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Abstract

Today, the retail industries in many countries have been transforming
to modernization. Such transformation has caused traditional retailers lost
in competitive advantage of the retail business. To properly frame the
competitive strategies, traditional retailers need to firstly realize the market
positioning of all retail formats. This would let the traditional retailers to learn
strong/weak positions and further consolidate their strong position against
competitors. Therefore, this paper aims exploring market positioning of ten
retail formats, which include both traditional and modern retailers.
Multidimensional Scaling was applied because of its powerful approach for

positioning analysis. The result clarified that the strategies strongly held by
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various format of modern retailers are distinctly different from the traditional
retailers. Mom-and-pop stores are advised to consolidate their current
positioning such as to form relationship with intimacy, and to understand

clienteles’ desire.

Keywords : Market Positioning, Retail Mix, Traditional Retail
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