
Table IV:  The principal literature on pricing strategies and business model configurations in grocery retailing

	References
	Focus
	Main empirical evidence

	Gerhard et al., (2005)
	Walmart and Aldi: Two Retail Giants in Germany
	“In Germany, retailers can only offer low prices if they have a vast supply network, and producers depend on a one major retailer. This is certainly the case for Aldi, but not for Walmart. Walmart has to increase the number of stores considerably to negotiate better prices and improve logistics. However, expanding their store network is not that easy. Due to the scarcity of new development sites, Walmart is looking for appropriate partners in the national market. So far, this strategy has not worked out. Most of the existing companies either do not fit into the Walmart concept or are not for sale.”

	Cascio, (2006)
	Decency means more than “always low prices”: A comparison of Costco and Wal-Mart’s Sam’s Club
	“...Costco is constantly looking for ways to increase efficiency, such as by repackaging goods into bulk items to reduce labour, speeding up Costco’s just-in-time inventory and distribution system, and boosting sales per square foot. Nor have rivals been able to match Costco’s innovative packaging or merchandising mix. For example, Costco was the first wholesale club to offer fresh meat, pharmacies, and photo labs. Defenders of Wal-Mart’s low-wage strategy focus on the undeniable benefits its low prices bring to consumers...”

	Sorescu et al., (2011)
	Innovations in retail business models
	“Drawing from extant strategy and retailing research, we propose that innovations in retail business models are best viewed as changes in three design components: (1) how the activities are organised, (2) the type of activities that are executed, and (3) the level of participation of the actors engaged in performing those activities. We propose six major ways in which retailers could innovate their business models to enhance value creation and appropriation beyond the levels afforded by traditional approaches to retailing”

	Hyman et al., (2010)
	Literature review – Future research suggestions: Private label brands: Benefits, success factors and future research
	“Owing to changing market conditions, researchers should disaggregate PLBs based on product market characteristics, competitive factors, retail store-image concerns, distribution level, source characteristics and product positioning strategy. Organising future research relative to the main stakeholders, consumers, retailers and manufacturers should clarify the research agenda and encourage more consumer-related studies. Finally, case study research should advance PLB-related scholarship”

	Chuang et al., (2011)
	The experiences of Walmart and Carrefour in China: resolving the structural paradox
	“Walmart and Carrefour have so far failed to extend their oligopolistic dominance to the Chinese market. Walmart has stressed its well-known standardisation of operations, whereas Carrefour has better adapted to the Chinese economic culture. Issues identified are the formation of partnership alliances and their impact on store location choice; the effect of under-developed infrastructure on distribution and logistics; the unique Chinese business culture guanxi (using social capital to build business relationships) and its influence on supplier relationships; the variety of consumer behaviour and its effect on procurement and sourcing; and an immature information technology environment which impedes information sharing between supply chain partners. While both firms have had some degree of success, neither has been able to match the combined growth of their larger Chinese competitors”

	López-González et al., (2013)
	Mercadona (Spain): a retail model in expansion
	“Throughout this article, we have tried to illustrate the trajectory of Mercadona using Wal-Mart as a reference point, on which there is ample information. This starting point does not mask the existence of big differences between both, as much in terms of scale as in internal complexity; but there are also some similarities: their origin on the periphery concerning the main market centres, the commercial philosophy applied, the rapid expansion to leadership or the cost policy… Mercadona finds itself in the same situation as Walmart, with a structure and philosophy which has been efficient in Spain but could encounter the same obstacles abroad. The main operative advantage of the Spanish company is the tight control of its suppliers; this circumstance is difficult to control in other markets”

	Sendagorta Laso, (2014)
	El value for money de los consumidores y las estrategias competitivas de marketing en la distribución minorista de gran consumo: El caso Mercadona
Consumer value for money and competitive marketing strategies in FMCG retailing: The case of Mercadona
	“Mercadona ha encontrado la forma de ofrecer estos precios bajos todos los días principalmente gracias a su oferta de productos de marca propia (Hacendado, Bosque Verde, Deliplus). En el momento de su creación, estas marcas surgieron especialmente para dar respuesta a las exigencias de aquellos segmentos de consumidores que mostraban una mayor sensibilidad al precio. …muchas de estas marcas han tratado de diferenciarse utilizando para ello estrategias basadas en argumentos tales como un suministro de productos más innovadores, de mayor calidad y con un mayor grado de segmentación”

	Brea‐Solís et al., (2015)
	Business model evaluation: quantifying Walmart's sources of advantage
	“The results revealed that while the first three CEOs pulled Walmart’s business model levers differently, the business model did not change. Perhaps the most important challenge Michael Duke (CEO since 2009) faces is deciding whether to continue Walmart’s traditional business model or to come up with a different, original set of levers that fundamentally redefines what it means to compete in discount retail”

	Cao et al., (2018)
	Business model innovation: How the international retailers rebuild their core business logic in a new host country
	“We extend the research on international business literature by providing an analytical framework for explaining how the firms adapt and/or renew their business model in an international context. Although prior research has considered the product, mode and organisational changes made by the firms while internationalising, it has not clarified the interdependency between the changes of these elements as well as the consequences of the changes”



Source: the authors.


Table V:  The principal literature on the levers of the EDLP business model and its pricing strategy configurations


	References
	Focus
	Main empirical evidence

	Ortmeyer et al., (1991)

	Restoring credibility to retail pricing
	“EDLP is typically characterised by retail prices, stabilised on an everyday basis, at a level between the regular and discount prices of promotional retailers. ‘‘The promotional retailer sets a low promotional price and a high regular price’’. ‘‘[…] Typically, EDLP is accompanied by advertising claims such as ‘guaranteed low prices’’. ‘‘[…] EDFP+ (everyday fair pricing plus) […] means three things: restoration of everyday prices to levels that represent good value to consumers even though they do not purport to be the lowest in town; fewer sales events and, most importantly, excellence in other differentiating factors of the marketing mix, such as service and assortment’’

	Ortmeyer et al., (1991)
	Individual differences in response to consumer promotions
	“The EDLP strategy is typically characterised by retail prices, stabilised on an everyday basis, at a level between the regular and discount prices of promotional retailers. […] The promotional retailer sets a low promotional price and a high regular price’’

	Hoch et al., (1994)
	EDLP, HILO and margin arithmetic.
	‘‘The prototypical description of an EDLP pricing policy is as follows: the retailer charges a constant, lower everyday price with no temporary price discounts. The HILO retailer charges higher prices on an everyday basis, but then runs frequent promotions where prices are temporarily lowered below the EDLP level’’. ‘‘[…] ‘true’ EDLP rarely exists. Instead, it takes on many forms: chain-wide, store-wide, and category-wide. Because there are many hybrids, EDLP is best seen as a continuum’’

	Neslin et al., (1994)
	A research agenda for making scanner data more useful to managers. 
	‘‘There are three characteristics of retail pricing […] in comparing EDLP and HILO: (1) the frequency of in-store price cuts, (2) the depth of such price cuts, and (3) the duration of the price cuts. […] EDLP pricing should involve less variation in prices, i.e., price cuts that are not as steep, not as frequent, and longer in duration’’

	Shankar et al., (1996)
	Relating price sensitivity to retailer promotional variables and pricing policy: an empirical analysis.
	‘‘Typically, retailers are faced with two alternative pricing policies: an everyday low pricing (EDLP) policy or a high-low pricing (HILO) policy. Tactical decisions include decisions on retailer promotional variables such as price cuts, feature advertising, and display’’

	Berry, (1996) 
	Retailers with a future.
	“Instead, most retailers with a future follow the principles of EVERYDAY FAIR PRICING:
• Most of the merchandise is sold at regular (non-sale) prices that represent a good value for customers. The retailer strips waste from operations and gives customers their money's worth. • Sales promotion events are legitimate, meaning that the merchandise on sale is marked down from its regular price, rather than being marked down from an inflated, phoney price. • Prices are easy for customers to understand. They are communicated in a simple, straightforward manner without any hidden charges”

	Lal et al., (1997)
	Supermarket competition: The case of everyday low pricing. 
	‘‘Everyday low pricing strategy is thought to differ from a promotional pricing strategy (PROMO or HILO) by not emphasizing price specials on individual goods but instead focusing consumer attention on the good value regularly’’. ‘‘Our analysis and results offer a more complete characterization of the EDLP and PROMO strategies. […] EDLP and PROMO strategies are positioning strategies, rather than merely pricing strategies, with different elements: price/promotions, service, and communications’’

	Bell et al., (1998) 
	Shopping behaviour and consumer preference for store price format: Why “large basket” shoppers prefer EDLP.
	“… EDLP loyal are better off buying large baskets and shopping less frequently, while HILO loyal are better off buying smaller baskets and shopping more frequently”

	Manning et al., (1998). 
	Development of a theory of retailer response to manufacturers' everyday low-cost programs.
	“…These efforts resulted in theory detailing antecedents and consequences of the focal construct, “retailer attitude toward the EDLC program.” Research findings indicate that retailers' attitudes toward EDLC programs are based on an assessment of the compatibility between the program and their marketing environment. Several factors, including retailer characteristics (e.g., perceived weakness in buying power, commitment to forward buying) and program characteristics (e.g., whether the program is optional, product storage costs), were found to influence retailers' assessments of program/environment compatibility and, in turn, their attitudes toward EDLC programs. Whether retailers' attitudes toward EDLC programs led to supportive, non-supportive, or adaptive behaviours was found to be contingent upon the relative dependence existing within the channel relationship. The implications of these findings on the development and diffusion of pricing/promotion initiatives are discussed”

	Tang et al., (2001)
	Store choice and shopping behaviour: How does price format work?
	‘‘Managers can select a retail price format on a continuum anchored by EDLP on one end and HILO at the other’’

	Bolton et al., (2003)
	An empirically derived taxonomy of retailer pricing and promotion strategies.
	‘‘The distinctive nature of the brand-store pricing strategies underscores the fact that retailers customise their pricing strategies at the more fundamental brand-store level, in addition to the store level. Pricing strategies are multidimensional: prior research has focused exclusively on a single dimension price variation (i.e., EDLP vs. HILO pricing), implying a single pricing continuum”

	Pechtl (2004)
	Profiling intrinsic deal proneness for HILO and EDLP price promotion strategies
	‘‘In the high-low promotion strategy (HILO), temporary price discounts for selected items occur for some days, followed by weeks with normal prices. In the everyday-low-price (ELDP) strategy, the retailer promotes a basket of products with the argument to offer attractive low prices with will be constant for a longer period. These prices are lower than normal prices in HILO stores, but not as low as their price discounts’’

	Leszczyc et al., (2004)
	The effect of multi-purpose shopping on pricing and location strategy for grocery stores
	‘‘EDLP stores tend to offer lower average prices, while HILO stores offer frequent price specials on individual goods. It is more appropriate to view these strategies as two extreme points on a continuum as most EDLP stores engage in some price promotions’’

	Shankar et al., (2004)
	An empirical analysis of determinants of retailer pricing strategy
	‘‘[…] retailer pricing strategy has been typically viewed as one-dimensional. We consider retailers’ strategic pricing strategy on multiple dimensions that recognize the existence of price promotions’’

	Levy et al., (2004)
	Emerging trends in retail pricing practice: implications for research
	“Retailers are interested in maximizing their profits. To do so, they need to understand how to price their merchandise optimally. Next, we discuss this and six other factors that must be taken into consideration to determine optimal prices. To summarize, these factors are as follows: (1) Price sensitivity; (2) Substitution effects; (3) Dynamic effect of price promotions over time; (4) Segment-based pricing; (5) Cross-category effects or accounting for demand complementarities across categories; (6) Retailer costs (wholesale prices and trade deals) and discounts; and (7) to what extent competition at the retail level
influences retail prices.”

	Rondán-Cataluña et al., (2005)
	Are hypermarket prices different from discount store prices?
	‘‘[…] two strategies often used in retailing […] are the everyday low prices (EDLP), or always low prices, which may be a philosophy applied by discount stores, and the high and low prices (HILO), or promotional prices more typical of hypermarkets’’

	Ellickson et al., (2008)

	Supermarket pricing strategies
	‘‘[…] pricing strategy can be characterised as a choice between offering relatively stable prices across a wide range of products (often called everyday low pricing) or emphasising deep and frequent discounts on a smaller set of goods (referred to as promotional or PROMO pricing)’’. ‘‘Pricing strategies […] often have implications for other aspects of the retail mix. […] pricing strategy is more than just how prices are set, it reflects the pricing dimension alone, taking other aspects of the retail mix as given’’. ‘‘In practice, firms can choose a mixture of EDLP and PROMO […] hybrid pricing’’. ‘‘[…] pricing strategy is best viewed as a continuum, with pure EDLP […] on one end and pure PROMO […] at the other’’

	Gauri et al., (2008)
	Understanding the determinants of retail strategy: an empirical analysis
	‘‘[…] pricing […], for which the options available to retailers range from everyday low price (EDLP) to promotional or high-low (HILO) strategies. An EDLP retailer tends to offer lower average prices, whereas a HILO retailer offers frequent discounts […]. […] a few retailers may offer some combination (i.e., hybrid pricing)’’

	Kopalle et al., (2009)
	Retailer pricing and competitive effects.
	‘‘Two key retail pricing strategies researched our everyday low pricing (EDLP) and promotional pricing (PROMO) […] Retailing has unique features that affect pricing in a competitive environment. A key component of the output of retailing is a set of services, such as location, information, assortment, delivery, and ambience”

	Tsiros et al., (2010)
	Ending a price promotion: retracting it in one step or phasing it out gradually
	‘‘Two particularly popular price promotion tactics are everyday low pricing (EDLP) and HILO pricing. Sellers that employ an EDLP tactic charge a constant, everyday price with no (or very infrequent and small) temporary price promotions […]. Alternatively, sellers that employ a HILO pricing tactic set relatively higher prices on an everyday basis but offer frequent and substantial price promotions’’

	Fassnacht et al., (2013)
	EDLP versus HILO pricing strategies in retailing, a state-of-the-art article
	“…research mainly addresses the influence of market and consumer factors on pricing strategy in retailing and finds converging results concerning income, family size, size of the shopping basket, population density, shopping frequency, time-constrained consumers versus cherry pickers, price sensitivity, sale proneness, store loyalty and fixed and variable costs and utility. Among the retailer determinants, converging results concerning the influence of store and chain size on pricing strategy are found. […]”

	Kaltcheva et al., (2013)
	Impact of promotions on shopper price comparisons
	“HILO retailers are particularly vulnerable to this erosion of perceived value since their Hi or regular (undiscounted) prices typically exceed the regular prices at EDLP competitors. As a result, HILO retailers should seek to develop and implement promotional strategies that discourage (or at least do not encourage) shoppers from making price comparisons across stores.”

	Johansen et al., (2016)
	The economics of retailing formats: competition versus bargaining
	“…retailers’ buying power is crucial: a big store improves the retailers’ bargaining position, but when the latter is large at the outset, there is less need for the retailers to form a big store to get better contract terms. On the other hand, when retailers have less bargaining power, there is an incentive to create a big store”

	Kumar et al., (2017)
	Future of retailer profitability: an organizing framework
	“The proposed framework in this article identifies the future direction of research in terms of the changing retail environment, global expansion of retailers, and disruptive technological advancements related to retailing practices. This article uses a triangulation approach to develop the organizing framework where we also include how existing theories are contingent upon dynamically changing environments”

	Park et al., (2020)
	Market competition and pricing strategies in retail supply chains
	“This study provides a better explanation for the continued prevalence of high–low (Hi-Lo) pricing strategy. We investigate the impact of market competition on adopting two different pricing strategies in the retail industry: the everyday low price (EDLP) strategy and the Hi-Lo strategy. The result shows that an EDLP player's equilibrium price depends highly on the cost level rather than the competitor's price whereas the Hi-Lo player's equilibrium price depends mainly on the range of promotional basket as well as the cost level”

	Septianto et al., (2021) 
	Every day “low price” or every day “value”? The interactive effects of framing and construal level on consumer purchase intentions.
	“...in real-world situations, many brands and retailers opt to use a different term: “everyday value” (EDV). Do consumers differentially evaluate such framings of the same pricing strategy? The present research draws upon construal level theory and demonstrates across two experimental studies – that EDV (vs. EDLP) framing is more effective among consumers with high (but not low) construal levels. This effect is mediated by perceived benefit such that consumers with high construal levels derive higher levels of perceived benefit when evaluating a product promoted with an EDV (vs. EDLP) framing.”

	Basu et al., (2022)
	Designing, Developing and Deploying an Enterprise Scale Network Monitoring System. 
	“Walmart is committed to its policy of Everyday Low Price (EDLP) so that customers need not incur extra expenses. One way that Walmart ensures EDLP is by embracing everyday Low Cost (EDLC), i.e., it tries to minimize its operational costs so that the resulting savings can be passed along to the customers. Thus, EDLC calls for innovations that deliver fast and efficient solutions”

	He et al., (2024)
	How do every day-low-price supermarkets adjust their prices?
	“We found that, for most goods, commodity price shocks have little effect on hi-lo prices and do not substantially increase the probability that an EDLP firm will change its prices. We failed to reject the symmetric adjustment hypothesis for only one or two of the 25 goods (depending on the specification). We also found that including changes in other inputs, such as wages and electricity, and concentration measures as proxies for market power do not affect our results.”



Source: the authors.

19
