
- 127 -

Chapter 10

ANALYSIS OF PERFORMANCE DIFFERENCES 
BETWEEN STRATEGIC GROUPS IN FOOD RETAIL 

SECTOR1

Eren DURMUŞ-ÖZDEMİR2

ABSTRACT
The aim of this section is to discuss, from a theoretical perspective, the com-

petitive strategies behind the intense competition movements in the food retail 
sector and the empirical findings related to the strategic groups reflected in the 
performance of the organizational structures. Observations on the food retail sec-
tor give a signal that supermarkets compete in strategic groups specific to the 
sector through different strategy practices and forms of organization, apart from 
traditional management activities. From this point of view, the findings of an 
empirical study are included in the section. Research presents the findings on the 
strategic groups of international, national and local supermarkets, hypermarkets 
and discount markets, which operate in Antalya, have at least 400 square meters 
of sales area and at least 5000 products that are food and non-food products and 
do not sell wholesale products, and the performance differences between these 
groups. The findings show that there are three different strategic groups in terms 
of competitive strategy and organizational structure of supermarkets and that 
there is performance differences between groups. 

1. INTRODUCTION
In recent years, food retailing has become an industry with more and more in-

ternational, national and local actors. The increase in the number of chain markets, 
discount markets and shopping centers starting from the big cities and spreading 
towards all cities, the spread of e-commerce and environmental pressures such as 
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their competitors has not been fully answered. Therefore, interviews were con-
ducted with the senior managers of 9 international, national and local supermar-
kets, hypermarkets and discount markets, which have at least 400m² sales areas 
in Antalya province and have at least 5000 that food and non-food products and 
do not sell wholesale products. Content analysis findings showed that there are 3 
strategic groups in Antalya and there are performance differences between these 
groups. The findings of the groups named by taking into consideration the sales 
area, number of products, competitive strategies and organizational structure of ​​
supermarkets (mechanical oriented food retailers, organic oriented discounters, 
and organic oriented locals) showed that the group, defined as organic oriented 
discounters, had the highest level of perceived performance compared to other 
groups. The operations of the mentioned group of the cost leadership strategy and 
its organizational structure based on low centralization were determined as group 
characteristics that increase the performance in the sector. It is another finding that 
the group’s sales area and product range are low compared to other group mem-
bers. All these findings were not found to be surprising. The reason for this is that 
the high rents paid to large square meters in the last decade and the increasing price 
competition caused the efficient competitiveness of the high discount markets in 
the organized retail sector (KPMG Danışmanlık, 2018). In addition, an increasing 
number of consumers around the world are changing their shopping preferences 
in the direction of discount markets due to ease of transportation, small sales area 
and less time for shopping. According to sector data in Turkey, while the modern 
food retail market grew by 19 percent between 2012 and 2017, discounted food 
retail grew by 28 percent, which indicate how fast this change is (www.capital.
com.tr/is-dunyasi/arastirmalar/zor-donemin-en-hizlilari, 2018). In summary, this 
exploratory study is intended to provide perspectives for researchers and decision-
makers in the food retail sector to provide sustainable competitiveness power.
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