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Below the figure with Porter’s generic 
strategies is shown again, but this time 
with examples from the retail trade in 
Denmark.

Bilka targets at a wide market and low 
cost. Bilka follows a cost management 
strategy and has, in particular, the slogan 
‘Bilka vil være billigst’ (Bilka will be the 
cheapest). With household distributed 
newspapers and marketing, Bilka aims at 
a large market; in principle, all Danes (plus 
some Swedes and Germans, etc.).

Magasin also has a wide market, but 
instead has opted for a strategy of dif-
ferentiation. Magasin competes on well-
known branded goods, service, and the 
quality of the experience of shopping at 
their stores – not on being cheapest.

IKEA also uses differentiation. It must be 
an experience to visit IKEA with the whole 
family. The products are unique and can 
only be purchased in the IKEA stores.

JYSK is targeting a narrow market and 
at low cost. They offer a narrow range of 
goods in interior design, but the strategy 
is to be cheapest.

Matas also targets a narrow market – 
cosmetics and products for personal hy-
giene – but has opted for a differentiation 
strategy. They rely on the knowledge of 
the products and services to the custom-
ers, not on being the cheapest.

A wide range of brand stores, such as 
Gucci and Rolex, also follows a niche dif-
ferentiation strategy.

FIGURE 10.39 Porter’s model with the retail trade.
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