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Abstract 
While the environment surrounding many retailers is becoming severe in Japan, the 
boundaries of "types of retailers" have been getting fuzzy. Therefore in this article I 

investigate factors that can be "buds" of types of retailers by employing a framework of 
category innovation from the viewpoint of consumer behavior research. Two propositions may 
be possible for the directionality of buds of types of retailers. One is to change the value 

proposition by exceeding the limit of assortment and customer correspondence. The other is 
to raise a value dimension by experience value. I discuss these two propositions through the 
case studies of innovative retailers. 

 
Keywords: category as a type of retailers, consumer behavior, innovation, experience value, 
assortment, supermarket, home center 
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Buds of Types of Retailers 
New Store Format Case Study Based on the Frame of Value Dimension and Value Premise 

 
I. Introduction 

Until now many types of retailers have emerged in Japan such as department store, general 
merchandising store, supermarket, convenience store, home center, drugstore and specialty 

store chain (UNIQLO, Yamada Denki etc.). 
Especially the information system mainly in the convenience stores enabled us to 

TANPINKANNRI (control inventory by stock keeping unit (SKU)) and therefore many 

retailers extended sales by efficiency of assorting mostly hot-selling products. However, the 
retail market in Japan has been stagnant recently and this "assorting hot-selling products" 
became a factor to increase the similarity of the assortment of each store in the same type of 

retailers. As a result, the differences among stores are getting smaller. I don't say the 
difference will disappear but when consumers recognize no differences among stores, 
customer’s criterion to choose the stores will be low pricing in the end. If so, each store in the 

same type of retailers may have a tendency toward commoditization. 
Furthermore, accompanied by economic slump, rapid cost rise of raw materials and decrease 

in younger population, consumer confidence declines and retailer’s profit is pressured. 

Retailers are repeating excessive competitions by opening the new stores and rushing toward 
low-price competition to appeal to the consumers who want to make the cheapest purchase to 
save even one yen.  

We take a look at the competitions among types of retailers. There are convenience stores 
dealing in fresh food category, supermarkets open 24 hours and department stores like real 
estate developers to invite apparel specialty store chains popular among younger people. 

Convenience stores started to deal in medicines by the revised Pharmaceutical Affairs Act 
and therefore the border between convenience stores and drugstores has been getting blurred. 
In this way, the chaotic situation inside and outside the types of retailers makes retailers fall 

into a negative blind spiral. To avoid this situation, it may be necessary to know the way 
retailers should be and their growth factor to go beyond the conventional framework. 

While the concept of types of retailers has been getting more and more indistinct, is there 

any significance in binding retailers into this concept? Fundamentally, what does a type of 
retailers mean? The composition of this article is as follows.  

First, I review the concept of the conventional types of retailers. Next, while pointing out the 

limit of the concept of types of retailers, I discuss category innovation from the viewpoint of 
consumer behavior. From this discussion, I show factors for buds of types of retailers as two 
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propositions. Finally, I investigate these propositions through the case studies of innovative 

retailers, supermarket and home center. 
 

II. Research of conventional types of retailers 
1. Research of types of retailers in the conventional distribution research 

It is said that if “what products to deal in” means a kind of business, “how to deal in" the 
products means a type of retailers based on retailing mix strategy (Yahagi 1996, p.142-144, 

178, Ishihara 1999). A type of retailers is a concept which includes a kind of business and 
cannot be divided roughly by width/narrowness of products composition (assortment) based 
on the kind of business. 

Even if the main product category is a similar kind of business, the type of retailers is 
different if target customers and price setting are different (Yahagi 1996, p.144). Research of 
types of retailers is roughly divided into two, type of retailer research and retail distribution 

innovation research (Sakagawa 2011). 
Type of retailer research is a discussion by type of retailer transition dynamism. "The 

Wheel of Retailing Theory" of M.P. McNair, "Vacuum Zone Theory" of O. Nielsen and 

"Accordion Theory" of S.C. Hollander are included in this research. 
Retail distribution innovation research analyzes individual corporations, has a standpoint 

that technical innovation is essential to establish a new type of retailers, focuses on 

corporate behavior for technical innovation, and clarifies the relationship between the 
establishment of a new type of retailers and technical innovation.  

In short, type of retailer research defines types of retailers as a set of retailing mix 

elements" while retail distribution innovation research defines types of retailers as a set of 
techniques (Sakagawa 2011, p.64). Therefore the definition of types of retailers has no 
unified agreement (Kondo 1998, Tamura 2008) and the concept of types of retailers in the 

conventional distribution research is only "image" (Takashima 2007), "aggregation 
phenomenon" (Ishii 2009), "epistemological existence" (Tamura 2008) or "aggregation of 
abstract hypotheses" (Mukoyama 2009) after all.  No other concepts are given various 

interpretations than the concept of types of retailers in the distribution research. On the 
other hand, there is the agreement that "formula" (Mukoyama 2009) where “format” (a type 
of retailers) as the way stores which individual corporation develops should be is more 

embodied depends on consumer’s evaluation. From this, it may be important to consider how 
consumers recognize a store which is a concrete existence of a type of retailers. 

Further, there are many researches on store image which is close to the concept of types of 

retailers but there is a limit that the research range remains in specific retailers and stores. 
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2. Problem of the preceding studies 
Although the theory of types of retailers in the conventional distribution research has been 

tried to be defined from the viewpoint of sellers by retailing mix, handling techniques or 
distribution system etc, it lacks the viewpoint of consumer reaction and consumer needs, 

such as consumer reception or consumer refusal (Alderson1965, Japanese translation p.291, 
Shiraishi 1993, p.3). 

At present, I proceed with the research on the recognition of types of retailers from the 

viewpoint of consumer behavior, i.e., what "the prototype of types of retailers" is, but that 
alone is not enough. That just remains within the research of "conventional" types of 
retailers from the viewpoint of consumer behavior and cannot seize a "bud" of new types of 

retailers. For example, the aspect of business approach of divisional management 
characterizes "the department store" which is a representative type of retailer in 
distribution research. The department store started by "Bon Marche" of Mr. and Mrs. 

Boucicaut showcased displays, presented the ideal and goal to shoppers and continued 
educating middle class consumers (Kashima 1991). This means that Bon Marche has 
changed the premise of stores (the way stores should be) and suggested "the goal customers 

should aim at". Therefore, from the viewpoint of consumer behavior, it is thought that "new 
and created value" to change lifestyle which is of great importance for not only distribution 
research but also consumer behavior point of view. 

 Appearance of such an innovative retailer means they successfully created the value of 
new distribution service (cf. Yahagi 1994, p.14). To establish, maintain and develop a new 
type of retailer in the market, a group of customers should exist (Shiraishi 1993, p.3). By 

creation of such a new value and existence of customers to receive it, "newness" is perceived 
and recognized and it will be a "bud" of a new type of retailer. Though the conventional 
research of types of retailers had discussions without clarifying this point (Shiraishi 1993, 

p.3), this newly created value is an innovation. Especially in the present condition that 
ambiguity of types of retailers increases, it may be important to investigate this innovation 
from the viewpoint of customers such as value. I investigate this theme by using a 

framework of category innovation to avoid commoditization. 
 

III. Category innovation 
1. Innovation 

Since innovation means "to take in something new or change the existing" and it is often 
translated as “technical innovation” in Japan, it tends to be thought that it refers to (just) 

techniques. However, it originally has much boarder meaning. It is translated as "new 
creation" in Chinese and should not be limited to technical innovation (Gotou and Takeishi 



5 

2001). 

Schumpeter (1934) proposed that it meant producing a new thing or producing existing 
things by a new method. However, just a new thing or a change does not necessarily mean 
innovation, it is important that innovation will be realized only when a product or a 

manufacturing method is accepted by the market (Gotou and Takeishi 2001). 
Innovation should meet the following three requirements, which become the added value 

and source of differentiation; 1) a new value provides a high evaluation, which should be 

approved by customers, 2) provides at low cost 3) secures an advantage over competitors 
(Nobeoka 2002, Aoki 2010). However, most of the traditional innovation arguments are 
mostly on value dimensions which technical innovation brings about, focusing on specific 

functions and benefits. 
Recently, the argument of "category innovation” which creates categories is in progress by 

enlarging the argument into use context and a value dimension (Kusunoki and Akutsu 

2006). Research of the conventional types of retailers also has a limit not to break free from 
the economic viewpoint of price and utility. Therefore I employ this category innovation 
concept for the argument of exploring a factor to be a bud of types of retailers. 

 

2. Category innovation 
Category innovation should be considered through the concept such as "What is the product 

for customers? What is the product for?”, and the concept must be embodied as a real 
product. To do this, we need marketing mix campaign to penetrate it (Kusuki, Akutsu 2006, 
p.13). It is the situation where a value in unprecedented dimensions is accepted by a broad 

range of customers and well-established. The following two points should be met as a 
prerequisite (Kusuki, Akutsu 2006, p.13). 

The first is to change the location of the value dimension which determines customer’s 

purchase decision making from "attributes" inherent in a product (service) to "use context" 
of customers surrounding the product. For example, in the case of a printer for office use, 
use context can be changed by downsizing a large printer shared in the office to a smaller 

one placed on a personal desk. This makes the positioning different from that of 
conventional competitive printers so that we can get away from the same kind of 
competitions. However, there is a possibility that this use context is commoditized by 

imitations of other corporations. 
Therefore, the second point is to create the condition where to describe the redefined value 

judgment criteria with a few specific visible dimensions (price or specifications) is difficult 

(lower visibility of the value dimension). In particular, to avoid commoditization is related to 
this lower visibility. 
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In general, many corporations are apt to devote their conscious and efforts to the appeal by 

"low pricing" or improvement of "functional side" where dimensions are easy to see (high 
visibility). Therefore, if retailers can change this value premise and raise the value 
dimension, they can avoid commoditization and create new and true types of retailers 

(categories). However, for this new existence to be accepted and prevail, benefit size is 
relevant. Of course, the larger the benefit is, the more extensively and faster it prevails 
(Hitotsubashi p.83). However, it is important that the benefit size is decided by subjectivity 

of decision maker (user in this case). In short, benefit is basically the recognition of users 
and May not be an objective recognition that corporations assume.  

Furthermore, even huge benefit from the viewpoint of a value system does not necessarily 

receive a high evaluation in the society with heterogeneous value system. Therefore, the 
characteristic of the society system to receive it is important. 

The reason the more innovative a product or service is, the more difficult benefit 

evaluation is that more uncertainty and risks are accompanied at the early stage. To 
familiarize it as a bud of a new type of retailer, it is effective to penetrate it in such a way as 
to analyze knowledge and experience through retailing mix such as supermarket or home 

center which is the conventional type of retailer, or store choice/consumer behavior in the 
store (especially script). 

 

3. Derivation of propositions 
From the above, in order to avoid commoditization accompanied by fuzziness inside and 
outside types of retailers, two directionalities may be possible; 1) to raise a value dimension, 

2) to change a value premise (cf. Nobeoka 2006, Kusuki, Akutsu 2006, Ishihara 2007, Aaker 
2011, Aoki 2011). I discuss this argument by applying to consumer purchase behavior. 
Especially, I assume that customers demand different factors to stores depending on 

whether the objective purchase intent is strong or not (e.g., restricted problem solving 
method and habitual purchase) (Aoki 2010). When customers visit a store to satisfy some 
tasks or problems better, the store they chose in highly (purchase) involved will be 

objective-oriented. 
On the other hand, most of the products convenience stores or supermarkets deal in is 

mainly “daily commodities” whose perception risk and expectation of consumers are low. So, 

high convenience and one-stop shopping where they can buy related products are important 
(cf. Uehara 1999). That is to say, since the roles of stores are greatly different in this point, 
there are two directionalities may be possible as the way looking for a bud of types of 

retailers should be. 
It is important in the problem solving behavior to satisfy purposes better that products for 
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problem solving should be dealt in. Such as the way assortment should be, easiness to look 

for desired products and customer correspondence ability are important. This is the 
avoidance from commoditization, competition to escape (cf. Ishihara 2007) and changing the 
value premise. Especially, since a type of retailers is thought to be "the store types 

distinguished by assortment pattern (Uehara 1999)" and the more involvement increases, 
the more it is judged by department unit (cf. Uehara 1999), "particular value” (Nobeoka 
2006) of the semantic value will be more important. In other words, this enhances problem 

solving information process approach involvement or cognitive involvement, and should 
correspond to "product-oriented" whose objective is to obtain a product (Ikeda and Murata 
1991, Niikura 2005). This situation is a correspondence to highly (purchase) involved 

situation or strong state of objective purchase, and therefore customer "thorough (customer) 
correspondence" will be important as its factor. I lead next proposition 1 from these points 
above. 

 
Proposition 1: To avoid commoditization, the way assortment should be to 

change a value premise and customer correspondence is effective. 

 
In the case of the restricted problem solving types of retailers such as supermarket, the 

cheapest price for daily necessity foods is emphasized but such a competitive dimension for 

low price makes difference among stores smaller and smaller. To avoid this directionality, it 
is necessary to raise experience value. To raise a value dimension is to lower value visibility, 
which is opposed to commoditization. 

Recently, it is thought that atmosphere in the stores, service and the way assortment 
should be will affect on store brand construction (Ailawadi and Keller 2004, Esbjerg and 
Bech-Larsen 2009). 

In the argument on brand value, the importance of suggesting sensitivity value or 
experience value as contexts(or events) has been indicated (e.g. Schmitt 1999, 2003; Aoki 
2011), and raising a value dimension leads to be process-oriented which enjoys consumption 

process itself (Ikeda and Murata 1991). To urge the intent to visit stores by raising 
"motivation for pleasure" (Aoki 2011) or "emotional involvement" (Niikura 2005) to enjoy 
consumption process, lifestyle-theme department design will be important. Particularly, the 

way stores should be to appeal to sensitivity (differentiation of store image or staging of 
department to increase purchase intent) and visual merchandising (VMD) as the way to 
appeal a specific “BUTU (goods)” (Ishihara 2009a). By these staging of the store place, it is 

important to lower the value visibility by offering sensitivity value or experience value. For 
this, I lead the next proposition 2 from these points. 
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Proposition 2: Experience value that raises a value dimension is effective to 
oppose commoditization. 

 

In terms of the concept of category innovation, Proposition 1 and 2 mean to change the 
value premise and raise a dimension of low visibility experience value from high visibility 
value such as price. This can be discussed in figure 1. These two directionalities are 

considered to be “buds” of types of retailers which lead to category creation as a new and 
true type of retailers. In this research, I investigate each of directionality through case 
examples. I take Handsman as a case of changing a value premise and then Sunshine chain 

store as a case of raising a value dimension. I discuss the availability of the directionality of 
buds of types of retailers (Takahashi 2011). 

 

Figure 1: Proposition Frame refers to Category innovation Frame work 
 

 

 

 

 

 

 

 

 

 

 

 

(Source) cf. Kusunoki and Akutsu (2006), Ishihara (2007), Aaker (2011), Aoki (2011). 
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(Sakagawa 2007, p.53). To realize such a cost saving, it is important to realize the 
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hot-selling products, the difference becomes smaller and hard to be identified. If they try to 

secure necessary department floor area for each product line, stores need “unlimited” floor 
space. Since the department floor space often depends on the location or other conditions, 
the department size and the store area are limited. Therefore, stores satisfy shopper’s 

demand in a limited space, allot the space to powerful sales goods in order of decreasing, and 
fix the size of the facilities (appropriate scale) to have a maximum effect (Suzuki 1999, 
p.49-51). 

Additionally, the more various the product line is, the more technical cost to handle and 
management cost increase. Even if the space of the store shelves is the same, the complexity 
of arrangement and management will increase, and the cost of working for display will also 

increase (Sakagawa 2007). In addition, if the stores are too large or the number of items 
exceeds a certain amount, the cost for customers to find out an item increase and the 
problems to have a difficulty finding out their objective products will occur. In short, to 

pursue a variety of assortment burdens shoppers, exceeding the limit of the department 
floor space and increasing the handling cost and managing cost. While “assortment” exceeds 
the limit of the conventional stores, to get over the dilemma of creating the easy-finding 

department will be an innovation. 
 

2. Case of Handsman (Home center) 
Home center industry in Japan had been steadily growing, but after 2005, this trend has 
been decreasing. On the other hand, the number of total stores exceeds 4,000 in 2008 and is 
still increasing gradually until 2010. Most of these home centers are located in the suburbs 

and shopping malls, outlet malls, discount stores or large size drugstores other than the 
same home centers also exist in the suburbs. They are in the comparative relationship in 
some other product categories mainly commodity goods, food and drink. Since the number of 

shoppers doesn't increase so much, home center industry is in severe condition. In this 
situation, I take Handsman growing by their own strategy mainly in Kyushu. "Handsman 
Yoshio", which transferred and enlarged the floor space in 2009, won the first prize in store 

of the year 2010 by "DIAMOND HOME CENTER" (Figure 2). In the past, "Handsman 
Wasada" (2003), "Handsman Onojo" (2005) won the same prize and attracted attention as a 
new wave of the industry. It is said that "Handsman definitely has all goods customers 

need" (Missing is nothing) and Handsman aims to be a home center of real version of long 
tail, staying thoroughly customer-driven. Just holing one screw in the hand, shoppers visit 
the store and say, "I want the same screw as this". It is a store for "ultra" objective purchase. 

In respond to this ultra objective purchase, they break down the products which can be 
disassembled and sell the parts in pieces. They practice thorough customer correspondence 
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so as to (have a will to) tear open a bag of 100 straws to sell just one piece of straw. In 

particular, by eliminating the products other home centers deal in and assorting the 
products narrowed down only to house-related products, they try to be a house-related 
Category Killer. In pursuit of customer correspondence by this thorough assortment, the 

number of store items per store exceeds 200,000 as of 2011. This number of the items is five 
times of that of common home centers, most of which are that don’t sell even 10 items per 
year. 60% of all the products have single-digit figure sales volume a year, and the inventory 

turnover is four rounds per year on average, while six or seven rounds in the same industry. 
Handsman is considerably inferior. Still, they thoroughly carry out their policy, "Handsman 
definitely has all goods customers need" and do not eliminate constant sellers. For further 

customer correspondence, they increase 10,000 items every year and keep enlarging the 
floor space if it is not enough. Many shoppers come from distant places and the trading area 
is15-20 kilometers in radius, which is considerably larger than that of common home centers. 

By this overwhelming assortment, they receive many customers’ support. They have big 
sales and profits by maintaining a large number of shoppers per store and high repeat 
percentage. 

However, while thorough customer correspondence is possible by increasing the number of 
items, it is difficult to search for objective products. Invention to such a difficulty can be seen 
here and there in the department. They evade the complicity of the department with a large 

variety of the assortment by devising the department design, and they declare they are the 
world easiest store to find products.  

One of the practical ways of finding out products is "real product display", which sticks real 

products on the wall of the store shelf. Customers often complain that they can not find 
where their objective product is. They don’t see the sign boards or letters in the department 
very carefully. Therefore, by displaying real products visually without letters, they make it 

possible for customers to arrive at the desired department.  
This is their major action of setting their department, and the line of products to be 

displayed is a representative product of a category or a product included in the department 

category. Some products are displayed redundantly, which corresponds to various 
associations and use scenes. So customers less get lost. This strategy is "making visible" of 
category management to maximize the profit of the department of each category. 

Another invention to embody the world's easiest finding store is to stick products on the 
display shelves obviously.  This makes easy to try or check products out and also serves as 
a purpose to utilize the sales floor space as effectively as possible.  

 
Figure 2: Handsman In-Store Atmosphere	 
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(Source) Handsman Co., Ltd. Homepage 
 

In this way, innovations to make the department easy to find and the displayed products 

easy to see are discussed in the refurbishment simulation room next to the head office. The 
person in charge of refurbishment is only one per store and takes responsibility for all the 
departments in the store. The person in charge of refurbishment reflects a new display 

method on the department every day. 
This standardizes planogram among all the Handsman stores, keeps homogeneity and 

stability of the assortment, and manages the relation among departments such as 

comparative purchase or related purchase.  
To make the department better for thorough customer correspondence, the shelves are 

revised every day and no date has the same floor department. In addition, since the store 

fixtures or shelves are moved at least once a year, the ability of offering proposals of the 
department is honed. This ultra customer-driven policy of Handsman considers all shoppers 
as customers and they never call customers target (mark). 

They also don't have Point of Sale (POS) system for selection of products. POS data is a 
result of the past and they think that paying attention to the hot-selling products of the past 
eliminates differentiation from other stores, heading for homogenization. In other words, 

since narrowing assortment down to hot-selling products based on POS data is heading for 
homogenization of the stores and makes them fall into price competition after all, they 
should look to customers not competitors. What they think important is the product request 

note collected by employees from customers as an organizational effort and they receive 
hundreds of thousands of requests in five years. 60-70% of the requests are actually 
introduced. 

As described above, most of the products are dying line and to have them as constant 
sellers is a heavy burden to the stores. Furthermore, the triple number of employees (with 
sophisticated knowledge and proposal ability) prepared for presenting products on average, 

which continuously increase 10,000 items every year. By this through assortment and 
customer correspondences, they exceed the limit of the value premise. By this thorough 
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correspondence, customers feel they have is the “pleasant department” to look for what I 

want to buy. It is said that they are the store where “customers can create their lifestyle”. 
 

IV. Case 2: Sunshine Chain Co., Ltd. (food supermarket) 
1. Sales floor design which raises experience value 

Experience value proposed by Schmitt (1999) and we can achieve the holistic 
(comprehensive) experience value by including all the five experiences of "SENSE" (sensory 

experience), "FEEL" (emotional experience),"THINK" (creative/cognitive experience), "ACT" 
(physical experience and overall lifestyle) and "RELATE" (association with a reference 
group and culture). I briefly explain each experience in a way that it fits for retailers. 

"SENSE" appeals to the sensory organs to bring about sensory experience through sight, 
hearing, a sense of touch, taste and smell. It is necessary to stimulate the five senses 
through the color uniformly used to symbolize a corporation and store brand through the 

store design or overall impression (cf. Schmitt 1999, p.64; Hirose 2008, p.326-327; 
Takahashi 2011, p.96). 

"FEEL" appeals to the feeling and emotion inside of customers and occurs in the process of 

consumption, which. It brings about the emotional experience including strong feelings such 
as positive feelings, joy or pride obtained by the pleasant atmosphere or experience in the 
store brand or the store. To do so, understanding to elicit the consumer’s motivation is 

important (cf. Schmitt 1999, p.66; Hirose 2008, p.326-328, Takahashi 2011, p.96). 
"THINK" appeals to the intelligence of customers through the creative recognition and 

problem-solving experience to elicit customers’ creativity. “THINK” promotes thinking by 

arousing surprise and interest, lets customers reevaluate corporations and products, or 
widens associations (cf. Schmitt 1999, p.67; 144-146, Hirose 2008, p.326-328; Takahashi 
2011, p.96). 

"ACT" intends to change a lifestyle through physical experience or appeal to interaction 
with others. The purpose is to enrich customer’s life by strengthening customer’s physical 
experience (experiences using the body), providing experience in a new way of doing it, and 

picking up a new lifestyle or interaction with others (cf. Schmitt 1999, p.68; Hirose 2008, 
p.326-328; Takahashi 2011, p.96). 

"RELATE" gives individuals ideal images of themselves or a sense of belonging to others, 

specific culture or group. It is necessary to make them realize the desire for self-realization, 
something appealing to the desire to be favorably accepted by others, or strong relationship 
or community through the relationship to the society, culture, reference group or community 

they belong to (cf. Schmitt 1999, p.68; Hirose 2008, p.326-328; Takahashi 2011, p.96). 
The store and department are the place for communication to raise this experience value. 
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Consumers enhance a value dimension, getting pleasant motivation (emotional 

involvement) to the shopping process by staging (Pine II and Gilmore 1999) such as store 
spaces, events, personal sales or sponsorship. I verify the case of Sunshine chain along this 
frame. 

 

2. Case of Sunshine Chain Co., Ltd. (food supermarket) 
Sunshine Chain Co., Ltd. (Sunshine) is a voluntary chain store based in Kochi prefecture. 

Sunshine is a supermarket, founded in April 1961 capitalized at 300 million yen and sales 
amounted to 42 billion yen, has 32 stores and 12 membersip retailers of July 2011 (15 
directly managed stores, 17voluntary chain stores). Sunshine intends to be the existence 

like the sun loving, warming and nurturing the universe, i.e., the shopping square 
indispensable to the regional society, has a plan to develop chain stores throughout Shikoku 
region, and has a policy to work forward creating rich regional society. Sunshine has 

developed with the corporate name called "Kochi housewife’s store" at the time of founding, 
but changed the name to the current one, Sunshine in 1986 to get along the corporate policy 
to meet the image of a new era. 

The population of Kochi where Sunshine based falls below 800,000 after 2005, decreasing 
year by year. Income of the residents of Kochi prefecture is the worst two in Japan with high 
unemployment. Further, since economic slump urged consumers to be low-end-oriented, the 

management of supermarkets is suppressed and 40 supermarkets in Kochi are compelled to 
close their stores under the severe situation.  

Against this situation, Sunshine believes "food is fashion", being particular about freshness 

and quality while they regard themselves as “shopping place” to stage “fun”, and posits 
themselves as high quality supermarket (not high-end supermarket which sells good quality 
products at high price) by selling products at almost the same low price as other stores. This 

Sunshine’s effort can be summarized in the viewpoint of the experience value to provide 
pleasant shopping. 

The store atmosphere is remarkable together with the unique store name. When shoppers 

step into the store, warm stage lighting, pastel interior decoration and the fixture facilities 
welcome and enliven their feeling (Figure3). Then, at the main passage or the place which 
can be the magnet of the store, employees cook by themselves or "live sales" is performed by 

dismantling a tuna into small pieces, which stimulate the five senses such as sight, smell, 
hearing or taste (SENCE) (Figure 4). When we pay attention to the inside while feeling the 
atmosphere of the store, sterically-displayed colorful fruits and vegetables jump to the eyes 

(Figure 5). Such a staged display develops a fun to choose products and uplifts "FEEL" 
which is an emotional experience such as positive feelings or joy arises in the shopping 
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process. 

However, sunshine participates in the competition with other stores by assortment because 
they are supermarket, but they are trying to enhance the originality of their assortment and 
the attractiveness through staging the originality without falling into low-priced 

competition. No matter how much they develop the good appearance and the enjoyment of 
staging, the good quality of products and the commitment of their store cannot be 
communicated. 

 Therefore, Sunshine dares to put power into not only price appeal POP but also "Contexts 
POP", which delightfully communicates the knowledge or background information about the 
products shoppers want to know (Figure 6). In this way, they communicate the value by 

appealing to the intelligence of shoppers. Particularly, to visualize the value of invisible 
freshness, Sunshine develops a big POP such as "visible freshness declaration", and then 
shoppers understand their commitment or their policy (THINK). 

Additionally, many food tasting is prepared for live sales, employees serve to customers by 
themselves instead of outsourced professional salesperson. This purpose is to suggest (ACT) 
a lifestyle by contacting with customers aggressively and arising an experience and 

interaction. 
Furthermore, in the case of supermarket, the number of shoppers coming to the store 

peaks at 11:30 am-13:30 pm and 16:30 pm-17:30 pm, but few just after store opening hours 

in the morning. So, they took an action to increase shoppers from a different point of view, 
which led to the action of "Farmers Fresh Market" (Figure 7).  

The products that communicate the safety and reassurance and connect grower to 

consumers cherish the link with the community by the notion of "local production for local 
consumption". Developing "Farmers Fresh Market" of local production for local consumption 
deepens the connection with the local community and achieves the mission as a 

supermarket rooted in the local community. This connects to the community, reference 
group and local culture (RELATE). The conventional food shopping was obligatory, but they 
are trying to stage the store as a pleasant "shopping" place by their store design and staging. 

These actions change a value dimension.  
If they just make stores pleasant, other corporations are also taking actions. As described 

above, staging by the store space or personal sales is important, but only the appearance 

cannot achieve experience value. Other corporations cannot easily imitate their live sales 
taken place every day, and offering of talks with employees through food tasting or events in 
Sunshine. Sunshine posses the system to share the information obtained by contacting with 

customers on the corporate intranet. This strengthens the ability to correspond to customers, 
which greatly have changed the conventional food supermarkets. They continue innovation 
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to elevate from CS (Customer Satisfaction) to CD (Customer Delight). 

Thus, Sunshine looks at not (differentiation from) competitors but thorough 
correspondence to make customer’s store experience pleasant and impressing, being 
distinctive (unique). The store facility can also change an experience dimension from 

conventional shopping to pleasant shopping by a measure to raise sensitivity value and 
experience value. This will be a piece of directionality toward category innovation as "a new 
type of retailer". 

 
Figure 3: Sunshine store department atmosphere 

 

(Source) Sunshine Co., Ltd. offered. 
 

Figure4: Live sales                      Figure 5: Display in Sunshine 

   

(Source) Sunshine Co., Ltd. offered.  (Source) Sunshine Co., Ltd. offered. 
 
Figure 6: Contexts POP 
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(Source) Sunshine Co., Ltd. offered. 

 
Figure 7: Farmers Fresh Market 

  
(Source) Sunshine Co., Ltd. offered. 

 

IV. Summary 
1. Implication 

In the present situation where many retailers are stagnant and commoditizing, the 

boundaries inside and outside types of retailers have becoming fuzzy. Therefore, I tried to 
think factors to be buds of new types of retailers from the viewpoint of consumer’s value. The 
term “value” is the innovation that is combined with several techniques, and there are two 

routes in the directionality of innovation to revolutionize a premise of the conventional types 
of retailers and raise a value dimension. One is the assortment for cognitive involvement 
type objective-achievement-oriented and depth of customer correspondence (proposition 1). 

The other is the directionality to strengthen experience value to increase the emotional 
involvement through the process of in-store behavior in low-involved restrictive problem 
solving behavior (proposition 2). I think new types of retailers may be formed by "the wonder 

of kneading together" of horizontal axis (proposition 1) and vertical axis (proposition 2). 
Furthermore, what I have found through the two cases is that both retailers correspond to 

customers by their ethos and practice it instead of opposing to their competitors. Of course 

they respond to competitors in pricing, but what they should pursue is the store design and 
the assortment for thorough customer correspondence, which is the policy “to be distinctive 
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(unique)” through value co-creation activity with customers. They spend enormous time and 

cost to realize this distinctiveness. This management thought is a deviation from the 
efficiency that the conventional chain stores aimed at and from the store management 
system that pursues effectiveness. This may be an antithesis toward modernization and 

exaggerated belief in efficiency. 
In the case of Sunshine, they have a structure to take up issues through the dialogue 

scenes between employees and customers other than innovative change to the shopping 

mode by the way the store design is staged. 
Realization of real version of long tail such as "Handsman definitely has all goods 

customers need" is the very opposite idea which conventional home centers narrow down 

their assortment to profitable hot-selling products. They assort particular and board range 
of house related products, have employees three times as many as that of other stores and 
thoroughly respond to customer’s demand. 

These co-creative viewpoints are common regardless of the difference of types of retailers. 
However, it is simply “selling” to stage "front stage" as the place of retail stores to contact 
customers or make a front yard gorgeous and easy to see. The system (backyard) to support 

selling as “backstage” should be accompanied in order to succeed as a bud of new types of 
retailers (cf. Wada 1989, Tamura 2008, Sekine 2010, Yahagi 1996). 

 

2. Further discussion 
Although these cases I took in this article are innovations of progressive retailers and 
consumers feel they are new, these are only new subcategories in types of retailers.  In 

addition, these retailers create unique positioning (cf. Aaker 2011), but it doesn't step into 
new types of retailers beyond the frame of conventional types of retailers. It is true that a 
certain amount of receptive customer exists, but it is limited to a certain region or area. 

Originally, since types of retailers need to be recognized as “social code”, these factors are 
only buds of new types of retailers. In addition, the cases to prove propositions are still a few. 
However, what the preceding studies have proved so far is both Handsman and Sunshine 

have similarity in co-creation. Furthermore, both corporations disclose their management 
details to the exterior.  

In the case of Sunshine, they are awarded Minister of Agriculture, Forestry and Fisheries 

Prizes since they promoted high quality supermarket and accepted many investigators from 
all over the country.  

Handsman also opens their management details to the media and accepts interviews with 

us, researchers. This is because they have a thought to popularize these management 
policies into many industries. 
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Therefore, judging from the two directionalities and, as its premise, the way thorough 

customer correspondence should be, a frame of new types of retailers might be created 
beyond "the frame of the conventional types of retailers". 

I will continue this research with another research which is experimental study of 

recognition of types of retailers including pursuit of further case studies. Please wait until 
the publication of the next results. 

This is a part of the study results of the Grants-in-aid for scientific research (C) (general) 

[235305450001] "category as a type of retailers" of the JSPS Scientific Research Grant 
Committee. 
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