects on the company as a whole. A particular 

good location on the other hand could prove to have numerous positive 

effects on the company’s business. Positive effects in sales, profits and 

return on investment give increased possibilities to further capital outlays 

for additional growth and profits at the same time as an optimal store site 

can discourage competitors from entering. All in all, location can prove to 

be, to a larger extent, an asset rather than an expense. (Anderson, 1993, p. 

338) 

There are three basic types of location, the central business district, the 

shopping centers and the freestanding units. All of them have different pros 

and cons. (Lusch & Dunne, 1990, p.276) Since our study only concerns 

superstores located outside the city core, only the last two are of interest. 

A shopping center is planned so that the tenancy is well balanced and 

planned. This way the center can have a few anchor stores that draw 

customers to the center and in turn assimilate the benefits of smaller 
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supporting stores that help build up the overall picture. (Lusch & Dunne, 

1990, p.278; Samli, 1989, p. 61) 

The third store alternative is the freestanding location. This choice of 

location brings perks in the shape of less direct competition, lower rents, 

Freedom in operating hours, facility adoptability and inexpensive land for 

parking etcetera. The perks can, however, become drawbacks as the lack of 

direct competition that comes with the freestanding location will also result 

in absence of complementary stores. This could prove to be a major factor 

when looking at the trends of one-stop shopping where customers tend to 

want to make all their purchases at one time. (Lusch & Dunne, 1990, p. 

282; Kaufman 1996, p. 7) The relatively distant location could also hamper 

initial visits from potential customers. This in turn may result in higher 

advertising as the store needs to attract customers all by themselves without 

help from complimentary stores at the same time as the store needs to 

overcome the difficulties with getting the customers there for the first 

crucial visit. Obviously no costs such as parking or other operational costs 

can be shared with others. Perhaps the most costly problem with a 

freestanding location might be that stores may have to be built instead of 

rented. All these problem shows upon that only large well known retailers 

should attempt to adapt to such a strategy which also probably is why one 

does not see many smaller retailers alone in the outskirts of a city. To 

develop and maintain a loyal customer base as a freestanding unit, the store 

in question is most certain to carry a wide assortment of merchandise since 

customers are unwilling to travel for smaller and specific purchases. (Lusch 

& Dunne, 1990, p.282) 
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4.3 Positioning 

Positioning is in a sense a company’s effort to differentiate or distinguish 

their offers and products from their competitors’. Positioning is about 

finding a way to shape an offer and highlight the qualities that makes the 

offer attractive to the targeted segment. Positioning is a very wide concept 

with many possible paths. (Anderson, 1993; Kotler et al., 1999) Since this 

thesis concerns retailing and superstores, we have decided to focus on 

positioning variables such as store image and store positioning including a 

number of possible differentiation factors. We are of course aware of that a 

store can find ways to position themselves in numerous of other ways 

excluding the variables we just listed but after a closer look at modern 

literature in the field of research we came to the conclusion that these were 

the ones of most relevance to our thesis. 

4.3.1 Store Image 

Image is important for a number of reasons. No store can be everything for 

everybody and therefore it needs to stand for something relatively unique. 

As we all know, retailers fail from time to time. This is probably not 

because they are not good retailers but rather that they perceive their role as 

selling merchandise when they should be marketing a concept. In other 

words, selling the store should be prioritized higher than selling the 

individual items in the store. This can be illustrated with the example of a 

regular customer who regularly visits a high profile, downtown store such 

as Saks Fifth Avenue. That store’s typical customer is not likely to be 

pleased with the atmosphere, merchandise, service and other store features 

of a factory outlet store. At the same time a regular customer of the outlet 

store is likely to feel uncomfortable at the high profile store. These two 
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stores make good examples of that not only the store images are different 

but also the self images of the customers. (Mason & Mayer, 1990, p. 92; 

Samli, 1989, p. 175) 

In order to implement a store identity the store has to emphasize all areas 

relatively equal. Personnel and service, communications, merchandise 

selection and store ambience all need focusing. Building an image for a 

youth target segment can be difficult with the wrong salespeople, wrong 

merchandise and the wrong store ambience. Instead everything from 

displays and packaging to the personnel’s feelings for the store and its 

products should reflect the wanted image - all this to sell effectively to the 

targeted market. Such an approach demands that retailers accept the fact 

that the store will be in business long after a particular product or fashion is 

hot and therefore realize that the store identity and store name is more 

important than any singe item in the store. Of course the identity should 

also be updated continuously as the identity should match changes in 

society in general. For example would a fashionable image in the eighties 

be hopelessly out of fashion in the late nineties. (Mason & Mayer, 1990, 

pp. 95-96) 

4.4 Differentiation as Positioning 

The retail competition is very much a question of developing a differential 

advantage. Retailers can differentiate themselves from their competitors by 

designing their products, services, personnel or image in a different way. 

This differentiation is a major part of the positioning of a company as it 

decides how well the company matches their target segments. In other 

words a successful positioning is the result of successful segmentation and 
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successful congruence between the store’s image and its customers’ self 

image. (Kotler et al., 1999, p. 438; Samli, 1989, pp. 13-14, 161) 

4.4.1 Product differentiation 

Not only manufacturers or producers can differentiate themselves with the 

physical product. Retailers can by their assortment also keep a different 

profile from others. Even retailers selling highly standardized products 

such as chicken or lumber can differentiate their products by claiming their 

chickens are fresher, or their lumber are stronger and of better quality. The 

companies can, of course, also offer products that are highly differentiated, 

such as furniture. With many possible differentiation factors like style and 

design, consistency, durability, reliability and reparability, all depending on 

which product one is selling, retailers and producers can make a unique 

offer. (Kotler et al., 1999, p. 639) IKEA for example offers unique furniture 

as all pieces are designed in a special way and are easy to build. The 

uniqueness in IKEA’s offer lies very much in the fact that the customer 

buys the furniture in lose parts and assembles them in his or her own home. 

This way IKEA have been able to keep lower prices but still maintain a 

relatively good quality. (Kling et al., 2003, p.32) 

Products must also be matched with the targeted segment’s preferences 

since products that are not scarce cannot be developed for “everyone” in 

the market. The products should instead be adapted to the preferences and 

desires of targeted sub-groups. This obviously also goes for a store’s brand 

positioning where the product identities, design and the communication 

about the products should be related to the targeted segment. (Van Raaij, 

1994, pp. 52, 61) For example should a high profile clothing store carry 

brands with a matching profile in order to match its customers’ desires and 
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expectation. Superstores with their wide range of products and brands have 

an excellent chance to differentiate themselves from others with a product 

line that is somewhat unique from others’. 

4.4.2 Service differentiation 

Not only are the products the subject of differentiation but also the services 

that come with them. Speedy, reliable or careful deliveries are factors that 

can turn a company in fierce competition into a winner. There are of course 

numerous variants on additional services with different impact on the 

overall value of the offer. The key is to add as much value as possible to a 

reasonable cost by adding services to the main offer. This will in turn 

differentiate the company’s offer compared to its competitors. The services 

can make a difference to a company selling standardized products. (Kotler 

et al., 1999, pp. 639-640) For retailers services such as installation, speed 

of service at the store and deliveries are perhaps the most applicable. 

4.4.3 Personnel differentiation 

A differentiation of a company’s personnel can lead to competitive 

advantages. Singapore Airlines have for example very gracious flight 

attendants which have given the company a good reputation among large 

groups of customers. Each store should carefully select its customer contact 

people and train them in accordance with the company’s image.  (Kotler et 

al., 1999, p. 641) Similar phenomenon can be seen in clothing stores that 

target youth. In these, one is very likely to see young shop assistants with 

clothes that match what they sell in the store. This in turn will help 

strengthen the image of the store and make customers more comfortable. 
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4.4.4 Image differentiation 

Constructing an image can be very important for a company, especially if 

competing companies have similar or nearly identical offers. In order to 

differentiate oneself from competitors, a company or a brand should 

convey a message to customers telling them about the product’s main 

benefits and positioning. 

Something that is very closely related to the image of a company or a store 

is the position of a product. Product position can be defined as: 

“The way the product is defined by consumers on 

important attributes – the place the product occupies in 

consumers’ minds relative to competing products.” 

(Kotler et al., 1999, p. 443) 

We claim that the same reasoning applies to stores. In the case of 

superstores, it is very much a question of how the store is viewed by 

customers relative to other stores. Also, as we illuminated earlier under 

product differentiation, the products can help differentiating the store from 

other products as they are an essential part of the company’s, or store’s, 

image. 

It is argued that current products or brands have a position in the minds of 

the consumers, or customers. Coca-Cola is for example thought of as the 

largest soft-drink company and Rolex as the world’s top watch. Such a 

position in people’s minds is very difficult for competitors to conquer. 

(Kotler et al., 1999, p. 444; Ries & Trout, 2001, pp. 36-38) This mental 

positioning is of great importance since it in the end always is the 

customers that decide whether a store will be successful or not. This 
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positioning can be created in some way by the company through various 

marketing activities but put together it is the customers that finally decide 

which place in the product ladder a store or a product will get in the minds 

of the customers. (Ries & Trout, 2000 pp. 33-36) This product ladder 

works in the way that a consumer only can know about a relatively small 

number of products even though there are several more on the market. 

What happens next is that the consumers sort these products in the form of 

a product ladder, for example; Coke  Pepsi  Fanta and so on. (Kotler et 

al., 1999, p. 444) 

Companies want to place on top of this product ladder mainly because the 

number one firm, in general, has twice the business of the number two firm 

and around four times the business of the third placed firm. (Kotler et al., 

1999, p. 444) There is also another advantage with placing first in 

consumer’s mental ladders since a company that once gets on top tends to 

stay there. This is mainly because consumers or customers generally are 

quite loyal to their company of choice. The only way to reach the leading 

position is to be first with something. This means that the company or store 

in this case, should focus on one given target group and try to identify a 

new position that the customers within the target group find attractive. 

(Ries & Trout, 2000 p. 37-40) 

4.5 Promotion 

When talking about promotion one often comes to think of catchy 

commercial slogans and other ways companies try to get through to the 

consumers. This thought is, however dull it may sound, quite accurate. The 

main objective with promotion is to communicate and reach the desired 

consumer group. Even though a company has a superior product they will 
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not sell many if they can not get their message across to their targeted 

segment. This communication can take various forms and need not 

necessarily be of commercial nature. (Kotler et al., 1999, p. 753) We will 

here present different ways superstores can use their resources to get their 

message across or, to put it in other words, make customers realize the 

attractiveness of the offerings made by the company. 

4.5.1 Promotion mix 

Kotler et al. (1999) writes about a company’s total marketing 

communications mix, also called the promotion mix. This mix contains 

four different promotion tools a company can use in order to succeed with 

their marketing and advertising objectives. The promotion tools are 

advertising, personal selling, sales promotion and public relations. 

Advertising may need no deeper definition, it is consequently a form of 

non-personal presentation and promotion of an offering. Personal selling is 

the oral communication between a seller and a customer. This 

communication has as main purpose of making sales and build customer 

relationships. Sales promotion on the other hand is different short-term 

incentives to encourage customers to buy a specific product or service. 

Finally, the fourth tool in the promotion mix concerns the building good 

relations with the company’s surroundings. The public relations tool 

handles the efforts of obtaining favorable publicity and the handling of 

rumors, events and such. It is, to conclude, a tool for building a favorable 

image of the company. (Kotler et al., 1999, p. 756) 

Communication often targets the customers but there is also another 

important aspect, the communication from customers to companies. 

Feedback is when the customers’ responses are communicated back to the 
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company. Feedback can evaluate if the public relations are effective, if the 

direct advertisement is good or bad and so on. (Kotler et al., 1999, p. 758) 

However, there is also another function with feedback, as we se it, which 

are customers’ needs, wants, desires, demands and how they function. This 

information can be very useful for companies since it will help them to 

adopt what the market wants. This could for example be very useful in the 

continuously development of product offerings a superstore needs to work 

with in order to keep up with customer demand trends. The communication 

is also bound to differ between contexts as it is most likely that people from 

different cultures respond differently to a given message. 

4.5.2 Determining the Communication Objectives 

When a targeted group is selected the next step is to decide what response 

on the communication one wants to receive from the targeted group. In 

many cases the final response sought is purchase. A purchase is, however, a 

process of customer decision-making which therefore can lead to that other 

responses are wished at first before the purchase. (Kotler et al. 1999, p. 

760) 

There are six different responses that is a part of the customers’ decision-

making that shows how receptive the customers are for different kinds of 

marketing (Kotler et al. 1999, p. 760). One can se this response as a scale 

of how ready the customers are to purchase or use a company’s services. 

These responses are awareness, knowledge, liking, preference, conviction 

and purchase. 

Awareness is when the communicator makes the customers aware of 

products or the company through communication tools. Sometimes the 

communication only consists of a name to create name recognition. 
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Knowledge is created when the communicator ads for example information 

about products quality in the marketing to inform the consumers about the 

products. A liking response is a little bit harder to achieve since it presumes 

that the consumers know something about the products and the 

communicator must find out something they like and illuminate this. 

Preference is a response when the consumers maybe like the products but 

do not prefer it to other products. The communicator then must find 

beneficial features etcetera to promote to the customers. Conviction can 

occur when the consumer prefer the product or company through for 

example public relational marketing or good service etcetera. When the 

customers’ response is conviction, they think the company or the products 

are the best on the market. Finally, the purchase response that sometimes 

can take a while since the customers may have bad economy or something 

like that. The communicator then can invite the customers to special event 

in order to realize the final act, purchase. (Kotler et al., 1999, pp. 760-761) 

4.5.3 Market communication 

Marketing has more and more come to be directed at targeted individual 

customers and consumers. This marketing direction has led to that 

customers can give immediate response and feedback on the marketing and 

sales activities.  This direct marketing can take several different shapes. 

Everything from the classical and very common face to face 

communication between salesperson and customer, to the more modern 

marketing procedures such as mail, e-mail, telephone, fax etcetera are now 

used as tools and marketing procedures to get immediate responses from 

the consumers. Direct marketing in general is non-public and customized as 

the message most likely is addressed to a specific person. No matter if 

direct marketing is slow and does demand considerable recourses, it has its 
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main advantages in that it allows a dialogue between the communicator and 

the consumer. Something that is also worth mentioning is that these direct 

marketing techniques are not only communication devices but also sales 

channels. (Kotler et al., 1999, pp. 756-757, 776; Tortorici, 1991) 

Superstores, however, use their store as main sales channel which means 

that the direct marketing as sales channel have little or no room in a 

superstore concept, this of course because of the large number of customers 

that shop at a superstore. The direct marketing used can instead be general 

and less tailored. One could speak of direct marketing to a relatively 

homogenous segment. 

The above is further supported by Kotler et al. (1999, p. 777) as they claim 

the consumer goods companies, such as superstores, put their resources 

into advertising, selling promotion, personal selling and public relations in 

a falling scale. This is, of course, since superstores are trying to reach a 

large amount of consumers and would not be able to tailor individual 

offerings and campaigns to individuals. 

Companies today has more and more become aware of the power of 

marketing communication and many have adopted a concept called 

“integrated marketing communications” (IMC). The basics of the concept 

is to integrate and co-ordinate the company’s communication channels in 

order to communicate a clear and consistent message about the company 

and its’ products. Basically it means that the company’s PR materials have 

the same meaning as the messages sent out by the direct marketing 

campaigns and that the advertising as well conveys the same message. 
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4.5.4 Matching stores & customers 

In addition to the four promotion tools and the marketing activities 

described above, we also found that the matching of a store to the targeted 

customers was essential. Studies in customers’ behavior have been made 

where the matching between stores’ and shoppers’ schedules has been 

closely investigated. Through the combining of Time, Information, Money, 

Energy and Space the way customers view a store can be evaluated. The 

results of this are an understanding of the importance of comprehending 

customer needs, keeping the customers well informed, reducing delay, 

developing knowledge about the community, researching and 

understanding the shopping trip, the keeping of a high quality and wide 

range of products, and never the least, developing the mix of the outlet. 

(Kaufman, 1996, pp. 4-6) 

What is described above is clearly meant primarily for the likes of 

shopping malls, other outlet complexes or shopping centers. Still we will 

find use for several factors discussed in the Kaufman article as the 

similarities between superstores and shopping centers are striking. In order 

to make the biggest use of the findings of Kaufman (1996) we have decided 

to use what they describe as “the one-stop-shopping strategy” as it is 

relevant and compatible to superstores. 

The one-stop shopping strategy has become an increasingly popular 

strategy that many shoppers have adopted. With it they can accomplish all 

their shopping needs at one time. It may be time-pressured customers as 

well as those who shop in order to fill their time or search for entertainment 

or social life in their shopping environments. It is somewhat a question of 
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matching customers’ personal resources and preferences with the shopping 

centers’. (Kaufman, 1996, pp. 7-8) 

4.5.5 Cross-merchandising and tenant mix 

Cross-merchandising is not a new strategy with its silent reminder of the 

relationships between different products. Examples such as keeping cups in 

the coffee section and toys in the cereal section are classical examples of 

reminding customers of “supporting” products. This can be seen as an 

extension on the one-stop concept. Instead of just selling, for example, 

coffee, the store now carries coffee mugs as well, all in order to respond to 

customers’ one-stop demands. By understanding the errands shoppers want 

to accomplish and how the customers mentally group their errands, stores 

can develop merchandise and department mix. (Kaufman, 1996, p. 8) 

One can use the same reasoning as above when talking about a tenant mix. 

Tenant mix means having a variety of stores that work well together and 

that the mix consequently enhances the performance of the entire center at 

the same time as the individual stores perform well. In the field of shopping 

area management for shopping centers, tenant mix is one of the most 

flexible characteristics as the mix can be improved and changed relatively 

easy. A balanced mix can be attained, from a customer perspective, by 

making sure all the tenants fit, in some way, with the target shoppers 

planned sets of errands. A store with products or services that does not fit 

with consumers needs is not likely to contribute to the life and prosperity of 

the shopping area, nor is the shopping area likely to contribute to the 

success of the store. (Kaufman, 1996, p. 9) In our case the tenant mix is not 

that of a shopping centre but the mix of stores that can be developed round 

a larger so called anchor store. Such a store would serve as an attractor for 
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customers and smaller shops in the same area would serve as 

complimentary stores where more specialized goods can be purchased. 

4.5.6 Sales/Consumer Promotion Tools 

A company can use a lot of promotion tools in order to accomplish 

different promotion objectives. The main consumer promotion tools 

include for example coupons, cash refunds, price packs, bonus systems and 

contests. By offering for example coupons a store certificates that the 

buyers are going to save money if the purchase special products or 

offerings. (Kotler et al., 1999, p. 822) Different bonus systems through for 

example membership credit cards can lead to that the customers feel a store 

loyalty and/or purchase more frequently at the specific store because they 

benefit from collecting more points on their membership cards. This is 

relevant in our case since the marketing activities to some extent are used 

to attract potential customers to the store and once there, keep them 

coming. 

4.6 Product 

A product is by many people seen as a tangible piece of goods, something 

that can be purchased at the convenient store or at the supermarket. A 

product can be so much more than that. In a wide definition, one could say 

that products include physical objects as well as services, persons, places, 

organizations, ideas or other mixes of these entities. (Kotler et al., 1999, p. 

561) We have here decided to focus upon the private brands larger 

companies often hold. This is common in Sweden as well as in Japan. 

Some of the most known brands are so called private brands even though 

manufacturer brands still have a clear advantage (Halstead & Ward, 1995). 
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Examples are Swedish “BlåVitt” (that is currently developed into “Coop X-

tra”) and Japanese “Topvalu”. We see this sort of branding as one 

important marketing factor since it usually means larger margins and 

increased customer loyalty (Kotler et al., 1999, p. 577). Since superstores’ 

in general are no specialized producers we found that the earlier section 

about product differentiation and this private brands’ section would be 

sufficient to cover the main product strategies superstores we have been in 

contact with. 

4.6.1 Private brands 

Something that has grown more and more common is the uprising of 

private brands, or company specific products. Despite the large effort and 

amount of money these products demand, intermediaries have discovered 

that there is money to make in this area. One reason to this is that a large 

company often is able to tie connections with manufacturers and hence 

enjoy larger margins. (Anderson, 1993, pp. 541-542) Private brands also, 

obviously, give a company exclusive products that cannot be purchased at a 

competitor. This hopefully, for the company in question, results in higher 

store traffic as well as increased customer loyalty. 

These private brands also have another advantage over manufacturers’ 

brands as a store is able to decide upon display spaces and other factors that 

are store specific. Since the margin generally is higher it also gives a space 

for lower prices compared to manufacturers’ prices. Thereby private brands 

can attract the, for superstores, attractive price conscious shoppers. (Kotler 

et al., 1999, p. 577) This lower price is also the single most important 

factor in positioning the private labels. Halstead and Ward (1995) indicate 

that companies carrying their own private labels must keep the original 
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competitive advantage of the brand, low price, in order to maintain and 

enjoy the profits such products can bring. They reflect upon how a low 

price strategy often develops to become a higher priced and better quality 

strategy as time passes. This development is due to product improvement. 

As competition hardens a product often needs to be enhanced or improved 

in some way which in turn leads to higher prices as well as better quality. 

With this, they mean that private labels should be value conscious not just 

cost conscious. The private brands may need improvement in terms of 

quality, service or variety, but not at the expense of a higher retail price. 

4.7 Price 

A correct pricing of a piece of merchandise is a combination of several 

influential factors. For example, the store location and the product’s 

promotion and image play a large role in the pricing of a product. (Lusch & 

Dunne, 1990, pp. 392-395) As we are to discuss a general view of 

superstores’ marketing activities, we will in this section deal with pricing 

factors that are of general character. This general view means that we will 

not go further into specific pricing models or criteria, but rather draw a 

picture that shows how different factors influence pricing strategies. 

4.7.1 Interactive pricing decisions 

Pricing decisions should be matched with other retailing decisions. A 

product’s price level should match the product line as a whole, the store’s 

location, the product’s promotion, customer services and the store’s image. 

(Lusch & Dunne, 1990, p. 394) For example should a low price store not 

carry extreme high profile products and a high profile store should not 

carry low priced low profile merchandise. 
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The selection of a store’s merchandise gives the retailer an opportunity to 

position the store price wise. A store with more well known brands is more 

likely to have higher prices than a store with less known brands. The store 

location also has an impact on the pricing of the merchandise. It is said that 

the closer the store is to competitors with similar or identical merchandise, 

the less pricing flexibility it will have. Then there is the distant between the 

store and its customers. In general, to attract customers from a greater 

distance, the store will have to offer relatively low prices. Hence, for a 

store to broaden its customer base to include people from a greater 

distance, the prices have to be lowered. This, of course, because of 

increased travel costs in both time and money. (Lusch & Dunne, 1990, p. 

395) 

The promotion of products also influence what price that should be charged 

for certain products. Here one can combine two demand generating 

strategies, namely product promotion and price competitiveness. Doing 

only one thing of the two will most likely result in an increase in demand, 

but the two together would most likely generate a cumulative demand 

greater than the two separately. (Lusch & Dunne, 1990, p. 395) 

Customer services also play a role in the “pricing game”. A retailer that 

offers many customer services such as gift wrappings, delivery and so on 

will automatically have higher costs, something that later will reflect in the 

prices of the store’s merchandise. Services are, however, not only costly. 

They can also contribute to getting higher profits and larger sales. 

Especially smaller stores have to a great extent developed services that help 

them differentiate them from other stores. If a store can not compete with 

low prices, services can be a way to get the customers to pay that extra 

amount for a product. (Lusch & Dunne, 1990, p. 396) 
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Earlier we wrote about a store’s image and how a store’s image should 

reflect the customers’ self image. Price is an important piece of such a 

puzzle as prices make customers either consciously or unconsciously 

develop an image of the store. Heavy discounts at an exclusive women 

apparel store would most likely result in customers reevaluate their opinion 

of the store. (Lusch & Dunne, 1990, pp. 396-397)  Changes in price 

strategy play significant roles in the altering of a store image. Since 

superstores, as we discussed earlier, have a somewhat given pricing 

strategy, the low pricing will more or less automatically attract the price 

sensitive segments. 
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he corporate presentations that form this chapter serve as tools for 

insight in order to give more meaning than words into the studied 

companies’ names. 

T 

“In the business world, the rearview mirror is always clearer 

than the windshield.”  

- Warren Buffett, (1930 - )
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5.1 ÆON - JUSCO 

JUSCO Co., Ltd was founded in 1969 as a joint purchasing organization 

through a joint venture of three companies; Okadaya, Futagi, and Shiro. 

The JUSCO group changed its name to ÆON Group in 1989 while JUSCO 

still is the brand for ÆON’s superstores. (www.aeongroup.net) Today 

ÆON consists of ÆON Co. Ltd, 112 subsidiaries and 35 affiliated 

companies. ÆON is engaged in a variety of activities that primarily are 

related to the retail business and operates, with a base in Japan, on an 

international market covering ten countries. Their goal is to become one of 

top tenth retail corporations in the world. (ÆON, Annual Report, 2002) 

ÆON Co. Ltd operates 292 JUSCO stores in Japan, out of which four 

stores are located in the Tokyo area. (www.aeongroup.net) In 2001 JUSCO 

also changed name to ÆON but not entirely, nowadays both brands are 

used at their superstores to keep the established brand JUSCO (further in 

this thesis we will use JUSCO when referring to the superstores and ÆON 

when refereeing to the whole company). ÆON’s GMS (general 

merchandize store) are the core business which aims to build a low price 

structure without any significant losses in quality. (ÆON, Annual Report, 

2002) 

The goal for JUSCO is to obtain a market share of 10% in Tokyo as they 

already hold the number one position in their industry when looking at the 

country as a whole. JUSCO also has a lot of expansion plans and estimate 

that they will open about 100 new stores in Japan. The average sales area of 

JUSCO’s stores is about 12,000 – 15,000 square meters. (Hashimoto, 2003) 
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5.2  The Daiei, Inc. 

The Daiei Inc. (Daiei) first started as a drugstore company in Osaka 1957. 

Daiei were the first discount drugstore in Japan. Daiei were focused on 

customers and offered low prices with long opening hours. The drugstores 

became a success and soon Daiei started up a wider range of different retail 

formats. (Kansai Council, www.kansai.gr.jp) 

Daiei’s primary business is the retail business. The company is organized 

into four business segments; Retail (GMS, supermarkets etcetera), Finance 

(leasing etcetera), Development (store development and operation) and 

Other (hotel, leisure and foodservice). (Yahoo Finance, 

http://biz.yahoo.com) 

Daiei’s profits are gained through 90% by domestic sales. Daiei operate 

about 2,000 stores in different store formats through subsidiaries and 

franchisees. In the 1980’s Daiei diversified its business to much and loaded 

up with high debts which led to troubles with keeping up with new and 

efficient competitors. Daiei have been on life support for years from banks 

and the Japanese government and is one of Japan’s most troubled retailing 

company. (Hoover’s Business Information, www.hoovers.com) 

Today Daiei operate 260 superstores in Japan. The superstores have, in 

general, a sales area of about 11,500 square meters. These stores used to be 

standardized and controlled in a centralized way which means that every 

store had the same products and layouts. Nowadays there are too many 

local differences and tastes, which has led to that every single store chooses 

their own products and adapt to the local environment. (Kanno, 2003) 
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5.3 Bergendahlsgruppen AB – City Gross 

Bergendahls was founded 1922 as an agency company selling different 

dairy products. In the late 1950’s Bergendahls started to develop from a 

specialist wholesaler to become a full assortment wholesaler. In the early 

1960’s Bergendahls started to work with different independent retailers and 

in the mid 70’s some of the largest customer companies were acquired.  

Bergendahls then became a retailer and a wholesaler. In the year 2001 these 

two businesses merged into one business segment. (Company Presentation, 

2002) 

The business is focused on the southern part of Sweden where the market 

share is about 10%. In the province Skåne, Bergendahls has a market share 

of 18% and the market share for total Sweden is 2.4%. Bergendahls has 

about 100 independent stores through subsidiary companies around 

Sweden. (Company Presentation, 2002) 

One of their store concepts is City Gross which are large low price 

superstores with wide assortment of different products. Bergendahls 

operates four City Gross in Sweden and soon they will operate five. City 

Gross is the largest store concept that Bergendahlsgruppen operates. 

(Company presentation, 2002) 

City Gross’ stores have, in general, a sales area of 7,000 to 12,000 square 

meters. City Gross’ first store was opened 1992 in south of Sweden. Today 

City Gross is one of the most growing companies in the industry. 

(Svensson, 2003) 
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n this chapter we are to present our research material and findings. 

First,  we will present empirical findings about Tokyo and Stockholm’s 

contextual characteristics. Later we then will present the material and 

information we have gained from our interviews and other sources 

concerning superstores marketing strategies. 

I 

“Before beginning a Hunt, it is wise to ask someone what you are 

looking for before you begin looking for it.” 

- Pooh's Little Instruction Book, (1995), inspired by A. A. Milne  
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6.1 Tokyo Metropolitan Area 

A large part of this thesis is based on contextual differences and contextual 

understanding. Therefore we will here present some information about the 

Tokyo metropolitan area so that the differences we later will illuminate will 

become clearer. 

6.1.1 Geography & Population of Tokyo 

Tokyo is a wide self-governing area that consists of 23 ku2, 26 cities, five 

towns and 8 villages (see map figure on the next page). Tokyo’s population 

was about 12.17 million the year 2001 and covered an area of 2,187 square 

kilometers. (Tokyo Metropolitan Government, www.metro.tokyo.jp) The 

total Tokyo metropolitan area’s population was 30,724 million the year 

2000, about 25 percent of Japans total population (Statistical Handbook of 

Japan 2003). 

Tokyo’s each ku is an administrative area of the city and the total 

populations of the 23 ku was 8.21 million (2001), with a density of about 

13,211 persons per square kilometer. Inside the ku area of Tokyo is where 

most of the business facilities are located. (www.metro.tokyo.jp) 

The area of Tokyo outside the ku area is called the Tama Area and has a 

population density of 3,392 persons per square kilometer and the 

population was 2001 3.93 million. The Tama area’s population is merely 

living in this area while the majority is commuting to the ku area to work. 

This had led to chronic traffic congestions and also great demands on 

improvements of the railway and road networks. (www.metro.tokyo.jp) 

                                           
2 Ku is similar with the English definition of wards 
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Figure 2: The Tokyo Metropolitan Area, Source: www.metro.tokyo.jp (2003-03-
26) 

Tokyo has about 5.67 million households that in average comprise 2.36 

persons. The average living space per dwelling is about 61.94 square 

meters. (www.stat.go.jp) Compared to countries in Europe, Japan’s average 

living space per dwelling is rather small. For example Sweden has an 

average space per dwelling of 89.8 square meters, France 88 square meters, 

United Kingdom 85 square meters, Denmark 108.9 etcetera (www.scb.se).  
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6.1.2 Working Hours, Employment & Communication 

The average hours worked in Japan is relatively high compared to other 

countries around the world (see diagram 1 below) 

.  

 

 

 

 

Diagram 1: Average annual hours worked/Employed person, Source: Cesifo 
Group, www.cesifo.de, (2003-04-07) 

When it comes to communication in the Tokyo Metropolitan Area, subway 

and train are the most common means of transportation. The number that 

daily travels by subway or train is about 94.5% of the population. 30.8% go 

by bus, 20.9% by bicycle, 6.6% by car and 3.3% by motorcycle. The reason 

why the percentage exceeds a 100% is that many people use more than one 

means of transportation. The average traveling time, back and forward, to 

work for a person living in Tokyo Metropolitan Area is about one and a 

half to two hours every day. (www.stat.go.jp) The population living inside 

the ku area of Tokyo has an average travel time to work of 43 minutes 

every day (www.metro.tokyo.jp). 

The unemployment rate is increasing every year in Japan and in 2002 the 

unemployment rate was 5.4%, a high rate for Japan (www.stat.co.jp). 

According to Ryu (2002) is approximately 1.7% unemployment rate a 

satisfactory level. One of the main reasons for the increasing 
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unemployment rate is structural changes in company policies. It used to be 

employment for life which made it very difficult to dismiss employees, but 

nowadays these policies are changing due to the low economy. (Ryu, 2002) 

If we take a closer look at the Japanese working population3 can we se that 

75.5% of the male working population work and only 49.2% of the female 

working population are active workers. (www.stat.go.jp) The people that 

do not work are not always unemployed. For instance they may study, 

travel, are early retired or employ themselves as housewives etcetera. Ryu 

(2002) points out that, in Japan, it is mostly the “housewives” that makes 

purchases and that there is a lot of housewives in Japan.  

6.1.3 Prices of Land & Indexes 

The prices of land in Tokyo are very high but during the last few years the 

prices have been decreasing.  
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Diagram 2: Price of land in Tokyo Metropolitan Area, Source: www.stat.go.jp 

                                           
3 Working population: The population that are enabled to work in the age between 16-
64 years old 
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As we can read in diagram 2 there was a large increase in land prices 1990. 

After 1990 there have been decreases every year. However, despite the fact 

that the price of land is decreasing, the prices are still very high in Tokyo. 

The average price of one square meter for housing in central Tokyo is 

362.98 USD and for business land the average price is 11,589.50 USD per 

square meter. The most attractive business area is outside Tokyo Station 

where most people come around every day, and the price for one square 

meter is 160,965.34 USD. The price of business land in the Tama area of 

Tokyo is in average approximately 1,011 USD per square meter while the 

price of housing land is about 265 USD.4 (www.stat.go.jp) 

The consumer prices in Japan are going down and Japan has at the moment 

a deflation. From the year 2000 to 2002 the consumer price index (CPI) has 

decreased to 97.9%. The CPI for the Ku-Tokyo area has decreased to a 

level at 97.4 in March 2003 (2000=100).  

 

 

 

 

 

 

Diagram 3: CPI Japan, 1987-2002, (2000=100), Source: www.stat.co.jp 

                                           
4 The price is calculated based on forex exchange rate and calculation service, 
www.forex.se, 2003-04-07, 1000 Yen = 8.048 USD 
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The average yearly expenditure 2001 per household in Japan was about 

41,000 USD while in Sweden the average yearly expenditure 2001 per 

household was roughly 29,900 USD. (www.stat.co.jp; www.scb.se)  

6.1.4 Local Laws 

Until recently Japan had a large store law that demanded permission by the 

government to open large stores in order to keep and protect small 

specialist stores. Now that law has been changed a new law has been 

passed. This law means that companies do not need permission from the 

government but they have to make an application to the area they intend to 

open up a store at. Because of this change in the legislation it is a lot easier 

to open a store nowadays. (Hashimoto, 2003) 

Another important law change is that there is a new exhaust gas law, which 

is a law limiting the exhaust gas from cars. The government has taken a lot 

of action in this area lately. Many companies using a lot of distribution by 

cars will be affected by this law that will go in force in October 2003. The 

law originates from an international environmental conference that decided 

that the carbon dioxide exhaust have to decrease. Accordingly all 

companies in Japan are forced to decrease their exhaust gases, which will 

have large effects on the distribution systems. (Yamada, 2003) 

6.2 Stockholm 

As we wrote in section 6.1, it is essential to have a picture of the two 

studied contexts in order to be able to get a thoroughly understanding for 

our results. Beneath we will present information about Stockholm as a part 

in creating such a picture. 
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6.2.1 Geography & Population of Stockholm 

Stockholm consists of 18 wards and 135 districts (Utrednings- och 

statistikkontoret, www.usk.stockholm.se). Total Stockholm County’s 

population was in 2002 1.85 million people. Stockholm is divided into two 

different, one could say, geographical areas. One is “Stockholm”, an own 

municipality. The other area is Stockholm plus some other municipalities, 

for example, suburbs that function as individual administrative units. We 

will relate to these two different areas as Stockholm and “Greater 

Stockholm”. Stockholm was inhabited by approximately 0.76 million 

people 2002. Greater Stockholm on the other hand was approximately 

inhabited by 1.68 million people 2002 which are close to 19% of Sweden’s 

total population. The population density of Stockholm year 2002 was 4,037 

persons per square kilometer and to compare Greater Stockholm had a 

population density of 484 persons per square kilometer. (www.scb.se) 

 

Figure 3: Greater Stockholm, Source: www.usk.stockholm.se 
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The average living space in Stockholm per dwelling are information that 

we could not find but we have the figure for total Sweden which can give 

us a hint about the conditions. The average space per dwelling in total 

Sweden is 89.8 square meters. Greater Stockholm has about 797,727 

households that in average comprise 2.01 numbers of persons, according to 

the last population and housing study performed in Sweden 1990. 

(Statistical yearbook of Sweden, 2003) We believe this information is a bit 

old to be relevant but it still gives a hint of what it looks like. Stockholm 

had about 402,000 dwellings the year 2001 (www.usk.stockholm.se) 

6.2.2 Working Hours, Employment & Communication 

The average working hours per year and person in Sweden is about 1,625 

hours. This is lower than Japan which has an average of 1,821 hours per 

year and employed person (see diagram 1, p. 78). 

Sweden has an unemployment rate of about 4.5%. The unemployment rate 

in Stockholm is a bit lower and reaches only 3%. If we take a closer look at 

the Swedish working population 80.5% of the male working population is 

actively working. The female working population that is actively working 

goes up to 76.2%. (www.scb.se) 

When it comes to communication in Stockholm, 37% of the population had 

a private car 2002 (www.usk.stockholm.se). Concerning Stockholm County 

a total of 791,057 private cars was active in the traffic the year 

2001(www.scb.se). This indicates that a lot of people in Stockholm County 

have a car or access to one. Concerning communication habits in 

Stockholm in 2003, 31% travels every day by public transportation, 34% 

by car and 32% by bicycle, foot or other means. For Stockholm County, 
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23% use public transportation, 45% by car and 28% by bicycle, foot or 

other means. (Regionalplane- och trafikkontoret, www.rtk.sll.se)  

6.2.3 Prices of Land & Indexes  

In Sweden, it is difficult to find information about land prices in the cities. 

The average rents for office buildings were, however, between 376 to 626 

USD5 per square meter and year in central Stockholm in 1999. In contrast 

the industrial buildings had, the same year, an average rent of 62 to 88 

USD in the suburbs. (Kubr et al., 1999) 

Sweden has at the moment an inflation of 3,1% (mars 2003, 

www.riksbanken.se) with increasing consumer prices. As we can read in 

diagram 4 below, the prices have increased from 100 in 1980 to 272.8 in 

the year 2002. Sweden has a long term inflation goal of 2%, which 

indicates that the inflation is higher than to be desired 

(www.riksbanken.se). 

 

 

 

 

 

 

Diagram 4: CPI Sweden, 1980-2002, (1980=100), Source: www.scb.se 

                                           
5 The price is calculated based on forex exchange rate and calculation service, 
www.forex.se, 2003-05-24, 1 USD = 7.98 SEK 
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As mentioned before the Swedish average expenditure per household and 

year are 29,900 USD (www.scb.se). This is quite lower than the same 

figure for Japan that reaches about 41,000 USD.  

6.3 JUSCO Marketing Strategies 

The interview with JUSCO took place at ÆON head office in Tokyo with 

Shoichi Hashimoto. What is presented beneath is a compilation of that 

interview. The questions asked can be viewed in appendix 1. 

6.3.1 Segmentation & Targeting 

The most important segmentation variable is geography and after that 

demographic variables are used in order to pick a segment to target. 

JUSCO mainly use age and gender as dimensions when segmenting the 

market. The main target is housewives in the age 30 – 50 years. However, 

JUSCO have within their merchandise planning different segments 

targeted, for example suits targeting males, but the idea is that the 

housewives are to buy such things for their husbands. (Hashimoto, 2003) 

The geographical location of the store also has a difference when it comes 

to targeting. For example in poorer areas, JUSCO offer cheaper and smaller 

television sets than they do in richer areas where they instead lay more 

focus on larger and more expensive television sets. In other words, 

different products are offered to some extent based on the demographics of 

the area the store is operating within. (Hashimoto, 2003) 

JUSCO do not target customers that live in downtown Tokyo because the 

population in that area generally does not go outside the city core to shop. 

A store needs enough potential buying power within a certain radius in 
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order to survive. The attraction area of a store is not very large. Of course 

JUSCO can locate stores closer to downtown Tokyo but then they have a 

low pricing strategy that they cannot realize due to the high prices of land 

and rents. Then there are also more problems when targeting the downtown 

Tokyo. First, it is very difficult to find a suitable building and second, they 

cannot set up a large store in that part of Tokyo because limited free space 

to build on. (Hashimoto, 2003) 

Based on this, JUSCO strategically focus on the outskirts of Tokyo where it 

is cheaper and where they can realize their low price policies. JUSCO have 

a slogan that goes; “every day low price”, a slogan they cannot have if they 

were to focus on central Tokyo. (Hashimoto, 2003) 

6.3.2 JUSCO’s Location 

The main criteria for choosing the store location are the population density 

and the traffic conditions. With traffic conditions, JUSCO mean how easy 

it is for the customers to access the stores. These two criteria mostly apply 

in Tokyo, but outside Tokyo the competition is a very important factor. The 

competition is important as well in Tokyo but due to the huge amount of 

potential customers the buying power is very high and there are enough 

customers for everyone. In other words, the competition is less important in 

Tokyo than in other parts of Japan and the rest of the world. Outside Tokyo 

it is much more about what the competition looks like when JUSCO are 

locating a store. For example, in Tokyo JUSCO have two stores located 

where many competitors also are located but because of the number of 

customers in the area the competition does not matter much. In Tokyo, 

JUSCO also have chosen to locate the stores close to residential areas or 

within these residential areas since it then becomes easier for customers in 
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the local area to access the stores. It has to live a minimum of 70,000 

people nearby the stores and the stores attract customers from twenty 

minutes of travel time in all directions. (Hashimoto, 2002, 2003) 

Another thing is that in some areas JUSCO locate the stores close to train 

stations and in some areas they locate the stores far away from train 

stations. The reason why this approach is different is due to the situation of 

the area, how people move around in the area, if a lot of customers go by 

train or by car. If the store is close to a train station, the customers want the 

products delivered to their homes because they cannot carry the products 

by themselves. The stores located far away from train stations target 

customers that come by car and these customers buy larger volumes and 

these stores also have to stock products due to the higher quantities. The 

strategies are different when it comes to handle the stock of products due to 

different situations and locations. Depending on the store location the 

customer comes mostly by car. JUSCO do not offer a standardized concept 

due to different situations they adapt the influential factors and change the 

concept based on the situation and location. (Hashimoto, 2003) 

The main driving force behind JUSCO’s location strategy is the low cost 

compared to central parts of Tokyo. Through these low cost JUSCO can 

obtain competitive advantages. (Hashimoto, 2003) 

JUSCO also think it is difficult to locate a store with a freestanding location 

strategy in general, but it depends upon the situation. Other stores, 

shopping centers etcetera in the area attract customers to the site which is 

good for business. For example, around the Narita Airport there are areas 

that have been developed by different stores and the government. This 

makes it easier for JUSCO to be a part of that development than to do it all 
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alone. In other words, JUSCO seek benefits through different synergies that 

they can gain by locate themselves in areas with many other activities. 

(Hashimoto, 2003) 

Convenience stores in the same areas are not seen as a threat anymore 

although they used to be because of their generous opening hours. JUSCO 

managed to eliminate this threat by keeping their stores open longer or the 

same hours as the convenience stores. This meant that customers could not 

see any special benefits in choosing a convenience store because of the 

generally higher prices they offered compared to JUSCO. (Hashimoto, 

2003) 

When it comes to more specialized stores, JUSCO have difficulties 

competing since the smaller shops target much smaller segments and 

conduct more of a niche strategy while JUSCO target a wider segment with 

a wide range of products. This means that JUSCO cannot offer as 

specialized products as a specialized store can do. Take clothes for 

example, JUSCO cannot offer all special brands from different shirt 

manufacturers while a small gentlemen store can. Nowadays, the stores and 

activities located in the same area as JUSCO are more complementary than 

competitive which all benefit from. (Hashimoto, 2003) 

6.3.3 JUSCO’s Positioning & Differentiation 

JUSCO think the store identity is an important factor since it brings value 

to the customers. JUSCO try to build their identity much around 

environment friendliness and ethics. They are also very careful when they 

chose the products they sell. It is important that the food is not sprayed with 

dangerous substances and that the farming is done in the right and legal 

ways etcetera. (Hashimoto, 2003) 
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JUSCO also focus on creating an attractive environment around the stores. 

For example, in the store surroundings they plant trees that are specially 

picked to fit into the area. They never need to take care of the trees because 

they survive naturally due to the special selection. This is a way to create a 

balance between the store and the nature. People feel that JUSCO are very 

friendly to the environment, which in turn gives a positive response. 

Besides the environment friendliness JUSCO donate 1% of their total sales 

to for example, forests and schools. (Hashimoto, 2002; 2003) 

The basis of JUSCO’s marketing is “every day low price” (EDLP) and to 

realize this they work by the policy “every day low cost” (EDLC). JUSCO 

have studied the unsuccessful and successful merchandisers around the 

world to come up with that concept. JUSCO want to create a position, in 

the customers’ view, that makes them associated with low prices and good 

quality. (Hashimoto, 2003) 

We asked Mr. Hashimoto to position JUSCO and two main competitors in 

a positioning diagram (see diagram 5 below) 

 

Diagram 5: JUSCO's view of their position compared to competitors 
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As we can see in the positioning diagram above, JUSCO believe that they 

offer low price with a relatively good quality. 

When it comes to their marketing, JUSCO mainly focus on products but 

this is about to change to focus more on the company and the whole ÆON 

Group. Now the overall marketing focuses on the stores and company 

while the more customer specific marketing focus on offerings. JUSCO 

want to build a clear profile of the whole company. JUSCO try to 

illuminate the uniqueness of their products in their product marketing. They 

have a lot of products that can only be bought in a JUSCO store. JUSCO 

also have own brands, which in turn are in clear focus in their product 

marketing. In other words, they try to differentiate themselves with 

products that their competitors do not have since they think it is important 

to offer something different. The reason why JUSCO have chosen this 

approach is that the products they offer many times are unique and 

differentiate them from their competitors. (Hashimoto, 2003) 

JUSCO’s own developed and private brand is called, TOPVALU. Its 

concept is quality and reliability but to a low price. ÆON has developed 

1,700 TOPVALU items to date. (Hashimoto, 2003) 

For example, JUSCO have an own manufactured portable CD-player at a 

low price, 3,980 yen. The competitors have followed this concept, but offer 

their CD-players for the price of 5,980 yen. What JUSCO then did was 

adding different colors to the CD-player to please the customers in a better 

way. From the beginning they offered four different colors and it was very 

successful. They sold 70,000 pieces in one year that later went to 70,000 in 

ten months. The competitors did adopt their concept and also introduced 

different colors to a low price and this made the sales go down but JUSCO 
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did not wait for something extraordinary to happen so now they are to offer 

a new design with ten different colors together with a cover with matching 

colors and a remote control for the same price. They can offer the same 

price due to the new CD-player offer is packaged in one box which makes 

the storage cost decrease. (Hashimoto, 2003) 

Another example is a combination television6, JUSCO offer in three 

different colors and two different sizes to a low price while the competitors 

offer one color at a higher price. (Hashimoto, 2003) 

JUSCO also try to differentiate through offer services, for example, when 

one buys a personal computer they offer help with the installations and 

other support activities. Other services are delivery services at the stores 

located near train stations etcetera. (Hashimoto, 2003) 

JUSCO work hard with creating surplus to their customers. As we said 

earlier, JUSCO believe it is of great importance to offer products that the 

competitors do not have. JUSCO are working very actively with 

differentiation through products because they believe that success does not 

last forever, one has to create something new almost all the time. The 

policy is that after making one success they try to make an even bigger 

success. They do this by upgrading their existing products and adding 

accessories and functions. (Hashimoto, 2003) 

To get more information about the customers’ needs and demands JUSCO 

also have developed a deputy manager system. Between two and four 

deputy managers have been elected by the customers at every store. 

Usually they are females and the customers tell them what they think about 

                                           
6 Television and video combined into one unit and product.  
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different products, prices etcetera. Basically the deputy store managers act 

as an intermediary between the store manager and the customers. The store 

manager then make their decisions based on the reports from the deputies 

and can, with help from other employees, make sure that customers’ views, 

wants and demands are met. In such a way it can be seen as a democratic 

monitoring system inside the power structure of a store. (Hashimoto, 2003) 

JUSCO’s three most important advantages, according to themselves, 

towards their competitors are; 1. Every day low price and unique products, 

2. Ethnics/Safety and, 3. Openness. (Hashimoto, 2003) 

Openness is important for JUSCO and they work with it in the way that if 

something happens, for example they make a mistake, they immediately 

announce it to the customers, apologize and also give an explanation to the 

occurred situation. JUSCO also believe that their environmental 

friendliness gives them a great advantage as the low prices do. (Hashimoto, 

2003) 

6.3.4  Promotion & Communication 

JUSCO are shifting focus from paper communication to communicate to 

the customers via television and radio when they are advertising. Since it is 

a store they also communicate to the customers by personal selling and 

hence include a bit of human tough to the shopping experience. The deputy 

manager system has a monitoring function, which also creates a feedback 

communication to the store, and at the same time it builds relationships 

between the customers and the deputy managers. (Hashimoto, 2003) 
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JUSCO also think that communication to customers via brochures and 

flyers etcetera is a waste of paper and resources which helps them to build 

their environmental friendliness profile. (Hashimoto, 2003) 

The key objectives with JUSCO’s promotion and communication tools are 

to create awareness in the minds of the customers. They work with the 

policy that the customers should think about and around their brand, every 

day low price, safety, environment friendliness etcetera. JUSCO also put a 

lot of effort in building trust with their openness, safety and ethics. 

(Hashimoto, 2003) 

JUSCO work with promotion, for example, through a card membership 

strategy in order to attract customers. They offer an ÆON credit card that 

legitimates the customers, every 19th and 20th of a month, to buy at 5% 

discount. JUSCO also put in a coupon that is connected to the ÆON card in 

every two invoice or so. This is a kind of special treatment program for 

loyal customers and in this way JUSCO can keep the customers and create 

surplus for them. (Hashimoto, 2003) 

6.3.5 Influential Environmental Factors & Miscellaneous 

A very critical environmental change that is taking place is that the price of 

land in the Tokyo area is going down which affects JUSCO’s location 

strategies. They are now to open stores closer to central Tokyo than before. 

(Hashimoto, 2003) 

Also the change in the law concerning the large store law is an 

environmental change that affects the business. (Hashimoto, 2003) 

Competition is harder than ever. The consumers are getting cleverer and 

change the distribution channels for different needs in order to achieve the 



 
              [Marketing Strategies of Superstores]   
 

                                                       [Empirical Findings] 
90

optimal shopping expenditures. The buying habits are also something that 

is very hard to affect and influence. In Japan customers chose the shopping 

location by what they are buying. The majority of the people in Japan feel 

that they belong to the middleclass and due to this business is a little 

different compared to for example USA. (Hashimoto, 2003) 

Another aspect that JUSCO have identified is the threat from Wall-Mart 

that has a very large financial strength and could, if they want to, offer 

lower prices than JUSCO. Wall-Mart is increasing their activities in the 

Japanese market and are to open up large superstores in the near future. 

(Hashimoto, 2003) 

6.3.6 JUSCO Minamisuna Store 

The interview with JUSCO Minamisuna Store took place at the store with 

Motoo Kawauchi. What is presented below is a compilation of that 

interview. All of the material thus originally comes from Kawauchi and the 

questions asked can be viewed in appendix 2. 

The Minamisuna store is a successful store according to Kawauchi (2003) 

and the profits are higher than expected. The main reason why the store is 

successful is that the land is rented and not bought7, which is good since the 

price of land now is decreasing rapidly. JUSCO are a tenant inside a large 

building with a lot of different companies located in the living area 

Minamisuna in Tokyo. To conclude is the success realized through the land 

strategy, a lot of parking lots, store space and the location of the store. Due 

                                           
7 If the land is bought it is considered an asset. Since it is a large investment many 
companies loan to make such purchases. When the price of land decreases, the 
companies’ assets follow which leads to high debts relative the assets and the return of 
the investment decreases. The companies can therefore run into financial problems. 
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to the large amount of parking lots the customers can come by car and buy 

large volumes. (Kawauchi, 2003)  

By observation we found that the store profile gave the feeling of a large 

warehouse where many different stores were built together but held a clean 

cut, qualitative profile. 

The food is the largest market for JUSCO and for example, in central 

Tokyo customers has a lot of alternatives where they can purchase 

merchandise which leads to less attractiveness for JUSCO Minamisuna 

store. However, customers in the local area of the store do not have that 

many alternatives which in turn make the Minamisuna store very attractive. 

Mostly the customers prefer to buy everything at one location to save time 

and effort. (Kawauchi, 2003) 

JUSCO Minamisuna segment their market mostly with the variables; age 

and geography. They do not segment the market by income or other 

variables. The store target 30-40 years old women which also are their 

main customers. (Kawauchi, 2003) 

JUSCO Minamisuna do not categorize the customers any further than the 

segmentation to a large extent, they point out that the products do this 

automatically for them since different products target different customers. 

However, they have special offerings and discounts to customers holding 

the ÆON credit card. (Kawauchi, 2003) 

The store’s main criteria for choosing its location was closeness to the 

highway and the main street that passes by outside, large space (such as for 

the store and for parking lots), and low price. The population in the area is 

also another very important variable. They asked themselves the questions; 
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have the area any growing potential of the population and how does the 

competition in the area look like? (Kawauchi, 2003) 

JUSCO Minamisuna do not want any competitors in the area. There used to 

be a competitor in the building, Ito-Yokado, but they had to close since 

they did not perform very well and JUSCO acquired the location. Small 

complementing stores and other companies in the surrounding area is on 

the other hand something important and good for the business because they 

also attract customers to the site. (Kawauchi, 2003) 

Kawauchi wants to illuminate that stores at different locations do not look 

the same. Every store has adopted the environment in order to fit into the 

market and its demands. (Kawauchi, 2003) 

The daily customers come to the store mainly by bicycle and after that they 

come by foot. On the other hand, in the weekends the large majority of the 

customers come by car. (Kawauchi, 2003) 

We asked Kawauchi to position JUSCO Minamisuna store in the 

positioning diagram below (see diagram 6). 

 
Diagram 6: JUSCO Minamisuna store's view of their position 
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JUSCO Minamisuna want to lower the prices further since the competitors 

are constantly lowering their prices and JUSCO do not want to lose any 

competitive advantages. (Kawauchi, 2003) 

When it comes to differentiation JUSCO Minamisuna believe that their 

main advantages towards the main competitors are the fact that being a 

member of the ÆON Group is a large advantage since the company is very 

large and has a financial power and certain brand. Another advantage is the 

large investments that JUSCO have made in IT systems which have 

enabled them to lower their cost through planning, cost saving and better 

logistics than the competitors. The mass production of own brands is of 

course also a great advantage towards competitors. (Kawauchi, 2003) 

At the moment the main communication tools are advertising through 

brochures, flyers and posters in the subways and on the busses in the local 

area. However these communication tools are gradually discontinued and 

are to be replaced by television and Radio commercials that will focus on 

JUSCO’s brand together with ÆON Group and not any specific offerings 

and/or products etcetera. Television and radio have benefits in the way that 

they reach more people and therefore have greater impact. (Kawauchi, 

2003) 

The Minamisuna store’s marketing and communication used to be focused 

on their special products and sales offerings but has now shifted 

strategically. Due to all the competitors low prices the customers cannot 

longer tell which store that offer the cheapest products and JUSCO feel the 

need to differentiate from competitors. Therefore the focus in marketing 

nowadays is on the store and the location in order to attract customers to 

the store. Recently JUSCO also added; “ÆON Group”, to their marketing 
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ads to build a stronger company identity and connections between all the 

companies within ÆON Group. Another reason to the wider marketing 

focus is that the global superstore competition is getting harder due to an 

increased threat from new entrants on the Tokyo market. (Kawauchi, 2003) 

The key objective with the communication tools is to create awareness 

about the brand, the company and the location of the store in order to get 

the customers to come visit the site. Awareness has become more important 

with the new communication focus. (Kawauchi, 2003) 

6.4 Daiei’s Marketing Strategies 

The interview with Daiei took place 2003-03-20 with Yasushi Yamada, 

former general Manager of the Daiei Inc. What is presented beneath is a 

compilation of that interview. The questions asked can be viewed in 

appendix 1. 

6.4.1 Segmentation & Targeting 

Daiei’s main segmentation variable is the geographical location. Other 

important factors after that are age, class and gender. Daiei’s main target is 

middleclass housewives with children in the mid thirties as the middleclass 

also is their main customer segment. (Yamada, 2003) 

Daiei also have a more detailed segmentation within their main target 

which is customers that hold a special credit card called OMC. Daiei have 

about 6 million credit card holders in Japan, and these customers get 

special offerings that others do not receive. (Yamada, 2003) 
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Daiei’s product mix consists of 50% food, 25% clothes while the rest has 

something to do with living and housing, for example kitchen products. 

(Yamada, 2003) 

Due to the location of the store Daiei’s focus in segment can shift. For 

example, they have a store located in an area where a lot of rich people live 

which in turn affects their products, offerings and supply. In other words, 

they adopt the environment and adjust offerings when targeting a customer 

segment. (Yamada, 2003) 

Daiei do not target customers in central Tokyo due to the price of land and 

costs which indicates that higher profits must be generated. However, Daiei 

have two stores in the central parts of Tokyo but these stores do not target 

the population living in central Tokyo to a great extent because they can 

not compete with all specialist stores and other retailers. Instead they focus 

on the traveling population that travels back and forth from the outskirts to 

central Tokyo every day. Their main merchandises are daily goods and in 

central Tokyo Daiei ask themselves the questions if the customers in the 

area will buy clothes etcetera at their stores or if they will buy this at 

specialist stores. There are a lot of specialist stores in central Tokyo, and to 

open a large superstore that brings profits in Tokyo is not an easy task. 

(Yamada, 2003) 

6.4.2 Daiei’s Location 

Market potential is a very important criteria and what potential market 

share the store can reach when Daiei choose a location. Daiei calculate how 

large the profits approximately can get at that location and then plan the 

store. When planning, Daiei set up the layout of the store and how many 

parking lots they should build and so on. They always start with calculating 
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the potential profits and then base their set ups on these calculations. The 

number of potential customers living in the area is also a very important 

dimension. Daiei multiply the potential profits with the buying power in the 

area. (Yamada, 2003) 

The main driving forces behind the location are profits, land price, low 

cost, potential buying power but also the traffic conditions and accessibility 

of the store. The customers are starting to come by car more often 

nowadays, which makes the parking lots and accessibility of the location 

important. (Yamada, 2003) 

The location is very much about the market potential and how one 

evaluates the market potential. The cost of land is also an important factor 

and the size of buying power when it comes to market potential. Daiei 

evaluate the question; are the buying power going to increase or not? 

(Yamada, 2003) 

JUSCO for example have a jocular saying that the policy of always 

searching for cheap land leads to that they only open stores where they can 

find foxes, meaning that JUSCO often open stores in the countryside where 

there are not a lot of people and good transportation. In time though, the 

area starts to develop, grow and suddenly there are a lot of people in the 

area. JUSCO have had some rough times in the beginning because of this 

strategy since it takes quite some time for an area to develop. (Yamada, 

2003) 

Daiei look at themselves as a kind of pioneer in the market as they were 

first in Japan to establish superstore concepts. Daiei’s location strategy is to 

be freestanding, the pioneer at the location, but after a couple of years other 

stores often establish in the area nearby. It seems that JUSCO often 
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establish at the same location after a couple of years when they have 

studied Daiei’s success and how the success was reached. JUSCO then also 

build a bigger store and creates a very attractive store environment. JUSCO 

have learned a lot from Daiei. (Yamada, 2003) 

Daiei’s priority is to get the customers in the area of their location to visit 

the store two to three times a week. Daiei are aware of that their customers 

shop at smaller convenience stores a couple of times a week as well. 

Therefore these smaller stores are not seen as threats even if they are 

located nearby. (Yamada, 2003) 

In the beginning, Daiei tried to sell everything but this was not a success. 

They came to the conclusion that they cannot compete with specialist stores 

when it comes to, for example, clothes. Daiei therefore evaluated their 

product mix and today only offer basic clothing at very low prices. It is 

believed that JUSCO have succeeded with this much because they studied 

and cooperated with specialist stores and learned from that. (Yamada, 

2003) 

6.4.3 Daiei’s Positioning & Differentiation 

Daiei’s store identity is built around a family concept. Daiei try to create an 

image showing that they supply better products with cheap prices. They 

have had a slogan for many years that goes like this; “Daiei stores, for the 

housewives.” The focus is on creating an attractive store for the general 

housewives. (Yamada, 2003) 

We asked Yamada to position Daiei and two main competitors in the 

positioning diagram below (see diagram 7): 
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Diagram 7: Daiei's view of their position compared to competitors 

As we can see in the positioning diagram above, Daiei believe their 

position is somewhere in the middle. Originally they wanted to provide 

cheaper prices and higher quality but they could not manage to keep the 

low prices and be profitable at the same time so they had to change their 

strategy. (Yamada, 2003) 

Daiei used to focus mainly on products in their marketing because they sell 

products and not stores. They did find it more important that the customers 

find attractive products than simply the site of the stores. However, the 

company promotion has become more important lately in order to getting 

the consumers to come to the stores. (Yamada, 2003) 

Daiei think it is important to not offer a totally standardized concept. They 

have different stores that choose different product mixes due to the location 

and situation. For example, the economy is an important factor because if 

the economy is low they cannot offer every product at every store since the 

customers are much more selective. They also have to adjust to the area 

surrounding the store. When the economy is good they can be more 

standardized because they sell a lot more different products then. K-mart 
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for example went bankrupt because they offered a standardized concept 

when they established in Japan. Another example is Carrefour that let each 

of their stores chose their own products in Europe, which is one reason why 

they are very successful. When it comes to Carrefour in Tokyo their 

products did not fit into the market, probably because of lack of 

understanding for the unique market in Tokyo. Carrefour also had to close 

their store in Hong Kong because of a mismatch between supply and 

demand. (Yamada, 2003) 

Daiei’s differentiation strategy focuses mainly on product and price. Daiei 

strongly believe in having own brands and products. The price and 

products are in their eyes the most important factors to focus on when it 

comes to differentiation. Daiei also have their OMC credit card and on the 

second and forth Sunday every month they offer a 5% discount to the credit 

card holders. (Yamada, 2003) 

Daiei’s three main advantages relative their competitors are in their 

opinion; 1. Daiei are for the customers, “the customer is the king”, 2. 

Challenging spirit, they are pioneers, a developer and they was the first 

company in their industry in Japan, and 3. Merchandize planning. 

(Yamada, 2003) 

6.4.4 Promotion & Communication 

Daiei communicate mainly with brochures, posters and flyers but also 

through television. The main objectives with Daiei’s communication are 

sales promotion that is connected to their own products when 

communication with for example, customers that hold a membership credit 

card. The overall marketing tries to create awareness and at the same time 

strengthen the Daiei brand. Daiei also have special selling campaigns every 
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season, targeting for example, first year students and graduated students 

that are to start working and need to buy lots of new things. (Yamada, 

2003) 

Daiei were also the first company to introduce an environmental 

friendliness concept. Some twenty years ago they introduced a recycling 

concept which now has resulted in them having recycling facilities outside 

every store. (Yamada, 2003) 

When Daiei introduced every day low price promotion, they wanted to 

convince the customers that they were cheap. The truth is however that 

they are not that cheap at all. In other words, Daiei try to convince the 

customers that they are cheaper than they truly are and this is much about 

sales promotion. For the housewives it is very important that they buy 

products at a low price, since they buy products every day. (Yamada, 2003) 

6.4.5 Influential Environmental Factors & Miscellaneous  

The change of the large store law has affected Daiei’s business very much 

since it is now easier to open up larger stores. Another important law 

change is that there is the new exhaust gas law, which is limiting the 

exhaust gas from cars. Daiei are, as well as JUSCO, using a lot of 

distribution cars that will be affected by this law. (Yamada, 2003) 

Tokyo is a very unique city where there are many different customers, rich 

and poor. Some buy cheap products and other buy expensive ones which 

make it hard to find the right product for the right place. (Yamada, 2003) 

At Daiei it is believed that merchandise development is all the competitors 

are talking about. The competitors are always spanning other companies to 

learn about pricing and new products. If the foreign companies learn more 
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about Tokyo and the market and adapt themselves to the environment they 

will be a very large threat to the business. At the moment in Japan JUSCO 

are seen as the largest threat. (Yamada, 2003) 

6.4.6 Daiei Shoppers Plaza Shin-Urayasu Store 

The interview with Daiei Shopper Plaza Shin-Urayasu Store took place at 

the store with Jun Kanno. What is presented below is a compilation of that 

interview. All of the material thus originally comes from Kanno and the 

questions asked can be viewed in appendix 2. 

The Daiei Shoppers Plaza Shin-Urayasu store is one of Daiei’s two stores 

located inside the Ku-area of Tokyo. It is a very large store with a 37,950 

square meter sales area. By observation we found that the store profile gave 

the feeling of a large warehouse where many different stores were built 

together but held a clean cut, qualitative profile. (Kanno, 2003) 

The store segment the market first by geographical location. After that, the 

focus lies on age and gender. The main targeted customers are women in 

the mid forties. However, the area where the store is located is inhabited by 

137, 000 people and the average age is 26 years. There is obviously a gap 

between the buying power and the targeted customers and also their main 

customers in the area. There are also a lot of specialist stores located 

nearby Daiei, which attracts customers of a younger age, something that 

complicates the store’s business. (Kanno, 2003) 

The residents in the area are relatively wealthy. The average income is 

about 6 million Yen per year, or 48,552 USD8, which is a high average 

                                           
8 The price is calculated based on forex exchange rate and calculation service, 
www.forex.se, 2003-04-09, 1000 Yen = 8.048 USD 



 
              [Marketing Strategies of Superstores]   
 

                                                       [Empirical Findings] 
102

income compared to other areas. Daiei offer low prices which leads to a 

mismatch between the store and the customers in the area since the 

customers’ demands higher quality and are prepared to pay for it. (Kanno, 

2003) 

According to Kanno (2003), the main criteria for the stores location are; 1. 

Closeness to buying power, 2. Closeness to a train station, and 3. Traffic 

conditions/solutions (such as parking lots etcetera). In order to attract 

customers to the store it is important to have a large parking area. 52% of 

the customers come by car, 15% by feet and 20% comes by bicycle, the 

rest come by bus or railway. The attraction area is limited for a store. The 

buying power has to be located within a radius of three kilometers since 

90% of the customers comes from somewhere within this area. (Kanno, 

2003) 

The Daiei store in Shin-Urayasu prefers to be freestanding from 

competitors with complementing specialist stores. Since Daiei cannot 

compete and offer such a wide range of products as the specialist stores can 

do, Daiei need these stores to attract more customers to the area. Daiei 

think it is difficult to manage the business alone, but together with 

specialist stores they can attract more customers to the site. (Kanno, 2003) 

Kanno was asked to position the Daiei Shin-Urayasu store’s position in the 

positioning diagram below (see diagram 8). 



 
                                               [Marketing Strategies of Superstores]   

                  [Empirical Findings] 
103

 

Diagram 8: Daiei Shoppers Plaza Shin-Urayasu store's view of their position 

Daiei think that they differ in the sense that they offer a wider product 

range compared to competitors. The prices are also lower than the 

competitors’ as competitors, such as Ito-Yokado, is more focused on 

special and rare products at a higher price. (Kanno, 2003) 

With their marketing Daiei focus on selling the store, which is a strategy 

that the general manager of the store push very hard for as they make wide 

marketing campaigns together with other stores in the same area. Daiei also 

perform a lot of sales promotion and they offer, every Sunday, a certain 

product at a special price. For example, a campaign with carrots and 

potatoes for 10 Yen sees them selling around 70,000 pieces per day. This 

Sunday is called the special market day. Daiei also sponsor a baseball team 

called Daiei Hawks and if the baseball team, for example, win a game or 

the league Daiei launch a large special marketing campaign. (Kanno, 2003) 

The store mainly focuses on brochures and local newspapers when 

communicating with the customers. They send out 50,000 brochures every 

Thursday and also make some promotion via the Internet. Another thing 

they do is sending out special information to their OMC credit card holders, 
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which are about 28,000 customers of the store’s customers. The OMC card 

provides points to the customers when they use the card and the customers 

with very high points receive a bonus invitation to special activities for 

example sightseeing and such activities. (Kanno, 2003) 

The main objective with the stores communication tools is to create 

awareness, to make the customers aware of the store and the site. (Kanno, 

2003) 

6.5 City Gross’ Marketing Strategies 

The interviews with City Gross took place at their head office Bergendahls, 

2003-04-24, with Bengt Svensson, Field of business chief and Åke Wik, 

Marketing Manager. What is presented beneath is a compilation of those 

interviews. The questions asked can be viewed in appendix 3. 

6.5.1 Segmentation & Targeting 

The most important segmentation variable for City Gross is the 

geographical area surrounding the store. City Gross do not use any other 

segmentation variables. City Gross have two different business segments 

targeted, one consists of private customers where the main customers are 

families and the second segment consists of business customers where the 

main customers are restaurants of different kinds. (Svensson 2003; Wik, 

2003) 

City Gross start out with a very wide segmentation targeting all potential 

customers within the geographical area and then narrow it down after they 

have learned from the market and adapts to the reality. (Wik, 2003) 
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City Gross do not categories their customers into specific groups in order to 

offer specific products and offerings to different groups. The only two 

customer groups they have are private customers and business customers. 

The offerings to these separate groups are illuminated in a different way 

but the offerings do not concern only one group, they are available for both. 

For example, the business customers receives direct advertisement that 

focuses on displaying large packages while the private customers received 

direct advertisement focusing on smaller packages. (Svensson 2003; Wik, 

2003) 

The marketing and target groups are not different to a great extent between 

different parts of Sweden and City Gross have chosen to mainly use the 

same marketing and prices at all the different locations. (Svensson 2003; 

Wik, 2003) 

City Gross do not target the population living in the most central parts of 

Stockholm since the households there mostly are single households that 

often do not plan their shopping as much as a family household does. 

Single households often go to the store nearby and buy what is needed for 

the day while family household more often make weekly purchases and 

buy larger volumes. However, in a way City Gross target the population 

living in central Stockholm because many go to work in the suburbs and 

pass by the City Gross store twice every day. The meaning with the 

location of the store is that these people, passing through the area, will stop 

at the store on their way home. (Wik, 2003) City Gross also have a large 

catchment area which leads to that the store attracts customers in central 

Stockholm anyway, although they do not conscious target the customers 

living in these central parts. The most central part City Gross target is 

“Östermalm” in Stockholm. (Svensson, 2003) 
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6.5.2 City Gross’ Location 

The main criteria for choosing the location of the stores are potential 

customers in the area, traffic conditions such as parking lots and 

accessibility and also the competitors’ localization. The competitors 

localization is both important and unimportant in the way that they also 

attracts customers to area which sometimes is good although it on the other 

hand attracts customers to their stores instead of City Gross’. (Svensson 

2003; Wik, 2003) 

There are however some implications with the stores’ locations because of 

different regulations and the fact that City Gross’ stores demand very large 

space for both stores and parking lots. The parking lots is something City 

Gross find very important to offer their customers since it is a part of their 

concept - that the customers are going to buy large volumes and travel by 

car in order to do this. In Sweden there is a limited amount of land and 

space and particular in Stockholm. Sometimes one cannot just pick the land 

that is desired. Therefore City Gross sometimes have to settle for the store 

sites available to acquire. There are also some political aspects that regulate 

the state of the market when it comes to the number of actors within the 

same geographical area. (Svensson 2003; Wik 2003) 

The catchment area of City Gross’ stores must be inhabited by about 

250,000 potential customers in order for City Gross to be profitable. City 

Gross in Stockholm attract customers from a range of 30 kilometers south 

and a bit less to the north. In other part of Sweden, to compare, they have a 

trade area of 40 kilometers in all directions. (Svensson, 2003) 

The main driving force to the store’s location is the potential profits that 

can be generated in the area. Low costs are therefore also an important 
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factor since it will help generate profitable stores and also help City Gross 

to keep their low price concept which is seen as one of City Gross’ main 

competitive advantage. (Wik, 2003) 

When it comes to be freestanding or not, City Gross believe that 

complementary stores are an advantage since they have a positive effect on 

the business. The competitors’ localization is not something that settles a 

decision but the ideal is to not have any competitors in the same area. 

Therefore, City Gross do not intentionally search for areas where 

competitors are located in order to use their attraction power. In other 

words are City Gross not dependant on other stores because they have a 

very strong attraction power by themselves. They do, however, study the 

surrounding areas in order to evaluate what effects the intensity of other 

companies may have before locating a store. (Svensson 2003; Wik, 2003) 

The City Gross store in Stockholm is surrounded by many other stores that 

have a positive effect on how many potential customers that are moving 

around in the area. One company is, for example, IKEA that attracts a lot of 

customers to the area. Svensson (2003) does not believe that IKEA has a 

positive effect since the customers that go to IKEA to buy a sofa or a table, 

probably not will go to City Gross afterwards to buy something 

spontaneously. The customers that will shop at City Gross take that 

decision at home. (Svensson, 2003) 

Smaller convenience stores and specialist stores do City Gross not se as a 

threat due to the very large and wide assortment that City Gross offer. To 

some extent, for example, City Gross cannot compete with a fish specialist 

since they would probably offer a more complete assortment when it comes 

to fish. The fish would, however, come to a higher price, and even if 
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customers choose to buy fish at a specialist store they will buy all the 

accessories at City Gross. Another aspect is that City Gross count on the 

fact that their customers do large purchases once a week at City Gross and 

the remaining purchases of perishables will be done often or every day at 

smaller stores located more closely to the customers’ homes. The two 

concepts, small and large, complement each other in that way. (Wik, 2003) 

6.5.3 City Gross’ Positioning & Differentiation 

The store identity that City Gross have today is much about large, high 

volumes and “smashing stores” (Svensson, 2003). However, City Gross 

have not actively worked with creating a company profile and store 

identity. City Gross have now started to focus more on this issue since they 

are expanding their business quite a lot at the moment. Due to the mobility 

of Sweden’s population, City Gross feel that it is important to have a clear-

cut profile of their stores so that a person from Stockholm can recognize 

him or herself when visiting another store in Sweden. The customers must 

feel that it is the same company. In order to create a clear-cut profile City 

Gross have developed a layout model and framework for each store to 

follow. This process began at the same time City Gross established in 

Stockholm. City Gross did not feel the same need for this before that point. 

(Wik, 2003) 

City Gross have basically a standardized concept, but City Gross try to take 

care of local differences and opportunities that every store may face. The 

City Gross stores are about 90% a standardized concept and the remaining 

10% is locally adapted. City Gross believe that there is not very much 

scope to adopt local differences. Sometimes City Gross offer certain 

products, only in for example Stockholm, due to different demands that 
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arises among the customers. (Svensson, 2003) City Gross also try to adapt 

the personnel, if possible, to the local area. For example, if the customers 

originate from many different cultures they try to employ personnel from a 

wide range of cultures as well as offering products from different cultures 

in order to please their customers (Wik, 2003). 

We asked Svensson and Wik to position City Gross and some main 

competitors in the positioning diagram below (see diagram 9): 

 

Diagram 9: City Gross view of their position compared to competitors 

As we can se in the diagram above City Gross believe that they offer low 

prices to a high quality. The position is only true if one sees to the customer 

that buys large volumes. If one only compares with one product, for 

example milk, the position would not be correct because milk is not a high 

margin product that differ a lot from company to company. 

When it comes to City Gross marketing, all stores have marketing 

campaigns for 14 days. The marketing focuses on products combined with 

prices and special offers. Why City Gross have chosen this approach is that 

the prices connected to the products are what makes City Gross unique. 

City Gross have a very large assortment but they do not focus on this in 
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their marketing because they believe that it is obvious through the product 

and price marketing. (Svensson, 2003; Wik, 2003) 

What differentiate City Gross from their competitors is that City Gross 

have the “best price” combined with a wide assortment. City Gross are a 

100% Swedish company with low overhead costs since it is a small 

organization, compared to the competitors, and a high flexibility. City 

Gross do not stock their products in different distribution stocks but instead 

they buy very large quantities which go directly into the stores. This 

logistic solution is one reason why City Gross can manage to maintain their 

low prices. When the products are supplied at the stores, City Gross also try 

to, as fast as possible, get the products into the store in order to minimize 

the storage expenses, handling chargers etcetera. (Svensson, 2003) 

City Gross differ from their competitors since they target business 

customers as well as the private market, something that is unusual in 

Sweden. City Gross also have a one-stop-shopping thinking when selling 

over 40,000 products with the idea that the customers are to find anything 

they want in the stores. (Svensson, 2003) City Gross believe themselves to 

have a very good service in the stores and that City Gross do not give the 

feeling of being a low price concept store in that way. When it comes to the 

stores, City Gross are quite different from their competitors because they 

operate the two largest stores in Sweden which also is a fact they often brag 

about to their competitors. City Gross see themselves as the smaller 

company with a “cocky” approach and the rebels of the market. Because of 

the fact that they do operate the two largest stores in Sweden they have 

gotten a lot of free publicity in newspapers and other contexts. (Wik, 2003) 
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According to City Gross their three main advantages to their competitors 

are; 1. Sweden’s best cured meats and provisions department, 2. The wide 

range assortment that gives the customer the opportunity to buy every thing 

at the same store, and 3. The low prices. (Svensson 2003; Wik, 2003)  

The broad product assortment targeting business customers gives a 

professional feeling to the private customers and the feeling that City Gross 

know their business. The cured meats and provisions are also very special 

for City Gross. They have very different product package solutions and 

creative ideas, for example, a package with fillets from different kinds of 

meat. (Wik, 2003) 

More advantages City Gross believe they have are their relatively small 

organization with few administrative costs, high flexibility and low 

overhead costs. City Gross try to decentralize the decisions to be as close to 

the customers as possible. The direct supplies City Gross have from their 

suppliers are also a great advantage. (Svensson, 2003) 

6.5.4 Promotion & Communication 

City Gross communicate mainly through direct advertisement and local 

daily newspapers. When City Gross store in Stockholm was established 

they used all kinds of communication tools such as television, radio, 

posters, events etcetera in order to establish a good position on the market. 

The communication tools City Gross have only focus on local areas. They 

do not have any nationwide marketing. This is something that is flexible 

though and may be used in the future. (Svensson, 2003; Wik, 2003) 

The main purpose with the direct advertisement and the newspaper 

advertisement are to get the customer to buy. In other words, lead to action 



 
              [Marketing Strategies of Superstores]   
 

                                                       [Empirical Findings] 
112

from the customers. When they opened the new store in Stockholm and 

used all kinds of communication tools the main purpose was to provide 

knowledge and awareness about the company and the store in order to 

build a brand and a company profile on the market. (Svensson, 2003; Wik, 

2003) 

City Gross also have a kind of feedback function from their customers in 

the way that different demands and criticisms from the customers are 

presented and discussed on weekly meetings with a managerial group. 

These meetings then help City Gross to perform different local adaptations. 

(Svensson, 2003) 

To attract and promote customers, City Gross mainly use direct 

advertisement with special offers. Sometimes City Gross have special 

events and activities such as customer competitions and gigantic exposures 

of some products in the stores. For example, if a supplier sponsors the 

world championship in ice hockey the suppliers make a very large exposure 

in the stores and have customer competitions where the winner can win 

tickets to a hockey game. (Svensson, 2003; Wik, 2003) 

City Gross think it is an important part of their concept to create an 

experience for the customers when they are shopping and visiting the 

stores. They want to surprise the customers and generate a positive effect 

that will create an aha-experience that exceeds the customers’ expectations. 

(Wik, 2003) 

Customer loyalty is something City Gross have not worked with to a great 

extent. They do, however, have some ideas and plans that they are 

discussing. City Gross hope to realize their customer loyalty plans next 

year (Wik, 2003). At the moment City Gross have no customer credit cards 
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or membership cards of any kind since they believe that this is something 

that is expensive to administrate and that the customers in the end have to 

pay for. Neither do City Gross offer any distribution systems for their 

customers. (Svensson, 2003) Even the business customers have to go to the 

stores and buy their products and they do not get any special prices. All the 

customers are treated in the same way. (Svensson 2003; Wik, 2003) 

Different state of the market affects the promotion campaigns. If the state 

of the market is low City Gross choose to not advertise more expensive 

products while as when the market is high, they advertise the more 

expensive and exclusive products. When the customers have the means to 

buy is an important question to work after according to City Gross. 

(Svensson, 2003) 

6.5.5 Influential Environmental Factors & Miscellaneous 

When City Gross opened their store in Stockholm the competitors lowered 

their prices with about 5% in order to be competitive. This, however, has 

not affected any of City Gross’ decisions since they already had low prices. 

In a longer period the prices went down 12-13% in the local area in 

Stockholm due to the information that City Gross were to establish. 

(Svensson, 2003) 

ICA, one of City Gross main competitors have a dominant position on the 

Swedish market. ICA has about 60% of the Swedish market which makes it 

hard for other companies to enter the market. This is something City Gross 

have experienced when they for years tried to enter the market in 

Stockholm. (Svensson 2003) 
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When it comes to private brands, City Gross have chosen not to develop 

their own while their main competitors Coop and ICA have theirs. ICA 

have their low priced ICAhandlarnas while Coop promote their Änglamark, 

Signum and BlåVitt9. Änglamark is a brand where ecological products have 

been given a common name while Signum and BlåVitt focus on low price. 

These two of City Gross’ competitors also differ from City Gross as they 

have membership cards. (Svensson, 2003; www.coop.se; www.ica.se) 

City Gross believe that it is getting harder and harder to get permission to 

establish a store due to an overcapacity. Today it exist many stores at the 

same location and this is something the politicians may regulate. City 

Gross want certain locations that they might not get if different regulations 

will due.  Establishment stop could have a positive effect since then there 

will be no threat from new entrants but at the same time it would 

complicate the growth of City Gross. Another affecting ongoing discussion 

at the moment is whether Stockholm should introduce road taxes or not. 

Road taxes in Stockholm can bring both positive and negative effects 

depending on which areas the taxes will concern. (Wik, 2003) 

Large sport arrangements, school breaks, other feasts etcetera affect the 

sales and City Gross try to use these moments to perform different 

campaigns. The war in Iraq and other uncertainties around the world lead to 

that less people travel and instead choose to spend their vacations at home 

which in turn lead to increases in sales for City Gross in Sweden. 

(Svensson, 2003) The weather also have effects, it is a good thing for City 

Gross if the weather is bad since many people then eat at home. On the 

other hand, nice weather could also bring positive elements since more 

                                           
9 BlåVitt is currently being replaced with a new brand called Coop Extra. The brand 
image is, however similar. (www.coop.se) 
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people go out to eat which increases the sales to the business customers. 

(Svensson, 2003; Wik, 2003) 

City Gross do not se any threats from large financial powerful companies. 

City Gross believe that Sweden is not a very attractive market for these 

large companies. (Svensson, 2003) 

6.5.6 City Gross at Kungens kurva, Stockholm 

The interview with City Gross at Kungens Kruva took place at the store 

with store manager Fredrik Fast. What is presented beneath is a 

compilation of that interview. All of the material thus originally comes 

from Fast and the questions asked can be viewed in appendix 4. 

City Gross in Stockholm are located at “Kungens Kurva”, an area that is 

referred to as the suburb centre without a suburb. Hence there are no 

residential areas in the immediate area around the centre, only a number of 

stores. The City Gross store at Kungens Kurva in Stockholm is the largest 

grocery carrying store in Sweden with its sales area of 14,000 square 

meters. (Fast, 2003) 

The targeted segment of the market is mainly families but also companies, 

such as pizzerias and other restaurants. The geographical location is just a 

matter of getting a vacant building where the reception area is as large as 

possible. The establishment in Stockholm could only be made when a 

suitable building became available. Since all expansions within 

Bergendahlsgruppen AB are made according to its no loan policy, no new 

construction of a building was an option. The reception area is according to 

Fast (2003) Stockholm as a whole. He means that with the highway as a 

neighbour it only takes about fifteen to twenty minutes to get from the city 
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to the store. This of course depends on the way of travel and at what time 

of day one is going out there. There is no subway that goes all the way out 

to the store location, hence most customers come by car as only few come 

by bus. The traffic situation though, plays a major factor in the choosing of 

a store location. The store location must, of course, be accessible but also 

frequently visited or passed by. The fact that there also are several large 

companies in Kungens Kurva means that a natural flow of potential 

customer is ever present. That market potential is very important in the 

development of a new store unit. (Fast, 2003) 

City Gross in Stockholm share building with other stores such as JC, 

Brothers and Dressman (clothes), Intersport (sportswear) Guldfynd 

(jewellery), DUKA (glass and household utensils) and McDonald’s. The 

building that holds these stores is owned by Bergendahlsgruppen AB, the 

mother of City Gross, but the tenant mix is controlled by the real estate 

division and is therefore out of the store manager’s control. However, Fast 

claims that other tenants should be stores that are frequently visited such as 

Systembolaget (liquor) and pharmacies in order to attract people to the 

building itself. The surrounding area and the competitors that may be 

located there play only a minor role for business according to Fast. He 

believes that there are enough customers for all stores in the area and that it 

is up to the customers themselves to decide which store to shop at. The 

differences between stores lie mostly in prices and choice of products. 

While competitors like ICA carry their own private brand City Gross have 

decided to focus solely on well known brands but to a very low price. This 

is also how City Gross try to differentiate themselves from competitors - 

low prices and known brands that customers recognize. The key word is 

“variation” - customers should be able to choose from a number of brands 
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and products and together with knowledgeable personnel this should build 

up to the total quality experienced at City Gross. (Fast, 2003) 

When asked about eventual differences between customers and climate in 

Stockholm compared to Hyllinge in the south of Sweden Fast claims that 

the climate in Stockholm is much harder with stiffer competition. The 

customers in the capital are also more demanding. They expect high service 

and quality products, their demands are simply tougher to meet which 

makes it necessary for City Gross to adapt to. (Fast, 2003) 

The store identity is characterized by the quite normal fashion, no 

extravagant or flashy show-cases or layout. The store image reflects on 

what is said in ads and commercials, simple but very low price but still 

with well known brands so that the quality is maintained. The marketing 

itself is focused both on the company profile as well as promotion of the 

products in stock and eventual special offerings. Mainly, however, both the 

profile marketing and the special offerings marketing have one thing in 

common, the high focus on the low price. The price is the one single factor 

that is a constant through all marketing decisions. The communication with 

consumers is mainly handled through direct commercials. No special 

handling of different customer groups is made; all are given the same 

opportunities and offerings, business customers and private persons. The 

image they want to create is that of a “food rebel”, someone who is 

different from the others and can offer well known brands to a really low 

price. The idea is to match very low prices with large volumes, something 

that obviously can be done as City Gross, according to Fast, have large 

sales per customer. The direct marketing has often two weeks offerings 

compared to most competitors one week offerings, this should both differ 



 
              [Marketing Strategies of Superstores]   
 

                                                       [Empirical Findings] 
118

City Gross from others but also lead to more planned purchases. (Fast, 

2003) 

In the diagram beneath Fast positioned City Gross and their main 

competitors ICA Maxi, Willy’s and Coop. 

 

Diagram 10: Gross’ view of their and their competitors’ positioning 

Fast concludes that while their competitors may create loyalty through their 

private brands, City Gross want to create loyalty with quality products and 

brands to a lower price. Focus should always be on what the consumers 

want in question of brands and service. With a generous and caring 

approach to the store’s employees Fast claims that they can give customers 

a treatment that will make them come back. Fast also points out that while 

City Gross have a certain style with big packs and focus on volume, there 

are still opportunities to local adjustments in products and brands as well as 

store design. (Fast, 2003) 
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n this chapter we are to analyze our empirical findings with the present 

knowledge presented in our theoretical framework. The analysis will 

serve as a discussion where we “twist and turn” our defined problem and 

finally the discussion will lead into the conclusions of this thesis. 

 

 

 

 

 

I 

“When you are a Bear of Very Little Brain, and Think of Things, 

you find sometimes that a Thing which seemed very Thingish 

inside you is quite different when it gets out into the open and has 

other people looking at it.” 

- Pooh's Little Instruction Book, inspired by A. A. Milne, (1995) 
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7.1 Segmentation & Targeting 

A variety of scholars such as Mercer (1992), van Raaij and Verhallen 

(1994) and Samli (1989), claim that a retailer can not serve every segment 

on the market and still be successful. They mean that one or a few segment 

should be chosen and targeted. This is something that is clearly evident also 

in reality. The Japanese retailers we have been in contact with stated that 

the geography of the customer base was of great importance as they wish to 

reach a broad number of potential customers. If, however, this would have 

been the only criteria for successful retailing, the stores would all be 

located in the most populated areas. This is, as we wrote in chapter 5 and 6, 

not the case. The reason for this is that in Tokyo the high prices and lack of 

space in the central parts of the city would clash with the essence of the 

superstore concept – large stores with relatively low prices. The prices of 

land in central Tokyo compared to the land outside Tokyo differ up to 

10,000 USD per square meter business land. The geographical 

segmentation is therefore concentrated on the outskirts as the prices of land 

combined with the numbers of inhabitants are the most influential factors. 

In Stockholm prices are also relatively high compared to other parts of 

Sweden, something that also goes for Tokyo. However, the geographical 

segmentation seems to be of less importance in Stockholm since large 

superstores have a much larger catchment area than the superstores in 

Tokyo. This is most probably a result of several factors, for example the 

mobility of the consumers. In Stockholm most customers come by car 

which is, even for Stockholm, a fast and smooth form of transportation. 

Even though Stockholm is a relatively large city, one can reasonably fast 

get from one side of the city to another. With the current infrastructure, 
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given that one is not traveling during rush hours, it seldom takes more than 

twenty minutes to get to an out-of-town shopping centre such as Kungens 

Kurva according to Fast (2003). 

In Tokyo, superstores must take the traveling time into account much more 

seriously as it is much more difficult to move around in there. The mobility 

of the population hence plays an important factor in the geographical 

segmentation. Lusch and Dunne (1990) claim that the more mobile the 

population is, the larger the catchment area is. This in turn leads to that the 

mobility has an impact on the importance of geographical segmentation. 

Where the mobility amongst the population is relatively low, the 

geographical segmentation plays an important role as the store location 

would have to consider this as a major factor. Low mobility would then 

mean that stores must target smaller geographical areas while high mobility 

would mean that a larger geographical area can be targeted. The 

geographical segmentation would in this latter case be of less importance. 

The main difference we could distinguish here was that the mobility of 

consumers in Tokyo makes superstores have to locate geographically closer 

to their targeted segments. 

The superstores in our study also used demographical dimensions in their 

segmenting of the market. In Tokyo, the focus in this area is laid on 

middleclass, mid aged women. Through targeting this group, the Japanese 

superstores could target the ones who mainly make the purchases of a 

household in Tokyo. In Sweden the segmentation of the demographical 

variables is not as strict. The focus here lies on families and family 

purchases but also to some extent on business customers such as 

restaurants. Since Stockholm and Sweden represent a less gender bound 
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society than many others, Japan in particular, it is a larger mix of 

customers. 

Kotler et al. (1999) say that a company should only target a segment if the 

company itself can offer superior value relative to their competitors. For 

the superstores in Tokyo, this segment is narrower than the corresponding 

segment in Sweden since housewives are in focus in Tokyo. Even though 

the segments are quite similar, the shoppers are not. This is something we 

believe is an important factor to bear in mind when designing the offerings 

and the promotion later on. Generally, however, the segmentation of the 

demographics lies well in line with Oates and Schufeldt’s (1996) assertion 

that demographic factors such as age and family size are the most 

influential on shopping habits. The differences between the two studied 

cities lie on a higher aggregated level so to speak. It seems that the 

segmentation is quite similar but that the social differences make the 

targeting of the wanted segment differ. 

Kotler et al. (1999) speak about the importance of the geo-demographics as 

a link between the geographical dimension and the demographical 

dimension of segmentation. This is of course closely related to the location 

decisions of the store but also interesting from another point of view. In 

Tokyo the superstore companies need to target segments relatively close to 

the store location, as we pointed out earlier, while superstores in Stockholm 

can rely on the mobility of the population and infrastructure. With this in 

mind it becomes clear that the geo-demographics will be of greater weight 

in choosing the store location in Tokyo. In Tokyo the segmentation process 

and the targeting must be closely matched with the location of the store. 
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These geo-demographics also influence the promotional activities of the 

company as Kotler et al. (1999) describes. In Stockholm this takes 

expression in, for example, the fliers that go out to certain areas where 

households with mostly families reside. The parts where there are a 

majority of single households are not as heavily targeted. In Tokyo this is 

not much of an issue as the stores are located near the targeted segments 

and it would be somewhat of a waste to focus on other areas than the ones 

close to the store which consist of the wanted segment; families with 

housewives. 

Another interesting aspect when it comes to Tokyo and Japan is that only 

49.2% of the female working population is actively working. This means 

that there are either many unemployed women or many housewives. In 

Sweden on the other hand as many as 76.2% of the female working 

population is actively working. Targeting the housewives in Tokyo can 

with this in mind be profitable since there are a lot of housewives with the 

time to shop. 

The section on geo-demographics automatically leads us to the question of 

the psychographics as we, for example, want to take a closer look at these 

housewives’ behaviors. This segmentation variable handles, according to 

Kotler et al. (1999) customers’ lifestyles, interests and so on. The 

psychographics are closely related to the demographic factors as most 

middle class housewives tend to behave in a similar way when it comes to 

shopping. The main difference between the segments in Tokyo and the 

ones in Stockholm is that the shopping behavior differs in the way the 

purchases are made. In Sweden the targeted segment, the families, have a 

relatively large dwelling space compared to the targeted segments in 

Tokyo. This leads to that the Swedish shoppers are able to purchase larger 
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packs and in general make larger purchases, although they do not shop as 

often as their Japanese counterparts. The larger purchases in Stockholm 

also indicate that shoppers make planned purchases to a greater extent than 

what shoppers in Tokyo do. 

7.2 Location Strategies 

The location is very important for retailers all over the world as there is 

always a struggle of attracting as many customers as possible. The main 

criteria for choosing the store location in Tokyo are, in accordance with the 

theories about market and trade area and also store location, presented in 

our theoretical framework. 

We can distinguish clear similarities between the location theories and the 

studied contexts, Tokyo and Stockholm. We believe it has to do with the 

superstore concept as a whole, which implies certain criteria when 

choosing a location in order to be successful. Daiei and JUSCO find that 

the population, traffic conditions, accessibility, closeness to the customers, 

parking lots, market potential and profitability are seen as important 

elements in order to present a competitive location or to fulfill the business 

idea of the superstores. In Stockholm City Gross’ main criteria are potential 

customers in the area, traffic conditions, parking lots, accessibility and size 

of trade area. All this mentioned above gain support from scholars, for 

example Anderson (1993), who specifically illuminates easy access as 

something important when companies locate stores. 

The main driving force behind the stores’ locations is similar in Tokyo and 

Stockholm. In the end it all comes down to low costs and potential profits. 

A store’s location is much about evaluating the available sites and this 
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evaluation should be based on the suitability of the store’s offerings 

(Anderson, 1993; Lusch & Dunne, 1990). Because of the superstore 

concept, to sell large volumes to low prices, the costs and potential profits 

becomes an important driving force when choosing location both in 

Stockholm and Tokyo. Since the price of land and rents are cheaper where 

superstores are located the suitability between the low price offerings and 

the location becomes clearer. 

Easy access has, according to Bolen (1988), to do with whether the targeted 

customers come by, for example, train or car. Here we can find a difference 

between superstores in Stockholm and Tokyo. In Tokyo, Daiei and 

JUSCO’s customers come to a larger extent by other transportation means 

than in Stockholm where the absolute majority of the customers come by 

car. This difference can be explained by the locations of the stores. In 

Tokyo the superstores are located near residential areas and many 

customers come by other transportation means than cars, and also a couple 

of times per week. In Stockholm on the other hand, City Gross’ store is 

located a bit further away from the residential areas. This means that 

customers will have to travel a further distance in Stockholm, but because 

of factors such as larger storage room in apartments and houses, car 

transportation, infrastructure and so on, the Swedish customers can plan 

their purchases and in turn not shop as often as their Japanese counterparts. 

Why is it that the superstores are located closer to residential areas in 

Tokyo than in Stockholm? Well to start with it is due to the stores’ trade 

area. The trade areas, or catchment areas, of superstores in Tokyo are a lot 

smaller than in Stockholm. The stores in Stockholm cover a much larger 

area. For example Daiei’s store in Shin-Urayasu attracts customers from an 

area in diameter of six kilometers while City Gross in Stockholm attract 
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customers from thirty kilometers south of Stockholm and a bit less north. 

The density of people is also likely to be an explanation to this difference. 

Because of the high intensity of people in Tokyo the mobility of the 

population suffers and for the customers to transport themselves in a heavy 

traffic demands more incitement than in Sweden where the traffic 

conditions are lighter. Bolen (1988) points out physical obstacles for stores 

to attract customers. The traffic conditions in Tokyo could be one of these 

physical obstacles that make it hard to attract customers from longer 

distances which could be the reason why superstores in Tokyo chose, or 

need, to locate closer to residential areas. 

Is it possible that the theories that deal with location strategies are based on 

a “western” standard and therefore some differences occur when applying 

them on an eastern context? Well, our opinion is maybe, it depends on 

which perspective one takes. For example, we get the feeling that location 

strategies, in general, assume that the population is mobile and do not often 

have any problems with travel from one place to another. The theories deal 

with aspects like the importance of accessibility and infrastructure 

(Anderson, 1993) but Tokyo has a great infrastructure that is well 

developed with buses, highways and so on. Japan is well known for their 

great trains etcetera. In Tokyo as we see it, there is still a problematic 

situation even though there are good communication and transportation 

means. Could this difference to the theories be due to that the theories are 

developed in an environment that have high population mobility? We 

believe this is the case since as long as the infrastructure and different 

transportation means are good there will be no problem for the customers 

getting to the stores according to the theories we have studied. For 

example, the theories Lusch and Dunne (1990) and Anderson (1993) 
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present are mainly based on research in USA and Europe. In Tokyo on the 

other hand, we believe there are more factors that play an important role 

and affect the mobility of the population. These factors are for example the 

population density of a city and infrastructure but also behavioral patterns. 

The mobility is, as we see it, also clearly related to the segmentation, as the 

location decisions to a great extent rely on mobility, and in order to reach 

the targeted segment, the location must match the segment’s mobility. 

Therefore we claim that the mobility of consumers play a major part in 

deciding the location and segment strategy. 

Something to consider when locating a store, is whether the targeted 

customers live in the area, or if they often are likely to pass through the 

area (Bolen, 1988). In Tokyo, Daiei and JUSCO’s customers live in the 

area surrounding the stores while in Stockholm, City Gross’ store site is 

more of a business area with many different companies and stores. We 

think this is due to that the customers in Tokyo visit the stores about three 

times per week and thus visit the stores more frequently than what is done 

in Stockholm where the stores count on that the customers will visit the 

store once a week. The customers that more frequently visit the stores in 

Tokyo also come by foot or bicycle and buy smaller volumes. In 

Stockholm the customers come less frequently but by car which means that 

there is a minor need of being located close to where the customers are 

living. The reason why the customers in Tokyo visit the stores more 

frequently may come from the fact that the stores are located closer to 

residential areas but also to the fact that their main customers are 

housewives that has more time to shop than a working family in Stockholm 

have. 
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Superstores both in Tokyo and Stockholm prefer locations where there are 

no competitors but complementary stores. This is a type of location that can 

be referred to as shopping center locations (Lusch & Dunne, 1990). Stores 

take benefit from each other since different stores attract customers to the 

area. However, the superstores in our contexts do not se competitors 

located nearby as a very large threat. One reason for this is the large 

amount of potential customers. There are enough customers for all existing 

companies according to the ones we have interviewed. The concentration 

of retailers within the same area can, however, contribute to different 

problems and possibilities (Anderson, 1993). If there is a high 

concentration of superstores with the same offerings in the same area this 

could attract a wide and large customer base to the location, then it is up to 

the stores to get the customers to shop at their store. One could say that by 

competing at the same location is to first cooperate in order to get the 

customers to the location and then compete when the customers are in 

place. We believe that superstores in Tokyo and Stockholm see the 

possibilities and also the problems with having competitors nearby. They 

try to deal with the situation the way it is and especially when it sometimes 

can be hard to acquire available store sites like it was, for example, for City 

Gross when they established in Stockholm. By this we mean that closeness 

to competitors is difficult to avoid since there are few suitable places to 

establish or run a superstore at. The location has higher priority than the 

competition that may already be there or the competition that may come 

later. This is obviously also a matter of company resources as a large 

wealthy company with sound finances has more options in choosing store 

locations. This is something that has become evident in our study. JUSCO 

for example would have the possibilities to build new state of the art 
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buildings whereas City Gross with their no loan policy would have to settle 

for whatever suitable vacant building they can find. 

To have available parking lots for the customers are considered very 

important for superstores both in Tokyo and Stockholm. We claim, in 

accordance with Anderson (1993), this is due to that a store location should 

be suitable with the stores offerings, if the superstores offer large volumes 

to low price it would be natural to offer parking lots in order for the 

customers to bring the large volumes home. This is also one of many 

reasons why the superstores are not located in downtown areas of Tokyo 

and Stockholm, it is hard and expensive to find a suitable store site that 

matches their offerings. However in Tokyo many customers come by other 

means of transportation than cars and because of this the stores must offer 

delivery solutions so that the customers do not have to carry the 

merchandises by themselves, which would be difficult in many situations. 

For example, it would not be easy to carry home a newly purchased 

vacuum cleaner and a bag of food on the crowded subway systems in 

Tokyo. 

The superstore concept for Daiei and JUSCO does not imply that all 

customers come by car and buy large volumes to discounted prices. 

Instead, many customers also buy small volumes more frequently and to 

locate the stores within residential areas may not match with the offerings 

in the same way Anderson (1993) describes as important. In Tokyo, Daiei 

and JUSCO function also as stores one visit to purchase small items and 

daily products. The customers can just as likely choose to shop at Daiei and 

JUSCO as at a smaller convenience store since the superstores are cheaper 

and located close to where they live. We believe this also can have 

something to do with contexts that the theories originate from. 
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Something to bear in mind is that the population in general lives in smaller 

dwellings in Tokyo than in Stockholm. This could have effect on the 

shopping frequency and volumes since there might be problems with 

storing the merchandizes at home and customers therefore prefer to buy 

smaller packages and smaller volumes more frequently instead. 

The growing potential of the area is something superstores in Tokyo 

consider. Our study in Sweden did not give this result. Hence, the 

superstores in Stockholm do not find the growing potential as important as 

the superstores in Tokyo. Once again we believe that this is due to that the 

superstores in Tokyo are located closer to residential areas. Because of that, 

they are more dependent of the development of the area since it could cause 

serious changes on a long time perspective. This is illuminated by 

Anderson (1993) who claims that trends in population growth can imply 

demographic shifts that can occur in targeted groups, family sizes and 

income levels. Another aspect of this is also that the potential buying power 

very well could increase in the future since the population is growing in the 

area. With the reasoning above, one can se that the demographic 

segmentation as well as the localization of the store becomes more 

important with low mobility among consumers in an area. Once again the 

mobility plays an important role for the weight demographic shifts plays in 

the localization strategy. With high mobility, the demographic shifts would 

be of less importance and vice versa. 

7.3 Positioning & Differentiation 

The positioning of a retailer can in accordance with Mason and Mayer 

(1990) and Samli (1989) be built in several different ways. Something 

these scholars have in common is their shared belief in the importance of a 
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store’s image. They speak of creating an image of, and in, a store that 

matches the targeted segment’s self image. As we discussed this back and 

forth, we came to the conclusion that the superstore concept in many ways 

has to give a certain image, and that is the one where prices are low. The 

image of the store must then match what the targeted segment expects. In 

Stockholm and Sweden very little focus was upon building a store image 

through the interior. The image is rather built by the products they carry. 

Because of the low price policy most superstores seem to follow, it is quite 

natural for superstore companies not to build a store that would bring a 

high profile feel to it. When walking around in, for example, City Gross it 

was evident that the focus laid on low prices and product offers rather than 

other image makers such as colorful and costly display cases. The stores we 

looked at were characterized by a simplicity that still was clean and well 

structured. 

The Japanese superstores dealt with the same issues in their positioning but 

the stores here had a slightly higher profile. The store profile gave the 

feeling of a large warehouse where many different stores were built 

together and held a clean cut and qualitative store interior. Generally 

speaking, the differences in the superstores’ interiors in Stockholm and 

Tokyo were relatively small. What could be distinguished was just that of a 

slighter higher profile of those in Tokyo, something that most certainly is a 

result of the higher quality demand in Tokyo. 

As we said earlier, when referring to Samli (1989) and Mason and Mayer 

(1990) and that also receives support from Kotler et al. (1999), the 

positioning should match the targeted consumers’ self image. This would 

mean that the image conveyed by the stores’ interior reflect the general 
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demands of the targeted segments in the two cities - slightly higher profile 

in Tokyo than in Stockholm. 

Kotler et al. (1999), claim that a differential image is essential in order to 

achieve an advantage towards competitors. Something that often lies in the 

superstore concept is that their products should be lower priced than the 

same products at other stores. This is how superstores differentiate their 

products from most other stores. In Tokyo we saw examples on product 

differentiation through environmental awareness by only carrying certain 

merchandise that is not hazardous to the environment (JUSCO). Another 

thing that was evident is the fact that the stores in Tokyo use different 

product mixes for different locations and situations. We will go deeper into 

the product specifics in the “product section” of the analysis. We can, 

however, conclude that the product differentiation used in Tokyo, is mainly 

through prices and unique products. 

In Stockholm there are similar strategies for this, prices, private brands 

(ICA, Coop) and great variation of offered products. The main difference is 

that the local and situational variations are not as significant. Van Raaij 

(1994) says that the products should be adapted to the preferences and 

desires of the targeted consumers. This is obviously something that is taken 

into account in both cities but is more evident in Tokyo. That it is a clearer 

differentiation in Tokyo we believe originates from the fact that Tokyo is a 

so much larger city with greater differences and trends in what is demanded 

by the city’s consumers. In Stockholm, a store also has a much larger 

geographical catchment area which should vouch for less variation in 

demand on the whole. Simply put, a small residential area within the 

catchment area would not affect City Gross to the extent that they would 

have to change or alter their offers. In Tokyo on the other hand, the stores 
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must be geographically close to the residential areas which also makes 

them more sensitive to local fluctuations in demand. The differences in 

Sweden is in that case, as Fast (2003) also claimed, that the consumer 

demand is seen as rather stable within Stockholm, but can be different from 

the consumer demand in the south of Sweden. The location of the store 

influence the line of merchandise the store would carry to a greater extent 

in Tokyo than in Stockholm. We claim that product adaptation is a product 

of the wants and needs of a specific catchment area. Since the geographical 

catchment area in Tokyo is relatively small, it is important for stores to 

offer a line of products that is well received by the targeted segment in that 

area. In Sweden, this is of less importance since larger catchment areas 

have a tendency of smooth eventual differences in demand out. Therefore 

differentiation of products in order to better serve a specific geographical 

area is not of as much weight in Stockholm as in Tokyo. 

Kotler et al. (1999) speak about service differentiation as something a 

company, or store, can use in order to do something different. In Tokyo, the 

services that come with a purchase are not that different from other 

superstore competitors in the city. Daiei and JUSCO’s selling of products 

in Tokyo characterizes by personal service and contacts as well as, maybe 

the most important of all, the distribution and deliveries. Since the situation 

in Tokyo looks the way it does, deliveries and personal contact with 

customers have become an important ingredient in retailing in that context. 

We do not see any significant attempts to make a difference relative the 

competitors in this area. In Stockholm, City Gross on the other hand offer 

less personal service (compared to Tokyo) and no deliveries. Here the extra 

cost that extra services would bring is subordinated to the price sensitivity. 

We believe this is a matter of several factors but the two major ones are 
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that; with easier access, less crowded means of transportation and larger 

storage room, customers in Stockholm are not as dependant on extra 

services as customers in Tokyo are. The other main reason we think is the 

general perception of quality. In Stockholm it seems that the customers 

perceive quality as something that lies within the physical product, for 

example fresh meat to a low price, packaged in a convenient way. In Tokyo 

the “human touch” is valued somewhat higher than it is in Stockholm. This 

also touches the personnel differentiation Kotler et al. (1999) deal with. 

Earlier we dealt with the image of a store’s interior. Image is, however, 

something that is built from several building stones, among others the ones 

we already have mentioned above. In addition to these and in accordance 

with Van Raaij (1994), both Kotler et al. (1999) and Ries and Trout (2000) 

speaks about a product ladder in consumers’ minds. As companies try to 

climb up the ladder in order to gain customer loyalty, they must, according 

to Ries and Trout (2000), be first with something. This behavior is 

something we have spotted in both the investigated cities. In Tokyo, Daiei 

were first to implement a superstore concept and JUSCO continuously try 

to develop new and unique products. City Gross want to convey the image 

of the “food rebel”, the store with the low prices and wide ranged 

assortment. Here we do not find any specific contextual differences since 

each company tries to find their own niche. What instead is important to 

bear in mind is that each company needs to continuously work on their 

chosen path in order to make room for themselves in the minds of the 

consumers. 
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7.4 Promotion & Communication 

In order to promote customers companies can use different communication 

or promotion tools where one of the most common is advertising. The most 

common communication tools for superstores in our study are direct 

advertisement and daily newspaper advertisement. When communicating 

with customers, the company has to decide what response is sought (Kotler 

et al. 1999). The main objective with the communication tools in Tokyo, 

for the superstores, is to create awareness in the minds of the customers. 

This is different from Stockholm where the intentional response from the 

customers is purchase. Of course in the end it is the same in Tokyo but they 

have another way to approach the customers. In Stockholm, City Gross 

focus on products in their advertisement while in Tokyo, the Daiei and 

JUSCO stores focus on the store. To focus on the store itself and not the 

products is one way to create awareness about the store and the company. 

Product and offering focus in the advertisement is a more direct approach 

which displays the products and prices etcetera in the ads that maybe leads 

to a more direct response from the customers, such as purchase. According 

to Kotler et al. (1999) there is no right way of approaching the customers 

but the companies need to know how to approach the consumers. 

First, JUSCO’s and Daiei’s overall marketing focus to receive an 

awareness response about the company or certain offerings from the 

customers. Then they also have their membership credit card holders that 

receive more detailed offerings, coupons, discounts and other promotion 

material. This may be due to that the customers holding such a credit card 

are more ready to purchase. They are apparently already aware of the 

company since they have the company’s credit card and the only thing 

missing are perhaps knowledge about new offerings etcetera that can lead 



 
              [Marketing Strategies of Superstores]   
 

                                                                 [Analysis] 
136

to that they prefer certain offers to others’ as well as becoming more or less 

loyal to the store and company. Kotler et al. (1999) imply that customers 

give different responses on marketing and it is important to adapt the 

communication and marketing to how ready the customers are to purchase. 

Since the credit card holders are more ready to buy, JUSCO and Daiei can 

use direct advertisement with a different objective than for example 

television commercials. It can be difficult to receive a response from the 

customers who do not have a membership credit card since they are not as 

ready as the credit card holding customers are. Therefore they do not 

receive the same informative marketing. 

Kotler et al’s. (1999) reasoning about the decision making process in the 

customers mind is one way to explain the fact that Daiei and JUSCO 

focuses on awareness. However, Tokyo has another culture that not always 

works in the same way as the western culture does even when it comes to 

business. For example, according to Genestre et al. (1995, p.18) the US 

promotion and advertising is about realism which deals facts and focuses 

on objective information such as products and prices. The Japanese 

promotion and adverting on the other hand, deal with idealism which is less 

concerned with factual items and instead focused on sensitive and 

emotional sides of things. We believe that this is a good explanation of why 

Daiei and JUSCO focus on the stores and the company and also awareness 

in their marketing. Further can this also explain why JUSCO and Daiei 

invest a lot of money in the environment and works with creating a 

environmental friendliness identity. The thing could be that the different 

focus in promotion and marketing from, for example City Gross, have 

nothing at all to do with Kotler et al’s (1999) decision process of the buyer 

but instead traditions and cultural differences. 
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We believe that another reason to why the stores in Tokyo focus on the 

stores is due to that Tokyo is a much larger market where there are a lot of 

alternatives and competing activities. This in turn makes the store sites 

more effective to market. JUSCO also point out that to use the price 

mechanism as a competitive advantage today is hard since many companies 

can offer low prices and the customers’ may find it hard to know which 

company is the cheapest. City Gross use the low prices as one of their main 

promotion mechanism and competitive advantage which can explain why 

they also focus on the products and prices in their marketing. 

City Gross mainly uses direct advertisement and newspaper advertisement 

but also a mix of other communication tools, in some situations, such as 

TV and radio communication. Daiei and JUSCO also use these 

communication tools but have a slightly more focused approach to the 

television and radio media. Once again, we believe this difference is due to 

that the Tokyo market is much larger than Sweden and that the customers 

have more alternatives. 

Brand building is more practiced in Tokyo by Daiei and JUSCO than by 

City Gross in Stockholm. City Gross performed some brand building when 

they established in Stockholm but besides that, this activity is infrequent. 

JUSCO and Daiei on the other hand both focuses on an environmental 

friendliness concept. This is an effort of obtaining favorable publicity and 

an image of the company (Kotler et al. 1999). City Gross obtain free 

publicity by operating the largest stores in Sweden and also often mention 

this whenever they get the chance. Free publicity or public relations is good 

for companies since it is a cheap way to market the company and the stores. 

This way focusing on environmental friendliness becomes a kind of 

“goodwill marketing”. JUSCO donate 1% of the yearly sales to charity 
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such as the environment, forests and schools which can be seen as a piece 

of the mentioned goodwill marketing. 

City Gross treat all their customers in the same way, there is no special 

treatment. The direct advertisement could be displayed different when 

targeting business customers than when targeting private customers but the 

offerings apply to all customers. In Tokyo Daiei and JUSCO do not treat all 

the customers in the same way. The large customers get special offerings 

and also customers holding their member credit cards. City Gross claim 

that special treatment of the customers through for example discounts via 

membership credit cards are only something the customers in the end has to 

pay for. Not to use membership card is not something general for Sweden 

since City Gross’ competitors offer it. We believe that special treatment 

and memberships etcetera is a way to, when the customers are in the area 

where also competitor are located, attract them to the stores. Most 

customers would probably choose the company in which they are members 

since they benefit from different offerings. Such reflections are supported 

by Kotler et al. (1999) as they point out that different sales promotion tools 

like coupons etcetera are something that can be used to accomplish 

different objects like for example attract the customers to the stores. 

Other sales promoting activities all our studied companies have are 

different campaigns connected to some large event or happening. For 

example, Daiei celebrate with discounts when their sponsored baseball 

team wins a game while City Gross may have contests connected to a 

sports championship if one of their suppliers sponsors the specific sport 

arrangement. All these kinds of activities are different approaches to 

promote the customers into for example buying more merchandises etcetera 

(Kotler et al., 1999). 
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City Gross adopt their sales promotion to the state of the economy. For 

example if the state of the economy is low they do not display the most 

exclusive products and vice versa. This is something JUSCO and Daiei do 

not practice, at least not to a large extent. We believe this has to do with 

contextual differences between Stockholm and Tokyo. In Tokyo the 

average expenditures per year and household are about 41,000 USD while 

in Sweden this figure only reaches 29,900 USD per year. This may imply 

that the population in Japan is less price sensitive and is less affected by the 

state of the economy when it comes to some purchases. 

Communication is not always about the communication targeting the 

customers but also the customers’ communication to the companies (Kotler 

et al., 1999). Both JUSCO and City Gross have some form of feedback 

function in their company from the customers. JUSCO has customer 

elected deputy managers that works with presenting customers opinions 

and City Gross has weekly meetings where they among other discuss 

customers’ opinions in certain issues.  We believe that this is a way to learn 

more about the market and about the customers’ needs etcetera in order to 

perform local adoptions in an efficient way. 

7.5 Product 

A retailer’s products are perhaps the first the customers see and also the 

main reason why they visit a store. Earlier we wrote about product 

differentiation as an important image creator and a way for a store to target 

a specific market segment. Here we are going to discuss how handling of 

private brands is conducted and whether the handling of the products in the 

form of private brands differs between the two chosen contexts. 
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The Swedish company in our thesis, City Gross, has despite their 

competitors’ conduct decided not to develop an own private brand. The 

official reason for this was that they want to keep their profile with already 

known brands and this way create the customer loyalty the private brands 

also could create. We believe, however, that since City Gross as a company 

is a relatively small actor compared to their competitors, a new private 

brand would be too costly and troublesome to launch. The differentiation 

will therefore rely on keeping low prices on well known brands. The larger 

competitors such as ICA and Coop both have strong private brands in 

“ICAhandlarnas” and “BlåVitt”. Kotler et al. (1999) claim that the private 

brands have the advantage of prime store space since the store has the 

power to decide upon where specific products should be located. With this 

in mind, City Gross’ strategy gives another explanation in that even though 

their well known brands are kept by their competitors as well, the focus 

will be drawn to the private brands to some extent. This would mean that 

City Gross can profile themselves with well known brands in focus and 

thereby get a different image from the competitors inside the store. 

JUSCO have a private brand called “Topvalu”. The Topvalu brand gives 

name to a large number of product types, everything from clothes to meat. 

The motto is quality and reliability but with a low price focus. This motto is 

very similar with the Swedish private brand strategies – an offering that 

serves as an alternative to other higher priced brands. This is also all in line 

with Halstead and Ward (1995) who claimed that the low price was the 

number one factor in the positioning of a private label. We wrote in section 

6.3.3 about how JUSCO tried hard to continuously develop new and 

different products. The development is brought upon them as competitors 

come up with similar products or offers. The important thing here though is 
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that JUSCO’s development of products very well could be a textbook 

example of Halstead and Ward’s (1995) thoughts on product improvement 

of private brands. The low price is here never jeopardized even when new 

features on a product are added. 

In Sweden we found a similar example but with a different approach. Since 

City Gross did not have their own private brand we decided to take a little 

closer look at Coop Sverige’s private brands. Änglamark is one of Coop’s 

brands and is very focused upon an environmental friendly approach. This 

brand, however, is not a low priced brand. The fact that it has been around 

since 1991 should prove that there are factors, improvements to say another 

word, that are able to alter the conclusion made by Halstead and Ward 

(1995) – that product improvements could be necessary but never at the 

cost of a higher price. We are not saying that the conclusions they made are 

wrong since Änglamark is nothing more than a general brand put on the 

ecological products Coop carry. The low priced products such as Signum 

and BlåVitt (Coop X-tra) still have their segment and profile. These actions 

with starting a new ecological brand could instead prove to further 

strengthen the theory put forward by Halstead and Ward (1995) as the new 

brand never could compete head to head with the lower priced products and 

still be ecological. Instead of an increase in price a new brand was 

introduced. 

The differences between our findings in Tokyo and Sweden are not so 

much contextual but rather company specific. The larger Japanese 

companies have consequently more resources to back their private brands 

up. What is interesting though is that companies in both contexts have 

shown signs on an environmental friendly approach. Even though our 

choice of company studied in Stockholm did not have any private brands, 
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their competitors do. What we have seen is that the choice of private 

branding is a matter of differentiation and/or price pressing. Änglamark as 

well as City Gross’ choice of not launching a private brand can be seen as 

differentiation while Signum, BlåVitt and Topvalu can be seen as price 

pressers. 

7.6 Price 

The products may very well be the reason to why consumers put in their 

time and effort to get to a certain store. Without a good pricing strategy 

sales will not be satisfactory. As we wrote earlier, pricing is to a large 

extent a differentiation factor. This has been shown by the profile of the 

store as well as the previous section about the private brands and their 

ambition to present a price conscious alternative to other brands. 

In City Gross’ case they have tried to use the price as a differentiation 

towards their competitors’ line of merchandise. This differentiation we 

believe is the reason to why they have somewhat contradicted Lusch and 

Dunne’s (1990) reflections on how prices are likely to be higher when 

carrying well known brands. With no alternatives with own low priced 

brands, City Gross are forced to compete with brands that their competitors 

carries too. However, the fact that Lusch and Dunne (1990) claim that 

closeness to competitors with similar or identical merchandise brings less 

price flexibility we think supports the idea of that City Gross have done the 

right thing in order to differentiate themselves on the market. They could 

according to these reflections not have competed with higher prices and 

since they do not have their own brand, lower prices on similar or identical 

products was the best way of differentiation. This automatically leads us in 

to the location factor. The low prices would not be a strategy that could be 
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implemented in downtown Stockholm for a number of reasons. For 

example, the geographical catchment area could be dramatically decreased 

as traffic in the city area is much heavier than on the highway leading out 

to Kungens Kurva. This could lead to a relatively lower customer flow and 

hence a decrease in sales. The costly rents and space downtown may also 

make a superstore concept in the city core to costly to their current pricing. 

The Japanese companies in our study, JUSCO and Daiei, both have their 

own brands that also match the Lusch and Dunne’s (1990) reflections on 

the low price alternatives. The general pricing strategy of a superstore is, as 

we wrote earlier, already given to some extent since low price is a part of 

the superstore concept. The superstores in Tokyo are located in, or near, 

residential areas which is of no surprise as Lusch and Dunne (1990) claim 

that the further from the customer the store is located, the lower the prices 

have to be in order to attract consumers. The reason for this is, as we 

mentioned in section 7.2, that it is more difficult to move around in Tokyo 

that it is in Stockholm. The location is therefore a major factor in the 

pricing of products in superstores In Tokyo. The main difference between 

the two studied contexts in this area is that it is more time demanding for 

consumers in Tokyo to travel than it is for consumers in Stockholm. This 

would, in accordance with Lusch and Dunne (1990), lead to that the 

geographical area in which low price attracts consumers is smaller in 

Tokyo than it is in Stockholm. 

Another difference we want to address is the fact of the extra services that 

are ever present in stores in Tokyo. These extra services, such as deliveries, 

that are much needed in Tokyo also cost money. This is the one major 

contextual difference between the two contexts as we see it. The way 

Tokyo is built both physically and the way the city’s inhabitants act, 
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deliveries and services have become institutionalized. The pricing of 

merchandise do not differ from what the scholars say about the variables 

we have looked at, but because of the wants and needs that have grown 

mature in the society of Tokyo, we can see that consumers act differently. 

When speaking of price it is difficult not to deal with promotion as well. 

Lusch and Dunne (1990) write about how promotion and price 

competitiveness will increase demand. This is something we have found 

that all the studied companies have adapted. This is perhaps best illustrated 

in their commercials that often have focus on special offers with extra low 

prices as well as a profile for a certain product or the company or store 

itself. 
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 V{tÑàxÜ 

n this last chapter we intend to summarize the conclusions we came to 

in our analysis. This will be done by using the research questions as a 

starting point for the discussion that will give answers to them and hence 

fulfill our purpose. 

I 

“The significant problems we have cannot be solved at the same 

level of thinking with which we created them.” 

- Albert Einstein (1879 - 1955) 
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8.1 Conclusions 

In this section we will present the conclusions we have come to by 

presenting, and answering, our research questions. In order to make it 

easier for the readers to follow our discussion, we have chosen to present 

our research questions from chapter one again. 

The first research question concerned marketing strategies in Tokyo and 

reads as follows: 

• How do superstores apply marketing strategies in Tokyo from the 

dimensions segmentation, targeting, place/location, positioning, 

differentiation, price, communication and promotion? 

Superstores’ segmentation in Tokyo is mainly based on geographic areas, 

meaning that superstores divide the customers in different geographical 

segments before targeting one or more segments. By doing this they 

eliminate geographical areas that they do not want to target or that do not 

fit their type of offerings. One important factor to the geographical 

segmentation is the mobility of the population which leads to that 

superstores in Tokyo have a small catchment area due to a rather low 

mobility of the population. The geographical segmentation of the market is 

the first step in the segmentation. The next factors that play important roles 

are the demographics within a geographical area, in other words the geo-

demographics. Superstores in Tokyo apply demographic factors, in their 

segmentation, as social class, age and gender. Superstores in Tokyo also 

segment the customers further by using psychographical variables in the 

way that they look at consumers’ behavior. The behavior that is sought is 



 
                                               [Marketing Strategies of Superstores]   

                  [Conclusions] 
147

that of a “typical” housewife and/or family as this consumer group handles 

most of a household’s general purchases in Tokyo. 

To conclude the segmentation is based on geographical areas and then 

superstores further narrow the segments down by adding demographics and 

psychographics. This is also the base on how they apply targeting. 

Superstores’, in Tokyo, main target are middle aged housewives with 

families in a geographical area nearby the stores. 

What superstores in Tokyo seek, when locating a store, are low costs and 

high profits. The low costs are what we have seen as the base of the 

location strategies for superstores in Tokyo. Therefore the location is much 

about low cost of land and rents and also an area with a lot of potential 

customers. Superstores therefore choose to not locate in central parts of 

Tokyo. 

Superstores in Tokyo have a rather small catchment area and due to this 

they, combined with a relatively low mobility of the population, locate 

themselves close or within residential areas. They cannot rely on that the 

customers always come by car and buy large volumes. Not all customers 

come by car even though it is the most common mean of transportation. 

However, since there is still a large part of the customers that come by car, 

it is important for superstores to be accessible and provide generously 

parking space in connection to the store location. Since superstores in 

Tokyo are located close to, or in, residential areas, they become dependant 

of the population living there. Therefore they also adapt to the local 

environment to a large extent. 

When it comes to competition and location strategies, the competitors’ 

location is not of great importance for superstores in Tokyo although they 
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prefer to geographically distant themselves from competitors. The ideal is 

to be located where no competitors are but with a lot of complementary 

stores nearby. 

All in all, superstores in Tokyo apply location strategies in the way that 

they seek low costs and high profits and then they adapt to the potential 

customers within the catchment area and the competitors are not seen as a 

large threat. 

The positioning and differentiation strategies for superstores we have found 

are in general about finding an own niche. To, in a small or more evident 

way, differentiate from the competitors and create a position in the minds 

of the customers. In Tokyo the positioning is mostly about low prices. 

Something interesting with the superstores in Tokyo is that the stores try, at 

the same time as they offer low prices, to create a high profile store image. 

We believe that the higher profile is something demanded by consumers in 

Tokyo. 

Another thing that was very clear when it comes to differentiation in Tokyo 

was the investments in own brands. The differentiation among superstores 

in Tokyo is much about offer unique products that competitors do not have. 

Further it is not enough with only unique products, the products also have 

to have a greater value in many cases, for example environmental 

friendliness characteristics. 

To sum up, superstores in Tokyo work hard with creating a low price 

position on the market but at the same time holding a high profile. 

Differentiation through unique products and to focus on for example the 

environment is a common way to handle the differentiation through image 

building. 
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When it comes to promotion and communication in Tokyo, superstores’ 

strategy is to give customers relatively tailored approaches. Through 

different membership alternatives and characteristics of the customers the 

stores offer different prices and products. Superstores in Tokyo are 

increasingly focusing on the store and company as a whole while the price 

in promotion become less important. Instead other emotional factors grow 

significant, for example environment friendliness with which superstores 

try to create public relations. 

The communication tools used are almost all media but we could se a focus 

towards more powerful tools such as television and radio. Through these 

channels the stores try to create awareness in the minds of the customers.  

And at the same time take advantage of different happenings and events in 

order to create different selling campaigns. 

To conclude, superstores’ promotion and communication strategies, in 

Tokyo, are to sell more by special treatment of certain customers with 

different memberships. The company and the store is important and also 

the creating of awareness in the minds of the customers. 

The product strategies in Tokyo are to a large extent about offering unique 

products  through own brands and by that differentiate from the 

competitors, but also much about offer a cheaper alternative to higher 

priced brands. The superstores continuously develop their private brands in 

order to be competitive and without affecting the price levels. 

The location is a major factor to why superstores in Tokyo can offer low 

prices. Another thing is also that delivery services and similar are, one 

could say, institutionalized, which of course affect the prices and costs. 

Since it is demanded and well implemented in Tokyo the customers are 
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prepared to pay the price for such services while customers in Sweden may 

not. 

In summary, products are much about differentiating from competitors 

while the price focus is about being low and not so much of a 

differentiation mechanism. The location is closely connected to the low 

price levels but still the customers are prepared to pay a higher price to get 

products delivered. 

In order to put the above in relation we formulated the second research 

question as follows: 

• How do superstores apply marketing strategies in Stockholm from 

the dimensions segmentation, targeting, place/location, 

positioning, differentiation, price, communication and promotion? 

Superstores’ segmentation in Stockholm is rather wide. We found 

geographical segmentation variables less important in Stockholm than in 

Tokyo because superstores have a larger geographical catchment area. 

However, there is always a geographical limit for how large the catchment 

area is and can be. To narrow the segments down, superstores in Stockholm 

use psychographic elements by separating families from single households 

and business customers from private customers. The thought with the 

families and the business customers are that they have different shopping 

habits and shopping behaviors compared to a single household. 

To conclude, superstores in Stockholm let geographical factors set the 

limits for their segmentation while they then further narrow the segments 

down by using consumer psychographics. This is the superstores’ base for 
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selecting and targeting segments. The main target is families and large 

households within a specified geographical area. 

Similar to Tokyo, the basis of the location strategies for superstores in 

Stockholm are low costs and high volume. They seek locations where the 

costs are low and where they can hold low prices and sell large volumes. 

Therefore superstores in Stockholm do not locate themselves in central 

parts of the city where running costs would be high. 

Superstores in Stockholm have a relatively large catchment area and 

because of that the closeness to residential areas is less important. Instead 

the accessibility, parking lots and infrastructure are of greater importance. 

This also since the majority of the customers comes by car. Superstores in 

Stockholm have however, problems with finding available store sites as it 

is important that the area where they are located is characterized by a large 

flow of potential customers passing through. 

In conclusion, superstores’ location strategies in Stockholm are based on 

low cost and high volume stores with large catchment areas. It is important 

that the location offers a large flow of potential customers in the area. 

Exactly like in Tokyo, superstores in Stockholm try to find their own niche. 

The position is very much built around low prices. The products are a very 

important tool in Stockholm when companies differentiate themselves from 

other whether the products are own brands or not. I Stockholm we found 

that the products are more important than the store image concerning 

positioning and differentiation strategies. 

To conclude, superstores in Stockholm position themselves through prices 

and differentiate themselves by the products they are offering. 
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The promotion in Stockholm is mostly conducted via products and 

attractive prices. The communication focuses on products, and has a more 

direct approach to the customers than the superstores have in Tokyo. The 

main purpose with the communication is to lead to a purchase response 

from the customers. 

We can not draw any direct conclusions about issues like special treatment 

when it comes to Stockholm since our object of study in Sweden do not use 

this approach although many of their competitors do. However, the 

communication tools used are, as in Tokyo, many but perhaps a slight 

focus toward direct advertisement and newspaper advertisement. The state 

of the economy is something we found affects the promotion strategies in 

Stockholm to a greater extent than it does in Tokyo. 

In summary, the main promotion mechanisms in Stockholm are price and 

products. The communication tools used have the purpose to lead to 

purchase and the state of the economy is something superstores have to 

adapt to. 

In Stockholm superstores apply product strategies, in general, as a mean to 

differentiate themselves from competitors and to be competitive. The prices 

are also a way to differentiate stores from each other in Stockholm. The 

pricing strategies are also closely connected to the locations of the stores in 

Stockholm since the prices would not be profitable if the stores where 

located in the central parts of the city. 

To conclude, both products and prices, but also the combinations of these 

two are ways to differentiate for superstores. The prices are also closely 

connected to the location strategies. 
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A comparison between the two chosen context and how superstores in 

these have applied marketing strategies may show upon differences which 

lead us to our third and final research question. 

• What are major factors that could cause differences in the 

application of marketing strategies in the chosen contexts? 

We believe there are many major factors that could cause differences in the 

application of marketing strategies. The most evident factors we have seen 

and would like to illuminate are contextual differences as we believe these 

affect the application of marketing strategies to a great extent. 

The difference between superstores’ application of segmentation in Tokyo 

and Stockholm is that superstores in Tokyo take more variables into 

consideration when segmenting the market. We are referring to the 

demographics. We found that this is due to that women (housewives) in 

Tokyo are a large group of potential customers that has time to shop, hence 

making this segment very attractive. Another difference in the 

segmentation is the size of the geographical area which is larger in 

Stockholm than in Tokyo. According to our results this is due to that the 

mobility is lower in Tokyo than in Stockholm. Since the mobility is lower 

the catchment area becomes smaller which in turn leads to a more limited 

geographical segment. The reason behind the differences in customer 

targeting is that even though the segmentation process in itself is quite 

similar between the two cities, the shoppers are not. In Tokyo the 

housewives are in charge of the shopping to a greater extent than women in 

Stockholm. We believe this gender based difference in society is the main 

reason to why the targeting differs. 
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In addition to segmentation and targeting, the mobility also affects the 

location. In Tokyo superstores are located within residential areas while in 

Stockholm, they are located in business areas. Since the mobility is lower 

in Tokyo the stores need to be located more closely to customers. The 

living space per dwellings and then also storage room are also in average 

smaller in Tokyo which affect the frequency of purchases. Instead the 

customers visit the stores more often and purchase smaller volumes and do 

not always travel by car which implies that locations within residential 

areas are beneficial for superstores in Tokyo. In Stockholm on the other 

hand the customers come mostly by car implying that there is no need to be 

located within residential areas. 

Superstores in Tokyo are much more adapted to the local environment and 

differences than superstores in Stockholm. We believe this has to do with 

the fact that Tokyo is a larger city with more inhabitants, alternatives, 

competitors etcetera, that makes the company adapt to the environment if 

they want to be competitive. 

The differences we found in positioning and differentiation strategies is 

that superstores in Tokyo try to create a higher store profile than in 

Stockholm and at the same time offer low prices. The reason to this is once 

again the size of Tokyo compared to Stockholm, and the large amount of 

alternatives the customers have. 

When it comes to promotion and communication the main difference we 

found, between Tokyo and Stockholm, was different ways to approach the 

customers. In Stockholm, superstores use a more direct approach, 

promoting with direct advertisement focusing on products in order to get a 

purchase response from the customers. In Tokyo on the other hand, the 
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approach is store and company focused with the goal of creating customer 

awareness. The reason why superstores in Tokyo focus on the stores, image 

and awareness is that the price mechanism is, in a way, “out of business” 

due to large number of actors offering low prices. In Stockholm there is 

still a margin to experiment with and also offer lower prices than 

competitors. In Tokyo it becomes more important to promote the store site 

than the prices due the large number of companies offering low prices. 

Public relational marketing is something the superstores in Tokyo work 

with to a larger extent than superstores in Stockholm do. For example, the 

environment friendliness image that the stores try to create. We believe this 

has to with the fact that Japanese promotion, in general, often deals with 

idealism focusing on sentimental aspects instead of factual items and that 

such an approach is better received among consumers. 

Delivery services of superstores in Tokyo are seen as natural services to 

offer even though this might increase the price of the product. In 

Stockholm, this kind of services is not common or practiced. The reason 

for this difference is many as we see it. First there is the mobility of the 

population that implies that roads, streets and subways in Tokyo are 

crowded and therefore customers sometimes want the products delivered so 

that they do not have to carry the products home in a crowded subway 

system. Second, many of the customers come by other means of 

transportation than car. Then we also have the fact that the Japanese 

population is perhaps less price sensitive, something that could be 

concluded from that their average expenditures per year are quite higher 

than Sweden’s. 
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To conclude, the major factors that cause differences between the 

application of marketing strategies between Stockholm and Tokyo, as we 

have found, are; 

• Mobility of the population and all that comes with that, for example 

traffic conditions and infrastructure. 

• What the working population looks like. 

• Living and storage space. 

• Size of the city, the larger the city is, the more companies and 

alternatives are available, and this also affects the population’s 

mobility. 

During our research and study we also found some other interesting results 

that were not our purpose from the beginning. It is about the theories and 

how they match the context. We found that, even if many marketing 

theories often point out that one has to consider the environment and 

differences and so on, there is a mismatch between theories and context in 

some cases. We, for example, found that location strategies assumed that 

customers are mobile and have no problem in transporting themselves to 

the stores as long as the infrastructure is good. We believe that this is not 

the case in Tokyo since the infrastructure is well developed but the 

mobility still is rather low. This of course has to do with city size and 

population behavior. What we mean here is that the theories have been 

constructed in accordance with contexts that differ from the unique one that 

Tokyo constitutes. The connections between, for example, location and 

segmentation become more evident in a context including an extremely 

large city. One thought is that as cities grow and become more complex, so 
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will the theories. We want to illuminate that the application of the 

marketing theories must include an increasing dependence of each other as 

contexts get more and more complex. As we have described earlier, a 

geographical large city can bring low mobility that in turn makes 

segmentation, targeting and localization more important. It is also possible 

that low mobility will push for a promotion that focuses on products 

instead of company and store since the mobility decides whether 

consumers have easy access to store sites. Such connections between 

different parts of the marketing mix hence are largely affected by the 

context in which the mix is present. We claim that this a city’s context and 

the dependency rate between the marketing actions in the marketing mix 

correlates. 

We also found that Kotler et al’s. (1999) theory about customers’ decision 

making process may not be a good explanation to why superstores in 

Tokyo focus on awareness and stores in their marketing. Instead we drew 

the conclusion that Japanese people have another way of looking at 

promotion. It is more about sentimental issues instead of factual that are 

preferred. 

8.2 Continued Research  

Since we have tried to give an overall picture on the major marketing 

actions superstores in Tokyo and Stockholm use, we would find it 

interesting to take a deeper look into one or two of the different marketing 

areas we have presented. In order to continue on the path we have walked, 

it would also be appropriate to look at other cities and their conditions for 

superstore marketing. Such a study could further investigate the 

relationship between theories and contexts and provide further 
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understanding for the context’s role in marketing activities for the 

superstore concept. This would also help to further distinguish the 

correlation between contextual factors such as city size and the dependency 

rate between the marketing actions. 

We believe that following research questions would be of interest to study 

in the future: 

• What differences are evident in location strategies between east and 

west concerning superstores? 

We find this question interesting since retailing is much about location and 

it would be stimulating to investigate this subject more deeply.  

• What does customers’ attitudes towards the superstore concept look 

like?  

It is always interesting to find out what the customer think about different 

issues instead of how the companies view things.  

• What is the relationship between context and marketing strategy? 

It interesting to study since context constantly changes and affects the 

business and in order for theory to develop, this kind of research should be 

conducted.  
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Questionnaire: Marketing Strategies for Superstores in Tokyo 

 
The company & Tokyo: 
 

1. How is business for your company in Tokyo? Are the profits good 
compared to other locations in the country? 

 
2. What is your market share in Tokyo compared to other parts of Japan 

and competitors? 
 

3. Approximately how large (sales area) are your stores in Tokyo in 
general?  

 
4. Are there any laws that complicate the business? What is the effect 

of this law? How do you handle these effects? 
 
Segmentation & targeting: 

 
5. How do you choose your customer segment? Please explain. 
 
6. Do you categorise your customers in order to offer specific products 

to each category? 
 

7. Which customers do you focus on and why? Are there any 
differences from different areas in Tokyo? 

 
8. Do you target customers in central Tokyo? Please explain. 

 
Location: 
 

9. When opening a new store in Tokyo, what are the main criteria for 
the location of the store? 

 
10. What are the driving forces behind the location of the stores, for or 

against, in Tokyo? 
 

11. What are your special preferences concerning the store location area 
when it comes to be freestanding, close to competitors, closeness to 
supporting stores etc.? 
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12. To what extent is smaller specialist stores a threat? Please explain. 
 
Positioning: 
 

13. Why/why not is store identity an important factor? How is your 
identity built and what does it look like? 

 
14.  Please position your company and main competitors beneath and 

explain: 
 

 
 

15. Does your marketing focus on the store (the company itself) or the 
products you are holding? Why have you chosen this approach? 

 
16. Do you have different stores targeting different segments in Tokyo 

or are all stores built and run in a standardised way? 
 
Differentiation: 
 

17. What differentiates you from your competitors? 
  
18. What are your advantages to your competitors? What, if any, is 

different with your stores and line of merchandise? 
 
Promotion/Communication: 
 

19. What forms of communication do your company use to reach the 
customers? 

 
20. What are the key objectives with these communication tools? 

 
21. How do you work with promotion in order to attract the customers to 

your stores? 
 
Miscellaneous: 
 

Low Qual.

High Qual.

Low price High price
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22. Do your customers in Tokyo come by car or train? How come? Is 
this something you could affect? If so, how would one do that? 

 
23. Which, if any, environmental changes are taking place? 

 
24. What strategies and competitive actions work/ do not work in Tokyo 

according to your experiences? Please explain. 
 

25. What are your competitors in Tokyo doing? Has this had effects on 
your decisions and procedures? 

 
26. Do you see any new threats to your business? 
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Questionnaire to Store Managers in Tokyo 

 
The store & Tokyo: 
 

1. How is the everyday business for your store in Tokyo?  
 
2. Approximately how large (sales area) does your store have? 

 
Segmentation & targeting: 
 

3. How do you choose your customer segment? 
 
4. Do you categorise your customers in order to offer specific products 

to each category? 
 
Location: 
 

5. What are the main criteria for the location of the store? 
 

6. What are your special preferences concerning the store location area 
when it comes to be freestanding, close to competitors, closeness to 
supporting stores etc.? 

 
Positioning: 
 

7. Why/why not is store identity an important factor? How is your 
identity built and what does it look like? 

 
8. Please position your store and explain:  

 
 
 

9. Does your marketing focus on the store (the company itself) or the 
products you are holding? Why have you chosen this approach? 

 

Low Qual.

High Qual.

Low price High price
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Differentiation: 
 

10. What differentiates your store from other stores, any advantages? 
 
Promotion/Communication: 
 

11. What forms of communication does your store use to reach and 
attract the customers? 

 
12. What are the key objectives with these communication tools? 

 
Miscellaneous: 
 

13. Do your customers in Tokyo come by car or train? How come? Is 
this something you could affect? If so, how would you do that? 
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Questionnaire: City Gross 

Segmentering och targeting: 
 
1. Hur väljer ni era kundsegment för City Gross? 
 
2. Kategoriserar ni era kunder så att ni kan erbjud specifika produkter 

och erbjudanden till de olika kategorierna? 
 

3. Vilka kunder fokuserar ni på? Är det några skillnader mellan olika 
delar Stockholm? 

 
4. Riktar ni er till kunder från centrala delarna av Stockholm? Förklara 

gärna. 
 
Lokalisering: 
 

5. När ni öppnar upp en City Gross i Stockholmsområdet vilka är då de 
viktigaste kriterierna för affärens lokalisering? 

 
6. Vad är drivkrafterna bakom valet av lokalisering? 

 
7. Hur ser ni strategiskt på området där City Gross är lokaliserade? 

Föredrar ni att lokalisera affärerna ”självständigt”, när till 
konkurrenter eller när till komplimenterande affärer etc.? 

 
8. I vilken utsträckning är mindre specialister ett hot? 

 
Positionering: 
 

9. Varför/varför inte är butiksidentiteten en viktig faktor? Hur är City 
Gross identitet byggd och hur ser den ut?  

 
10. Var god positionera City Gross och era två huvudsakliga 

konkurrenter i positionsdiagrammet nedan och förklara: 

 Low Qual.

High Qual.

Low price High price
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11. Fokuserar marknadsföringen på City Gross affärer (själva företaget) 

eller på specifika produkter som ni erbjuder? Varför har ni valt detta 
angreppssätt? 

 
12. Anpassar ni City Gross affärerna till olika områden i Stockholm eller 

har ni ett mer eller mindre standardiserat koncept? 
 
Differentiering: 
 

13. Vad skiljer City Gross från konkurrenterna?  
 
14. Vilka fördelar har City Gross gentemot konkurrenterna? Vad är 

annorlunda med just City Gross affärer? 
 
Påverkan/kommunikation  
 

15. Vilken typ av kommunikationsverktyg använder City Gross för att nå 
ut till kunderna?  

 
16. Vad är det huvudsakliga syftet med dessa kommunikationsverktyg? 

 
17. Hur påverkar City Gross sina kunder att komma till affärerna? 
 

Diverse: 
 

18. Hur transporterar sig majoriteten av kunderna sig till City Gross 
butikerna i Stockholm? Är detta något som går att påverka? 

 
19. Finns det några förändringar i omvärlden som påverkar 

verksamheten för City Gross för tillfället eller som ägt rum nyligen? 
 

20. Vilka konkurrensfaktorer fungerar bäst enligt dina erfarenheter i 
Stockholm gällande City Gross?  

 
21. Vad gör era konkurrenter i Stockholm som kan ha haft effekter på 

konkurrensen, beslut och processer?  
 
22. Ser ni några nya hot för City Gross verksamhet? 
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Questionnaire: City Gross Kungens Kurva 

Butiken: 
 
1. Hur stor försäljningsyta har butiken?  

 
Segmentering & targeting: 
 

2. Hur väljer ni era kundsegment? 
 
3. Kategoriserar ni era kunder så att ni kan erbjud specifika produkter 

och erbjudanden till de olika kategorierna? 
 

4. Riktar ni er till kunder från centrala delarna av Stockholm? Förklara 
gärna. 

 
Lokalisering: 
 

5. Vilka är de viktigaste kriterierna för affärens lokalisering? 
 
6. Vad är drivkrafterna bakom valet av lokalisering? 

 
7. Hur ser ni strategiskt på området där City Gross är lokaliserade? 

Föredrar ni att lokalisera affärerna ”självständigt”, nära till 
konkurrenter eller nära till komplimenterande affärer etc.? 

 
Positionering: 
 

8. Varför/varför inte är butiksidentiteten en viktig faktor? Hur är City 
Gross identitet byggd och hur ser den ut?  

 
 
9.  Var god positionera City Gross och era två huvudsakliga 

konkurrenter i positionsdiagrammet nedan och förklara: 

 
 

Low Qual.

High Qual.

Low price High price
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10. Fokuserar marknadsföringen på City Gross (själva företaget/affären) 
eller på specifika produkter som ni erbjuder? Varför har ni valt detta 
angreppssätt? 

 
Differentiering: 
 

11. Vad skiljer den här butiken från konkurrenterna? Några fördelar? 
 
Påverkan/Kommunikation: 
 

12. Vilken typ av kommunikationsverktyg använder ni för att nå ut till 
kunderna?  

 
13. Vad är det huvudsakliga syftet med dessa kommunikationsverktyg? 

 
Miscellaneous: 
 

14. Hur transporterar sig majoriteten av kunderna sig till butiken? Är 
detta något som går att påverka? 
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“To all, to each, a fair good night, And pleasing dreams, and 

slumbers light.”  

- Sir Walter Scott, (1771 - 1832) 


