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ABSTRACT 

Currently one of the most controversial innovations in grocery retailing in Malaysia is the 
introduction of retail brands. A retail brand can be defined as a product that retailers sell 
under their own brand name. These products may bear the name of the retailer selling them, 
such as 'Giant', 'Tesco' and/or 'Tesco Value', 'Carrefour', or may be sold under an entirely 
different name such as 'Aro'. The introduction of this brand may have a great impact 
particularly on consumer belief, which can lead to the modification in the relative efficacy of 
retail strategies for the hypermarkets concerned. This study provides a new opportunity for 
retailers particularly to reassess their retail strategies in order to gain a larger market share. 
Although Malaysia's grocery retailing was and still is dominated by manufacturers' brands, it 
is argued that developing a strong retail brand strategy can play an important role in 
competing and sustaining in the global market. Using one thousand systematic random 
samples from store-intercept technique from two major hypermarkets in Malaysia, this 
research investigates several attributes of retail brands that may affect consumers' overall 
perceptions. In addition, issues such as the situational factors, the shopping motives as well 
as the image of the store are also considered. 

Results are analysed and presented which show that while retail brands offer a lucrative 
market for retailers, as evidenced in the UK, retailers in Malaysia are struggling with these 
brands. The market indicates that Malaysia is more influenced by the manufacturers' brands. 
Malaysians perceived retail brands as inferior to manufacturer brands. In addition, certain 
aspects of the Tesco brands were not perceived as well as the Giant and the manufacturer 
brands. There is also some evidence suggestive of consumer confusion regarding the Tesco 
brand because it was introduced after, and possibly influenced by perceptions of the Tesco 
Value brand. The results also indicate some tactical problems being faced by Tesco. In 
addition, although situational factors, shopping motives as well as store image, provide 
significant relationships, the impact on the overall retail brands' perceptions is not strong. 
This demonstrates that consumers very often do not use explicit, concrete, rational factors to 
evaluate retail brand products, and thus their perceptions and motivation to purchase are not 
always easy to articulate. 

Nonetheless, the results conclude with an opinion of the responsibility that retailers could 
take in the delivery and strengthening of the advantage offered by retail brands. Retailers 
should convey their retail brand benefits' more on product functionality thus improving the 

brand attributes on a gradual basis; expanding on the retail promotion strategies; offering 
innovation and receptivity in-store environment; projecting store reputation clearly and 
finally managing their retail brands efficiently. It is argued that retail brands are not just 
about fulfilling basic consumer needs. Retail brands possess great power and the truly great 
retail brands will be those that learn to balance this power with responsibility. Incorporating a 
solid understanding of all aspects of consumer behaviour could assist retailers in their retail 
brand strategy. Hence, concentrating on one retail brand at a time in a store might be an ideal 
strategy for an immature market such as Malaysia. 
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CHAPTER ONE 

Introduction 

'If all of Coca Cola's assets were destroyed overnight, whoever owned 

the name could walk into a bank the next day morning and get a loan to 

rebuild everything' 

Carlton Curtis 
VP Corporate Communications, Coca Cola 
(Building Brands, 2003) 

The above quote indicates a brand strength, which retailers can only dream 

about. In packaged food markets, particularly in major supermarkets and 

hypermarkets, manufacturers' brands have long operated without much 

competition. These brands became pioneers and were established worldwide 

through their product quality, prestige and reliability. While manufacturers' 

brands were perceived as being of high quality and as superior to other brands 

(ACNielsen, 2003; BaItas, 1997; Prendergast and Marr, 1997), retail brands 

were perceived as lacking a strong quality image, as poor value for money, 

and/or offering inconsistent quality compared to equivalent manufacturers' 

brands (Baltas, 1997; Prendergast and Marr, 1997; de Chernatony, 1988). 

However, such perceptions have gradually diminished as retailers themselves 

are becoming more powerful, 'focusing and creating their own brands rather 

than relying on the manufacturers' ones. This is evidenced by the fact that the 

average market share of retail brands rose from 15.3 per cent in 1988 to 20 to 30 

per cent in 1998 in the US (Marketing News, 1995; Hoch, 1996; Dunne and 

Narasimhan, 1999; Ailawadi, 2001; ACNielsen, 2003). In several European 
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countries, retail brands have risen in their market share by an average of nearly 

1 per cent annually: from 22 per cent (1977) to 31 per cent (2003) in the UK 

(ACNielsen, 2003); to 24 per cent in Belgium; and to 27 per cent in Germany in 

2003 (ACNielsen, 2003). 

Over the years, the characteristics of retail brands have changed, becoming 

more similar to manufacturers' brands. The former products have transformed 

from a low quality product alternative at a lower price, into a powerful brand 

offering a true quality brand alternative at a competitive price, thereby reflecting 

the application of a clear retailing approach in the retail environment. Sales of 

retail brands have been increasing and now account for over US$85 billion in 

grocery products (Sprott and Shimp, 2004; ACNielsen, 2003). This has 

indirectly created fierce competition for grocery products (Bhasin et ai., 1995; 

Dickinson et ai., 1992; Dunn et ai., 1986) as shoppers faced a far greater variety 

of products than they were used to. It has been argued that the success of retail 

brands has provided retailers with increased leverage over manufacturers in 

several ways; providing higher margins; allowing them to negotiate better 

margins on manufacturers' brands; and also providing a means for retailers to 

attract value-conscious consumers away from manufacturers' brands and to 

build store loyalty and differentiation (Ailawadi, 2001; Baltas, 1998; Dick et ai., 

1995; Laaksonen, 1994; Pellegrini, 1993; Shaw et al., 1992). 
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While retailers in the UK and the US have long enjoyed the benefits of retail 

brands, retailers in Malaysia only started to introduce such brands in early 2000. 

Hypermarket chains such as Giant, Tesco, Carrefour and Makro Cash and Carry 

currently offer their own products. For consumers, the introduction of retail 

brands provides more variety, thus offering more choice. This situation 

indirectly influences Malaysian consumers, as they are not used to these makes. 

It is believed that Malaysians will purchase any product as long as the price is 

low. However, currently there is no evidence to support this notion; thus this 

present research intends to provide this information. The study explores the 

attitudes of Malaysian consumers toward retail brand products and aims to 

answer the following questions: Do consumers in Malaysia portray similar 

attitudes towards the introduction of retail brand products to their counterparts 

in the UK and the US? Based on the rationale that retail brand products are able 

to offer a range of prices, from low to high (based on various stages), coupled 

with the combination of huge middle-incomes and the economic downturn, will 

Malaysian consumers perceive retail brands as attractive? And are they willing 

to buy such products? 

It is important to mention here that it is unwise to draw sweeping conclusions 

about consumers' attitudes towards retail brands being similar in the UK and 

US as in Malaysia, because, as mentioned by Burt (2000), the term 'retail 

brand' may differ from one country to another, particularly in less developed 

retail markets such as Malaysia. Malaysian consumers may perceive the term 
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'brand' differently, and may therefore have particular reasons for deciding 

whether or not to buy a particular product. As attested by Robinson (1996), Ho 

(1988) and Hofstede (1980) Asians differ in their thinking, feeling and 

behavioural patterns. It is therefore interesting to analyse Malaysian views on 

this type of brands. Do the disparities in Malaysian consumers' opinion affect 

their attitudes towards retail brand products? 

In addition, the researcher has encountered a degree of challenge in finding 

studies that have been conducted on Malaysian interests, particularly in the 

retail sector. The Malaysian economy registered a growth of 4.2 per cent for the 

year 2002 compared with a 0.4 per cent growth in 2001 - a growth that has 

benefited the retail industry, which in turn has seen the entry of new players as 

well as aggressive expansive approaches by existing retailers; the introduction 

of new retail formats; and competitive price wars. Retailers have faced 

challenges of competing not only to fulfil consumers' desires but also to fulfil 

their own. This competitive environment is expected to become more intense in 

the coming years as the retail industry expands and continues to witness the 

proliferation of various retailing formats such as supermarkets, hypermarkets, 

supermarket-cum-department stores, department stores and specialty shops. 

Though each retailing format will generally be different from others through 

their merchandise, target markets, investment requirements and layouts, they 

will inevitably be competing for the same consumer Ringgit ($). Meanwhile, as 

consumers become more affluent in wealth and education, their lifestyles and 
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preferences also evolve. Nowadays, shopping in large stores and retail outlets is 

a growing and commonplace social behaviour. With new entrants, consumers 

are faced with wider choices and exposure. Their purchasing decisions will set 

the parameters for customer service level, merchandise range, quality, pricing 

and shopping comfort. It was noted that retail businesses have grown intensely 

competitive in the 2000s, especially with the emergence of hypermarkets that 

have been aggressive in both their expansion and marketing activities as they 

seek to increase their market share and achieve economies of scale in their 

operations. Traditional assumptions about consumer behaviour now need to be 

redefined. It is important to understand customers' needs and what motivates 

them to continue visiting a store or a retailer. Thus, the aim of the current 

research is to understand the attitude of consumers by examining their 

perceptions towards retail brand products. Additionally, this author has 

produced previous studies which dealt with the phenomenon of retail brands as 

a concept that is different from the manufacturers' brands, but did not explore 

the impact of store-specific brands. This research may fill a gap in the literature 

relating to retail brands as individual brands, as well as bridge the gulf between 

the West and East pertaining to the study of retail brand products. 

1.2 Methodological Approach and Objectives of the Study 

Initially, the study was designed in such a way that both inductive and deductive 

approaches could contribute to the issues being examined. From the 

researcher's perspective these two approaches of reasoning have a very different 

'feel'. Inductive reasoning, by its very nature, is more open-ended and 
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exploratory, especially at the commencement of a study. In line with this it was 

therefore intended that retailers would be interviewed to find out the true 

motives behind the introduction of retail brand products to their stores. 

Conversely, deductive reasoning is narrower in nature and is concerned with 

confirming the study propositions. In this study it was intended that the 

consumers' attitudes towards retail brand products would also be investigated to 

establish a comprehensive view on the subject matter. The researcher believed 

that by adopting both approaches, in-depth information on attitude and 

behaviour towards retail brand products could be obtained. However, due to 

certain difficulties, particularly in obtaining agreement from respective retailers 

to participate in the study the first approach had to be abandoned thus allowing 

only the second focus of the study (i.e. the deductive approach) to be pursued. 

From a review of previous research in the West, the following research 

objectives are identified: -

1. To investigate consumer perceptions of retail brand attributes from the 

Malaysian consumers' point of view. 

2. To examine if the consumer-shopping situation (planned purchase of 

retail brand versus unplanned purchase of retail brand) and consumer 

motivation affects perceptions of retail brands' attributes. 

3. To investigate the overall perceptions of consumers on the development 

of retail brands in Malaysia. 

4. To examine the effects of the situations and motivation for grocery 

shopping on overall perceptions of retail brands. 
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5. To examine whether store image affects the perceptions of retail brands' 

attributes. 

6. To examine the effects of store image on overall perceptions of retail 

brands. 

7. To examine the effects of store image on consumer shopping motives. 

Accordingly, the above objectives lead to the following research propositions: 

P 1: Consumers will attach significantly different perceptions to the 

attributes of different types (generations) of retail brands. 

P2i: Consumers will hold significantly different perceptions of retail brands 

attributes' depending on the consumer shopping situation. 

P2ii: Consumers will hold significantly different perceptions of retail brands 

attributes' depending on the consumer shopping motivation. 

P3: Malaysians will hold positive attitudes within the overall perceptions of 

retail brands. regardless of store brand. 

P4i: There will be a significant relationship between consumer situations and 

consumers' overall perceptions of retail brands. 

P4ii: There will be a significant relationship between consumer shopping 

motives and consumers' overall perceptions of retail brands. 

P5: Consumers will hold significantly different perceptions of retail brands' 

attributes depending on the store image. 
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P6: There will be a significant relationship between store image and overall 

perceptions of retail brands. 

P7: There will be a significant relationship between store image and 

consumer shopping motives. 

1.3 Structure of the Thesis 

In order to keep the study systematic, the str"ucture of the research is illustrated 

in Figure 1.1. Following this section, the chapter continues with a discussion, 

which comprises a literature review of retail brand products. Chapters Two and 

Three explore the industry's conventional wisdom about retail brand products 

from a managerial and a consumer perspective. Following these, there is a 

discussion on retailing and the emergence of retail brands in Malaysia, while 

Chapter Five describes the research methodology that has been employed in this 

study. Chapter Six analyses the consumer survey and discusses its findings in 

relation to previous studies. Finally, the last chapter, Chapter Seven, which 

deals with management implications, the limitations of the study as well as 

discussing the overall findings and conclusions of the study and identifying 

directions for future research. What now follows, however, is the first part of 

the literature review, which examines the increasing dominance at retail brand 

products. 
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Figure 1.1 
Outline of the Stud 

Chapter 1 
INTRODUCTION 

Chapter 2 
THE INCREASING POWER OF RETAIL BRAND PRODUCTS 

Chapter 3 
CONSUMERS' RETAIL BRAND PERCEPTIONS AND GROCERY SHOPPING BEHAVIOUR 

Chapter 4 
RETAILING AND THE EMERGENCE OF RETAIL BRANDS IN MALAYSIA 

Chapter 5 
RESEARCH METHODOLOGY 

• 
Chapter 6 

ANALYSES RESULTS AND DISCUSSION OF FINDINGS 

Chapter 7 
IMPLICATIONS FOR RETAILERS, CONCLUSIONS AND FUTURE RESEARCH 
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CHAPTER TWO 

The Increasing Power of Retail Brand Products 

Consumers now seem to have many more alternative products and brands to choose 

from when buying grocery products. The current 'hot topic' in grocery retailing in 

Malaysia is the emergence of retail brand products. What is a retail brand product? 

What makes retail brands very powerful in grocery stores? This chapter will explore 

the development of retail brand products: from 'generic' inferior products to 

powerful 'retail brand' products in the context of changing retailer strategies. To 

guide the reader in understanding the subject, there are six main sections. 

These are (1) The Historical Perspective and the Development of Retail Brand 

Products; (2) The Fundamental Attributes of the Development of Retail Brand 

Products; (3) Retail Brands Strategy; (4) The Potentials and Dilemmas of 

Supplying Retail Brand Products; (5) The Determinants of Success for Retailer 

Brand Products and finally (6) The Retailing Challenge: From Value-Chain Power 

to Brand Power. 

2.1 The Historical Perspective and the Development of Retail Brand Products 

There is nothing new about the idea of retailers selling goods under their own name. 

The current debate can be traced to twenty-five years ago, when manufacturers 

were facing a new phenomenon; 'the emergence of retailers as genuine brands'. 

The market share of these products in the US in 1998 was about 20 to 30 per cent in 

grocery products (Marketing News, 1995; Hoch, 1996; Dunne and Narasimhan, 

1999; Ailawadi, 2001). In several European countries such as the UK, retail brands 
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have risen in their market share by an average of nearly 1 per cent annually, from 

22 per cent in 1977 to 40 per cent (Baltas, 1998). It is believed that these figures 

will continue to increase due to fact that as retail brand quality has improved, 

consumers attach less importance to manufacturers' brands. In addition, many 

retailers are becoming more proficient in managing their own brands (Farris and 

Ailawadi, 1992; Baltas, 1998). 

2.1.1 Definitions and Characteristics of Retail Brands 

Despite the increasing importance of retail brands, it is obvious that, the term 

used to describe these products also varies. In the traditional retail trade, such as 

supermarkets, a manufacturers' brand is a widely known brand within a product 

category. The terms 'retail brand', 'store brand', 'own brand', 'own label', 

'private brand' or 'private label' are, on the other hand, generally used to refer 

to types of products provided by suppliers to the retail industry that bear the 

'name' of the respecti ve retailers. These products are used to achieve economies 

of scale in production and distribution, utilise excess production capacity, gain 

sales increases without marketing cost, as well as to provide price 

discrimination. Other types of retail brand may also include those created and 

owned by suppliers who allow certain retailers to sell these products in their 

stores. 

Due to the various terms used to describe these types of brand, Schutte (1969) 

provided 17 alternative definitions of retailer related brands and commented on 

the need of re-examine the definitions of different kinds of brands, both retailer 

and manufacturer. He suggests that: 
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i) A manufacturers' brand is owned, sponsored, and controlled by a firm 

that is primarily concerned with production or manufacturing, rather 

than with distribution such as Pepsi Cola. 

ii) A distributor's brand is owned, sponsored and controlled by a firm that 

is primarily concerned with distribution, rather than with production or 

manufacturing, and 

iii) A generic brand is a distributor's brand that does not include a 

traditional brand name on its label, products are simply labelled 'cola' or 

'batteries', for instance. 

It is noted that Schutte's (1969) taxonomy was based on the ownership and 

control of particular brands. Martell (1986) reveals that one of the problems 

with relying on historical examples is that terminology and definitions become 

out-of-date and eventually lead to confusion and misunderstanding over the role 

and purpose of brands. 

One of the earliest definitions of 'retail brand' is provided by the Economist 

Intelligence Unit (1968) and Morris (1979). They defined retail brands as 

• ... consumer products produced by or on behalf of, distributors and sold under 

the distributor's own name or trademark through the distributor's own outlet'. 

Further, Walters (1989) stated that retail brands are 'products sold under a 

retail organisation's house brand name, which are sold exclusively through that 

retail organisation's outlets'. To understand fully the structure of retail brands, 
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Davies (1992) developed four tests for the presence of branding which are based 

on: 

(1) Differentiation: Does the supposed brand name differentiate the 

product/service positively from other, similar offers in the marketplace 

in the mind of customers/consumers? 

(2) Premium Price: Does the supposed brand command a higher price in the 

marketplace than a similar product/service, because of an image for 

quality and/or reliability? 

(3) Separate Existence: Can the supposed brand be valued, used, sold or 

licensed separately from the business owning the brand/name? 

(4) Physic Value: Does the supposed brand offer benefits to the customer at 

a symbolic or sensory level? 

He then argues that the 'genuine' retail brand is one which fulfils all four tests, 

otherwise products are not brands, but simply a convenient label used only for 

identification purposes. 

In 1993, Pellegrini suggested an additional four tests that may assist in 

attempting to identify the role of different types of brands used by retailers such 

as generics, house brands, etc. These are as follows 

(1) The degree of identification between the trade name of the retailer and 

the name used for its brands; 

(2) The positioning of its brands with respect to leading manufacturers' 

brands and consequently, their qualitative standards; 

(3) The width of the range of the products covered by the brand(s); 
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(4) The extent of backward integration into marketing functions 

traditionally performed by manufacturers. 

de Chernatony (1988) proposes that an own brand is 'an added value entity, 

produced by or on behalf of a distributor following the distributor's 

specifications. It is then targeted to specific consumers and portrays a unique, 

relevant and distinctive personality, which is associated with the distributor and 

is backed by a coherent use of marketing resources'. This definition highlights 

the fact that distributors' brands no longer carry a cheap image as a poor quality 

good. They now act as alternatives to manufacturers' brands, and are recognised 

as providing added value. De Chernatony and McWilliam (1988) also argue that 

'generic' products in Britain were effectively marketed as brands. Retailers had 

clear positioning strategies for these products and in some cases even provided 

brand names incorporating company logos. At this point therefore, the 

development of a retailer's own brand strategy is highly dependent on how it 

can offer the customer a different proposition from the competition. Similarly, 

both de Chernatony (1989) and McGoldrick (1990) argue that in Britain, the 

terminology often used, which is 'own label', is considered inaccurate. They 

argue that 'label' implies a restricted marketing role, with emphasis simply on 

packaging, whereas in reality 'own brand' is more accurate, as this highlights 

product benefits such as product differentiation, premium price and having 

specific value (Davies, 1992). 

Similarly, Laaksonen (1994) argues that products that are owned, commissioned 

and marketed by retailers as opposed to manufacturers' brands are recognized 
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as a 'retail brand', 'store brand', 'own brand', or 'private brand'. He suggested 

that the word 'Zabel' is basically only a name on the product, whilst 'brand' 

means that the name of the product is well known and that there is a set of 

values, which consumers associate with the name. Likewise, in the American 

literature, retail brands are often referred to as 'private labels' or 'house 

brands'. Again, Light, the President of Arcature Corporation, argues that the 

private label is not a brand (Knapp, 2000). He discloses that customers can be 

brand loyal, but not label loyal. He then states that retailers actually take brands 

and turns them into labels. As a result, 'own' or 'private Zabel' is considered a 

less developed version of the retailer's exclusive product and less sophisticated 

than own or private brand. Based on all the arguments mentioned above, 

Laaksonen (1994) suggested that there are four main types of own brand 

product categories. These are: 

i) Generic 

In France, these products were called 'produits libres' which means 'free 

products' and were wrapped in a plain white packaging, which labelled only the 

product composition. In much of the American literature, the generic was called 

the 'no-name' or 'un-brand' product (Cagley et al., 1980; Neidell et al., 1984). 

In the UK, the product was known as 'plain packs wraps', 'no-frills', 'brand

free', 'no-names' and also 'unbranded products' (McGoldrick, 1984). Apart 

from the different names, generic products can also be identified through simple 

packaging and lack of a 'recognised' brand name. The product description is 

normally in black, stencil-like lettering and the pack carries only the required 

label information (McGoldrick, 1984). An increase in margins and the provision 

of choice in pricing are the two main objectives of these kinds of brands. 
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Nevertheless, generic products also have a reputation of being the 'alternative 

category' when it comes to shoppers' choice of grocery products (Granzin, 

1981; Hawes, 1982; Rosen, 1984). This is due to the fact that generic products 

are usually sold at a price which is 40 per cent or more lower than the branded 

equivalents (Yucelt, 1987; de Chematony, 1989, Baltas, 1997; Prendergast and 

Marr, 1997) and can usually be found in the area of low-involvement grocery 

items (basic and functional products) which carry less physical, social or 

financial risk (Prendergast and Marr, 1997). It is believed that the lower price is 

made possible through cost savings created by using simple and basic 

production processes, plain packaging and almost zero expenses in promotional 

activities (Myers, 1967; Coe, 1971; Murphy and Laczniak, 1979; Faria, 1979; 

Cagley et al., 1980; Cunningham et al., 1982; Rosen, 1984; Neidell et al., 1984; 

Yucelt, 1987; Szymanski and Busch, 1987; Karolefski, 1990, 1991; 

Lichtenstein et al., 1993; Hoch and Banerji, 1993; Baltas 1997). In addition, 

McGoldrick (1984) claims that the most important cost saving by far arises 

from retailer flexibility in buying. Different suppliers can be used for different 

products and sometimes more than one smaller manufacturer supplies in 

different areas. He also agreed that low prices were made possible through the 

inferior quality of ingredients as well as using unattractive packaging. This 

strategy therefore allowed retailers to charge a significantly lower price to 

customers but often make a higher profit margin for themselves (Martell, 1986; 

Baltas, 1997). 
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Unlike the UK and the US, generic products in France were perceived as having 

an equal value with national brands (de Chern atony, 1988) despite the lower 

price. McGoldrick (1984) states that although the generic offers an opportunity 

to build market share, the product also potentially incurs risks such as: 

a. overall gross margins can suffer unless buying terms are very 

favourable and unless sales of other items are also stimulated; 

b. the retailer's image can be adversely affected, and 

c. an existing own-label range can be weakened if the generic range is 

not appropriately positioned. 

ii) Store brand 

Next to generics are store brand products, which take the retailers' name (for 

example Tesco). These kinds of products are well established in several 

European countries (Laaksonen, 1994). Originally, store brands were only 

produced when capacity allowed. Increasingly, however, entire factories are 

dedicated to the production of store brands. The packaging of store brands is 

also similar to the packaging of manufacturers' brands and although they are 

usually priced below the industry leaders they are not always the cheapest 

alternative available (Dick et ai., 1995). Unlike generics, store brand products 

provide the potential for the retailer to build store loyalty since they can be 

differentiated from manufacturers' brands (Simmons and Meredith, 1984; 

Martell, 1986; Dick et aI., 1995). Differentiation can occur by charging 

customers lower prices, or by offering consumers better value for money 

without narrowing the range of choice. Subsequently, retailers may gain higher 

gross margins, and have more control over product quality, stock, and price 
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(Uncles and Ellis, 1987). Many retailers have shifted these store brands to an 

up-market position and are now selling them on an equal footing with 

manufacturers' brands. The consumer is offered more of the same rather than 

additional choice. Competition is more about quality than price (Uncles and 

Ellis, 1987). It is also argued that store brand products help to establish a 

distinct corporate identity and set in train a reinforcement process between 

favoured brands and favoured chains (McGoldrick, 1984; Uncles and Ellis, 

1987). The upgrading of store brand products also means a better image for the 

retail chain. 

iii) Non-store brand 

Non-store brands are products that have their own labels, using a different name 

from the retailer's name. It is also known as the pseudonym brand approach 

(Sullivan and Adcock, 2002). Examples were St Michael from Marks and 

Spencer and Winfield from F.W.Woolworth. These brands were competing with 

other brands without the support of the retailer's image. Perhaps the reason 

behind this strategy is to protect the retailer image in case the brand fails in the 

market, as well as to be able to relate to brand extension and promotional 

efficiencies (Sullivan and Adcock, 2002). However, a major weakness of this 

approach is the time required to build awareness of this fresh brand name. 

Consumers may think that manufacturers bring the brand to the store, rather 

than that the store sponsors the brand. It is also noted that the St Michael brand 

has now disappeared from Marks and Spencer, leaving very few non-store 

brands in the market place. 
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iv) Exclusive brand 

The exclusive brand approach involves a retailer offering a branded product that 

is produced only for that retailer (for example, Goodmans for Comet). The 

brand may technically be a supplier brand, but is effectively a retailer brand. In 

a sense, this is a pseudonym approach applied to a single product or category. 

For this reason, the same strengths and weaknesses apply. 

Although there are different forms of own brands, Laaksonen (1994) stated that 

traditionally they all share similar features. These are: 

• they are all lower in price than manufacturers' brands; 

• they are normally found in basic commodities which record high sales 

and exhibit maturity in the market, 

• they become a supplementary brand to a premIum manufacturer's 

brands. 

Most recently, Fernie and Pierrel (1996) identified similar terms to explain 

products that are owned, controlled and marketed by retailers. These include 

'own label', 'own brand', 'private labels', 'retail brands' and 'distributor 

brands', They claimed that the differences between labelling and branding were 

the degree to which a retailer becomes involved in true branding strategies 

(Shaw et aI., 1992), 

Adding to Laaksonen (1994), Sullivan and Adcock (2002) suggested another 

three types of own brand product. These are stand-alone, speciality and 

premium. A stand-alone approach is a modem development of the pseudonym 
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approach. In this case, the retailer produces a brand that has a brand name rather 

than simply a product identifier (for example, Novon from Sainsbury). The 

retailer name is typically lower profile than this brand name, so that the brand 

stands apart (alone) from the retailer's other own brands. This approach is 

extremely close to a supplier brand and demonstrates an increasing movement 

from retailer to retailer-brand builder. The major advantage of the stand-alone 

brand approach is a unique image that is hard to copy. On the negative side, 

packaging and promotion costs increase, and the benefits associated with brand 

extension may be reduced or lost altogether. Speciality retailer brands are 

associated with unique products or aimed at a small niche shopper group (for 

example, the 'organic range' from Tesco or Sainsbury); Premium retailer 

brands are positioned towards the high-quality end of the market often priced 

above manufacturers' brands. Both speciality and premium retailer brands may 

be retailer own brand, pseudonym, exclusive manufacturer or stand-alone brand. 

These three new retailer brand approaches are common to Western consumers, 

as in the UK. 

Close examination of the above arguments reveal that, although many terms are 

used interchangeably in previous studies (for example Laaksonen, 1994; 

Wileman and Jary, 1995; Baltas, 1997), it is believed that the term, retail brand 

is most applicable to describe retailers' own brand in Malaysia. Therefore, 

'Retail Brand' in this research is defined as 'those brands distributed by 

retailers who mayor may not have the name of the store clearly labelled on 

the product, thus claiming 'ownership' of the brandfor the store'. This term is 

considered appropriate for this study because it gives the researcher the 
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opportunity to compare the results used by different retailers in Malaysia in 

their retail brand approaches. 

2.1.2 The Evolution of Retail Brands 

The development of the retail brand product began more than 35 years ago. At 

that time the retail brand product was believed to be offering the consumer a 

lower quality product alternative for a lower price (Murphy and Laczniak, 1979; 

Yucelt, 1987; Szymanski and Busch, 1987; Uncles and Ellis, 1987; Faria, 

1979). Although the penetration of retail brand products in grocery markets is 

generally identified with the post 1970 era, retail brand development in the UK 

has its origins in the late 19th century, through the growth of the cooperative 

movement. The 19th century had given rise to mass production, and towards its 

closing years, manufacturers exploited their own names on their products. This 

continuous development of manufacturer brand was interrupted by the Second 

World War, but returned with a vengeance at its end (Martell, 1986). 

Backed by legislation in the 1950s, resale price maintenance sustained this 

position. Section 25 of the Restrictive Trade Practices Act stated that 'A 

manufacturer has the right to fix the price at which his goods are sold to the 

public'. During this time, manufacturers were said to have conquered the whole 

of retailing activities through the control of consumer prices. In an attempt to 

break free from the manufacturer and from the constraints of Resale Price 

Maintenance, retailers decided to develop their own products by 'developing 

our own-label products so that we were not restricted by price' in an attempt to 

weaken the manufacturers' position (McMaster, 1987). This strategy was 
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operated through the purchase of standard commodities from the weaker brand 

manufacturers who had surplus capacity (Doe1, 1996). From this point onward, 

retail brand products gradually up-graded their characteristics from inferior to 

superior' products, which could compete against manufacturer brands 

(Laaksonen and Reynolds, 1994; Wileman and Jary, 1995). 

2.1.2.1 The Four Generations of Retail Brands 

Retail brand development can be identified in four phases (Laaksonen and 

Reynolds, 1994). These phases and their characteristics are illustrated in Exhibit 

2.1. In each phase, the retail brand product required a different technology, 

different consumer motivations to buy, a differellt set of retailer's objectives 

as well as a difference ill product characteristics. Each phase therefore 

required a different level of sophistication which increased, from one phase to 

another. As both retailers and consumers demanded more benefits from retail 

brand products, this drove changes towards greater sophistication. The whole 

process of developing retail brand products should, however, should not be seen 

in isolation, as a brand does not necessarily develop from the first phase to the 

next. The phases can overlap (Laaksonen and Reynolds, 1994, Fernie, 1994; 

Fernie and Pierrel, 1996; Wileman and Jary, 1997; Burt, 2000), and not all 

retailers in all countries will experience the same growth of their retail branding 

as experienced by the UK and the US (McGoldrick, 1990; Laaksonen and 

Reynolds, 1994, Fernie, 1994; Fernie and Pierrel, 1996, Wileman and Jary, 

1997; Burt, 2000). 
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2.1.2.1.1 First Generation 

The first phase in the development of retail brand products was started in 

1976, when Carrefour, a French retailer, decided to introduce a line of 

50 generic brand grocery products throughout its 38 stores (Hawes, 

1982; Laaksonen, 1994; Pellegrini, 1994). These products were called 

'produits libres' or 'produit drapeau' which mean 'free products' or 

'flag products' and were wrapped in plain white packaging featuring 

only the name of the product in black lettering (Fernie and Pierrel, 1996; 

Prendergast et aI, 1997). 'Produits libres' or 'produit drapeau' were 

intended to be cheap but with a desirable quality, albeit lower than the 

comparable manufacturers' brands. In general the quality and image of 

this kind of product was considered to be lower than other brands. 

Since the objectives of 'produits libres' was to increase margins and 

provide choice in pricing options, 'produits libres' were usually sold at a 

price around 40 per cent or more lower than their branded equivalents 

(de Chern atony, 1989) and could usually be found in low-involvement 

grocery items (basic and functional products). Low prices were made 

possible through cost savings created by using simple and basic 

production process. During this time, 'produits libres' were always 

packaged with a plain label, using cheaper paper, black and white 

colouring with no graphic embellishment, accompanying the products. 

Packaging also switched from the use of more costly cans to plastic 

bags. In addition there were almost zero expenses incurred in 

promotional activities (Murphy and Laczniak, 1979; Reidenbach et al., 
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1983; Yucelt, 1987; Szymanski and Busch, 1987 Faria, 1979; 

Lichtenstein et al., 1993). Reidenbach et al. (1983) stated that the 

quality of 'produits libres' contributed most significantly to the lower 

price and that the retail cost of 'produits fibres' were about 10-15 per 

cent below the cost of manufacturer brands. 

The introduction of 'produits fibres' was a success in their home country 

(France). Within a few months, they captured an average of 30 per cent 

of Carrefour's sales (Hawes, 1982) and had spread to Belgium, Canada, 

Australia, and Japan within two years (Prendergast and Marr, 1997). 

Faria (1979) reported that generic products were not a passing fad but 

one of the most significant developments in the grocery business. The 

same situation however, did not apply in the UK, as 'produits fibres' 

were not as popular with UK customers. De Chernatony (1989) in his 

study argues that in the UK retailers had stocked retail brands much 

earlier than in France. He claimed that UK retailers had already 

introduced a policy on pricing, quality, packaging and merchandising 

that enabled consumers to somehow associate retail brand ranges with 

particular retailers. These findings clearly support the statement 

provided by Fernie and Pierrel, (1996) who claim that in the UK, the 

second-generation of retail brands was in existence prior to the launch of 

'p rodu its fibres' in 1976. De Chernatony (1989) reveals that 

International Stores was the first retailer to introduce a 'produits fibres' 

range in the UK in 1977, followed by Carrefour in 1978 and Tesco in 

1981. 
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However, by 1983, the sales of 'produits libres' were reported to be in 

decline. By the end of 1985, eight years after generics were first 

introduced to the US, sales had fallen to 2.0 per cent of total grocery 

sales (Prendergast et al., 1997). Similarly, in the UK, to counter the 

threat from 'produits libres' as well as from the discounters in the 

grocery market, Fernie and Pierrel (1996) reported that the big three UK 

grocery retailers (Sainsbury's, Tesco and Safeway) had started to 

develop their own brand products. By the mid 1980s Dunkin (unstated) 

suggested that 'produits libres' had become an idea whose time had 

passed. Two other authors, Franz (1987) and de Chernatony (1988) 

shared similar views, reporting that 'Ten years may be generic lifetime' 

and commenting on 'The fallacy of generics in the UK' respectively. 

2.1.2.1.2 Second Generation 

Although, 'produits libres' seemed to be a perfect product allowing 

retailers to compete among themselves, retailers then realised that price 

alone is not sufficient to ensure their survival and to achieve competitive 

advantage. In this phase (mid 1980s), the packaging of 'produits lib res , 

was improved. More attractive packaging was introduced but products 

still competed on the basis of price as in phase one. In some cases, the 

packaging of 'produits fibres' ranges was changed gradually to look 

more like manufacturers' brands, as well as to encompass better quality 

products for consumers (Laaksonen and Reynolds, 1994; Wileman and 

Jary, 1997; Burt, 1992,2000). 
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2.1.2.1.3 Third Generation 

In the third phase, retailers were said to experience the most challenging 

moment in the competition among own brand operators. During the late 

1980s the competition within own brand ranges shifted and the focus 

was no longer on price alone. Quality and service appeared on the 

agenda. Retailers possess rich information and are sensitive to the things 

happening in their areas of interest. They started to extend their own 

brand product ranges adding more sophisticated lines, moving away 

from basic products to better quality products whilst at the same time 

maintaining reasonable pricing. They attempted to be different and lead 

the market by initiating new offerings. During this phase the 'me-too' 

products became available. These 'me-too' products were an imitation of 

leading brand producers, with an element of added value. Both products 

and packaging emulated brand leaders but retained cheaper prices than 

manufacturers' brands. This scenario led to own brand operators clearly 

competing directly against the manufacturers' brands. This would 

eventually benefit retailers as well as consumers, by bringing them 

better margins and better deals. 

2.1.2.1.4 Fourth Generation 

The fourth phase of own brand development was that of value added 

products, which can be distinguished from competition through product 

quality, innovation and/or design. Retailers realised that they could not 

depend too long on the 'me-too' products (third generation), as this 
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would not create a competitive edge, as it allowed others to copy the 

same products. Therefore, this is the period where retailers moved into 

value added ranges such as 'value for money', 'ready to eat', 'chilled', 

'high quality image', and of course with good 'quality' ranges of 

products. Perhaps, the term 'retail brand' as a true brand is best suited to 

these types of own brand product. 

2.1.2.2 The Five Stages of Retail Brand Development 

Three years later, slightly differing from the schema given by Laaksonen and 

Reynolds (1994), Wileman and Jary (1997) suggest another schema with five 

stages of retail brand development. They suggested that retail brand 

development followed a cycle of 'generics', 'cheap', 're-engineered low cost', 

'par quality' and 'leadership' (see Exhibit 2.2). Echoing the arguments of 

Laaksonen and Reynolds (1994), Wileman and Jary (1997) claim that 'generics' 

typically have plain white packaging and are normally offered as a commodity 

product with simple functionality and low prices. This stage is followed by 

'cheap' retail brands, still stressing low prices and substandard product quality. 

However, the packaging of these 'cheap' retail brands has gradually increased 

to mirror the packaging of the leading manufacturer brands. 

Wileman and Jary (1997) claim that in the first two phases of retail brand 

development, little investment is needed to develop these retail brand products. 

This arrangement is possible through a contract tender or through the use of 

third-tier producers who are willing to supply the retailer with their excess 
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capacity. By taking this approach no efforts were made in either improving the 

design or the quality of the products. 

The next stage is the 're-engineered low cost' retail brand. This type of retail 

brand requires a minor investment from retailers. Elements of product and 

packaging are carefully disaggregated and examined to see where costs and 

quality can be reduced while still maintaining basic functionality requirements 

for consumers. 

'Par quality' and 'leadership' are the two last stages of retail brand 

development and require a substantial amount of investment from retailers. 

Through these phases a major positioning overhaul occurs, from being a cost 

and price based product to one based on quality and innovation, thus reflecting 

the true commitment from the retailer. 'Par quality' retail brand products, for 

instance, offered consumers the same value and quality of product as other 

leading brand manufacturers. At this point, the second-tier producers are willing 

to offer retailers their excess capacity, with the retailers willing to sacrifice a bit 

by giving more attractive contract prices to the suppliers. This arrangement 

allows consumers to pay less for retail brand products (by 10 to 25 per cent) 

compared with the manufacturers' brands. 

Finally, 'leadership' retail brands reflect the true identity of the successful 

retailers by fruitfully moving away from a low price and low quality image to a 

superior grade of products, thus distinguishing themselves from the other 

manufacturers' brand leaders. Retailers at this point are able to set a higher price 
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as they are the only retailers who can offer customers the products. Marks and 

Spencer is the best example as they are a successful grocery retailer who 

supplies innovative 'chilled' products in 'convenient' packaging. This is an 

image that is desired by many retailers. However, it is observed that only those 

who are committed, financially strong, and willing to work jointly with 

suppliers in long-term relationships will succeed at this level. 

Both the propositions provided by Laaksonen and Reynolds (1994) and 

Wileman and Jary (1997) are obviously related to the same cycle of 

development of retail brands as documented by Glemet and Mira (1993) (see 

Exhibit 2.3). While Wileman and Jary (1997) treat 'par quality' as a separate 

entity, Laaksonen and Reynolds (1994) include 'par quality' in the second and 

third generations of their schema. The word Ore-engineered low cost' itself 

implies that the products are not only maintaining slightly lower prices but 

simultaneously experiencing changes in quality. 

The proposition provided by Laaksonen and Reynolds (1994) is closer to that 

recommended by Glemet and Mira (1993). Glemet and Mira (1993) reported 

that four main activities, namely: 'drivers of change; manufacturers; retailers; 

and consumers', were initiating the development of retail brand products. They 

focus on the type of product produced by the retailers, the objectives that they 

need to achieve, and the characteristics involved in each stage in the evolution 

advancement (see Exhibit 2.4). Possibly, one can conclude that Laaksonen and 

Reynolds' (1994) is an advanced version of Glemet and Mira's (1993), but it 
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also condenses the ideas offered by Wileman and Jary (1997) on the general 

pattern of retail brand development. 

The 'leadership' generation of retail brands tend to be most appropriate for the current 

environment. During the nineties, retailers have viewed retail brands not just as an 

offering at the low price and low quality end of the spectrum but as a means of 

improving image, differentiating themselves from competition and engendering 

customer loyalty (Ailawadi, 2001). For example, in upstate New York, Tops 

Supermarkets introduced a premium quality line of retail brand products called 

'President's Choice', while Marks and Spencer in the UK introduced a premium 

quality line of chilled food products. This trend has been adopted by other supermarket 

chains and resulted in consumers changing their perceptions of retail brand products 

from that of low quality to premium quality (Ailawadi, 2001; Hoch, 1996). This 

changed the positioning of most retail brand product ranges. This new marketing 

approach, which includes better packaging, improved quality and specific advertising 

and promotional programmes, is designed to increase customer awareness and grow 

sales of retail brand products. As the quality of retail brand products has increased, so 

has the price. The result is that not only are consumers buying more retail brand 

products than ever before, but they are also paying higher prices, which have 

contributed to a higher overall spending level for retail brand products. What does this 

mean for the grocery market? Certainly it is a signal to the brands of the grocery 

manufacturers that competition from retail brands will continue to increase and become 

tougher. As retailers focus more on their own brands they will focus less on 

manufacturers' brands; especially on manufacturers' advertised brands that have a 

weak marketing programme and small market share (Mel a et ai., 1998). These weaker 
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brands will be in jeopardy of being eliminated from the shelves. Retailers will want to 

use this space for the ever-increasing number of retail brands that they offer to 

consumers. Customers could also benefit from a wider variety of higher quality retail 

brand products to choose from. Moreover, these products, in most cases, can be 

purchased at prices lower than comparable manufacturers' brands. 
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Exhibit 2.1 
Evolution of Retail ProductslBrands 

Hcading I "!(CIlCnllion 2 lMIJtcncr~ltion Jrd~cnCr!lliun 41f'14l'ncraliun 

TYI)t~ of hrand ~ generic n 'quasi-brand' ~ own brand .. extended own brand, 

~ no name 
n own label i.e segmented own 

~ brand free 
brands 

~ unbranded 

Stnllcgy ~ generics n cheapest price ~ me-too .. value-added 

Objt'CtiH.'s ~ increase margins n increase margms ~ enhance category .. increase and retain 

~ provide choice in 
n reduce margins the clien t ba e 

manufacturers' ~ pricing 
power by sett ing the expand product .. enhance category 

entry price 
as onment, i.e. margins 
customer choice .. n provide better value 

~ 
i mprovc image 

product build retailer's image further 

(quality/price) among consumers .. differentiation 

I'rodurt ~ basic and functional n one-off staple line ~ big catcgory products .. image-forming 
products with a large volume product groups .. large number of 

products with small 
volume (niche) 

'I ('l'hnolll!(Y ~ simple production n technology still ~ close to the brand .. innovative 
process lagging behind leader technology 

~ basic technology 
market leaders 

lagging behind market 
leader 

Quality/lmaj!.l' ~ lower quality n medium quality but ~ Comparable to the brand .. ame or better than 

~ inferior image 
still perceived as leaders brand leader 
lower than leading 

compared to the manufacturers' .. innovative and 
manufacturers' brand brand different products 

n secondary brand from brand leaders 

alongside the leadmg 
manufacturer's brand 

,\ppru,"imatl' prit'ill!! ~ 20% or more below the n 10-20% below ~ 5- 10% below .. equal or higher than 
brand leader known brand 

Cu .. tOIl1CI'''· moth'alion to ~ price is the main n price is still ~ both quality and price .. better and unique 
bll~ criterion for buying important i.e. value for money products 

SUIJplicl' national not specialised n national, partly ~ national , mostly .. international, 
specialising in own specialising for own manufacturing mostly 
labe l manufacturing brand manufacturi~ own brands 

Source: L aaksonen and Reynolds ( 1994) 
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relative 
price vs 

producer 
brands 

Exhibit 2.2 
Stages of Retail Brand Development 

LC~ldership 

C J>arQllalil~; ~ 

Rc-cn~illl'crcd ('heap 

C Cheap ~ 
/ 

c Generics ~ 
~----~ ~ 

~I----------------------T--im--e-a-I-ld--I-n-v-es-t-n-le-I-lt------------~~ 

Source: Wileman and Jary, 1997 
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Exhibit 2.3 
The Eras of Private Labels 

",,)::::-__ S_I_D_W_s_t_"r_t ___ 2> Take-off ~L.. __ l_:_:_~_~_~_:_\:_~_n_a_te/ 

Drivers of · New selling • First oil crisis • New di scount 

change formulas (1973) formulas 

• New types of • Hangover from • Merchandising 
outlet cultural revolution • Economic recovery 
(supermarkets , of 1968 • Lower concentration 
hypermarkets) • Increased power of in the hands of 

retailers multiples 
(distribution 
industry) 

• Strong • Cartoning • 'Share of shelf war as ManufacturerS 
dominance, • Reaction at the end an effective strategy to 

'abuse' of the 1970 - saturate advertising 
attempt to recover media 
lost market share 

Retailers • Strategy • Chains and buying • Average-quality, low 
independent from groups cost products used to 

that of • Carrefour ('produit increase margins and 
manufacturers Iibre') compete directly with 

• Woolworth - all • GB (White brand manufacturers 
products at same products) • Selling own specific 
price • Intense, successful brands competing 

• Marks & Spencer advertising against national brands 
(St Michael) campaigns (e.g. • Race for locations 

• Sainsbury - Carrefour) ending gradually; need 
luxury products to differentiate image 

sold under and positioning 
private label 

• Brands • Intellectual • Closer to retailer 
COOSUJ11l'rS 

synonymous with consumers react · Knowledge of private 
quality and risk against hyper- label still limited 

aversion marketing (inflated • Fascination vi -a-vis 
prices because of changes in distribution 
advertising and • Refusal of white 
merchandising) packaging -

• Private label reminiscent of crisis 
perceived as 
cheaper alternative 
with acceptable 
quality (white 
packaging is 
guarantee of value) 

. Adapted from Glemet and Mira, McKinsey analysis. 1993 Sources. 
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laturity & strategic 
sophisticati()n 

· New marketi ng mix 
formula may threaten 
traditional loyalties 

• Consolidation of 
megabrand companies 
along with intemational 
companies that specialise 
in private label 

· Integral part of the 
marketing mix strategy 
(positioning, 
communication) 

• Stri vi ng to enhance 
consumer loyalty 

• Change in mentality: 
from 'consumerism' to 
'enjoying' (preference 
for more of acceptable 
quality over less of 
'superior' quality) 

· Trial and error attitude 
toward private label 

• Segmentation in markets 
and products 



Exhibit 2.4 
Private Label Evolution 

Type Generic 'Quasi Brand' 

Objective * Increase margins * Reduce manufacturers' 

* Provide a lower- power by setting the 

price product for entry price 

consumer during * Increase margi ns 

inOati onary times * Provide a better-valu e 
product (quality/price) 

Characteristics * Low-volume * Large volume one-off 

functional product product 

* Technology lagging * Technology lagging 

behind market 

leader 

* Perceived as lower 

qu alityli nferior 

image 

behind market leader 

* A verage quality (but 

perceived as lower) 

* Price is major criterion 

for purchase 

'Umbrella Brand 

of Trade' 

* Enhance category 

margins 

* Expand product 

assortment 

* Build retail er's 
image among 

consumers 

* Big category prod ucts 

* Expand the number 

of SKUs 

* Technology closer to 
market leader 

* Quality/i mage in line 

with lead ing brand 

* Quali ty and price as 

* Price as necessary 

to attract consumer 

* National manu fac turers, criteri a for purchase 

part ly pec iali si ng in 

pri vate label 

* National manu fac turers, 

mostly specialising in 

pri vate label 

Sources : Adapted from Glemet and Mira, McKinsey analysis, 1993 
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Segmented Private Labels: 

shaped brand (a brand with 

its own personality, developed 

using traditional techniques 

* Increase and retain the 

cli ent base 

* Enhance category margins 

* Image-forming groups 

* Many SKUs, but with small 

volume 

* Innovative technology 

* Qualitylimage equal or superior 

to leading brands 

* Better product as criterion for 

purchase 

* Internat ional manufac turers, 

mostly speciali si ng in pri vate 

label 



2.1.3 Factors Influencing the Growth of Retail Brand Products 

The growth of retail brand products has been particularly dramatic for supermarkets 

(Bhasin et aI., 1995). Even within the supermarket, retail brand product growth has 

been very important in a limited number of product categories (Hoch and Banerji, 

1993). For example, Bhasin et al. (1995) reported that 80 per cent of the growth of 

retail brand products fell into 15 out of 240 grocery categories. The key factors 

fuelling this growth are; 

• Increased consumer emphasis on value 

Hoch and Banerji (1993) reported that the difficult economic times at 

the time of writing had changed the focus of many consumers to value 

and related substantive quality. This was also documented by Wold 

(1992) who claims that recession in the economy is the main reason for 

consumers to change their preferences from manufacturer brand to retail 

brand products. 

• Decreased variance in substantive quality 

Bhasin et al. (1995) suggest that goods have increased substantially in 

quality and the variance of substantive quality has narrowed among 

brands. Carsky (1994) compared product ratings of Consumer Reports in 

the US for the period 1978-1980 to 1988-1990. She concluded that there 

was a significant decrease in the variability of substantive quality 

between the two time periods. Bhasin et al. (1995) suggest that the 

factors leading to an increase in substantive quality may also include: 

a) More international competition; 

b) Greater focus on quality by almost all large manufacturers, and; 
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c) The increased education level of consumers 

• Perceptions of consumers have changed 

It was reported by Bhasin et al. (1995) that the decrease in the variance 

of substantive quality had contributed to a decrease in the perceptions of 

quality differences among consumers. Both Giges (1988) and Landler 

(1991) indicated that consumers perceive more products as commodities 

distinguished primarily by price. 

• Increasing 'real' prices of manufacturer brands 

Bhasin et al. (1995) observe that many manufacturers' brands have tried 

to reverse some of the large and frequent price increases of recent years. 

This increases the price difference between major manufacturers' brand 

and retail brand products. 

• Opportunistic behaviour 

Rising prices to retailers and subsequently at the retail level did not go 

unnoticed by the retail operators (Bhasin et al., 1995). Many retailers 

saw great differences in the value offered by retail brand products and 

the potential to develop retail brand products (see Exhibit 2.5). 
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Exhibit 2.5 
Th P t e ercen age 0 fM k t Sh ar e ares 0 fR t '1 B d e al ran 

Retailers Market Share (%) 
Tesco 45 
Sainsbury 60 
Aldi 95 
Lidl 80 
Carrefour 33 
Walmart 40 
.. 

(Source:httpllretalhndustry .about.com. 2003) 

• Increased power of retailers 

Many feel that the power of retailers has increased (Burt, 2000; 

Wileman and Jary, 1997; Laaksonen and Reynolds, 1994; and many 

others). However, power may have to be qualified in specific 

merchandise areas and for certain types of retailers (see section 2.6 for 

details). 

• Decreased amount of couponing by manufacturer brands (the case 

of the US) 

Bird (1994) reported that the decision by manufacturers' brands to 

decrease the amount of couponing on their brands has increased the 

attractiveness of retail brand products. Similarly, Bhasin et al. (1995) 

noted that since retail brand pricing and growth have typically been 

accomplished within an environment in which coupon were evidence 

(i.e. the US), the net impact of the supplier de-emphasising couponing 

has been to increase the attractiveness of retail brand products to 

shoppers. However, this evidence comes from the US, as in the UK 

market, this is not the case, as there is very little use of coupon. 
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• Increased diffusion of media 

Both Bhasin et al. (1995) and Mela et al. (1998) argue that the media is 

now fragmented and often focuses on certain special interest 

programmes designed to reach finely tuned segments, normally having 

narrow preferences. As such, the power of manufacturers' brands that 

have traditionally enjoyed a competitive advantage from mass media 

and mass merchandising has declined. Consequently, in recent times, 

manufacturers' brands have less control over the TV networks. 

• The rise of the concept of partnerships 

As reported by many authors such as Laaksonen (1994), McGrath 

(1995), Bhasin et al. (1995), de Chematony (1989) and Burt (2000) 

many retailers have developed win-win partnerships with selected 

suppliers when choosing to implement retail brand strategy (see Section 

2.2.3 for details). 

2.1.4 Retail Brand Market by Product Category 

It is argued that the growth in retailer brand penetration very much depends on the 

product category as well as in the country where it is operated (Glemet and Mira, 

1993; Laaksonen, 1994). Burt (1992), Laaksonen (1994), and Quelch and Harding 

(1996) identified seven potential areas where high penetration of retail brand 

products can be observed. These are basically 

• an inexpensive, easy, low risk purchase for the consumer; 
• large volume markets; 
• technological simple markets; 
• high profit margins; 
• few national brand manufacturers; 
• low levels of innovation; 
• low levels of national brand advertising 
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Nevertheless, as the two most important roles of retail brand are to improve 

profitability and develop as well as maintain customer loyalty, it is possible that 

some categories will be more effective than others (see Exhibit 2.6). McGrath, 

(1995) categorises five characteristics of product categories that seem to be 

significant to the development of retail brand products. These are: 

• high volume; 
• high/ low margin or low volume low/ high margin; 
• categories with high growth potential; 
• fragmented categories with no dominant proprietary brand; 
• new innovation categories; 
• those with established retailer's brands. 

We will now discuss each of these in turn. 

Exhibit 2.6 
Effective Cate odes for Retail Brands 

UK Netherlands 

% share % share 

75 74 

65 70 ashed tomato 

63 essert and yogurt 60 anned pineapple 

60 50 25 anned vegetables 

56 46 25 ulce 

56 40 25 am 

51 SO 21 ocoa spreads 

50 35 21 ardines 

46 35 21 ice 

ish (frozen and others) 46 nack foods 34 40 Instant coffee 

Sources: Adapted from The McKinsey Quarterly. 1993 

2.1.4.1 High Volume, High/Low Margin or Low Volume, Low 

MarginlHigb Margin Categories 

Products with a high volume of sales and high margms are the best 

categories to enter. However, McGrath (1995) stated that this IS 'an 

ideal world' situation and does not happen very often. She argues that if 

the margin of the manufacturers' brand is high, the margin on retail 

brand products will be even higher. 

40 

% share 

27 

26 

24 

21 

21 

20 

19 

19 

18 
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Categories with high volumes and low margins such as coffee, tea, paper 

ware, cereals, sugar and such like will be more rational. This is because 

developing a retail brand product will enable retailers to balance the 

brand manufacturer dominance even though these are considered more 

challenging markets to enter. These product categories are beneficial for 

retailers because they are high volume; therefore they offer a good base 

for retailer brand development. Smaller retailers believe that these 

characteristics make a category far more attractive for the development 

of retail brand products. This is due to the practicalities involved, as 

manufacturers are usually not prepared to supply low volume retail 

brand products to smaller retailers due to packaging costs and plant 

inefficiencies. 

2.1.4.2 Categories with High Growth Potential 

One area that has become 'one of the most dynamic and profitable 

sectors of the UK grocery trade' (McIlveen and Chestnutt, 1999; 

Howitt, 1996) is the ethnic food sector, with particular emphasis on 

convenience ready meals and snacks. Since 1996, the value of this 

market has increased by 51 per cent, reaching £520 million in 2003 

(ACNielsen). This could be due to increased mobility and foreign travel, 

better consumer education and an increased knowledge of food through 

media exposure. Irrespective of the influence, retailers are always 

willing to respond to new tastes and indeed may help foster them, as 

'such products usually command a premium and are therefore 
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potentially highly profitable'. Consequently, all elements of the ethnic 

food markets across Europe are seeing growth (O'Carroll, 1997). The 

niche-retailing trend is towards regional cuisine and greater authenticity. 

In the UK for example, the ethnic food sector is becoming an 

increasingly important area for the large multiples and, like the 

restaurant sector, innovation forms an important component of quality 

and reveals a consumer desire for uniqueness and excitement (Peacock, 

1998). This clearly indicates the opportunity for retailers to develop their 

retail brand products based on a category of high growth potential. 

2.1.4.3 Fragmented Categories with No Dominant Proprietary 

Brand 

As retail brands have made less of an impression in product categories 

where strong manufacturers' or international brands exist, fragmented 

categories are usually favoured (Simmons and Meredith, 1984). 

Fragmented categories such as commodity products (rice, sugar, flour, 

milk, coffee, tea and spices) offer the same volume or margin mix 

against products like orange juice and canned vegetables produced by 

the manufacturers. Their study states that the fundamental aim for a 

retailer to supply these types of products is only to tidy up the category. 

The commodities market is enormous and even the smallest food 

retailers can introduce their retail brands. For that reason, the market has 

become very price competitive and flooded with names and varieties 

(Mirabel, 2003). 
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2.1.4.4 Opportunity to Develop a New Category 

After years of rapid expansion, most European food retailers are now 

faced with the consequences of overcapacity and maturity (Kass, 1994). 

Food retailers need to take the initiative if they are to react to these 

challenges. Developing a new product category may be useful for 

retailers in their retail brand development but the effects can be massive 

too. New categories may involve risks, as these products will change 

consumer attitudes towards them. Developing a new category may 

require retailers to spend more time and money to develop 'new' 

products. During the 1980s retailers had few resources to invest in new 

product development (McGrath, 1995) and most of the products 

produced by the retailers were fairly unsophisticated (Laaksonen, 1994). 

Traditionally, retail brand penetration was highest in technologically 

simple and high volume commodity lines such as kitchen rolls, tissue 

papers, mineral water, etc. Common factors between these lines are that 

they do not require highly advanced manufacturing technology and 

branding is pointless although these are clear exceptions to this rule. In 

the UK, this is not the case as a paper product such as Kleenex was 

always strong and produced under the name of manufacturer. 

2.1.4.5 Where Other Retailer Brands are Established 

McGrath (1995) also argues that retailers should venture into categories 

where other retailer brands are already established. Obviously retailers 

have to make these products available, as consumers will expect such 

products within all retailers. The quality and benefits must however be 
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perceived as at least equal and consequently will have to be carefully 

developed. However, although these brands are well established, this 

should not imply that these products cannot be innovated further. 

Innovations may produce differences leading to non-conventional 

products. 

2.1.5 Categories with Low Retail Brand Penetration 

Laaksonen (1994) claims that there is neither a clear pattern, nor a product 

group, which is consistently dominated by retailer's brands. In general, he 

concludes that retail brands have the largest penetration in food and beverages, 

and the personal care category has, most often, the lowest penetration (see 

Exhibit 2.6). Growth is lowest in personal care because of the strong brands in 

the categories and the products are considered to be intimate in nature. The 

more intimate the product, the more consumers seek assurance in the quality of 

a well-known brand. Also lower penetration rates are attributed to the 

sophisticated manufacturing technology needed to produce this kind of product. 

Glemet and Mira (1993) claim that categories with higher levels of product 

innovation tend to have a lower level of store brand penetration. The higher 

market share of retail brands in food and beverages suggests that lower risk is 

another factor that contributes to the success of retail brand development. 

These categories are generally low priced and frequently purchased and it is 

relatively easy for the consumer to assess the value of the product since taste is 

a key factor. In contrast, non-food products classes, such as toothpaste, are less 

suitable for retail brand development because purchases carry a greater risk and 
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product performance is not so easily assessed by the consumer during 

consumption (Baltas, 1998). 

It is also noted that retail brand penetration is low in product categories, which 

already have a large range of existing retail brands. Leading brands have often 

increased their market share together with retailer brands, thus secondary brands 

may be pushed out of the market (Laaksonen 1994). Likewise, Morris (1979) 

also reveals a strong negative relationship between the market share of the 

leading manufacturer's brand and retail brand penetration. He states that where 

there is a single dominant firm in the market, the retail brand will be less 

successful. Consumers find it hard to believe that retailers somehow manage to 

produce many products in many categories with varieties in production and 

consumption processes (Quelch and Harding, 1996). These two findings, 

however, clearly contradict the findings of McGrath (1995). 

Morris (1979) states that a negative association occurs between the advertising 

activity of the manufacturers' brands and retail brand penetration. He claims 

manufacturers' brands rely heavily too on advertising unlike retail brand 

products, thus weakening the retailer brand's share in a market place. In 

addition, Glemet and Mira (1993) and Hoch and Banerji (1993) suggest a 

similar association between advertising and store brand penetration. They argue 

that retail brand penetration is low due to the absence of advertising activities in 

order to promote the brand effectively. Moreover, the differences in penetration 

levels of retail brand products may also be attributed to the unavailability of the 
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product in as many product categories, or in the expected variety of sizes 

(Rosen, 1984; Wilkes and Valencia, 1985). 

Although retail brand products have been successfully introduced the true colour of 

this product still has along way to go; particularly in markets other than the UK and 

the US. Retailers in other countries, such as Malaysia, need to understand and be 

familiar with the development of these products. Their characteristics and various 

stages need to be fully distinguished before any attempt can be made to introduce 

such products. The objectives, strategies and the technologies involved in producing 

retail brand products needs to be entirely defined. It is argued that failure to fully 

understand this may destroy the products as well as the retailer's reputation. 

2.2 The Fundamental Attributes of the Development of Retail Brand 

Does the best hope for the future of supermarkets lie in retailer brands? The answer is 

traceable through the success of major British grocery retailers. These retailers are 

creating retail brands for their exclusive use, which provide the opportunity to create 

an independent brand image while offering their consumers distinctive product and 

service benefits. A retailer who understands the importance of retail brands will be 

able to leverage its retail brand products. However, if a retailer develops a retail brand 

range, it does not necessarily follow that it will have a successful retail brand 

strategy. Therefore when formulating retail brand strategy, retailers need to 

understand the market in which they are operating. Factors such as competitors, 

suppliers, and most importantly consumers, are crucial to the development of 

successful retail brand grocery products. 
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2.2.1 Consumer Considerations 

'Customer is number one', or 'customer is always right', are the two 

phrases normally used to express the importance of customers in any 

business particularly in the retail industry. For consumers, the attraction 

of retail brand products is comparable quality with manufacturers' 

brands, at prices 10-40 per cent lower. 

As consumers' tastes and preferences change with the values and norms 

of the time changing demographics ensure that an ever-growing 

proportion of future markets will be composed of experienced buyers 

who are more self-assured, and more willing to accept responsibility for 

judging the relationship between quality and price. It is argued that 

consumers in the late 1990s are far more value-conscious than in the 

1980s and demand the best value in merchandise (Bhasin et ai., 1995). 

Furthermore, social status may be less a function of a person's 

possessions in the 21 st century than it was in the last part of the 20th 

century. Retail brand buyers have been shown to be more price sensitive 

than manufacturers' brand buyers (Baltas, 1997; Yucelt, 1987) and can 

differ significantly from manufacturers' brand buyers on some important 

behavioural dimensions (Baltas, 1997; Bellizzi et ai., 1981). 

The retail brand inclinations of consumers have been researched 

extensively. One stream of research has focused on the characteristics of 

retail brand buyers, such as their socio-psychographics (Myers, 1967), 

demographics (Murphy and Laczniak, 1979), perceptual differences 
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(Bellizzi et al., 1981) and behavioural aspects (Baltas, 1997). The most 

recent studies focus on how retailers manage retail brands, as we11 as the 

competition between manufacturers' brands and retailer brands (Baltas, 

1997; Aggarwal and Cha, 1998; Dick et al., 1997 Sethuraman, 1995). 

Dickson (1992) suggests that in times of oversupply, consumers 

theoretically have a greater choice and become more sophisticated 

(Baltas, 1997). Retailers' attempts to serve these more sophisticated 

consumers spur them to innovate, which in tum, leads to imitation and 

again to oversupply. Nevertheless from a practical perspective, the 

consumer is aging and most learn from their experience to be more 

selective in their purchasing and consumption. Furthermore in recent 

times, retailers offer more services and higher product quality (that is, 

consumers receive more value for the same amount of money paid). 

Consumers will therefore increasingly expect and even demand these 

added benefits. Quality seeking consumer judgements of perceived 

quality versus price require brand owners to accurately benchmark 

competitive value and price (Baltas, 1997). 

It is therefore important for retailers to understand first how consumers 

judge their products. Many studies such as Frank and Boyd (1965); 

Myers (1967); Rao (1969); Coe (1971); Burger and Schott (1972); Rothe 

and Lamont (1973); Bettman (1974, 1979); Livesey and Lennon (1978); 

Murphy (1978); Anvik et al. (1979); Cagley et al. (1980); Bellizi et al. 

(1981); Cunningham et al. (1982); Richardson et al. (1996); Baltas 
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(1997) explore retail brand proneness. Information on consumers such as 

characteristics that affect retail brand buying, their shopping behaviour, 

their background profiles and their behaviour towards competitors' 

products provide significant indicators of the success of retail brand 

products in the future. 

2.2.1.1 The Perceptions of Retail Brands 

When comparing a retailer's brand to a manufacturer's the centre 

of interest generally focuses on the consumers' perceptions of 

retail brand products and manufacturers' products (for example 

Frank and Boyd (1965); Myers (1967); Rao (1969); Coe (1971); 

Burger and Schott (1972); Rothe and Lamont (1973); Bettman 

(1974, 1979); Livesey and Lennon (1978); Murphy (1978); 

Anvik et al. (1979); Cagley et al. (1980); Bellizi et al. (1981); 

Cunningham et al. (1982); Richardson et al. (1996); Baltas 

(1997). 

Glemet and Mira (1993) state that the variations in consumer 

perceptions reflect an underlying segmentation of consumer 

attitudes toward retail brand purchases (see Exhibits 2.7 and 2.8). 

They group consumers into three types, 'branded', 'promotion 

driven', 'mixed' and 'realistic'. 
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Exhibit 2.7 
C P fit t onsumer ro I es owar dR ta· lB e I ra n dP ure h ases 

Consumer Types Atti tudes a nd Per ceptions 

'Branded' • Strong preference for branded products 
• Retail brand is a cheap but low-

credibility alternati ve 
• Retail brand purchase can be 

encouraged bLrea~urance on-'lua li~ 

'Promotion Driven' • Constant search for the best deal 
• From the 1980s to the present , no 

great interest in retail brand (price 
di fferenti al too small to win sales from 
brands) 

• During the 1990 , will become largest 
consumers of lower-price products 

• Yet to be attracted to retail brands 

'Mixed and Realistic' • Preference for purchasing branded 
products at the beginning of the 
month , but no hesitation over buying 
retail brand at the end of the month 
(' reali tic') 

• Price is critical (given acceptable 
quality) 

• Retail brand prices must be lower than 
those of promoted brands 

Source: Adapted fro m Glemet and MIra, McKInsey analys Is, 1993 

Exhibit 2.8 

Consumer Perceptions towards Retail Brand Purchases 

Source: Adapted fro m Glemet and Mira, McKinsey analysis, 1993 

Exhibit 2.9 ill ustrates three types of brand perception among 

consumers namely 'absolute pref erence f or strong brands ', 

'relative pref erence f or medium brands ' and 'no pref erence for 
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transparent brands'. This pervasive segmentation of attitudes 

implies that some product categories offer considerably more 

potential for retail brand products than others. Laaksonen (1994) 

also revealed that consumers' brand perceptions varied from one 

product category to another. He discloses that where the 

differentiation between the retailer's own brand and 

manufacturers' brands is equal to zero or does not exist (for 

example products such as tissues and toilet rolls), price and 

product displays become the critical factors for consumers. 

Conversely, Laaksonen (1994) also claims that availability of 

retail brands is an important factor for consumers when choosing 

where to shop. 
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Exhibit 2.9 
B dP ran erceptlOns A mong c onsumers 

Characteristics I Behaviour Examples Potential for 
private lahel 

products 

Absolute ", Specific products associated with 0 Spreads in France Very Low 

preference for markets where most consurrers 0 Colas 
have an absolute preference for 0 Razors (Gi lIette. 

strong brands existing brands Bic. Wilkinson) 
", If the preferred brand is not 0 Olive oil in Spain 

available. the purchase will not 0 Rice 
take place. The consurrer will 
seek the brand in other outlets 

", Preference stems from the 
relationship between consumers 
and products. not consumers and 
manufacturers 

", Consurrer needs full confidence 
in product at time of purchase and 
consumption 

", Products' functions. associations. 
specification. and mission explain 
the need for brands. 

Relative ", Products associated with markets 0 Films (Kodak vs Medium-as 

preference for where consumer feel less need for Fuji or Agfa) retailers observe 

medium brands brand reassurance 0 Washing and learn about 
", Consumers may prefer a particular machines, TVs. consurrer 

brand. but are willing to change to Videos behaviour at point 
other well-known brands at point 0 Tissue papers of sale 
of sale (Kleenex vs 

", Very sensitive to merchandising Lotus) 
and point of sale promotion 0 Motor oil 

", Knowledge and image of brands 
can be improved. but never 
extended to create a real brand 
need 

No preference ", Products may be well·known o Video tapes in Very high 

for transparent brands. but consurrers do not France 

brands differentiate between branded o Toilet paper 
and pri vate label products o Butter 

• Merchandising is critical o Refrigerator 

• No sense of loss if consumers brands 
fail to find specitic brands 

Source: Adapted from Glemet and Mira, McKlI1sey analYSIS, 1993 

Laaksonen (1994) also reveals that consumer perceptions vary 

nationally and each country has individual product categories, 

which are sensitive. Products such as chocolates and pet foods in 

the UK, spreads in France and olive oil in Spain show a strong 

preference for manufacturers' brands and offer limited potential 

for retail brand development. In Britain Burt (1992) reported that 
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the British consumer's perceptions of retailer brands have 

changed from that of an alternative product option to that of an 

alternative brand option. This change is made possible through 

the continuous and consistent upgrading of products and ranges 

by retailers, from the starting point of the traditional lower 

pricel10wer quality retailer brand to the offer of a high 

quality/value for money retailer brand. More often these products 

are only slightly less expensive than the leading manufacturers' 

brands. 

In another area, Fugate (1986), in his study of the effects of 

manufacturer disclosure of consumer perceptions of retail brand 

grocery product attributes, reveals that when retailers use 

familiar manufacturers' names on their products, consumers are 

instinctively attracted to the brands. However, a lack of 

confidence in the quality of products when associated with 

familiar manufacturers' brands may result in a poorer purchase 

decision. He also claims that consumers have poorer perceptions 

and purchasing decisions when the brands are associated with 

unfamiliar manufacturers. 

2.2.1.2 Reasons for Buying Retail Brands 

Brand names have become the most valuable asset for many 

companies as branding does influence a customer's choice 

(Kohli, 1997). It is important to see how brand names contribute 
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to the success of a product through differentiation. In many cases 

we see consumers buying brand names and being willing to pay 

a premium for them. We do not buy jeans; we buy Levi's. We do 

not buy sunglasses; we buy Ray Ban. And, we do not buy 

sparkling water; we buy Perrier. The approval rating for 

Kellogg's Com Hakes increased from 47 per cent in a 'blind' test 

to 59 per cent when the name was revealed (Kohli, 1997). Over 

time, there has been a change in consumers' buying attitudes 

(Laaksonen, 1994). Recently, consumers have begun to 

rationalise. Brand preferences have changed from wanting 

superior quality to wanting acceptable quality. The economic 

recession has brought back tertiary brands and even generics are 

considered an acceptable choice. Some consumers are again 

faced with the necessity of buying the cheapest products 

(economy seeker customers) whilst others who no longer feel the 

need to make an impression on others, make more rational 

choices on the basis of acceptable quality and value. More 

importantly, consumers may prefer the guarantee offered by a 

familiar store name on a cheap product than the uncertainty and 

the risk of an unfamiliar minor manufacturer brand (Baltas, 

1997). 

Based on a Private Label Manufacturers Association (PLMA) 

survey, Laaksonen (1994) reports that product quality is 

generally the most important reason for buying a retail brand 
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product followed by price (see Exhibit 2.10 and 2.11). High 

quality and relatively low price results in a good value for money 

proposition (Cagley et al., 1980) which is essential in order to 

have a successful exclusive brand offer. Currently, the majority 

of European consumers are willing to pay a premium for a 

quality brand. Although retailer brands are now perceived as 

offering better value, retailers still have to be aware of the prices 

of competitors and ensure that their value edge is sustained. As 

disclosed by Farris and Ailawadi (1992), manufacturers' brands 

have become less important in the past two decades due to the 

increased power and influence of the major retailers. 

Exhibit 2.10 
Image of Retail Brands Compared to Brand Leaders 

Germany Spain France Italy llK 

Price 

# More expensive 3 2 2 3 I 

# As expensive 12 16 26 29 13 

# Less expensive 85 83 72 68 86 

Quality 

# Higher 2 6 3 7 4 

# Same 90 73 78 71 77 

# Lower 8 21 19 22 18 

Confidence 

# More expensive 3 7 4 10 5 

# Same 84 71 73 66 74 

# Less 12 22 23 24 21 

Source: Adapted from Laaksonen, 1994 
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Exhibit 2.11 
Reasons for Consumers Buying an Own Brand Product 

UK France Germany Netherlands 

Price 

• Very important 

• Fairly important 62 60 55 78 
• Not important 31 33 35 16 

• Don't know 7 5 7 5 
0 2 3 1 

Quality 

• Very important 

• Fairly important 81 52 75 88 
• Not important 14 38 21 8 

• Don't know 5 6 2 2 
0 4 2 2 

Liked store's other own brand 
products 

• Very important 

• Fairly important 31 29 16 35 
• Not important 44 47 42 45 

• Don't know 22 12 22 11 
3 12 20 9 

Packaging 
• Very important 

• Fairly important 12 8 8 19 

• Not important 32 28 20 24 

• Don't know 56 59 67 54 
0 5 5 3 

Source: Adapted from Laaksonen, 1994 

2.2.2 Competitors' Considerations 

Laaksonen (1994) reveals that not only do retailers themselves become 

competitors to other retailers in developing retail brand products, but 

manufacturers too can become competitors. This competition is a result 

of retailers becoming brands themselves thus competing head to head for 

a place in the customer's shopping trolley. According to the study done 

by PLMA (1993) 63 per cent of European retail executives and buyers 

consider the greatest threat to retail brand products as coming from the 
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major manufacturers' brands. This is because the manufacturers have 

already established themselves many years ago. 

2.2.2.1 Leading Manufacturer Brand 

As well as competition for manufacturers' brands, discounters 

can also slow the expansion of retail brands by lowering prices, 

introducing new promotions and adding price-fighting lines to 

their offer. Some traditional UK grocery retailers have tried to 

use their buying muscle to stop manufacturers from supplying 

discounters and some even launched their own discount format 

in order to fight back. Discounting appears in two main forms 

namely, as a distinct store concept and as a part of total product 

offering in food stores or food retailers. 

As food retailing is increasingly becoming a zero sum game, 

there has been pressure towards lower prices and increased price 

competition creating a larger niche for a discount offering. To 

satisfy the needs of price-sensitive customers and to counter the 

discounter competition, several traditional retailers have 

introduced budget brands, which may also be called 'tertiary 

brands', or 'premier prix product' or 'price fighting brands'. 

Tesco, for example, launched its own tertiary brand products 

under the name of 'Tesco Value' in August 1993. 
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The strength of leading manufacturers as well as the emerging 

discounters places pressure on the retailer and secondary manufacturers' 

brands. Both retailers and secondary manufacturers' brands are trapped 

between two forces. Discounting creates pressure to cut prices, resulting 

in lower margins and declining profitability for both retailers and 

manufacturers. In contrast, leading brands have responded by stepping 

up their levels of product differentiation and investment. Consequently, 

this has enabled the brand leaders to sustain a price-premium. In 

addition they have also stepped up their promotional campaigns creating 

pressure on both retailers and secondary brands. As a result, retailers and 

secondary brands face decreasing volumes, which in turn create cost 

pressures, further squeezing margins (see Exhibit 2.12). 

Medium priced and average quality retail brand and manufacturers' 

brand products simply do not offer a good enough value-added 

proposition; neither are they competent to compete with the brand 

leaders or price leaders. Retailers have to choose whether to become 

brand leaders themselves or differentiate through added value or price. 

Polarising markets are an opportunity for retailers to develop their own 

brands out of mediocre 'me-too' copies into real brands. If retailers are 

able to develop their brands and the concentration of retailer and 

manufacturing sectors continues at equal pace, the market power will be 

a balance between strong retailers and strong global manufacturers. The 

majority of manufacturers will become specialised retail brand suppliers. 
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Exhibit 2.12 
Forces Squeezing Retail Brands and Secondary Brands 

Price and 
Quality 

Premium 
brands 

'Me-Too' Own brands 
and 

• Leading manufacturer brands 

• Leading own brands 

Secondary Manufacturer brands 

• Cheapest price own brands 

• Budget brands 

Source: Adapted from Laaksonen. 1994 

2.2.3 The Suppliers' Considerations 

The power of the retail brand has created fundamental but complex 

organisational changes at the food retailer-manufacturer interface. This 

is because for retailers to be able to sell their own retail brand products 

in the market, it requires a willingness from the suppliers' base. Factors 

such as the criteria of the suppliers and level of cooperation needed 

between both retailers and suppliers are vital for the success of retail 

brand development. However, when discussing retailer-supplier 

relationships, consideration should also be given to the manufacturer 

relationship as well, as the three of them are actualIy closely related to 

each other (retailer-supplier-manufacturer). 

Domestic manufacturing and international sourcing are two sources of a 

possible supplier base for retail brands. Many manufacturers regardless 
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of whether they are domestic or intemational are willing to put their 

production capacity to full use, at the same time taking advantage of 

economies of scale. Besides economic factors, other factors such as 

security and control of the market are also important (see Exhibit 2.13). 

Exhibit 2.13 

Reason for Manufacturing Retail Brand Products 

...., 

Security in revenue 

Covers fixed costs 
I 

Closer coopera tion 

Simpler mgt 

Develop entire ranges 

o 

u 
I I 

U 
I I 

U 
I I 

u 
I 

ul 
.?'-- '7- 7 /' /' 

5 10 15 20 25 

% of Total (figures do not add up to 100 

because of rounding) 

30 

Source: Adapted from Laaksonen, 1994 

As retailers lead the market with innovative products, it is important for 

them to choose preferred suppliers. McGrath (1995) reveals that there 

are five criteria for retailers in this respect (see Exhibit 2.14). Generally, 

the findings suggest that both retailers and suppliers are looking at 

similar reasons in choosing their suppliers . In order to be a cost-effective 

retail brand producer, flexibility is necessary to meet both supplier and 

retailer needs . In addition, customer service is also a prerequisite and 

may form part of the retailer's specification in terms of delivery and 

order lead times. 
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Exhibit 2.14 
Criteria for Preferred Suppliers for Producing Retail Brands 

Retailer Supplier 

Supplier's track record of product quality Supplier's track record ofEoduct~uality 

Supplier's willingness to produce to Supplier's willingness to produce to 
retai ler' s specification retailer's ~ecification 

Lowest cost producer Supplier's track record in innovation 

Historical relationship with suppliers Lowest cost producer 

Supplier's track record in innovation Supplier's willingness to constantly 
im~roverroduct 

Source: Adapted from McGrath, The Institute of Grocery DlstnbutlOn (1995) 

2.2.3.1 Supplier's Track Record of Product Quality 

The supplier's track record on product quality seems to be the 

most important criteria for both retailers and suppliers (Shaw et 

al., 1992). Product quality and consistency of quality are 

essential for retail brand products to be able to compete with the 

other branded products. If retailers fail to provide quality retail 

brand products meeting their consumer's expectations, the whole 

range of retail brand products within the store will be affected 

(Davies et al., 1986; Martell, 1986; McGoldrick, 1984; Simmons 

and Meredith, 1983). 

2.2.3.2 Supplier's Willingness to Supply to Retailer's 

Specification 

There are various arguments over whether retailers are satisfied 

with the kind of products produced by the manufacturer on their 
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behalf. This is due to the fact that some retailers may not have 

the choice of what kind of product they want. If they are a minor 

player in the marketplace, they will not have the same power as 

other established retailers. As a result, these retailers may end up 

with conventional products. Another argument is that it may be 

difficult to follow a retailer's specification as this may vary by 

category. Products like coffee are one example. Although a 

standard specification can be drawn up, the blend may change 

each week depending on the availability of a type of crop. 

Similarly with Broccoli Quiche, the specification is very rigid 

and includes details such as size of the broccoli chunks 

(McGrath, 1995). 

2.2.3.3 Lowest Cost Producer 

Doing retail business twenty years ago is not the same as now. 

Previously, if retailers wanted to increase profits, they may have 

chosen the suppliers who were willing to supply the products at 

the cheapest cost. However, this approach has limitations, 

because the lowest cost producer may often be the most 

unreliable. The producer may not have sufficient support 

services and therefore retailers will be forced to face certain risks 

including inventory, safety stock, volume output and service 

levels (Keith, 2002). Again the implications of such failings for 

the retailers will be enormous and could influence consumers' 
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perceptions of all retail brand products (Cox, 1967; Bettman, 

1974). 

Besides looking at the cheapest available cost in the market, 

retailers will also take a very simple view on price. They may 

choose suppliers who are offering the same quality and service 

but at a cheaper price than the current supplier. Some retailers 

argue that 'once you had been chosen to supply the product, the 

business will be yours as long as you want to'. These retailers 

seem to have other views of the 'lowest price' definition. They 

interpret the lowest cost producer to be the 'best value producer', 

and these producers tend to be chosen by retailers whose mission 

is to have budget retail brand products. 

2.2.3.4 Historical Relationships with the Suppliers 

While some manufacturers believe that historical relationships 

with retailers are not-important criteria, some retailers do not 

share this view. Retailers reveal that they will normally stay with 

one supplier when the supplier is reliable and provides a fair 

deal. However, just because a manufacturer has supplied retail 

brand product before, this does not guarantee that he will be 

selected again. Other factors also come into consideration. It is 

believed that retailers tend to select those suppliers who show 

commitments towards developing retail brand products as well as 

having mutual faith in each other. 
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Nonetheless, it is now documented that the historical relationship 

with the supplier may no longer be important. This is because 

speed of development and the increasing emphasis on flexibility 

has meant that those who have been long-term suppliers, may no 

longer meet the changing needs of retailers. Those with the latest 

technology, a reputation for innovation and who are financially 

sound may be given preference over the historical suppliers. 

2.2.3.5 Suppliers' Track Record in Innovation 

Innovation in retail takes many different forms and the most 

significant have changed the course of retailing history. The 

mark of a consistently successful retailer is the ability to 

maintain that innovating skill and to treat it like any other routine 

retail discipline. In short, innovation should be seen as essential 

to the survival of a business. Every aspect of retailing - product 

design and delivery, sales, customer service, supply chain, retail 

formats, even security - have seen innovations in the last decade. 

Innovation is at its most powerful when it changes the status quo, 

the way customers shop, or even overturns established business 

models. New product developments have the greatest effects on 

customers. To capture customer loyalty, retailers have ploughed 

significant resources into developing retail brand products. For 

example, Tesco's Finest range of premium foods or Sainsbury's 

longer life bread are examples of innovation in the grocery sector 

to try to secure repeat shopping. 
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Interestingly, in the list of issues for choosing a supplier, 

innovation was ranked fifth by retailers and third by 

manufacturers. Although innovation is important, small retailers 

may find it difficult to offer very innovative products, as: 

• their suppliers are the major branded manufacturers and 

therefore are innovating for their branded products; 

• they may also supply all the multiple retailers who force 

them to continuously innovate thus having limited 

resources to support the smaller retailers. 

McGrath (1995) also documented that producers tended to lack 

expertise in innovation, as they do not have the resources to 

invest in teams who keep ahead of advancing technologies. 

Again as mentioned earlier consideration must be given to the 

above factor as it is also depends on the product category. 

In spite of the above, retailers in general did not believe that 

retail brand manufacturers were better than branded suppliers at 

understanding their objectives or in doing business with them. 

This is attributed to the fact that most brand suppliers have all the 

resources with them and therefore will have the information 

needed to produce more innovative products for their clients. 

Retail brand manufacturers on the other hand do not have enough 

facilities to compete with manufacturers' brand suppliers, thus 

affecting the operations of retail brand products. 
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Doel (1996) reveals that retail brand sub-contraction or 

relationships develop through two distinct processes. These are; 

• through the utilisation of existing brand suppliers' surplus 

capacity and 

• through direct intervention to develop firms with the 

capacity and capability to supply the retail multiples. 

She also argues that the instrument that is actually being utilised 

depends on a variety of factors such as the maturity of different 

food sub-sectors, the strategic significance of particular products 

and the characteristics of individual retailers. It is also possible 

that a retailer may choose between more than one mode in a 

given situation. Nevertheless, the implications of each initiation 

mode are different. They vary in terms of the degree of mutual 

commitment, the possibilities for joint product development and 

the qualitative character of the mode of governance across the 

supply chain. It is therefore important for both parties to really 

understand what each other wants from these relationships. As 

mentioned by Doel (1996) retailers are unlikely to invest time 

and money in the continual scrutiny of their suppliers if they 

have no intention of continuing the above relationship. In sum, a 

successful business relationship is very similar to a successful 

personal relationship. The clearer the expectations and lines of 

communication, the better the chances are of a successful long

term relationship between retailers and suppliers. 
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2.3 Retail Brand Strategy 

Although the largest grocery chains produce some of their own retail brand 

products (Laaksonen, 1995) most retailers do not produce retail brand products 

by themselves (Baltas, 1998). In some instances manufacturers make retail 

brand products as well as their brands (manufacturers' brand). Burt (1992) 

reported that there are six options for the retailers to choose from in order to 

pursue a range of strategic options with their retailer brands. These are: 

• the use of the retailer's name (such as Tesco) 

• the use of a proprietary name which becomes associated with the 

retailer (such as St Michael from Marks & Spencer) 

• improved own brands 

• generic own brands 

• brands exclusive to the retailer 

• surrogate brands (a manufacturers' brand exclusive to a chain of 

stores) 

In addition, McGrath (1995) discloses other approaches normally used 

by retailers in order support their retail brand products. These include 

• Produce products that are perceived equal in quality but distinct 

to brand leader 

• Provide a wide range of retail brand products in-store 

• Support retail brand with below the line promotional support 

• Devote disproportionate shelf space to retail brand products 

• Invest in store image by having a distinctive style of own brand 

packaging 

67 



However, the approach followed largely depends on the various strategic 

objectives employed by the retailers and the manufacturers' brands 

respectively (Baltas, 1998), the type of retailers (Laaksonen, 1994) and 

the core of a strategy of differentiation (Pellegrini, 1993). For instance, 

those retailers who have not yet completed sourcing own brand products 

for their commodity ranges are at an earlier stage of retail brand 

development than those actively involved in new product development 

with added value and sub-brands. Exhibit 2.15 below gives the likely 

areas of growth for the different types of retail brand products. 

Exhibit 2,15 
T f U db R ta'i t R ta'i B ac ICS se ty e I er or e I ran dG row th 

Type of Retailer Likely Areas of Growth 
Brand 

Budget Will grow in tandem as the number of discount outlets grows, and within 
discounters only. Most multiple retailers who wish to offer budget own brand 
are already doing so and, due to profit contribution, will aim to keep these 
products to a limited number of categories. 

Commodity Within all retailers who are in the early stages of own brand development. 

Added Value Mostly within multiple retailers as they strive to differentiate their offer and 
increase customer loyalty. 

Sub Brands Initially by a limited number of players within a few relevant categories only. 

Source: McGrath, The Institute of Grocery DlstnbutlOn, 1995 

Laaksonen (1994) states that for retailers the greatest benefit accrues 

from store brands in which the retailer's name is incorporated into the 

brand name. Promoting a store brand can yield benefits, which are 

relatively long lasting. He also argues that these retail brands carry the 

retailer's name into the consumers' home and create marketing 
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efficiency. With such store brands, the retailer is jointly promoted 

together with his own brand product. Furthermore, the benefits of the 

promotion are spread over the whole retail brand product range and the 

investment that is made in the stores. It is therefore essential for the 

retailers to continually monitor these strategic options for retail brand 

products, if they wish to be successful in the future. 

Alternatively, Pellegrini (1993) claims that there are four factors that 

may assist the retailer to do so. These are 

the degree of identification between the trade name of the retailer 

and the name used for its brands; 

the positioning of its brands with respect to leading 

manufacturers' brands and consequently their qualitative 

standards; 

the width of the range of products covered by the brands, and 

the extent of backward integration into marketing functions 

traditionally performed by manufacturers. 

The success of retail brands requires considerable investment. Unless retail 

brands deliver on 'quality', it is unlikely these products will ever significantly 

threaten national brands (Laaksonen, 1994, Bhasin et al., 1995; Baltas, 1998). It 

is therefore important for retailers to be able to benchmark their products 

against the manufacturer brands and if possible adjust their product ingredients 

and manufacturing processes as well. In addition, it is critical for retailers to 

give careful attention to other cues of product quality such as the attractiveness 
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of packaging, labelling and brand image, as well as the image of the store itself. 

This requires investment in better packaging and advertising directed at 

changing any consumers' negative perceptions of retail brand products. 

Professor Fred W.I.Lachotzki, the former vice president of Asko in Germany, 

revealed that there are four words to describe the successful retail brand, 

namely, 'long-term, discipline, ambition and commitment.' All four key words 

characterise the most pre-eminent British own brands, such as Tesco, Sainsbury, 

and Marks & Spencer. They have a long history behind them and have become 

brands. Discipline is explained by the fact that these brands were developed 

such a long time ago and that the strategies have been seriously developed for 

the future. Ambition is best demonstrated by Marks and Spencer who wanted to 

sell products which were not available in the market. Therefore they had to 

initiate the product itself. Commitment is shown in the long-term development 

of the brands, as well as by the huge resources that these retailers invest in the 

research and design (R&D) and promotion processes. In addition, the success of 

retail brand products in Britain has allowed British retailers to achieve above 

average profit margins (Dick et al., 1995). Retail brands enable chains to 

expand into lower volume categories for which success depends on comparative 

gross profit contributions. Additionally, retail brands may potentially increase 

customer traffic and generate greater store loyalty by virtue of the fact that such 

brands are available only at the sponsoring store. As a result, retail brands may 

greatly assist retailers in gaining a unique competitive position in the 

marketplace, provided that the brands are effectively marketed (Dick et al., 

1995). Nevertheless, Sayman and Raju (2004) claimed that retailers should not 
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introduce more than one retail brand in their store if the competitor's brands 

(i.e. the manufacturers' brands) are relatively strong. 

Baltas (1998) argues that in modem hyper-competitive markets, there are no 

simple rules for finding the best strategy for retail brand products. He reveals 

that in the era of retailer power, the decision to produce retail brands is a major 

strategic issue for manufacturers' brands. Conversely, Doyle (1989) states that 

the determination of retail brand strategy requires a thorough analysis of 

available strategic options and various market place factors. Retailers have to 

first define their objectives for a retail brand programme (Shaw et ai., 1992). It 

is believed that the principal aim must be to achieve a competitive advantage 

(Laksonen, 1994). Retailers have to use their retail brand products as part of an 

offensive strategy, in order to gain new customers by creating a competitive 

edge and improve store image as well as to gain profitability (BaItas, 1998). 

Laaksonen (1994) suggested four strategy routes for retailers to enable them to 

produce their own retail brand products. These are 

2.3.1 Low Cost Orientation 

One way to develop retail brand products is by using the most cost

competitive approach through offering the cheapest prices in the market. 

Consumers are likely to remain sensitive to price and it is possible that 

shopping habits will change as discounters increase their penetration of 

the market. In this case, high volume levels will no longer provide a 

behavioural obstacle to shopping at a discounter. This indirectly 

increases demand for the cheapest price proposition. 
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A low cost strategy can result in three types of retail brand products. 

These are generics, cheapest price products and third generation me-too 

brand products. Lower prices for the consumer and better margins for 

the retailer clearly require a considerably lower supply price. The size of 

retailers and their sophisticated logistic skills are also important in 

deciding what strategic routes the retailer should take. The large scale of 

a retailer's operation enables high volume, control over suppliers and 

favourable buying terms, (McKinnon, 1986; Smith and Sparks, 1993; 

Penelope and Sue, 1993; Laaksonen, 1994; Wileman and Jary, 1997; 

Fernie, 1997; Ellram et aI., 1999; Burt, 2000) which can be seen as a 

main contributing factor to the low cost route (Baltas, 1998). 

Sophisticated logistics skills enable savings in distribution costs and 

rapid turnover of stock. In turn, a low cost base enables the retailer to 

gain competitive edge by offering the cheapest priced products. 

Similarly, lower advertising and promotion costs also contribute to the 

formation of lower cost retail brand products (Murphy and Laczniak, 

1979; Cunningham et aI., 1982; Yucelt, 1987; Szymanski and Busch, 

1987 Faria, 1979; Lichtenstein et ai., 1993; Baltas, 1998). 

However, to produce retail brand products under this strategy will have 

drawbacks. It is difficult for retailers to continuously offer consumers 

low priced retail brand products 15-40 per cent cheaper than 

manufacturers' brands (Ashley, 1998), especially if there is 

manufacturing overcapacity, as cheaper alternatives will be introduced. 
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Many customers also have an inbuilt suspicion towards very low prices; 

and, according to Baltas (1997), quality-seeking consumers will be 

primarily interested in buying national brands. Me-too ranges are in an 

especially difficult position because they emulate leading brands. 

Therefore cost-based retail brand products can find themselves in a 

position where they are not sufficiently reasonable any longer. nor do 

they offer the benefits and the innovation of the leading brands. Quelch 

and Harding (1996) argue that the gap between retail brands and 

manufacturers' brands has narrowed; resulting from an improvement in 

the retail brand product procurement processes and a consistent 

upgrading in the quality of the products. 

2.3.2 Value Added Strategy 

This retail brand strategy results in value-added retail brand products, 

which represent the fourth retail brand generation (Laaksonen, 1994). A 

value-added strategy is based on differentiation. The competitive edge is 

achieved by introducing innovative products ahead of competitors. The 

value-added strategy also requires retailers to provide consumers with 

courteous and knowledgeable staff, a wide assortment of services in a 

pleasant store atmosphere. 

Value-added retail brands are especially attractive for retailers who 

emphasise high quality and are able to build upon their existing image. 

They are especially beneficial as they yield high margins and enable 

retailers to build up quality and service positioning. However, 
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Laaksonen (1994) cautions that highest quality value does not mean 

retailers can price products too high as evident in the UK, where 

manufacturers' brands are being forced to lower their prices. 

2.3.3 Innovation and Enhancing on Quality 

Laaksonen (1994) argues that retailers need to be innovative ahead of 

the manufacturers' brands in order to survive in the market. He states 

that retailers need to identify niche markets that are normally too narrow 

for large manufacturers if they want to be successful in their retail 

brands strategy. 

The move by food retailers into retail brands based on value rather than 

on prices can be associated with a growth in the technical function 

within retail organisations (Omar, 1995). He discloses that product 

packaging is where many retailers feel that they have made a substantial 

contribution to innovation. Differences between retail brand products 

and manufacturers' brands are therefore likely to be noted by consumers 

at the level of product performance and packaging. 

Porter (1995) has argued for the importance of technological innovation 

in retailers' competitive strategy. Yet, technology is not, as Omar (1992) 

pointed out, necessarily a determinant of successful innovation. Omar 

argues for a clear understanding of the process of technological 

innovation in each retail organisation so that retailers can be more 
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analytical and consequently more successful in using technology. In 

addition, Omar (1996) states that organised research and development 

(R&D) is only one kind of innovative activity. 

Quelch and Harding (1996) claim that the development of premium 

retail brand products will convey superior quality, thus strengthening the 

whole retail brand range. Laaksonen (1994) states that quality is the 

single most important factor for the customer when choosing retail brand 

products. The future growth and success of retail brand products is, 

therefore, likely to depend on the ability of retailers to match the quality 

of their own brands with the quality of even the most effective brand 

manufacturers. These issues certainly affect the retailer's method of own 

brand procurement and their choice of suppliers (Quelch and Harding, 

1996). 

2.3.4 Superior Marketing Communications 

The top retailers are generally those who are in the closest contact with 

their market, both listening to and interacting with it. It is necessary for 

retailers, especially those with value-added ranges, to identify new 

market segments and new consumer trends ahead of their competitors 

(Laaksonen, 1994). 

Although in the early days of retail brand development, it was argued 

that it was unnecessary to promote products (Cae, 1971; Murphy and 

Laczniak, 1979; Cagley et al., 1980; Cunningham et ai, 1982; Rosen, 
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1984; Yucelt, 1987; Szymanski and Busch, 1987; Faria, 1979; 

Lichtenstein et al., 1993; Laaksonen, 1994; Hoch, 1996; Baltas 1998), 

this is no longer the case. Retailers have to inform their customers about 

their superior retail brand ranges, with their unique set of values (low 

prices and added value) as well so as to be able to enhance their store 

image (Porter and Claycomb, 1997; Jacoby and Mazursky, 1984; 

Hirschman and Stampfl, 1980). It is believed that long-term product 

development and careful promotion of retail brand products will reduce 

the perceived risk of buying these products (Bettman, 1974; Livesey and 

Lennon, 1978; Granzin, 1981; Reidenbach et ai., 1983; Dunn et ai., 

1986; Richardson et al., 1996; Baltas, 1997). As the image of the retail 

brand is enhanced, so too is the image of the retailer. Laaksonen (1994) 

notes that the leading UK retail brand retailers are among the biggest 

advertisers. 

Probably, at this point in time, UK food retailers have the most advanced 

retail brand ranges in Europe (Burt, 2000; Laaksonen, 1994). It is 

important to remember that British retailers did not achieve this 

overnight. All leading retail brand retailers, such as Marks & Spencer, 

Sainsbury and Tesco, have built up their value-added ranges over 

decades by working their way through different retail brand generations 

(Wileman and Jary, 1997; Laaksonen and Reynolds, 1994). They started 

by launching simple, low priced, good quality commodities, which 

created volume and achieved market share. When a solid base and 
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economies of scale had been created (Laaksonen, 1994), they gradually 

developed their retail brand ranges into more sophisticated products. 

2.4 Producing and Supplying Retail Brand Products. 

The increasing development of retailer brands and their move upmarket has 

implications for both retailers and manufacturer in respect of producing and 

supplying the brand, either directly or on behalf of the stores concerned. Both 

retailers and manufacturers will have to deal with various consequences of 

producing and supplying the retail brand. 

2.4.1 Advantages of Supplying Retailer Brand Products 

As retail brands link the store and the product in the consumer's mind, 

they effectively become an extension of the retailer's proposition. The 

more retailers invest in customer service, store design and cleanliness, 

the range of goods and value for money, the more customers are likely 

to trust the retailer and his own brands. Numerous authors have 

acknowledged the benefits of retail brand products from the retailer's 

perspective as well as from the manufacturers' point of view (Ailawadi, 

2001). 

It has been argued that the success of retail brands has provided retailers 

with increased leverage over manufacturers in several ways. Leahy 

(1987) explores the advantages of retail brand products from the 
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perspective of a leading British retailer. He discloses six main 

advantages 

• Improvements in market planning 

In the self-service environment, considerable market planning 

needs to be undertaken to enable retailers to communicate 

effectively, thus providing a clear choice to their customers. 

Properly administered retail brand products can ensure 

coordination among product ranges. 

• Greater ability to control products 

Retail brand products are the property of the retailer and 

therefore will be under his absolute control. 

• Ability to participate in product innovation 

New product developments often involve long lead times, heavy 

investment and high launch costs. In an increasing number of 

sectors, retail brand products are the shortest, cheapest and most 

cost effective new product routes for the retailer. 

• Provision of alternative choice for the consumer 

The presence of the retailer's brand has brought new 

competition, provides an alternative in terms of range and price 

level, and has stimulated improvements in product choice and 

quality. 

• Building of consumer loyalty 

As retail brand products bring the store right into the customer's 

home, it is unique to that store which cannot be copied by the 

competition. However if retailers produce bad retail brand 
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products, the entire range of products together with the overall 

store image can be destroyed. 

• Cost margin advantages 

Retail brand products seldom require additional promotional 

investment and are therefore cost-effective to develop. The 

customer pays less and the retailer can make a higher margin 

from it. 

McGoldrick (1990) classifies the benefits under three broad headings 

(see exhibit 2.16). These relate to: 

• Store image or customer loyalty; 

Retail brand products build consumer loyalty and hence repeat 

purchasing because they help to build a corporate identity 

(Shawn et al., 1992). 

• Competitive edge or extra turnover 

Retailers have tried to build distinctive product ranges as part of 

the process of reinforcing store image and they believe that 

through their own control of the product positioning and 

specifications of retail brands they are able to achieve this. 

• Higher profits or better margins; 

The opportunity for better profit margins arises through growing 

retailer bargaining power resulting from the retail concentration. 

It can be argued that this power is at its greatest for retailer 

branded products where the retailer is less dependent on the need 

to stock particular products from well-known individual 
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manufacturers and where the retailer has, at least potentially, 

greater ability to switch to different sources of supply for this 

reason. 

Similarly, Laaksonen (1994) reveals that the potential advantages fall 

into three categories 

• Differentiation and store image 

Retail brand products are a perfect tool for differentiation 

because by definition they cannot be purchased anywhere else. 

As retail brands are generally offered in addition to the brand 

leaders, retail brand products increase the customer's choice 

especially in product categories where choice is limited. Retail 

brand products also enable retailers to differentiate by offering 

customers choice in pricing and good value for money, as retail 

brands are generally sold at lower prices and comparable quality. 

In turn, this creates as a better value proposition compared to the 

manufacturers' brands. In the long term, this may be used to 

enhance the image of the retailer as well as the image of the 

store, which eventually builds customer loyalty. 

• Control over products and product range 

Since retail brand products are under the retailer's control 

product innovation is more retailer-led. Retailers have more 

control over product specification, quality and pricing. This 

enables a more coherent product range, having a consistent 

pricing and quality policy. This provides better coordination for 
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the image and design of the store and the products reinforce the 

total concept of the retailer. Retailers are also believed to have a 

significant advantage over manufacturers, due to the total control 

they have over the selling environment, which can be 

manipulated in order to enhance the sales of their own brands. 

• Profitability 

Retailers' own brands offer an effective tool to increase margins 

up to 40 per cent (Baltas, 1998) and improve profitability. The 

wider margins achieved from own brands are largely attributed 

to cost savings. In the case of a competitive supplier 

environment, retailers can gain advantage through increased 

bargaining power. They can switch suppliers and therefore the 

remaining manufacturers have to compete for limited shelf 

space. If retailers are buying quite basic products and are ready 

to accept slight variations in product characteristics, they may 

then pursue a highly aggressive buying policy. Generally, 

profitability can also be achieved through the development of 

retail brand products; as this is the cheapest and quickest way of 

undertaking new product development especially in basic 

commodities products. Further cost savings can be squeezed 

from the supply and distribution of retail brand products; as 

retailers are able to control production and distribution, tighter 

control over stocks is possible. 
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Exhibit 2.16 
The Advantages of Retailer Brands for Retailers 

Store Ima2e/Customer Loyalty 

1 Good value enhances store 

image 
2 Good value builds loyalty to the 

store and own brand 

3 Own brand may be perceived as 

equal to or better than manufacturers' 

brand 
4 It is widely assumed that own brands 

are made by leading manufacturers 

5 Own brands can give a distinctive 

corporate image 
6 Own brands carry the retailer's name 

into the consumer's home 

7 Retailer advertising can benefit both 

the stores and the own brand 

8 Better design coordination can be 

achieved between the stores and the 

products 

Competitive EdgelExtra Turnover 

1 Advantage over competitors with 

no own brand 

2 Offer benefits distinct from compet

itors 

3 More control of product specification 

and quality 

4 Allows more retailer-led product 

innovation 

5 More control over composition of 

product range 

6 Own brand products cannot be 

obtained elsewhere 

7 Can be sold at lower prices 

8 Offer more price variety to the 

consumer 

9 Inducement to use the store, leading 

to other purchases 

Source: Adapted from Burt (1992) 

Higher ProfitslBetter Margins 

I Margins tend to be 5-10 per cent 

better 

2 Manufacturers' promotional expenses 

are avoided 

3 Display space can be manipulated 

for better returns 

4 Sales can be promoted by placing 

own brands next to major brands 

5 Tighter stock control is usually 

possible 

6 There is more control over pricing 

7 Favourable buying terms occur whcre 

excess supply capacity exists 

8 Bargaining power increases as it 

easier to switch suppliers 

9 They can help to break down 

manufacturers' hold of certain 

markets 

Simmons and Meredith (1984) also noted that retail brands could 

provide additional benefits connected with stock rationalization 

by reducing the number of brands carried and by capitalizing on 

successful own brands by innovation and extension into product 

areas not yet covered by brands. 

Although most emphasis is placed upon the retailer perspectives, 

McMaster and McGoldrick (1990) categorise a number of 

benefits for the manufacturer. These are primary economic or 

cost related benefits: 

• The use of excess capacity; 

• The absorption of fixed costs; 
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• Require no promotional costs; 

• Competitive issues-competing manufacturers would 

supply; 

• The opportunities extend brand lines at low cost; 

• Channel issues-better relationships with retailers; 

• Low cost market entry for smaller manufacturers. 

In a study done by McGrath (1995) as reported by Laaksonen 

(1994), thirteen advantages are associated with supplying retailer 

brands either to the retailer or manufacturers (see Exhibit 2.17). 

Exhibit 2.17 
Advantages 0 fS ) . 

upp!ym~ R t ') B eater ran ro uc s dP d t 

No Advantages 

1 Enhances the supplier-retai ler relationship 

2 All retailer brand segments will continue to grow in the next five years even though at a different rate dependent 
on category 

3 Supplying retailer brands will increase a company's total share of shelf space 

4 Manufacturers enhance their imponance within relevant retailers by increasing total market share 

5 Through enhancement of the supplier-retailer relationship access is gained to data. which will help identify trends 
for new product development. 

6 Provide a means to test market new product developments relatively cheaply before investing in branding 
products 

7 Absorption of fixed costs 

8 Additional volume may increase economies of scale in 3 ways: 
i) manufacturing 
ii) distribution 
iii) procuring ingredients I packaging 

9 The 1990s consumer is a hybrid shopper requiring different criteria to be fulfilled within different categories -
hence consumers require retailer brand products as well as proprietary brands; therefore. it is better to supply 
retail brand than relinquish the opponunity to a competitor 

10 Possible lower entry cost in terms of marketing and promotion 

II May be the only possible way for a new player to enlL'f a new market 

12 In eliminating secondary brands from shelf it may decrease the number of competitors in a category 

13 The only alternative for secondary brand manufacturers who look likely to have their products de-listed from 
retailers. 

Source. Adapted from McGrath, Institute of Grocery Dtstnbutlon (1995) 
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2.4.2 Potential Disadvantages of Supplying Retail Brand Products 

Laaksonen (1994) argues that from retailer perspectives, the possible 

disadvantages of retail brands are quite limited. He mentions that if retail 

brand penetration is high, there is a possibility that the customer gets the 

impression of limited choice. Another possible risk is that if retailers 

supply poor quality retail brand products to the customer, the retailer's 

image will be ruined thus damaging the whole product range and the 

name of the retailer itself. Similarly, having two different propositions 

under the same brand name (e.g Tesco and Tesco Value) may initially 

lead to customer confusion. Besides that, it is also difficult for the 

retailer to reap the full advantages of retail brand products. It is 

necessary for the retailer to have 'value' to add to the product, and for 

the product itself to have the quality to match to the retailer's image. If 

the sole purpose of the product is to enhance a price image, it would be 

damaging for a high quality retailer to put his name on the product, 

especially if a premium retail brand range already existed. 

It was noted too that some retailers are comfortable selling their own 

brand products using other names besides their store name. This type of 

retailer may find that he loses many of the real benefits of retailer 

branding, because a non-store name brand is perceived to be just another 

brand among manufacturers' brands. To attempt to compete with them is 

a mistake, as non-store brands cannot afford the heavy investment in 

innovation and promotion undertaken by leading manufacturers. 

However, as stated by Laaksonen (1994), successful non-store brands 
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are considered rare even though Marks & Spencer's St Michael brand 

proved otherwise. 

From the supplier's perspectives, Burt (1992) reveals that there are three 

main issues that may affect suppliers who manufacture retailer brand 

products. These are over-dependency, profitability and fears of 

instability. Over-dependency on the retailer may be seen as a danger. 

Retailer brands are believed to be less profitable to manufacturers, 

although lower margins are often offset by increases in sales volume. If 

retailers decide to switch sources of supply by transferring trade secrets 

to competitors, the suppliers are then faced with major difficulties. 

Laaksonen (1994) argues that with the ability to control the channel and 

their increased buying power, retailers may decide to eliminate any 

particular brand and clear the shelves for their own retail brand products. 

McGrath (1995) documented six potential barriers for supplying retailer 

own brands (see Exhibit 2.18). 
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Exhibit 2.18 

Disadvantages of Supplying Retailer Brand Products 

No Disadvantages 

1 Disclosure of cost information to retailers can provide ammunition for them to insist on price cuts 
for branded goods. 

2 New entrants often have to undercut the price of current own brand suppliers which may risk a 
price war within those categories where there is little trade loyalty 

3 As retail brand penetration increases within a category, consumers become more price sensitive, 
which decreases margins and possibly a supplier's profits 

4 Brand leaders influence whether a new product will be branded or not. Suppliers gain the 
opportunity of controlling a category if all new product development is first supplied as a brand so 
that consumers can be informed through advertising. Retail brand supplies may relinquish this 
advantage 

5 Can decrease a brand's share of shelf space and erode market share 

6 Companies that provide retailer brands only, may develop an awareness of certain retailers' 
consumers, but have little knowledge of all consumers. 

Source: Adapted from McGrath, Institute of Grocery Dlstnbutlon (1995) 

2.5 The Determinants of Success for Retail Brand Products 

Numerous authors have identified the success of retail brand product ranges 

although the results vary significantly across product categories (Frank and 

Boyd, 1965; Simmons and Meredith, 1984; Baden-Fuller, 1984; Leahy. 1987; 

McMaster and McGoldrick, 1990; McGoldrick, 1990; Boch and Banerji, 1993; 

Laaksonen. 1994; Bhasin et al .• 1995; Hoch. 1996; Krishnan and Soni. 1997; 

Steenkamp and Dekimpe, 1997; Mela et al., 1998; Sinha and Batra. 1999; Burt. 

2000, 1992). Factors such as improved retail brand quality and increased retailer 

power, as well as a decrease in manufacturers' brand innovation, and 

advertising, changes in consumer preferences, and economic conditions, are 

some of the prominent reasons that have contributed to the rising market share 

of retail brand products. Hoch and Banerji (1993), for instance, now claim that 

the principal reason for the success of retail brand products has been the 
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improvements in quality, and not the price advantage per se. In the past 

however, the growth of retail brand products might have been due to the price 

advantage over manufacturers' brands (Bronnenberg and Wathieu, 1996). These 

authors also noted that prevailing economic conditions were a factor. 

Further, Hoch (1996) suggests that there are several crucial differences that a 

manufacturers' brand must consider in order to compete more effectively. These 

include the consideration of retail brands as just another manufacturers' brand, 

awareness of price sensitivity and retail brand demand, and considerations of 

how manufacturer brands should react, recognising retail brand products as one 

element crucial in the category management process, which of necessity is a 

joint responsibility of both the manufacturer and the retailer. He added that one 

should expect retail brands to function much like any other brand in a category. 

For example, we may imagine that all brands, including retail brands, occupy 

positions in a quality and price product space where consumers must make 

trade-offs between quality (attributes) and price when choosing among brands. 

In fact, understanding retail brand competition and the factors that influence 

manufacturers' brand performance should help us to understand why retail 

brands succeed or fail. Nevertheless, it has been recognised that retailer effort is 

still an important determinant of retail brand success. If the average retailer 

performed to the standards of the best retailer, retail brands could account for a 

substantially greater share of the grocery business (Hoch, 1996). According to 

Hoch (1996) there are three major determinants that may contribute to the 

success of retail brand products (see Exhibit 2.19). These are the consumer, the 

retailer, as well as the manufacturer. From Exhibit 2.19, one can say that only 
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two forces, namely the consumer and the retailer were positively related to the 

success of retail brand products, whereas a negative relationship occurs in the 

manufacturer force. Consumer Driven, which is closely related to demographic 

and lifestyle changes, have helped create a favourable climate for retail brand 

products (Bhasin et af., 1995). They noted that people in the age groups 

between 35-44 and 45-54 years old, which are the two fastest growing age 

groups, have the largest discretionary income, are the best educated and are 

most loyal to retail brand products particularly in the US. 

However, Krishnan and Soni (1997) examine a phenomenon, which has been 

observed in the grocery channel recently, called 'guarantee of margins'. 

Guarantee of margins is a clause inserted in the contract between the 

manufacturer and the retailer that ensures a certain profit margin for the retailer 

irrespective of the retail price he or she is charging. The trend towards 

increasing retail level concentration and competition improves the retailers' 

ability to extract these guarantees from manufacturers and is a clear 

demonstration of retailer power. Their findings provide new insights into the 

growing debate about the power shift towards retailers in the grocery channel. It 

shows how retailers have utilised this power to maintain their margins by 

extracting these guarantees from manufacturers. They specifically model the 

ability of the retailers to play one manufacturer against another and to use retail 

brands as a lever to extract more profits. 
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Exhibit 2.19 
Ma·or Determinants of Retail Brand Success 

+ 

Consumer Driven 

+ 

+ 

Retailer Driven 

+ 

Manufacturer Driven (-

(-

Product quality 

Quality consistency 

Category retail sales 

Category gross margin 

Number of national 
manufacturers 

National advertising 
per manufacturer 

(Source: Adapted from Hoch, Stephen J. (1996), How Should National brands think about Private Labels) 

Retail Brand 
Market Share 

In another, Mela et al. (1998) and Bhasin et al. (1995) reveal that changes in 

promotional and advertising policy have affected grocery market structure in the 

US over the long term. The eight and one quarter years of scanner panel data 

used for their analysis indicated that brands in the analysed product category 

tend to fall into premium/non-premium and attribute-based tiers. Moreover, the 

data suggests that the differentiation between non-premium and premium 

brands has diminished during the period of their study (1984-1992). The data 

also suggests that increases in price promotions and reductions in advertising 

(Bhasin et al., 1995) have led to a decreased differentiation between brands. 

These findings suggest that shifts in marketing dollars from advertising to 
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promotions have made manufacturers' brands more at risk from retail brand 

products (Mela et al., 1998). 

2.6 The Retailing Challenge: From Value-Chain to Brand Power 

Sometimes, retailing is defined as having the right goods in the right place at the 

right time. A change in the retail environment creates an impact on the relationships 

between retailers and their suppliers. Concentration of sales to fewer, larger and 

more powerful retailers, the growth of retail brands and the operational and 

marketing benefits of retailer information technology, all affect the relationship 

between retailers and their suppliers. The latest developments in information 

technology, for instance, can ensure that the supply chain runs even more smoothly 

and efficiently, to get these goods to the shelves even faster. These trends are seen 

most extensively in the UK market, which is seen by many as a model for the future 

of the rest of the world (Oddy and Newman, 1993). 

A major feature of the retailing revolution of the last 20 years has been the 

usurpation of manufacturer dominance in the distribution channels by retail chain 

members (Martell, 1986). Grant (1987) claims that this phenomenon occurs at three 

levels due to 

• Structural change - in the relative sizes of manufacturers and retailers. This 

is presently emphasised by the propensity to merge in retail chains. In effect 

this makes the retail groups larger than their suppliers; 

• Conduct change - with retailers taking control over functions that were 

previously in the manufacturers' domain, e.g. physical distribution, 
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packaging, product design and development, and the growth of retail brand 

products; 

• Performance change - reflected in the growth of the profitability of retailing 

companies in relation to consumer goods manufacturers. 

Davies (1991) argues that the growth in sales of retail brand products has been 

linked to the growth in retailer concentration. As retailers expanded, and 

particularly when they centralised their purchasing, they created the economies of 

scale needed to interest suppliers in making a product exclusively for themselves, 

and justified the cost of packaging and other unique features of their retail brand 

products. 

2.6.1 Retail Power in the Distribution Channel 

Hughes (1996), Wileman and Jary (1997) and Burt (2000) argue that the 

most important factor that drives the growth of retail power is the 

increasing command of retailers both in terms of scale and market 

concentration. They believe that an expansive retailer, with significant 

market share, will have a strong negotiating and buying position with 

global producer brands. McGoldrick (1984) noted that large retailers 

usually demand relatively high levels of quality. In addition, studies 

show that in UK the five largest retailers have access to at least 50 per 

cent of the whole market share, (see Exhibit 2.20). This obviously gives 

retailers the financial muscle to make huge investments in their 

microenvironment such as their staff, marketing departments, retail 

technology, product quality and control, and also supply-chain 
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management. Marketing activities such as improved store layouts, 

merchandising, product presentations and customer services help 

retailers gain access to a broad base of consumers, and provide close and 

frequent contact with either existing or potential customers. 

Exhibit 2.20 
Top UK Chain Retailers Control Grocery Market Share (2003) 

Retailers 

Tesco 

Sainsbury 

Asda 

Safeway 

Morrisons 

Percentage of Food Market Share (%) 

26.0 

16.2 

17.0 

10.0 

6.0 

(Source: www.guardian.co.uk!supermarkets) 

According to Burt (2000), as retailers took command of the retail 

industry, suppliers began to prepare to produce retail brand products on 

behalf of retailers. They use the retailer's name to produce a certain 

specification at a specific price. Hence, instead of manufacturers 

developing their brand and then simply selling it to retailers through the 

medium of a wholesaler, retailers now deal directly with the suppliers. 

He concludes that this may have inspired the initial moves into the retail 

brand. As discussed earlier this initially involved the development of 

'me-too' product ranges consisting of technologically simple. quasi 

commodity products, but has now changed to the innovative, 

technologically complex and high pricelhigh quality retail brand of 

today. However, this initial move requires a more complex use of 

market power. He argues that in order to have effective and efficient 
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distribution channel activities, two approaches must be considered. 

These are 

a) reinforcing existing trading relationships with a focus on price, and 

b) using information proactively to amend traditional channel 

approaches. 

He suggests that the British retailer of today is characterised by 

proactive information use. Therefore the relationship with suppliers has 

evolved from a traditional trading based relationship, characterised by 

conflict and negotiation, to the more integrative, constructive and co

operative relationship associated with a vertical marketing system 

approach to channel management. Hughes (1996) also argues that this 

element is the main factor contributing to the development of retail 

grocery brands in the UK. 

Doel (1996) demonstrates two outcomes of enhanced retail power in the 

distribution channel. She argues that retailers can develop their retail 

brand by either using the traditional method of utilising excess capacity 

among existing manufacturers, or via proactive intervention. Which 

approach the retailer chooses very much depends on the maturity of 

different sub-sectors, the strategic significance of certain products, as 

well as the characteristics of individual retailers (Burt, 2000). 
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2.6.2 The Centralisation of Retail Decision Making 

The increasing importance of management control implemented by the 

retailers allows them to establish and monitor quality control. This, in 

tum, supports their added value retail image and offers consumers high 

quality retail brand ranges. Martineau (1958) once described store image 

as 'the personality of the store and the manner in which the store was 

represented in a person's mind'. Based on the above statement, it is 

clear that retailers have the advantage of selling their whole range of 

products to the consumers. This is because while other brand producers 

are busy preparing their activities by instructing staff or promoters in 

different stores in different locations, retailers on the other hand, manage 

retail activities in the stores by using standard instructions from the main 

office. The standardisation of product assortments, merchandising, store 

layout, pricing and promotional activities in all stores will subsequently 

create a set of core values. These will eventually create the potential for 

a repositioning of retailer brands, particularly in respect to developing 

and maintaining a quality image (Burt, 2000). 

It is also noted that changes in retailing logistics (McKinnon, 1986; 

Smith and Sparks, 1993; Fernie, 1997) towards centralised distribution 

allow the logistics system to be viewed as a whole, from purchasing 

through to the final delivery of the product to the customer. This 

structure is only possible in practice with an integrated system for 

capturing, analysing, distributing and utilising information (Sussams, 

1991; Ellram et aI, 1999). The direct transfer of information between 
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retailers and suppliers can be significant in improving logistics 

efficiency thus potentially extending the supply base for retail brand 

product ranges (Burt, 2000). 

Information regarding price changes, stock levels and other pertinent 

order data can be transmitted from the retailer to the supplier 

instantaneously. Integrated systems, which also resulted from the 

centralisation of decision-making, allow rapid, accurate information 

capture. This enables the logistics system to perform more efficiently 

and effectively in getting retail brand products to the desired location 

when needed. This permits retailers to improve on their logistics 

performance. These shifts have a profound effect on the way in which 

retailers compete, as well as the role of logistics in retailing (Ody and 

Newman, 1993; Ellram et al., 1999). 

2.6.3 The Acknowledgment of the Advantage of Retail Image 

The first image aroused by 'retailing' for many customers, especially 

those who are somewhat older, is that of the corner grocery store. Not so 

long ago retailing was and still is, in some parts of the world, a 

fragmented, local, unsophisticated, traditional business run by 

vulnerable owner-operators. Today, as retailers gradually enhance and 

refine their 'new' image to customers, retail stores have a more 

exclusive image. The store is no longer seen as solely a place to buy 

goods but a place for socialising as well. The introduction of income 

generating services (such as the coffee shops, photo processing) and 
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customer service initiatives (such as baby-changing facilities, ample car 

parking, as well as customer service desks) in the 1990s have boosted 

the image of the store (Burt, 2000). During this period, retailers spent 

huge amounts of money trying to project a standard image to all their 

stores. They changed their store environments, upgraded their store 

personnel as well as the quality of their products. These changes had an 

impact on retail brand ranges too, as upgraded stores indicated that the 

image of retail brand products would also have to be re-evaluated. In 

line with the changes, 'value added' products were then introduced to 

the market (Burt, 2000). 

As retailers endeavour to improve customer perceptions of retail brands, 

from the low qualityllow price to high quality brand alternatives to 

leading manufacturers' brands; retailers not only have to improve the 

quality of the products but also other visible characteristics from which 

consumers may build their perceptions, as well as confidence, in the 

products. Burt (2000) noted that in order to produce new, innovative 

products that convey high quality and high value, retailers have had to 

engage with more proactive strategies. Additionally they have had to 

work effectively with suppliers as to ensure the success of the products. 

Yet, changes in the product quality alone will be w0l1h nothing unless 

the packaging of these products is changed too (B urt, 2000). This is due 

to the fact that packaging provides consumers with intrinsic clues to 

product quality (Louviere et ai., 1987; Costley and Brucks, 1992; 

Sirdeshmukh and Unnava, 1992). 
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Burt (2000) reveals that the original packaging for the mid quality! mid 

price 'me-too' retail brands followed the usual formula of presenting 

these ranges in the corporate colour, with a clear emphasis on the 

company trade name or logo. This type of packaging according to Burt 

(2000) draws attention to the company and not to the product per se. 

Therefore, changes must be employed, the old packaging has to be re-

designed, highlighting more the high quality and added value features of 

the product itself. Attractive packaging such as a range of colour packs, 

graphics and the size of the products must be taken into account. These 

indirectly allow the packaging of retail brand products to be similar to 

the packaging of manufacturers' brand products. When this situation 

occurs, many claim that retail brand products are actually 'copycatting' 

the manufacturers' brands. This implies that the retail brand product has 

the same qualities or even originates from the same manufacturer (Burt, 

2000). Rothe and Lamont (1973) in their study state that when retail 

brand products are almost physically identical to manufacturers' brands, 

retailers can achieve a substantial advantage by varying price, increasing 

advertising and widening space allocation for retail brand products. 

Retailers have the incentive to act in this manner since margins on retail 

brands are more favourable and control can be enhanced. 

2.6.4 The Impact of Technology in the Development of Retail 

Brand 

Technology is becoming a primary prerequisite to successful 

competition in retailing (Saleh, 1989; McKinnon, 1990; Baines, 1990; 
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Omar 1995; Swinyard, 1997; Amrik et ai.;2002). Technology in the 

development of retail brand products can be explained from two 

perspectives: to provide opportunities to grow businesses and to add 

value to the total supply chain. 

Changing market demands for food requires technical knowledge to 

generate new innovative ideas and the use of technology to develop 

acceptable quality products. Retailer-supplier partnerships or 

relationships will depend on technology, substituting infonnation for 

inventory, in order to reduce costs while improving productivity. 

Retailers rely on technology to establish links with consumers through 

electronic retailing and customer relationship marketing. Manufacturers 

increasingly use technology to reach consumers directly in their homes 

and on the selling floor (Swinyard, 1997). The shift from supplier-led to 

retailing-led operations, increased opening hours, increased product 

ranges, more sophisticated layouts and the necessity for more detailed 

sales data are factors that need consideration in the adoption of 

technology to satisfy infonnation requirements (Baines, 1990). 

Retailers who are able to influence food innovation are guaranteed 

success by having large food technology departments; employing food 

technologists to meet consumer food requirements and legal obligations, 

and who collaborate with their suppliers to develop new products 

(Omar, 1995). When questions were asked on whether retail brands are 

manufacturers' brand copies, only 40 per cent of retailers, mainly those 

with no significant food technology department, agreed with the 
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statement. The other 60 per cent denied that their retail brands were 

copies of manufacturers' brands, but agreed to having collaborated with 

suppliers to produce retail brands. About 75 per cent expressed a 

preference for small supplying firms provided that they were technically 

capable. Those who expressed a preference for large supplying firms did 

so for product quality consistency and supply reliability. This finding 

clearly correlates with Porter (1985) who claims through his 'derived 

theory' that innovation is the technological dimension of retailers' 

competitive strategy. Rackoff et al. (1985) building on the work of 

Porter (1980) proposed a strategic thrust model, which illustrated how 

an organisation should work towards gaining competitive advantage in 

one of the following areas 

1 Differentiation: In this area the aim for the organisation is to 

identify for the customer ways in which the products are 

different and superior to those of competitors. 

2 Cost: In this case, the firm has alternative approaches to 

achieving a cost advantage. It may lower the cost of its own 

product in relationship to that of competitors (e.g. by reducing 

firm's cost or suppliers' costs), or it may try to force competitors 

to raise their own costs in order to produce an equally good 

product. 

3 Innovation: The firm may wish to achieve an advantage by 

making significant and creative changes either in the way the 

business is run or in the products associated with the industry. 
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4 Growth: In this case expansion may be achieved in one of the 

following ways: expanding output; extending the area of 

potential sales; extending the focus of the product backwards or 

forwards; diversifying the nature of the product. 

5 Alliances: Finally, a firm may gain advantage by one of the 

above approaches through negotiation with other organisations 

or bodies. 

Rackoff et al. (1985) conclude that any organisation can use these 

critical success factors to measure the attainment of their business goals. 

The use of retail technology has improved customer service and 

inventory management. The growth in retail brand products would not 

be possible without improved information technology. 

2.7 Summary and Discussions 

From the literature reviewed in this chapter one can say that retail brand 

products have evolved over the years from the inferior 'generic' grocery 

products of yesterday. They have been transformed into the powerful 'retail 

brand' products that now compete directly with manufacturers' brands, earning 

their rightful shelf space next to manufacturers' brand products. Simple plain 

white and black type packaging only describing the contents - fruit cocktail, 

cola, onion soup mix, ground coffee - have been gradually replaced by 

packaging and graphics that rival those of manufacturers' brands. In addition, 

retailers have also matured over the past 25 years into large, global, technology

intensive, powerful, fast-growth corporations that manage themselves as brands. 
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Several of these retailers have become the 'sweetheart' of their stock markets 

generating revenue for their shareholders. The leading retailers, through 

consolidation, global expansion, technology push and innovative formats have 

become 'market driving' rather than 'market driven.' They have shaped 

consumer behaviour, transformed the market place and redefined the rules of 

engagement with their competitors as well as their suppliers. 

However, most of the studies on retail brand products focus mainly on mature 

markets. As there are the different perspectives of retail brand products in 

different parts of the world (McGoldrick, 1990; Laaksonen and Reynolds, 1994; 

Fernie, 1994; Fernie and Pierrel, 1996; Wileman and Jary, 1997; Burt, 2000) 

one should perhaps consider how retail brand products work in a country other 

than in Europe and in the US. In emerging markets, such as the young 

Malaysian market it is possible that retailers may have different agendas for 

introducing retail brand products. It may therefore be unwise to draw sweeping 

conclusions about a retailer's motives for establishing retail brand products 

from studies in mature developed economies. 

The present study will investigate two types of retail brand products, those 

which carry a lower packaging and labelling cost, as well as those that are 

positioned as comparable with manufacturer brands (Dietrich, 1978; Murphy 

and Laczniak, 1979; Prendergast and Marr, 1997, Baltas, 1997) and evaluate 

how customers refer to these two different strategies. 
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The broad purposes of the present study is therefore to investigate the current 

situation of retail brand development in Malaysia, so as to facilitate an 

understanding of the relationship between trends in the advanced markets and a 

less advanced market. To further expand on our understanding of the historical 

perspective and the development of retail brand products, it is also imperative to 

present the consumer perspective on these issues. The next section is the second 

part of the literature review that is Chapter Three - Consumers' Perceptions and 

Grocery Shopping Behaviour on Retail Brands Products. 
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CHAPTER THREE 

Consumers' Retail Brand Perceptions and Grocery Shopping 
Behaviour 

Although 'consumer orientation' is high on many retailers' agenda, very few retailers 

really listen to their existing and potential customers. To manage retail brands 

successfully retailers have to understand consumer's needs and desires. Consumer 

perceptions have to be studied because these are basic to other activities. This section 

focuses on previous studies of consumers' responsiveness towards retail brand products 

and identifies the factors contributing to the behaviour of retail brand consumers. This 

chapter is divided into four main sections (1) Demographics and Consumer's 

Attitudinal and Behaviour Towards Retail Brands (2) The Role of Situations on 

Consumer Behaviour (3) The Influence of Retail Store Image on Product Perceptions 

and (4) Consumer Shopping Orientations and Motives. 

3.1 Demographics and Consumer Attitudes and Behaviour Towards Retail 

Brands 

A variety of studies have been undertaken to investigate consumer attitudes towards 

retail brand products (for example, Frank and Boyd, 1965; Myers, 1967; Rao, 1969; 

Coe, 1971; Burger and Schott, 1972; Rothe and Lamont, 1973; Mintel, 1973; Wheatley 

and Chiu, 1977; Bettman 1974, 1979; Livesey and Lennon, 1978; Dietrich, 1978; 

Murphy, 1978; Anvik et aI., 1979, Murphy and Laczniak, 1979, Zbytniewski 

Zybtniewski et al., 1979; Cagley et al., 1980; Hawes et ai., 1980; Bellizi et al., 1982; 

1981; Granzin, 1981; Cunningham et al., 1982, Reidenbach et al., 1983; McEnally et 
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aZ., 1984; Simmons and Meredith, 1984; Rosen, 1984; Wilkes and Valencia, 1985; 

Neidell et a1.,1985; Fugate, 1986; Yucelt, 1987; Szymanski and Busch, 1987; Uncles 

and Ellis, 1987; Hoch and Banerji, 1993; Richardson et aZ., 1994, 1996; Dick et al., 

1995: Quelch and Harding, 1996; Omar, 1996, 1994; Rafiq and Collins, 1996; 

Prendergast and Marr, 1997; Baltas, 1997; Balabanis and Craven, 1997; Miquel et al., 

2002). Although a large portion of these studies are dedicated to the demographics and 

socio-economic characteristics of retail brand consumers, many of them have also 

concentrated on the perceptions attached to retail brand products such as perceived 

quality, price and value, perceived risk, brand familiarity, intrinsic versus extrinsic 

cues reliance and intolerance of ambiguity experience. This section will begin with a 

discussion of the previous studies of demographic and socio-economic factors in retail 

brand consumption. 

3.1.1 The Influence of Demographics and Socio-Economic Factors 

Within the literature relating to retail brand products, numerous research studies 

have been undertaken in relation to demographic and socio-economic variables 

(for example; Frank and Boyd, 1965; Rao, 1969; Coe, 1971; Rothe and Lamont, 

1973; Livesey and Lennon, 1978; Dietrich, 1978; Murphy, 1978; Sullivan, 

1979; Anvik et aZ, 1979; Murphy and Laczniak, 1979; Zbytniewski et al., 1979; 

Cunningham et aZ., 1982; McEnally and Hawes, 1984; Neidell et aZ., 1985; 

Wilkes and Valencia, 1985; Kono, 1985; Szymanski and Busch, 1987; Dick et 

al., 1995; Omar, 1996; Prendergast and Marr, 1997; Baltas, 1998) (see 

Appendix 1 for details). This group of studies were conducted during the late 
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1960s (two studies), early and late 1970s (ninestudies), in the 1980s (six 

studies), and recently in late 1990s (four studies). Although these studies were 

conducted over four-decades, they had one common goal: they sought to 

investigate whether differences existed between the demographic and socio

economic characteristics of retail-brand consumers compared with non-retail 

brand consumers. However, despite this long history (1965-98) most of these 

studies were inconsistent in their findings. 

Retail brand studies, particularly in the 1960s, began with the study of Frank 

and Boyd (1965). Using a diary panel method, they tried to find out whether 

private brand consumers were different. They examined 44 grocery products, 

determining the extent to which 20 socio-economic variables could distinguish 

between manufacturers' brand consumers and private brand consumers. Using 

multiple regression analysis, they noted that some differences emerged. 

Household heads with higher levels of education tended to be private brand 

consumers, whilst high-income families tended to have a lower level of private 

brand proneness. Generally however, they claimed that the study had failed to 

find any characteristics that could be associated with private brand prone 

consumers as a specific market segment. They concluded: 'private brands and 

manufacturer brands meet in head-on competition in the sense that they are 

consumed by households with virtually the same socia-economic and total 

consumption characteristics'. However, four years later, Rao (1969) claimed 

that private brand consumers of supennarket products, fitted into a price 
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consciousness category of housewives. The results indicated that while other 

shoppers might not have many preferences toward these products, upper-class 

housewives who are particularly price conscious consumers were attracted to 

the products. Although this study contradicted the findings of Frank and Boyd 

(1965), it did not offer much more information to retailers. However, it does 

offer some insights into the potential of women, specifically those in the upper

class category, as retail brand consumers. The findings were, therefore, 

important to retailers as private brands at that particular period of time (the 

1960s) were still very new in the market. 

The studies in the 1970s also focused on similar areas. Coe (1971) in his study 

of private versus national brand preference among lower and middle-income 

consumers discovered that middle-income consumers saw price as an important 

element when buying products. However, he noted that, surprisingly, these 

consumers also claimed that high price did not correspond to product 

superiority. They deduced that the high prices of these products were influenced 

by higher promotional costs. In contrast, the lower-income group felt that a high 

price meant that these products were simply of good quality. Therefore, 

although the lower-income group was aware of price differences between 

private and manufacturer brands, they were not familiar with the extent of the 

differences. Hence, this group of consumers had not considered private brand 

products in their grocery preferences. The study concluded that private brand 

consumers belonged to a higher income group, which generally consisted of 

younger consumers. In contrast with Frank and Boyd (1965) both Rao (1969) 
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and Coe (1971) revealed that private brand consumers came from higher

income consumer groups. 

Nevertheless, the information obtained from these three studies in the late 1960s 

was often general in nature and did not contribute much to explaining who retail 

brand consumers were. No further studies appeared until seven years later when 

Livesey and Lennon (1978) attempted to identify retail brand consumers. Their 

research was more specific in examining the factors that might contribute to the 

choice between manufacturer and private brands. These findings however, 

revealed no clear identification of private brand consumers. Using 123 

housewives as respondents and examining nine grocery product categories, they 

noted that private brand consumers belonged to a slightly higher rather than 

lower income group. This group of consumers consisted of those who already 

had some experience with private brand products. Thus, this group viewed the 

products as safe and secure. In contrast, those who did not buy private brand 

products generally claimed that the products were associated with risks, 

specifically, social risk. 

In the same year, using a telephone survey of 400 respondents, Dietrich (1978) 

revealed that the purchase of retail brand products was somehow negatively 

related to household income. He claimed that retail brand consumers generally 

came from large households with full time house makers, aged between 35-65 

years old, and usually had less than US$15, 000 in annual income. He believed 

that the reason why consumers bought retail brand products was because they 
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felt that the products offered the same value as the manufacturers' brands. 

Dietrich was the first to successfully distinguish retail brand buyer market 

segments. 

Similarly, Murphy (1978) claimed that price consciousness was not simply 

related to income level. He discovered that upper-social-class women generally 

were more prone to select retail brand products. As the social class level 

increased the frequency of retail brand choice also increased. In addition, he 

noted that consumers who lived in suburban areas were more prone to buy retail 

brand products compared with those in urban areas. This probably explains why 

Myers (1967) suggests that retail brand consumers are best classified through 

their perceptions of attributes (quality and value for money) rather than their 

individual characteristics. 

A year later, Sullivan (1979) revealed a similar proposition. He claimed that 

retail brand consumers came from large families normally with a higher weekly 

grocery shopping expenditure. Moreover, he classified these buyers as educated 

and from middle-income group categories. This is not a surprise, as Frank and 

Boyd (1965) also discovered that retail brand consumers, in general, have a 

higher education background. 

Slightly different to the others, Anvik et al. (1979) also revealed that retail 

brand consumers were mostly women, but could best be identified through 

consumer innovativeness, higher thrift orientations, and as those who had low 
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brand loyalty. They agreed that demographics and socio-economic variables 

alone did not serve as a good predictor of retail brand consumers. 

Instead of using consumer demography or socio-economic variables, Murphy 

and Laczniak (1979) used attitudinal variables such as price, quality and 

satisfaction as well as purchase frequency. Consumers, who were well educated 

with large families, were most likely to purchase retail brand products. 

However, they claimed that age was an insignificant factor in retail brand 

proneness. They concluded that since retail brand products were available in a 

wide range of categories, consumers of all ages and occupations, in all ranges of 

income, educated or less educated, could consume, and therefore that 

demographic variables had become an insignificant factor in segmenting the 

retail brand market. 

Zbytniewski and Heller (1979) discovered that retail brand consumers were 

often working women who were better educated, from the middle income 

group, aged between 35 and 49 years old, from a large family background 

usually of five members, with either a young or growing family. Here, 

Zbytniewski and Heller (1979) clearly identified retail brand purchasers as 

working mums, who perhaps married late and had small children around the 

household. These consumers normally spent carefully as they might be 

financially constrained. They might also purchase products that were value for 

money yet at the same time offered equal quality to branded products. 
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Three years later, in an attempt to established the differences between 

consumers of generic, national and retail brand products, Cunningham et ai. 

(1982) claimed that retail brand consumers showed no relationship to family 

income: anybody, from rich to poor consumers, consumed the products (as 

mentioned earlier by Zbytniewski and Heller (1979). They also discovered that 

retail brand consumers were normally young and had a good educational 

background. Manufacturers' brand consumers were labelled as quality 

conscious, whilst retail brand consumers were classified as price conscious 

customers. 

McEnally and Hawes (1984) using panel data of 1442 households, examined 

retail brand consumers in terms of their shopping frequency, product usage rate, 

unit price selection and store loyalty. These findings revealed that retail brand 

consumers shopped more frequently than non-retail brand consumers and also 

had a higher product usage rate. This probably applies to the large family group 

as mentioned earlier by authors in the 1970s (Dietrich, 1978; Sullivan, 1979; 

Murphy and Laczniak, 1979; Zbytnienski and Heller, 1979). Generall y, retail 

brand consumers also purchased low priced products, which might explain why 

they chose retail brand products. Finally, the study revealed that consumers who 

bought retail brand products normally exhibited a higher level of store loyalty. 

This suggests that retail brand consumers were normally buying their grocery 

shopping from the same grocery store. Finally. McEnally and Hawes (1984) 
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also agreed that retail brand consumers were nonnally from the middle-income 

group of shoppers. 

Despite being classified as from middle to high-income groups, retail brand 

consumers were also classified as having low to moderate-incomes. Neidell et 

al. (1985) revealed that retail brand consumers were positively related to low to 

moderate-income groups. They were also less educated consumers who usually 

earned more than US$25, 000.00 annually. This type of consumer was 

identified as being less sensitive to price. They also claimed that retail brand 

consumers were mostly older consumers, who had no dependent children living 

with them, receiving a fixed income. Perhaps the reason behind this finding is 

the fact that retail brand consumers were pensioners who spend little on grocery 

but spend more on health and vacations. They normally have a fixed income 

from their pension and more often have no dependants staying with them. This 

type of consumer may feel that buying retail or manufacturers' brand products 

makes no difference. 

Wilkes and Valencia (1985) identified retail brand consumers based on sub

cultural variations. They claimed that while Whites and Mexican-Americans 

showed no relationships between demographics and retail brands purchasing, 

Black customers tended to be younger, from low-income groups, larger 

households and rented homes. They also reveal that White customers tended to 

be positively related to a manufacturers' brand orientation. This is an interesting 

finding, as there is no other attempt to explore differences between cultural 
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groups. Most studies whether in the 1960s or in the 1970s failed to incorporate 

these issues. Where such studies exist they are largely based on different 

countries as the site where the research took place, for example Brazil, New 

Zealand and Spain (de M Suzana, 1996; Prendergast and Marr, 1997; Miquel et 

al., 2(02). 

Ten years later Dick et al. (1995) sought to remedy some of the methodological 

weaknesses of previous research. They claimed that their study used a more 

representative sample of 1325 respondents. The surveys contained demographic 

items and self-reported measures of frequency of retail brand purchase of 28 

grocery items, as well as several questions dealing with consumer attitudes, 

interests and opinions (AIO). From their findings, they revealed that retail brand 

buyers were mostly those aged below 45 years old, had lower to middle

incomes and were married with five or more members in the household. A 

majority of the smaller households seemed to be more likely to confine their 

purchases to manufacturers' brands. Thus, differences in financial pressures 

among the groups may partially determine retail brand proneness. These 

findings, however, contradicted those of Neidell et al. (1985). One explanation 

for these findings may be that retail brand products had evolved or altered from 

the first or second generation typically found in the 1980s to the third or fourth 

generations by the 1990s. It may also be because of the huge exposure that 

consumers experienced from the retailers. Thus consumers became more 

familiar with these products compared to those in previous years (in the 70s and 

80s). 
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In the UK, Omar (1996) in his study of grocery purchase behaviour for national 

and own-label brands argued that, although a majority of the respondents agreed 

that manufacturers' brands were perceived as superior to store brands, there 

were few characteristics that could be associated with store brand buyers. He 

claimed that roughly retail brand buyers were low in terms of socioeconomic 

status based upon the respondent's housing patterns, occupation and education 

levels. 

Finally, Prendergast and Marr (1997) in their study of generic products noted 

that the purchase of retail brand products was negatively related to household 

income. They discovered that higher household income groups were less likely 

to purchase retail brands than those in lower household income groups. 

Moreover, they revealed that there were no relationships between consumer's 

age, occupation and weekly household grocery expenditure and retail brand 

proneness. These findings were consistent with Dietrich's (1978) study. This 

implied that retail brand products were normally purchased by cost-conscious 

and careful consumers rather than other types (Baltas, 1997; Yucelt, 1987; 

Hawes and Kiser, 1980; Murphy, 1978; Rao, 1969; Myers, 1967). 

In sum, many of these studies have confirmed a slightly higher propensity to 

purchase retail brand products amongst up-scale, large households and/or co

heads of household possessing greater amounts of formal education. Perhaps 

one reason why lower income group failed to be associated with retail brand 
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products was that lower income consumers were not fond of the lower status 

which the purchase of retail brands conferred on them. 

Although retail brands in the early studies (between 19605-19705) were 

reportedly most attractive to slightly younger consumers, more recent studies 

state otherwise. Prendergast and Marr (1997) and Neidell et al. (1985) show that 

different age groups may prefer different categories of retail brand products. 

Both studies concluded that older age groups tended to buy retail brand products 

rather than the younger ones. The rationale behind these findings is difficult to 

understand. Perhaps the more experienced the buyer, the more knowledgeable 

they are and therefore with a limited amount of money, retail brand products 

seem to correspond well with their expenditures. However, most recently, 

Ailawadi and Keller (2004) characterised retail brand buyers as price sensitive, 

middle-income group and educated. 

It is arguable that the conflicting findings reported above may simply be a result 

of the different product categories being used, differences in sample size, 

different markets or places being examined, and different types of dependent 

relationships being measured, and/or the shifting over time of the position of 

many retail brand products. As discussed in Chapter One, these range from first 

to fifth generation of retail brand development. As retail brand products were 

surveyed in a wide range of product categories, consumers were found across 

all ages, occupations, incomes and education levels. Therefore the demographic 

variable had become an insignificant factor in segmenting retail brand market 
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(Baltas, 1998; Kono, 1985; Szymanski and Busch, 1987; Murphy and Laczniak, 

1979; Zbytniewski et al., 1979; Burger and Schott, 1972; Myers, 1967). 

3.1.2 Consumer Perceptions and Buying Behaviour of Retail Brand 

Products 

Other researchers argued that retail brand buyers can be best identified from 

attitudinal and behavioural factors rather than from individual consumer's 

characteristics (Baltas, 1998; Szymanski and Busch, 1987; Mintel, 1973; Myers, 

1967). Factors such as quality, price and values; risk; familiarity and 

knowledge; intrinsic and extrinsic cues; and intolerance of ambiguity 

experience were said to be important to perceptions of retail brand and 

ultimately consumption. 

3.1.2.1 Quality, Price and Value Effects on Retail Brand Perceptions 

One of the factors that is often recognised as important in consumer 

perceptions of retail brand products is the consumers' product quality 

assessment (Cunningham et ai., 1982; Rosen, 1984; Yucelt, 1987; Hoch 

and Banerji, 1993; Darden and Babin, 1994; Sethuraman, 2000; 

Ailawadi and Keller, 2004). Jacoby and Olson (1985) are some of the 

many authors who reported that consumers were not homogeneous; 

rather, there were different groups of consumers who held different 

kinds of quality perceptions (Van Kenhove et ai., 1999). The tenn 

'quality' itself implies a level of performance, taste, texture, aroma, 
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reliability of ingredients and nutritional value provided by the product 

on average (Rosen, 1984). Jacoby and Olson (1985) took the word 

quality as expressing general approval, as in 'that product is made with 

quality ingredients' or 'performance of that brand was of the highest 

quality'. Moreover, individual needs, memories and experiences may 

also influence perceptions (Jacoby and Olson, 1985). In sum, perceived 

product quality is 'the perceived ability of a product to provid 

satisfaction 'relative' to the available alternatives' (Jacoby and Olson, 

1985). Likewise, Park and Winter (1979) stated that the consumer 

quality perceptions process involves gathering, retrieving and 

processing the data necessary for the causal analysis. So what has all 

this got to do with retail brand products? 

In the early days (1970s) of retail brand development, retail brands were 

usually perceived as being inferior to manufacturers' brands on a variety 

of intrinsic attributes such as taste, texture, aroma, reliability of 

ingredients, nutritional value and overall quality (Bellizzi et at., 1982; 

1981; Cunningham et at., 1982). Initially retail brands were based 

primarily on a low price proposition (first generation) and generally 

priced about 20 per cent lower than manufacturers' brands (Wileman 

and Jary, 1995; Laaksonen, 1994; Glemet and Mira, 1993; Dick et ai., 

1995). To understand further the impact of this on retail brand products, 

it is essential to look at the previous studies concerned with these 

variables. 
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Past studies on the perceptions of retail brand quality clearly provide 

conflicting results. Myers (1967) revealed that consumers perceived 

retail brands as money saving without any sacrifice of quality. Coe 

(1971) revealed that price was the prime factor for buying retail brands, 

as high prices did not necessarily mean good quality but rather a high 

cost of promotional activities (Zbythiewski et ai., 1979). Dietrich (1978) 

revealed that a majority of consumers (70-72 per cent) perceived the 

quality of retail brand products to be of equal value to manufacturers' 

brands. These findings were shared by other authors such as Mintel 

(1973) in an industry report which claimed that consumers considered 

retail brand products to be of the same quality as well-known 

manufacturers' brands. Similarly, Livesey and Lennon (1978) and 

Murphy and Laczniak (1979) revealed that retail brand buyers were 

mainly concerned with obtaining a product of a satisfactory quality 

standard at a lower price. They concluded that consumers rated the 

quality of retail brand products as comparable with other brands. 

Zbythiewski et ai. (1979) also indicated that retail brand products were 

of equal quality to manufacturers' brands. Given these results, it seems 

that the actual perceptions of retail brand products during the 1970s 

were generally favourable. The result of these studies which were 

conducted at a time when retail brands were just being introduced in the 

market implies that consumers seemed to be pleased with these 

innovative products. 
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However, as the exposure of retail brand products in the market 

increased, the perceptions of retail brand products, specifically in quality 

terms began to decline (Prendergast and Marr, 1997). Bettman (1974), in 

his study, stated that uncertainty over the quality of retail brands 

represented a danger in purchasing these products. Livesey and Lennon 

(1978) revealed that retail brand products were poor in quality while 

Bellizzi et al (1981), Cunningham et al (1982) and Rosen (1984) stated 

that consumers perceived retail brands to be inferior to manufacturers' 

brands but superior to generic grocery items on attributes such as 

quality. Bellizzi et ai. (1982; 1981) noted that consumers consistently 

rated retail brand products below manufacturers' brands on attributes 

related to quality, appearance and attractiveness. Similarly, Cunningham 

et al. (1982) claimed that consumers rated retail brands as inferior to 

manufacturers' brands in terms of taste, appearance, labelling and 

variety of choice. Some consumers demonstrated aversion to buying 

retail brands regardless of the amount of savings associated with their 

purchase (Richardson et al., 1994). 

Several authors also discovered that consumers had a propensity to 

impute quality on the basis of price, particularly when there were no 

other strong quality cues available (Riesz, 1978; Rosen, 1984). 

However, a study by Richardson et al (1994) identified that the quality 

of retail brand products was perceived as high when retail brand 

products were repackaged as manufacturers' brands and presented with 
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manufacturers' brand prices. Similarly in the study carried out by 

Bellizzi and Martin (1982), where a taste test was given to 119 visitors 

at an annual student fair, the findings revealed that manufacturers' 

brands were consistently given a higher rating, even though the 

respondents were actually given the same product to taste. This 

indicated that personal factors such as individual psychology existed and 

played a part in consumer perceptions during the taste test. 

Good quality but lower priced retail brand products might find it 

difficult to overcome the barrier of consumer perceptions of unreliability 

vis-a-vis their branded contemporaries (Prendergast and Marr, 1997). 

Yucelt (1987) indicated that consumers were not willing to sacrifice 

quality for price if they felt that the quality of a retail brand product was 

below that of other brands. Similarly, Rosen (1984), Rao and Monroe 

(1989) and Omar (1996) noted that overall retail brand products were 

still of poorer quality compared with manufacturer brands. This 

argument was supported further by the study of Dick et al (1995), who 

concluded that non-users of retail brands claimed that retail brand 

products were lower in quality, had less reliable ingredients, lower 

nutritional value, offered poorer value for money, were higher risk 

purchases, had unattractive packaging, and whose buyers were 

considered as 'cheap'. Likewise, Quelch and Harding (1996) revealed 

that retail brand quality signalled inferior or unreliable ingredients. 

Baltas et al (1997) mention that quality-seeking consumers are primarily 
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interested in manufacturers' brands, whereas economy-seeking 

consumers are primarily interested in retail brand products. 

Nevertheless, Omar (1996) found clear differences in the perceptions of 

retail brands and manufacturers' grocery brands. He concluded that 

retail brands were psychologically positioned below the manufacturers' 

brands and were particularly good value for money. In addition, his 

research indicated that retail brands suffered from a low quality image 

when compared to manufacturers' brands. This may be true as Dodds et 

ai. (1991) claim that brand, level of advertising and store image are the 

most important variables that affect perceived product quality. The truth 

is that the uniqueness of these products may actually continue to colour 

perceptions of the aspect of quality (Prendergast and Marr, 1997). All 

studies consistently indicate that retail brands suffer from a low-quality 

image compared with manufacturer brands. This is natural as quality and 

the price of a brand are positively related (Dodds et ai., 1991). 

Theoretically, this dilemma suggests that consumers may use price and 

product positioning as a sign of quality assessment before deciding to 

buy the brands. This result perhaps requires retailers to revise their retail 

brand positioning from inexpensive alternatives to equivalent or perhaps 

higher prices than manufacturers' brands. Moreover, unfavourable 

perceptions may in fact be fostered by the widespread use of 

inexpensive-looking packaging and the absence of an attractive brand 
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image due to poor communication and positioning strategies 

(Richardson el al., 1994). 

3.1.2.1.1 Store Image and Product Quality 

Jacoby and Olson (1985) argued that perceptions of product quality were 

associated with perceptions of the store itself. They argued that when a 

product had a high perception for quality, but the store had a lower 

perception for quality, the image of the store would increase while the 

image of the product would suffer. Similarly, if the brand only had a 

moderate quality perception, while the store had a high quality 

perception, both store and brand perceptions would be negatively 

affected. Alternatively Park and Winter (1979), in their study of product 

quality judgments through the information processing approach, stated 

that product cues were the most critical causal element in determining 

the directional attribution of quality as well as the specific location of 

the directional quality. When the product cue was not available, brand 

name played a critical role in determining the quality direction and 

provided a specific measure of quality, while price information was 

important only in determining the specific location of quality. Therefore, 

lack of advertising and the absence of a brand name linked to the 

product class might affect consumer perceptions especially in terms of 

quality (i.e. signal inferior or unreliable ingredients) (Quelch and 

Harding, 1996; Rosen, 1984). Dodds el al. (1991) suggested that 
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external cues such as price, brand name and store name are three cues 

that influence perceptions of product quality and value, and 

subsequently purchases of the brand. Although the effects of these three 

cues show inconsistent statistical results, both price and brand name 

have been shown to have a significant but moderate effect on buyers' 

perceptions of quality (Dodds et al., 1991). The store name, in contrast, 

had a small but not significant effect on consumers' perceptions of brand 

quality (Rao and Monroe, 1989). 

The Institute of Grocery Distribution (1995) reveals that generally 

retailers use quality and price combinations in their retail brand strategy 

(see Exhibit 3.1). However, retailers find it difficult to compete with 

manufacturers' brands using quality and price factors, as it is not easy to 

determine the outcome when consumers consider two brands to be 

equivalent. It is difficult to give an absolute like-for-like comparison 

such as the content weight of the products or the percentage of 

ingredients that goes into a product. 

Exhibit 3.1: Price vs Quality Strategies of British Rctail Brands 

No Price vs Quality Stratcgies 

1 Quality equal to proprietary brands but price lower 

2 Quality better than proprietary brands but price lower 

3 Basic quality but price lower 

Source: The instllute of Grocery Distnbutlon (1995) 
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The vast majority of retailers priced their retail brands lower than the 

proprietary brand whilst achieving equal quality. This is due to the fact 

that at that particular time (mid 1990s), retailers believed that there was 

no benefit in developing products of a higher quality than the branded 

products, as the consumer did not believe that retailers would choose 

that approach for their own brand strategy. The Institute of Grocery 

Distribution report also recognised that acceptability was very important 

and within some categories 'basic quality' was below a minimum 

standard for many consumers. To achieve a price point, products often 

had to be downgraded in terms of quality. However, where this 

happened, it could lead to an increase in consumer complaints, thus 

affecting perceptions of the retail brand products. Therefore, the 

evaluation of product quality is clouded by the fact that some consumers 

make quality judgments on the basis of price rather than physical 

product attributes (Newman and Becknell, 1970). This outcome was 

supported by Wheatley (1980), and Prendergast and Marr (1997), who 

revealed, in the case where there was limited or no information 

regarding the product, price might well serve as an indicator of quality. 

More often, however, consumers perceive the price and quality of a 

product as being in tandem with each other. 
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3.1.2.1.2 Price and Product Quality 

Although price plays an important role in everyday economic activities 

for shoppers, in reality price represents the value of something that 

consumers have to give up to obtain something else of value (Jacoby and 

Olson, 1985). To further understand the relationship between price and 

perceived quality, it is also important to look at the influence of price on 

retail brand products. 

Dodds et al. (1991) clearly suggest that perceptions of the same price 

stimulus may vary across consumers and, for one consumer, across 

products, buying decisions and time. Price can be both an indicator of 

the amount of sacrifice needed to purchase a product and of the quality 

level. Higher prices lead to higher perceived quality and consequently to 

a greater willingness to buy (Dodds et al., 1991). At the same time, the 

higher price represents a monetary measure of what must be sacrificed 

to purchase the brand, thus leading to a reduced willingness to buy 

(Dodds et al., 1991). 

Sinha and Batra (1999) in their study of the effect of consumer price 

consciousness, define price consciousness as ' a consumer's reluctance 

to pay for the distinguishing features of a product if the price 

difference for these features is too large'. They argue that the phrase 

'too large' suggests that the consumer 'trades off' the higher price with 
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potential benefits, such as an increase in quality or a reduction in risk 

that may accompany a higher price and this varies across individuals. 

Therefore, the key concept underlying the behavioural approach to 

understanding the effect of price on consumers is that price serves as a 

cue whereby consumers can predict the quality of the product 

particularly of unknown brands (Monroe, 1973). 

Murphy (1978) claims that an area of strategic importance to 

supermarket chains is consumer sensitivity to price. Scitovsky (1945) 

introduced the idea of the price-perceived quality relationship. He 

argued that judging quality by price merely implies a belief that price is 

determined by the competitive interplay of the forces of supply and 

demand. Following Scitovsky's thinking, several researchers have 

studied the relationship between price and product or brand (Tul1 et af., 

1964; Coe, 1971; Burger and Schott, 1972; Raju, 1977; Dietrich,1978; 

Laczniak, 1979; Murphy and Laczniak, 1979; Hawes and Kiser,1980; 

Cunningham et ai., 1982; Reidenbach et af.,1983; Neidell et ai.,1984; 

Rao and Monroe, 1989; Dodds et ai.,1991; Omar, 1994; Dick et ai, 

1995; Richardson et af., 1996; Baltas, 1997; Prendergast and Marr,1997; 

Aggarwal and Cha, 1998; Sinha and Batra, 1999). In spite of conflicting 

findings, most studies basically agree that when price is the only 

information available to the consumer, price has a significant effect on 

product perception. Moreover, it is believed that initial studies on retail 
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brands have been focused solely on the lower price substitute 

(Pellegrini, 1993). 

Despite the above findings, one may ask, what makes consumers believe 

that a product can be measured simply from its price? Tull et 01. (1964) 

reveal that some consumers may feel less satisfied with low priced 

products. They note 'price is usually cited as the defining characteristic 

of own brand, but it is the broader and relative concept of value, which 

truly determines consumer attitudes and behaviour'. These arguments 

were supported by Garretson et oZ. (2002). They concluded that for those 

consumers believing price to be strongly associated with quality, the 

lower price of retail brands resulted in a more unfavourable attitude 

towards retail brands than manufacturers' brands. However Omar (1994) 

denies such an conclusion. He reported that data from British consumers 

showed their scepticism toward manufacturers' prices and expressed 

their preference for cheaper retail brand products. This indicated that 

value for money suggests considerations of quality, not in absolute 

terms, but in relation to the price of a particular brand (Cagley et ai., 

1980). The initial reason for buying the brand was because of its low 

price, while product performance expectations were perceived to be 

moderate (Cagley et of .• 1980). Dietrich (1978) claimed that retail brand 

buyers obtained savings of 16%-20% by not purchasing manufacturers' 

brand grocery items. Similarly, Murphy and Laczniak (1979) revealed 
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that retail brand products were perceived to be of a lower level by two

thirds of the respondents. In addition, 27 per cent found that the prices 

were very much lower than for manufacturers' brands. The study by 

Neidell et al. (1984) highlighted that 92 per cent of retail brand 

consumers rated retail brand products as lower in price. Dodds et al. 

(1991) and Prendergast and Marr (1997) suggested that price can be an 

indicator of perceived sacrifice and the perceived level of quality. 

Higher prices may lead to higher perceived quality (Raju, 1977), but 

may also represent a monetary measure of what must be sacrificed to 

purchase the brand. In other words, consumers may have lower and 

upper price limits (absolute thresholds) for a product. If the product is 

priced below the lower limit, its quality becomes suspect and if it is 

priced above the upper limit, it is not considered worth the price (Raju, 

1977). Generally, Raju (1977) claimed that price was found to be 

important in overall quality evaluations. 

The above findings clearly reveal that retail brand products may be seen 

as offering good value for money if they are viewed as possessing a 

similar quality to that of a branded alternative, but cost less (Richardson 

et ai., 1996). Aggarwal and Cha (1998) claimed that if buyers find the 

price of a manufacturers' brand to be below the reference threshold 

price, they tend to purchase manufacturers' brands. But, if buyers find 

the price of manufacturers' brands to be above the reference threshold 
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price, they will then choose retail brand products instead. Reference 

Threshold Price refers to the absolute price threshold - the range of 

prices that a consumer finds acceptable. Similarly, Biswas et al. (2002) 

in their studies examined the effects of low price guarantees, claiming 

that low price guarantees will increase value perceptions, shopping 

intentions and search intentions if the store carries a high price image. 

Further to the general perception of lower prices, some retail brand 

products were purchased on the basis of the availability of suitable 

package sizes. At that time (during the 80s), retail brand products were 

typically packaged in large sizes, catering directly to the needs of 

consumers from larger households. This group of consumers found that 

the low price of retail brand products, coupled with packaging that came 

in the right size to fulfil their demands, was an attractive offer 

(Prendergast and Marr, 1997). Since there is no advertising cost 

involved in the lower packaging and labelling cost in the marketing of 

retail brand products, a price differential between retail brand products 

and manufacturers' brands become possible (Dietrich, 1978; Murphy 

and Laczniak, 1979; Prendergast and Marr, 1997). However, 

Reidenbach et al (1983) suggest that retail brand buyers are not mainly 

driven by price. Availability in the market also played a major role in 

consumer perceptions of retail brand products.. He observed that the 

market for retail brand products was actually not overly large. Similarly, 
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Cagley et al. (1980) observed that in terms of product line, width and 

depth, retail brands have had limited exposure. 

3.1.2.1.3 Value for Money Orientation and Quality 

In explaining the relationship between the quality and price, it is also 

important to explain the next element that is closely associated with 

retail brand products: 'value'. Most retailers have chosen to stress this 

attribute in the marketing of their retail brand products, rather than 

competing with manufacturer brands on the basis of quality (Richardson 

et al., 1994). The most common definition of value is 'the ratio or 

trade-off between quality and price, which is a value-for-money 

conceptualization' (Sweeney et al., 1999; Richardson et al., 1994; 

Monroe, 1990; Livesey and Lennon, 1978; Myers, 1967). Value is a 

concept that balances what the consumers receive in an exchange versus 

what they give up (Sweeney and Soutar, 2001; Dodds et al., 1991 and 

Zeithaml, 1988). Thus, essential components of value perceptions 

include the price promotion and the perception of product quality. 

Blattberg and Neslin (1990) state that, in the presence of a discount, the 

presentation of a reference price creates a perception of savings. 

Similarly, Grewal et al. (1998) suggest that merchandise selection and 

price discount strategies playa significant role in shaping consumers' 

perceptions of value. Conversely, Grewal et al. (1998) also claimed that 

perceived value might come from two components: 'transaction value 
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and acquisition value'. An emphasis on value for money is an integral 

part of many retailer promotion efforts (Davies et al., 1986; Mmtell, 

1986; McGoldrick, 1984; Simmons and Meredith 1984). Consequently, 

rather than competing with manufacturers' brands on the basis of 

quality, most retailers have taken a 'value for money' orientation in the 

marketing of their retail brand ranges (Davies et al., 1986; Martell, 

1986; Ody, 1987). 

However, quality and price have different and differential effects on 

perceived value for money (Sweeney and Soutar, 2001). Zeithaml 

(1988) claimed that some consumers perceive value when there is a low 

price; others perceive value where there is a balance between quality and 

price. Thus, for different consumers, the components of perceived value 

may be differentially weighted. In addition, Zeithaml (1988) revealed 

that some consumers obtained value from all relevant 'get' and 'give' 

components, leading to her definition of perceived value. According to 

Richardson et al. (1994), retailers use 'value for money' in marketing 

their own brand so as to instil the purchase of retail brand products not 

only from those consumers who perceive that retail brands are lower 

priced but ofrelatively good quality, but also from those consumers who 

perceive that retail brands are lower priced and relatively bad quality, as 

long as the savings associated with the price differential provided 

adequate compensation for purchase. 
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In sum, quality and price perceptions initially provide the main 

information which consumers use to evaluate retail brand products (see 

Appendix 2 for details). However, viewing value as a trade-off between 

only quality and price is far too simplistic (Sweeney and Soutar, 2001). 

Most importantly, in the 1990s, when retail brand products were said to 

be equivalent to or higher quality than the manufacturers' brands (foUlth 

generation) the products structure improved (Baltas, 1998) and 

consumer perceptions of retail brand products provided other 

suggestions about the quality of retail brand products as a whole. 

Moreover, many authors discovered that price might not be the 

dominant signal of quality perceptions. Other elements such as 

perceived risk, product familiarity, intrinsic and extrinsic cues, brand, 

store names, product knowledge, market information, as well as 

shopping experience were also said to affect consumer perceptions and 

buying decision of retail brand products (Dawar et ai., 1994; Dodds et 

al., 1991; Jacoby and Olson, 1985; McGoldrick, 1984; Rao, 1970, 1971; 

Smith and Broome, 1966; Monroe, 1973, 1970). 

3.1.2.2 The Concept of Perceived Risk and Its Dimensions 

Another useful framework for examining the interplay between the 

perceptions and purchases of retail brands is perceived risk. Especially 

as the grocery market is already risk-segmented to some extent. 

Understanding how consumers perceive risk may help to explain 
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consumers' daily and weekly food shopping trips, as well as underpin 

the retailing strategies adopted by grocery retailers (Mitchell, 2001; 

1998). Generally, consumers perceive risk in purchasing most products 

(Dowling and Staelin, 1994) and tend to select higher-priced products 

when they perceive a substantial degree of uncertainty in the purchase 

situation (Jacoby and Olson, 1985). Shapiro (1972) suggests that 

consumers perceive a product as a set of information cues. Each cue is 

evaluated as to whether it has predictive value (how close the cue 

matches a desired product attribute) and confidence value (the 

consumers' ability to evaluate the cue itself). Bettman (1973) and Dunn 

et ai. (1986) state that there were two distinct risk classes namely; 

inherent risk and handled risk. Inherent risk appears at the primary 

demand level, which is the latent risk that a product class or retailer 

holds for a consumer. Handled risk is the amount of conflict a product or 

retailer causes when the consumer chooses a brand or a store in a 

particular buying situation. Dowling and Staelin (1994) refer to this 

partitioning as 'product-category risk', which reflects the person's 

perception of the risk inherent in purchasing any particular product 

category and 'product-specific risk' which is associated with a particular 

product purchase. 

Cunningham (1967) measures risk perceptions by using the two 

components of certainty and consequence. He claims that a consumer 
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judging low probability/high consequence risks more through the 

consequence than through the probability. Similarly, Horton (1976) 

suggests that the degree of negative consequence was more important in 

determining risk than the probability of occurrence. In contrast, 

Diamond (1988) reveals that in most-high probabilityllow consequence 

situations, such as purchasing grocery items, consumers process 

information by combining consequence size and probability to form a 

judgment. He claims that, if the outcome of a risky choice is generally 

good, for example, a positive monetary outcome, consumers are risk 

averse, while if the outcome is poor, for example, the low performance 

of a product, consumers take risks. Whilst most studies have examined 

inherent risk (Bettman, 1975), believe that a lack of emphasis on 

selective demand (e.g. the brand) is one of the main factors th,lt may 

contribute to a delay in the understanding of the construct and its 

relationship to consumer behaviour. 

Cox (1967), elaborating on Bauer's work, stated that perceived risk is a 

function of the stake in a purchase and the consumer's subjective 

feelings of uncertainty about a favourable outcome of purchase 

consequences. This has led to a definition of risk as the consumer's 

perceptions of the uncertainty and adverse consequences of buying a 

product or service (Dowling and Staelin, 1994). In addition, Dowling 

and Staelin (1994) claimed that uncertainty, discomfort, and/or anxiety 
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is the result of the consumer's perception of risk. This is due to the fact 

that both positive and negative outcomes will influence a consumer's 

perceived risk when evaluating a product. 

Further, perceived risk has than been conceptualised as a multi

dimensional phenomenon with overall risk being sub-divided into 

performance, physical, financial, psychological, social loss and time 

(Mitchell, 1998; Loudon and Della Bitta, 1988; Jacoby and Kaplan, 

1972). Kaplan. (1974) recognised five types of perceived risk, namely; 

performance, physical, financial, psychological, and social. Bettman 

(1974) made a distinction between inherent risk, which relates to the 

importance of loss, and handled risk (operative at the brand level), 

which relates to the probability of loss. He viewed perceived risk as a 

function of two components only, namely; 'the probability of the loss 

occurring, and the importance of tile loss if it occurs' (Beuman, 1974). 

After incorporating these components of perceived risk, risk is viewed 

'as the sum of the probability of loss times the importance of loss 

associated with each dimension for a product or brand offering' (Dunn 

et al., 1986). Bettman, (1974) also reveals that uncertainty regarding 

retail brand quality and perceptions of danger associated with retail 

brand purchase are key variables that discriminate retail brand from 

manufacturer prone buyers. Mitchell (1998) claimed that the retailer or 
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manufacturer who offered the lowest-risk products would have a 

significant competitive advantage. 

In the early stage of retail brand development, consumers perceived a 

risk in buying retail brand products (McGoldrick, 1984). He suggests 

that consumers used their confidence in the integrity or reliability of the 

retailer to evaluate retail brand products. This might be accurate, as at 

that particular time, retailers placed less emphasis on the quality of retail 

brand products, specifically in the first few stages of retail brand 

development (Laaksonen and Reynolds, 1995; Wileman and Jary, 1997). 

Today, as retailer brands have moved closer to leading manufacturers' 

brands in terms of quality. price and value; it could be argued that the 

risk in purchasing these products has reduced (Burt, 1992). However. 

there are still many studies (Mitchell. 2001. 1998, 1995; Dick et ai., 

1995; Dunn et ai., 1986) that claim otherwise. They argue that 

consumers vary in their tolerance to loss types, and this suggests the 

presence of risk type sensitive segments within a market. These 

segments that differ in the type of risk they perceive will obviously have 

different perceptions of the presentation of retail brand products. In 

addition, consumer perceptions and their acceptance of retail brand 

products differ with experience (Livesey and Lennon. 1978; Jacoby and 

Kaplan, 1972; Cunningham, 1967). Therefore it is vital for retailers to be 
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able to differentiate between various types of risk and to perform 

accordingly so as to ensure the success of retail brand products. 

One of the most crucial risks associated with retail brand products, 

identified by Mitchell (1998), was performance risk. He claims 

performance risk can be observed in two ways. First. it can be related to 

a concern that the product or store may not perform as desired and thus 

not deliver the benefits promised. For example, if a retailer is selling his 

or her own brand, then the performance risk has a direct impact on the 

retailer. Second, performance risk can be seen as a surrogate for overall 

risks, which is a combination of other losses. In this sense where a 

supermarket fails to meet a customer's satisfaction level, some or even 

worse all of the types of risks will be associated with the brands as well 

as with the store. These losses may include financial, physical, 

psychosocial and time loss (Mitchell, 1998). 

Financial risk may be classified as a consumer's concerns about value 

for money as well as concerns about how much money might be wasted 

or lost if the product does not perform well (Mitchell, 1998). Incidental 

costs accrued from the shopping experience such as travelling costs, 

meals required and paying more than necessary, can also be seen as a 

part of financial risk. The price level of the products, range of value-for

money goods, availability of special offers such as coupons, discounts, 
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twin packs and the ease of payment such as usage of store debit cards. 

credit cards and the like, all have an influence on the perceived financial 

risk (Mitchell, 1998). It is obvious that recently retailers have introduced 

retail brand products as a means of reducing this financial risk. For 

example, Tesco has its 'value line', Safeway its 'Savers' and Kwik Save 

its 'No Frills' that guarantee quality product at a low price. The Asda 

'price promise' and 'pocket-the-difference' campaigns offer a price 

guarantee and promise to refund the difference if shoppers can buy a full 

weekly shop cheaper elsewhere (Mitchell, 1998). 

Dunn et al. (1986) examined the relationship between the consumer's 

perceived risk and the branding of supermarket products. The results 

suggested that consumers perceive the greatest performance risk with 

generics and the highest financial risk with manufacturers' brands. 

However, he concluded that risk tolerance varies according to the type 

of product bought (Burt, 1992). Dick et al (1995) in their study reveal 

that low retail brand prone shoppers stated that the main reasons why 

they did not purchase retail brands is because of inferior quality, and 

they tended to believe that retail brand purchase might result in financial 

loss. In addition, they claimed that the brands might not possess 

desirable attributes, provided uncertainty in product performance. or a 

sense that the purchase might invite social disapproval. These views 

143 



indicate that retail brand buyers sometimes can be labelled as cheap 

skate buyers (Dick, 1995). 

Physical risk refers to threats to the health or appearance of the 

consumer and to the physical and mental energy expended on shopping, 

and the effort-saving functionality of the products purchased (Mitchell, 

1998). Labour saving devices are judged as more convenient not only 

because they save effort, but also because they save time. Therefore a 

dyadic relationship between time and convenience exists. However, to 

equate time with convenience is to overlook the effort component of 

convenience. Thus, any physical or mental effort saved in the shopping 

trip or by the products purchased will help reduce physical risk 

(Mitchell, 1998). Following the above outcome, two dimensions of 

convenience exist; the type of convenience (saving physical energy and 

or mental energy) and the timing of convenience (the stage of the 

consumption process which is affected, such as what to eat, purchasing. 

preparation. consumption and clearing-up) (Mitchell, 1998). 

Nevertheless, concerns about the quality of food, cleanliness of the store 

environment and safety of shopping and parking areas can also be 

related to physical risk (Mitchell, 1998; Dunn et aI., 1986). However, 

according to Dunn et al. (1986) safety risks were not considered to be as 

important because of low levels of involvement from customers. 

144 



Risk resulting from friends or family perceptions that a consumer has 

made a poor or inferior choice is called psychosocial risk. The product 

may be perfectly acceptable, but in the judgment of others it is inferior 

in some way. Social risk operates at the store as wel1 as the product level 

since a shop can be socially judged as much as what one buys. Livesey 

and Lennon (1978) suggest that the reason why consumers refuse to buy 

retail brand products is because of the association between social risk 

and usage. Psychosocial risk exists when family and friends are aware of 

any consequences of a product failure. In addition, there is the 

psychological aspect of being disappointed with onescJf for not making 

a wise choice. Although social and psychological risks may be discussed 

separately, Mitchel1 and Greatorex (1990) claim that for relatively low

value goods, which have little psychological symbolism, consumers had 

difficulty in separating these two concepts and thus the idea of 

combining them in 'psychosocial risk' is more meaningful. This finding. 

clearly supported by the earlier study by Dunn et al. (1986) reveals 

social risk as salient only to a small number of consumers. Shopping at a 

well-known. highly reputable. store may lead to the satisfaction of status 

or prestige needs. Similarly. a wide and well-known brand range can 

also enhance the quality image of a store and lead to the satisfaction of 

status motives. Speed, quality of service and attitude of staff can also 

have an immediate effect on the self-esteem, status. authority and 

prestige feelings of consumers by making them feel special and 
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important - which in turn increases the chance of them becoming loyal 

to the store (Mitchell, 1998). 

Time risk refers to the amount of time required by consumers to 

purchase the product or may also be classified by the time lost as a result 

of product or service failure (Mitchell, 1998). All time costs such as 

travel time and waiting time can be included, as well as the location of 

the store relative to work, home and transport routes, the speed of 

service, the internal organisation of the store (easy-to-find goods), the 

range of speciality goods, the presence of non-retailing functions (for 

one-stop shopping) and the overall ease of shopping, all have an impact 

on the time risk perceived. It is considered important for retailers to 

understand and develop their brands accordingly, as perceived time risk 

may playa part in the success of retail brand development. However, 

due to changing consumers' needs, motives and perceived risks, 

Mitchell (2001) claims that there are now only four types of risk 

dimensions that can be positively associated with consumer shopping 

intention namely; time risk, financial risk, psychosocial risk and 

physical risk. 

Most research on retail brand products and perceived risk has examined 

the risk associated with this type of branded grocery items (Bettman, 

1974; Livesey and Lennon, 1978; Granzin, 1981; Toh and Heeren, 1982; 
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Reidenbach et al., 1983; Wu et al., 1984; Dunn et ai, 1986; Richardson 

et al., 1996; Baltas, 1997). Jacoby and Mazursky (1984), however. 

examined the links between brand and retailer image. Instead of 

focusing on what kind of risk is associated with buying retail brand 

products, most studies only examine the general perceptions of risk in 

respect of retail brand and manufactures' brand products. giving limited 

perspectives for improvement for both retailer and manufacturer. They 

claim that overall consumers perceive greater risks in buying retail brand 

products compared to manufacturers' brands. But what types of risk can 

be specifically associated with retail brands. is hardly examined. 

Richardson et al. (1996) identified two types of risk with retail brand 

grocery products: social risk and functional risk. Studies by Granzin 

(1981) and Reidenbach et al. (1983) suggested that retail brand's buyers 

are more willing to take risks, but only when the product in question has 

a comparatively high inherent risk. Later. Wu et al. (1984) identified 

that these more venturesome individuals will select retail brand products 

within each category more often than others. provided that the category 

in question is not above a certain risk threshold. They concluded that 

each marketing decision would be decided on a product-by-product 

basis, since willingness to take chances and risk perceptions vary across 

product categories. The Dunn et al.(1986) study is the only one which 

examined specific types of perceived risk in the buying of retail brand 

products. The results indicated that performance and financial risks are 
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associated with the purchasing of supermarket products. Consumers 

perceive the greatest performance risk with retail brand products and the 

highest financial risk with manufacturers brands. The influence of 

perceived risk on brand choice also varies by product categories. 

Therefore risk perceptions cannot be generalised across brand types. 

Within the literature on risk perceptions only Toh and Heeren (1982) 

examined the effect of personal factors such as gender on risk perception 

in purchasing retail brand products. They concluded that gender does not 

affect perceived risk for grocery generics in any consistent way. 

Similarly, Mitchell (1998) claims that the effect of social class on risk 

perceptions remains unclear and it may be that, like gender, social class 

exerts its effects indirectly through differences in product experience, 

self-confidence or financial resources. He also suggests that age 

increases risk perceptions, while males are generally greater risk takers 

than females and are likely to perceive different types of risk. 

Additionally, consumers' risk perceptions are also dependent on the 

situational element (Mitchell, 1998; Dowling and Staelin, 1994). 

Mitchell (1988) claims that there are two factors in which situational 

elements playa vital role in perceived risk. Firstly, group discussion and 

secondly, consumer involvement. Overall, consumers are more willing 

to accept greater risk during or after a discussion with other people than 
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as individuals. These results suggest that retailers should place more 

emphasis on stimulating group discussion such as free trial, or gift-a

friend-a-gift gimmicks. Schiffman and Kanuk (1997) suggest that there 

is a positive association between consumer involvement and perceived 

risk. In tandem, Laurent and Kapferer (1985) indicate that risk is 

positively correlated with a purchase's sign or symbolic value as well as 

its hedonistic value and that this influences the completeness of the 

decision process. Nonetheless, Dowling and Staelin (1994) claim that 

overall perceived risk varies from situation to situation. They have 

suggested that factors which contribute to the overall perceived risk as; 

• the levels of the attributes of the specific product considered e.g. 

the product's price, quality, etc., 

• the likelihood of 'failure' that leads to negative consequences, 

• the individual's purchase goals e.g. use for self or as a gift, 

• other conditions associated with the specific purchase situation; 

Product sourcing is also another major concern to food consumers 

(Mitchell, 1998). Since many retailers are now focusing their retail 

activities outside their boundaries, specifically, in international markets, 

it is possible that consumers may relate the country of origin with retail 

brand perceptions. According to Mitchell (1998) consumers perceived a 

greater risk in buying products made abroad than buying products made 

by firms in the home country. Nevertheless, he claims that in the 
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situation of shopping for apparel goods, price/quality relationships, 

guarantees of satisfaction and store reputation were found to be more 

important than country of origin. Unfortunately, he claims that there is 

no effort made by researchers to find out the association between 

country of origin and the effects of perceived risk in grocery products so 

far (Mitchell, 2001). This study will pursue this option to examine of 

perceived risk in buying retail brand grocery products can be associated 

with the stores that produce such brand for examples, Tesco and Giant. 

3.1.2.3 Brand Familiarity and Knowledge 

Another factor often suggested as important for retail brand buying is 

product familiarity or product knowledge (Dodds et aZ., 1991; Rao and 

Monroe, 1988; Shapiro, 1973; Valenzi and Eldridge, 1973; Jacoby et aZ., 

1971). Familiarity denotes brand comprehension, product knowledge, or 

skill as in judging the criteria needed to evaluate products (Howard and 

Sheth, 1969). Alba and Hutchinson (1987) define familiarity as 'the 

number of product related experiences that have been accumulated by 

the consumer'. More recently, Sheth et af. (1999) claimed that 

familiarity refers to 'the history of purchased and consumption and 

information obtained with respect to a product or service'. In other 

words, familiarity is based on prior use of the brand and/or the extent to 

which the consumer has heard of a particular brand or perhaps has 

received relevant information (Sheth et af., 1999). A person with high 
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product familiarity is likely to be more discriminating and is, therefore, 

expected to have a narrower range of acceptance. Such an effect would 

also be expected from the point of social judgment theory, as highcr 

product familiarity could indicate greater involvemcnt with the product, 

which in tum would lead to a narrower range of acceptance (Raju, 

1977). Cue utilisation theory predicts that consumer familiarity acts to 

decrease reliance on price and brand name because of the consumer's 

ability to synthesise a greater range of cues in quality assessment 

(Wheatley et al., 1977). However, research indicates that increased 

brand familiarity results in different effects in brand assessment and in 

information processing (Alba and Hutchinson, 1987). This suggests that 

consumers rely on brand name during evaluation as brand-related 

experiences and associations are extensive. 

A consumer who is familiar with retail brand products and who buys 

these products, considers them as providing a greater level of 

information and confidence (Bettman, 1974). He suggests thut retail 

brand familiarity serves to increase retail brand proneness by decreasing 

the perceived risk and perceived quality variation associated with these 

brands. Similarly, Livesey and Lennon (1978) indicated that familiarity 

with the store would increase retail brand proneness. Later, Rosen 

(1984) claimed that the rating for retail brand proneness would be higher 

if consumers used and became familiar with retail brand products 
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themselves. When familiarity is high, the perceived danger in selecting 

retail brands decreases and the certainty that retail brands offer an 

acceptable level of quality, increases (Dick et al., 1995). 

Further, Richardson et al., (1996) suggest that consumers who are 

familiar with retail brand products are likely to view them as high 

quality, low risk products, and as producing good value for money. 

However, consumers who lack experience with retail brands are likely to 

consider them to be risky choices. Account needs to be taken of 

Richardson et al.'s (1996) definition of retail brand proneness which 

encompasses many different packaged grocery products and it may be 

that perceived risk, perceived value for money, familiarity etc., differs 

across these different product categories. 

Bettman and Park (1980) reveal that more knowledgeable consumers 

have a propensity to process by brand. Thus, this type of consumer 

tended to use attributed-based evaluations in the early and brand-based 

evaluations in the later, phases of choice. They concluded that 

consumers with moderate knowledge and experience did more 

processing of the information available than the high or low knowledge 

group consumers. 
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Most recently, Ailawadi, et al.(2001) claim that as consumers become 

more familiar with retail brand products, store image and loyalty may 

also improve. Consumer familiarity with retail brand products facilitated 

consumer-shopping behaviour through the ability to buy a single brand 

across a wide range of product categories (Ailawadi et ai., 2001; Baltas 

and Doyle, 1998; Hoch and Lodish, 1998). This clearly suggests that as 

consumers become familiar with retail brand products, store image and 

store loyalty will gradually improve. It is therefore interesting to find out 

how Malaysian consumers respond to retail brand grocery products in 

general. Are they familiar with these products? And if so does 

familiarity increase their perceptions of the image of the store, and 

consequently increase their loyalty to the store? 

3.1.2.4 Intrinsic and Extrinsic Cues 

A 'cue' is a characteristic or dimension external to a person that can be 

encoded and used to categorise a stimulus (Schellinck, 1983). 

Consumers use cues when forming beliefs about objects, which in turn 

influence their behaviour with respect to those objects. Richardson et ai. 

(1994) claimed that cue utilisation theory might offer a better framework 

through which to assess consumer perceptions of retail brand products. 

He and the group claimed cue utilisation theory reveals that products 

consist of an array of cues that serve as surrogate indicators of quality to 

consumers (Richardson et al., 1994; Olson 1972; Cox, 1967). These 
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particular cues are evoked according to their predictive and confidence 

values. The predictive value of a cue is the degree to which consumers 

associate a given cue with product quality. This is similar to the 

diagnostic of the cue, which represents the reliability of a cue and the 

likelihood that using it would lead to a successful task resolution 

(Richardson et al., 1994). The confidence value of a cue is the degree to 

which consumers have confidence in their ability to use and judge that 

cue accurately (Richardson et aI., 1994; Olson 1972; Cox, 1967). Cues 

characterised by high confidence values and high predictive values 

assume the greatest weight in the quality assessment process 

(Richardson et al., 1994). 

Cox (1967) believes that consumers assign information values as a 

function of its predictive value and its confidence value. Cues, according 

to Olson (1972) and Olson and Jacoby (1973), may be considered to be 

derived either from the actual physical product, that is, the cue is 

'intrinsic' to the product, or from product-related attributes, which are 

not parts of the physical product. That is, the cue is 'extrinsic' to the 

product. Intrinsic cues are product-related attributes such as ingredients, 

taste and weight that cannot be manipulated without also altering the 

physical properties of the product. Conversely, extrinsic cues are 

product-related attributes, such as price, brand name, packaging and 
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country of origin, which are not considered as part of the physical 

product (Jacoby et al., 1977). 

So, which cues do consumers use the most, intrinsic or extrinsic? It is 

believed that consumers use extrinsic cues when intrinsic cues are 

missing or are hard to evaluate; hence, these intangible extrinsic cues are 

useful to consumers in forming product evaluations. Nevertheless, 

Jacoby and Olson (1985) claim that intrinsic cues were likely to have a 

greater impact on product evaluation than extrinsic ones. However, they 

claimed that using intrinsic cues to manage quality perception is a 

challenging task (Jacoby and Olson, 1985). They argued that using a 

seller's classification of the levels of these cues, while providing a 

method of determining intrinsic-cue levels, does not indicate that 

consumers perceive differences in these cues. Thus it cannot be assumed 

that the cue stimuli are perceived by consumers as different. Further, 

experimental manipulation of intrinsic cues as a within-subject factor 

may produce strong carry-over effects from one product experience to 

another. Such carry-over effects are unlikely in real-world product 

experiences that involve rather large inter-trial time periods, thereby 

allowing for the dissipation of carry-over effects (Olson, 1977). In 

addition, presence of or intrinsic cue may intrigue a subject more than 

any extrinsic cue, that is, domination of a visual cue in an experimental 

situation. Thus the manner in which experiments of quality perceptions 
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are conducted may influence the findings. Due to the above reasons, 

most studies focus on extrinsic rather than intrinsic cues in product 

assessment (see Leavitt, 1954; Monroe, 1973; Murphy, 1978; Della Bitta 

et al., 1981; Rao and Monroe, 1989; Dodds et al., 1991: Monroe et al., 

1991: Dawar and Parker, 1994; Richardson et al., 1994; Keaveney and 

Hunt, 1992; Rao and Monroe, 1989, Zimmer and Golden, 1988; 

Wheatley and Chiu, 1977; French and Barksdale, 1974; Johnson et al., 

1985; McDaniel and Baker, 1977; Cox, 1962; Wheatley and Chiu, 1977; 

Daly, 1976; Day and Brandt, 1974; Friedman, 1977; Bilkey and Nes, 

1982; Cordell, 1992; Erickson et al. 1984; Han, 1989; Hong and Wyer, 

1989, 1990; Thorelli et al. 1989; Ahmed et al., 2002). 

Previous research suggests that consumers rely on extrinsic cues such as 

price (Leavitt, 1954), brand name (Monroe, 1973; Murphy, 1978; DeJla 

Bitta et al., 1981; Rao and Monroe, 1989; Dodds et al., 1991: Monroe et 

al., 1991: Dawar and Parker, 1994; Richardson et al., 1994), store name 

(Keaveney and Hunt, 1992; Rao and Monroe, 1989, Zimmer and 

Golden, 1988; Wheatley and Chiu, 1977), packaging (French and 

Barksdale, 1974; Johnson et al., 1985; Mc Daniel and Baker, 1977; Cox, 

1962; Wheatley and Chiu, 1977; Daly, 1976; Day and Brandt, 1974; 

Friedman, 1977) and country of origin (Bilkey and Nes, 1982; Cordell, 

1992; Erickson et al. 1984; Han, 1989; Hong and Wyer, 1989, 1990; 

Thorelli et al. 1989; Ahmed et al., 2002), when assessing products. 
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Rao and Monroe (1989) claim that multiple independent variables (such 

as brand name, store name, price-quality) provided more meaningful 

results than a single cue variable (price-quality). Murphy (1978) claims 

that an area of strategic importance to supermarket chains is not solely 

price but also the consumers' sensitivity to the brand name. Brand name 

has been shown to be a critical cue for customer perceptions of product 

quality in a number of studies (Dawar and Parker, 1994; Dodds et ai., 

1991). The role of merchandise and the brand names that retailers carry 

are important for a better understanding of consumer decision making. 

Monroe (1973) suggests that brand name is important and possibly 

dominates price for relatively inexpensive grocery products and 

beverages. Similarly, Rao and Monroe (1989) suggest that price and 

brand name were used as extrinsic cues in evaluating perceived quality. 

Brand name is a commonly used extrinsic cue to infer and/or maintain 

quality perceptions and can represent an aggregate of information about 

a product (Richardson et aI., 1994). Della Bitta et al., (1981) proposed 

that a strong brand name helps to control or stabilise the quality 

perceptions of a branded product even when its price is discounted. In a 

more recent study, Dodds et al. (1991) found empirical support for the 

positive effect of brand name on quality perceptions. Brand name is also 

expected to influence positively consumers' internal reference prices. 

Monroe et al., (1991) noted that consumers form an internal reference 
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price scale based on past experience with stimuli. One component of 

past experience would be recognition of a brand name. Thus, even when 

consumers have not had direct experience with a product, exposure to 

the brand name gives them a certain degree of familiarity. Research 

evidence supports a positive relationship between brand name and 

internal reference price (Bearden et al., 1984). Additionally, brand 

names may also affect buyers by influencing their internal reference 

prices through their perceptions of merchandise or brand quality (Rao 

and Monroe 1989). 

In a study of retail brand grocery product assessments, using extrinsic 

and intrinsic cues, Richardson et al. (1994) examined the impact of three 

extrinsic cues (one from packaging and two from ingredients) on 

evaluations of retail brand grocery products. Consumer test evaluations 

of retail brand grocery products were much higher when the retail brand 

products were repackaged as manufacturers' brands and presented with 

manufacturers' brand prices. The study showed that extrinsic cues 

played a much more important role in determining consumers' 

evaluations than did actual product ingredients. They concluded that the 

consumer's unfavourable reactions to retail brand grocery items were 

largely the result of consumers' propensity to rely on extrinsic cues 

when assessing product quality. Later, Richardson et al., (1996) in a 

study of household store brand proneness; revealed that extrinsic cues 
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such as price and brand name played a vital role in retail brand quality 

assessment. Thus, one can say that unfavourable perceptions of retail 

brand products may be fostered by consumer's reliance on extrinsic cues 

when making quality judgments (Jacoby et al., 1971; Olson 1972; Olson 

and Jacoby, 1973). 

Another extrinsic cue that may influence consumers when deciding to 

purchase a product is the store name (Keaveney and Hunt, 1992; Rao 

and Monroe, 1989, Zimmer and Golden, 1988; Wheatley and Chiu, 

1977). The store name is an information-rich cue to its image. Mention 

of the store's name evokes a vivid store image in the consumers mind. 

Zimmer and Golden (1988) found that consumers sometimes used store 

names to describe a prototypical store (e.g. "Like Sears"). The store 

name represents a store's abstract, gestalt nature, and is a form of the 

category-based processing perspective of store image suggested by 

Keaveney and Hunt (1992). While Rao and Monroe (1989) discovered 

that the effect of store name in quality assessments of breakfast cereals 

was minimal and not statistically significant, Wheatley and Chiu (1977) 

reveal that the reputation of a store is used as a cue to the quality of a 

product. They reveal that the more prestigious the store, the more likely 

consumers are to use the name as an indicator of product quality. 
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Packaging also acts as an extrinsic cue that helps consumers make better 

food choices in the market place (French and Barksdale, 1974). Retailers 

spend US$34 billion or 9 cents of every US dollar the consumer spends 

on food and beverages on packaging costs (Gallo et al., 1982). This is 

because packaging contains a variety of informational aid, which 

addresses a wide spectrum of specific and general consumer concerns, 

particularly when assessing product quality. Additionally, consumers 

view packaging not only as providing information but also most 

importantly as providing protection of the product as well as 

convenience (Johnson et al., 1985). The packaging of a product is 

capable of influencing perceptions of the product. A negative packaging 

attribute can sometimes project negative product quality (McDaniel and 

Baker, 1977). Cox (1962) pointed out that the colour of ice cream affects 

consumer perceptions of flavour and colour in liquid detergents affects 

perceptions of mildness. Although reaction to the colour of packaging is 

complex and not very well understood (Wheatley and Chiu, 1977), 

culture, education, economic status and age seems to influence the 

reaction to colour of packaging. In addition, packaging also provides 

retailers with the final opportunity to persuade prospective consumers 

prior to brand selection, especially in today's self-service economy. 

Past studies suggest that consumer understanding and use of information 

from packaging is rather weak (Daly, 1976; Day and Brandt, 1974, 
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French and Barksdale, 1974; Friedman, 1977). Perhaps, the reason is 

that most studies were made during the 1970s when the technologies 

used were not as advanced as they have now become. 

Research has also recognised the effects of country-of-origin 

information on consumers' product assessment. The country of origin 

sign was considered as an extrinsic product cue (Bilkey and Nes, 1982; 

Cordell, 1992; Erickson et al. 1984; Han, 1989; Hong and Wyer, 1989, 

1990; Thorelli et al. 1989; Ahmed et al., 2002). Some major studies 

indicate that the' Made in ... ' sign has a significant effect on consumers' 

attitudes and product assessments (Bilkey and Nes, 1982; Gaedeke, 

1973; Johansson, 1989; Nagashima, 1970, 1977). In examining the role 

of country-of-origin information in product assessment, certain studies 

indicate that the overall assessment of products is influenced by country 

stereotyping; that is, the image that consumers have about a certain 

country will influence their perceptions of products from that country 

(Bilkey and Nes, 1982; Lillis and Narayana, 1974; Reierson, 1966; 

Schooler, 1965). Most of these previous studies indicate that country-of

origin information acts as a salient attribute in overall consumer 

information assessment; others report that while country-of-origin 

information affects consumers' assessments of certain attributes of 

products, in the presence of other product information, extrinsic cues, 

such as country-of-origin information, may have a lesser effect 

161 



(Erickson et al. 1984). The knowledge the consumer has about the 

country in which the product is produced can influence consumer 

assessment of a product. The consumer's knowledge about the country's 

reputation for producing good or inferior products may be used to 

predict the quality of a particular product (Kaynak and Cavusgil, 1983). 

In addition, there have been studies exploring the relationship between 

consumers' perceptions of product quality and the level of economic 

development of the sourcing country. Products produced in less 

developed countries tend to have a less positive image than products 

from more developed countries (Bilkey and Nes, 1982; Cordell, 1992; 

Delener, 1995; Han and Terpstra, 1988; Khachaturian and Morganosky, 

1990). 

It is also noted that consumers' product assessment depends on the 

consumers' familiarity with the product. Familiarity with the product is 

high for established brands, resulting from experience with or marketing 

communications about the product. High familiarity reduces the impact 

that country-of-origin information may have on product assessment. 

When consumers are not familiar with a country's product, they will use 

the country's image as a 'halo' in product assessment (Cordell, 1992; 

Erickson et al., 1984; Han, 1989). Alternatively, when consumers are 

familiar with the product, country images serve as summary constructs. 

Familiarity with a brand name may also influence consumers' 
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perceptions of product quality. Han and Terpstra (1988) reveal that both 

the country of origin and the brand name affect consumer perceptions of 

product quality. They found that the sourcing country has a greater 

effect on consumer assessment than does the brand name. A more recent 

study found that the use of country-of-origin information helps to reduce 

dissonance in the purchase process (Lascu and Babb, 1995). 

However, for certain products consumers may be less inclined to use 

country-of-origin information. Lascu and Babb (1995) discovered that 

Polish consumers are less interested in the country of origin if they are 

purchasing a less expensive item or a product that is accepted by family 

and friends. Consumers have different degrees of familiarity with 

products produced in different countries. Their confidence in the ability 

of different countries to design or produce quality products also differs. 

Kaynak et al. (1995) discovered, in their study in Azerbaijan, that 

Japanese and American products were perceived to be better in tenns of 

design and technology compared with products from Russia, China and 

Hong Kong. Similarly, it has been found that products from China and 

India were rated as inferior to those from the USA. In the case of hybrid 

products (products that are designed, assembled and sold in different 

countries), Chao (1993) reported that price, country of design and 

country of assembly influenced consumer assessment of product design 

and qualities. Thus, country images formed experientially or through 
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other environmental cues may influence consumers' perceptions of 

quality and their inclinations to buy products from a country. 

Another category of extrinsic cue that might influence consumers is the 

retail brands look-alikes phenomenon. Leavitt (1954) once claimed that 

' .. . most of what we might see as new in the marketplace is not 1Iew at 

all, but is rather i1lnovative imitation'. This innovative imitation can also 

be a prologue through the introduction of retail brand products. As retail 

brand products, particularly in Britain, have moved from a product 

alternative (perceived as a different quality/price option) to a brand 

alternative (perceived as equal tolbetter than manufacturer brands) (Burt 

and Davies, 1999), the physical characteristics of the brands have also 

changed. From the 'low-priced' packaged generic which first appeared 

on the shelves of supennarkets, retail brand packaging, labelling, and 

presentation have been transformed. Many retail brands now imitate the 

most successful manufacturers' brands (Burt and Davies, 1999; Davies, 

1998; Balabanis and Craven, 1997; Rafiq and Collins, 1996; Kapferer, 

1995; Loken et al., 1986). Thus, it is believed that the transformation of 

retail brand products has somehow contributed to the consumer 

confusion (Burt and Davies, 1999; Davies, 1998; Balabanis and Craven, 

1997; Rafiq and Collins, 1996; Kapferer, 1995; Loken et ai., 1986). It is 

clear that, retail brands through changes in packaging, labelling, and 

presentation have moved ahead. These brands are now turning into 
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powerful instruments that significantly influence the formation of 

consumer judgments (Balabanis and Craven, 1997). 

Accordingly, Kapferer (1995) suggests that this 'ready-to-wear 

marketing' strategy, that tries to move sales away from the original 

(manufacturer brand), actually steals the goodwill developed by 

manufacturers' brands over time, by attempting to associate retail brands 

with the quality and attributes of the successful manufacturers' brands 

without spending on advertising and promotion, and even seriously 

attempting to trick and later confuse grocery shoppers (Burt and Davies, 

1999; Balabanis and Craven, 1997; Rafiq and Collins, 1996; Kapferer, 

1995; Loken et al., 1986). Loken et al. (1986) in their study of consumer 

confusion claimed that retail brand products were often perceived as 

having the same source or producer as manufacturers' brands (Davies, 

1998; PLMA, 1984). The findings clearly show that the physical 

similarities between retail brands and manufacturers' brands do 

somehow influence consumer perceptions, thus becoming a major 

concern to both retailers and manufacturers (Rafiq and Collins, 1996). 

They also claim that such 'copy-cat' (an effort to reproduce the major 

ingredients or functional properties of the product) brands may force 

consumers to form impressions of the positioning or functions of a 

product when knowing nothing else about it but the way it 'looks'. 

Similarly, consumers may believe that the two products come from the 
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same source, or even worse, 'they are actually the same products'. This, 

however, according to Rafiq and Collins (1996) is not usually the case in 

practice. 

Since shopping for grocery products is highly routine (Olshavsky and 

Grandbois, 1979) there is little evidence of extensive in-store decision

making particularly for repeat purchases (Hoyer, 1984). This is largely 

due to familiarity and loyalty of consumers with respect to grocery 

products. Kapferer (1995), in an effort to establish the role of visual 

clues in causing confusion, reveals that in the context of fast-moving 

consumer goods, many brand loyal consumers rely on visual cues to 

locate their preferred brand. Consumers may pay an average amount of 

attention looking for the recognisable signs attachcd to thcir regular 

brand. In addition, Hoyer (1984) suggests that as grocery product 

purchasing is low involvement behaviour, searching for the product is 

done on the basis of habit. The level of attention is often limited and 

recognition does not need full attention. In addition, in the aisles of 

hypermarkets, brands appear one after the other, each with its own shelf 

space (Kapferer, 1995). Consequently, the vision of the consumer does 

not normally cover two brands at the same time. As a result, customers 

tend to think of retail brand products as a manufacturers' brand or 

mistakenly assume that the product that they choose is sourced from a 

brand manufacturer (Rafiq and Collins, 1996). Loken et al. (1986) also 
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claim that the consumer would somehow experience some degree of 

confusion. Therefore the conclusion is that physical similarities between 

products may result in the mis-attribution of source or identity by the 

consumer. 

So what is a look-alike product and why are consumers confused? Rafiq 

and Collins (1996) define look-alikes as 'retailers' products wah one or 

more visible attributes that is/are similar to that of better-known 

product, to the extent that a consumer paying an average amount of 

attention in the process of shopping is likely to confuse the two'. 

Likewise, Balabanis and Craven (1997) reported that look-alikes 

products are a product that are sold by large retailers whose packaging 

resembles that of the manufacturers' brand, and usually are retail 

brand products. These look-alike products are believed to be similar to 

manufacturers' brands in terms of packaging attributes such as shape, 

size, colour, lettering, logo and even name (Kapferer, 1995; Rafiq and 

Collins, 1996). What is more, the sale of these look-alikes products is 

legal in the UK, so long as the products do not confuse the consumer 

(Balabanis and Craven, 1997). Confused best describes the consumer 

when 'he or she struggles to come to terms wah the vast sea of look

alikes brands' (National Survey of Look-Alikes Products, 1996). 
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From the manufacturers' perspectives, a look-alike product harms the 

whole product category. They claim that the qualities of these copycat 

brands are inferior to the original brands. According to the manufacturer, 

they often offer poor performance to consumers particularly when the 

technology is hard to duplicate (Kapferer, 1995). Manufacturers also 

claimed that look-alike products might lower standards and devalue 

branded goods (National Survey of Look-Alikes Products, 1996). 

Moreover, because of similar packaging and design, consumers are 

actually confused between retail brand and manufacturers' brand 

products (Rafiq and Collins, 1996). This was also the view of 

Sirdeshmukh and Unnava (1992) who claimed that the presentation of 

packaging and labelling alone is sufficient to induce inferences thus 

significantly affecting choice (Louviere et al., 1987). Likewise, Costley 

and Brucks (1992) suggest that visual cues can be more easily recalled 

and thus increase the likelihood that this information will be used to 

compare brands, in particular when other information is missing. Such 

an occurrence means that retailers have been accused of the 'theft of 

identity' (Davies, 1998). 

Rafiq and Collins (1996) revealed that the level of confusion among 

grocery consumers was moderate and varied with the retailer concerned. 

They disclosed that the most confused consumers are those who never or 

barely buy retail brand products and those who shop most frequently. In 
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contrast, those who frequently buy or purchase retail brand products 

were the least confused group of consumers. 

Foxman I. (1992) suggest that the more similar the characteristics of the 

two stimuli, the higher the likelihood of confusion. They believed that 

situational factors, cognitive styles, and information load are three 

additional factors that lead to consumer confusion. Situational factors, 

for example, task definition, relate to the reason behind buying particular 

brands and possibly lead to brand confusion (Dawar et al., 1992). 

Antecedent state, which refers to human conditions such as illness, 

mood, intoxication, or fatigue, may also affect a consumer's ability to 

make correct buying decisions (Swinyard, 1993). Physical environments 

such as the distance and similarity between products on the shelf, may 

also contribute to confusion. Brand experience such as brand knowledge 

and brand importance perceptions (Park et al., 1981; 1992; 1994; 

10hnson et al., 1984; Davies, 1990) may also affect a consumer's 

inferential processing which, in tum, may increase or decrease the 

occurrence of brand confusion (Balabanis and Craven, 1997). The time 

of the day, season and time constraints (temporal environment) during 

shopping activities, may also lead to increased confusion (Park et al., 

1989). Finally, the social environment such as the presence of others, 

like those accompanying the consumers and the role of buyers, may also 
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distract attention thus allowing consumers to behave differently 

(Balabanis and Craven, 1997). 

Individual modes (cognitive styles) of perceiving, remembering, and 

thinking or distinctive ways of apprehending, storing, transforming, and 

utilizing information may also be seen as factors that might confuse 

consumers (Balabanis and Craven, 1997). Consumers who are able to 

identify stimuli differences and can store a more detailed image of an 

original brand are likely to avoid product confusion than the other type 

of consumers. Nevettheless, information load may result in less 

accuracy and therefore may lead to inefficiency in buying and decision

making. This may eventually direct consumers to confused behaviour 

(Balabanis and Craven, 1997). However, besides these three features, 

Rafiq and Collins (1996) discovered that male consumers were found to 

be slightly more confused than female consumers. These findings 

confirm more of Olshavsky and Grandbois (1979) who claimed that in 

this condition, 'frequent' consumers treat grocery shopping as a routine 

task and therefore display a lower level of involvement in shopping for 

grocery products. Similarly, Foxman et al. (1992) reveal that gender and 

age also appear to affect both information processing of visual 

information and the inferential process. Thus, consumers are likely to 

exhibit different patterns of brand confusion. 
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Above all, questions such as what makes retailers decide to move into 

this kind of 'look-alikes' products, need to be explored. From most of 

the literature, retailers claimed that look-alikes are essential as this 

prevents competition on the basis of price, discourages price 

comparisons from one store to another, and provides profitability 

through better margins (Kapferer, 1995). In addition, retailers claim that 

if the copycat is less fulfilling, the advantage will be on the 

manufacturer's side, as the perception of the manufacturer's brand will 

be strengthened. In reverse, if the copycat is good, it benefits the 

consumer, as the same suppliers could supply the inexpensive version to 

the retailers (Davies, 1998). Moreover, similarities in packaging and 

design are essential to enable consumers to recognise retail brand 

products (Rafiq and Collins, 1996), as consumers will not recognise a 

retail brand product that looks nothing like a brand. Consumers may 

perceive the products they are glimpsing along the shelf as similar, 

(Davies, 1998). Accordingly, Davies (1998) believed that the retail 

brand products' packaging, shape, colours and artwork were the 

'products' that the retailers obtained from the manufacturers' brands or 

more accurately, from their retail brand suppliers rather than their 

original invention. This clearly supported the finding by Levitt (1966). 

Further, Burt and Davies (1999) in their study on look-alike retail brand 

products in non-manufacturer-dominated product markets, reveal that 

the packaging of many retail brand products also closely resembles the 
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market leader even if this was another retailer's. They discovered that 

the features of Marks & Spencer's packaging style and design are often 

found simulated in other retail brand products. This led to a misguidance 

of source. For other retailers, this allows their brands to be in close 

competition with other quality retail brand products. Consumers may not 

confuse the brands directly with Marks & Spencer's products but rather 

assume the value that the brand offered to be of similar quality (Burt and 

Davies, 1999). 

Over time, apart from price, consumers are not benefiting much from 

look-alike products. Kapferer (1995) believed that due to the low price 

of these look-alikes products, consumers are being led to think that the 

manufacturers' brand has overcharged them. Consumers are cynically 

duped into believing that they are purchasing products that have 

qualities over and above those offered by competition, while in reality 

they are paying for 'fluff and hype' Inevitably this will oneday harm the 

whole system particularly in grocery retailing. Products have become so 

alike that they fail to distinguish themselves by their quality, efficacy, 

reliability, assurance and most importantly trust. Retail brand products 

need to be increasingly consumer-oriented and driven by the readiness to 

provide individual consumers with worthwhile experiences. It is 

believed that, the more a retail brand tries to grow its market the more it 

will have to invest in marketing and promotion; and eventually that will 

172 



lead to an increase in price. As a result, retailers will be forced to 

downsize their stores and manufacturer brands will eventually die out. 

Although retailers try harder to impress consumers through their product 

quality and packaging improvement, retail brand products will still be 

seen as inferior in quality to known manufacturers' brands. It is 

therefore, tough for retailers to carry out studies based on intrinsic and 

extrinsic cues of retail brand products, as most customers particularly in 

the UK and the US already have pre-judgments on the products 

concerned. Thus, a neutral environment is needed to carry out a similar 

study to find out the true view of how consumers perceive the intrinsic 

and/or extrinsic cues attached to retail brand products. 

3.1.2.5 Intolerance of Ambiguity Experience 

Consumers are not homogeneous (Jacoby and Olson, 1985). They are 

different in the degree to which they accept or reject the familiar norms 

and values (Budner, 1962). Budner (1962) claims that consumers who 

are intolerant of ambiguity tend to be more conventional than those who 

are tolerant of ambiguity. Budner (1962) defines intolerance of 

ambiguity as 'tI,e tendency to perceive (for example, interpret) 

ambiguous situations as sources oftlzreat' while tolerance of ambiguity 

is defined as 'the tendency to perceive ambiguous situations as 

desirable'. He further added that an ambiguous situation can be 
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identified as 'one which cannot be adequately structllred or 

categorized by the individual because of the lack of sufficient cues'. 

This situation can be divided into three kinds of situations. These are, a 

completely new situation in which there are no familiar cues (novelty), a 

complex situation in which there are a great number of cues to be taken 

into account (complexity) and a contradictory situation in which 

different elements or cues suggest different structures (insolubility). 

This situation then serve as an indicator of the perceptions of threat as 

dislike (phenomenological), repression (phenomenological denial), 

avoidance behaviour (operative submission), and destructive, or 

reconstructive behaviour (operative denial) (Budner, 1962). 

Barnett (1964) added that a product might be objectively defined as new 

because it is incompatible with cultural behaviour patterns or because it 

has been recently introduced to the market (Jacoby, 1971). Factors 

which make a product appear subjectively newer may be those which 

make it more unfamiliar, that is, those that reduce one's ability to 

estimate product attributes and the consequences of its use. Perceived 

newness of products may also depend on the extent to which a person 

characteristically finds ambiguous, unfamiliar stimuli aversive, that is, 

on his intolerance of ambiguity (B udner, 1962). The intolerant 

individual's greater aversion to ambiguity may lead him to avoid 

unusual products and, hence, have less experience with them. The 

174 



greater his unfamiliarity with such products the more he will judge them 

to be newer, than in the case of individuals who are more tolerant of 

ambiguity. Further, because the person's intolerance of ambiguity finds 

the unfamiliarity of typical products more aversive, he will be less 

willing than the more tolerant person to buy the products. Surprisingly, 

to the knowledge of the author, only one study specifically tackling this 

issue relating to retail brand products has been carried out. Dy using the 

most common scale of Dudner's intolerance of ambiguity, Richardson et 

al. (1996) reveal that those who are intolerant of ambiguity process 

product related cues differently. The processes rely on easier product 

related factors such as price and brand name than packaging and 

advertising. Since retail brands lack easily decipherable brand-related 

information, intolerants of ambiguity are inclined to perceive less value 

for money associated with retail brand products. This finding further 

suggests that retailers may need to improve their packaging, labelling, 

and promotional support in promoting retail brand products. In addition, 

most studies concerning this issue have been carried out more than nine 

years ago and have focused more on personality dimensions. 

Generally in most studies, demographics and consumers behavioural factors did 

affect consumer's behaviour on retail brand products in its own ways. Although 

some factors may contribute more than the others, the findings from the 

demographic characteristics however showed uncertainty thus require further 
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analysis to be carried out. Moreover, attitudinal and behaviour factors such as 

quality, value for money, extrinsic cues, risks and familiarity continuously play 

an important part in retail brand studies. As such it is essential to look at this 

field in the present study. 

3.2 The Role of Situations on Consumer Behaviour 

Many researchers argue that situational factors affect consumer behaviour and their 

decision-making in various ways. Researchers argue that, apart from the individual and 

brand characteristics, situation factors also influence buying and consumption 

behaviour. It is believed that grocery shopping will be more specific. Consumers will 

take the time to explore what type of products are offered by the retailer and discuss 

them with family members before deciding what products to buy. Due to these reasons, 

it is believed that, although earlier research in buyer behaviour mostly emphasised the 

individual and personality difference variables such as demographic, socio-economic, 

or psychological variables (Mattson, 1982; Monroe and Guiltinan, 1975; Howard and 

Sheth, 1969), it is also essential to learn and understand the nature of the situation in 

which behaviour takes place. 

The study of situation variables was introduced by Belk (1974). He proposed that 

research of consumer behaviour that does not use situation-specific effects is likely to 

provide unreliable results, unless the characteristics of buyers or choice alternatives are 

so intense as to be influential across all relevant situations. The variety of the consumer 

situation might create a unique context which will affect the perceptions of consumers. 

This will require an understanding of why consumers select particular brands or 
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products in specific situations. However, Van Kenhove and De Wulf (2000), and Lai 

(1991) claim that, despite its importance in consumer behaviour, it is very difficult to 

deal with the operational definition of the situation. 

Belk (1975) defined situation as ' all those factors particular to a time and place of 

observation which do not follow from a knowledge of personal (intra-individual) and 

stimulus (choice alternative) attributes, and which have a demonstrable and 

systematic effect on current behaviour'. This definition describes situation in terms of 

observable aggregate effects rather than in terms of similarities in individual 

perceptions of situations, to permit 'a more manageable number of choice specific 

behaviours' (Belk, 1975). However, Kakkar and Lutz (1975) took the view that 

consumers can interpret and respond to a given situation in different ways. They 

defined situation in their study as ' an individual's internal responses to, or 

interpretations of, all particular to a time and place of observation which are not 

stable inter-individual characteristics or stable environmental characteristics, and 

which have a demonstrable and systematic effect on the individual's psychological 

process and/or his overt behaviour'. The difference between these two approaches 

according toVan Kenhove and De Wulf (2000) lies in the perceptions of situation 

stimuli. Belk's (1975) approach was based on the stimuli as they exist, while Kakkar 

and Lutz (1975) considered the consumer response to these objective stimuli. However, 

few authors believe that greater benefit can be derived from an objective definition of 

situation rather than from the subjective part. This is because objective stimuli permit a 
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clearer interpretation of situation across different individuals (Miller and Ginter, 1979; 

Marshell, 1993; Van Kenhove and De Wulf; 2000). 

In spite of these arguments about the definition of situations, research with regard to 

situation variables continually attracts a number of authors looking to understand 

consumer consumption behaviour (Sandell, 1968; Engel et al., 1969; Bishop and Witt, 

1970; Belk, 1974a, 1974b, 1975a, 1975; Kakkar and Lutz, 1975; Vincent and Zikmund, 

1976; Miller and Ginter, 1979; Srivastava, 1980; Warshaw, 1980; Mattson, 1982; 

Hornik, 1982; Rosen and Sheffett, 1983; Srivastava et al., 1981, 1984; Stayman and 

Deshpnde, 1989; Park et al., 1989; Gehrt et al., 1991; Gehrt and Pinto, 1993; Sinha, 

1994; Pascale and Smart, 1998; Van Kenhove et ai., 1999; Knox and De Chernatony, 

1999; Roslow et ai., 2000; Gehrt and Shim, 2002) (see Appendix 3 for details). 

Research concerning situations in consumer behaviour started with the study of product 

choice. Sandell (1968) examined respondent behaviour by using ten beverages as a 

sample. Respondents were than asked to rate the choice of beverages based on different 

situations when they might consume the drink. The situations chosen were; when alone, 

feeling sleepy in the afternoon, and reading a newspaper in the morning. Using a seven

point scale from 'extremely willing to try' to 'extremely unwilling to try'; the results 

established that a person's preference is highly dependent on the situation. It was noted 

that an alternative with a high choice probability for a person in one situation, does not 

necessarily have a high choice probability for the same person in another situation. The 

same experiments were also carried out by Belk (1974a, 1974b). 
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Belk (1974a) examined choices of eleven different meat products (e.g. hamburger, 

steak, chicken) in nine different situations (e.g. Palty for friends, meal on a weekday 

evening, at a nice restaurant with friends). Using five-point Likert-scales from 

'extremely likely' to 'not at all likely'; he reveals that situational factors were 

significantly strongly related in consumer food preferences. He claims that the 

situational effect provided nearly half of the explained variance in meat and snack 

preferences. This suggested that consumer research has much to gain by the explicit 

recognition of purchase and consumption situations. 

In another study, Belk (1974b) investigated the choice of a hundred students of motion 

pictures and snack products, in nine and ten different situations respectively. He noted 

that each of these samples provides a potential source of variance in response to 

likelihood for which main and interaction effects may be occurring. For motion 

pictures, he suggests that situations were selected via protocols and pretexts based on 

familiarity, and were structured to parallel currently popular themes. In addition, he 

also noted that shoppers' intentions to purchase snack food depended on the degree to 

which shoppers associate product characteristics with their anticipated consumption 

situation. These explain the scenario that consumers prefer different products or 

perhaps brands for different conditions. 

To further explain the effect of situation variables in consumer behaviour, but this time 

using the fast food segment, Belk (1975) analyzed the effect of ten different situations 

(e.g. too tired to cook dinner, unexpected dinner guests, having a few friends over for a 
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casual get-together) with 98 married females in a single community. Using six point 

Likert scales from 'not at all likely' to 'very likely' he suggested the potential uses of 

behavioural taxonomy situations involving a particular product category. He noted that 

consumers might consume fast food in three different ways; when they are looking for 

variety, when they feel like having relaxation as well as when entertaining their guests. 

At this point intime, it is clear that situation variables do affect consumers in their 

shopping behaviour; but which specific situation effects influence consumers in 

shopping activities? Hansen (1972) suggests that consumer choice situations can be 

classified into three types of responses; purchase, communication or consumption 

situations. Purchase situations can be see through observable behaviour. Hansen argues 

that if the ultimate dependent variable is the total demand for a product or brand, the 

situations that must be defined are those where a final purchase of the product or brand 

is made. Therefore, this situation can be identified as a single situation, where the 

product is available only in one particular environment. Some products have several 

uses or move through a process of preparation. This situation can be identified as 

consumption situation. Hansen (1972) argued that when all the different aspects of 

consumption are important, several consumption situations must be considered. 

However, as some products have only a single use, which always occurs in the same 

way, it may sometimes be possible to deal with a single consumption situation (Hansen, 

1972). In situations where a communication response is selected, the responses will 

always be in the form of information provided to somebody else. The diversity and 
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importance of this information determines with what detail such situations should be 

specified (Hansen, 1972). 

However, based on both studies carried out by Belk (1974a, 1974b), Belk (1975a) 

identified five specific variables that might influence a shopper's behaviour. He claims 

that each of the dimensions of situations exists, independent from consumer behaviour. 

These are 

• antecedent states (momentary moods immediately preceding choice), 

• physical surroundings (geographic location), 

• temporal perspective (time to reach destination), 

• social surroundings (the presence of other persons), and 

• task definition (intent to buy or purchase) 

The antecedent states represent temporary conditions which the consumer either brings 

to a situation or alternatively, which may change significantly as a result of that 

situation. An obvious example is mood-related effects upon behaviour, such as anxiety, 

pleasure or depression, which, when not chronic or enduring trait conditions, can be 

regarded as situational; for example, where a consumer's mood state results in negative 

expectations of a store, or serves as an initial motivation for going shopping as a form 

of retail therapy. Gardner (1985) in her study pointed out that mood does affect shopper 

interaction with service providers and shopper response to advertising. The study 

concluded that advertising itself has an impact on shopper moods. She stated that 

'because mood states are omnipresent and readily influenced by marketer actions, 

moods therefore have important effects on shopper behaviour'. On a more fundamental 
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stage, Belk (1975a) claims that factors such as exhaustion, cash-in-hand, and temporary 

illness symptoms might also be located within this category. 

The physical setting begins with the geographical and institutional location of the retail 

store, but might also equally be seen in terms of the environment conditions, such as 

weather or climate, visible configurations of merchandise and information provision in 

a store. Nevertheless, Kotler (1973) categorised this situation as store atmospherics. He 

claimed that the effects of background music, or colour scheme (Bellizzi and Hite, 

1992) might also influence consumer behaviour when deciding to buy or purchase. 

The temporal perspective is considered crucial in its own way. The time of day and 

constraints upon time available for shopping are variables which clearly affect 

consumer behaviour (Nicholson et al., 2002). Many academic researches have focused 

on general food shopping behaviour and time (Park et al., 1989; Zeithaml, 1985 and 

Walker and Cude, 1983). They examined consumer shopping trips, day of the week 

preferred, number of regular and special trips, time and money costs, approaches used 

by husbands and wives, the effects of several demographic variables as well as the 

effects of culture on time. McDaniel and Rao (1985) discovered that working wives had 

a stronger dislike for grocery shopping than at home wives, mainly due to time 

considerations. Holman and Wilson (1982) reveal that women employed full-time, 

regardless of income level, show the highest proportion of trips during low-volume 

hours. Overall, in grocery shopping, research suggests that working-women are the 

ones who are most affected under this situation. 
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The social setting focuses on the presence or absence of others, together with their 

social roles, role attributes and opportunities for interaction. It is therefore a dimension, 

which summarises everything from awareness of security staff in the mall and 

opportunities for interaction with in-store sales staff, through to the presence of those 

accompanying the consumer on the shopping trip (Nicholson et aI, 2002). 

A year later, Kakkar and Lutz (1975) in an attempt to examine the psychological 

situations in terms of Mehrabian and Russell's (1974) dimensions of pleasure, arousal 

and dominance as a determinant of consumer behaviour, presented a hundred subjects 

with ten different snack consumption situations, asking them to respond to a ten-item 

behavioural differential inventory in each situation. They employed sh0l1 paragraphs to 

describe situations to subjects and discovered that each group of respondents rated 

products in different situations. The study concluded that psychological situations such 

as pleasure, arousal and dominance might be quite useful in the understanding and 

classification of consumption-related situations. Although this particular approach to 

taxonomy has the advantage of allowing highly general and generaliseable insights into 

situational effects; where the intent is to explain the effects of complex situations on 

selected behaviour, the use of such a taxonomy as an initial means of measuring 

situations has the disadvantage of inefficiency (Belk, 1976). Thus it appears to have 

little systematic effect on preferences (Kakkar and Lutz, 1975). This, according to Belk 

(1976), arose from the many internal responses to a situation that might be unrelated to 

the behavioural responses of interest. 
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Belk's concept of task definition is more person-bound and encompasses cognitive and 

motivational elements of the shopping situation, effectively capturing situational 

influences on the task definition, orientations, search and evaluation stages described in 

traditional cognitive consumer decision making models (Engel et ai., 1995). For 

instance, differences in information processing behaviour have been observed where 

consumers are shopping for practical or hedonic products, product for themselves 

versuS gift purchases for others. Consumer choice and product-market structures have 

generally been based on the perspective where product-markets may be defined as 

consisting of those products that are purchased by the same consumers who presumably 

desire the same benefits or costs that the products offered. However, Srivastava (1980) 

claims that both products and consumers are embedded in an environment which in 

tum may influence choices. He states that different environmental contexts specifically 

usage situational are likely to lead to varying consideration sets and consequently 

multiple choices. Adopting Hansen's (1972) categorisation of the types of 

environmental influences again considering the beverage example, he noted that social 

influences (peer pressure) and cultural norms might affect the choice between tea and 

coffee. If the coffee route was chosen, the consumption or usage situation (entertaining 

guests versus grabbing a quick cup) might determine the choice between instant and 

ground coffee. Finally, if instant coffee were the chosen one, communication 

(advertisements, word-of-mouth communication regarding flavour) or point-of

purchase factors (coupons, displays) might influence the choice among brands of 

instant coffee. Similarly, although cultural factors primarily affect competition between 

product types, their influences at the higher levels of the product hierarchy (e.g. brand) 
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will be indirectly based on the sequential conversion of diffused goals or preferences 

into more specific ones; and the dependence of the less stable factors on the more stable 

ones. For example, cultural norms may determine the relevance of usage-situations as 

well as the frequency with which they arise for different individuals. Similarly, 

Laaksonen (1994) revealed that a consumer behaves differently when changes in 

environment occur. Again he suggests changes in environment may include physical 

surroundings such as the existence of new competitors or improvement of existing 

competition. 

Using a conjoint analysis of consumers' choice of a popular product on three 

independent wine experts, six retail managers from six retail outlets and a sample of 

twenty respondents, Pascale (1998) examined the influence of consumption situation 

and product involvement on consumers' selection of wine. She reveals that both the 

level of product involvement and the anticipated consumption situation influence 

consumers' behaviour. She also noted that product involvement and the consumption 

situation significantly influenced the relative importance of product attributes in the 

selection of red wine. It can be concluded that the anticipated consumption situation 

significantly influences consumer decision-making in the case of red wine, and that 

involvement therefore plays as an explanatory role in this process (Pascale, 1998). 

Knox and de Chernatony (1990) carried out a study to determine the level of interaction 

and influence that product and situational determinants have on the purchasing decision 

of Continental cheese consumers. Using Be1k's (1975) S-O-R model, they claimed that 
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frequent purchasers of Continental cheeses were significantly different from the 

occasional purchaser. However, they also discovered that product cues were not found 

to be discriminatory at all. 

Situational variables were also be linked to how consumers chose between stores. 

Vincent and Zikmund (1976) claimed that store factors had a minor influence on 

performance risk. They revealed that buying situations, along with individual 

differences and product characteristics played important roles in determining perceived 

risk. They concluded that it would be appropriate to identify specific buying situations 

when experimental efforts were being made in order to measure perceived risk. In 

addition, Miller and Ginter (1979) clearly acknowledged that the addition of situation 

specific variables could help to reduce the unexplained variance in research results. 

Their study was one of the first to consider the role of situations on choice decisions 

and attitudinal results. The authors chose the product category of fast-food restaurants 

such as hamburger places like Arby's, Borden Burger, Hungry Herman's and 

McDonald's and provided the subjects with four distinct situational conditions; such as 

lunch on a weekday, snack during a shopping trip, evening meal when rushed for time 

and evening meal with the family when not rushed for time. Through the study, they 

discovered that inclusion of situation specific measures increased the ability of the 

model to predict subsequent brand choice behaviour. However, according to Sinha 

(1994), this study focused more on the nature of attribute importance and perceptions 

across situations, and thus failed to explain the effect of situational factors on the 

decision-making process. 
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On another note, Mattson (1982) claims that, although most current research 

emphasises individual differences such as sex, age and income as predictors of 

important shopping behaviours including store choice, situational factors, and in 

particular, time pressure have been largely ignored. In his study, he investigated the 

influences of time pressure and gift shopping versus shopping for oneself. Store choice 

reveals that these types of situational factors influence store choice. Consumers are less 

likely to visit department stores for first or subsequent visits when they are time

pressured than when not time-pressured. Time pressured customers are most likely to 

visit mass merchandisers when shopping for a gift. Such results, according to Mattson 

(1982) implied that situational variables could increase the ability to predict store 

choice. 

Gehrt et al. (1991) used situational factors to characterise non-store retailers with 

respect to their appropriateness in various patronage situations. By using two situational 

factors (e.g. task and product situations) and ten retailers in three types of focus groups, 

they discovered that patronage perceptions of various store and non-store retailers are 

significantly affected by the nature of the patronage situation. They suggested that the 

competitive market does not necessarily consist of store retailers competing against 

non-store retailers. The store versus non-store conceptualisation of the market place 

does not reflect the true nature of competition. They argued that inter-retailer 

competition is conceived by consumers and can be quantitatively defined in terms of 

relevant situational factors. Using similar techniques, Gehrt and Pinto (1993) employed 

situational contingencies that include physical, temporal and task definition dimensions 
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of the purchase process (Belk, 1975) on ten health care alternatives. They concluded 

that there are significant distinctions among health care choices on both at-home/away

from-home (physical definition) and major/minor (temporal definition) situational 

scenarios. The findings however, did not support the separate situational characteristics 

of 'myself' versus 'my family' situations (task definition). 

Van Kenhove et ai. (1999) in an attempt to investigate the relationship between five 

different task definitions and store choice or store- attribute saliencies in the DIY 

business, claimed that task definition showed a significant impact on both store choice 

and store-attributes salience. They claimed that the importance which is given to the 

attributes of a store, differs significantly across task definitions. In addition, they reveal 

that certain stores were visited more or less frequently, depending on the task 

definition. The five types of task definition used in this study are urgent purchase, large 

quantities, difficult job, regular purchase and lastly, get ideas. 

Using twelve environmental dimensions, Moye and Kincade (2002) indicated that there 

are differences in consumer ratings on the importance of environmental dimensions for 

several shopping orientations groups and the usage situations in the selection of 

apparel. They claimed that the perceptions of the store's apparel would depend on the 

consumer shopping orientations (confident, brand conscious, appearance conscious, 

convenience/time, bargain and decisive) and the usage situation (formal versus family 

usage situation or work versus community usage situation). Overall they concluded that 

consumers in different shopping clusters differ in terms of the importance they placed 
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on environmental dimensions. The sensory/layout environmental dimension was more 

important than the music/aesthetics environmental dimension when consumers decide 

to buy apparel from one store rather than the other store. 

Apart from product and store, situational variables were also used to look at how a 

consumer chooses between brands. Warshaw (1980) claims that research on brands 

which corresponds purchase intentions and subsequent behaviours always end up with 

weak results. The potential reason for this may be due to the absence of specific 

measures (Warshaw, 1980). To prove his claim, he carried out a study to compare 

direct and conditional intentions as predictors of six types of soft drink purchases. 

Using a two-stage, in-home questionnaire survey to 60 housewives, he divided 

respondents into purchase and non-purchase segments. In the conditional intentions, 

Warshaw employed two types of primary situational antecedents. namely, the purchase 

location and the number of brands purchased. Although the result indicated that derived 

intentions were the best predictive to purchase segments, he also concluded that the 

result from conditional format is more predictive compared to direct intentions 

arrangement in both purchase and non-purchase segments. 

Correspondingly, Rosen and Sheffett (1983) while examining whether the likelihood of 

use of generic grocery products would vary across five different meal situations (e.g. 

regular weekly meals to be eaten by the family, regular weekly meals to be eaten only 

by yourself, late night snacks to be eaten by yourself, formal meals to be served to 

friends or relatives, and informal meals to be served to friends or relatives), concluded 
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that the likelihood of use of generic grocery products declines under formal meal 

situations and those involving guests, relative to the use of private label and 

manufacturer brands. The above study was selected to represent a variety of commonly 

occurring situations (Rosen and Sheffett, 1983) namely, the social surrounding, task 

definition and antecedent state characteristics of situations as defined by Belk (1975). It 

is argued that while Rosen and Sheffett (1983) focused on the brand-type use in general 

as a function of the situation, studies involving specific product categories and 

situational variables within brand types remain unexplored. 

Sinha (1994) suggests that situational variables affect consumer decision-making 

mostly in ad-hoc situations. He defined an ad-hoc situation as unfamiliar or less 

frequently experienced situations that are not as well defined and as predictable as 

common situations. He noted that these situations sometimes occur unexpectedly and 

affect the decision process drastically. Although ad-hoc situations are encountered less 

frequently, he argued that these situational factors should be considered as more 

significant than common situations. The scenario can be seen through a grocery

shopping example. An ad-hoc situation occurs when a consumer is shopping in an 

unfamiliar store or is shopping under time pressure, when they purchase products on 

impulse or based on a sudden need due to unavoidable circumstances. Park et af. (1989) 

examined the effects of these factors. In an attempt to explore the effects of two 

situational factors; store knowledge and time available for shopping on consumers' 

grocery shopping behaviour, Park et af. (1989) revealed that both store knowledge and 

time available affected many types of in-store shopping decisions, particularly those of 
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unplanned purchase, brand switching due to difficulty in locating preferred brands or 

products, and the level of purchase volume deliberation. Knowledge of a store's layout, 

irrespective of time available for shopping, had a positive effect on absolute levels of 

brand or product switching. Time pressure primarily had an effect on frequency of 

failure to make intended purchases. Similarly, Lai (1991) in his study focused on the 

consumer's ad-hoc needs, particularly in the adoption process. He claims that the 

consumption situation does determine the adoption process between two new products, 

namely, the canned Wulong tea and the musical greetings card. 

In another study Nicholls et al. (1996) found that consumers' purchase behaviour was 

influenced by the presence of a companion such as social surroundings. He also 

discovered that consumers who fear crime (antecedent state) may deter retail patrons 

from consumption and purchase. Consumers also become narrOwer purchasers when 

they make immediate consumption decisions than consumers who buy for more distant 

consumption (Simonson, 1989). Dawson et al. (1990) noted that shoppers with strong 

intentions to purchase (task definition), were much more likely to conclude purchases 

than those who were more casually motivated. 

In studying the effect of the structure of the family on decision-making, Foster and 

Olshavsky (1989) in their study of choice of restaurant, reveal that decisions were most 

frequently concluded when all family members joined in the decision process, rather 

than fewer, as for instance in a hierarchical structure. Similarly, Stayman and 

Deshpande (1989) argue that consumption and ethnic food choice may be affected by 
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the situational context. Using regression analysis on 395 respondents, they discovered 

that ethnicity affects consumption behaviour. They claimed that Chinese, Mexican, and 

Anglo consumers had different perceptions of the appropriate food for consumption in 

situations where business associates were present versus those where parents were 

present. They concluded their study by suggesting that the use of situation-specific felt 

ethnicity increased the explained variance in likelihood of choice over that explained by 

either self-designated ethnicity alone, or use of non-situation-specific felt ethnicity. 

Although situational influence on consumption behaviour has been extensively 

researched in the context of the US markets, Gehrt and Shim (2002) claimed that very 

little research has been undertaken in other cultures. Triandis and Suh (2002) reveal 

that as culture can be one of the bases of differences in consumer behaviour, it is 

therefore important for researchers to include culture elements, as this can provide 

different results than studies that do not include the element of culture. Filling the gap, 

Gehrt and Shim (2002) examined the effect of situation in Japanese gift giving. Using 

both focus group and survey questionnaires, they concluded that situational research 

provides a useful context to a market outside the US. They state that three situational 

factors were identified to be important for the Japanese in relation to gift giving. These 

are situational contingency, formal or informal relationships and the occasion of the gift 

giving. In an attempt to explore the effect of seasonal differences on purchase 

behaviour in Turkey, Roslow et aZ. (2000) reveal that situational factors such as 

summer and winter, and demographic/lifestyle attributes show a positive association 

with consumers' shopping behaviour. Their study discovered that situational variables 
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are more influential than demographic attributes on purchase behaviour for each 

season. This is due to the fact that unlike demographic/lifestyle attributes, situational 

factors are related to the purchase moment and can shift or be influenced markedly, 

while demographicllifesty\e attributes change gradually over a period of time. They 

noted that shopping patterns between the two seasons are different. For instance, in the 

winter, consumers purchased adult clothing to a greater extent than in summer. In 

contrast, in the summer, consumers purchased more food or beverage, and spent more 

money, than in winter. Similarly, Nicholson et al. (1996) in their study of food products 

in India and the US, reveal that there are differences in these two countries with respect 

to purchase by control of a given situational dimension. Using culture as a basis for the 

comparison between both countries, they noted that situational factors affecting 

purchase behaviour were found to be significantly stronger in the US than in India. 

HoW consumers behave should therefore be studied in the situations in which he or she 

makes choices. Therefore situation variables should be taken into account when trying 

to measure how consumers perform their shopping activities in different culture sets. 

Although situational dimensions were found to significantly affect behaviour in the US 

individualist culture, very few studies examine situational dimensions in other cultures 

(Gehrt and Shim, 2002), specifically in collectivist cultures (Triandis and Suh, 2002). 

Pascale (1998) also noted that the magnitude of the situational influence on shopper 

behaviour also differed between studies. As most findings in the consumption situation 

were diverse, she suggests that more research should be carried out, in order to 
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establish the impact of the perceived situation on the shoppers' evaluation of product 

attributes. 

In sum, generally, BeJk's taxonomic structure seems to accommodate the vast majority 

of situational variables typically explored within a consumer research context. 

Furthermore, the five dimensions theorized by Belk are evidently applicable to the in

store shopping situation (Nicholson et al., 2002) and these situations are relatively 

comprehensive and cross-cultural (Kakkar and Lutz, 1981 and Roslow et al., 2000). 

Moreover, despite the limited information (Moye and Kincade, 2002; Gehrt and Shim, 

2002; Pascale, 1998), and the theoretical indications that situation effects play an 

important role in retail brand purchases, research on the link between situations and 

retail brand products were hardly seen, with the exception of Rosen and Sheffett 

(1983). It is considered appropriate to make use of the existing taxonomy introduced by 

Belk in the present study (task definition - purchase) which aims to examine the effect 

of situation on retail brand perceptions in a collectivist culture such as Malaysia. As 

mentioned by Greenfield (1997), research that has been developed in one culture and 

translated for use in other cultures is likely to be insensitive to cultural differences and 

to produce distorted results. 

3.3 The Influence of Retail Store Image on Product Perceptions 

Apart from the multidimensional attributes of the perceptual variables that affect retail 

brand product perceptions, retail store image is equally important to the perceptions of 

retail brand products. This is due to the fact that consumers form impressions of brands 
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and stores, and that these impressions can later provide a major influence on shopping 

behaviour as the more favourable the store image, the more likely that customers will 

shop and buy from a store (Sherman and Smith, 1987). Biswas et ai. (2002) in their 

study of consumer evaluations of low price guarantees, reveal that store image has been 

demonstrated to influence consumers' perceptions of savings, value and quality. In 

view of this, a retailer who has retail brand products must generally be concerned with 

three basic questions. Firstly, what images do retailers and their brands evoke in the 

mind of consumers? How do these images relate to the existing/or current images? And 

what can be done to modify or reposition an existing image? These questions are 

considered critical to any retailer who intends to develop his or her own brand; as an 

introduction could damage the retailer's image (Jacoby and Olson, 1985). Retailers 

have established distinctive retail brand formats which can be differentiated from each 

other based on either a single dimension (such as price) or a combination of several 

dimensions (product range and price). Two commonly used dimensions are product 

range and price level (Burt and Sparks, 1994; 1995). For example, consumers generally 

expect a low price store to have prices at or near to the lowest marketplace price, which 

makes even a relatively small savings offer by a low price store very attractive (Biswas 

et al., 2002). A low price image store that offered additional low prices on their 

products did not have any effect on value perceptions or shopping intentions. In other 

words, those who are likely to buy from low priced image stores are also likely to buy 

from it without any further search for better prices. In contrast, a high price image store 

is likely to enhance perceptions of the value for money offer, shopping intentions and 

increase search intentions if they decided to carry low price products in their store 
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(Biswas et al., 2002). Search intention may also have increased because of the inherent 

financial risk of purchasing from a high price image store. Generally, consumers are 

not likely to buy from high price image store without further searching or checking 

around for a better price (Biswas et al., 2002). 

Store image has been identified as one of the most important determinants of success in 

retailing (Jacoby and Olson, 1985). Jacoby and Mazursky (1984) in their study-linking 

product and retailer images, reveal that there is a relationship between product image 

and retail image. It is known that product image can substantially improve or damage a 

retail store image depending on how the product is perceived. Furthermore, they claim 

that product image tends to be more powerful than retail image, as product image is not 

substantially improved by being linked with a more favourable retail image but can be 

damaged by a less favourable one. Porter and Claycomb (1997) reveal that the most 

favourable retail image perceptions were found when the retail store carried both an 

anchor brand and a relatively large number of recognisable brands. 

The initial attempt to conceptualise the store image construct was made by Pierre 

Martineau (1958) when he described store image as 'the way in which the store is 

defined in the shopper's mind, partly by its functional qualities and partly by an aura 

of psychological attributes'. He considered store image to include both functional and 

psychological dimensions. Functional in this definition, refers to physical properties 

such as merchandise selection, price range and store layout while psychological 

attributes refer to such things as a sense of belonging, the feeling of friendliness and the 
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like. It has generally been acknowledged that over time, consumers form thoughts and 

feelings associated with stores and that these overall impressions strongly influence 

shopping behaviours (Keaveney and Hunt, 1992; Porter and Claycomb, 1997; Sherman 

and Smith, 1987). 

Ten years later, by applying a learning theory, Kunkel and Berry (1968) defined store 

image as 'the total conceptualized or expected reinforcement that a person associates 

with shopping at a particular store'. Both definitions suggested that a store's image at 

any point in time is mainly the result of previous differential reinforcement. Later, 

Oxenfeldt (1974) described image as an overall impression greater than the sum of its 

parts. He concludes ' ... an image is more than the sum of its parts ... it represents 

interaction among characteristics and includes extraneous elements ... it has some 

emotional content ... a combination of factual and emotional material'. However, 

other scholars have defined store image as an attitude. For instance, Doyle and Fenwick 

(1974) claimed that 'the term is used interchangeably with attitude toward the store to 

describe the overall impression a consumer has to it'. Similarly, James et al. (1976) 

define store image as 'a set of attitudes based upon evaluation of those store attributes 

deemed important by consumers'. Engel and Blackwell (1982) define store image as 

'one type of attitude measured across a number of dimensions hopefUlly reflecting 

salient attributes'. However, according to Mazursky and Jacoby (1986), such 

definitions fail to provide a clear picture of how image and attitude differ from each 

other. 
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Hirschman (1981) took a more cognitive approach and offered a definition that begins 

to touch on the process of image development and formation. According to her 

definition, store image is ' a subjective phenomenon that results from the acquisition 

of knowledge about the store as it is perceived relative to other stores and in 

accordance with the consumer's unique cognitive framework'. She also stresses the 

importance of the interrelationship across stores in store-image formation. 

Ditcher (1985) reinforced the idea that 'image refers to a global or overall 

impression'. He described both what image is and is not 'it describes not individual 

traits or qualities, but the total impression an entity makes on the minds of 

others ... an image is not anchored in just objective data and details. It is in the 

configuration of the whole field of the object'. 

Building upon the above definitions, Mazursky and Jacoby (1986) and Baker et al. 

(1994) conceptualised store image, proposing a more clear definition. They define 

image 'as an individual's cognitions and emotions that are inferred from perceptions 

or memory inputs that are attached to a particular store and which represent what 

the store signifies to an individual'. This definition implies the following process: 

when shopping at a store or obtaining information regarding the store from other 

sources (for example newspapers), a consumer is exposed to a reality which is partly 

controlled by the retailer. The consumer extracts and perceives certain features from 

this reality, and forms beliefs and/or effects, which are congruent with his or her 

idiosyncratic cognitive configuration. The process of inferring various beliefs and 
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effects from perceptions, with a possible intervention of memory factors, underlies the 

process of image development and formation. As a result, when consumers think about 

the store, several of the most salient dimensions are retrieved from memory and 

represent what the store signifies (Mazursky and Jacoby, 1986). This description, 

according to Porter and Claycomb, (1997) is one of the commonly accepted formal 

definitions of retail store image as it comprises distinct dimensions and is also greater 

than the sum of its parts. 

Despite an enormous range of definitions of store image, it was also found that 

different authors have identified different contributing store attributes or characteristics 

(see Appendix 4). Store attributes can also be associated with the overall image of the 

store, the so-called 'retail mix'. Lindquist (1974) for example, proposed the notion of 

all inclusive image or attitude attribute of nine categories namely, merchandise, service, 

clientele, physical facility, convenience, promotion, store atmosphere, institutional 

factors and post-transactional satisfaction. Doyle and Fenwick (1974) distinguished 

only five elements: product; price; assortment; styling and location. Bearden (1977) 

suggested the following characteristics: price, quality of the merchandise, assortment, 

atmosphere, location, parking facilities and friendly personnel. Further, store image is 

supposed to contain the different elements of the retail marketing mix as introduced by 

Ghosh (1990). These eight elements are: location; merchandise; store atmosphere; 

customer service; price; advertising; personal selling and sales incentive programmes. 
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Moreover, studies that relate store image in an international context provide additional 

information. Burt and Carralero-Encinas (2002) identify six dimensions and attribute 

statements of retail image. They are physical characteristics, pricing policy, product 

range, customer service, store character and store reputation. McGoldrick and Sandy 

(1992) suggest fourteen attributes of store image such as, merchandise quality, 

merchandise range, merchandise fashion, level of services, facilities, layout, 

atmosphere, location, quality of display, advertising, general reputation, reliability, 

image and prices. However, according to Mazursky and Jacoby (1986) the most 

important components of store image can be grouped into three components. These are 

merchandise related aspects (such as quality, pricing, and assortment), service related 

aspects (such as quality in general and salespersons' service) lind pleasantness of 

shopping at the store. Thus, retailers who wish to be successful in their retail businesses 

should offer these three most important components of store image to their existing and 

prospective clients. 

Previous research on grocery shopping behaviour indicated that consumers differ in 

their selection of food purely because of store image (Jacoby and Olson, 1985; Zimmer 

and Golden, 1988) and their responsiveness to specific marketing policies. Zimmer and 

Golden (1988) reveal that consumers sometimes describe retail stores in terms of their 

evaluations of the products carried by the store concerned. The merchandise, whether 

seen as favourable or unfavourable, appears to project an image not only of itself but 

also of the store as a whole. Similarly, Omar (1992) suggests that those who shop for 

groceries were motivated by several factors including store image, brand image, 
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shopping experience and convenience, in deciding which groceries to buy. Further, 

Grewal et ai. (1998) stated that store image, quality of the merchandise or brand sold 

and price or promotion are important components that appear to be key factors for 

consumers to shop. As reported by Cuneco (1997) failing to project a positive store 

name and store image will also mean that retailers have to shut down their stores. 

According to Baker et ai. (1994), ambient factors, such as music and lighting, design 

factors, such as colour, layout, and organisation of merchandise and social factors, such 

as the number of salespeople, may also influence retail store image. These factors may 

in particular, influence the service and atmosphere dimensions of retail store image. 

Finally, Zimmer and Golden (1988) claim that store image encompasses characteristics 

such as the physical environment and the atmosphere of the store. In sum, it is clear that 

all of the above factors have significantly contributed to consumer shopping behaviour 

for grocery products. 

The store image literature also treats merchandise quality and service quality as key 

variables influencing store image (Hildebrandt, 1988; Mazursky and Jacoby, 1986; 

Zimmer and Golden, 1988; Baker et ai., 1994). This is due to the fact that merchandise 

and service quality evaluations are critical inputs to the consumer's decision-making 

process (Dodds et ai., 1991; Zeithaml, 1988). According to McMaster (1987) product 

and store performance influences the buying decision. Similarly, Nevin and Houston 

(1980) report that that store image is an important input in the consumer decision 

process. Consumers use certain cues as signals for components like store name, brand 

name and price discount (Dawar et al., 1994; Dodds et al., 1991). It is believed that 

201 



store name serves as a cue to store image thus providing a tremendous amount of 

information to consumers (Grewal et ai., 1998). Simmons and Meredith (1984) 

stipulated the criterion of store image as a factor influencing retail brand development. 

They claim that retail brands are only extended if a retailer enhances their store image. 

Therefore, the previous literature suggests that there are linkages between store 

environment, merchandise, service quality and store image. 

Few studies have examined how store image varies across different consumer 

segments. Baker et al. (1992) suggest that retailers should explore how environmental 

factors such as which part of store image, influence specific target markets. Joyce and 

Lambert (1996) in their study examining the impact of age-related behaviour on 

consumer perceptions of store image, reveal that younger consumers or those aged 

below 30 placed more importance on characteristics and salesperson attributes in their 

perceptions of store image, while mature or older aged customers, aged more than 30 to 

60 are less pleased with various aspects of stores. Probably these consumers are 

predisposed towards retail environments from the past. As suggested by Rosenberg 

(1979) an individual's evaluation of store image could be affected by the personal

views he or she developed in early life. Consumers' preferences for store environments 

shopped in an earlier time must shape their evaluation of store images, thus their 

assessments of store image are likely to be affected by the types of stores consumers 

frequented in the past, and the attributes associated with these stores (Joyce and 

Lambert. 1996). However, research undertaken by Rao and Monroe (1989) on the 

effect of price. brand name and store name on buyer's perceptions of product quality, 
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found that the positive effect of store name on perceived quality is rather small. The 

possible reason behind this finding is because consumers do not associate the brand 

directly with the store, as retail brands are seen as just another product with a lower 

quality position (Richardson, 1997). However, most recently, Mitchell (2001) presents 

a new conceptual framework for store image which links store choice attributes, 

shopping motives and risk. He discloses that store image can be linked into four types 

of risk dimensions, which are time risk, financial risk, psychosocial risk and physical 

risk. 

It is therefore obvious that grocery-shopping behaviour reflects what consumers think 

of the store. The more favourable the image of the store, the greater the likelihood that 

consumers will shop and buy from the store. The poorer the image of the store, the 

more likely it is that consumers will not shop and buy from the store. In the 1990s, 

retailers not only viewed the retail brand as an offering at a lower price and lower 

quality end of the spectrum, but also as a means for improving image, differentiating 

themselves from the competition and engendering customer loyalty. Subsequently, it is 

important to investigate how Malaysian consumers view the image of the store that 

currently carried retail brand products in the markets. 

3.4 Consumer Shopping Orientations and Motives 

It is equally important to study and understand what motivates consumers to perform 

grocery-shopping activities. Although, one may say that consumers shop because they 

have to fulfil their basic necessities, perhaps, there is more than what meets the eye. 
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Grocery shopping behaviours can be best described as a routinised (Vakratsas and 

Bass, 2002; Piacentini et al., 2001; Park et al., 1989) and functional behaviour (Dawson 

and Sparks, 1985). It is also generally recognised as being heavily dependent on 

location-related factors (Piacentini et al., 2001). Consumers tend to shop for grocery at 

stores that are near their homes or that are convenient to visit en route to work, school 

or other places that they travel to in the course of their day to day activities. However, it 

is also noted that to gain a holistic understanding of the influences on consumer grocery 

shopping behaviour, it is also important to consider their non-functional shopping 

motives (Piacentini et al., 2001). In view of the fact that grocery goods are frequently 

bought, one would not expect an individual to shop at different stores for price 

comparisons before a purchase is made (Doti and Shahrir, 1981). There are other 

factors too, that are important to consumers when choosing where to shop. Factors 

related to product offer (quality, varieties), service (credit facilities), attractiveness of 

shopping environment, and trade offs (Dawson and Sparks, 1985) are frequently 

considered. Child et al (2002) discovered that British, French, and German shoppers 

differ in certain broad ways. They found that consumers for groceries fall into one of 

these three segments: 

• Service/quality customers care most about the variety and performance of 

products in stores as well as the service they provide. 

• Price/value customers are most concerned about spending their money wisely. 

• Affinity customers primarily seek stores that suit people like themselves or the 

members of groups they aspire to join. In fact, the research shows that affinity 
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in this sense referring to the social association of stores that is; a more imp0l1ant 

consideration for all groups than marketers have traditionally recognised. 

In sum, grocery customers in France place more emphasis on service and quality; in the 

United Kingdom, affinity; while in Germany, price and value are more important than 

elsewhere (see Exhibit 3.2). These differences do not mean that a value retailer can 

succeed only in Germany, but they do suggest that the size of the value-oriented market 

differs from country to country. In Germany the discount-food market accounts for 

around 32 per cent of grocery sales, compared with 9 per cent in the United Kingdom 

and 8 per cent in France (Child et al., 2002). Understanding what drives consumer 

behaviour in each grocery market can have enormous financial benefits (Child et ai., 

2002). 

Exhibit 3.2: 
What Do European Consumers Value? 

Service/q uality Price/value Affinity 
Country Customers (%) Customers (%) Customers (% ) 

France 48 27 25 
Germany 13 42 45 
United Kingdom 13 32 55 

") ") , 
(Source: Adapted from McKInsey Survey (Child et al.. ~OO_) > 1.500 consumers rallngs of 40 retail grocery hrands 
in France. Germany. and United Kingdom) 

Nevertheless, according to Dawson and Sparks (1985) the trade offs that consumers 

make, depend on the nature of the shopping trip as well as an individual (Piacentini et 

al., 2001). Consumers normally travel greater distances to a shopping location for their 

main grocery shopping (Piacentini et al., 2001). This evidence clearly reveals that 
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consumers may have other shopping motives than just purchase of goods (Babin et ai., 

1994). These non-functional reasons for shopping may include social motives and 

personal motives (Tauber, 1972). Social motives explain the desire of individuals to be 

able to interact with other shoppers, salespeople, as well as to be able to meet friends. 

Personal motives indicate that the individual needs to engage in some form of exercise 

or perhaps simply get out of the house and seek a diversion from other tasks (Tauber, 

1972). However, it is essential to recognise what actually motivates consumers when 

they decide to buy retail brand products, other than the product attributes. 

In deliberating on consumer shopping behaviour, it is therefore, important to identify a 

set of distinct shopper types to which retail managements may direct their differentiated 

retailing efforts. Shoppers have been categorised in a number of ways (lalTat, 1996; 

Westbrook and Black, 1985; Williams et aI., 1978; Darden and Ashton, 1975; Darden 

and Reynolds, 1971; Chicago Tribune, 1955; Stone, 1954). These categorisations 

describe shoppers in terms of observed behaviour, benefits sought and motivations, 

which in turn offer retailers a variety of options in strategy formulation (Westbrook and 

Black, 1985) (see Appendix 5 for details). 

Stone (1954) was the first researcher to establish a grouping of shoppers through 

observed behaviour. Using depth interviews with a sample of 124 female department 

store shoppers to understand the social relationship binding urban residents to the 

community, he was able to differentiate four fairly distinct shopper types, based on 

their varying orientations toward the activity of shopping. They are 'the economic 
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shopper, the personalising shopper, the ethical shopper, and finally, the apathetic 

shopper'. Economic shoppers were characterised by a careful approach to shopping, 

giving heightened attention to merchandise assortment, price and quality. On the 

contrary, personalising shoppers appeared to seek personal relationships with retail 

personnel, while ethical shoppers were willing to sacrifice lower prices and wider 

selections of goods in order to behave consistently with moralistic beliefs, such as 

'helping the little retailer' or perhaps 'avoiding the chain store .... (with) .... no heart or 

soul' (Stone, 1954). 

In an unpublished study by the Chicago Tribune (1955) investigating the psychological 

aspects of shopping, five types of shoppers were revealed (Westbrook and Black, 

1985). Although this study employed the same method as Stone (1954) that is, using 

depth interviews, the findings with the exception of the dependent shopper, did not 

reveal the same results. This, according to Westbrook and Black (1985) may result 

from the differences in the research direction between the two studies. The study 

suggests that there are five kinds of shoppers, namely, 'dependent shoppers, compulsive 

shoppers, individualistic shoppers, indecisive shoppers and independent shoppers'. In 

this study, dependent shoppers were classified as those whose essential characteristic 

was the need for social support from others during the shopping activity. The 

compulsive shoppers were identified as shoppers who were concerned with the 

cleanliness and orderliness of the physical store environment, while individualistic 

shoppers were recognised through their unusual and individualistic merchandise 

choices. Indecisive shoppers were identified as being unsure of what they wanted and 
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thus could not make quick shopping judgements. In contrast, independent shoppers 

approached shopping with confidence and viewed it as an enjoyable task. 

Further, in an attempt to classify shoppers in terms of product usage orientations, 

Darden and Reynolds (1971) discovered four types of shopping orientations. Although 

they did not attempt to classify consumers into discrete 'types' of shoppers, they clearly 

supported the findings noted earlier by Stone (1954). Using structured questionnaires 

with multi-item Likert-format activity/interest/opinion (AIO) scales to measure 

shopping orientations, they revealed that shoppers' orientations can be observed as 

economic, moralistic, personalising and apathetic shoppers. They define moralistic 

shoppers as shoppers who provide back-up for local merchants; while personalising 

shoppers are those who were personalising small stores and dcpersonalising big stores 

depending on their circumstances. 

In contrast, Stephenson and Willet (1969) suggested a conceptual taxonomy of 

shoppers based on shopping behaviour and actual patronage. Based on the degree of 

patronage concentration across retailers as well as the number of different outlets 

searched for apparel and toy products, they proposed four styles of shoppers; store

loyal shoppers (high concentration, low search), compulsive and recreational shoppers 

(high concentration, high search), convenience shoppers (low concentration, low 

search), and price-bargain-conscious shoppers (low-concentration, /zigh search). 
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In an attempt to search for cosmetics buyers, Moschis (1976), using structured AIO

type rating measures, discovered six types of distinct shopper types~ the store-loyal 

shoppers, the brand-loyal shoppers, 'special' shoppers, psychosocialising shoppers, 

name-conscious shoppers and lastly, the problem-solving shoppers. As mentioned by 

Westbrook and Black (1985), the types of shopper introduced by Moschis (1976) mix 

shopping behaviour strategies and basic motivational-perceptual orientations. 

Therefore, this study was considered limited in comparison to the earlier studies. 

There are two studies that have specifically investigated the grocery shopper category. 

Darden and Ashton (1975) analysed consumers' ratings of preference for supermarket 

attributes and discovered seven distinct categories of grocery shoppers. These shoppers 

were quality-oriented shoppers, fastidious shoppers, who valued store neatness and 

cleanliness, convenience shoppers, demanding shoppers, who insisted on everything, 

trading stamp collectors, stamp avoiders and apathetic shoppers. Later, Williams et al. 

(1978) based their grocery shopper typology on the perceived attributes of preferred 

grocery stores, and revealed four types of shopper. They are 'the low-price shopper, the 

convenience shopper, the involved shopper and the apathetic shopper'. Again it is 

difficult to decide the most appropriate type of grocery shopper, as both studies 

employed different types of measurement (supermarket attributes and perceived 

attributes of preferred grocery stores) (Westbrook and Black, 1985). Nevertheless, both 

studies indicated the existence of the economic shopper (price-oriented shopper), the 

convenience shopper and the apathetic shopper. 
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In the 1980s, Bellenger and Korgaonkar in their study profiling the recreational shopper 

identified two-types of shopper typology. Through their study, they differentiated the 

recreational shopper from the more functional economic shopper. While a number of 

differences were observed between these two polar shopper types, interpretation of the 

results is conditioned by the researchers' use of a potentially unreliable single-item 

measures of the criterion variable, defined as the extent of shopping enjoyment 

(Westbrook and Black, 1985). They discovered that the recreational shopper is best 

characterised as an active female head of household looking for a pleasant retail store 

atmosphere with a large variety of high quality merchandise from which to select. As 

such, their recreational typology appears to include several additional shopper types 

acknowledged by earlier studies. 

In a similar field, Guiltinan and Monroe (1980) examined the utility of 

multidimensional shopping strategies as a basis for identifying shopper types. They 

claimed shopping strategies represent sets or activities that reflect the motives and 

decision processes governing shopping behaviour. These strategies tend to develop 

over time and reflect general procedures which buyers may adopt such as store loyalty, 

brand strategy and bargain strategy (Guiltinan and Monroe (1980). They identified six 

strategies for the grocery-shopping group. These are in-store economy group, apathetic 

mechanistic group, involved traditional group, economy planners group, house makers 

group and convenience group. 
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Perhaps the most basic question one can ask about consumer behaviour is why do 

consumers do what they do? What makes them choose and purchase products from a 

wide range of categories and visit multiple stores? To answer these questions, retailers 

must first find out what needs consumers have and what motivates them to buy, as this 

remark merely points to the fact that every customer is unique, and behaves differently. 

An understanding of what motivates consumer shopping is important in the retailing 

environment and thus is vital to the success of retail brand development, specifically in 

Malaysia. 

Westbrook and Black (1985) reveal that one of the most appropriate taxonomies of 

shoppers is based on shopping motivation. Although the concept itself is a complex 

process, it seems to explain why such behaviour occurs. The term motivation itself is 

derived from the Latin verb 'movere', meaning 'to move' (Wilkie, 1994). According to 

Wilkie (1994) motivation "refers to the process that moves a person to behave in 

certain ways". Importantly he claimed that motivation is the basis for all consumer 

activities, as consumer motivations tend to be specific to different products and 

different situations. The fundamental motivations underlying shopping behaviour have 

been examined by Tauber (1972). He claims that consumer shopping behaviour is 

motivated through the variety of psychosocial needs beyond those relating to the 

products being acquired. Based on exploratory depth interviews, Tauber (1972) clearly 

identified personal motives as influential in shopping behaviour. He reveals that the 

most significant personal satisfactions obtained from shopping were 

• The opportunity to enact a culturally prescribed role; 
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• Diversion from daily routine; 

• Provision of self-gratification; 

• Learning about new trends, fashions, and innovations; 

• Obtaining physical exercise; 

• Receiving sensory stimulation from the retail environment. 

Besides personal motives, he also noted that the primary satisfactions from shopping 

might also arrive from social nature. These are 

• Social interaction outside the home; 

• Communication with others having similar interests; 

• Affiliating with reference groups; 

• Obtaining increases in social status; 

• Achieving success in bargaining and negotiation. 

According to Westbrook and Black (1985), Tauber's findings argued that shopping 

behaviour might occur from three continuums; such as shopping behaviour principally 

to acquire the products for which needs are experienced, both to acquire the desired 

product and to provide satisfaction for various additional non-product-related needs, 

and finally, primarily in service of needs unrelated to the acquisition of the product. 

Although, Tauber's findings including sensory stimulation, diversion, self-gratification 

and new product learning, Westbrook and Black (1985) argued that the propositions 

were lacking two potentially significant aspects on the direction and instigation of 

shopping behaviour; first, the instrumentality of shopping in acquiring the desired or 

needed products. Engaging in activity leading ultimately to product acquisition may be 
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gratifying precisely because it creates the anticipation of utility or satisfaction to be 

derived from consuming the product. In learning theory terms, shopping may indicate 

'a fractional antedating goal response' (Westbrook and Black, 1985). Though distinct 

from the satisfactions actually realised in consumption, the anticipation of these utilities 

before purchase may well comprise an important motivational element in pre-purchase 

search. Second is 'choice optimisation'. Since shopping may be constructed a process 

of market research to satisfy individual or household assortment requirements, the 

activity provides a potential arena for achievement and personal mastery. That is, the 

satisfactions derived from finding exactly what one has been looking for, reflect either 

or both of the two important types of motivation, namely the need for autonomy, self

fulfilment, or self-actualisation and/or the need for achievement (Westbrook and Black, 

1985). Due to these reasons, Westbrook and Black (1985) proposed other dimensions 

of shopping behaviour, which are also derived from motivation. These are anticipated 

utility of prospective purchases, enactment of an economic shopping role, negotiation 

to obtain price concessions from the seller, optimisation of merchandise choice ill 

terms of matching shoppers' needs and desires, affiliation with reference groups, 

exercise of power and authority in marketplace exchanges, sensory stimulation from 

the marketplace. 

Although the above study provided two additional motivations underlying shopping 

activity, cluster analysis identified only six segments of shoppers. These shoppers are 

described as shopping-process involved, choice optimising, apathetic and economic 

shoppers, together with two further groups that were less clearly defined (Jarrat, 1996). 
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Thus, three categories of shoppers were proposed namely the product oriented. the 

experiential. and a combination of both product and experiential oriented. 

Ten years later, extending the Westbrook and Black (1985) propositions and through 

the confirmation of the contribution of motivation to understanding shopping behaviour 

by Dawson et al. (1990), Jarratt (1996) developed another dimension. This time, he 

identified a set of variables that were relevant and appropriate for shopper segmentation 

as well as for the strategy of retailers. The study was based on the imp0l1ant aspects of 

the shopping offer. service and environment to individuals. He identified six types of 

consumers and the findings have been contrasted with the Westbrook and Black (1985) 

propositions. These are 'have to' shoppers, 'moderate' shoppers, 'service' shoppers, 

'experiential' shoppers, 'practical' shoppers a1ld 'productjocused' shoppers. The 

apathetic, shopping-processed involved and choice optimisation shopper segments 

described by Westbrook and Black (1985) align with the have to, experiential, and 

practical segments introduced by Jarratt (1996). 

Piacentini (2001) discovered only five types of shoppers who repeatedly appear in 

consumer behaviour studies. These are 

• Apathetic shoppers, shop out of necessity and are described to have little 

concern for the nature of the stores at which they shop, but simply want to find 

suitable products in the least possible time (Jarrat, 1996; Westbrook and Black, 

1985; Darden and Reynolds, 1971; Stone, 1954). 

214 



• Convenience shoppers, are not quite as uninvolved, but are primarily 

concerned with saving time and energy and they normally accept a price

convenience trade-off (Williams et al., 1978). 

• Economic shoppers, in contrast with apathetic and convenience shoppers, these 

shoppers according to Stone are unambiguously directed to the purchase of 

goods, and pay careful attention to merchandise assortment, price. and quality 

when shopping. In addition, Westbrook and Black (1985) found that achieving 

value-for-money was important for economic shoppers in their role as 

homemakers. Hence this kind of shopper spends more time looking for goods 

and regularly visits a range of stores in order to obtain the range of goods that 

they desire. Groeppel et ai .. (1999) suggest that these are smart shoppers. 

• Ethical shoppers, those who feel that they have a moral obligation to patronise 

certain types of stores because they view their shopping activities in the context 

of a larger set of values (Stone, 1954). These types of consumer make trade-orfs 

when shopping, but their trade-offs involve paying more for goods or causing 

themselves some inconvenience in order to shop in a way that is consistent with 

their values. 

• Recreational shoppers, who enjoy shopping as a leisure time activity and 

attribute high value to the pleasurableness of the experiences and the 

information gathered (Bellenger and Korgaonkar, 1980). The importance of 

this group for retailers is that they are prone to impulsive buying. 
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The first four types describe consumers with functional shopping motives, but differ in 

terms of the amount of search behaviour that they invest in shopping activities and the 

trade-offs that they are willing to make. Recreational shoppers were considered as non

functional shopping motives consumers. 

Research specifically concerning shopping orientations/motives and retail brand 

products barely offer detailed explanations on how consumers behave or can be 

categorised. Perhaps, the possible reason for this is that most studies that attempt to 

associate retail brand consumers and shopping orientations/motives failed to discover 

the exact shopping orientations/motives that belong to retail brand consumers. Bellizzi 

et al (1981) for instance, failed to find any associations between retail brand and 

shopping orientations. Kono (1985) discovered three groups of retail brand consumers: 

the generic consumers, the deal prone consumers and finally lIot economy-millded 

consumers. He concluded his study by saying that generic consumers arc generally 

economy minded. Most recently Baltas (1997) in an attempt to look at the determinants 

of store brand choice from a behavioural point of view, although providing a partial 

explanation for consumer shopping behaviour (such as descriptors of shopping 

behaviour, reasons for buying store brands, indicators of consumer relationship with 

store products and consumer involvement with the category), confirms that generally, 

retail brand consumers can be classified as price cautious consumers. These price 

cautious consumers, who purchase and pay careful attention to merchandise assortment, 

price and quality when shopping, were classified by Stone as 'Economy shoppers'. The 

question now is what motivates Malaysians when they shop for retail brand products? 
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Are the factors similar to the West? Which factors (product offer, services and 

attractiveness of shopping environment) play the most significant parts in their 

perceptions of retail brand products? 

3.5 Discussions and Summary 

Despite the number of studies that directly or indirectly examine the relationship 

between perceptual variables and the perceptions of retail brands, it is unclear whether 

we have determined the boundaries of when and under what circumstances, consumers 

assign importance to each perceptual variable when assessing retail brand products. In 

addition, the buyers of one brand also buy other brands. This may suggest that there are 

no specific segments, as the users of one brand also uses other brands, and that there are 

no differences between the users of one brand and others in the same category. The 

introduction of retail brand products does not necessarily interest the poor, as these 

groups often aspire to use branded products and perhaps for them, retail brand products 

are just a 'tiny' brand in the large market of manufactures' brand options. 

Moreover, the study of retail brand perceptions and consumer situations (Rosen and 

Sheffett, 1983) was mainly undertaken in the first few generations of retail brands. 

Thus the most recent stage of retail brand development, particularly, the recent increase 

in quality and image, still remains unexamined (Ballas, 1998). As such, Malaysia 

provides a suitable opportunity to carry out such a study. This is especially as the 

country has been exposed only recently (less than four years) to first and third 

generation retail brands. The success of retail brand products in Malaysia may depend 
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on how shoppers view these brands. In addition such a neutral environment will prevent 

consumers from having preconceived ideas on retail brand grocery products. The 

present study will investigate the perceptions of consumers towards retail brand grocery 

products from three perspectives: the situational perspective; consumer shopping 

motives and the influence of store image. 

To conclude, the objectives of the present study are 

1. To investigate consumer perceptions of retail brand attributes from the 

Malaysian consumers' point of view. 

2. To examine if the consumer-shopping situation (planned purchase of retail 

brand versus unplanned purchase of retail brand) and consumer motivation 

affects perceptions of retail brands' attributes. 

3. To investigate the overall perceptions of consumers on the development of retail 

brand ranges in Malaysia. 

4. To examine the effects of the situations and motivation for grocery shopping on 

overall perceptions of retail brand ranges. 

5. To examine whether store image affects the perceptions of retail brands' 

attributes. 

6. To examine the effects of store image on overall perceptions of retail brand 

ranges. 

7. To examine the effects of store image on consumer shopping motives. 

These objectives and the associated research proposition will be expanded upon in 

Chapter 5 (Research Methodology). However, to better understand the flow of the 
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study, Exhibit 3.3 presents a conceptual framework for the study. The next chapter will 

provide a background to the growth of the Malaysian food market. This will serve as a 

platform to trace the development of Malaysian supermarkets and hypermarkets. The 

discussion will concentrate on the major players in this sector and lead to a discussion 

of the introduction and development of retail brands in Malaysia. Although common to 

provide a discussion of the background of the country examined. it is not the intention 

of the present study to provide a detailed account as such information is already 

available in related literatures (see Sardar, Ziauddin, 2000; Zainal Abidin, 1989; 

www.hartfordhwp.com/archives/54/indexf.html ;www.iexplore.com/dmap/Malaysia/llis 

tory) 

219 



Exhibit 3.3 
The Conceptual Framework of the Study 
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CHAPTER FOUR 

Food Retailing and The Emergence of Retail Brand in Malaysia 

Although Malaysia is currently struggling with one of the worst economic crises ever in 

the country's history, the last decade has exposed Malaysia to rapid retail growth, 

particularly in the food market. The recent mushrooming of supermarkets and 

hypermarkets in Malaysia indicates that the country's food industry is moving forward 

and is expected to fare reasonably well in the next few years. In addition, political 

stability, a good infrastructure, topped with an expanding middle class with high 

disposable income has influenced changes in consumers' purchasing habits. Spending 

by local consumers on daily necessities has encouraged stable growth in retail grocery 

markets. Major retail operators such as Giant, Tesco, Carre four and Makro have 

received tremendous acceptance from local consumers. Much of this is due to the 

'price-conscious' nature of Malaysian consumers. This chapter will examine the 

development of retailing in Malaysia as well as the emergence of retail brand products 

in hypermarkets in Malaysia. 

4.1 An Overview of the Development of Food Retailing in Malaysia 

Unlike Western countries, retailing in Malaysia can be characterised as young thus 

considered as an undeveloped sector. Although there is not much information with 

regards to the retail trade in Malaysia (it is difficult to obtain data as most information 

were consider private and confidential), it is believed that retailing activities developed 

long before the colonial rule (Kow, 1978). Kow (1978) notes that a small number of 

local traders, particularly in food retailing, have traditionally conducted business 
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transactions with foreign traders particularly from the Middle East and India. During 

this period, mainly the Bumiputra populated Malaysia. Most of these people lived in 

rural areas and were largely self-sufficient. Communication and transportation systems 

were regarded as poor, thus there was little scope for retail development. During this 

period, most consumers preferred to shop in traditional food markets and nonnally 

there was only one store available in an area. 

Retailing in Malaysia is often related to the food sector, as food is considered as the 

main product for survival, compared to other products. That is why most retail 

activities concentrated on various kinds of periodic marketing systems (traditional 

markets) retailing food, such as 'pasar malam' (night market), 'pasar rani' (agri

market) and 'pasar minggu' (Sunday market) (Zainal Abidin, 1989). Nearly everyone 

would visit these markets to get their groceries as well as fresh foods and dry foods. 

These types of markets did not involve fixed retail premises, permanent locations or 

have fixed operating times. This situation saw retailers being regarded as unproductive 

members of society, thus making retailing rather unattractive. 

However, this phenomenon was not prolonged. The arrival of the British army in the 

late 19th century saw a massive expansion of both consumer demand and merchandise 

trades (Zainal Abidin, 1989). This initiated the opening of permanent retail stores, 

which mainly operated in the urban centers (Zainal Abidin, 1989). During this period, 

the Chinese were most often associated with food trade activities. The Chinese 

immigrants entered Malaysia after the First World War and established themselves as 
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successful middlemen in local business activities, operating wholesale cum retail stores 

in their homes. During the late 1950s, due to the existence of a significant European 

population, the way food retailing was set up changed. In most towns, many new food 

shops opened, but they still maintained the traditional look and were usually organised 

without cash registers or fixed prices. Often the stores occupied rather flimsy buildings 

in a row of wooden shop houses. On a smaller scale, local entrepreneurs, mainly 

Chinese traders, began to innovate by opening stores generally specialising in a limited 

range of imported tinned foodstuffs (Zainal Abidin, 1989). Historically, it therefore 

seems that the Chinese played an important role in introducing retail activities to 

Malaysia. 

As the economy developed, consumers became more educated and mobile, and 

consumers' tastes and preferences changed. If, shopping in Malaysia thirty years ago 

meant going to the traditional food markets; this situation changed particularly in the 

late 1990s. Increasing urbanisation and rising incomes throughout Malaysia, led to a 

change of lifestyle, and influenced consumers' purchases. Subsequently the demand for 

non-staples, especially perishables, processed foods and household care products 

increased. According to Euromonitor (2000), between 1993 and 1998 the number of 

non-food outlets fell by 13,300. This reflects the increasing presence of large mixed 

retailers established in modern food stores such as supermarkets and hypermarkets. As 

a result, a growing number of traditional, family-run stores have suffered. This reflects 

the significant displacement of small retailers in the non-food sector (see Exhibit 4.1). 
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Exhibit 4.1 
Number of Retal ut et )y 00 an 011- 00 ipllt -1 '1 0 I b F d d N F d S r 1993 998 

Type 1993 1994 1995 1996 1997 1998 
('000) 

Food 117.0 125.0 132.0 138.4 142.6 149.6 

Non-food 54.1 50.1 45 .1 45.1 45.1 40.8 

Total 171.1 175.1 177.1 183.5 187.6 190.4 
. . 

Source; Euromomtor/Department of Statistics 

During this period Malaysian consumers become more sophisticated, and 

cosmopolitan, as well as westernised. The monthly gross household income rose by 5.2 

per cent per annum between the period of 1995 and 2002, an increase from Malaysia 

Ringgit 2020 per month in 1995 to Malaysia Ringgit 3,011 per month in 2002 (s e 

Exhibit 4.2) (Malaysia Dept. of Stati stics, 2004). 

Exhibit 4.2 
Malaysia: A verage M til H on 1 y I Id I ouse 10 ncome f rom 1995 2002 (RM$) -

population 1995 1999 2002 

Malaysia: 2,020 2,472 3.011 

Urban 2,589 3. 103 3.652 

Rural 1,326 1,7 18 1.729 

Race(s) : 
1,604 1,984 2,376 Bumiputra 

Chinese 2,890 3,456 4,279 

Indian 2, 140 2,702 3.044 

Others 1,284 1,37 1 2, 165 

(Source: Malaysta. Dept. of Stattstlc , 2004). 

This increase in income has created a larger middle-income group (earning an average 

annual income of Malaysia Ringgit 2,850 a head - not vast but more than double the 

figure of a decade ago). This subsequently increased the demand for food and non-food 

commodities (see Exhibit 4.3), better shopping environments, together with convenient 

locations for retail outlets. This growing middle-class population, with high purchasing 
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power, tended to have less time but more money and a desire to improve their standard 

of living. These trends were similar to those observed in Europe and the US in the mid 

to late 20th century. 

Consumer foods have been the driving force behind Malaysia's retail revolution 

(Ahmad, 1999). Per capita food expenditure in Malaysia is estimated around RM 17.8 

billion in current terms and is considered among the highest in the region (International 

Trade-Malaysia, 2003). Food, however, is not just the major consumer-product 

category for Malaysian households. The majority of food retail outlets also offer non-

food items, with at least a 70:30 distribution. 

Exhibit 4.3 
The composition of Malaysian household consumption from 1998-1999 

1.9% F 
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Sotlre; : D"P.1rtrHf'fl1 OfSIJt;;ti , 1\f.J I.])'5;a 

Non-food items such as household care products (laundry care, insecticides, air 

fresheners, toilet care, chlorine bleach, dishwashing, multi-purpose cleaner, washing 

detergents, etc) made up 46.2 per cent of total food retailer sales, which in turn 
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accounted for 74 per cent of total retail sales in Malaysia for 2001 (International Trade

Malaysia, 2003). This share was fairly constant during the review period. It was 

reported that supermarkets and hypermarkets became the main channel for household 

care products. This evidence explains the need for more modern retail outlets which 

supply both food and non-food products via one-stop shopping. 

In order to meet to this demand, new stores offering huge product ranges have been 

growing in the Klang Valley area (centre of the main economic activities in Malaysia). 

This type of store is known as the hypermarket. As the large retailers grow, they widen 

the gap between the bigger, more sophisticated food retailers and the smaller, more 

traditional food retailers, which in turn leads to further growth in the large retailer 

segment. Increased organisational and store level concentration in Malaysia mirrors 

that of other countries, which in tum leads to the' internationaiisation' of retailing and 

the emergence of food retailers with operations in a number of countries. Nevertheless, 

many retailers continue to be cautious about future growth, as there are still concerns 

over the future purchasing power of Malaysians. The currency crisis that erupted in 

July 1997 has also changed the shopping behaviour and consumption patterns of 

Malaysians in general. The crisis dampened consumer purchasing power and the 

demand for imported processed foods (Malaysia Country Report, 2002). People are 

now increasingly more conscious about value for money. They are now even more 

discreet in their spending and will shop for cheaper alternatives. It was reported that 

consumers were moving towards budget brands in many products particularly in 
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household care such as the laundry detergent, multi-purpose cleaner, chlorine bleach 

and dishwashing products (International Trade-Malaysia, 2003). 

Nevertheless, the prospects for the Malaysian retail industry in the coming years are 

positive and optimistic (Malaysia Country Report, 2002). As the country's economy 

continues to improve and consumer disposable income increases, it is believed that 

consumer confidence levels wiIl increase, thus leading to a higher demand for a 

sophisticated retail structure (Malaysia Country Report, 2002). In view of this, it is vital 

to learn and understand Malaysian consumers and how they behave with regard to retail 

activities. In the next section, the discussion will be based on how retailing interacts 

with the Malaysian consumer. 

4.2 Retailing as a Culture and Family Life in Malaysia 

Malaysia, with a labour force of 11.2 million (Eighth Malaysian Plan, 200 I), has often 

been described as a minefield of multicultural sensitivities due to its diverse racial and 

ethnic composition. Ethnic distribution in Malaysia is Bumiputra (the term used to refer 

to ethnic Malaysian and other indigenous populations collectively) 50%; Chinese 36% 

and Indian 13% (see Exhibit 4.4). 

Exhibit 4.4 
population by Ethnic Group and Sex for Klang Valley, 2003 ('000) 

Sex Bumiputra Chinese Indian Others 

Male 1,240.60 890.9 325.00 29.00 

Female 1,192.20 848.2 317.90 32.80 

Total 2,432.80 1,739.10 642.90 61.80 
.. 

(Source: MalaysIa Dept. of StatIstIcs. 2004) 
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Each ethnic group has a rich and distinct culture based on age-old beliefs, traditions and 

practices that are mainly rooted in the Asian heritage. This racial and cultural diversity 

has encouraged the evolution of a different retailing environment in Malaysia. It was 

observed that retailing in Malaysia previously and still plays a central and important 

role in family affairs and in business relationships. Retailing is considered an important 

part of cultural and family life. Although large mixed retailers are beginning to displace 

the small family outlets that have been the core of the Malaysian retail trade, retailing is 

still and will be an important activity for Malaysians. 

Additionally, Malaysia's population is relatively young; 35 per cent are below the age 

of 15 and about 60 per cent are of working age (between 20 to 44 years old). The 

median age of the population is 22 years old, which reflects a young citizenry that is apt 

to be adventurous in many fields. The Malaysian population is estimated to grow to 27 

million in 2003. The most populated area in Malaysia is known as Klang Valley. This 

area consists of five districts namely Kuala Lumpur, Petaling, Klang, Ulu Langat and 

Gombak (see Exhibit 4.5) and is projected by the Department of Statistics (Malaysia) to 

contain more then seven million people in year 2005 (see Exhibit 4.6). 
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Exhibit 4.5 
Klang Valley District 

Exhibit 4.6 
Projected Population >y age, mlOlstrative Istnct 0 ang Valle, 2004 

Kuala Ulu 
b Ad . , fKI D' 

Gombak Lumpur KlanQ Petaling Lanaat 

~ge trolal Male emale olal Male Female olal Male emale olal Male Female trolal Male em ale 

10-4 75.1 \38.6 136.5 186.2 196.3 ~9.9 ie9.0 ~7.2 ~1.8 159.0 ~1 .4 ~7.6 121.2 62.5 158.7 

1s-9 162.2 132.2 1J0.1 153.8 179.4 ~4.4 72.6 138.0 134.6 129.8 \66.7 \63.1 100.7 151.8 148.9 

~0-14 159.4 130.s 128.8 112.7 \58.1 l54.s 169.2 bS.1 133.1 123.8 ~3.7 160.1 ~5.6 149.2 \4S.4 

~5-19 153.0 ~7.1 125.9 112.2 \57.9 154.4 163.8 133.3 \30.5 116.3 59.1 157.2 186.4 144.1 142.3 

120-24 153.2 2S.4 ~S.7 121.3 ~1.5 1s9.8 166.2 134.2 132.1 125.4 162.4 163.0 189.0 144.3 ~.7 

125-29 ~9. 6 129.7 29.9 156.0 176.7 179.3 75.7 139.6 13S.0 135.9 167.7 168.2 199.1 149.7 149.4 

130-34 56.9 ~8.6 bS.4 151.9 174.9 177.0 71 .9 137.s 134.0 128.1 163.9 64.2 195.1 ~7.9 147.2 

35-39 ~.4 ~5.2 125.2 123.3 162.2 161 .1 61 .5 131 .9 ~9.6 112.6 1s5.S 56.S ie4.2 ~2.4 141.S 

40-44 143.4 ~2.1 ~1 .3 107.6 154.s 152.7 l53.3 127.7 125.s ~7.8 149.3 148.5 72.7 137.2 135.5 

5-49 ~5.2 ks.3 ks.9 ~2. 0 I4s.9 \45.1 143.8 ~3.3 ~0 .6 79.8 ~1 .4 138.4 158.7 130.7 I2s.0 

iso-54 126.4 ~3.9 k2.5 72.0 \37.4 \34.7 133.3 ~7.7 15.6 \60.6 \31.7 128.8 \44.0 ~3 . 2 120.8 

isS-59 16.6 B.7 17.8 \48.8 125.5 123.3 121.2 k1.3 1s.9 138.6 ~0 . 2 1S.4 128.0 k4.8 ~3 .3 

60-64 11.0 1s.7 15.3 135.1 ~ S.6 ~6.5 14.2 17.4 16.8 125.9 ~3. 2 h2.6 18.8 19.7 19.1 

~5-69 7.8 \3.8 ~.O b4.8 ~2.4 h2.4 10.2 15.0 15.2 18.6 ~ .9 1s.7 13.5 16.5 t7.0 

170-74 14.7 ~.1 12.6 15.3 t7.2 18.1 16.3 ~.9 1J.4 11.4 15.2 16.2 18.1 13.7 ~.4 

175-79 12.8 h.2 k.s ie.6 \3.7 14.9 13.7 h.7 12.0 \6.7 12.9 I3.S \4.8 ~.1 12.7 

Iso+ 12.2 10.9 ~.3 7.5 13.1 14.4 ~. o k.3 k.s Is. 7 12.2 13.5 13.9 k.6 12.4 

Total k519.8 015.1 1304.7 1,529.0 t776.5 1752.5 1758.9 096.4 062.5 1,376.0 "95.8 "80.2 1 024.0 1521 .4 ~02 .5 .. 
(Source: Malaysia Dept. of Statistics, 2004) 

The biggest challenge that stores, or more specifically the hypermarket operators, face 

is increasing the average spend of Malaysians. They are generally young and therefore 
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have different shopping habits, as well as being 'more prudent' in the aisles (The Star, 

2002). Malaysians generally like bricks-and-mortar shopping. A visit to a retail outlet 

has become a kind of Malaysian 'weekend activity', it is a way to release pressure or 

spend time with family and friends. Consumers may not necessarily go there for 

grocery products; but to access various services such as eating in the food court, 

visiting an exhibition, meeting friends etc. Although Malaysians may flock to 

hypermarkets in large numbers, they do not yet shop and spend like their Western 

counterparts (News Straits Times Special Report, 2002). They do not necessarily get a 

big shopping trolley and fill it with goods and spend a lot of money. They will browse, 

take the family round and then may buy a few things. Generally, Malaysian consumers 

like to shop around and buy one thing cheaper at one store and another item at a 

cheaper price at another store. They do not buy all their items at just one store (News 

Strait Times Special Report, 2002). 

However, with busier lifestyles and pressure on time, Malaysian consumers are 

becoming more focused and organised in their shopping habits. Convenience is the 

essence and consumers increasingly prefer to shop under one roof. Supermarkets and 

hypermarkets and other shops such as department stores, specialty stores, restaurants 

etc have extended their business hours. The normal opening hours for supermarkets and 

hypermarkets in Malaysia is between 10.00 a.m. in the morning till 1.00 a.m. in the 

morning. Additionally, places such as restaurants are open twenty-four hours a day. 

This was not the case over the past 50 years. Tesco, the new hypermarket, in Puchong 

is open for 24 hours to cater for the different lifestyles of shoppers. 
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McAlister (2002) argues hypermarkets have to find a way to gain spending loyalty; get 

customers to spend more by instilling the one-stop shopping concept and persuading 

them to fill their trolleys. Given this emerging trend, one-stop shopping centres offering 

a variety of merchandise including food and non-food and entertainment are attracting 

larger crowds. In the next section, the discussion will be focused on the nature of the 

supermarkets and hypermarkets that are currently available in Klang Valley, Malaysia. 

4.3 Domination of Supermarkets and Hypermarkets 

The last 50 years has seen substantial changes in the retail sector in Malaysia. The 

Malaysian retail industry is made up of traditional stores such as wet markets, dry 

markets, night markets, sundry or provision shops, convenience stores, discount stores, 

specialty stores, supermarkets and hypermarkets. These different channels cater for 

different segments of the Malaysian population. However, provision shops still make 

up the largest segment of the retail market (Exhibit 4.7). These provision shops, 

available mostly in the small towns, evolved around the market place some time ago 

but are beginning to decline with the advent and expansion of modem retail innovations 

(News Strait Times Special Report, 2002) (see Exhibit 4.8). Retail innovation has 

occurred increasingly rapidly since the late 1990s particularly in the major urban areas. 

However it significantly decreases in the more remote outlying regions. It is also 

recognised that factors such as price disadvantages, limited working capital, stiff 

competition, inadequate space and capacity to modernise; means that the numbers of 

provision shops will inevitably decline further in the future (News Strait Times Special 

Report, 2002). Today, supermarkets and hypermarkets are the two types of store, which 
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have strengthened their activities and have taken a lead in the retail market, particularly 

in KJang Valley. 

Exhibit 4.7 
Types of Store in Malaysia in 2001 

o Provision stores Chinese Medical o Convenience stores 

o Drugstores • Supermarkets 0 Hypermarkets 

(Source: Adapted from Malaysia Country Report . 2002) 

Exhibit 4.8 
Growth Rate Estimates for the Retail Sector 

Growth Rate Estimates for the Retail Sector 
200 1 2002 2003 

Supermarkets, Hypermarkets and Department 6 - 10 % 
stores 
Convenience stores, PetroL station stores Less than 5 % 
Traditional stores 2 % 
(Sourcc: Adapted from GA IN Report , ForeIgn A gnculturnl ServIce, Global A gncultural Information 
Network,2oo1 ) 

4.3.1 The Supermarkets 

Supermarkets began to appear in Malaysia in 1964 (Othman, 1987) . The first 

supermarket, which was called The Weld Supermarket, mai nl y served 

Europeans, particularly expatriates, and the local upper income group of 
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customers (Othman, 1987). Modem, well-structured stores with attractive 

interior and exterior decor have now transformed the retail sector in Malaysia. 

Supermarkets, modelled on Western-style supermarkets or grocery shops, were 

the rising stars in Malaysia's retail sector in the mid-1980s. To date there are 

approximately 300 supermarkets all over Malaysia (The Star Online, 2003). 

Although, the number is large, these supermarkets are generally small in size. 

These stores belong to many individual retailers and usually lack capital, thus 

providing fewer products and services to consumers than in the west. 

McCleland (1963) distinguishes supermarkets by looking at three criteria such 

as minimum size requirements; the characteristics and extent of self-service and 

the stock requirements. In the US, the Supermarket Institute defined a 

supermarket as a self-service departmentalised food store having a minimum 

sales volume of US$250,000 per year. However, the expected sales volume has 

now risen to at least US$2 million (www.retail-

merchandiser.comlimages/pdf/rcguts.pdt). In the UK, the average size of a 

supermarket was reported to range from 20,000 square feet to 45,000 square 

feet (Smith, 2002). Although there is no exact definition of a supermarket 

anywhere in the Malaysian planning code, supermarkets in Malaysia can be 

characterised as self-service food stores having an average sales area of between 

400 and 3,000 sq. metres in size (The Star Online, 2003). The issue of definition 

is problematic as the nature of products sold by supermarkets and the way in 

which they are sold, are constantly changing. For example. ten years ago few if 
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any, supermarkets would have contained in-store bakeries, news agencies or 

offered financial services for sale. Today all of these items are commonly found 

in supermarkets. Furthermore, the way in which supermarkets operate is likely 

to continue to evolve at a fast pace. 

What the supermarkets offered to consumers was basically an increase in choice 

and convenience. The most noteworthy structural advantage they offered 

shoppers over the old department store format was freedom of access. Products 

were organised in aisles, displayed on multiple shelves and gondolas and 

customers, armed with baskets and trolleys, had direct and uninhibited access to 

all products. They were also cleaner and climate-controlled. As their acceptance 

grew, they quickly introduced another popular feature of their Western 

counterparts frozen and chilled foods ranges. 

However, it appears that supermarkets in Malaysia rely on less sophisticated 

purchasing systems than in the West. They work more closely with local 

distributors, both large and small. Penetration of imported food products is low. 

Warehousing and store management systems are generally low-tech and less 

efficient than those of the foreign-invested superstores. Many of the established 

general distributors who bring in and distribute imported food products work 

closely with the leading supermarket chains. Hence, the supermarkets could be 

considered as generally more poorly managed than the 'new' hypermarkets. 

Their layout is often awkward and the atmosphere chaotic, which makes in-
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store promotions more difficult to stage and evaluate (see Appendix 6 for 

portfolio of the major supermarket chains in Malaysia). 

However, it can be observed that the arrival of supermarkets marked the 

beginning of Malaysia's retail revolution, as traditional consumers adopted the 

habit of shopping at a single store for a variety of food and non-food items. The 

growth of modern retailing has also been influenced by an increase in the 

number of working women who find the opening hours of the supermarkets 

more suitable to their schedules and the shopping trip often becomes a family 

outing with elements of entertainment. The supermarkets are seen as offering a 

greater variety of products and therefore consumers are more likely to find new 

products to try. However, local and foreign entry into the supermarket sector 

has been confined mainly to the Klang Valley and secondary cities where many 

of them are retailers from Japan and Hong Kong, as well as local operators 

(Malaysia Country Report, 2002). Exhibit 4.9 provides information on the four 

major retailers involved in the operation of supermarkets in Malaysia. 
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Exhibit 4.9 
Profile of Major Supermarket Chains with Significant Market Presence 
. M I III a aysla 

Compony Name Formal Ownership Number 2000 Date i..ocations 
%lltlets Sales Operotedin 

2004 (US$ Malay.~ia 
million) 

GiantTMC Supermarket, Dairy Farrn* 54 250 1944 Residential, 
superstores and International, urban areas 
hypermarket Hong Kong 

The Store Department store- The Store Corp. 38 306 1%8 Secondary 
Corporation curn-

supermarkets 
Bhd cities 

JayaJusco Superstore Chain Jaya Jusco Store II 261 1984 Residential, 

Stores and Shopping Bhd, Aeon urban areas 
Centre Group, Japan 
Operations 

Ocean Capital Supermarket and Ocean Capital 17 103 IINO Secondary 
Department Store Berhad cities 

Tops Retail Supermarket Royal Ahold#, 39 79 191)6 Residential. 
Malaysio(Top The Netherlands urh:tn areas 
supermarket) 

(Source: Adapted from MalaYSia Country Report, 2002 
• Dairy Farm International, Hong Kong took over Giant in 200land Tops Retail Malaysia in 2003. 
# Royal Ahold bought over Looking Good and Parkson Supermarket in 1998 and renamed it as Tops supermarket) 

4.3.2 The Hypermarket Phenomenon 

A recent trend in the Malaysian food-retailing sector is the establishment of 

hyperrnarkets and wholesale and distribution cash-and-carry warehousing 

centres, which are modern, well-designed outlets with layouts similar to those in 

the UK and US. This sector has attracted considerable investment from major 

international retailers, many of which established joint-venture operations 

throughout the country (News Strait Times Special Report, 

2002). The success of the hyperrnarket format, pioneered by foreign retailers 

such as the Dutch Makro, the French-based Carrefour, Britain's Tesco and Giant 

which is owned by Dairy Farm of Hong Kong (see Exhibit 4.10) has been 

driving the latest phase of Malaysia's retail revolution (News Strait Times 
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Special Report, 2002). Now Malaysian consumers can get their food and non

food items in the same clean, air-conditioned and professionally managed 

superstore. According to the State Statistical Bureau, Malaysia's total retail sales 

rose by 10.4 per cent in 2000 (see Exhibit 4.11) with major foreign chains 

accounting for the lion's share of the growth. 

Hypermarkets, which collectively refer to the group of mass retailers that 

include superstores, discount retailers and warehouse clubs are increasingly 

popular among Malaysian consumers. These stores can be defined as very large 

retail outlets, which cover 4,000-30,000 sq metres (see Exhibit 4.12). While 

supermarkets focus on food and housekeeping products, hypermarkets attempt 

to cover just about every need that average customers may have, and this fonnat 

is now driving the consumer retail revolution. Foreign retailers started their 

businesses with what then seemed brave experiments by European veterans in 

the sector, such as Makro and Carrefour, as it was argued that Malaysian 

consumers never shopped in large quantities and that glitzy foreign-brand shops 

were immediately associated with high prices. These factors would preclude 

most consumers from visiting and shopping at the large food stores and/or from 

cash and carry centres. However, two things made hypermarkets an overnight 

success in Malaysia; 'convenience or comfort' and 'low prices' (News Strait 

Times Special Report, 2002). They made shopping easier and more pleasant by 

offering a full range of consumer goods (fresh produce and groceries) under one 

roof, in a clean, air-conditioned superstore. More importantly, they offered low 

prices by keeping procurement and warehousing costs down. 
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Exhibit 4.10 

Major Hypermarkets in Malaysia, 2003 

1944 Giant 
(2001 )* 

Hong Kong 11 ~ 
1993 Makro Netherlands 8 makro 

1994 Carrefour France 7 (& 
2002 Tesco UK 5 TES 0 

~4/8111 "" ~"", 

*O pen fi rst Hypermarket in 200 1, whi le maintaining exi stin g su permarket chain 

Exhibit 4.11 

Retail Sales and Sales Growth, 1996-2001 

Total Retail Market Salcs* 

Year Retail Sales (US$bilIion) Growth (%) 

1996 11.2 9.4 

1997 12.2 7.0 

1998 9.8 -20.0 

1999 10.5 7.4 

2000 11.6 10.4 

2001 11.7 1.7 

(Source: RetaIl Group Malaysia, 2002 
*Figures above excluded wet market, morning market, night market and other 
non-permanent retail facilities) 

Exhibit 4.12 
General Information on Hypermarket Chain 
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Number of cash terminals 25 - 60 
Number of items in the range 25 - 50 
(thousands) 
Price level in the market Special pricing policy 
Number of purchases per day Up to 10000 
Turnover per month (min US dollars) 2 - 7 
Number of employees 900 
Own production si tes Numerous 

Source: Researcher s compilation from vanous books. Internet and news paper 

The arrival of foreign-invested hypermarkets, and warehouse clubs, such as 

Carrefour, Makro, and Tesco has further changed Malaysia's retail sector. 

Foreign hypermarkets pioneered the concept of nationwide (or region-wide) 

purchasing centres, bypassing the multi-layered, fragmented, inefficient (and 

therefore costly) purchasing network of wholesalers and di stributors that 

serviced old-fashioned supermarkets (see Exhibit 4.13). By buying directly 

from manufac turers and charging them slotting fees, hypermarkets were able to 

gain the most effective competitive edge in Malaysia. 

Exhibit 4.13 
Malaysia's Traditional Distribution Structure 

Supplier A 

Today, hypennarkets are the leading retail format and the trendsetters of the 

sector (News Strait Times Special Report, 2002). They are increa ingly in 

vogue not just with consumers, but also with top state-owned retai leI'S who have 

so far been engaged mainly in departmental store or supermarket formats. In 
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addition to the obvious benefits for consumers, hypermarkets offer 

manufacturers and suppliers of consumer goods the promise of consistently 

large sales volumes and nationwide distribution reach (News Strait Times 

Special Report, 2002). Although Giant hypermarket has more stores than the 

others, the company has not yet achieved national penetration or distribution 

(News Strait Times Special Report, 2002). Suppliers still have to negotiate with 

and deliver to each store individually. Each store is given a large degree of 

autonomy in procurement and is expected to achieve and maintain its own 

profitability. Nonetheless, the potential for a centralised nationwide, distribution 

network in the future has a strong allure for suppliers (Utusan Online, 2003). It 

is expected that, with the arrival of the British hypermarket Tesco, the system 

will gradually change to mirror the one found in the West. 

The characteristics of hypermarkets in Malaysia are summarised In Exhibit 

4.14. The only four hypermarket banners available in Malaysia are Giant, 

Carrefour, Makro and Tesco. Compared to the others, Giant has larger stores 

and more product lines per store. Giant in Malaysia started in 1944 in a small 

village called Segamat, lohore. At that time the store was characterised as a 

provision store and was run by the Teng family. Later on Giant supermarket 

operated in shop houses in the main residential areas in the primary city centres. 

Gradually, the company expanded by increasing in size and number, thus 

become very popular among the locals, regardless of their income groups. In 

early 2001, the company moved from supermarkets to hypermarkets. Although 

240 



during this transaction, a new owner (Dairy Farm) took over the Giant 

operations, most Malaysians still shop at this store, thus demonstrating a close 

attachment, which has been established a long time ago. 

Exhibit 4.14 
Store Characteristics 

Average Retail Average Noof Noof Sales RM$ 

Hypermarkets Lines brand Size Stores employees (million) 
(units in 1000s) (%) (sq ft, units in (:2004) (:200:2) (:2000: 200 1 ) 

JOOOs) 

Giant 65 -85 0.1 10:2-350 11 2.759 546.52: 795.17: 

Carrefour 30 1 15 7 1.763 750.00: 825.0: 

Makro 25 - 30 0.5 25 - 30 8 541 730.04: nla 

Tesco 50 2 10 5 832 n/a n/a 

( Source: Researcher s compilation from vanous sources) 

Another 'hypermarket' available in Malaysia is Makro. However, its operation 

is different from the normal hypermarket, as only members are allowed to shop 

at the store. Makro has quickly established itself among Malaysians and was the 

first foreign grocery store available in Malaysia. The first store opened in 1993 

and can be considered to be the first Cash and Carry/arehouse club in Malaysia. 

Although the company has been in Malaysia for more than ten years, there are 

only eight stores throughout Malaysia, and only three in Klang Valley (see 

Exhibit 4.15). During this period, the store type was new to the public. The store 

was seen as an opportunity for those involved in small and medium businesses 

to be a member of Makro. Customers must provide details about their 

businesses. Thus Makro provides very little opportunity for other types of (end 

user) customers. This opportunity was taken on by Carrefour. 

241 



Exhibit 4.15 
fII List 0 lypermar k t A '1 bl Th e S val a e h tM I rougl ou aa 

Name Klang Valley Outside Klang Valley 

Giant i)USJ 1 Subang i)Plentong, Johore 
Jaya ii)Tampoi, Johore 
ii)Shah Alam iii)Leisure Mall, Johore 
Stadium iv)Prangin Mall, Penang 
iii)Hulu Klang v)Senawang, Negeri 
iv)Klang Sembilan 
v)1 Utama vi)Kuantan, Pahang 

Makro* i)Shah Alam i)Johore Bahru, Johore 
ii)Cheras ii)Seberang Prai, Penang 
iii)Selayang iii) Perin gin Mall, Penang 

iv)Sungai Dua, Penang 
v)lpoh, Perak 
vi)Seremban, Negeri 
Sembilan 

Carrefour 
i)Subang Jaya i)Johore Bahru, Johore 
ii)Mid Valley ii)Seberang Jaya, Penang 
iii)Wangsa Maju 
iv)Sri Pelating 
v)Cheras 

i)Puchong i)Peringgit Jaya, Melaka 
Tesco ii)Klang ii)Sungai Petani, Kedah 

iii)Mutiara 
Damansara 

S18 

Ownership Status 

Foreign: 
100% DFI Mauritius Ltd 

Foreign: 
65% Orkam Holding Asia NV 
20.7% Selangor State Government 
(SSG) 
14.2% SSG·LFD Sdn Bhd 

Foreign: 
70% Carrefour Nederland BV 
30% Carrefour (M) Sdn Bhd 

Foreign: 
70% T esco Holdings BV 
30% Sime Darby 

.. , . (Source: MInistry of Domestic Trade and Consumer AffaIrs, 2004, • Makro conSIders Itself as a 
warehouse club and not a hypermarket) 

Carrefour was established in Malaysia in 1994. In its early operation, the store 

was popular due to its strategy of promoting European tastes either in the store 

environment or in its selection of food and non-food items. The store 

atmosphere was modern thus enhancing the image of the store. It was noted that 

during this period, those who shopped at Carrefour had an 'up market' status. 

This was because most of the stores were located in the elite area where 

shoppers were amongst the middle to higher income groups and products 

(manufacturers' brands) were priced slightly higher than in other supermarkets 

and hypermarkets. It was observed that many brands offered by Carre four came 

from France with the French language on most of the product packaging. 
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Therefore, it was difficult for consumers to understand the contents of the 

products. 

The latest hypermarket chain available to Malaysians is Tesco. Although it is 

new, Tesco has already opened five stores, including three in Klang Valley and 

one in Melaka and Kedah respectively. All four hypermarkets chains are located 

in centres within centres on the outskirts of major towns and cities rather than 

on high streets (Muthaly et ai., (1999). In Klang Valley, for example, many 

growth centres have been developed, namely Wangsa Maju, Cheras, Subang 

laya, Shah Alam, Sri Petaling, Hulu Klang, Selayang, Mutiara Damansara, 

Klang and Puchong. In each location, there is at least one hypcrmarket serving 

the surrounding communities. In some areas such as Subang laya, Klang and 

Shah Alam, two hypermarkets operate successfully. It can therefore be observed 

that the market is very concentrated in the central area, where the key towns are 

located. Hypermarkets outside the Klang Valley mostly operate in lohore 

(South Malaysia) and Penang (North Malaysia) with the exception of Tesco, 

which has stores in Melaka and Kedah. 

Although hypermarkets account for less than 1 per cent of all Malaysia retail 

sales (Malaysia Country Report, 2002) and draw just 12 per cent of total 

household expenditure on packaged food, toiletries and household goods in 

Malaysia, revenues from these stores have been growing on average by 

RM750miI in 2002 (The Star, 2003). This indicates that there is still potential 
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for growth since 66 per cent of the population is located in urban areas. It is 

argued that as long as the retailers continue to develop new concepts and ideas; 

to be more efficient in terms of distribution and supply, and continue to provide 

lower prices, they will remain successful as hypermarkets while small stores 

cater for different consumers with different needs (New Strait Times Special 

Report, 2002). 

In Malaysia, a typical hypermarket consists of a 'marketplace' and a 'retail 

court'. The retail court hosts a variety of shops (fashion, accessories, sporting 

goods, etc.), fast-food restaurants, video-game arcades, photo shops, jewellers' 

shops, post office, ATM machines and other specialty shops. The marketplace is 

divided into food and non-food areas with non-food items ranging from clothing 

to kitchenware, household goods, electronics, sports goods and toys. The food 

area is the core and the main attraction of the hypermarket. In addition to an 

extensive dry-groceries and frozen foods section (which is what supermarkets 

had to offer in their heyday in the mid-1990s), a hypermarket's food area also 

hosts a sizeable fresh section, featuring fresh fruits and vegetables, fresh and 

frozen meat and seafood. In addition, various food-preparation counters, such as 

delis, bakeries, butchers shops, chicken rotisseries etc., line the sides of the food 

area. In-store promotions and demonstrations are a common sight in Malaysian 

hypermarkets. 
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The hypermarkets have brought in large amounts of direct foreign investment. 

In the nine years Carrefour has been in the country, it has invested an estimated 

RM500 million and provided jobs for 2,300 people at its six stores. The recent 

arrival Tesco promises an investment of RM1.2 billion over the next five years, 

with the building of 15 hypermarkets and employment for 10,000 people. In 

addition, since most leading hypermarket chains are foreign-invested ventures 

with key executives who are either from or were trained abroad, their store 

management and purchasing mechanisms are modem and sophisticated, and 

therefore less reliant on or conducive to Malaysian-style business 'connections'. 

Hypermarket managers are anything but 'accessible', particularly to small or 

medium-sized suppliers keen to penetrate their chains. However their relative 

operational independence makes some relationship building necessary. The 

innovative marketing and broader range of choice and services that 

hypermarkets offer have proved to be a hit with Malaysian consumers (see 

Appendix 7 for portfolio of the major hypermarkets chains in Malaysia). 

4.3.3 The International Strategies in Malaysia 

It was observed that the Malaysian market is different and has a different level 

of opportunity (IOD, 2005). This is due to the fact that there is little pattern in 

the signs for each retail element. However, it is interesting to note that the 

Malaysian market was perceived both in terms of 'future growth' prospects and 

'perceived potential'. In addition, there are many types of opportunity available 

with both large and small-scale investments are possible. These factors combine 
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to make Malaysia one of the most attractive regions for international retailers 

and suppliers. Below are strategies employed by the major international retailers 

in Malaysia. 

4.3.3.1 Tesco 

It was observed that in Malaysia Tesco priority is to build scale and 

attempt to strengthen its market position. Tesco appears to acknowledge 

this and in August 2005, the group announced to open twenty stores 

over the next five years. A number of Tesco's hypermarkets in Malaysia 

are currently incorporated within larger shopping malls and occupy a 

site of around 250,000 sq.ft, including a 107,500 sq. ft hypermarket with 

88,000 lines, as well as a food court and other retail chains. 

Tesco applies a sequential growth strategy, which mean the group sees 

Malaysia as important to short-and medium-term growth. The group 

concentration tends to shift from growing scale towards optimisation of 

process and operating efficiency. It is in this sense that Tesco seeks to 

develop capability. Being a local player forms an essential part of 

Tesco's international philosophy and the group believes that retail brand 

form a key element of Tesco' trading strategy as it helps to reinforce the 

group's low price image and drive volume sales. In addition, Tesco 

believed that the role of its retail brand ranges play an important part in 

building brand strength and fostering customer loyalty to Tesco. It was 
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reported that in Malaysia, Tesco is currently working with the logistics 

provider, TNT, from a distribution centre in the Klang Valley. However, 

Tesco regards this as an interim measure and plans to open its own 

18,000 sq.m distribution centre in the Klang Valley by the end of 2004, 

to handle ambient grocery and fresh produce. 

4.3.3.2 Giant 

Giant is Diary Farm's successful hypermarket format, which operates in 

Malaysia. At the end of 2003, Giant was the market leader in terms of 

sales in Malaysia (turnover US$487 million). The Giant format focuses 

on a clear EDLP strategy and focuses on providing a high level of 

customer service and innovation (lGD, 2005). The group intends to 

increase the reach of its Giant format by the purchase of 32 Tops stores 

allowing the chain to extend its presence to East Malaysia for the first 

time. 

4.3.3.3 Carrefour 

Carrefour penetrates approximately three per cent of grocery market 

share in Malaysia (IGD, 2005). In 2003/04, the fundamental area of 

focus for Carrefour was the rollout of its No 1 range. Positioned as the 

cheapest products in the market the range is designed to enhance 

Carrefour's price image. Retail brand forms a key part of Carrefour's 

ranging strategy. The benefits of retail brand for Carrefour are that they 
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enable the Group to strengthen its price positioning, drive loyalty and 

volume, achieve sourcing scale as well as providing signposts to its 

assortment. In addition, 89 per cent of Carrefour's retail brand products 

are contracted with SMEs and the group is committed to keeping a 

number of SMEs as part of its supplier base. It was reported that the 

standard contracts for their retail brand last for three to five years. 

4.3.3.4 Makro 

Makro Cash & Carry is the leading cash-and-carry distributor for food 

and non-food products in the Asian region. Makro is a high volume, low 

costilow price, no frills cash & carry wholesaler, selling a full range of 

food and non-food products to registered professional customers, with 

communication solely based on direct mailing. The core customer base 

is the retailers, caterers, institutions, clubs and professionals in the 

service sector. The registered customers are informed of new product 

developments and promotions through their biweekly Makro mail. 

Makro Asia is a privately owned company and a 100 per cent subsidiary 

of A SHV. Their marketing strategy at all times promotes a low cost, 

low margin, high volume operation. 

In Malaysia, although the retail activities of Makro are mainly for the 

retailers, caterers, institutions, clubs and professionals in the service 

sector (wholesale and distributor concepts), individual consumers are 

also seen shopping at Makro. This is the case for those who have 
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somehow managed to get the 'trade card', which permits them to 

purchase products from Makro. The trade card either belongs to them 

personally through a retail business or is borrowed from the cardholders. 

Moreover, each of the Makro consumers is allowed to bring one 

consumer who is a non-trade cardholder while shopping at Makro. As 

such, individual consumers also have the opportunity to shop for their 

grocery products at Makro. 

4.3.4 Future Directions of Food Retailing 

The development of the retail sector in Malaysia is characterised by turbulent 

growth and fierce rivalry (News Strait Times Special Report, 2002). The trends 

are pronounced and cyclical, starting with the birth of a great opportunity and 

ending in over-saturation and competitive competition. For example, 

department stores experienced a boom in the late 1980s and early 1990s. By the 

late 1990s, they were driven into a comer by the rising power of modem 

Western-style supermarket chains. Now, hypermarkets and discount warehouse 

stores are forcing supermarkets and small stores to cut prices and consolidate to 

stay in business (News Strait Times Special Report, 2002). Below is a list of the 

latest trends observed in Malaysia's food retail sector by the researcher. 

[ 

Exhibit 4.16 
Latest Trends Observed in Malaysia's Food Retail Sector 

Type of 
Store 
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.:. Are gathering all segments of food (fresh fruit, vegetables, fresh, 
frozen, chilled meat, seafood and ready-to-eat I pre-prepared foods) 

Hypermarkets and non-food retailing under one roof, in a modern, clean, air-
conditioned and user-friendly environment, while managing to keep 
prices low, thus attracting a growing numher of loyal shoppers. 

':'Particularly medium and small stores are feeling the heat from 
hypermarkets, and are consolidating, merging and branching into the 
hypermarket format in order to stay in business . 

• :. Big supermarkets are getting bigger and their per-store sales are 
rising; while sales at medium and small supermarket chains and 
independent stores has declined sharply (by as much as 74%) Over the 

Supermarket 
past five years (1997-2002) (News Strait Times Special Report, 
2(02). 

chains .:. Availability of fresh fruit and vegetables; fresh, frozen and chilled 
meat and seafood; and ready-to-eatlpre-prepared foods, originally 
pioneered by foreign hypermarkets, is becoming the standard for 
supermarkets and even some convenience stores . 

• :. Hypermarkets and supermarkets will remain an urban phenomenon, 
with over 80% of all sales occurring in cities, more than half of which 
are in major city centres . 

Outdoor food • :. Are on their way out, as Council governments push to clean up the 
stalls streets. 

':'Seem to thrive even in the vicinity of hypermarkets, as the large stores 
Convenience apparently generate more foot traffic than they take away. 

stores ·:·Convenience stores are successfully filling the niche left by 
hypermarkets on the 'local neighhourhood' level. 

':'The number is slowly being reduced as government tries to relocate 
Wet markets and re-arrange in a new location (usually away from the major town 

area) with better facilities. 

4.4 Malaysia as a Manufacturers' Brand Dominated Market 

Unlike supermarkets and hypermarkets in the UK, the Malaysian grocery retail market 

is characterised by an unusual amount of brands, which are controlled by the 

manufacturers. Retailers offer products that are mostly produced and supplied by 

manufacturers (see Exhibit 4.17). In many food, beverage, frozen food and household 

care categories, one particular manufacturer brand accounts for 40-50 per cent market 

share and the same brand has held this position for many years (News Strait Times 
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1 Dunhill 1,000+ 

2 Marlboro 201-300 

3 Carlsberg 500-1000 

4 Milo 201-300 

5 Guinness 401-500 

6 Salem 201-300 

7 Tiger 301-400 

8 Benson & Hedges 201-300 

9 F & N condensed milk 201-300 

10 F & N soft drink 101-200 

Source: (ACNlelsen, 2(01) 

This situation can be found in almost all categories of products. For example, Kelloggs 

is the common cereal for breakfast cereal products, Coke is the common drink for soft 

drinks, and Nescafe and Boh is the common drink for coffee and tea respectively (see 

Exhibit 4.18). These brands are easily available in all types of stores (supermarkets and 

hypermarkets) in Malaysia. As such, most stores use price as their retail weapon, in 

order to gain consumers' attention. As observed by the researcher and reported in the 

local newspaper, Malaysian consumers are price conscious. Since manufacturers' 

brands are easily available in stores, consumers are said to be very conscious about the 

price placed by an individual store on the manufacturers' brands. Typically, Malaysians 

will scout around from one store to another, and will only buy the cheapest 

manufacturers' brands in the market and therefore they are not loyal to any single store. 

Retailers claim that there is no such thing as a loyal Malaysian customer, as shoppers 

buy on the basis of price, so they go somewhere else if things are cheaper. There may 

be some truth in this, as in the early days when only local stores were available, local 

retailers concentrated solely on prices. Factors such as the product itself, the layout and 

design of the store and the personality or image of the store were certainly not taken 

251 



into account. This can be seen in the basic store appearance portrayed by local retailers, 

before the 1980s, when consumers saw grocery products as a necessity. Choice was 

considered a secondary matter. 

Exhibit 4.18 
Example of Manufacturers' Brands A vailable in Many Stores in 
MI a aysl3 

Type Brand 
Foods Kellogg, Nestle, Hup Seng 

Soft Drinks Coke, Pepsi, F&N 

Beverages Nescafe, Tea Boh, Horlicks, Milo 

Household Cares Ajex, Good Maid, Breeze, Sheltox 

(Source: Researcher's ObservatIOns, December, 2003) 

Some of these manufacturers' brand-dominant situations can be traced back to the pre-

war period. What factors might account for this? It is believed that this brand 

phenomenon can be attributed to Asian cultural values (Robinson, 1996). Hofstede 

(1980), in an attempt to investigate multi-cultural attitudes across 53 countries, reveals 

that there are major cultural-based attitudinal differences across countries. The study 

reveals that Asians are characterised by 'power distance, collectivism, uncertainty 

avoidance and masculinity cultures' (Hofstede, 1980). The study also discovered a 

widely shared set of cultural values across all the Asian countries. These cultural values 

can be characterised as respect for authority, desire for harmony, reduced 

competitiveness, contentedness, conservatism and tolerance of others (Robinson, 1996; 

Hofstede, 1980). 

According to Robinson (1996) and Hofstede (1980), one of the key cultural dimensions 

found in Asia is the concept of 'power distance'. This is basically the willingness to 

252 



accept that those with power (e.g. dominant brands) are entitled to it and those without 

power ought to accept the way things are and should just go along with it. This is a 

value not shared too much by Westerners, but is certainly an Asian cultural tendency 

(Robinson, 1996; Hofstede, 1980). The relevance of these cultural characteristics to the 

extremes of brand loyalty mentioned above is obvious. That is why Coca Cola and 

Nescafe have such high and sustained market share. Power brands like these have 

accumulated so much brand equity that maintaining a market share position is relatively 

easy. By the same token the upstart new brands have an extremely difficult job to get 

noticed and more importantly, to instil trust. The power brands have simply engendered 

increased trust and believability, so that the consumer does not have to think much 

about a brand choice consideration. There is an underlying belief that the dominant 

brand has got where it is because it is the 'best and popular' (Robinson, 1996) among 

Asian consumers. 

According to Robinson, Asian societies are also basically characterised as 'consensual' 

rather than individualistic in orientation (1996). Through schooling and the attitudes of 

parents, and indeed governments in many cases, an individual's beliefs and desires are 

submerged to fit with the greater good, or what is acceptable in society as a whole. This 

consensual or collective orientation has huge implications for consumer attitude 

formation and of course brand loyalty, particularly in food sectors where there is a 

shared experience, or the brand moment requires socialised interaction (such as for 

food and beverage markets as examples). According to Triandis (1995) collectivist 

cultures exhibit more reliance on well-known brands that offer lower levels of social 
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risk. Products or brands, which communicate status, are valued for their expressive 

ability and attitudes towards such products will be formed less by an individual's 

personal beliefs than by the overall image of the product communicated by the brand 

and the opinions of important referent others (Shannon and Lockshin, 2002). This 

suggests that well-known brands are believed to offer higher quality and those products 

or brands with higher prices will definitely have higher quality perceptions. Again, this 

ensures the survival of the dominant brands, which are the manufacturers' brands. 

Another dominant cultural dimension for Asians is 'uncertainty avoidance' (Hofstede, 

1980). Uncertainty avoidance is a reflection of the extent to which societal rules are so 

established that the need to deal with uncertainty is easily avoided. The best retailing 

example is the ever-present Rolex and Mercedes Benz ownership mentality one sees all 

over Asia (Robinson, 1996). Why is it that wealthy Asian consumers do not show a 

little independence and buy a Porsche car more often? The reason is such a purchase 

would raise uncertainty amongst other Asians about the buyers - are they reliable? 

What are their personalities like? Why are they different from us? In such a situation, 

brands take on roles as symbols that extend well beyond the intrinsic features of the 

category. One is not buying a car, or even a status brand; one is buying club 

membership, or an 'I am just like you' mentality (Robinson, 1996). The same 

phenomenon applies to the choice of stores. Those supermarkets or hypermarkets with 

the crowds, those with most customers, must according to Asian values be the best and 

most popular store. Hence perhaps the success of retail brand products in Asia, 
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particularly in Malaysia, will depend on how retailers manage to demonstrate to 

consumers that the product or brand is popular in foreign markets. 

The fact that Malaysia is an Asian country, with the consumer characteristics as 

described by Robinson (1996) and Hofstede (1980), means that retailers who want to 

penetrate local markets, should develop some culturally based perceptions of 'ideal 

tactics'. One example is demonstrating perceptions of being the best or most popular, 

or to manipulate the strong desire for identification through product status ownership. 

This suggests strategies for developing a brand's status through linkage to those with 

power and status. If that is the case, the question now is, will Giant brands be perceived 

more favourably than Tesco brands, followed by Tesco Value or perhaps the other way 

round? 

4.5 The Development of Retail Brand in Malaysia 

Although retail brand products in Malaysia are relatively new compared to those in the 

West, these innovative strategies have, however, had a significant effect on the 

development of modem food retailing. The food retailing modernisation process has 

been primarily initiated and driven by Asian retail companies, led by the Japanese 

retailers. It was not until the early 1990s that the first Western food retailers sought to 

establish a presence in Malaysia, in response to the region's accelerating per capita 

income growth, urbanisation, western cultural and commercial influences, as well as 

the Asian economic crisis (The Star, 2002). Malaysia's traditional system of the 

supermarket is being rapidly left behind (but is still available, particularly in the rural 
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areas), overtaken by a new network of modern food retail outlets which are also 

creating their own brand, supply chains and distribution systems (e.g. Giant and Tesco). 

This new phenomenon means grocery shopping in Klang Valley may never be the same 

again. These days, Malaysian consumers, particularly in the urban areas, choose to do 

their monthly grocery shopping in the hypermarket, where they are provided with 

variety of choice and a wider selection of products including retail brand products. It is 

argued that to compete successfully in a global arena, supermarkets and hypermarkets 

must not rely so much on manufacturers' brands. They should move on by introducing 

and increasingly utilising what other foreign retailers do; that is producing and 

promoting retail brand products. Unlike hypermarkets, not all supermarkets in Malaysia 

opt for this innovation. Most of them continue to sell manufacturers' brands like before. 

4.5.1 Factors Influencing the Growth of Retail Brand Products 

As mentioned earlier, in Malaysia it was the hypermarkets that first started to 

venture into retail brands. Makro and Carrefour were the first stores to introduce 

retail brands in the middle 1990s. During the early 2000s, almost all major 

hypermarkets in Malaysia started producing their retail brands although the 

volume is extremely small. It was often difficult to find a retail brand in a store, 

and if it was in the store, not many customers were aware of the existence of 

these brands. Customers might assume that the retail brand was another 

manufacturers' brand. 
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However, in late 2003, circumstances changed. Within three years, the number 

of products which carry the retailer brand name has increased gradually. 

Hypermarkets started aggressively introducing this brand by offering more 

products either carrying their store name or another name or sign. The 

researcher herself noticed this, four observations from the month of January to 

April 2004. 

It would be interesting to find out what makes retailers in Malaysia introduce 

retail brands. Although the retailers themselves refused to be interviewed, the 

researcher believed that the best explanation is similar to that in the West. It was 

believed (from observation) that the introduction of these brands was made 

possible by joint collaboration with major suppliers. The researcher believes 

that two main factors have driven the increase in retail brands in Malaysia; the 

willingness of retailers and manufacturers to work together; and the willingness 

of consumers to consider buying retail brands. 
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McGoldrick (1984) and Morris (1979) argue that retailers venture into this 

market to get better or higher gross margins, more attractive prices, benefits of 

company image and possibly a quicker stock-tum. The researcher observed that 

almost all retail brands, with the exception of Makro (this is partly due to the 

unconventional! non-comparable size of packs) provide a slightly cheaper price 

compared to the manufacturers' brand, with an average price variation from the 

manufacturers' brand of -14% to -51% (see Exhibit 2.19). Obviously, 

manufacturers' brands carry the higher prices. This supports McGoldrick's 

(1984) and Morris's (1979) suggestions. 
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Exhibit 4.19 
Product an dp· R rice an :Yeo fR t ·1 B d e al ran s as c ompared to Manufacturer Brand 

Products Tesco-V Tesco Giant Carrefour Carrefour Makro* Manufacturer 
(2nd ) (3n1 

) (3nd) (2nd) (3nd) (2nd 
) 

Detergents: 
Liquid laundry 8.99 nfa 9.99 7.50 nfa 18.99 12.99 

deteraent (3L) (3L) (3L) (5L) (3L) 

Dish washing 1.49 3.49 2.59 1.90 nfa 8.99 4.49 

liauid (1L) (1 L) (1U (1L) (5L) (1U 
2.88 nfa 2.79 2.89 nfa 7.49 5.59 

Bleach (lL) (1 L) (1L) (5L) (1L) 
2.59 5.50 4.29 2.90 nfa 11.9 5.79 

Fabric softener (2L) (2L) (2L) (2L) (5L) (2L) 

Bath soap 1.90 nfa 1.00 1.20 nfa 0.99 2.25 

Multi-purpose 2.59 3.20 2.99 2.69 nfa 3.99 

cleaner (750ml) (500ml) (500ml) (1L) nfa (1 L) 

Household 
Cares: 
Facial cleaner 
tissue 4.45 nfa 6.99 8.80 nfa 7.59 B.89 

5.99 nfa 6.79 5.99 nfa 7.99 8.79 

Facial tissue (4x100) (4x100) (4x100) (6x100) (4x100) 

Kitchen rolls 4.99 nfa 4.99 4.50 nfa 5.99 6.80 

Bathroom 10.99 nfa 10.90 9.99 nfa 9.90 12.99 

tissues (4x100) (4x100) (4x100) (4x100) (4x100) 
25.99 nfa 26.89 17.60 nfa 28.35 34.99 

Babv diapers (M72) (M72) (M48) (M72) (M72) 

Grocery: 
Super local 14.59 25.90 16.99 13.68 nfa 14.85 28.99 

white rice (10kq) (10kg) (10ka) 110kq) (10kq) 110kg) 

Fried noodles 1.25 nfa 1.49 1.40 nfa 1.50 2.99 

Rice Noodles 1.00 nfa 0.99 1.00 nfa 0.85 1.19 

Light soya 
2.75 nfa 2.99 2.65 nfa sauce 4.95 5.39 

Sovasauce 2.95 nfa 2.99 2.65 nfa 14.7 3.19 
4.99 nfa 3.99 3.99 5.99 6.99 5.99 

Chip potatoes (1ka) (1kq) (1kq) (1kq) (2kQ\ (1kq) 

Sandwich bread 1.76 nfa 1.79 1.80 nfa 1.49 1.80 

EOQ·(30S) 6.45 nfa 6.69 6.81 nfa 6.75 6.89 

Cooking oil 11.29 nla 11.99 nfa nfa nfa 12.59 
(5ko) (Skg) (5kq) 

Coarse sugar 1.49 1.39 1.35 1.59 
(1 ko) nfa (1kg) (1kq) nfa nfa (1kg) 

Breakfast cereal 3.90 6.90 2.99 nfa 13.70 nfa 3.39 
(500g) (500g) (170g) (750g) (150g) 

Tea bags (1005) 
9.90 12.80 nfa 4.99 10.20 nfa 10.69 
0.75 0.99 1.09 8.50 1.79 

Mineral water (lL) nla (1L) (1L) nfa (1Lx12) (1L) 

Source: Personal observation, 2004 
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Additionally, it was noted that the growth of retail brand products in Malaysia 

was also due to the increased power of retailers as well as the rise of the concept 

of partnerships (The Star, 2002). It seems that collaboration between foreign 

hypermarkets and local organisations has successfully improved retail 

operations. Local suppliers seem to be very happy to work together with these 

foreign retailers as it can create a long-term relationship as well as securing 

earnings thus creating a win-win situation for both groups (The Star, 2002). 

These situations act as a platform for encouraging the development of retail 

brand products. As mentioned by Akio Morita from Sony Corporation (2002), 

"We don't ask consumers what they want. They don't know. Instead we apply 

our brain power to what they need. and will want. and make sure we're there. 

ready." 

Nevertheless, it is argued that without a contribution from the customers 

themselves, there is no assurance that retail brands can be promoted 

successfully in Malaysia. Although, until now, Malaysians were never exposed 

to anything other than the leading manufacturers' brands, it is believed that the 

availability of retail brands will somehow catch the attention of consumers. 

Presently, there are no facts or figures to illustrate how Malaysians think of 

these brands. 
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4.5.2 Characteristics of Retail Brands 

Generally, there are five aspects to look into when discussing retail brands in 

Malaysia. The first is the product aspect. Most of the hypermarkets offer retail 

brands that mirror the 2nd and 3rd generations of retail brands found in the West 

with the exception of Giant (see Exhibit 2.19). Giant offers only the 3rd 

generation of retail brands. It was observed that 2nd and 3rd (not all) generations 

of retail brands were concentrated most in commodity products or standard 

grade products that are basic and simple. These products are just as good as 

manufacturers' brands, but they may be less aesthetically appealing in terms of 

size, colour or texture. These products are usually packaged in simple wrappers 

and carry the name of the product (e.g. 'dishwashing liquid') as well as the 

brand of the product. This is usual among retailers who are in the early stages of 

retail brand development (McGrath, 1995). It was observed that most of the 2nd 

and 3rd (not all) generations of retail brands focus on an inexpensive, easy, low

risk purchase for the consumer; large volume markets; technologically simple 

markets; high profit margins; low levels of innovation and low levels of national 

brand advertising. Typical products are multi-purpose cleaner, dish washing 

liquid, liquid detergent, bleach, fabric softener, toilet rolls etc. that are easily 

obtainable from all hypermarkets and become a supplementary brand to the 

manufacturers' brands. 

Tesco and Carrefour, also offered 3rd generation retail brands in big category 

products such as breakfast cereals, which require slightly advanced technology. 
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Tesco and Carre four, for instance, offer various types of cereal that contain 

more innovative ingredients such as dried fruits and nuts. As a result, a direct 

comparison between products and stores cannot be made, as one cannot tell if 

Tesco's cereal is better quality than that of Giant and the manufacturer brands, 

as the products are different either in contents, weight, packaging as well as the 

technology used. Nonetheless, it was observed that product categories that carry 

both 2nd and 3rd generations of retail brands in the one store are very few. 

Perhaps these tactics represent a strategy used by the stores, to control the 

market as well as to provide a differentiated offer against their competitors. 

Tesco has a higher proportion of retail brand products and a more elaborate 

range. Retail brand products from Tesco stores are grouped into three 

categories: Tesco-Vallie (2nd
); Tesco (3rd

); and Tesco Finest (4 t
"). However, in 

terms of quantity, Tesco-Value is the most prevalent and Tesco Finest is the 

least available in the stores. Innovative products such as chilled ready meals and 

organic products that carry retailer brands are hardly seen in the stores although 

they are popular in the West. 

The second aspect is pricing. Although there are different generations of retail 

brands in Malaysia, generally retail brands share similar pricing features. They 

are basically low in price. This suggests that the characteristics of retail brands 

in Malaysia are similar to those in the West and consequently offer more choice 

to consumers and thus increase the store's revenue. Price comparisons between 

262 



retail and manufacturer brands reveal that Tesco-Value offered the greatest 

variation from manufacturer brand prices. In average these brands were offered 

at 51.7 per cent below the manufacturers' price, followed by Carrefour, 48.2 per 

cent and Giant, 33.7 per cent. However, since Malao considers itself as a 

warehouse club and not a hypermarket, their price is higher compared to 

manufacturers' brands as the products are in large sizes and quantities (See 

Exhibit 4.19 and 4.20). 

Exhibit 4.20 
p' C nee ompanson B t e ween M f t anu ae urers , B d d R t '1 B d ($RM) ran an e al ran s 

Makro Tesco-Value 
Products (2nd

) (2nd 
) 

I) Dish washing liquid 8.99 1.49 

2) Fabric softener 11.9 2.59 

3) Super local white rice 14.85 14.59 

4) Multi-purpose cleaner 12.00 2.59 

A verage to Manufacturer 
Brand (Ok) N/A* 51.7% 

Source; Personal observallon on January. February. March. and April 2()()~ • 
• Prices are higher due to nature of operation (sell in bulk) 

Tesco Giant 
(3'd) (3rd ) 

3.49 2.59 

5.50 4.29 

25.90 16.99 

3.20 2.99 

14.4% 33.7% 

Note: The above products were chosen as these are the only products that are comparable in all stores. 

Carrefour 
(2nd ) 

1.90 

2.90 

13.68 

2.69 

4R.2% 

Munufucturer 
Brund 

4.49 

5.79 

28.99 

3.99 

As for the trade name, observations reveal that Carrefour and Malao used non-

store brand name for their 2nd generation of retail brand products; such as ~ 

and Aro. According to Sullivan and Adcock (2002), these brands are competing 

with other brands without the support of the retailer's image. This strategy is 

vital to protect the retailer's image, as consumers may think that other 

manufacturers introduce the brand to the store rather than that the store sponsors 

the brand. However, Carrefour uses their store name (Carrefour) for 3rd 

generation retail brand products. Similarly, Giant uses its store name for its 3rd 
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generation retail brands, while Tesco use Tesco Value for 2nd generation, Tesco 

for 3rd generation and Tesco Finest for 4th generation retail brands. 

Given the benefits of having a leadership position in the market, the strength in 

its store name, as well as its intimate knowledge of the local market (The Star, 

2002); it is expected that Giant's retail brand can be considered the most likely 

to capture the market. Nevertheless, Tesco as a new player (in Malaysia) cannot 

be under-estimated as the store offers more advanced retail brands as compared 

to the other stores. 

In respect of the display aspect, the researcher also observed that most of the 

retail brands were placed alongside the manufacturers' brands, thus helping to 

enhance the brands. Retailers gave their retail brands a large amount of space 

and advantageous positions on their shelves, where customers could easily see 

them. This is similar to the UK market as Baltas (1998) also revealed the same 

phenomenon in the UK. Additionally, it was observed that Tesco sold retail 

brand items from special temporary displays. Often the retail brands were 

placed on both sides of an aisle thus offering a greater impact on consumer 

traffic patterns. 

The final aspect is motivational or promotional support slogans such as 'Cheap 

Gets Cheaper', 'The Bigger Deal' and the most popular one 'Shop Where 

Malaysians Shop' as well as 'Born in Malaysia' which really pushed customers 
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towards retail brands. These were the typical themes of promotion programmes 

offered by Tesco, Carrefour and Giant. It was observed that among all the 

hypermarkets, Giant was the most extensive promoter of their retail brand. The 

store employed both in-store display and adverts in major newspapers. Giant 

retail brand promotions can be seen almost every day in major newspapers. A 

description of each retail brand available in Malaysian hypermarkets can be 

found in Exhibit 4.21. 

4.6 Discussions and Summary 

Although today Malaysian consumers are more educated and marketing-savvy, the 

introduction of retail brands in the major hypermarkets offered many uncertainties. This 

is because, in general, Malaysian consumers depend on the influences that come from 

society, particularly in the situation where consumers may judge others or themselves 

based on the brands they use. It is therefore interesting to explore what Malaysians 

think of these brands, as customer perceptions are critically important. A retail brand 

product may meet objective performance criteria (i.e. validated by internal laboratory 

tests), but will only get credit if the consumer recognises (i.e. 'perceives') that the 

product delivers the benefits. It is difficult to predict how Malaysians perceive the retail 

brands that are currently available in major hypermarkets. Currently the attitudes and 

beliefs towards retail brands in Malaysia need to be investigated and this forms the 

general aim of this study. In the next chapter the Research Methodology of the present 

study will be discussed. 
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Exhibit 4.21 
Retail Brand Products in Malavsia 

Retail Brand Generation 

3'" generation 

(I SUGAR 

Type of 
brand 

·Own brand 

Gia nt 

Strategy 

• Me-too 
product 
·Cheapest 
price 

Objectives 

• Increase margins 

• Reduce 
manufacturers' 
power by setting the 
entry price 
• Provide choice in 
pricing 

• Enhance category 
margins 

• Expand product 
assortment i.e. 
customer choice 

.Build retailer's 
image among 
consumers 
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Technology Product 

·Technology • Basic and 
sti ll lagging functional 
behind market products 
leaders 

• B ig category 
• Simple products 
production 
process 

·Close to the 
brand leader 

Qualityl 
Imagel Buy 

due to: 

·Medium 
quality but still 
perceived as 
lower than 
leading 
manufacturers' 
brands 

·Secondary 
brand alongside 
the leading 
manufacturer's 
brand 

• Price is still 
important for 
buying 

• Price is still 
important for 
buying 

·Comparable to 
the brand 
leaders 

Approximate 
Pricing 

42.3 % below 
the 
manufacturer 
brand 

Supplier 

·National 



Exhibit 4.22 
Retail Brand Products in Malavsia 

~(~ 
2nd generation 

- 0 -
1· .... U. "' >M>11 

A.,"I'·'" 

~ ... ~: 
.-- H" , 

3"' generation 

·Own Label 

iW~c 

"Own brand 

Carrefour 

• Cheapest 
price 

• Me-too 
product 

·Increase margins 
• Reduce 
manufacturers' power 
by setting the entry 
price 
·Provide better value 
product 

• Enhance category 
margins 
·Expand product 
assortment i.e. 
customer choice 
"Build retailer 's 
image among 
consumers 
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"Simple 
production 
process 
'Basic technology 
lagging behind 
market leader 

"Close to the 
brand leader 

"Basic and 
functional 
products 
"Big category 
products 

·Big category 
products 

" Medium 
quality but still 
perceived as 
lower than 
leading 
manufacturers ' 
brands 
"Secondary 
brand alongside 
the leading 
manufacturer' s 
brand 
" Price is still 
important for 
buying 

·Comparable to 
the brand 
leaders 

"Value for 
money 

·57.7 % below 
the 
manufacturer' s 
brand 

4.6 % below 
the 
manufacturer's 
brand 

·National 

"International 



Exhibit 4.22 
Retail Brand Products in Malavsia 

"Own Label 

Aro 

"Product in 
large sizes 

"Increase margins 
• Reduce 
manufacturers' 
power by setting the 
entry price 
"Provide better 
value product 
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"Simple 
production 
process 
"Basic 
technology 
lagging behind 
market leader 

"Basic and 
functional 
products 
" One-off staple 
lines with a large 
volume 

" Medium 
quality but sti ll 
percei ved as 
lower than 
leading 
manufacturers ' 
brands 
"Secondary 
brand alongside 
the leading 
manufacturer's 
brand 
" Large size 
prod uct is the 
main criterion 
for buying 
"Value for 
money 

100.2 % higher 
than 
manufacturers' 
brand 

"National 



Exhibit 4.21 
Retail Brand Products in Malaysia 

TESCO 2nd genemtion 

3'" generation 

4'" generation 

"Own brand 

Tesco-Value 

·Own brand 

Tesco 

• Extended 
own brand 

Tesco Finest 

"Cheapest 
price 

· Me-too 
product 

• Value
added 

" Increase margins 
• Reduce 
manufacturers' 
power by setting the 
entry price 
"Provide choice in 
pric ing 

.. Enhance category 
margins 
• Expand product 
assortment i.e. 
customer choice 
· Build retailer's 
image among 
consumers 

· Improve image 
further 
·Differentiation 
• Enhance category 
margins 
• Increase and retain 
the client base 
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·Technology 
still lagging 
behind market 
leaders 

·Close to the 
brand leader 

• Innovative 
technology 

"Basic and 
functional 
products 

·Big category 
products 

• Image-forming 
product groups 
• Large number 
of products with 
small volume 
(niche) 

"Medium 
quality but still 
percci vcd as 
lower than 
leading 
manufacturers ' 
brands 
·Secondary 
brand alongside 
the lead ing 
manufacturer' s 
brand 
• Price is still 
important for 
buying 

· Comparable to 
the brand 
leaders 

" Value for 
money 

• Same or 
better than 
bmnd leader 
• Innovative 
and different 
prod ucts from 
brand leaders 
• Better and 
unique products 

66.8% lower 
than I · National 

manufacturers ' 
brand 

22.3 % below 
than I • International 

manufacturer 
brand 

· 19.7 % higher 
than I • International 

manufacturers ' 
brand 



CHAPTER FIVE 

Research Methodology 

Choosing a suitable technique for data collection in research is not a simple task. As 

reported in Chapter One, the main aim of this study is to build an understanding of how 

Malaysians view retail brand products particularly in the hypermarket sector. This 

chapter therefore presents the research methodology employed in this study in more 

detail as well as underlines problems that may occur while conducting the study. It is 

argued that the most important consideration in this chapter is whether the chosen 

method of data collection can be operationalised in the preferred environment, that is 

consumers in a hypermarket setting. This implies creating a method that best captures 

the criteria needed in the study as well as matching the needs of the respondents. For 

that reason, this chapter will focus on methodologies that aim to explore the Malaysian 

consumers' perceptions of retail brand products. The remainder of the chapter will 

include issues such as choice of research method, data gathering procedures, sampling 

techniques, as well as research instruments that the researcher believes suitable for the 

study. In order to identify the appropriate method for the study, it is important to first 

understand the objectives of the study. 

5.1 The Research Objectives 

The aim of this research is to understand and appreciate how consumers view retail 

brand products in Malaysia. This is important because ................................ . 
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' ••. nothing is so powerful as an insight into human nature, what compulsions drive a man, 
what instincts dominate his actions, even though his language so often camouflages what 
really motivates him. For if you know these things about a man you can touch him at the core 
of his being' 

Bill Bernbach, 
(Building Brands, 2003) 

If retailers fail to monitor the market, customers will drift away and this will allow 

competitors to grow stronger. Accordingly, the main objectives of the study as stated in 

Chapter 3 are 

• Objective One: To investigate consumer perceptions o/retail brand attributes 

from the Malaysian consumers' point o/view. 

~ Which brand attributes have most influence on consumer perceptions of 

retail brands? 

To do this, consumers' attitudes toward retail brand products will be examined for 

four different brands within two hypermarkets namely; Giant brand from Giant 

hypermarket and Tesco and Tesco Value's brands from Tesco hypermarket plus a 

manufacturers' brand. Giant and Tesco are among the top hypermarket chains in 

terms of local market share and carry retail brands. Therefore they should be 

representative for this study. It is crucial to find out what consumers think of these 

brands, as retail brands are new in the local market. Tesco-Value represents the 

second generation of retail brand development, Giant and Tesco brand represent the 

third generation of retail brand development. A leading manufacturers' brand will 

also be included in the study to identify any differences in perceptions that may 

occur between the three retail brands and the manufacturers' brand. This may affect 

the overall perceptions of retail brand products, as some claim that Malaysia is a 

market dominated by manufacturers' brands. In addition, Ailawadi and Keller 
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(2004) argue that the manufacturers' brands carried by retailers influence 

consumers' evaluation of retail brands. 

The perceptual criteria (brand attributes) to be measured are grouped into six broad 

areas. These areas emerged as important factors from the literature review. The six 

broad areas are quality (quality, reliability and ingredients), value (value for 

money, worth the money and good bargain), risk (financial and social), extrinsic 

cues (price and packaging), familiarity and popularity. Although Baltas (1998) 

reveals that the impact of recent quality and image improvements in retail brand 

products remains unexplored; this fourth generation of retail brand product cannot 

be included in the present study, as in Malaysia the third generation of retail brand 

is considered to be the latest retail brand available. 

• Objective Two: To examine if the consumer-shopping situation (planned 

purchase of retail brand versus unplanned purchase of retail brand) and 

consumer-shopping motivation affects perceptions of retail brands' attributes. 

~ Do situational factors such as buy brand as planned and buy brand 

unplanned, as well as consumer motivation affect consumer perceptions 

of retail brands' attributes? 

The literature review suggested that situations and motivation factors would 

influence consumer behaviour and perceptions. For one specific situation this 

objective could explore the impact of situation on perceptions of retail brands. 
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• Objective Three: To investigate the overall perceptions of consumers on the 

development of retail brand ranges in Malaysia. 

);> What do Malaysians think of this brand type as a whole? 

Do consumers have positive attitudes towards retail brand products as an 

innovation? The results will act as an indicator of the future or potential market, 

thus underpinning the retail operators' strategies particularly the hypennarket 

chains that to date are promoting manufacturer brands. 

• Objective Four: To examine the effects of the situations and motivation for 

grocery shopping on overall perceptions of retail brand ranges. 

);> Do consumer situation and consumer shopping motives influence 

consumer overall perceptions of retail brands? 

As mentioned in the literature review (Piacentini et ai., 2001; Dawson and Sparks, 

1985), consumers may shop for several reasons, such as functional and non

functional tasks. These objectives explore whether situation and motivation 

influence the overall retail brand perceptions. 

• Objective Five: To examine whether store image affects the perceptions of 

retail brands' attributes. 

);> Does store image affect consumer perceptions of retail brands' 

attributes? 

It is important to examine whether store image offers significant effect on the 

individual retail brand attributes as revealed by the previous studies (the more 
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favourable the image of the store, the greater the likehood that consumers will shop 

and buy from the store). 

• Objective Six: To examine the effects of store image on overall perceptions of 

retail brand ranges. 

~ Does store image affect the consumers' overall perceptions of retail 

brands? 

It is important to examine whether store image affects consumer overall perceptions 

of retail brands particularly in Malaysia where store image and loyalty is considered 

less important. 

• Objective Seven: To examine the effects of store image on cOllsumer 

shopping motives. 

~ Does store image affect consumer-shopping motives? 

It is important to examine whether store image influences consumer shopping 

motives. Do the same issues about the role of store image identified in the literature 

apply in Malaysia as in the West? 

Accordingly, the above objectives lead to the following research propositions 

• The first proposition is that the different types (stages) of retail brand could 

influence the perceptions of retail brand attributes. Thus, consumer 

perceptions of the importance of different retail brand attributes vary 

depending on the generations of retail brand products. Therefore 
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PI: Consumers will attach significantly different perceptions to the 

attributes of different types (generations) of retail brands. 

• The second proposition is that consumer situations (planned purchase of 

retail brand versus unplanned purchase of retail brand) and consumer 

shopping motivation may affect perceptions of retail brands attributes'. 

Consequently; 

• 

• 

P2i: Consumers will hold significantly different perceptions of retail 

brands attributes' depending on the consumer-shopping situation; 

P2ii: Consumers will hold significantly different perceptions of retail 

brands attributes' depending on the consumer-shopping motivation. 

The third proposition deals with how Malaysian consumers perceive retail 

brands, as a whole; which is critical to the future development of retail 

brand ranges particularly in hypermarkets in Malaysia. As such; 

P3: Malaysians will hold positive attitudes towards the overall perceptions 

of retail brand ranges, regardless of store brand. 

The fourth proposition is that consumer situations (planned purchase of 

retail brand versus. unplanned purchase of retail brand) and consumer 

shopping motives may affect consumers' overall perceptions of retail brand 

ranges. Thus 
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P4i: There will be a significant relationship between consumer situations 

and consumers' overall perceptions of retail brand ranges. 

P4ii: There will be a significant relationship between consumer shopping 

motives and consumers' overall perceptions of retail brand ranges. 

• The fifth proposition is that store image may effect perceptions of retail 

brands attributes'. Consequently 

• 

• 

P5: Consumers will hold significantly different perceptions of retail 

brands' attributes depending on the store image. 

The sixth proposition is that store image may effect the overall perceptions 

of retail brands. Therefore, how consumers perceive store image will 

influence the consumers' overall perceptions of retail brand ranges. Thus 

P6: There will be a significant relationship between store image and 

overall perceptions of retail brand ranges. 

Finally, the last proposition of this study is that store image may also 

influence consumer-shopping motives, as store image is an important aspect 

in motivating consumers to shop at a store. Therefore 

P7: There will be a significant relationship between store image and 

consumer shopping motives. 

In order to achieve the above objectives and explore the research propositions, 

the approach or design of the study needs to be carefully planned and organised. 
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For this study, the main concern of the researcher is to decide whether to select 

a qualitative or quantitative research design. The decision of whether to choose 

only one approach is also critical. It is argued that although a qualitative 

research study may be challenging and time-consuming, it is an important 

option as it gathers specific information about the subject before any 

conclusions can be drawn. This is particularly important when the study is set 

up in new surroundings, where the study is considered new to the community, 

thus established appropriate research method can be very important for any 

researcher. While a quantitative research design on one hand, offers one-time 

measurement by describing the answer to the questions being set-up in the 

study, on the other hand, a large and representative sample size is invaluable in 

helping a researcher understand the peculiarities of buying behaviour 

particularly in another country. However, elements of both designs can be used 

together in a mixed-method (combining method) approach in order to provide 

more information than what could be obtained by using either one alone 

(Parasuraman, 1996) (see Exhibit 5.1). 

The strength of mixed method analysis is particularly helpful when conducting 

social research (http://www.mapnp.orgllibrary/research/research.htm).Itis 

important to note that the differences between the two methods are not absolute 

and are often a matter of degree. However, in general, qualitative research 

generates rich, detailed and valid (process) data that contribute to in-depth 

understanding of the context in which the phenomenon under study takes place. 
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Conversely, quantitative research generates re liable population-based and 

generalisable data. Due to the above reasons, the present study will uti lise a 

combination of qualitative (through mini focus groups) and quantitative 

(through structured questionnaires) methods in order to facilitate the present 

study (see Exhibit 5.2). 

'ype o esearc 1 e 1 

Exhibit 5.1 
T fR I M tI od 

Method II Overall Purpose 

S 

II Advnntages II hnllcnges 

-can complete anonymously 
-inexpensive to admini ter -mi ght not get carefu l feedback 

IWhen needed to quickly and/or 
QUESTIONNAIRES, 

easy to compare and analyse -wording can bias c1icnt's re ponses 
!easily get lots of information -admini ter to many people -arc impersonal and SURVEYS, rom people in a non threatening -can get lots of data in urveys. may need sampling expert 
way -many sample questionnaires already - doesn't get full story 

exist 

When want to fully understand -get full range and depth of -can take much time 
someone's impressions or information -can be hard to analyse and compare 

J TERVIEWS xperiences, or learn more about -develops relation hip with client -can be costly 
hislher answers to questionnaires -can be Oexible with client -interviewer can bias cl ient's respon es 

-get comprehensive and hi torical -often takes much time 
~hen want impression of how information -info may be incomplete 

DOCUMENTATION pperates without interrupting the; -doesn't interrupt programme or -need to be quite clear abou t what looking 

REVIEW from review of applications, client's routine in programme for 
finance, memo , minutes, etc. -information already exists -not Oexible means to get data; data 

-few biases about infonnation restricted to what already exists 

To gather accurate information 
-can be difficult to interpret seen behaviors 

view operations of a programme a -can be complex to categorise observation 

OBSERVATIO 
labout how a programme actually they are actually occurring -can inOuence behaviours of programme 
operates, particularly abou t -can adapt to events as they occur part ici pant 
processes -can be expensive 

!Explore a topic in depth through 
-quickly and reliably get common 
impression 

jgr0up discussion. e.g .. about can be efficient way to get much -can be hard to analyse re pon es 

I 

FOCUS GROUPS 
eactions to an expenence or range and depth of information in -need good facilitator for safety and closure 

sugge tion, understanding short time -difficult to chedule 6-8 people together 
common complaints, etc.; useful can convey key information about 
in evaluation and marketing !programmes 

fT 0 fully understand or depict 
Iient's experiences in a 

tprogramme, and conduct -fully depicts client's experiences in -usually quite time- consuming to collect, 
!comprehensive examination programme input. process and re ults iorgani se nnd describe 

CASE S11JDIES Ithrough cross com pari on of powerful mean to portray represents depth of information, rather 
ases programme to outsiders than breadth 

-
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Method Overall Purpose I Adv~)ntages ~ Cha llenges 

research development (one approach 
is used to inform the other, such as -reaching beyond ingle methods and single 
iusing qualitative -research to develop studies 
Ian instrument to be used in -posing the right re earch question (i .e. 

iwhen intending to complement 
COMB INING ~uantitative research) ' how much' and 'how and why') 

strength and weaknesses from -increased validity -developing trategies for 
Iboth methods -complementary omparing/evalu ating different data and for 

-creating new lines of thinking by the econei ling contradiction 
emergence of fresh per pecti ves or -extending learning throu gh a programme 

ontradietions 

(http://www.mapnp.orglilbrarylresearch/research .htm) 

Exhibit 5.2 
Summary of Multi-Step Process in Consumer Survey 

Focus Groups ~ 
Ste I 

Compared Variables from mini 
focus groups and from previous 

studies ~ Step2 

r,:::::=====::::::::J._ L, 

Iof combined methods of research 

~tep6 
Analysis (Research Aim): 
Consumers' Perceptions of 

Retai l Brand Products 

Additionally, as suggested by Peat et al. (2002) and hurchill (1979), such a 

multi -step process will al10w the researcher to develop valid and re li able 

measures for a market where the study is carried out. 
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5.1 The Research Design 

Examination of previous studies reveals that many research methods, while less 

directed than the survey and mail interview (methodologies that are usually 

used in retail brand studies) (see Appendix 4), were considered inappropriate 

when a study is considered to be in the initial stage of investigation. Most of the 

previous studies were conducted when 

.:. Retail brand products were new to the market and consumers; 

.:. (Although some of the studies were conducted some time after the 

introduction phase) consumers may have had mixed feelings towards the 

products attributes; and 

.:. Most importantly there was no exposure of the brand from the media 

prior to customer purchase decision. 

Therefore, the researcher believed that for the present study, a first stage was 

required to investigate consumer knowledge, views and general attitudes 

towards retail brand products. This was achieved by using the 'mini focus 

groups method'. By using this method, the researcher was able to record the 

consumer's thoughts and ideas on the subject under study at a fundamental and 

descriptive level before a final questionnaire was produced (Tashakkori and 

Teddlie, 1998). This allowed identification and consideration of the priority 

issues for consumers before further investigation took place. 
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5.2.1 Focus Groups Method 

Focus groups are a projective method in which a group of individuals is 

interviewed regarding an area of research interest (Krueger, 2000, 1997; 

Templeton, 1994). These projective methods are said to work because 

they provide information that is 'gut-level', or intuitive in nature. 

Although the focus group methodology suffers from contextual 

limitations such as 'groupthink' and 'groupshift' (Kjcldal, 2002), that 

can influence the contribution made by individuals to the discussion, and 

can affect the group decision process in several ways; focus groups 

provide information unique to particular consumers, including needs, 

motivations and self-perceptions, which are relevant to everything they 

do (Kjeldal, 2002; Green et al., 1988). 

When discussing perceptions of retail brand product attributes'; the 

motives behind buying the brand; and the image of the stores where 

customers buy the brand; attention must be given to the tendencies 

towards groupthink and groupshift. Both groupthink and groupshift can 

distort the information obtained so that a representative and accurate 

dialogue is not achieved. For instance, groupthink is a phenomenon 

wherein the pressure for group conformity causes individuals to provide 

responses that will not deviate from the group consensus and, in a focus 

group discussion, individuals, may not provide information of a critical 

nature, if this appears to go against information provided by other group 
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members. Groupshift occurs when the tendency of the overall group to 

be more or less conservative or risk-taking causes the group to take a 

position on an issue that is actually more extreme (either conservative or 

risk-taking) than anyone individual in the group would take 

individually. This may cause focus groups to move the discussion to 

extreme positions or viewpoints that may not accurately reflect the 

views of particular individuals in the group. 

Given the collective values in Asian societies, where the achievement of 

an instant group dynamic is very difficult to gain (Robinson, 1996), the 

current study will utilise mini focus groups. Krueger (2000, 1997) 

identifies mini-focus groups as containing four to six people per group. 

For the current study, four mini focus groups consisting of five 

participants from each of the stores in Malaysia were chosen (four stores 

x five participants). Furthermore, according to Robinson (1996), a mini 

focus group is considered the best collective comfort level for Asian 

participants. The participants chosen for the mini focus groups included 

both prospective and past purchasers of retail brand products. 

Since the study employed an 'on-location focus groups technique' 

(Krueger, 2000), participants were approached using a purposeful 

sampling technique. In purposeful sampling, sample size depends on 

what the researcher wants to know, what is at stake and what can be 
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done within existing resource constraints. Samples must be judged on 

the purpose of the study and samples should be pulled for that purpose. 

In this sense, purposeful sampling can be quite valuable, especially as a 

device for identifying or initially exploring potential issues or 

characteristics of interest (Patton, 1990). Purposi ve sampli ng is very 

useful in situations where the researcher needs to reach a targeted 

sample and get the opinions from the target population quickly (Patton, 

1990). There are sixteen types of purposeful sampling but for the present 

study, 'convenience sampling' was used. Convenience sampling is used 

in exploratory research where the researcher is interested in getting an 

inexpensive approximation of the truth. As the name implies, the sample 

is selected because they are convenient. This non-probability method is 

often used during preliminary research efforts to get a gross estimate of 

the results, without incurring the cost or time required to select a random 

sample (www.statpac.com/surveys/sampling.htm. 2003). 

To reduce the effect of groupthink and groupshift, participants were 

asked to be as open-minded as possible. Participants were encouraged to 

act for her or him self and not to be influenced by other members of the 

group, as the discussions were not intended to please either any of the 

participants or the stores concerned. Therefore participants were asked 

to discuss the topic freely without any obligations. Five main issues 

(related to the objectives) namely: the general attributes of retail brand 

products; when consumers buy retail brand product; where and why they 
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shop at the selected store; what image does the selected shop portray and 

finally their overall attitudes toward retail brand products were discussed 

in detail. 

The study was carried out in the food COUlt inside the respective stores 

and refreshment was provided. The discussions were tape recorded and 

transcribed. The transcriptions were carefully analysed and resulting 

patterns or themes examined thoroughly in order to understand the 

current topic. The focus groups were scheduled for the first week of 

December 2003. 

Once the subject matter was identified, responses and opinions were 

compared to the existing scales used by previous researchers (e.g. see 

Appendix 3, 4, and 5) in order to look at consistency factors. The most 

frequent attributes were then chosen as survey items. 

5.2.2 The Design of the Questionnaire 

In general the questionnaire was designed to enhance communications 

between the researcher and respondents. However, it is noted that there 

are three major points to be considered in designing questionnaires; the 

information being sought, why is it needed and how will the results be 

analysed. The questionnaire for this study was structured in such a way 

that it corresponded with the objectives of the study. 
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5.2.2.1 Identification of Items 

As mentioned earlier, four focus groups consisting of five 

participants from four stores were invited to the nearest exclusive 

cafe to participate in a discussion (see Exhibit 5.3). An 

introduction and the purpose of the study were explained and 

then participants were asked to list any attributes/features that 

they sought from retail brand products. Questions such as 'what 

do you think of retail brand products' were used. A few samples 

of retail brand products from the respective stores were shown to 

the participants prior to this exercise. Here, the facilitator (the 

researcher) had to give a few examples such as the "quality" of 

the product to stimulate conversation. This discussion was then 

followed by other items such as 'when do you buy retail brand', 

'what makes you buying retail brand product from this store', 

and finally 'what do you think or believe about the image of the 

store' where they normally shop. 

Exhibit 5.3 
F G Se' ocus .roup SSlons 

Stores Date Time Volunteered 
Participants 

Giant. USJ 27/12/2004 12.00pm 4 women and 1 men 
Tesco, Klang 28/1212004 1O.00am 3 women and 2 men 
Makro. Cheras 29/12/2004 5.00pm 3 women and 2 men 
Carrefour, 30/1212004 11.00am 3 women and 2 men 
Wangsa Maju 
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All four groups successfully identified and composed an item pool 

for the study. The final items chosen were based on the frequency 

of individual attributes being mentioned in the discussion (Exhibit 

5.4). It was observed that most items chosen for store image 

corresponded with the work of Burt and Carralcro-Encinas (2002) 

particularly on store character and store reputation. Therefore, it 

was decided to employ only two dimensions of store image namely 

the concept of store character and store reputation introduced by 

Burt and Carralero-Encinas (2002). As for shopping motives, it was 

observed that the items introduced by Jarrat (1996) best 

corresponded with the focus groups' views. However, a few items 

from Jarrat (1996) and Burt and CmTalcro-Encinas (2002) were 

replaced by items or phrasing produced in the focus groups' 

discussion. This is essential as the new items/wording reflected the 

current views of shopping motives and store image expressed by 

Malaysian consumers (see Exhibit 5.4). 
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Exhibit 5.4 
The Items Obtamed from Mini Focus Groups 

General Attributes of Retail Brand Products: 

Quality: 
~ Poor Overall QualitylExcellent Overall Quality 
~ Poor Overall Reliability/Excellent Overall Reliability 
~ Overall Low Grade Ingredients/Overall High Grade Ingredients 

Value for money: 
~ Poor Value For Money/Excellent Value For Money 
~ Not Worth the Money/Worth the money 
~ Does Not Appear to be A Good Bargain/Appears to be a Good Bargain 

Extrinsic Cues: 
~ Expensive!Reasonable Price 
~ Poor Packaging! Attractive Packaging 

Risks: 
~ High Money Risk/ow Money Risk 
~ Not liked Among FriendslWell-Liked Among Friends 

Familiarity 
~ Less Familiar Brand/Most Familiar Brand 

Popularity 
~ Less Popular Brand/Most Popular Brand 

When do you buy retail brand products? 

~ I buy brand .......... during my monthly shopping. 
~ I buy brand ............. when I cannot find my regular hrand. 

What motivates you to shop at the selected hypermarket? 

~ I shop at this hypermarket because the hypermarket carries varieties of 
products. 

~ I shop at this hypermarket because the hypermarket offers good quality of 
products. 

~ I shop at this hypermarket because the hypermarket's personnel are 
friendly. 

~ I shop at this hypermarket because the hypermarket's salespeople are 
approachable. 

~ I shop at this hypermarket because the hypermarket provides ample 
parking facility for its customers. 

~ I shop at this hypermarket because the hypermarket always communicates 
its shopping information to its consumers. 

~ I shop at this hypermarket because the hypermarket is an attractive place 
to shop for my grocery shopping. 

~ I shop at this hypermarket because the hypermarket is always up to date in 
its store display. 

~ Shopping for grocery products at this hypermarket is always exciting. 
~ The reason why I shop at this hypermarket is because the hypermarket is 

clean and tidy 
~ I shop at this hypermarket because the hypermarket decor is attractive. 
~ I shop at this hypermarket because the hypermarket offers excellent 

atmosphere. 

287 



What imaffe does the selected hypermarket portray? 

~ In my opinion this hypermarket projects a modern image. 
~ The hypermarket serves the middle class consumers. 
~ The hypermarkets approach suggests it is a world-class retailer. 
~ The hypermarket conveys a reliable image. 
~ I have total confidence in this hypermarket. 
» I find the hypermarket portrays a responsible image. 
~ I believed that the hypermarket would never let me down. 

Five items were generated by the focus group sessions for the 

overall perceptions and attributes of retail brand product ranges. 

The items produced here were not intended to explore any of these 

issues in detail, but simply to identify customers' overall 

perceptions about the introduction of retail brand products in 

Malaysia (see Exhibit 5.5). It was noted that overall participants 

agreed that the introduction of retail brands in Malaysia would 

bring more advantages to consumers, although several participants 

could not offer an opinion due to their unfamiliarity with retail 

brand products. 

Exhibit 5.5 
The Items for Overall View of Retail Brand Products Ranges 

Overall Perceptions of Retail Brand Products 

»Overall, I am very positive about the introduction of retail brand products in this 
hypermarket. 

»Overall, retail brand products can fulfil my own and family needs. 
»Overall, retail brand products offer more choice to customers. 
»Overall, I will surely suggest this brand to a friend or family member to check 

out. 
» I will surely buy retail brand products if the store offers more of this brand in 

this store. 
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Although studies revealed that demographic variables are an 

insignificant factor in segmenting the retail brand market (Baltas, 

1998; Kono, 1985; Szymanski and Busch, 1987; Murphy and 

Laczniak, 1979; Zbytniewski et al., 1979; Burger and Schott, 1972; 

Myers, 1967), it was argued that for the 'new' Malaysian market, 

explanation of demographic variables was important and six 

demography questions were employed in the study. 

Sex was considered to be a relevant variable on the basis that 

women and men have been distinguished with regard to their 

attitudes towards shopping particularly in grocery shopping 

behaviour (Rafiq and Collins, 1996). Moreover, the social roles of 

women and men have been suggested to influence their perceptions 

of different attributes in retail brand products (Mitchell, 1998). 

Age was included as a variable following Prendergast and Marr, 

(1997) and Neidell et al. (1985) who illustrated that older age 

groups were more likely to purchase retail brand products. 

Since the Malaysian market is made up of three major races 

(Malay, Chinese and Indian) it was felt that race might be a 

significant variable for the study. Furthermore, it was noted that 
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little empirical research (if any) has directly examined the 

perceptions of retail brand products specifically by using race. 

Marital status, asking respondents for information about the 

number of people in the household and household income, were 

chosen as variables as Dick et al. (1995) in their study revealed that 

married and larger households seemed to be more likely to confine 

their purchases to retail brand products. They also noted that 

differences in financial pressures might pm1ially determine retail 

brand proneness. 

Finally, education level was included because Omar (1996) in his 

study of grocery purchase behaviour claimed that retail brand 

buyers were low in terms of socioeconomic status particularly in 

education levels, housing patterns and occupation. Housing patterns 

and occupation were not included in the study for several reasons. 

First, it was concluded that housing patterns and occupation of 

respondents could be observed by looking at the respondent's 

household income as a whole. Secondly, all stores involved in this 

study were located in the residential areas where three major types 

of housing; double storey terraces (the majority), flats and semi 

detached or bungalows were the main types of housing patterns 

available. 
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5.2.3 Selection of Product Category 

It is not an easy task to decide which product categories are suitable for 

the study. The researcher had first to list all the potential products before 

presenting them to the focus groups for further discussion and selection. 

Several factors must be considered such as the availability of product in 

every store, the suitability of the product bearing in mind the research 

method, as well as the objectives of the study. The selected product must 

also correspond to the various stages of the development of retail brand 

products in Malaysia. For the present study, the mini focus groups chose 

dish washing liquid/washing up liquid from two stores (namely Tesco 

and Giant). These represent the 2nd and 3rd forms of retail brand products 

respectively (see Appendix 8). This enabled the findings to be evaluated 

from different perspectives (or stages of retail brand development). 

Furthermore, most prior research has been conducted with grocery 

products taking into account this class or type of brand (Hoch, 1996; 

Richardson., 1994 and Bellizzi., 1981). 

A prompt was used during the interview process. Respondents were 

asked to evaluate the products by looking at the physical aspects of the 

product: such as the packaging, brand name and the overall presentation 

of the products. The reason why the study employed such an approach 

was due to the fact that retail brand purchasing decisions are made 

mostly at the shelf (Heisley, 2001), where consumers' decisions are 
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made with reference to the brand's packaging, name and presentation. 

These three factors endow emotional benefits similar to manufacturers' 

brands at a lower price (Heisley, 2001). In order to prevent bias, the 

price tags of each product were taken off during the evaluation period. A 

dish washing liquid/washing up liquid from a manufacturer brand (Good 

Maid) was included to provide a reference point. Currently Good Maid 

brand is the number one washing brand. 

5.2.4 Selection of Survey Sites 

Initially, it was intended to have four hypermarkets participate in the 

study using data collected from the 'Big Four' hypcrmarkets in the 

Klang Valley area. The study was confined to the stores located in the 

four main areas in Klang Valley: USJ Subang Jaya, Wangsa Maju, 

Cheras and Puchong. These locations were chosen because they offered 

a high population density and a high degree of competition (Siwar 

Chamhuri and Kasim, Mohd Yusof, 1997). Each area contained at least 

two hypermarkets, which trade for 77 hours per week. However, due to 

difficulties in gaining access to the stores, Carre four and Makro were 

withdrawn from the study. The two stores remaining in the study were 

Giant and Tesco, located at USJ Subang Jaya and Puchong. 
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5.2.5 Questionnaire Construction 

The key issue in the questionnaire structure was interest building. It is 

believed that questions that may increase a respondent's interest should 

be asked at the beginning of the questionnaire. The first page of the 

questionnaire was devoted to a covering letters explaining the purpose of 

the research. The questionnaires itself contained six sections (A, B, C, 

D, E, and F). 

5.2.5.1 Section A 

This section dealt with Objective One of the study, which is, to 

investigate consumer perceptions of retail brand attributes. This 

section dealt exclusively with how consumers viewed the brands. 

Respondents were shown the four brands before they were 

allowed to answer questions no 1 to 4. Respondents evaluated 

the brands with respect to the packaging, the brand name and the 

overall presentation of the brands by means of a 7-point Likert 

Scale. This procedure was repeated until all four brands (Giant, 

Tesco, Tesco-Value and manufacturers' brand) were presented. 

5.2.5.2 Section B 

Consumer situations were assessed using two items which 

consisted of buying a specified brand as a routine during monthly 

shopping (planned) and buying the brand during spontaneous and 
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impromptu, or in other words, emergency situations (unplanned). 

These two situations were drawn from the focus groups. 

Respondents were requested to choose the appropriate brand that 

corresponded to the given situations. 

5.2.5.3 Section C 

To address partial of Objective Two and Four, which is to 

determine what factors motivate grocery-shopping behaviour and 

see if this underlies differences in the perceptions of retail brand 

grocery products, respondents were requested to indicate their 

level of agreement with statements about what motivated them to 

purchase products from their selected store. This was achieved 

by using a 7-point Likert scale across 16 questions. 

5.2.5.4 Section D 

Section D was intended to respond to Objective Five, Sixth and 

Seven, which is to recognise the contribution of store image to 

the perceptions of retail brand attributes, overall retail brand and 

consumer shopping motives. Again a 7-point Likert scale was 

used to measure level of agreement with statements about store 

image variables relating to store characteristics and store 

reputation. 
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5.2.5.5 Section E 

This section dealt with overall perceptions of retail brand 

products. Five questions were constructed to measure how 

consumers feel about the concept of retail brand as a whole. 

5.2.5.6 Section F 

Potentially sensitive questions such as a respondent's 

background information were asked towards the end of the 

questionnaire. Six demographic-based questions were prepared 

and presented to the respondents. 

5.2.6 Wording of the Questionnaire and Response Format 

In order to avoid problems of validity and reliability that can arise from 

a store-intercept survey technique, the following issues need to be 

considered: the instructions need to be brief, clear, and easy to 

understand; the questions need to be concisely, simply worded and 

should not be ambiguous; and finally the questionnaire must not be too 

long (Gates and Solomon, 1982). The reason is simple; consumers on 

shopping trips are usually in something of a hurry. Therefore the time 

taken for the questionnaires should not be more then 30 minutes. 

Attempts were made to tackle the above issues. Careful attention was 

paid to the phrasing of instructions and questions. Additionally, the 
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participants from the focus groups were asked to read and check the list 

of items before leaving the cafe. The researcher then checked and 

compiled the final draft of the questionnaire before it was distributed for 

the pilot test. 

The decision to use Likert-type scales throughout (apart from questions 

pertaining to consumer situations and background information on the 

respondents) was made because they were an appropriate means of 

collecting the required data as well as a way of simplifying the 

questionnaire for respondents. Nevertheless, there was a risk that this 

advantage might be cancelled out by poor validity arising from a 

tendency to respond to all questions in a certain direction. To address 

this issue, most researchers invert some statements from positi ve to 

negative or intersperse questions that refer to similar topics of interest. 

However, it is debatable whether there are good reasons for using such 

methods, so neither of these techniques was employed in this study. This 

is because Barnette (200 1) revealed that there are negative effects in the 

use of negatively worded survey stems. He argues that reliability is 

negatively influenced when such items are used. He then concludes that 

using response sets that go in bi-directional patterns is a better 

alternative to the use of negatively worded statements (Barnette, 2001). 
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5.2.7 Translation 

With multiple cultures and languages, the Malaysian market presents 

special challenges to the researcher. Issues such as questionnaire 

translation need to be carefully addressed. It is argued that 

questionnaires need to be administered in the principal national 

language, and for that reason, should be translated into the Malay 

language. The use of the appropriate local terms is particularly important 

when administering an interview, which is conducted directly with 

customers. The researcher worked closely with the Centre of Language 

in University Teknologi MARA specifically with Bahasa Malayu 

Department and provided support to the research assistants involved in 

data collection to ensure that the appropriate local tenns were used. 

For the present study, the initial translation of questionnaires into the 

national language was followed by a back-translation into the English 

language version so as to check the adequacy of the translation. In this 

case, a lecturer who teaches English as a Second Language in University 

Teknologi MARA assisted with the back-translation. It is noted that 

even good local translations often need to be further modified during pre 

testing to ensure that questions are asked clearly and consistently. For 

that reason, pilot tests were carried out. 
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5.2.8 Pilot-testing 

The term pilot study is used in two different ways in social science 

research. It can refer to so-called feasibility studies, which are 'small 

scale version(s), or trial runes), done in preparation for the major study' 

(Polit et al., 2001). The reason why we conducted a pilot tcst for our 

instruments was to get feedback from respondents regarding how easy or 

hard the measure was to understand and complete, and to get 

information about how the testing environment affected the respondent's 

performance (Baker, 1994). It also examined whether the questionnaire 

behaved in the way it should. thus reducing the measurement error 

whether random or systematic. One of the advantages of conducting a 

pilot study is that it may give advance waming about where the main 

research project could fail, where research protocols may not be 

followed or whether proposed methods or instruments are inappropriate 

or too complicated. In the words of De Vaus (1993) "Do not take the 

risk. Pilot test first." There are several important reasons for undertaking 

a pilot study (see Exhibit 5.6). 

Exhibit 5.6 
Reasons for conducting pilot studies 

• Developing and testing adequacy of research instruments 

• Assessing the feasibility of a (full-scale) study/survey 

• Designing a research protocol 

• Assessing whether the research protocol is realistic and workable 
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• Establishing whether the sampling frame and technique are 
effective 

• Assessing the likely success of proposed recruitment approaches 

• Identifying logistical problems which might occur using 
proposed methods 

• Estimating variability in outcomes to help determining sample 
size 

• Collecting preliminary data 

• Determining what resources (finance and staff) are needed for a 
planned study 

• Assessing the proposed data analysis techniques to uncover 
potential problems 

• Developing a research question and research plan 

• Training a researcher in as many elements of the research 
process as possible 

Source: De Vaus, D.A, (1993), Surveys in Social Research (3r<l edn.) 
London:UCL Press 

To ensure that the questions in the study were understood as intended 

and to assess the feasibility of the survey approach, the questionnaire 

was tested twice in two different stores where the general demography 

differed slightly. This mini pilot testing was conducted on Sunday 28 

December 2003 at Giant hypermarket, located at Shah Alam, and 

secondly on Sunday 4th January 2004, at Tesco, Damansara. The 

questionnaires were distributed to 10 shoppers to discuss the questions at 

length and to asses whether the questions were clearly worded and easily 

understood; which elements needed to be included in order to provide an 

answer to the specific aspects of the research; and whether the 

respondents' responses were as intended by the researcher. This is 
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particularly important when measuring subjective concepts such as 

attitudes and motivations (www.da-group.co.uk/geoff/research.htm). 

The mini pilots were carried out in both hypermarkets at 2.30 p.m. on 

the above dates. Shoppers were approached as they left the store in 

which they had completed their grocery shopping. 

Once corrections had been made, the questionnaires were ready for 

major pilot-testing. Major pilot studies were carried out using the same 

procedures as in the mini pilot studies. But this time a larger sample of 

respondents was used. The corrected questionnaires were then 

distributed as to test-retest for consistency in response as well as to 

confirm criterion validity, which will increase the validity of the 

research instrument. These questionnaires were distributed to 30 

respondents from each (total n = 60) store (Giant, Shah Alam and Tesco, 

Damansara). Should the questions be misunderstood and responded to 

differently by the respondents. they would be considered to be of low 

reliability. Conversely, should the questionnaires be understood and 

record similar responses, this would indicate that the questions were of a 

high degree of stability and reliability (Kirk and Miller, 1986). For this 

reason, the researcher herself carried out these pilot interviews. 

Apart from the above, pilot testing was also carried out as a means to 

compute sample size for the study. The sample size was determined by 
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using the confidence interval approach where three factors are needed in 

order to come up with a proper sample size for the study. The factors are 

the amount of variability believed to be in the population, the desired 

accuracy and finally the level of confidence required in your estimates 

of the population values (Burns and Bush, 1998). The formula is as 

follows:-

where 

n = the sample size; 

z =the level of confidence; 

s = variability indicated by an estimated standard deviation; and 

e = the amount of precision or allowahle error in the sample estimate of the 
population 

The results from the 60 respondents in the pilot testing revealed that the 

target sample size for the present study was 956. This is based on the 

calculation below 

n = (O.789lo.96l 

= 956 respondents 
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However, since the study was to be conducted in two hypcrmarkets, it 

was decided that 1000 respondents were appropriate, where each store 

would have 500 respondents (two stores N=IOOO). 

5.2.9 Questionnaire Design-Revised 

An analysis of the 10 responses from the mini pilot testing showed that 

questions 1 to 4 from section A, questions 16 to 19 from section Band 

questions 22, 26 and 28 from section C should be rephrased to collect responses 

more meaningfully. One additional question in section C was needed to see 

whether shopping for grocery was also seen as a family outing. This was 

essential as in Malaysia all hypermarkets provide huge food courts for their 

shoppers. The question 'shopping for grocery in this Izypermarket also meaflS 

an outing for my family members' was therefore created (see Exhibit 5.7). 

Following that, the questionnaires were presented to domain experts to check 

the content validity for the attitude or behaviour of consumers with regard to the 

study (Carmines and Zeller, 1991). Discussions with knowledgeable individuals 

from the retailing area allowed final perspectives or opinions to be taken into 

account before the final questionnaires could be produced and distributed. In 

this study, the researcher submitted the questionnaires to the researcher's 

supervisor before distribution to the respondents in Malaysia. 

Based on the pilot testing, some questions were re-structured, based on the 

following (see Exhibit 5.7) and were tested again in the major pilot testing 
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exercise. T he resul t from the major pil ot testing revea led that the question naires 

were understood and responded to according to the research objectives, wi th an 

average evaluat ion index (a = .84). 

Exhibit 5.7 
Questionna ire Deslgn-R . d eVlse 

Questionnai:. Decision Needed Action Requi red 

AI- 4 To change the words 'Financial Modify the words 'Financial ri sk' to 'Money 
ri sk' risk' 

Al-4 To change the words 'Soc ial Modify the words ' Social ri k' to ' Well-liked 
ri sk' among friends' 

6 To change the word 'Popular Modify the words ' Popular brand ' t 
brand' 'Confidellce ill Ilse' 

B6 To change measurement scale Modify the Likert scale t Open ended: 

from Likert scales to Open Which of the 4 brand CA, B, and D) would 

ended 
you buy during your month ly hopping and 
which of the 3 brands would you buy when you 
cannot find your regular brand? 

C I2 To change the sentence '1 shop Modify the sentence to ' ( shop a t the 
at the store because the store's hyperma rket because it provides fast ervicc 
personnel are fri endly' a t checkouts ' 

C1 6 To change the sentence '1 shop Modify the sentence to ' J shop a t the 
at the store because the store is hyperma rket becau e it is located at a 
attracti ve place to shop for my convenient location ' 
grocery shopping' 

LJ To change the sentence Modify the sentence to ' ) shOI) a t the 
'Shopping for grocery products hypcrma rket because the tore always offers 
at the store is always exciting' special sales ' 

C22 To add one more question on To add que tion on 'shopping for grocery in 
shopping as leisure for fami ly this hyperma rket a l 0 means an outing for 
members. my fa mily members' 
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5.2.10 Measurements and Scaling 

The first determination in any survey design is 'what is to be measured?' 

Although research questions will inform what will be investigated, they usually 

do not say anything about the measurement of that concept. Since the present 

study is concerned with consumer's perceptions, behavioural attitude 

measurement should be employed. 

Attitudes are enduring patterns of belief, which are believed to be predictive of 

behaviour. So if someone expresses a generally positive attitude about a certain 

product, then it might be expected that that person would be highly likely to buy 

the product or in other words have positive perceptions about the product. 

Although attitude scales bear a superficial resemblance to questionnaires, they 

are actually closer to standardised tests, and as such have undergone more 

rigorous development and evaluation of reliability and validity (Bryman and 

Cramer, 1994). There are several types of attitude scales but the most common 

are the Likert, Semantic Differential and Thurstone scales (Bryman and Cramer, 

1994). The present study will employ only the Likert and Semantic Differential 

scales which are somewhat faster and easier to understand and less time

consuming (Bryman and Cramer, 1994). 

Likert (1932) reveals that summated ratings are one of the most widely used 

methods for measuring attitudes. This approach is commonly called the Likert 
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method (Downey et al., 1998; Anastas i, 1982). A Likert scale enables a number 

of statements, both positive and negative to be produced. However, in thi s case 

rather than aslUng for simple 'agreement' or 'disagreement ' with the item 

(Thurstone scale), the respondent is provided with a range of possible 

responses, such as; 

Overall I am very positive to the introduction of retail brand product in this 
hypermarket. 

Strong/v Disagree Disagree SOlllehow Disag ree Neil/lei" Agree or Disagree 501111'1101\' Agree Agree Strollgly Agree 

1 2 3 4 5 6 7 

This type of scale uses a 7-point scale ranging from strongly disagree, disagree, 

somehow disagree, neither agree or disagree, somehow agree, agree, strongLy 

agree to rate respondent' s attitudes . Respondents will have to indicate their own 

attitudes by checking how strongly they agree or disagree with the statement 

given. Variants of the Likert-scale exist that use any number of points between 

three and ten. 

Seven-point Likert scales were used for the majority of que tions In the 

questionnaire. An example is provided in Appendix 9. The 7-point scales were 

chosen as it was more suitable for multi -variate analysis (the analysis of 

several variables simultaneously than smaller ranges (e.g. 5 points) 

(www .bellomyresearch.comJdefinition .htm)( www.c1 rgr.cf.ac.ukJpublication /0 

dpm/appendixa.pdD ( Sprott and Shimp 2004; Dodds et al ., 1991). Furthermore, 

7 -point Likert scales give the study, the ability to make finer distinctions in the 

measurement of attitudes. Survey researchers have argued that the number of 

scale points for responses should be able to capture the expected (and real) 
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distribution of attitudes. Going from five points to seven meaningfully increases 

the researcher's ability to capture that distribution 

(www.karlalbrecht.comlarticles/smdesign.htm). The most likely difference 

between 5 and 7-point Likert scales is the capturing of variation. Capturing 

variation is a significant factor when measuring certain items such as attitudes 

feelings, beliefs, likes, dislikes, etc. However, the wider the scale (7 -point 

Likert scales), the more variation that is captured. The more variation that is 

captured, typically the more accurate, reliable and useful the results will be, 

assuming the study is actually measuring what the researcher wishes to measure 

(www.researchinfo.comloldforuml archive28/messages12793.html) (Sage books 

_ Quantitative Applications in the Social Sciences). 

A Semantic Differential scale is a series of seven-point bipolar rating scales. 

Bipolar adjectives, such as dull and interesting, anchor both ends of the scale. A 

weight is assigned to each position on the rating scale; traditionally scores are 

7, 6, 5, 4, 3, 2 and 1 (see Section A, questions 1 to 4 in Appendix 9). Both 

scales are Likert and Semantic Differential ordinal type scales. 

The demographic information collected in the present study was in the form of 

nominal scales, for example, questions under Section F (see Appendix 9). This 

nominal scale will be considered as a 'true' scale since it only assigns numbers 

for the purpose of categorising attributes or characteristics. The nominal scale 

does not express any values or relationships between variables. Labelling men 
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as ']' and women as '2' (which is one of the most common ways of labelling 

gender for data entry purposes) does not mean women are 'twice something or 

other' compared to men. Nor does it suggest that 1 is somehow 'better' than 2 

(as might be the case in competitive placement). 

5.2.11 Person-Administered Store-Intercept Survey 

Once the questionnaire was ready for distribution, the researcher needed to 

identify which of the three common ways of obtaining primary data was most 

relevant to the present study. These are survey, observation and experiment 

(Green et al., 1988). The current study employed survey techniques, as this is an 

important medium for listening to consumer opinions and beliefs (Green et ai., 

1988) besides there are various benefits offered by this method (see Exhibit 

5.8). Surveys are the most widely used method of data collection in academic 

and commercial marketing research (Green et al., 1988). Moreover, survey 

research may play a critical role in providing the necessary information for 

guiding a retailer's development of new retailing strategies. Survey research 

methods are normally associated with descriptive research, where the primary 

objective of descriptive survey methods is to provide specific facts and 

estimates from a large (and therefore potentially 'representative') sample of 

respondents. This can help researchers to 

.:. Make accurate predictions about relationships between market 

factors and behaviours; 

.:. Gain meaningful insights in understanding the relationships and 

differences; and 
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.:. Verify and validate the existing relationships. 

Surveys are also sometimes called 'cross-sectionaL' studies or surveys of cross-

sections of populations. 

Exhibit 5.8 
Advantages 0 fS urveys 

Because questions are preset and organi sed in a particular arrangemen t on a 
questionnaire, survey methods ensure that all respondents are asked the same 

Standardisation questions and are exposed to the same response options for each question . 

The administration of surveys is much simpler than other interviewing 

Ease of Administration methods. Questionnaires may be filled out unattended 

Ability to Tap the Survey questions such as what, why, how and who help to uncover ' unseen ' 
'Unseen' data. We can inquire about a situation and gain an under tand ing of the 

situation. 

Statistical analysis , both simple and complex , is the preferred mean of 

Suitability to Tabulation achieving thi s goal and large cros -sectional urveys perfectly complement 
and Statistical Analysis these procedures. Computer software is avai lable for analysing survey data. 

Because survey involve large numbers of re pondents, it is relatively easy to 
Sensitivity to Subgroup 'slice' up the sample into demographic group or other subgroup and then to 

Differences compare them for market segmentat ion implicat ions 
, 

(Source: Adapted from vanous Marketmg Research Technique s books) 

A person-administered store-intercept involves what the name implies; 

intercepting consumers in a store at random and conducting the 

interview right on the spot (Churchill , 1992; Green et aL ., 1988). The 

interviews were conducted outside the store entrance whereby shoppers 

who are on their way out of the store were approached and asked to take 

part in the survey. The study was conducted in a 'high-traffic' 

environment where crowds of pedestrians passed by. This eliminated 

travel costs and allowed easy implementation. The most important 
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advantage of this technique was the presence of an interviewer who 

could interact with the respondent (see Exhibit 5.9). While the average 

standard response rate for mail surveys is 50 per cent and for telephone 

surveys is 60-70 per cent, face-to-face surveys generate over 80 per cent 

response rates (http://opal.msu.montana.cdll/ghayncs/colirscs). 

Compared to other methods such as in-home (door-to-door) and 

telephone, person-administered store-intercept surveys offer cost and 

control advantages (Gates and Solomon, 1982) and yet still expose the 

study to a large target population. It is also considered the most flexible 

and versatile method (Bruwer et ai., 1996) providing complete and in

depth responses (Bush and Parasuraman, 1985). 

Store-intercept techniques permit the use of various types of equipment 

to initiate response (Gates and Solomon, 1982). In this study the use of 

retail brand packaging (see Appendix 8) was used to stimulate the 

context effects of the study as closely as possible. It is argued that if the 

respondents are presented with the real packaging of the products, more 

accurate attitudes can be measured in response. For example, would 

consumer perceptions of retail brand products be affected if the 

respondents were to think of store image issues when doing their 

shopping? In addition, the researcher also needs to ensure that all aspccts 

that would be accessible in real shopping behaviour are also accessible 
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In the survey so as to enhance the quality of response and minimi sing 

perceived errors (Wanke, 1997 and Sudman et at. , 1996). 

Exhibit 5.9 
Ad t fP van ages 0 erson-Ad .. t d S mIlliS ere urveys 

Feedback It allows a two-way communicati on between the interviewer and the 
respondent. The interviewer is in a position to recognise and react to 
nonverbal indications of confusion on the part of the respondent. 

Rapport Personal interviewers can build rapport with re pondents who are 
initially di strustful or suspiciou . 

Quality control Personal interviewers may be used to ensure respondents are select d 
correctl y. 

Adaptability Personal interviewers can adapt to respondent differences. That is, 
adapt to respondents' need and styles. 

Use of product The respondents can be shown complicated stimuli such a product 
prototypes concepts, product prototypes, video lypes, storyboards and the li ke. 

Speed or accuracy Techniques for speeding up the intervi ew or making it les tedious can 
be employed. 

(Source: Adapted from Gates and Solomon, 1982) 

Additionally, three main reasons contributed to the re earcher's choice 

of person-administrated store-intercept interviews as the urvey method 

in this study. These included the researcher's resources and objectives, 

the respondent ' s characteristics and fin ally the characteri stics of the 

questions being asked by the researcher (see Exhibit 5.10). The selected 

respondents were shown three types of retail brand packaging from two 

hypellnarkets and one manufacturers ' brand before they responded to 

the questionnaires given. These were important prompts, as discllssed 
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above. It is also argued that a store-intercept survey is not a random 

sample of a given trade area, but rather a random sample of customers. 

As such , it is believed to be a powerful tool in determining the spending 

patterns of the store 

(www.thestrategicedge .com/Services/consumer.html ). H wever, Murry 

et at. (1989) argue that, without careful monitoring, the technique is 

potenti ally open to selection errors particul arly in obtaining a 

representative sample of the target population. onsumers may refuse to 

participate in the study for various reasons. To reduce such err rs an 

incenti ve was given to each selected respondent once they agreed to 

participate in the study. It is argued that by usin g a gift, th selected 

respondents will be stimulated to respond to the survey. If a s leeted 

respondent refused to participate in the study, th researcher had to 

approach another selected respondent. This was repeated until the 

desired number ofrespondents was fulfilled. 

Exhibit S.10 
Factors Determining Person-Administrated Store-Intercept 
Interview as S Mtl urvey e 10 d 

Factors Effects 

Researcher 's resources and Survey data coll ection time hori zon, budget and des ired 
objectives quality of data coll ected needed 

Respondent's characteristics Incidence rate, willingness to parti cipate, ability to 
participate, di versity o f respondents needed 

Characteristics of questions T he use of real packaging 
asked by researcher 

(Source: Adapted from vanous Markellng Research Techniques books) 
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5.2.12 Population and Samples 

In most social research, the main interest is more than just the people who 

directly participate in the study. The researcher would like to be able to talk in 

general terms and not be confined only to the people who are in the study. The 

researcher is more interested in generalising specific groups. The group where 

generalisation can be gained is often called the population. For this study, the 

group where generalisation can be made will be identified as the Malaysian 

consumer. This is the group that the researcher wishes to sample. 

Since one cannot question all the possible sources of information (every person 

in population), one must sample from the population to estimate what the actual 

situation of interest is in the population as a whole. The whole purpose of using 

sampling is to obtain information about the entire population when it is not 

possible or feasible to measure every element in it. The researcher hopes the 

items in the sample will give the present study accurate information about the 

whole population (see Exhibit 5.11). 

Sampling is a difficult multi-step process and there are lots of places where the 

researcher can go wrong. As the researcher moves from each step to the next in 

identifying a sample, there is the possibility of introducing systematic error or 

bias. For instance, even if the researcher is able to identify perfectly the 

population of interest, he or she may not have access to all of the population. 

Even if the researcher does, he or she may not have a complete and accurate 
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enumeration or sampling frame from which to select. Following thi he or she 

may not draw the sample correctly or accurately. Finally, shou ld the researcher 

achieve this , potential respondents may not all participate. Therefore ne can 

say that sampling is a very difficult issue to deal with. 

Exhibit 5.11 
Sampling Terminology 

Who do you want to generali se to? THE THEORETICAL POPULATION 

THE STUDY POPULATION 

How can you get access to them? THE SAMPLING FRAME 

Who is your study? THE SAMPLE 

5.2.12.1 The Sample 

Since the present study utilised a person-administered st re-intercept 

survey, the population of interest for this study included individual who 

shop at the stores at which the fieldwork was carried out. Therefore, the 

store's customers would be the basis for the sampling frame. 

Consequently the sample of this study will be defined as 'adult active 
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grocery shoppers who are responsible for the final purchase decisioll '. 

It comprised both male and female shoppers who considered themselves 

as primary purchasers as well as decision makers. Although many past 

studies have concentrated on females or housewives as respondents (see 

Appendix 4), it is argued that for the Malaysian market it is useful to 

have both male and female shoppers as long as the final purchase 

decision is made by them. 

5.2.12.2 Sampling Techniques 

Once the sampling frame has been identified, the next question is which 

sampling technique is the best for the current study? Although many 

retail brand studies employed random sampling techniques (see 

Appendix 4), the way to determine who comprises the sample depends 

on a number of factors such as the availability of and access to the 

individuals in the representative group; the availability of resources to 

use in the selection of the sample; the availability of time and finally the 

technical expertise of those involved in the data collection (see Exhibit 

5.12). In this present study, it was decided that systematic sampling 

corresponded best with the objectives of the study and offered 

comprehensiveness, probability of selection and efficiency (Fowler, 

1993). Systematic sampling is more precise than simple random 

sampling as it covers a more even spread of the population. Moreover, 

systematic sampling; 
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};> Offers easier perfonnance than simple random sampling; costs 

may be lower per unit to sample; 

};> It is often much easier to train personnel in its use; sampling 

protocol may be more easily foHowed; 

};> Can give more infonnation per unit of cost than simple random 

sampling as the sample is spread out more unifonnly over the 

population. This is often important when sampling in space or 

time; 

};> Can be used when the frame is not known prior to sampling. The 

frame is constructed as the sample is taken. 

(http://www.stat.lslI.edli/facu Ity/moscr/cxst70 12/systcmat.pd 0. 
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Exhibit 5.12 
Survey Sampling Techniques 

Sampling I How I Advantages 

Systematic 
Sampling 

Simple 
Random 
Sampling 

Strati fied 
Random 
Sampling 

Cluster 
Sampling 

• A list of the members of the target population is S· I Imp e 
compiled. 

• A name on the list is chosen as a starting point. 

• Every kth name, depending on the desired sample 
size, is selected for inclusion in the sample. 

• A list is compiled of the eligible participants in each Simple, but 

group. takes more 

ti me and 
effort than 

• Each name is assigned a sequenti al number, 
beginning with O. 

systemati c 

• The first name is selected by po inting to a number on sampling 
the random number table and matching the digits to 
the appropriate name on the li st. 

• Beginning with that chosen number, the names 
included in the sample until the des ired number is 
satisfied are those whose numbers match the 
sequential li sting of numbers on the random number 
table. 

• Proportional random sampling allows for the sample 
to be taken u ing simple random sampling for each of 
the subgroups (for example, male and female), 
according to their representation proportionately to 
the entire group. 

• Equal allocation stratifi ed sampling is used when the 
same percent of the group members is selected fro m 
each group, using simple random sampling, 
regardless of the total size of the group . 

• Entire groups, not individuals, are selected to 
participate in the data collection. 

• Simple random sampling is applied to the 

Sample 
represents 
each 
subgroup. 

Effi cient for 
large 
numbers 

representati ve 'clusters' to select the clusters in which Do not need 
all members will participate. names of 

individuals 

(Source: www.st atpac.comisurve~slS3mplmg . h!l!!. 2(03) 

Disadvantages 

• The sample may not be 
representati ve because 
of the ordering of the 
originalli sl. Not 
everyone ha an equal 
chance of being 
selected. 

• ubgroups w ithin the 
target population may 
not be represent ed in the 
simple random sample. 

• May be difficult to 
determine characteri stics 
of indi viduals t class ify 
them appropriately in 
spec ific strata. 

• The increased 
li kelihood over other 
sampling technique of 
ri king a less 
repre entative sample 
than des ired. 

In a study of bias in shopping mall-intercept surveys, Bruwer et al. 

(1996) argued that systematic sampling techniques provided the ideal 
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sampling procedures for human populations in store surveys, that 

included controls for location and time ( udman, 1980). This t chnique 

also allows the results to be applied to the Malaysian population a a 

whole (see Exhibit 5.13) . 

Exhibit 5.13 
Choice Points in Sampling Design 

Is represent a ti veness o f 
sample c riti ca l for the 

stud y? 

~ 
~ 

Yes I l No I 
Choose one of the 

probability 
sampling des igns 

If pu rpose of 
study mainly is for 

III GENERA LIS A R ILITY II 
I 

I J, I 
Choose simple hoo c cluster 

r.mdom 
C hoose 

sampl ing if not 
sampling enough $ 

syste matic 
sampling 

-'-
(Source: Adopted from Sakaran, 2002) 

5.2.12.3 Sampling Size 

Although research textbooks propose different sample si ze for 

quantitative research there is still no definite answer to the question : 

'how many is enough ?' Some say that if the population size i 400-600, 

about 50 per cent should be chosen through the application of a 

sampling technique. For larger populations, 20 per cent of the total 
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number is an appropriate size. However, with 1,500 or more in the 

population, a sample size of 300 is considered adequate 

(www.michigan.gov/mdcd, 2003). Lewison (1997) suggested that a 

sample size of between 400 and 500 was in most cases satisfactory, 

while Sakaran (2002) reveals that for every million population, a sample 

size of 384 was considered to be good enough. Crouch (1984) preferred 

a minimum sample size for a survey to be around 300-500 respondents. 

However, sample size can be determined by various constraints (such as 

cost-basis. arbitrary, conventional and statistical analysis approach) 

(Bums and Bush, 1998). For example, the funding available may pre

specify the sample size. When research costs are fixed, a useful rule of 

thumb is to spend about one half of the total amount for data collection 

and the other half for data analysis. However, inadequate numbers of 

respondents may result in insignificant effect or outcome for the study 

(Sakaran, 2002). This constraint influences sample size, as well as 

sample design and data collection procedures (Salant and Dillman, 

1994). Due to the above reasons as well as cost and time constraints, it 

was decided that only 500 respondents per store would be considered 

sufficient and adequate for the study. It was believed that using a large 

number of respondents would enable the results to be more meaningful 

and significant for the study (see section 5.28). 
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5.2.12.4 Data Collection 

A sample of one thousand respondents was divided between the two 

hypennarkets. Each hypennarket had around 500 respondents to be 

interviewed for the study. As neither hypermarket could or would 

provide a demographic breakdown of customers (sampling frame), a 

systematic sample of 500 respondents in each hypermarket was 

generated from customers leaving the stores. The researcher chose 

respondents by selecting one unit on a random basis and choosing 

additional elementary units at evenly spaced intervals until the desired 

number of units was obtained (Salant and Dillman, 1994). Through 

observation of the stores, in order to get a proportionate number of 

shoppers, the next selected respondent was fifteen consumers after the 

first respondent. 

In order to have a wide range of respondents to select from as well as to 

reduce time-based selection error, it was decided that respondents would 

be chosen equally from 10.10 am till 7.30 pm from Monday to Friday 

from every hypennarket concerned. During Saturday and Sunday, the 

number of respondents chosen was higher due to the higher number of 

customers and longer hours for interviewing (see Exhibit 5.14). 

Since sample control has always been the big issue in store-intercept 

surveys, as the characteristics of consumers visiting the store varies by 

season, week, month, even time of the day (Bruwer et al., 1996) and 
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frequent shoppers versus occasional shoppers (Dillon et al., 1990), it is 

believed that the selection method was be able to counter such 

occurrences. Additionally, this technique was supported by Dupont 

(1987), as he reveals that • .... most 'casual' mall samples are fairly self

weighted on the dimension of time sampling, so long as interviewing is 

carried out over a period of at least a week'. This technique was 

employed in the two hypermarkets concurrently until all 1000 

respondents had been interviewed. It was estimated that at least one 

month was required in order to get an adequate number of respondents 

for the study. 

For both the Likert and Thurstone scales, the reliability of the scales 

tends to increase with the number of items. However as the number of 

items in a scale increases so the time taken to complete the instruments 

will also increase and this may demotivate the respondents. There is no 

hard and fast rule to determine the final number of items in a scale and 

this will reflect the nature and complexity of the attribute being assessed. 

Generally fewer than 20 items may reduce reliability unacceptably, but 

more than 30 will begin to demotivate the respondent (Bryman and 

Cramer, 1994). Since the present study employed questionnaires, the 

researcher decided to offer a token that costs approximately RM2.00 to 

ensure respondents were in a motivated state when answering the 
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question, as well as providing an appreciation to the respondents who 

participated in this study. 

Exhibit 5.14 
The Distribution Schedule 

Day Time 1O.1Oam-12.30pm I 2.10 -4.30pm 5. 1 0-7.30pm 
I 

Monday 5 respondents I 5 respondents 5 respondent I 
Tuesday 5 respondent I 5 respondents 5 respondents 

Wednesday 5 respondent I 5 respondent 

Thu 5 respondents 5 re pondent 5 re pondents 

Friday 
I 

5 respondents 
II 

5 respondent 5 respondent 

I Dayffi11le II 9. 1 Oa11l-12.30a11l II 2.1O-5.30pm 6.10- 9.30pm 

I Saturday I 
8 respondent 9 re pondents 8 re pondent I 

Sunday 8 respondents 9 re pondents 8 re pondents 
I 

Four interviewers selected from final year MBA student of University 

Teknologi MARA were trained to conduct the interviews. They were 

chosen because they had research and field work knowledge prior to the 

present study. Subsequently, these four trained interviewer were briefed 

before the interviews so as to minimi se measurement enor (interviewers' 

biases) . Two interviewers were stationed at the store exit in the two 

different stores (Giant and Tesco) concunently. They approached every 

fifteenth customer who left the store with grocery bags or a trolley. The 

customer was first asked to participate in the study . If they agreed to 

participate, the interviewers ushered them to the nearest food court for 

the interview session where refreshment wa provided. If they declined, 
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the interviewers concluded the session by expressing appreciation and 

proceeded to the next fifteenth customer. The participants were 

presented with a token immediately. This was important to motivate 

them to participate and thus increase the response rate. 

During the interview session, the interviewer's role was to guide the 

participants by showing them the four sample products, interpreting the 

questions and filling in the customer's responses (person-administcred

questionnaire). This technique was chosen because it enabled the 

interviewees to develop self-confidence during the interview session 

(see Exhibit 5.5). One of the problems of person-administered surveys is 

that the interviewer may be a source of bias (Bruwer et aT., 1996). This 

is particularly problematic when the respondents are in hurry and were 

with their family or children. In this instance, a copy of the questionnaire 

was given to respondents during the interview session. This allowed the 

respondents to respond spontaneously to the questions while the 

interviewers filled in the questionnaires on behalf of the respondents. 

After the interview sessions were finished, the interviewers thanked the 

respondents for their assistance and support; and the copy of the 

questionnaire was returned back to the interviewers. 

The average duration for each interview was approximately 30 to 35 

minutes. It is argued that 30 to 35 minutes is considered appropriate in 
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creating the same level of involvement and the same amount of thinking 

that is present while respondents engage in their grocery shopping. 

Interviewers followed the procedure and approached customers based on 

the schedule in Exhibit 5.10 until the desired number of 1000 

respondents was completed. Although, the interview period is 30 to 35 

minutes per respondent, time consideration must also be given to those 

who refuse to participate in this study. This is because, once they decline 

to participate, the interviewers have to start the process all over again by 

choosing the next fifteenth consumer to compensate for the declining 

respondents. Upon completion, the interviewers were paid with a 

nominal sum of money for each completed questionnaire. 

5.2.12.5 Source of Sampling Error 

There are several other possible sources of error in this study, which are 

probably more crucial than theoretical calculations of sampling error. 

These include refusal to be interviewed (non-response) due to time 

constraints or customers being accompanied by young children or older 

people as well as demographic constraint particularly with regard to 

race. It is difficult or impossible to quantify the errors that may result 

from these factors. Nevertheless, these groups of customers are not 

completely absent from the sample although they are probably under

represented. 
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5.2.12.6 Survey Schedules 

Although most consumer surveys are designed to produce a desired 

number of interviews usually during month-end or during a three-day 

interviewing period (Thursday, Friday and/or Saturday) (Blair, 1983); 

the present study, covered the whole month of February 2004 (see 

Exhibit 5.14). This permitted both frequent and occasional consumers to 

participate in this study. Thus the researcher believed that selection bias 

and time-based selection errors were reduced. 

5.3 In-Store Observations 

It is believed that in order to facilitate the study as well as to understand how 

Malaysians behave while shopping in the store with regards to retail brands, 

several in-store observations need to be carried out. It is believed that the in

store observations offer detailed explanations on how Malaysian respond 

towards retail brand products. In addition, the researcher will be able to capture 

the first-hand look at behaviour of Malaysian shoppers and this will allow a 

close involvement with the group understudy as customers activities in the 

stores were viewed as they are actually occurring. Nevertheless, observations 

were also being made with regards to store activities. This is important as it 

gives researchers an overview of how and when the promotional activities of 

retail brand products take place. Four observations took place from the month of 

January to April 2004 from three hypermarkets (Tesco, Giant and Carrefour). It 

was noted that consumers' behaviour towards retail brand products in month of 
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January, February, March and April 2004 varied. The same was observed with 

regards to the store activities for all three hypermarkets with regards to retail 

brand in store promotional activities. Products and price ranges from all 

hypermarkets were also written down for comparison purposes (see Exhibit 

4.19). 

It was noted that during the period of observation, consumers not only ignored 

the existence of retail brands in the stores, but they also did not buy the brands. 

During the second and third visits to all stores, the researcher noticed that 

Tesco, Giant and Carre four were aggressively promoting their retail brands 

(unlike in the West). Interestingly, in her fourth observation, the researcher 

noticed that quite a few customers were searching around the stores, looking for 

retail brands. This was surprising, as this situation had never happened during 

the earlier observations. 

5.4 Limitations of the Methodology 

Although the researcher tried her best to provide the study with a suitable 

methodological approach a number of compromises were needed which, while 

offering some advantages, may also act as limitations to the study. 

The decision to use a quantitative approach to this study was justified earlier in 

this chapter (section 5.2 and 5.2.1). Nevertheless, the use of a questionnaire 

implies a number of inherent limitations, specifical1y where the variables are 

attempting to measure individual attitude or behavioural concepts. Although all 

325 



items were derived from focus groups as well as from the previous studies, 

individual interpretations of these items are bound to differ to a certain degree. 

With regard to the indicators of perceptual attributes, where evaluations were 

made based on the look, name (brand) and overall presentation (packaging) of 

the products, this was considered appropriate with the objectives of this study as 

retail brand in Malaysia is still at an early stage of development and thus not 

many customers may have noticed the brands. The researcher believed that the 

use of packaging that included the 'image, visual appearance or look' of retail 

brand packaging in the study provided information more easily and thus brought 

richness to the understanding of the consumer's attitude (Heisley, 2001). It 

allowed the respondent a lot of interpretation that could be considered important 

in disseminating a respondent's attitude. It is an instant and constant research 

technique that has the potential to crystallise data and penetrate respondents in a 

way that no other method can. This technique is essential particularly in 

perceptual processes and human culture 

(www.spinworks.demon.co.uklpub/visual.htm).Inaddition.itis believed that 

the visual memory of packaging can be synonymous with the brand and image 

that retailers tried to portray (Steiner and Gosse, 2003). Consequently, the use 

of packaging helped consumers to recognise and differentiate retail brand 

products from other brands (e.g. manufacturers' brand). This approach allowed 

the researcher to give guidance and clear direction to respondents to enable to 

answer the questions according to the objectives of the study. 
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The decision to carry out the study at only two hyperrnarkets is also a limitation 

to this study. It does not mean that this study lacks rigour or that theoretical 

output cannot be generated. It simply relates to the fact that these two stores 

granted the researcher the permission to conduct the study outside their 

premises. Due to the above reasons, it is believed that care must be taken in 

making wider interpretations from the findings later in the thesis. 

Finally, it was observed that the situation in the hyperrnarket does change very 

fast with regards to the introduction of retail brand products. The researcher 

realised that during first month of her observations (December, 2003). there 

were not many retail brands offered in the store, thus restricting the use of point 

of sale in the stores to manufacturers' brands. In the second observations 

(January, 2004), it was noted that many retail brand products were used as 

display items at the point of sale thus enhancing the brand to the consumers. In 

February 2004, although not many consumers asked for the brand. at least there 

were a few consumers who were walking around the store searching and asking 

for the brand. This situation surprised the researcher. Since the data collection 

was made during the month of February, 2004; the results are time specific and 

might change in a few months later, as it is predicted that there will be even 

more consumers asking, buying and using retail brands. 
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5.4 Discussions and Summary 

This chapter starts out by describing the approach adopted in this study and 

presents the research objectives. It explains why a consumer survey was chosen 

and the context in which the survey was carried out. Acknowledging that there 

are inconsistencies in the findings from the previous studies of retail brand 

products particularly from a consumer point of view, the 'focus group 

technique' has been chosen to underline and confirm the major variables used in 

this study. To minimise problems arising from the' store-intercept tech1lique't a 

systematic random sample was employed in order to reduce selection error as 

well as time-based selection error. The remainder of the chapter explained the 

details involved in the development of sampling techniques, questionnaire 

design, measurement scales, translating, pilot testing, data analysis as well as 

the schedule of the study. In the next chapter the Analyses, Results and 

Discussion of Findings will be presented. 
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CHAPTER SIX 

Analyses, Results and Discussion of Findings 

The retail brand personality or character tells a story about the brand itself. It tclls its 

target market what to expect. It provides cues about the factors (quality, value, price, 

risk, etc) that the brand tries to portray. It is accepted that powerful retail brands should 

create rich pictures in the eyes of consumers. This chapter presents the results of the 

study, outlining the various forms of analysis used to test the study propositions. The 

chapter is split into two main sections: Section I is devoted to a descriptive analysis of 

each set of variables for which data were collected; and Section II presents the analyses 

for propositions 1 to 7 in tum. It should be noted that the statistical results are analysed 

with the intent to demonstrate relationships, not prove causality, among the variables. 

This study attempts to investigate consumer perceptions of retail brand attributes and 

the effect of consumer shopping situations (such as planned versus unplanned), of 

motivation for grocery shopping and of store image on these perceptions. In addition it 

explores consumer-shopping motives on store image and the overall perceptions held 

towards the development of retail brands in Malaysia. 

6.1 Section I: Descriptive Analysis of the Data 

This section serves two key roles. First, it develops a profile of the respondents in tcrms 

of background information pertaining to personal characteristics and features of the 

shopping situation. One thousand face-to-face interviews were carried out in two 

hypermarkets through a systematic sample of adults who were actively involved in 
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purchasing groceries for the household. Secondly, it summarises the data collected for 

each set of variables included in the questionnaire. The degrees of consistency between 

multiple measurements of a variable (Cronbach's coefficient alpha) are also reported in 

this section. 

6.1.1 The Characteristics of the Respondents 

There were no surprises when the results revealed that the typical • main 

shopper' - the person mainly responsible for buying the household's grocery, is 

an educated, married woman, between the ages of 35 to 44 years old with 

between one and three children. The results also indicate that the respondents 

were mostly Malay (50.9%), followed by Chinese (36.8%) and Indian (11.1%), 

with the majority of incomes belonging to a middle class group (RM200 1 to 

RM6000) (see Table 6.1). This matches the country population profiles stated in 

the previous chapters. 
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Table 6.1 
The Respondents' Profile 

Demographic Frequency % 
Gender 
Male 134 13.4 
Female 866 86.6 
Age 
1 - 25 30 3.0 
25 -34 227 22.7 
35 -44 503 50.3 

45 - 54 191 /9.1 

> 55 49 4.9 

Race 
Malay 509 50.9 
Chinese 368 36.B 

Indian 111 11.1 
Others 12 1.2 

Marital Status 
Single 24 2.4 
Married with no child 100 10.0 
Married with 1 - 3 children 600 60.0 
Married with 4 or more children 276 27.6 
Education Level 
Primary 72 7.2 

Secondary 424 42.4 
Graduate 425 42.5 
Post graduate 50 5.0 
Others 29 2.9 
Household Income per Month 
< RM2000 70 7.0 
RM2001 - RM 4000 298 29.8 
RM4001 - RM6000 398 39.8 
RM6001 - RMBOOO 144 14.4 
RMB001 - RMJO, 000 57 5.7 
Above RMlO, 000 33 3.3 

6.1.2 How Often Do They Shop and How Much Do They Spend? 

Although, the study was carried out in two different hypermarkets, namely 

Giant and Tesco, the results indicate that consumers also buy their grocery 

products in other hypermarkets, such as Makro and Carrefour. Yet not 

surprisingly given the location of the study, the use of these stores was very 

low. Half of the respondents claim they visit the hypermarket once or twice a 
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month (see Table 6.2). This implies that despite the dynamic development of 

hypermarkets, traditional stores in residential areas remain popular. Many 

hypermarket shoppers do a big shopping trip once or twice a month. Malaysia is 

a market in transition where consumers still visit traditional outlets such as wet 

markets particularly for fresh products on a regular basis. Consumers still 

purchase products frequently, at traditional markets, in small quantities. 

Consumers meet their daily need for fresh meat, fruit and vegetables from these 

outlets. Perhaps, this explains why in general, the respondents 'typical spend' 

on monthly grocery shopping in the hypermarket is only on average about 

RM301-RM400 a month. 

Table 6.2 
Respondents' Shopping Behaviour 

Buy monthly grocery products most from 
Frequency % 

Makro 44 4.4 
Giant 481 48.1 

Tesco 466 46.6 

Carre/ollr 9 .9 

How frequently do you visit this hypemlarket 
Once a week 137 13.7 
> Ollce in a week 138 13.8 
1 -2 times a month 506 50.6 
> 2 times a mOl/th 219 21.9 

A verage monthly spending in grocery shopping; 
< RM300 300 30.0 
RM301- RM400 426 42.6 
RM401 - RM500 219 21.9 
> RM501 55 5.5 
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6.1.3 Descriptive Statistics for Variables Used 

This section reports the descriptive statistics for the variables used in this study, 

and is split into four parts. First, the 12 items relating to manufacturers' and 

retail brands' attributes are summarised. Secondly, the 13 items measuring 

shopping motives are presented. Thirdly, the seven items of store image and 

finally, the five items forming overall perceptions of retail brands arc presented. 

However, before the above variables can be presented, it is essential to measure 

the internal consistency for the scale used in each variable. Reliability is an 

assessment of the degree of consistency between multiple measurements of a 

variable. The objective is to ensure that responses are not too varied, so that the 

measurement taken is reliable. The most commonly used measure of reliability 

is internal consistency (Cronbach's coefficient alpha), which applies to the 

consistency among the variables in a summated scale. The rationale for internal 

consistency is that the individual items of the scale should all be measuring the 

same construct and thus be highly intercorrelated (Hair et al., 1998). 

6.1.3.1 Internal Consistency Reliabilities (Cronbach's 

coefficient alpha) 

Cronbach's coefficient alphas for the study reveal that the internal 

reliability of the variables is fairly high (0.7241 to 0.8228) except for the 

Tesco brand, where the alpha score is 0.6377. However, Nunally (1978) 

has argued that reliability estimates of 0.50 to 0.60 are sufficient for 
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basic research. In addition, Peter (1979) statcd that Nunally's guidelincs 

should not be accepted as an absolute standard for market research. Peter 

has even suggested those reliability levels of less than 0.5 may be 

acceptable in market research. Overall, the reliability coefficients in this 

study (Table 6.3) indicate that each of the measures possesses a 

moderate to high level of internal consistency. 

Table 6.3 
Reliabilities (Cronbach's Alpha) of the Measures 

Group Measures 
(No of Items) 
Manufacturer Brand (12) 
Giant Brand (12) 
Tesco Value Brand (12) 
Tesco Brand (12) 
Shopping Motives (13) 
Store Image (7) 
Overall Perceptions (5) 

Coefficient 
Alpha 
V.8012 
0.8062 
0.8228 
0.6377 
0.8143 
0.7758 
0.7241 

Mean.~ 

4. CJSJO 
4. CJ054 
4.6763 
4.6634 
5.5902 
5.5717 
5.5418 

Std. Dev. 

.58686 

.58616 

.61235 

.46955 

.49845 

.52281 

.53M2 

6.1.3.2 Manufacturers' versus Retail Brands' Attributes 

The first sets of variables that are summarised are those representing 

consumers' attitudes towards the manufacturers' and the three retail 

brand attributes. The mean scores, attained from the 7 point rating scale 

of Semantic Differential scales outlining from twelve attributes are 

detailed in Table 6.4 below. A Semantic Di fferential scale was chosen 

for the study, because it allows comparability from one brand to another. 
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The results show that those items which record the highest mean score 

for the manufacturers' brand are: good bargain, an item contributing to 

the value attribute; price, from the extrinsic cues attribute; financial risk 

from risks attributes and familiarity from familiar attribute - all having a 

mean score exceeding 5.0 (somehow agree). 

Table 6.4: 
Descriptive Statistics for Manufacturers' and Retail Brand's Attributes 

Retail Brand's Manu/acturer Giallt 
Tesc() -

Te.~co 
Items Vallie 

Attribute Bralld Bralld 
Bralld 

Bralld 

Overall quality 4.84 4.83 4.7/ 5.01 

Quality 
Overall reliability 4.88 4.85 4.76 4.76 
Overall grade 
in,,!rediellfs 

4.91 4.88 4.73 4.89 
Vallie for money 4.74 4.83 4.78 5./J 

tValue Worth the money 4.96 4.99 4.71 4.92 
N Good bargain 5.20 5.04 4.82 4.59 
0 

Packaging 4.93 5.11 4.5/ 5.11 
'Extrinsic Cues 
e Price 5.28 5.08 4.9(} 4.9/ 

Risks 
Financial risk 5.12 4.93 4.66 4.38 

T Social risk 4.94 4.84 4.fJ2 4./8 
'I' amiliarity Familiar 5. J() 4.78 4.40 3.99 
e 
Confidence Confidence in use 4.87 4.70 4.53 4./0 

Note: The higher the mean. the higher the level of agreement 

A good bargain is the item found under the attribute of value. This 

suggests that among the three items concerning value (value for money 

worth the money and a good bargain) consumers place greater emphasis 

on good bargain (mean score of 5.20). Consumers believed 

manufacturers' brands provide a good (financial) deal. 

Although, in general, manufacturers' brands are slightly higher priced, 

the finding reveals that consumers believe the price imposed by 
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manufacturers is acceptable (mean score of 5.28). Similarly within the 

attributes of extrinsic cues, consumers give more preference to price, 

followed by packaging. 

The mean rating of 5.12 for the financial risk item clearly indicates that 

consumers choose to buy manufacturers' brands because they believe 

that buying these brands offers lower financial risk. This came as no 

surprise, because it is argued that the higher the price the lower the 

perceived financial risk involved in the purchasing decisions. 

Familiarity (mean score of 5.10) was also another main reason why 

consumers consumed manufacturer brands. This is significant as 

manufacturers' brands are the longest available brand in the market. 

With regard to the three retail brands, it was observed that consumers 

attached different preferences to each retail brand's attributes. Good 

bargain (mean score of 5.04); packaging (mean score of 5.11) and price 

(mean score of 5.08) were the most favourable items for Giant brand. 

Consumers believe that buying the Giant brand appears to be a good 

deal for them; offering a reasonable price as well as being presented in 

attractive packaging. This shows that with the exception of packaging, 

consumers perceived the Giant brand offered similar advantages as 

buying the manufacturers' brands. 
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The Tesco brand is depicted with a more favourable outcome 

comparative to the other two retail brands and the manufacturers' brand 

with regard to quality (mean score of 5.01), value for money (mean 

score of 5.13) and the packaging (mean score of 5.11). This indicates 

that consumers buy the Tesco brand because the brand symbolises 

distinction, quality and value for money features. The Tesco brand is 

priced slightly higher than the Giant brand, thus continuing customer 

belief that the brand is good in quality and offers value for money. In 

addition, consumers may perceive that the brand is simply another 

manufacturers' brand. Consumers also concurred that Tesco offered 

attractive packaging (mean score 5.11), which is the same as Giant's 

packaging mean score. However, despite the positive views highlighted 

above, the brand is still hardly known to the consumers (mean score of 

3.99 for familiarity). This is not a surprise to the researcher, as in-store 

observation suggests that the store does not currently place much 

emphasis on this brand. It is hardly seen on the gondolas and even if it is 

available in the store, the quantity offered is much smaller compared to 

Tesco-Value and manufacturers' brands. 

As for the Tesco-Value brand, consumers evaluated the brand less 

favourably compared to the Giant and Tesco brands. This may be due to 

the fact that the primary features (unattractive and inexpensive 

packaging) of the brand itself were seen as inferior (mean score 4.51)'; 
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thus making it less appealing compared to Giant and Tesco brands. 

Consumers believe that the Tesco-Value brand offers cheaper goods that 

do not provide satisfactory quality as shown with lower mean scores. 

Amongst all the items, price was the highest mean score. The mean 

score of 4.90 for price shows that the key attraction to this brand is price 

and yet, the brand is still not well known (mean score of 4.40 for 

familiarity) to customers. Notably the packaging of Tesco-Value is less 

appealing (mean score of 4.51 for packaging) compared to the other 

retail brands. 

Taken as a whole, the results indicate that consumers perceived that the 

manufacturers' brand attributes offer a clear distinction as compared to 

the retail brand attributes. 

6.1.3.3 Consumer Situations and Brand Preferences 

Exhibit 6.1 and Table 6.5 reveal the frequency and percentage of 

specific brands bought with respect to consumer shopping situations 

such as buying the brand as planned and buying the brand as unplanned. 

The distribution of responses to these questions was very uneven. It was 

noted that manufacturers' brand is still the most popular choice in both 

planned and unplanned situations. As for the three retail brands, it was 

observed that consumers preferred retail brands from Giant in both 

planned and unplanned situations. Of the two Tesco brands the Tesco 
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brand was more popular during unplanned situations, while Tesco-Value 

was chosen during a planned situation. 

Exhibit 6.1 

Frequency 

Table 6.5 

Consumer Buying Brands Vs. Consumer Situations 

o Manufacturer Brand 

Giant Brand 

-----------10 Tcsco-Value Brand 

o Tesco Brand 

Planned Unplanned 

Consumer Situations 

Descriptive Statistics for Consumer Situations vs. Brands 

Silualions Brands Frequency % 

Bilying Brand As 
Manufacturer 504 50.4 
Giant 422 42.2 

Planned 
Tesco- Value 63 6.3 
Tesco 11 1.1 

Manufacturer 349 34.9 
Bllying Brand Giant 320 32.0 
Unplanned Tesco-Value 153 15.3 

Tesco 178 17.8 

These results were expected as manufacturers ' brands have been 

established longer in Malaysia than retail brands. The Giant brand was 

chosen among other retail brands in both situations, simply because the 

brand is easily obtained from the hypermarket itself. This may be the 
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reason why, in the previous section (Section 6.4.1.2), consumers rank 

Giant brand's attributes closest to manufacturers' brand's attributes. 

Despite offering good quality, good value for money with appealing 

packaging, the Tesco brand is still not popular among consumers; not 

even in their planned list when they go out shopping. Consumers do not 

seem to be enticed to the Tesco brand name. Perhaps the Tesco brand 

needs a push in respect of its presentation and availability in the stores. 

Another retail brand that belongs to Tesco is Tesco-Value. This is a 

brand introduced by Tesco focusing on inferior characteristics. The 

brand is well known through its low price, basic packaging with 

acceptable quality and value. Results indicate that although the volume 

and percentage of consumers bought this brand is small, the brand was 

consumed more during unplanned situations (15.3%) compared to 

planned situations (6.3%). 

6.1.3.4 The Influence of Shopping Motives on Shopping Behaviour 

Since retail brands can only be found in hypermarkets, it is also essential 

to investigate what motivates Malaysians shopping at the hypermarkets. 

The measures of an individual's shopping motives consisting of 13 

items, representing three underlying dimensions of shopping motives are 

detailed in Table 6.6. The mean scores are attained from the 7-point 

rating scale. 
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The results show a marginal different from each of the items. Amongst 

the three dimensions of shopping motives, respondents rated store 

services highest. The average of mean score for store services was 5.63, 

only + 0.07 higher than store offers and + 0.04 than store environment. 

A sensible rating from the respondents, as constructive competition 

amongst hypermarkets has made it difficult for respondents to note any 

shortcomings. The transition from traditional market to modern 

hypennarket is believed to have also contributed to these findings. 

Although the majority of food and household products are offered in 

supennarkets and in small retail outlets, hypermarkets offer obvious 

benefits to their customers. The dominant shopping motive items with a 

(score of 5.6 and above) that have inspired consumers to shop at the 

hypennarket are convenient location. wide selections of goods. 

providing ample parking facility, offer special sales, products are easily 

locate as well as clean and pleasant store environment. These items sum 

up that with less time and with middle to higher incomes; consumers 

particularly in Klang Valley favour a total convenience concept. It is 

noted that wide selection of products, the ability to do one stop 

shopping, free parking and have more streamlined distribution systems 

help to make hypermarkets competitive. 
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However, the item of shopping for grocery also means an outing for my 

family members was scored only at 5.39. This reveals that an outing with 

family members during grocery shopping (i.e. social or entertainment 

motives) is considered only as a complementary activity. The primary 

activity for Malaysians is to visit hypermarkets for shopping for the 

household. 

Table 6.6 
Descriptive Statistics for Shopping Motives 

Shopping 
Motives 

Store 
Offer 

Store 
Service 

Store 
Environment 

Overall Mean 

Item(s) 

I shop at this hypermarket becal/se it carries a wide 
selection of diffaent kinds ofprodllcts 
1 shop at this hypermarket because it offers good quality of 
products 
1 shop at this hypermarket because it provides fast service at 
checkout 
1 shop at this hypermarket because the hypermarket's 
salesperson are helpful 
I shop at this hypermarket because it is located at a 
convenient location 
Overall Mean of Store Offer 
I shop at this hypermarket because the hypermarket provides 
ample parking facility to its customers 

I shop at this hypermarket because it always communicates 
its shopping information to its consumers 

1 shop at this hypermarket because it is always up to date 
with its in- store display 
1 shop at this hypermarket because it always offer special 
sales 
Overall Mean of Store Service 
1 shop at this hypermarket because it is clean and tidy 
I shop at this hypermarket because 1 can easily find what 1 
want to buy 
I shop at this hypermarket because it offers excellent 
atmosphere 
Shopping for grocery in this hypermarket also means an 
outing for my family members 
Overall Mean of Store Environment 
For Shopping Motives 

Note: The higher the mean, the higher the level of agreement 
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Mean 

5.83 

5.59 

5.32 

5.15 

5.93 

5.56 

5.83 

5.50 

5.57 

5.61 

5.63 
5.66 

5.75 

5.55 

5.39 

5.59 
5.59 



6.1.3.5 The Influence of Store Image on Shopping Behaviour 

The visions, feelings and thoughts that come to mind when consumers 

think of the stores is also important for retailers. This feeling or thought 

is identified as store image. Store image is the combination of thoughts, 

feelings, beliefs, opinions and visions that consumers have about the 

store, its products and its services. Retailers have to create a 

distinguishable store image relative to their competitors, in order to be 

recognised. 

Table 6.7 
Descriptive Statistics for Store Image 

Store Image Item Mea" 

Store 
Character 

Store 
Reputation 

Overall Mean 

In my opinion this hypermarket projects a modem image 
The hypermarket serves the middle class consumers 
The hypermarket call be considered as world-class 
retailer 
Total Mea" 
The hypermarket transmits a reliable image 
I have total confidence ill this hypenllarket 
lfind the hypemzarket totally trustworthy 

. I believed that the hypermarket would never let me dowll 
Total Mean 

Note: The higher the mean. the higher the level of agreement 

5.66 
5.88 

5.39 

5.64 
5.55 
5.53 
5.52 
5.48 
5.52 
5.57 

The findings tabulated in Table 6.7 reveal that between the two store 

image dimensions measured, store character (mean score of 5.64) 

outweighs store reputation (mean score of 5.52) by a difference of 0.12 

in the mean scores. Nevertheless, the distribution of the responses within 

these dimensions was relatively similar. For all seven items, the mean 

scores were within one scale point of each other (between 5.39 to 5.88). 
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One explanation for this is that hypermarkets are a new store concept in 

Malaysia (an average of five years). So, consumers' expectations from 

these hypermarkets are still vague. It is believed that consumers are still 

in the process of identifying as well as distinguishing the differences 

between other store formats such as supermarkets and hypermarkets. 

6.1.3.6 Overall Perceptions of the Development of Retail Brands 

The findings from the study of retail brands as perceived by Malaysians 

in general terms reveals that on the whole the development of a brand in 

the hypermarkets creates a centre of attention among consumers. An 

overall mean score of 5.54 as illustrated in Table 6.8 indicates that 

consumers have positive attitudes towards the development of retail 

brands. The results show that consumers are willing to consume these 

brands first before they actually introduce them to other people. 

Table 6.8 
Descriptive Statistics for Overall Perceptions of Retail Brands 

Overall Perceptions 

Overall, I am very positive to the introduction of retail brand grocery 
products in this hypennarket 
Overall retail brand grocery products fulfil my own and my family 
needs 
Overall, retail brand grocery products offer more choice to customers 
Overall, I will surely suggest this brand to another people to check out 
I will surely buy retail brand grocery products if the store offers more 
of this brand in this store 

Total Mean 

Note: The higher the mean, the higher the level of agreement 
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Mean 

5.80 

5.53 

5.57 
5.36 

5.45 

5.54 



6.1.4 Do Demographics and Socio-Economic Factors Influence the 

Perspective of Retail Brand Ranges and Attributes? 

Although demographic variables have become an insignificant factor in 

segmenting the retail brand market (BaItas, 1998; Kono, 1985; and Szymanski 

and Busch, 1987) in the West, it is essential to find out whether demographics 

and socio-economic factors influence the attitudes of Malaysians towards retail 

brands. Demographic variables were broken up into six parts, including the 

respondents' gender, age, race, marital status and education level as well as 

their household income. 

6.1.4.1 Gender 

To understand whether gender has an influence on retail brand 

perceptions a T-Test was performed (see Appendix 10). The T-Test was 

carried out both between gender and each retail brand ranges (Giant, 

Tesco and Tesco-Value) and attributes. The results overall revel that 

male consumers perceive the Giant brand to symbolise more desirable 

quality, as well as offering low financial and social risk compared to 

female consumers. However, female consumers were more familiar and 

confident with the Tesco brand. They also believed that buying the 

Tesco brand offered low financial risks. Nevertheless, male consumers 

claimed that Tesco Value offered a better deal for all its attributes, 

compared with female consumers. Taken as a whole, it is argued that 
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male consumers perceive retail brands more favourably than female 

consumers. 

The results may indicate that male consumers are more prone to being 

risk takers than the female consumers. They are more innovative and are 

willing to try new things in the market. Female consumers, however, are 

more brand loyal. They believe that as frequent buyers, they buy brands 

that they trust the most. This study shows that word of mouth works well 

with female customers, as they believe buying Tesco brand provides 

social approval among their friends. This explains why among all the 

three brands (Giant, Tesco and Tesco Value) female consumers are more 

prone to perceive the Tesco brand as offering attractive attributes when 

compared to the other two retail brands. 

6.1.4.2 Age 

The survey reveals that consumers aged from 35 to 44 perceive Giant 

brands as providing good quality, better ingredients and a reliable brand. 

This group also demonstrates that they are more familiar with Giant 

brand compared to other age groups of consumers. 

In addition, the consumers aged from 35 to 44 believed that buying the 

Tesco brand involved low financial and social risks. This group agreed 

that they were more familiar with this brand, compared to other 

consumer age groups. Nevertheless, those who are aged from 25 to 34 
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argued that buying Tesco brand is linked to higher risks, compared to 

consumers aged from 45 to 54. These results come as no surprise, as this 

is a typical attitude for those who are not familiar with the brands. 

Consequently, this older group of consumers show less confidence in 

buying and consuming Tesco brand. 

The study also reveals that older consumers (age> 55) believed that the 

Tesco Value brand offered less value for money, was not worth the 

money and was not a bargain brand. The older generations are used to 

the manufacturers' brands and thus they perceived Tesco Value as being 

less appealing; compared to those in the younger generations (see 

Appendix 11) 

Generally, the results indicates that those who are the middle age 

categories are more drawn towards retail brands, compared to the 

younger and the older groups of consumers. The younger age groups 

normally come from small and younger families, thus buying a well

known brand is far more important for them and their small children. As 

for the older group, it is argued that with their limited purchasing power; 

they prefer not to gamble by buying an unrecognised brand. For those 

aged above 55 years, it is perhaps too late to introduce retail brands to 

them, as they have been used to manufacturers' brands long before the 

arrival of any retail brands. 
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6.1.4.3 Race 

Overall, the Chinese perceived the Giant brand to be more attractive 

than other races. Chinese consumers believed that the Giant brand 

offered good quality, high value, low risks, was more familiar and 

therefore perceived the Giant brand to be an appealing brand. The result 

however, reveals that although Malay consumers perceived the Tesco 

brand to be good in quality, in reality they believed that Tesco brand 

offered less value for money, was not a good bargain and was not worth 

the money. As for Tesco Value; again the Chinese had the most positive 

attitudes. They believed that Tesco Value offered a reasonable price as 

well as better packaging (see Appendix 12). These results imply that the 

Chinese are more positive towards retail brands compared to other races. 

6.1.4.4 Marital Status 

Those who are married and have more children (>4) believed that the 

Giant brand offered products that were inferior in both quality and 

ingredients as well as being unreliable. They also claimed Giant offered 

low value for money, was not worth it and not a good bargain, compared 

to those who are single or had a smaller number of children (3 or less). 

Similarly, consumers who were childless or had most children (>4) 

perceived the Tesco brand as offering low quality, poor grade 

ingredients and thus as less reliable than those who were single or had 

fewer children (3 or less). Consumers who had smaller households 
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(single and up to 3 children) claimed that the Tesco brand offered more 

value for money, was a bargain and worth buying. In terms of packaging 

and pricing, it was revealed that consumers who were married with one 

to three children believed that the Tesco brand was attractive and offered 

reasonable pricing, compared to those who were in bigger households. 

Consequently, this group of consumers also portrayed a high level of 

confidence in buying and using Tesco brand. 

The results revealed that consumers who were from small households 

perceived the Tesco Value brand as offering better attributes (quality, 

value, extrinsic cues, risks, familiarity and confidence in use) than those 

who are were from larger households (see Appendix 13). 

6.1.4.5 Education Level 

It was noted that consumers who are well educated (graduate and post 

graduate level) perceive retail brands as offering good product attributes 

compared to those who have lower education levels. This type of 

consumer claimed that the Giant brand offered good quality, good value, 

attractive packaging, suitable pricing, low risks, was more familiar and 

deserved confidence in buying and using the brand. This is similar to the 

Tesco brand, where consumers perceive Tesco brand as offering good 

quality as well as good value products. In addition, consumers who are 

educated perceived Tesco Value as offering high quality products, 
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attractive extrinsic cues and view them as low risk as well as more 

familiar than those with lower levels of education (see Appendix 14). 

Consumers who are educated are believed to be risk takers and thus are 

more willing to spend on retail brands than lower educated customers. 

6.1.4.6 Household Income 

It was noted that among the three retail brands, the Tesco brand is the 

only brand that offered statistically significant variations with consumer 

household income. The results reveal that those consumers who incomes 

are in the categories of between RM4000 to RM8000, perceive the 

Tesco brand as offering low risks and are more familiar than those with 

incomes less than RM4000, and between RM8000 to RM 10000 (See 

Appendix 15). Again, this finding supports the findings that the educated 

consumers prefer to buy retail brands as opposed to the less educated 

consumers. 

In summary, the typical consumers for retail brands in Malaysia are: 

~ Male, Chinese and more inclined to a middle age group; this 

implies that Chinese consumers are more sensible and realistic 

when choosing brands. This comes as no surprise, as originally 

the Chinese that came to Malaysia as immigrants a long time ago 

used to be the leading edge in improving retailing in Malaysia. 
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University educated; retail brand shoppers have at least a 

bachelor's degree and are in two-career households; married 

where both partners work; 

Better off economically, earning more money, with their average 

household income is RM6, 000.00 per month. 

6.1.4.7 Summary 

In sum, Section I of this chapter has presented descriptive statistics for 

the background variables used to profile respondents as weIl as the 

motivational variables that are essential to the study. Key findings from 

the analysis identified the individuals who are most attracted or positive 

to retail brands; the attributes chosen to be the most important factors 

when consumers perceived retail brands; the situation that best describes 

when the brand was purchased; the motivational factors behind the 

reason why consumers shop at the hypermarkets, the influences of store 

image on consumer behaviour and finaIly the overall belief that 

Malaysian have towards the brand. This concludes the first stage of the 

analysis in which the nature of the responses within each set of variables 

was considered. 

The rest of this chapter, Section II, is devoted to the research objectives 

as weIl as testing the research propositions outlined in Chapter Five. The 
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order in which the testing of research objectives and propositions is 

presented is as follows 

6.2.1 01: To investigate consumer perceptions of retail brand 

attributes from the Malaysia consumers' point of view. 

P 1: Consumers will attach significantly different perceptions to 

the attributes of different types (generations) of retail brands. 

6.2.2 02: To examine if the consumer-shopping situation (planned 

purchase of retail brand versus unplanned purchase of retail 

brand) and consumer-shopping motivation affects perceptions of 

retail brands' attributes. 

P2i: Consumers will hold significantly different perceptions of 

retail brands attributes' depending on the consumer shopping 

situation. 

P2ii: Consumers will hold significantly different perceptions of 

retail brands attributes' depending on the consumer shopping 

motivation. 

6.2.3 03: To investigate the overall perceptions of consumers 011 the 

development of retail brand ranges ill Malaysia. 

P3: Malaysians will hold positive attitudes towards the overall 

perceptions of retail brand ranges, regardless of store brand 

6.2.4 04: To examine the effects of the situations and motivation for 

grocery shopping on overall perceptions of retail brand ranges. 

P4i: There will be a significant relationship between consumer 

situations and consumers' overall perceptions of retail bralld 

ranges. 

P4ii: There will be a significant relationship between consumer 

shopping motives and consumers' overall perceptions of retail 

brand ranges. 

6.2.5 05: To examine whether store image affects the perceptions of 

retail brands' attributes. 
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P5: Consumers will hold significantly different perceptions of 

retail brands' attributes depending all the store image. 

6.2.6 06: To examine the effects of store image all overall perceptions 

of retail brand ranges. 

P6: There will be a significant relationship between store image 

and overall perceptions of retail brand ranges. 

6.2.7 07: To examine the effects of store image on consumer shopping 

motives. 

P7: There will be a significant relationship between store image 

and consumer shopping motives. 

6.2 Section II: Results from Research Objectives and Testing Propositions 

This second section of the chapter reports the analyses performed to test the objectives 

and propositions of the study. The research objectives and propositions regarding 

consumer attitudes towards retail brand attributes, consumer situations, consumer 

shopping motives. individual store image and finally overall attitudes towards the 

development of retail brand; were established from the literature in Chapter Three. 

Although, all the components were derived from previous studies (also undertaken in a 

different cultural setting i.e. western) for the present study different techniques for 

analysing data were employed. 

6.2.1 Objective One: Perceptions of Retail Brand Attributes 

This section details the analyses performed for the first research objective, and 

to test the first research proposition. Objective one concentrates on the prospect 

of retail brands as perceived by consumers, by looking at each attribute offered 

by the brand. It was explained in the earlier chapters that brand attributes 

353 



provide the first impressions from which consumers view the brand as a whole. 

The proposition that consumers might perceive a retail brand's attributes 

differently is based on the literature in Chapter Two, which identified retail 

brand evaluation and development. Further, the proposition also draws on the 

consumer's perceptual dimensions as attached to retail brands', discussed in 

Chapter Three. This provided additional detail of differences that may occur in 

retail brands. The first objective and proposition is, therefore; 

01: To investigate consumer perceptions of retail brand attributes 

from the Malaysia consumers' point of view. 

P 1: Consumers will attach significantly different percl'ptions to the 

attributes of different types (generations) of retail brands. 

Since all 1000 respondents answered the same questions for each of four 

different brands (once for manufacturer brand, and three times for retail brands) 

two-way analysis of variance (ANOV A) from the Minitab software was 

utilised. Minitab ANOV A uses analysis of variance, which accepts a much 

greater parallelism between, and within,-subject variables, which SPSS docs 

not cover (Davis, 1996). For example, the present study comprised 1000 

respondents with four brands. The number of respondents is a fixed factor, but 

within it we have a random factor, which are the different brands. A fixed factor 

is one whose value is known exactly, and for which we can say that we have 

used all the possible values (within a certain range). A random factor is one for 

which we can only make a random sample from all the possible values it might 

have. Minitab ANOV A enables cross-examination and comparison within the 
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subject matter, when repeated measures used for 1000 respondents (persons) 

from four different brands (manufacturer, Giant, Tesco and Tesco-Value 

brands) are analysed (1000 person x 4 brands = 4000 times). 

6.2.1.1 Overall Quality of Brands 

The results reveal that there is a different perception of the overall 

quality of the manufacturers' brand and retail brands. Consumers 

perceived the overall quality of manufacturer, Giant, and Tesco brands 

as different from the overall quality of the Tesco-Value brand. Among 

the retail brands, the results show that Tesco-Value's overall qualities 

are seen as inferior compared to Giant and Tesco brands (seeTable 6.9). 

For individual items, the quality of Tesco brand was perceived as 

superior to the other brands including the manufacturers' brand. 

However, both the Tesco brand and the Tesco-Value brand were 

perceived as being less reliable than the manufacturer and Giant brands. 

In addition, Malaysians perceived the grade of ingredients used by 

manufacturer, Giant and Tesco brands to be higher than Tesco-Value 

brand. 
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Table 6.9 
Two-Way Analysis of Variance (ANOVA) Results on Brand 
Comparison 

Difference 
T-Value P-Value 

Attributes Brand Compariwn of Means 
Manufacturer - Giant 0.0223 0.756 0.8740 
Manufacturer - Tesco- Value 0.1443 4.887* O.OOOO 

Overall Quality Manufacturer - Tesco -0.0070 -0.237 0.9953 
Giant - Tesco- Vallie 0.1220 4.131* 0.0002 
Giant - Tesco -0.0293 -0.993 0.7533 
Tesco- Vallie - Tesco -0.1513 -5.124* 0.0000 

Difference 
T-Value p-Value 

Items: Brand Comparison of Means 
Manufacturer - Giant 0.010 0.276 0.1}926 
Manufacturer- Tesco- Vallie 0.137 3.783* 0.0009 

a) Excellent Manufacturer - Tesco -0.165 -4.557* 0.0000 

Quality Giant - Tesco- Vallie 0.127 3.507* 0.0026 
Giant - Tesco -0.175 -4.833* O.OOOO 
Tesco- Vallie - Tesco -0.302 -8.340* 0.0000 
Manllfactllrer - Giant 0.026 0.730 0.8850 
MaTlllfacturer- Tesco- Vallie 0.119 3.343* 0.0046 

b) Excellent Manufacturer - Tesco 0.118 3.314* 0.0051 
Reliability Giant - Tesco- Value 0.093 2.612* 0.0445 

Gialll - Tesco 0.092 2.584* 0.0480 
Tesco -Vallie - Tesco -0.001 -0.028 1.0000 
Manllfacturer - Giant 0.031 0.821 0.8444 
Manufacturer - Tesco- Value 0.177 4.690* 0.0000 

c) High Grade Manufacturer - Tesco 0.026 0.689 0.9014 

Ingredients Giant - Tesco- Value 0.146 3.869* 0.0006 
Giant - Tesco -0.005 -0.132 0.9992 
Tesco- Vallie - Tesco -0.151 -4.001* OJ)()04 

*The mean difference is significant at the 0.05 level (p<0.05) 

6.2.1.2 Overall Value of Brands 

Consumers also perceived the overall value to be different between the 

four brands. Respondents perceived the manufacturer and Giant brand's 

overall value to be different than that of Tesco and Tesco-Value brands. 

Among the retail brands, consumers perceived buying Giant brand worth 

the money, as well as offering a good bargain, when compared to Tesco 

and Tesco-Value brands (see Table 6.10). 
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Although, consumers perceived that the Tesco brand offered more value 

for money than manufacturer, Giant and Tesco-Value brands; at the 

same time they perceived manufacturer and Giant brands to be similar to 

the Tesco brand in terms of being worth the money that they had spent. 

However, it was noted that each brand was considered to offer a bargain 

to the customers. 

Table 6.10 
Two-Way Analysis of Variance (ANOVA) Results on Brand Comparison 

Difference of 
T-Vaille P-Vaille 

Attriblltes Brand Comparison Mellm 
Manufacturer - Giant O.OlJO 0.483 0.9628 
Manufaclllrer - Tesco- Value 0.1980 7.360* O.O(X)O 

Overall Value Manufacturer - Tesco 0.0837 3.110* 0.0/0/ 
Giant - Tesco- Value 0./850 6.877* 0.0000 
Giant - Tesco 0.0707 2.627* 0.0428 
Tesco- Value - Tesca -0.Il43 -4.250* OJ)(){) / 

Difference of 
T- Vallie P- Vtlille 

Items: Brand Comptlrison Mean.~ 

Mallufactllrer - GiallT -0.092 -2.263 0.lO69 
Manufactllrer - Tesco- Vallie -0.036 -0.885 0.8/25 

a) Excellent Value Manufacturer - Tesco -0.396 -9.739* 0.0000 
formaney Giant- Tesco- Vallie 0.056 1.377 0.5/37 

Gialll - Tesco -0.304 -7.476* O.O()OO 
Tesco- Value - Tesco -0.360 -8.854* 0.0000 
Manufacturer - Gialll -0.032 -0.7 /2 0.8926 
Manufacturer - Tesco- Value 0.250 5.559* 0.0000 

b) Worth the money Manllfacturer - Tesco 0.033 0.734 0.8835 
Giant- Tesco- Value 0.282 6.27/* 0.0000 
Giant - Tesco 0.065 /.445 0.4709 
Tesco- Vallie - Tesco -0.2/7 -4.825* 0.0000 
Manufacturer - Gialll 0./63 3.7/* 0.00/2 
Manufacturer - Tesco- Vallie 0.380 8.65* 0.0000 

c) A good bargain Manufacturer - Tesco 0.6/4 13.98* 0.0000 
Giant- Tesco- Value 0.217 4.94* 0.0000 
Giant - Tesco 0.45/ 10.27* 0.0000 
Tesco- Value - Tesco 0.234 5.329* 0.0000 

.The mean difference is significant at the 0.05 level (p<0.05) 
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6.2.1.3 Extrinsic Cues of Brands 

In terms of pricing and packaging, consumers perceived all brands 

differently in term of their extrinsic cueso Manufacturer and Giant 

brands were seen to offer different pricing and packaging when 

compared to Tesco and Tesco-Value brands. Nevertheless, among the 

retail brands, consumers felt the Giant brand offered reasonable prices 

and attractive packaging when compared to Tcsco and Tesco-Value 

brands (see Table 6.1l). 

Table 6.11 
Two-Way Analysis of Variance (ANOVA) Results on Brand Comparison 
(Extrinsic Cues) 

Difference of 
T-Value p. Value 

Attributes Brand Comparison Means 
Manufacturer - Giallt 000110 0.31 001)900 
Manufacturer - Tesco- Value 0.4030 11022* 000000 

Extrinsic Cues Manufacturer - Tesco 000960 2067* 000378 
Giant - Tesco- Value 0.3920 10091 * 000000 
Giant - Tesco 000850 2.37 000838 
Tesco- Vallie - Tesco -0.3070 -80545* O.O{)(}O 

Difference of 
T·Value p. Value 

Items: Brand Comparison Means 
Manufacturer - Gil/lit -00186 ·30794* 0'(J009 
Manllfacturer - Tesco -Value 00419 8.547* 000000 

a) Attractive Manufacturer - Tesco -00187 -30815* 0.OOO8 
Packaging Giant - Tesco- Value 00605 120340* 0.0000 

Giant· Tesco -0.001 -00020 1.0000 
Tesco- Value· Tesco -0.606 -12.360* O.OooO 
Manufacturer - Giant 00208 4.654* 000000 
Manufacfllrer - Tesco- Value 0.387 8.659* 0.0000 

b) Reasonable Manufacfllrer - Tesco 0.379 80480* 0.0000 
Price GianI - Tesco- Value 00179 4.005* 0.0004 

Giant· Tesco 00171 3.826* 000008 
Tesco- Value - Tesco -0.008 -0.179 0.9980 

*The mean difference is significant at the 0.05 level (p<0.05) 
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6.2.1.4 Risks, Familiarity and Confidence Level Associated 

with Brands 

Consumers felt all four brands offered different risks. familiarity and 

confidence in use. Among the retail brands. consumers associated the 

Tesco brand with higher risks, less familiarity as well as low confidence 

in use (see Tables 6.12 to 6.l4). 

Table 6.12 
Two-Way Analysis of Variance (ANOVA) Results on Brand Comparison 
(Risks) 

Difference of 
1". Value p. Value 

Attributes Brand Comparison Means 
Manufacturer. Giant 0.1460 4.10* 0.0002 
Manufacturer - Tesco· Value 0.3S95 10.93* 0.0000 

Risks Manufacturer - Tesco 0.75/0 21.08* 0.0000 
Giant - Tesco- Value 0.2435 6.84* 0.0000 
Giallt - Tesco 0.6050 16.98* 0.0000 
Tesco- Vallie - Tesco 0.3615 10.15* 0.0000 

Difference of 1". Value P-Value 
Items: Brand Comparison Means 

Manufacturer - Giant 0.188 4.34* O.O()() / 
Manufacturer - Tesco -Value 0.457 10.54* 0.0000 

a) Financial risk Manufacturer - Tesco 0.741 17.09* 0.0000 
(Low money risk) Giallt - Tesco- Value 0.269 6.20* 0.0000 

Giant - Tesco 0.553 12.75* 0.0000 
Tesco- Value - Tesco 0.2S4 6.550* 0.0000 
Manufacturer - Giant 0.1040 2.41 0.0761 
Manufacturer - Tesco- Vallie 0.3220 7.45* 0.0000 

b) Social risk Manufacturer - Tesco 0.76/0 17.60* O.O(X)O 
(Well-liked among Giallt - Tesco Va/ue- 0.21S0 5.04* 0.0000 
Friends) Giant - Tesco 0.6570 15./9* 0.0000 

Tesco- Value - Tesco 0.4390 /0./5* 0.0000 

*The mean difference is significant at the 0.05 level (p<0.05) 
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Table 6.13 
Two-Way Analysis of Variance (ANOVA) Results on Brand Comparison 
(Familiarity) 

Attributes 

Familiarity 
(Most Familiar) 

Brand Comparison 
Manufacturer - Giant 
Manufacturer - Teseo -Value 
Manufacturer - Teseo 
Giant - Teseo- Vallie 
Giant - Teseo 
Teseo- Vallie - Teseo 

.The mean difference is significant at the 0.05 level 

Table 6.14: 

Difference of 
T-Value P-Vaille 

Mean.~ 

0.317 6.01* 0.0000 
0.702 13.31 * 0.0000 
1.11 1 21.07* 0.0000 
0.385 7.30* 0.0000 
0.794 15.06* 0.0000 
0.409 7.76* 0.0000 

Two-Way Analysis of Variance (ANOVA) Results on Brand Comparison 
(Confidence in use) 

Attributes 

Confidence in use 

Brand Comparison 
Manllfaell/rer - Giant 
Manufaell/rer - Tesco- Vallie 
Manllfaeturer - Tesco 
Giant - Tesco- Value 
Giallt - Teseo 
Tesco- Value - Tesco 

.The mean difference is significant at 0.05 level (p<0.05) 

Difference of 
Mean.~ 

0.170 
0.343 
0.776 
0.173 
0.606 
0.433 

T-Vaille 

4.03* 
8.14* 
18.41* 
4.11* 
14.38* 
/0.27* 

P-Vaille 

O.O()03 
0.0000 
0.0000 
0.0002 
0.0000 
0.0000 

An analysis of Giant and Tesco's respondents separately revealed the same 

findings as above (See Appendix 16). The differences were seen where Giant's 

respondents perceived Tesco' quality to be higher than Giant's quality. 

Likewise Tesco's respondents perceived Giant's quality better than Tesco's 

quality. It was also noted that Tesco respondents rated manufacturer brands 

from the Tesco store, lower than Giant' respondents rated manufacturer brands 

from the Giant store. Taken as a whole, this analysis, therefore, confirms 

Proposition One of the study, which suggests that consumers do perceive retail 

brand attributes differently. Ultimately, Malaysians perceived that manufacturer 

brands' and retail brand attributes vary. 
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6.2.1.5 Discussion of Results from Objective One 

The first objective of the study is to identify if any differences exist 

between consumer perceptions of manufacturers' brand attributes and 

retail brand attributes. The results provided SUppOlt the proposition and 

were consistent with the findings of previous studies (for example 

Richardson et ai., 1994; 1996; Omar, 1996; Harding, 1996; Bellizzi et 

ai., 1982; Cunningham et al., 1982; Rosen, 1984; Rao and Monroe, 

1989; Richardson et al., 1994; Dick et al., 1995; and Omar, 1996), who 

claimed that there are differences in how consumers view the attributes 

of retail brands and manufacturers' brands. Generally, Malaysians 

perceived retail brands as inferior to manufacturers' brands particularly 

in terms of quality and value, as well as the extrinsic cues of the brand. 

The Giant brand for example, although being the next 'best' brand after 

the manufacturers' brand, was still perceived as offering risks. 

The Giant brand seems to be not well received and is generally 

disregarded by consumers. The store, although being the longest 

available in the market, has not created enough prestige for the brand, 

which is still not sufficiently recognised by the customers. 

Correspondingly, although consumers perceived the Tesco brand's 

quality to be similar to that of both manufacturer and Giant, the brand 

was perceived to offer lower value. Consumers believed that buying the 

361 



Tesco brand was not worthwhile, and it was not considered to be a 

bargain. The findings also revealed that the extrinsic cues such as the 

price and the packaging of the brand were perceived slightly lower than 

manufacturer and Giant brands. This implies that the extrinsic cues 

derived from Tesco's pricing and packaging are not attractive enough to 

encourage consumers to buy and consume the brand. 

In contrast, it was discovered that although Tesco-Value's attributes 

such as quality, value and extrinsic cues were perceived inferior to the 

Tesco brand; the brand was perceived more favourably than the Tesco 

brand in terms of familiarity, offering low risks. as well giving 

consumers more confidence in using this brand. It was noted in Chapter 

Four while Giant offers only the Giant brand. Tesco promotes both its 

Tesco and Tesco-Value brands simultaneously. In the Malaysian market, 

Tesco first introduced the Tesco-Value brand and only later introduced 

the Tesco brand. This suggests that the strategy of promoting first its 

Tesco-Value brand followed by the Tesco brand over a limited time 

frame was an unconvincing strategy. This is because while consumers 

recognise the Tesco-Value brand. by virtue of its unique attributes such 

its simple packaging and low price proposition, the store has now 

introduced another brand that is similar to the manufacturers' brand. 

This seems to have created confusion among consumers, who do not 

seem to fully appreciate the relative positioning of the 'new' Tesco 

brand. 
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Generally, the above findings reveal that perceptions of retail brand 

attributes in Malaysia are similar to those found in the 1980s in the 

West. 

6.2.1.6 Summary 

In sum, consumer perceptions of retail brand attributes varied among the 

brands concerned. It is therefore possible to accept Proposition One that 

consumers will attach significantly different perceptions to retail brand 

attributes. Using the same measure, the proposition is accepted in that 

there is evidence to suggest that Malaysian consumers clearly 

distinguish retail brands from manufacturers' brands, as well as 

distinguishing between different retail brands themselves (see Table 

6.15 to 6.17). Table 6.15 summarises the overall brand attribute 

perceptions of all respondents (N=I000), while Table 6.16 and 6.17 

summarise Giant and Tesco respondents (N=500) respectively. 

It was also noted that Tesco respondents see Tesco and Tesco-Value in 

the same way as Giant respondents. In addition, the quality of 

manufacturers' and Giant brands was perceived higher by the Tesco 

respondents (Table 6.17) 
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Table 6.15 
Summary of The Overall Brand Attribute Group Comparisons 
(N=1000) 

Attributes Giant Tesco Tesco- Value Manufacturer 
Quality 
Value 
Extrinsic Cues 
Risks 
Faqliliarity 
Ccv,/[idence in use 

2 
3 
3 
3 
3 
3 

2 
2 
2 
J 
J 
J 

J 
J 
J 
2 
2 
2 

Note: The greater the numbers (i.e. 4) the bettcr (more positively) consumers perceived thc brand 

Table 6.16 

2 
3 
3 
4 
4 
4 

Summary of the Giant Respondents Perception of the Overall Brand 
Attribute Group Comparisons (n = 500) 
Attributes Giant Tesco Tesco-Value Mlmufacturer 
Quality J 2 J 
Vallie 3 2 I 
Extrinsic Cues 3 2 I 
Risks 3 J 2 
Familiarity 3 J 2 
Confidence in use 3 I 2 

Note: The greater the numbcrs (i.e. 4) the beller (more positively) consumers perceived the bmnd 

Table 6.17 
Summary of the Tesco Respondents Perceptions of the Overall Brand 
Attribute Group Comparisons (n = 500) 

3 
3 
3 
4 
4 
4 

Attributes Giant Tesco Tesco-Value Manufacturer 
Quality 3 2 1 
Value 3 2 1 
Extrinsic Cues 3 2 1 
Risks 3 1 2 
Familiarity 3 1 2 
Confidence in use 3 1 2 

Note: The greater the numbers (i.e. 4) the better (more positively) consumers perceived the brand 

6.2.2 Objective Two: Consumer-Shopping Situations and Consumer

Shopping Motives Affect Perceptions of Retail Brands' Attributes 

Earlier studies argued that research about consumer behaviour that does not use 

situation-specific effects is likely to provide unreliable results. In understanding 

Malaysian consumers' attitudes towards retail brands, it is therefore essential to 
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understand where and when retail brands were purchased. The next objective 

and proposition was therefore based on the literature that suggests that 

situational factors affect consumer behaviour and decision-making. For the 

present study, 'purchase' situations were chosen as the 'situation under study' 

simply because these provide knowledge about how consumers select brands in 

given situations, and may therefore affect their perceptions of rctail brands as a 

whole. Additionally, whether consumer-shopping motives affect the perceptions 

of retail brand attributes will also be investigated. Thus, the objective and 

proposition in these circumstances was as follows 

02: To examine if the consumer-shopping situation (planned 

purchase of retail brand versus unplanned purchase of retail 

brand) and consumer-shopping motivation affects perceptions of 

retail brands' attributes. 

P2i: Consumers will hold significantly different perCl'ptions of retail 

brands' attributes depending on the consumer-shopping 

situation. 

P2ii: Consumers will hold significantly different perceptions of retail 

brands' attributes depending 011 the consumer-shopping 

motivation. 

To test whether consumers hold significantly different perceptions of retail 

brands' attributes with regards to buying brands as planned and buying brands 

unplanned; the mean scores of each brands between situations were examined 

using T-test analysis. T-test analysis is a common statistical tool that calculates 

the differences in means between two groups (e.g. buying manufacturers' brand 

as planned versus buying other brands such as Tesco, Giant and Tesco-Value as 
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planned). Analysis between all four brands and purchase situations were 

performed and tabulated in Table 6.18. 

Table 6.18 
Mean Scores Results between Situations and Brand Attributes 

Attributes Sitllatit}n.~ Manufacturer Giant resct} re.~co-Vallie 
N Mean N Mean N Mean N Mt'lln 

Planned 504 4.94* 422 4.82 Jl 5.03 63 4.94" 
QualiJy Others 496 4.81 578 4.88 989 4.8,~ 937 4.72 

Unplanned 349 4.81* 320 4.96* 178 4.80· 153 4.76 
Others 651 4.91 680 4.8() 822 4.90 847 4.73 
Planned- 504 5.02* 422 4.89* lJ 5.0.1 63 4.8'i 

Value Others 496 4.91 578 5.00 989 4.88 937 4.76 
Unplanned 349 4.90* 320 5./0* 178 4.90 153 4.83 
Others 651 5.0n 680 4.88 822 4.R.'t R47 4.76 
Planned 504 5.20" 422 5.08 lJ 5.09 63 4.92 

Ex/rillSic Others 496 5.01 578 5.11 989 5.01 937 4.69 

Cues Unplanned 349 5.00* 320 5./9* 178 4.87* 153 4.82 
Others 651 5.16 680 5.05 822 5.04 847 4.68 
Planned 504 4.98 422 5.02* Jl 4.14 63 4.91* 

Risks Other.~ 496 5.08 578 4.78 989 4.28 937 4.62 
Unplanned 349 5.07 320 4.85 178 4.67* 153 4.68 
Others 651 5.0/ 680 4.90 822 4.19 847 4.M 

Planned 504 4.97* 422 5.15* lJ 4.27 63 4.95* 
F amiliariJy Others 496 5.23 578 4.51 989 3.98 937 4.36 

Unplanned 349 5.29* 320 4.53* 178 4.55* 153 4.61* 
Others 651 5.00 680 4.90 822 3.87 847 4.36 
Planned 504 4.81 422 4.9/* lJ 4.45 63 5.0S* 

Confulence Others 496 4.94 578 4.56 989 4.09 937 4.49 
Unplllnned 349 4.98* 320 4.68 178 4.35* /53 4.60 
Other.v 651 4.82 680 4.72 822 4.04 847 4.52 

.. The mean difference is significant at 0.05 level (p<O.05) 

6.2.2.1 Manufacturers' Brand 

Results reveal that there is a difference in perceptions of quality, value, 

extrinsic cues and familiarity of manufacturers' brands in both planned 

and unplanned situations. For confidence in use, the differences exist 

only in the case of unplanned situations. Consumers who planned to buy 

the manufacturers' brand, perceived quality, value and extrinsic cues 

more positively than those who planned to buy other retail brands. Those 

who did not plan to buy manufacturers' brands, perceived the quality, 
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value and extrinsic cues of the manufacturers' brand to be less appealing 

compared to those who did not plan to buy other brands. For the 

familiarity attribute, those who planned to buy manufacturers' brands 

were in fact less positive about familiarity with the manufacturers' 

brand, compared to those who did not plan to buy any other brands. And 

those who did not plan to buy the manufacturers' brand perceived 

familiarity with the manufacturers' brand more positively than those 

who did not plan to buy any other brands. For confidence in use, those 

who did not plan to buy manufacturers' brand are seen to have more 

confidence than those who did not plan to buy any other brands. 

6.2.2.2 Giant Brand 

There are also differences in perceptions of value and familiarity with 

the Giant brand in both planned and unplanned situations. For quality 

and extrinsic cues, the differences exist only in unplanned situations 

while in the case of risk and confidence in use, the differences occur 

only in planned situations. For value, those who planned to buy the 

Giant brand perceived this attribute less positively than those who 

planned to buy other brands. Those who did not plan to buy Giant brand 

perceived value more positively than those who did not plan to buy other 

brands. For familiarity, those who planned to buy Giant brand were 

more familiar with Giant brand than those who planned to buy other 

brands. Those who did not plan to buy Giant brand were actually less 

familiar with the Giant brand than those who did not plan to buy other 
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brands. For quality and extrinsic cues, those who did not plan to buy 

Giant brand perceived quality and extrinsic cues more positively than 

those who did not plan to buy other brands. For risks and confidence in 

use, those who planned to buy Giant brand perceived risks and high 

confidence levels less positively than those who planned to buy other 

brands. 

6.2.2.3 Tesco Brand 

There are different perceptions of quality, extrinsic cues, risks, 

familiarity and confidence in use for Tesco brand in unplanned 

situations. For quality and extrinsic cues, those who did not plan to buy 

Tesco brand perceived the Tesco brand to provide less quality, as well as 

to offering an unattractive price and packaging compared to those who 

did not plan to buy others. For risks, familiarity, and confidence in use, 

those who did not plan to buy Tesco brand perceived Tesco as offering 

lower risks and being more familiar as well as having more confidence 

in using the brand. 

6.2.2.4 Tesco-Value Brand 

There are different perceptions of quality, risks and confidence in use in 

unplanned situations. For familiarity, there are different perceptions in 

both planned and unplanned situations. For quality, risks and 

confidence, those who planned to buy Tesco-Value brand perceived 

these attributes more positively than those who planned to buy other 
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brands. For familiarity, those who planned or did not plan to buy Tesco

Value perceived these attributes more positively than those who planned 

or did not plan to buy others. 

Given these results, the proposition claiming that consumers would hold 

significantly different perceptions of retail brand attributes depending on 

consumer-shopping situation could be accepted. The results suggest that 

consumers perceive retail brand attributes differently with shopping situations. 

In order to find out whether consumers-shopping motivation affect the 

perceptions of retail brand attributes, Correlation analysis for all brands (Giant, 

Tesco-Value and Tesco) was performed. The results reveal that there is positive 

relationship between consumer-shopping motivation and the perceptions of 

retail brand attributes (Appendix 17). Although, there is no specific pattern for 

consumer shopping motivation and retail brand attributes for all three retail 

brand products, the results however indicate clearly that the statement "the 

hypermarket always communicates its shopping information to its consumers" 

(store services) is significant for almost all of Tesco-Value brand's attributes. 

The results show that consumers were motivated to buy Tesco-Value brand 

because they believed that Tesco had communicated their retail brand's 

attributes successfully. 
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Thus, the proposition claiming that consumers would hold significantly 

different perceptions of retail brand attributes depending on consumer-shopping 

motives could be accepted. 

6.2.2.5 Discussion of Results from Objective Two 

The analyses conducted to test proposition two have detected a 

relationship between different consumer situations and consumer

shopping motives towards their perceptions of retail brand attributes. 

Consumers bought manufacturers' brands because they believed that 

these brands offered better quality, value for money and offered a 

reasonable price as well as being presented with attractive packaging. It 

was noted that consumers did not rely on product familiarity when 

deciding to buy a manufacturers' brand. In fact, product familiarity was 

stronger during unplanned situations for brands other than 

manufacturers' brand. Confidence levels in the manufacturers' brands 

were higher both during planned and unplanned purchase of 

manufacturers' brands. This suggests that manufacturers' brands are still 

the preferred brand for Malaysians. 

As far as the influence of a retail brand's attributes is concerned, they 

did not show any similarity among the retail brand types and between 

consumer situations. For instance, although it was perceived as 
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providing less value for money, consumers still deliberately bought the 

Giant brand. The brand was believed to be associated with low risk thus 

allowing consumers to purchase the brand more confidently. These 

views were noted in both buying Giant brand in planned and buying 

Giant brand in unplanned situations. What contributes to such an 

attitude? This is probably because of the unusual bond between 

consumers and the Giant store which creates confidence in the brand. 

Consumers believe that after years of serving Malaysian customers, the 

store would not let them down by producing an unreliable retail brand. 

Here, the term establishment was used to describe the customer's 

loyalty. However, in the situations where consumers unintentionally 

bought the Giant brand, the brand was perceived as a quality product, 

offering a reasonable price as well as providing attractive packaging. 

As for the Tesco brand, consumers perceived the brand differently only 

during unplanned situations. This is perhaps explained by the fact that 

consumers did not buy the brand during planned situations (1.1 %) as 

illustrated in Exhibit 6.5. Although unintending buyers were familiar 

with the brand, they perceived the Tesco brand as belonging to another 

group of brands. This is because consumers associate the Tesco brand 

with a lower quality of product, unattractive pricing and packaging. 

Despite this, the brand is associated with lower risk and consequently 

creates confidence among consumers in using the brand. It must be 
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noted that although consumers perceived that Tesco brand offered 

unattractive packaging, the brand's packaging itself can be regarded as 

comparable to the manufacturers' brands. The price of the brand is 

slightly higher than the Tesco-Value and Giant brands but still 

considerably lower than the manufacturers' brand. This mixed attitude 

concerning the Tesco brand shows that consumers do not know the 

brand well enough to enable them to judge the brand even on the 

surface. This is may be due to the fact that when the study was carried 

out, the Tesco brand was hardly seen on the shelves. And if present, the 

quantity of the brand was very limited. As a result, consumers had 

hardly seen the brand and therefore bcJieved that it was new and was 

produced by another manufacturer other than the store itself. 

It also emerged that the attitude of consumers to another type of retail 

brand, Tesco-Value, provided striking results. The term 'value' on the 

Tesco-Value brand refers to the personality of the brand which 

emphasises value for money purchases. This brand was perceived as 

having lower prices, with the least attractive packaging. as well as 

offering high risks. The findings for this brand, however, suggest it 

holds a quite unique position with consumers. Consumers were more 

familiar with the Value brand than the Tesco brand. Consumers, in 

particular those who planned to buy Tesco-Value. perceived the quality 

of the brand as acceptable thus making their confidence in using the 

372 



brand stronger. Consumers also believed that the risks associated with 

the brand were negligible. It is reasonable to assume that these outcomes 

justify the strategy employed by Tesco to promote the Tesco-Value 

brand rather than the Tesco brand heavily, as pointed out in Chapter 

Four. It is, therefore, understandable why consumers who planned to 

buy the Tesco-Value brand were willing to accept the brand without 

many obstacles. Perhaps communications strategy employed by Tesco 

stores for its Tesco-Value brand works well and is understood, thus 

motivating consumers to buy the brand. 

In conclusion, the relationships between a brand's attributes among 

different retail brand types and different consumer situations and 

consumer motivation are complicated. What consumers have in mind 

before they engage with the purchasing decision and what motivates 

them to buy the brand are difficult to identify. Retailers can assist the 

consumers purchasing decisions by placing the brand in the most 

noticeable place in the store and retaining the brands in the store at all 

times. Always communicating the benefits offered by the brand to the 

customers may encourage and motivate them to buy the brands. Overall, 

it can be suggested that those consumers who planned to buy retail 

brands are those who believe in the brands and that the store will never 

let them down. They believe that the retail brands offer another 

opportunity that is not comparable to the manufacturers' brand. If they 
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are willing to spend 'that much' (money) on the retail brands, they 

should also be able to acknowledge the returns that they would receive 

from the brands. In other words, the challenge for retailers is to 

recognise the importance of their brands to the customers. 

6.2.2.6 Summary 

There is no doubt that the arrival of hypermarkets and retail brands on 

the Malaysian market offers consumers more options than before. This 

scenario was believed to have changed the attitudes of consumers, from 

only being fascinated with the manufacturers' brand to also considering 

other obtainable and accessible brands from the hypermarkets. The 

results, however, indicate that consumers perceive retail brand attributes 

to vary in relation to specific purchasing situations. This is not 

particularly surprising given that it has already been understood that 

being 'second choice' usually contributes less favourable attitudes than 

being first choice. However, this finding has offered a new avenue for 

retailers particularly for those who are interested in producing and 

promoting retail brands. The statement that Malaysians are brand 

conscious is no longer valid. Malaysians now understand that retail 

brands offer savings on their grocery bills without having to chase from 

store to store. This proof of the study was not primarily aimed at 

identifying what brand consumers bought the most, but to see whether or 

not consumers were willing to buy other brands, such as retail brands, in 
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the absent of their primary brand. The findings suggest that Malaysians 

are open and approachable to a new store with new offerings including 

retail brands as long as the store communicates its brand benefits to the 

customers. 

6.2.3 Objective Three: Overall Perceptions of Consumers on The 

Development of Retail Brands in Malaysia 

This section concerns the overall perceptions of consumers to the development of 

retail brands ranges in Malaysia. Proposition three suggested that Malaysians will 

hold positive attitudes to the development of retail brand ranges from both Giant 

and Tesco stores. This proposition was based on the literature that suggests that 

retail brands offered benefits such as product differentiation and having specific 

value to consumers (Davies, 1992). It also drew on consumer attitudinal and 

behaviour literature arguing that consumers who buy retail brand products 

normally exhibit a higher level of store loyalty. This suggests that retail brand 

consumers normally buy their grocery shopping from the same grocery store; thus 

the objective and proposition proposing these relationships was as follows 

03: To investigate the overall perceptions of consumers on the 

development of retail brand ranges in Malaysia. 

P3: Malaysians will hold positive attitudes towards the overall 

perceptions of retail brand ranges, regardless of store brand 
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Table 6.19 shows the overall perceptions of the development of retail brand 

ranges in Malaysia. The findings indicate that among five items measuring 

overall perceptions of retail brand development, the item • overall, I am very 

positive to the introduction of retail brands ill this Izypermarket', scores the 

highest mean of 5.80. 

Table 6.19 
Individuals Mean Scores of Overall Perceptions of Retail Brands 
Development 

Overall Percept;o".~ 
Overall. I am very positive to the illfroduction of retail brmltis in til is 
Izypenllarket 
Overall. retail brands can fulfil my OWIl and my family needs 
Overall. retail brallds offer more choice to custolllers 
Overall, I will surely suggest this bra1/d to other people to check out 
I will surely buy retail brands if the store offers more of this Immd 
Towl Mean 

Note: The higher the mean. the higher the level of agreement 

Meall 

5.80 

5.53 
5.57 
5.36 
5.45 
5.5-1 

6.2.3.1 Perceptions of Retail Brands by Consumers at 

Different Stores 

To test the relationship specified in proposition six, T-test analysis was 

used. A T-test was carried out between all respondents' perceptions of 

retail brand development and those from individual stores (such as Giant 

and Tesco). The results reveals that the P-value of the overall 

development of retail brands from Giant and Tesco are similar where 

p>0.05 (p=0.071); thus indicating that there are no significant 

relationships between overall perceptions of retail brand development 

between consumers of both stores. This implies that overall there is no 
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outstanding distinction towards the overall perceptions of retail brand 

development either from Giant or Tesco stores, as perceived by their 

respective respondents. 

Respondents from Giant and Tesco stores perceived the development of 

retail brands in a similar way. They believed that the development of 

retail brand products in Malaysia is good, thus providing evidence that 

Malaysians hold positive attitudes to the overall perceptions of retail 

brand products ranges and therefore suggests that proposition six can be 

accepted. The results are displayed in Table 6.20. 

Nevertheless, respondents held significantly different perceptions over 

their willingness to suggest (recommend) retail brands to others 

(p<0.003<O.05) and their willingness to buy more of these brands 

provided that the store offered more of them in the stores 

(p<O.Oll <0.05). Giant's respondents perceived these two items more 

positively than the Tesco respondents (Mean score of 5.44 and 5.52 for 

Giant respondents). 
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Table 6.20 
Mean Scores and Results of Independent Sample T -tests for Overall 
Perceptions of Retail Brands and Stores 

Overall Perceptions 
St(1re.~ 

T-Vaille P-Vaille 
Giant 1'esco 

Overall, I am very positive abow the introduction of 
5.81 5.80 0.328 0.743 retail brand grocery products in this hypermarket 

Overall, retail brand grocery products canflllfli my 
5.51 5.55 -0.938 0.349 

own and my family needs 
Overall, retail brand grocery products offer more 5.59 5.55 0.864 0.388 
choice to customers 
Overall, I will surely suggest this brand to other 

5.44 5.28 2.982* 0.003 
people to check Ollt 
I will surely buy retail brand grocery products ijthe 5.52 5.39 2.557* 0.011 
store offers more o[this brand 
Total Mean 5.57 5.$1 1.809 0.071 

* The mean difference is sigmficant at the .05 level 

6.2.3.2 Discussion of Results From Objective Three 

Malaysians believe that the introductions of retail brand products are 

good for them. The introduction of these brands offers more opportunity 

and benefits to customers. They claim that the existence of retail brand 

products in the stores gives more product choice as well as being able to 

fulfil everybody's needs and wants. Retailers should therefore take this 

opportunity by supplying more of this brand to the store's shelves. This 

is crucial as the findings also stated that consumers are always willing to 

buy this brand if it is available in the store. Nevertheless, the results also 

indicated that consumers do not have any preferences of stores when it 

comes to their overall perceptions of the development of retail brand. 

This indicates that any store that is willing to provide retail brand on 

their shelves will be guaranteed ready-made customers. 
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6.2.3.3 Summary 

There are positive attitudes to the introduction of retail brand products in 

the Malaysian markets. As discussed earlier in Chapter Four, Malaysians 

will buy any of the products that are available in the store. With the 

combination of prices ranging from low to medium and to the equivalent 

of other established brands, this brand is able to appeal to consumers. 

Retail brand retailers should therefore take these opportunities by 

providing more of this brand in their stores. 

6.2.4 Objective Four: The Effects of the Situations and Motivation on 

Overall Perceptions of Retail Brands 

This section analyses the fourth objective ofthe study, which is to determine the 

effects of situation and motivation for grocery shopping on perceptions of retail 

brands. Proposition four, therefore, took the form: 

04: To examine the effects of the situations and motivation for 

grocery shopping on overall perceptions of retail brand 

ranges. 

P4i: I71ere will be a significant relationship between consumer 

situations and consumers' overall perceptions of retail brand 

ranges. 

P4ii: I71ere will be a significant relationship between consumer 

shopping motives and consumers' overall perceptions of 

retail brand ranges. 

379 



6.2.4.1 Consumer Situations and Overall Perceptions of Retail 

Brands 

In order to find out the relationship between consumer situations and 

consumers' overall perceptions of retail brands, it was necessary for 

both situations (planned and unplanned) for all retail brands and 

consumers' overall perceptions of retail brands to be examined. Results 

indicate that there is significant relationship between consumer 

situations and consumers' overall perceptions of retail brands (Table 

6.21). 

In both situations (buying Giant brand as planned and buying Giant 

brand unplanned), consumers perceived the developments of this brand 

offered more choice for them. During unplanned situations, consumers 

however, were willing to introduce Giant brand to other consumers for 

them to experience the products. As for Tesco-Value brand, consumers 

perceived buying Tesco-brand during planned situations can actually 

fulfill both their needs and their family needs and when they are not 

planning to buy Tesco-Value brand, consumers still feel optimistic about 

the introduction of this brand in the markets. Finally, consumers feel 

more certain and positive about the development of Tesco brand either 

when they planned or unplanned to buy Tesco brand products. Given 

these results, the proposition stating that there is a significant 

relationship between consumer situations and consumers' overall 
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perceptions of retail brands could therefore be accepted. The findings 

show that in different situations, consumers perceived the overall 

development of retail brand products differently. 

Table 6.21 
Comparison of Mean Between Consumer Situations and Overall 
Perceptions of Retail Brands 

Overall Perceptions 
Planned 

Mean Std.l>ev t Sig. 
Situation 

Overall. retail brand grocery products offer more Giant hrand 5.9:!86 0.4746 2.6669 0.0176* 
choice to customers. Others 5.5779 0.7433 

Unplanned 
Situation 

Overall. retail brand grocery products offer more Giant brand 5.5257 0.7869 -2.1921 0028<)* 

choice to customers. Others 5.6716 0.6621 
Overall. I will surely suggest this brand to other Giant hrand 5.3676 0.8:!68 -:!.:!835 0.02:!8* 
people to eheck out. Others 5.5392 0.7<)00 

I'lanned 
Situation 

Overall retail brand grocery products can fulfIl my Tesco-Yalue 
own and my family needs. brand 5.3158 0.8896 -:!.1635 O.034:! 

Others 5.5803 0.7052 

Unplanned 
Situation 

Overall. I am very positive about the introduction 
of retail brand grocery products in this Tesco-Yalue 

hypermarket. hrand 5.5455 0.7911 -2.3273 0.0203* 
Others 5.8188 0.7413 

Planned 
Situation 

Overall. I am very positive about the introduction 
of retail brand grocery products in this 
hypermarket. Tesco brand 6.0000 0.0000 6.2465 0.0000* 

Others 5.7930 0.7534 

Unplanned 
Situation 

Overall. I am very positiveabout the introduction of 
retail brand grocery products in this hypermarket. Tesco brand 5.9184 0.6037 2. \044 0.0367* 

Others 5.7676 0.7761 
.. The mean dIfference IS SIgnIficant at the 0.05 level 
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6.2.4.2 Correlation Analysis Between Shopping Motives and 

Overall Perceptions of Retail Brands 

Besides the effects of situations, the effects of shopping motivation on 

overall perceptions of retail brands were also examined in this study. 

Shopping motivation attributes were classified into three main sections 

namely, store offer, store service and store environment. Store offer 

deals with the overall products offered by the store. Store service deals 

with any kinds of services offered by the store to their customers while 

store environment deals with the surroundings elements offered by the 

store. 

It was noted that one of the best tools for studying the association of two 

variables visually is the scatter plot or scatter diagram (Davis, 1996). It 

is especially helpful when the data set is large. If the scatter plot follows 

a straight line and the slope is upwards, the two variables are positively 

correlated. When two variables are uncorrelated, the confidence ellipse 

is circular in shape. The ellipse becomes more elongated the stronger the 

correlation is between two variables. The pattern of the dots therefore 

gives a rough impression of the size and direction of the correlation. In 

fact, a line drawn through the dots, or line of best fit, helps to estimate 

this. The closer the dots lie to a straight line, the stronger the correlation. 

It should, however, be noted that Correlation is a measure of association 

and not causation. The relationships of interest in proposition three are 
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provided in Figure 6.1. For the study, the Scatter Plot reveals that 

although there is a positive relationship between shopping motives and 

the perceptions of retail brand, the relationship however is indefinite. 

Figure: 6.1 
Scatter Plots Illustrating Relationship Between Variables 
Scatter Plot oj Shopping Motives and Perceptions oj Retail Brands 
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Although, the Scatter Plot indicated that the relationship between 

shopping motives and perceptions of retail brands was weak, the 

findings need to be validated with suitable statistical tools. To do so, 

Pearson's Product-moment Correlation Coefficient (r) was carried out. 

The Pearson's product-moment correlation coefficient, r, is a measure of 

the strength of a relationship between two variables. It is a descriptive 

statistic that describes the linear relationship between two or more 

variables, each measured for the same collection of individuals. The 

strength of the relationship is indicated by the correlation coefficient r; 

but is actually measured by the coefficient of determination r squared 

(r2
) . r squared is a value that ranges from zero to one and is the fraction 

383 



of the variance in the two variables that is shared. Statistically, results 

from the Correlation Analysis between consumer shopping motives and 

consumer overall perceptions of retail brands confirmed that there is a 

minimal association between shopping motives and the perceptions of 

retail brands (see Table 6.22). 

Table 6.22 
The Result of Correlation Analysis Between Shopping Motives of All 
Respondents and Overall Perceptions of Retail Brands 

Shopping Perceptions of Retail Brand Grocery 
Correlation p. Value ,z Motives Products 

Overall. I am very positive about the introdllction 
of retail brand grocery prodllc/s in this 0.357·* 0.000 
hypermarke/ 
Overall retail brand grocery products can.fit(fil 0.379 .... 0.000 
my self and my family need.~ 

Store Offer 
Overall, retail brand grocery prodt/I'u ({fer more 

0.315·· 0.000 
fhoices to customers 
Overall, I will surely suggest/his brand /0 

0.335·· 0.000 
another people to check out 
I will surely buy retail brand groary products if 0.291 ... 0.000 
the .~tore o.Oers more I!{thi.~ brand in thi.~ store 
Overall correlation of Store Offer 0.484·· 0.000 23% 
Overall, I am very positive to the introt/!I('tiontl{ 
retail brand grocery products in this 0.357** 0.000 
hypermarket 
Overall retail brand groary products canflllftl 

0.316** 0.000 
my own and my family needs 

Store Service 
Overall, retail brand grocery products I!lfer more 

0.302** 0.000 fhoices to customers 
Overall, I will SIIrely suggest this brand to 

0.345·* 0.000 another people to check Ollt 
I will surely buy re/ail brand grocery products if 

0.373·* 0.000 the store (!ffers more of this brand in this .l/ore 
Overall correlation of Store Service 0.491*· 0.000 24% 
Overall, I am very positive to the introduction of 
retail brand grocery products in this 0.416** 0.000 
hypermarket 
Overall, retail brand grocery products cunfllifil 

0.370*· 0.000 my self and my family needs 

Store Overall, retail brand grocery products offer more 
0.346·* 0.000 

Environment ('hoice to customers 
Overall, I will surely sllgge.\·t this brand to other 

0.348*· 0.000 people to check out 
I will surely buy re/ail brand grocery products if 

0.389** 0.000 the store l#ers more of this brand 
Overall correlation of Store Environment 0.540·· 0.000 29% 

** Correlation is significant at 0.0 I level 
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23% of the variation in perceptions of retail brands among respondents 

is mainly due to store offes and 24% of the variation in perceptions of 

retail brands among respondents is mainly due to store service while 

29% of the variation in perceptions of retail brands among respondents 

is mainly due to store environment. The question then is when can a 

correlation coefficient be regarded as 'high' and when it is considered as 

'low'? Although there are no hard and fast rules for describing 

correlational strength, one classic and typical interpretation of or' uses 

five easy 'rules of thumb' to answer to these questions. or' ranging from 

zero to about 0.20 may be regarded as indicating no or negligible 

correlation; or' ranging from about 0.20 to 0.40 may be regarded as 

indicating a low degree of correlation; or' ranging from about 0.40 to 

0.60 may be regarded as indicating a moderate degree of correlation; or' 

ranging from about 0.60 to 0.80 may be regarded as indicating a marked 

degree of correlation; while or' ranging from about 0.80 to 1.00 may be 

regarded as indicating high correlation. Using these guidelines, the 

results indicate a low degree of correlation between consumer shopping 

motives and the overal1 perceptions of retail brands. 

6.2.4.3 Correlation Analysis Between Shopping Motives and Overall 

Perceptions of Retail Brands by Individual Store 

In order to find out whether individual stores influenced consumers' 

shopping motives on overal1 perceptions of retail brands, Correlation 
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analysis between consumers using individual stores (Giant and Tesco) 

was performed. The results reveal that there is also a positive 

relationship between shopping motives and overall perceptions of retail 

brands for individual stores. It was noted that for respondents from 

Tesco 25% of the variation in perceptions of retail brands was mainly 

due to Tesco store's offers and service, while for respondents from Giant 

only 22% and 23% of the variation in perceptions of retail brands was 

mainly due to the Giant store's offers and store service. However, 32% 

of the variation in perceptions of retail brands is mainly due to Giant 

store's environment, while 27% of the variation in perceptions of retail 

brands is mainly due to Tesco store's environment. Again, it was noted 

that shopping motives have minimal relationship to the overall 

perceptions of retail brands for both stores (see Table 6.23). 

Nevertheless, the above analysis provides evidence that consumer

shopping motives do influence the consumers' overall perceptions of 

retail brands. However, statistical analysis suggests that the prediction 

using this relationship is not strong. 
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Table 6.23 
The Result of Correlation Analysis Between Shopping Motives for Specific 
Store Respondents (Giant and Tesco) and Overall Perceptions of Retail 
Brands 

Shopping PerceptIOns 0 etai ran 
P-

Motives Grocery Products Correlation 
Vallie 

Correlation 
ifR IB d 

Giallt Te~co 

Overall, I am very positive about the 
introduction of relail brand grocery pmducts 0.301** 0.000 0.403** 
in thi.f hypermarket 
Overall, retail brand grocery products mn 

0.361** 0.000 0.405 .... 
fu({iI my self and my family needs 
Overall, retail brand grocery products t!tfer 

0.357** 0.000 0.279 ..... 
Store Offer more choices to customers 

Overall, I will surely .Hlgge.\·lthis brand to 0.3/4 .... 0.000 0.340** 
anolher people to check out 
I will surely buy retail brand grocery 
products if the store offers more afthis brand 0.303** 0.000 0.270'" 
in tit is store 
Overall correlation 0.465"* O.O()(} 0.495** 

l 22% 25% 
Overall, I am very positive to tlte 
introduction of retail brand grocery prodUCt.f 0.353** 0.000 0.360** 
in thi.s hypermarket 
Overall retail brand grocery producl.~ can 

0.315** 0.000 0.318** 
fulfil my self and my family needs 
Overall, retail brand grocery producls (!tfer 

0.343** 0.000 0.264"* 
Store Service more choices to customers 

Overall, I will surely .Wggl'st this brand to 
0.355** 0.000 0.335** 

another people to check tIIll 
I will surely buy retail brand grocery 
products if the store t!tj'ers more (if tit is brand 0.333*· 0.000 0.406·· 
in this slore 
Ol'erall correlation 0.484** O.O()O 0.497 .... 
,.- 23% 25% 
Overall, I am very posilive to Ihe 
introduction of retail brand grocery products 0.368** 0.000 0.457*" 
in this hypermarket 
Overall retail brand grocery products cun 

0.423** 0.000 0.323*" fulfil my own and my family needs 

Store Overall, retail brand grocery products (!tfer 
0.364*" 0.000 0.329 .... 

Environment more choice to customers 
Overall, I will surely sugge.\·t this brand to 

0.396** 0.000 0.3/0 .... 
other people to check out 
I will surely buy retail brand grocery 

0.422 ...... 0.000 0.363· ... 
products if the store ()(fers more (if this brand 
Overall correlation 0.563*'" 0.000 0.521 ...... 

l 32% 27% 
.* Correlallon IS slgmflcant at the 0.01 level 

6.2.4.4 Discussion of Results from Objective Four 

The analyses conducted to test proposition four have detected a 

relationship between different consumer situations and consumer-
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shopping motives towards their overall perceptions of retail brand 

products. An understanding of when and what motivates consumers to 

visit hypermarkets is essential to understanding the success of retail 

brand development in Malaysia. It is important as it provides a platform 

for retailers who wish to produce retail brands continuously. The first 

part of the findings deals with the effects of consumer situations on 

consumer overall perceptions of retail brands. The results however, 

resemble the first part of objective two, which deals with consumers' 

situations and retail brand attributes. This indicated that consumer 

situations either for retail brand attributes or for the overall perceptions 

of the development of retail brands are essential to the prosperity of 

retail brand in Malaysia. Retail brand retailers should therefore grab 

hold of these situations by offering more of retail brand products that are 

best suit at this time to consumers. 

In addition, there is substantial evidence in the consumer behaviour 

literature to suggest that consumers may shop for several reasons, such 

as functional (routinised) and non-functional tasks (social motives, 

personal motives). The findings however, found little relationship 

between Malaysians' shopping motives and their overa]] perceptions of 

retail brands. The findings reveal that shopping motives contribute to a 

small amount of Malaysians' shopping attitude to retail brand products. 

One explanation for this relates to the transition from small traditional 
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supermarkets to the innovative hyper supermarkets or the hypermarkets. 

The Malaysian market could be considered as a market in transition 

where consumers use hypermarkets in a supplementary role to the 

traditional markets. Consumers still visit traditional outlets such as the 

wet markets on a regular basis for fresh foods such as meat, fish, fruit 

and vegetables and turn to hypermarkets for buying other grocery 

products. The transformation from traditional wet stores to hypermarkets 

brings a new era to the development of the retail industry, particularly to 

store hygiene and the overall shopping experience, as the traditional wet 

markets do not offer these. Although, consumers were said to be anxious 

about this new experience of grocery shopping that subsequently 

enhanced the overall shopping experience for the whole family, 

consumers still cannot associate their motivation for shopping with the 

perception of retail brand products. Retail brand retailers should 

aggressively promote their store by associating the store with the 

advantage of retail brands offerings. In this way, consumers will be 

motivated to shop for retail brand products thus increasing the overall 

perceptions of retail brand products. 

With regard to the individual stores, overall, consumers observed no 

differences between shopping at the Giant or Tesco hypermarkets. 

Consumers believed shopping at both hypermarkets offered similar 

advantages with regard to the overall perceptions of retail brand 

products. Nevertheless, Giant consumers rated their store offers 
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differently from Tesco consumers. On average, the Giant store offers 

were perceived higher by customers than the Tesco store offers. The 

explanation for these findings may be due to the fact that consumers are 

used to the Giant store and thus are comfortable buying from it. Another 

explanation may be that the Tesco hypermarket is new to the market so 

consumers may not know the brand or the store. This directly affects 

consumers' overall perceptions of retail brand products. 

Overall, Malaysians' grocery shopping behaviours can best be described 

as trust and loyalty oriented. These are the priority elements for 

choosing and shopping at any particular store. These differences suggest 

that retail brands will have to go a long way in order to obtain consumer 

approval. This is because the results barely classified Malaysians as 

environment-focused customers, service-focused customers or product

focused customers as typically found in the West. Perhaps, this problem 

may be better addressed in a future study when retail brands are more 

established in the market. Nevertheless, if retailers can convince 

consumers that their retail brands are better, can be found only in an 

aesthetically pleasing store and arebetter than those of the competition, 

then retail brands combined with a good store environment may be used 

as a hook to lure consumers into the store. In sum, there are huge 

opportunities for grocery retailers in Malaysia for producing, developing 

and improving their retail brands, which then could be used as a driving 

force for shopping at the store. 
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6.2.4.5 Summary 

The results show that both consumer-shopping situations and consumer 

shopping motives affect the overall perceptions of retail brand products. 

Consumers perceived the overall development of retail brand products 

different in both planned and unplanned situations. The findings show 

that although there is a positive relationship between shopping motives 

and the overall perception of retail brands, the relationship however was 

imprecise. More work needs to be done if retail brand retailers want to 

push and promote their brands effectively. Focusing heavily on their 

store offers, services and environment may be beneficial to the success 

of retail brands in the future. 

6.2.5 Objective Five: Store Image Affects the Perceptions of Retail 

Brands' Attributes 

Objective Five is concerned with the effects of store image on the perceptions 

of retail brand attributes. This argument supporting this objective was based on 

the notion that image of the store affects consumers' attitudes on retail brand 

attributes. Objective and proposition five was 

05: To examine whether store image affects the perceptions of 

retail brands attributes. 

P5: Consumers will hold significantly different perceptions of 

retail brands attributes depending on the store image. 
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Store image attributes in this study were classified into two main sections 

namely, store character and store reputation. Store character deals with how 

consumers view the personality of the store while store reputation deals with the 

status consumers associate with the store in general. Pearson's product-moment 

correlation coefficient was used to test this proposition. The relationships of 

interest in this proposition are illustrated in Appendix 18. 

6.2.5.1 Correlation Analysis Between Store Image and Retail 

Brand Attributes 

Correlation analyses between store image and retail brand attributes 

reveal that although there is a positive relationship between store image 

and retail brand attributes for all three brands (Giant, Tesco, and Tesco

Value). The relationships however do not apply to all the retail brand 

attributes thus indicating that the relationship between store image and 

the individual brand attributes were blurred. For Giant brand, there are 

only two attributes (overall quality and worth the money) that are 

positively significant with the store image. Although there are more 

attributes for Tesco-Value and Tesco brands, that are positively 

significant with the store image, there are, however, no specific 

attributes that can be strongly related to either of the brands. 

Nevertheless, the proposition claiming that consumers would hold 

significantly different perceptions of retail brand attributes depending on 
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the store image could therefore be accepted. The results suggest that 

consumers perceive retail brand attributes differently from store image 

although the relationship is blurred. 

6.2.5.2 Discussion of Results from Objective Five 

The analyses reported above reveal that overall consumers attached less 

importance between retail brand attributes and store image. The findings 

show that consumers link different retail brand attributes for different 

statements of stores image. Although, in the previous section (6.2.1), 

consumers perceived clear distinctions between the attributes of the 

retail brands, the above results reveal that consumers do not associate 

store image with their retail brand attributes wisely. Perhaps consumers 

in Malaysia were still new to the concept of the store image. They do not 

associate the image of the store with the brand attributes of the store 

products. Nevertheless, given time, it is expected that store image may 

become an important element of the retail brand attributes in the future. 

Retail brand retailers need to work harder in order to make sure that 

their customers are able to relate their image with their retail brand 

product attributes. 

6.2.5.3 Summary 

Although the relationship between store image and retail brand attributes 

was positive, overall recognition of retail brands attributes associated 
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with store image was less convincing thus requiring retailers to 

emphasise more of their store image connected to their retail brand 

attributes in the future. 

6.2.6 Objective Six: The Effects of Store Image on Overall Perceptions of 

Retail Brand Ranges 

Some argue that consumers form impressions between stores and brands, and 

that these impressions provide a major influence on shopping behaviour, as the 

more favourable the image, the more likely the customers be to shop and buy 

from the store, and consequently perceive and buy retail brand. Successful store 

image creates images that are easily described and recognised by their target 

audience and which transfer to retail brands. This argument is therefore 

highlighted in Objective and Proposition Six: 

06: To examine the effects of store image on overall perceptions of 
retail brand ranges. 

P6: There will be a significant relationship between store image and 
overall perceptions of retail brand ranges. 

This objective can be achieved through Correlation analysis where assessment 

can be made of store image and overall retail brand perceptions for both stores. 

Figure 6.2 however; reveals that although there is a positive relationship 

between store image and the overall perceptions of retail brand ranges, the 

relationship is minimal. 
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Figure: 6.2 
Scatter Plots Illustrating Relationship Between Variables 
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P O K II 

Correlation Analysis Between Store Image and Overall 

Retail Brand Perceptions 

Correlation anal ys is reveals that there are positi ve relationships between 

overall store Image and overall perceptions of retail brand 

(p=O.OO<O.05). The relationships of interest in thi s proposition are 

illustrated in Table 6.24. 

Table 6.24 
Correlation Analysis Between Store Image and Overall 
Perception of Retail Brand 

Overall Perception of Retail Bral/d 
Pearson Correlation 0.555 

Overall Store Image Significant (2-tailed) 0.000 
/ 31% 
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Accordingly, the findings suggest that the image of the store and 

consumer perceptions of retail brand ranges is significantly associated. 

31 % of the variation in overall perceptions of retail brand ranges among 

respondents is fundamentally because the store image is easily described 

and recognised by the target audience. This figure implies however that 

there is a relatively low degree of correlation between store image and 

the overall perceptions of retail brand ranges. 

Correlation analyses between the two items of store image and overall 

perceptions of retail brand ranges were carried out. The findings indicate 

that there is positive relationship for both store character and store 

reputation (store image) and how consumers perceived retail brand 

ranges (p=O.OO<O.OI). It was noted that 18% of the variation In 

perceptions of retail brand ranges is mainly due to store character; while 

27% of the variation in perceptions of retail brand ranges is mainly due 

to store reputation. Although the impact of store character and reputation 

on the variations in perceptions of retail brand ranges were nominal, the 

results indicated that in general consumers perceived store reputations as 

more important than store character in the association of the perceptions 

of retail brand ranges (see Table 6.25). 
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Table 6.25 
Result of Correlation Analysis Between Store Image and Overall 
Perceptions of Retail Brands 

Store Image Perceptions of Retail Brand 

Store 
Character 

Store 
Reputation 

Overall, f am very positive about the illlroduction oj retail 
brand grocery products in this hypemlQrket 
Overall, retail brand grocery products canJlIlfil my own 
and my Jamily needs 
Overall, retail brand grocery products oJJer more choices 
to customers 
Overall, I will surely suggest this brand to other people to 
check out 
I will surely buy retail brand grocery products if the store 
offers more oJthis brand 
Overall Correlation 

Overall, I am very positive to the illlrodllction oj retail 
brand grocery products in this hypermarket 
Overall retail brand grocery products can Juljil my own 
and my Jamily needs 
Overall, retail brand grocery products offer more choices 
to customers 
Overall, f will surely suggest this brand to other people to 
check out 
I will surely buy retail brand grocery products if the store 
offers more oJ this brand 
Overall Correlation 

•• Correlation is significant at om level (p<O.Ol) 

Correlation P- Vallie 

0.366** 0.000 

0.331** 0.000 

0.253** 0.000 

0.236** 0.000 

0.295** 0.000 

0.426** 0.000 
18% 

0.383** 0.000 

0.332** 0.000 

0.305** 0.000 

0.363** 0.000 

0.405** 0.000 

0.519** 0.000 
27% 

6.2.6.2 Result of Correlation Analysis Between Individual 

Store Image (Giant and Tesco) and Overall Perceptions 

of Retail Brand Ranges 

For the individual stores, results of the Correlation analysis between 

individual store image and overalI perceptions of retail brands indicate 

that there is positive relationship between how consumers perceive 

individual store image and retail brand ranges (p=O.OO<O.Ol). However, 

again, the findings show that the variation in perceptions of store image 

(store character and store reputation) and perceptions of retail brand 
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ranges for individual stores are minimal. The correlations are detailed in 

Table 6.26. 

Table 6.26 
Result of Correlation Analysis Between Individual Store Image (Giant 
and Tesco) and Overall Perceptions of Retail Brands 

Store Perceptions of Retail Brand 
Giant Tesco 

P- P-
Image Grocery Products Correlation 

Value 
Correlation 

Vallie 
Overall. I am very positive abo", the 
introduction ~f retail brand grocery 0.360** 0.000 0.373*· 0.000 
products in this hypermarket 
Overall retail brand gr{/('ery producu 

0.324** 0.000 0.336*· 0.000 
can fulfil my self and my family needs 

Store 
Overall. retail brand grocery products 

0.316** 0.000 0.199** 0.000 
offer more choice to customers 

Character Overall. I will surely suggest this brand 
to another people to check out 

0.306** 0.000 0.186** 0.000 

I will silrely buy retail brand grocery 
products if the store offers more of thi.~ 0.336** 0.000 0.269*· 0.000 
brand in this store 
Overall Correlation 0.466** 0.000 0396*· o.nno 
r2 22% 16% 
Overall, I am very positive to the 
introduction of retail brand grocery 0.441** 0.000 0.336** 0.000 
products in this hypermarket 
Overall retail brand gr{/('ery prodlla~ 

0.367** 0.000 0.316** 0.000 
can fillfil my own and my family needs 

Store 
Overall. retail brand grocery products 0.409** 0.000 0.206*" 0.000 offer more choices to customers 

Reputation Overall. I will surely sugge.~tthi.~ brand 
0.404** 0.000 0.311"· 0.000 to other people to check out 

I will surely buy retail brand grocery 
products if the store offers more of this 0.462"* 0.000 0.343 .... 0.000 
brand 
Overall Correlation 0.594** 0.000 0.446*· 0.000 
rL 35% 22% 

** Correlation is significant at 0.01 level (p<O.OI) 

6.2.6.3 Discussion of Results From Objective Six 

Past studies argue that store image serves as a factor influencing retail 

brand development. They claim that retail brand ranges grow and 

prosper when retailers enhance their store image. The store appears to 

project not only the image of the store but also the products they carry 

Omar (1992) and Grewal et al. (1998) are some of the researchers who 
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suggest that those who shop for groceries are motivated by several 

factors including store image. 

The present study again confirmed the above suggestion. It comes as no 

surprise that the level of explained variance observed was 10% less for 

the overall perceptions of retail brand ranges (r2 = 31 %) compared to the 

effect of store image on consumer shopping motivations (r2 = 41 %). This 

difference was due to the fact that retail brands are new to the market 

and consumers have had less experience in evaluating the impact of 

store image on the brand. Given an appropriate time period, when 

customers have become more familiar with retail brand products, we 

may see different results. 

Again, store reputation is confirmed as a more important element of 

store image than store character in connection to the overall perceptions 

of retail brand ranges. The results have implications for retailers who 

wish to promote their retail brands successfully. The fact that consumers 

constantly stress the importance of store image and store reputation in 

particular on both shopping motives and the overall perceptions of retail 

brand ranges suggests that retailers should focus on these two aspects. 

Retailers, who wish to engage in retail brand development, should 

devote more attention to the image of their store. 
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6.2.6.4 Summary 

The findings show that although there is a positive relationship between 

store image and the overall perception of retail brand ranges, the 

relationship however was relatively small. This can be observed from 

the Coefficient of determination (r2) from all items in store image for all 

respondents, as well as from individual store respondents respectively. 

Among the items in store image, the findings observed that the 

respondent's views of store reputation were more important than store 

character, either from all respondents or from individual store 

respondents respectively. 

6.2.7 Objective Seven: The Effects of Store Image on Consumer Shopping 

Motives 

Objective seven is concerned with the effects of store image on shopping 

motives. The argument supporting this objective is based on the notion that 

maybe consumers shop at a particular store because of the exclusiveness of the 

image presented by the store. For example, two chains may offer quality retail 

brands at reasonable prices. However, one chain may not be as clean or brightly 

lit as another. Its employees may not be as helpful and friendly. Consumerss 

may therefore choose the clean, brightly lit, friendly store because of image 

attributes alone. Objective and proposition seven therefore, were: 

07: To examine the influences of store image on consumer shopping 
motives. 
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P7: There will be a significant relationship between store image and 
consumer shopping motives. 

Pearson's product-moment correlation coefficient was used in testing this 

proposition. Figure 6.3 however; reveal that although there is a positive 

relationship between store image and consumer shopping motives, the 

relationship was moderate. The relationships of interest in this proposition are 

illustrated in Table 6.27. 

5 

Figure: 6.3 
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Correlation Analysis Between Overall Shopping Motive and 
Overall Store Image 

Overall 
Shopping 
Motives 

Pearsoll Correlation 

Sigllificant (2-tailed) 
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6.2.7.1 Correlation Analysis Between Overall Shopping 

Motives and Overall Store Image 

The results reveal that there is a positive relationship between store 

image and consumer shopping motives (P=0.00<0.05). They reveal that 

consumer shopping motives and store image are significantly associated. 

41 % of the variation in overaII perceptions of shopping motives among 

respondents is fundamentally because of the image of the store. This 

indicates that store image has a moderate relationship on consumer 

shopping motives. 

Further analysis of individual items from shopping motives and store 

image reveal that there are positive relationships between different 

consumer shopping motives and store image for each item 

(P=O.OO<O.OI). These correlations are detailed in Table 6.28. 

Table 6.28 
The Result of Correlation Analysis Between Consumer Shopping 
Motives and Store Image 

Shol!l!.ing Motives Store Image Correlation p. Value 

Store Offer 
Store Character 0.457** 0.000 
Store Rep'utatioll 0.495** 0.000 

Store Service 
Store Character 0.427** 0.000 
Store Ree.ufafioll 0.469** 0.000 

Store Environment Store Character 0.457** 0.000 
Store Ree."tatioll 0.5]]** 0.000 .* Correlation is significant at om level (p<O.OI) 
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With regards to the individual store, consumers perceived store image 

offered a moderate relationship to shopping motives for both the Giant 

and Tesco stores (see Table 6.29). Although the difference is nominal 

for all items in store image and shopping motives, for both Giant and 

Tesco hypermarkets, on the whole it can be concluded that the 

relationship between store image and consumer shopping motives was 

stronger for the Giant store compared to the Tesco store. The above 

analysis provides some evidence that store image does influence 

consumer shopping motives. Although the relationship is statically 

significant, the r'1. suggests that this relationship is not strong. 

Table 6.29 
The Result of Correlation Analysis Between Consumer Shopping 
Motives and Store Image for Stores 

Shopping s I 
Giant Tesco 

Motives 
tore mage 

Correlation p. Value Correlation p. Vallie 
Store 

0.470** 0.000 0.461** 0.000 
Store Offer 

Character 
Store 
Reputation 0.493** 0.000 0.484** 0.000 

Store 
0.462** 0.000 0.397** 0.000 Character 

Store Service 
Store 
Replltation 

0.515** 0.000 0.428** 0.000 

Store 
0.494** 0.000 0.425** 0.000 Store Character 

Environment Store 
0.57B** 0.000 0.457** 0.000 Reputation 

•• .. Correlatlun IS slgmflcant at 0.01 level (p<O.OI) 

6.2.7.2 T -Tests Analysis on Store Image for Individual Stores 

In order to be able to analyse the effect of store image on individual 

stores, again T-test analyses were performed. The results reveal that 
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there are no significant relationships between store character of both 

Giant and Tesco stores (p=0.247>0.05)., This indicates that the Giant 

respondents' perception of Giant's store character are somehow similar 

or comparable to Tesco respondents' perceptions of Tesco's store 

character. On the other hand, the p-value of store reputation for both 

stores are significantly different (p=0.00<0.05). This implies that there is 

a different view of Giant store's reputation and Tesco store's 

reputations by their representative respondents; Giant respondents 

perceived Giant store's reputation better than Tesco respondents 

perceive the reputation of their store (see Table 6.30). 

Table 6.30: Mean Scores and Result of Independent Sample T·tests For 

Store Image and Stores 

Store Item 
Stores 

T· Vallie p. Vallie 
Image Giant Tesco 

In my opillion this hypermarket projects a 
5.59 5.72 -2.862"'* 0.004 

modern image 

Store 
The Izypemwrket serves the middle class 

5.84 5.92 -1.535 0.125 

Character 
consumers 
The hypermarket can be considered as a 
world-class retailer 

5,43 5.35 1.270 0.204 

Total Mean 5.62 5.67 ·1.157 0.247 
The Izypermarket transmits a reliable image 5,62 5.48 2.977* 0.003 
1 have total confidence in this hypermarket 5.61 5.46 3./38* 0.002 

Store 1 find the hypermarket totally trustworthy 5.62 5.43 3.993"* 0.000 

Reputation 1 believed that the hypermarket would never 
let me down 

5.58 5.38 3.965* 0.000 

Total Mean 5.61 5.44 4.547* 0.000 
'Equal vanances not assumed 
• The mean difference is significant at 0,05 level 
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6.2.7.3 Discussion of Results from Objective Seven 

The analyses reported above confirm the notion that consumer-shopping 

motives are influenced by the image portrayed by the store. Previous 

studies on grocery shopping behaviour highlighted that consumers differ 

in their selection of products simply because of store image. Store image 

provides a tremendous amount of information and cues for consumers 

and is an important input in the consumers' decision process. These 

factors consequently, have an effect on consumers' motivation for 

visiting any particular store. 

Although, the level of explained variance (r2) amongst store image and 

shopping motives in the present study was nominal, the findings 

indicated that store reputation has had a greater influence on shopping 

motives compared to store character. The results are consistent with 

previous studies that reveal shopping at a well known, highly reputable 

store, leads to the satisfaction of status or prestige needs, which, in turn 

increases the chance of consumers becoming loyal to the store. In view 

of this, a store's reputation can be considered as an important aspect in 

influencing consumer shopping motivations. A store becomes reputable 

after it has been in the market for a period of time; it performs as desired 

and delivers the benefits promised. Store character, although perceived 

slightly lower, cannot be underestimated. This is because a successful 
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store requires store character before it can be highly regarded as a 

reputable store. 

It is also emerged in the findings that individual store images were found 

to be important. This is due to the fact that the relationship between store 

image and consumer shopping motives was rated stronger by the Giant 

store consumers than the Tesco store consumers. Again, the word 

'establishment' summarises it all. Although the Giant hypermarket is 

considered new to the market, the company is an established 

supermarket trader and has had a long commitment to the Malaysians. 

For a decade, Giant has been seen as providing and delivering products 

that can not only be trusted but also provided the first place for 

Malaysian to do their modern grocery shopping, before other 

supermarkets or hypermarkets came along. Perhaps, the store's name 

(Giant) evokes a vivid store image in consumers' minds. However, the 

results also indicated that Tesco consumers believed Tesco presented a 

more up to date and modern store than the consumers of Giant did. This 

is not surprising. Being an excellent store in the UK; Tesco proved that 

their stores are technologically advanced. 

6.2.7.4 Summary 

The relationships identified by the analyses performed to test 

proposition seven suggest that store reputation is a crucial element of 
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store image in motivating consumers to shop at stores. Although the 

results pointed to only moderate associations, as time goes by, 

improving the store with modem equipment may somehow also enhance 

store character. Retailers should therefore continue to demonstrate that 

their stores are committed to serve the Malaysians by focusing in this 

area. 

6.3 Concluding Comments 

Each objective and research proposition in this study contributed to one main aim, 

which is to establish an understanding of retail brands from the Malaysians' point of 

view. The combination of several variables such as consumer shopping situations, 

consumer shopping motives, as well as the influence of store image on consumers' 

perceptions of retail brands was intended to asses their impact on the retailing industry 

in Malaysia. The results not only serve as a guideline to retail brands producers but 

simultaneously indicate the potential of the brands. The growth of the retail brand in 

Malaysia needs to be first understood by each and every individual concerned (retailers, 

suppliers, customers etc.) in order to guarantee the future of the brands in this country. 

This is because without fully understanding what the brand can offer, it is difficult to 

develop brand ranges successfully. Nonetheless, too little is currently known about 

these brands specifically in Malaysia. Although consumers perceived clear differences 

between manufacturers' brands and retail brands; amongst retail brands consumers 

perceived the products as identical. In addition, the results show that consumer 

shopping motives and retailer store image respectively have nominal impact on 
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perceptions of retail brands. Retail brand retailers need to establish a stronger 

relationship between these two elements to the customers so that stronger effects can be 

observed in the future. It is time for retailers to establish their strategy into meaningful 

concept of retail brands. The findings suggest that Malaysian is a transition market 

where almost all of the results display minimum associations. Chapter 7 develops a 

more precise discussion of the results for retailers implications as well as the 

limitations offered by the study and concludes by offering some contributions and 

suggestion for future study. 
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CHAPTER SEVEN 

Conclusions and Implications for Retailers 

Retail brand is new in Malaysia. Providing the right information so that retailers can 

make better decisions is therefore crucial to the successful development of this brand. 

Retailers need to understand what Malaysian consumers think and believe about retail 

brand. This study was conducted among one thousand main household shoppers in two 

major hypermarkets in Klang Valley, Malaysia. Previous studies of retail brands are 

concentrated mostly in Western society. This study, however, looks at Asian 

perspectives. This study builds on existing literature to offer an understanding of how 

consumers perceive retail brands in a developing Asian retail environment. It further 

contributes by considering the effects of consumer situations, consumer motivations 

and consumer views of store image on how consumers evaluate retail brands while 

doing their grocery shopping. 

The purpose of this chapter is to summarise the findings from the study and relate these 

to highlight suggestions for retailers based from the outcome in order to ensure 

consumers become more committed towards retail brands. The discussion revolves 

around the findings of the study, the practical implications for retailers as well as the 

limitations imparted by the study. In addition, conclusions and future research are also 

discussed. 
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7.1 Summary and Conclusions 

This study adds to the growing body of literature on retail brand perceptions by 

examining how Malaysians perceive retail brands by looking at several issues such as 

the attributes of the brands; the situational factors; consumer-shopping motives and 

store image perceptions. 

7.1.1 Consumer Perceptions of Retail Brand Attributes 

The results presented in this study indicate several similarities with previous 

studies of retail brands, particularly in the early years of their development. 

While in many studies, women, or working women, perceived retail brands to 

be acceptable, in Malaysia it was the male consumers who had the strongest 

perceptions of retail brands. This may be due to the fact that previous research 

focused solely on female consumers, rather than both genders. However, the 

results are consistent with the findings of Livesey and Lennon (1978), as the 

potential buyers of retail brands in Malaysia are more inclined to middle age 

group; are educated, married, part of two-career households and well paid 

(average up to MR$72,OOO.OO in annual income). This may reflect the study 

area, which is within the centre of the country's economic activities. 

Additionally, the outcomes offer similar findings to the studies of Richardson et 

al. (1994; 1996); Omar (1996); Harding, (1996); Bellizzi et al. (1982); 

Cunningham et al. (1982); Rosen (1984); Rao and Monroe (1989); Richardson 

et al. (1994); Dick et al. (1995); and Omar (1996) in which, they claimed that 
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there are differences between consumer perceptions of retail brand and 

manufacturers' brand attributes. Malaysians perceived the retail brand attributes 

as different from manufacturers' brand specifically in terms of quality and 

value, as well as the extrinsic cues. This came to no surprise, as retail brands in 

Malaysia are new to the market. 

When comparing manufacturers' brand attributes with retail brand attributes, 

the study observed that consumers perceived the overall quality, overall value, 

pricing and packaging (extrinsic cues) of the manufacturers' brand to be 

comparable to the Giant brand. Consumers also perceived that all four brands, 

offered different financial and social risks. Importantly, the level of familiarity 

was also different for all four brands. Consumers perceived the manufacturers' 

brands to be the most familiar and the Tesco brand to be the least familiar 

brand. The same results were also observed for attributes such as 'confidence in 

using' the brands. 

Among the retail brands, consumers believed that the Giant brand offered 

superior attributes to the Tesco and the Tesco-Value brands. The Giant brand 

was perceived as being the most reliable, offering more value for money, being 

worth the money, as well as offering a good bargain. Consumers, however, 

perceived that both the Giant and the Tesco brands offered a similar 'worth the 

money' attribute. These results were similar to Richardson et al. (1996; 1994) 

who claimed that retail brands might be seen as offering good value for money. 
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It was also noted that each retail brand offered a different level of bargain to 

customers. As for the extrinsic cues, the Giant brand was perceived as offering 

reasonable prices as well as providing attractive packaging when compared to 

Tesco and Tesco-Value brands. Perhaps the reason behind this outcome is the 

higher degree of familiarity with Giant as a company thus increasing the 

familiarity of Giant brand (for example, Sheth et ai., 1999; Richardson et a1., 

and 1996; Dick et al., 1995). 

The results also indicate that the Malaysian consumer is not familiar with the 

Tesco brand. They believed that the Tesco brand offered higher financial and 

social risks. This gives them a low confidence in choosing the brand. This is 

consistent with the studies carried out by Mitchell (1998), Dick et al. (1995) and 

Livesey and Lennon (1978), who claimed that consumers tend to believe that 

retail brand purchases may result in both financial and social loss. Despite these 

weaknesses, consumers still perceived that the Tesco brand offered better 

overall quality than the Giant and the Tesco-Value brands. These findings are 

partially similar to those of Garretson et al. (2002) and Doods et ai. (1991) who 

claimed that higher prices lead to a higher perceived quality and consequently to 

a greater willingness to buy. Although consumers perceived the Tesco brand as 

offering better overall quality, they had a low intention to buy the brand. This is 

because consumers were not used to the brand, thus by buying the brand they 

might end up paying more than they usually do (i.e. the manufacturers' brands). 
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Surprisingly, the outcomes also indicate that overall, consumers perceived the 

Tesco-Value brand as 'better' than the Tesco brand. This is consistent with the 

study conducted by Omar (1994), which claimed that the low prices of retail 

brands did not result in an unfavourable attitude towards the brands. What 

interests consumers is the fact that the brand is cheaper than their usual brand 

(i.e. the manufacturers' brands) yet the product is similar and comparable too 

(i.e. washing liquid). In addition, Tesco-Value brand was easily available in the 

store compared to Tesco brand. This, consequently, influenced consumers' 

perceptions of the Tesco-Value brand as the major brand of the store thus 

increasing the level of Tesco-Value brand purchasing. 

7.1.2 The Role of Situational Factors 

The relationship between perceptions of brand attributes and consumer 

situations is complicated. Although during planned situations consumers 

perceived the Giant brand are offering fewer financial and social risks thus 

making them more confident with the brand, the brand in general was perceived 

as offering less value for money, In unplanned situations, the brand was 

perceived as a quality product, offering a reasonable price as well as providing 

attractive packaging. As for the Tesco brand items, consumers perceived them 

as significantly different only during unplanned situations. In this situation, 

consumers regarded the Tesco brand attributes as low in quality, expensive and 

with unattractive packaging. Consumers perceived the Tesco-Value brand 

attributes' better only in planned situations. Consumers perceived the quality of 
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a brand is acceptable thus raising their confidence level in using the brand. They 

also believed that the risks associated with the brand were negligible. These 

findings are consistent with the studies by Van Kenhove and De Wulf (2000), 

and Lai (1991), which claim that despite its importance in consumer behaviour, 

it is very difficult to deal with the operational definition of 'situation'. Perhaps 

this is the reason why the study of retail brands with regards to situations such 

as planned and unplanned was not explored before. Overall, although the results 

indicate that Malaysian perceived retail brand's attributes varied among retail 

brands and between consumer situations, the findings, offer possible 

opportunities for the retailers. The strong bond between consumers and the 

Giant store as well, as with the Tesco-Value brand, offers enormous prospects 

for the development of retail brands in both hypermarkets due to the consumer 

situations and consumers' overall perceptions of retail brands. Overall, 

consumers believed that during the planned situation, the developments of retail 

brands offer more product choices, can fulfil both their needs and their family 

needs as well as making them feel more certain and positive towards the 

development of retail brands. 

7.1.3 The Consumer-Shopping Motives 

Although, there is a positive relationship between consumer-shopping 

motivation and the perceptions of retail brand attributes, the significant results 

do not apply to all retail brand attributes. The findings concluded that there is no 

specific pattern for consumer shopping motivation and retail brand attributes for 
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all three retail brand products, nevertheless, the statement 'the hypermarket 

always communicates its shopping information to its consumers' was observed 

for almost all of Tesco-Value brand's attributes. 

With respect to shopping motives and consumers' overall perceptions of retail 

brand, although Malaysians show less association between shopping motives 

and overall perceptions of retail brand ranges, consumers did, however, 

perceive the cleanliness and orderliness of the physical store environment 

important for the perceptions of retail brand. The studies carried out by Baker et 

al. (2002), Dawson and Sparks (1985), Westbrook and Black (1985) as well as 

Tauber (1972), reveal that factors such as the physical store environment do 

attract the consumer's attention to shops, thus affecting perceptions of 

merchandise. Westbrook and Black (1985) once identified consumers who are 

inclined to the cleanliness or orderliness of a physical store environment, as 

'compulsive shoppers'. This is no surprise as Giant and Tesco hypermarkets are 

seen as providing the 'newest and latest' avenue for Malaysians to shop for 

groceries. In addition, the transformation from traditional supermarkets to 

modem hypermarkets brings a new era to the development of the Malaysian 

retail industry, mainly in respect of store hygiene and the overall shopping 

experience, as the old supermarkets do not offer this type of surroundings and 

ambiance. This may be why the findings indicate that Malaysian shopping 

motives are consistent for both hypermarkets (Giant and Tesco). However, it 

was observed that consumers perceived the Giant store as offering better deals 
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than the Tesco store. The explanation for these findings may be due to the fact 

that most respondents are familiar with the Giant store and thus are more 

comfortable buying the Giant brand from the Giant store The Tesco 

hypermarket is new to the market; consumers may not yet be familiar with the 

brand and store. The outcomes are consistent with the study of Ailawadi (2001), 

which claimed that familiarity with a store might improve the perceptions of the 

retail brand of that store. In addition, the Giant consumers may have thoughts 

and feelings for the Giant store which influence their shopping motives for retail 

brand products (Porter and Claycomb, 1997; Keaveney and Hunt, 1992 and 

Sherman and Smith, 1987). 

It was also noted that consumer-shopping motives are also influenced by the 

image portrayed by the hypermarket. These findings are consistent with the 

studies of Omar (1992), Grewal et al. (1998), Porter and Claycomb (1997), 

Keaveney and Hunt (1992), Zimmer and Golden (1988) and Sherman and Smith 

(1987). The results revealed that of the two store image items investigated (store 

character and store reputation), store reputation has had a greater influence on 

shopping motives, compared to store character. Although, Giant's store image 

was rated higher than Tesco's store image, consumers claimed that Tesco 

offered a more up to date and modem store than Giant. 

416 



7.1.4 The Overall Perceptions of Retail Brand Ranges 

Overall the study confirmed that Malaysians have a positive attitude towards the 

introduction of retail brands in hypermarkets. They claimed the development of 

retail brands offers a variety of choice of product, as well as being appropriate 

with consumers' needs and wants. Generally, these demonstrate that the 

previous studies of retail brand development in the West, apply to the 

hypermarkets of Malaysia. 

Taken as a whole, the results suggest that there is still room for improvement 

for retail brand development, particularly the 2nd and 3rd generations in both 

hypermarkets. Knowing that Malaysians will only buy retail brands when their 

primary brands (i.e. manufacturers' brand) are not available, and often buy retail 

brand from the same store, opens up huge opportunities for hypermarket 

retailers. Emphasis on store environment and store reputation plays a crucial 

role in motivating consumers to shop and consequently buying retail brand from 

the hypermarkets. Hypermarket retailers therefore should consider promoting 

retail brands in the store more heavily. This is because for Malaysians 'a retail 

brand by any other name is just another brand', Offering this brand in an 

attractive store environment, as well as at a reputable store, may act as key 

factors influencing the success of retail brand development in Malaysia. 
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7.1.5 The Perceptions of Store Image 

Although the impact of store image on the variations in perceptions of retail 

brand ranges was nominal, the results did point out that, in general, consumers 

perceived store reputations as more important than store character in the 

association of the perceptions of retail brands. Perhaps, from a consumer point 

of view, a respectable store reputation provided a strong store personality, 

which in tum offered the ability to create acceptable retail brand products. This 

is consistent with Grewal et al. (1998) and Omar (1992), who suggest that those 

who shop for groceries are motivated by the image portrayed by the store. 

With regard to the retail brand attributes, although there is a positive 

relationship between store image and retail brand attributes for all three brands 

(Giant, Tesco and Tesco-Value), the results reveal that there are no specific 

attributes that can be strongly related to store image for all of the brands. The 

same finding was also observed between store image and consumer shopping 

motives, as the relationship between these two was moderate. 

The above findings, therefore, provide several implications for retail brand retailers in 

Malaysia. 

7.2 Practical Implications for Retail Brand Retailers in Malaysia 

Grocery consumers in Malaysia are strongly influenced by their long established 

relationship with the manufacturers' brand. A traditional appeal concerning the 
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environment and surroundings, is also still important in making purchasing decisions, 

for grocery products. Retail brand retailers should therefore underline simplicity and 

straightforward approaches rather than any other methods in introducing their retail 

brand. This is because Malaysia is an evolutionary market, evolving from a traditional 

to modem retail structure; hence emphasising that basic methods could be far more 

convincing and practical. In considering the implications of the study for retailers, the 

discussion is organised around six main suggestions namely: Understand Current 

Retail Brand Strategies; Retail Branding Orientation; Retail Brand Promotion 

Strategies; Planning the In-Store Environment; Project Store Reputation Clearly alld 

finally Managing Retail Brands' Efficiency. 

7.2.1 Understand Current Retail Brand Strategies 

It is necessary for retailers in Malaysia to first understand their current retail 

brand strategies before looking into other approaches. Knowing what is 

important to customers and how well retail brand is meeting those demands is 

important. As the 'collection of perceptions' that retailers want to build in the 

minds of their customers, retail brands need to be distinctive from those of the 

competition and to motivate customers to buy. 

Retailers in Malaysia who wish to be involved in retail brand development must 

first examine their current operating environmental conditions prior to 

committing to this type of brand development. This is essential as hypermarkets 

are incredibly complex. Retailers must 'evolve' to meet this challenge where 
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each of the specific stores must have unique qualities. They wiII have to find 

new ways to compete in the changing retail scenery. A closer look at what 

motivates shoppers to keep coming back to the retail stores is vital for the 

hypermarkets. The findings of the study offer two possible aspects that retailers 

in Malaysia need to consider before implementing their retail brand strategy. 

Firstly, if the development of retail brands in Malaysia is made as a defensive 

response to threats from the manufacturers' brands or other hypermarket 

retailers, then the approach may be essential. If, however, the developments are 

made for offensive reasons (for example; because of perceived opportunities for 

increased sales or market share) the hypermarket retailer in Malaysia should 

carefully monitor and control his production and retail costs to be able to retain 

his original competitive advantage of low cost/high margin. 

Secondly, hypermarket retailers should remember that the retail brand is never 

just about price. The results of this study clearly indicate that Tesco-Value 

brand was perceived more favourably than the Tesco brand. How much should 

the hypermarkets charge for their retail brand? Charge too much and it may not 

sell; a problem that can be fixed relatively easily by reducing the price. 

Charging too little is far more dangerous; a store not only forgoes significant 

revenues and profits but also fixes the product's market value position at a low 

level. It is too easy just to say, price is the only thing that matters to the 

customers, and there is no reason to think about branding. This may not be true 
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as a former Vice President of Marketing at Morton Salt in the USA, once said ... 

'We found that the successful process of retailing commodities requires value 

added benefits ... and if you are the first to add these benefits, and support them, 

your chances of success are far greater than if you follow someone else (me- too 

product)' (Brand Building, 2003). 

For that reason, hypermarket retailers should consider their pricing strategies in 

relation to broader economic trends. Global trends in value pricing would 

suggest that, despite possible strategy changes, the average retail brand price 

could not increase simply because of economic and competitive pressures. Even 

manufacturers' brands have been forced to keep prices low owing to value 

pricing. The recession of the late 1990s may have held (manufacturers' brands') 

prices down, so any price or margin increases may not occur for a while. Price 

increases are more easily absorbed during prosperous economic periods, but 

hypermarket retailers may find their competitive advantage lost in the long term 

if they raise retail brands' prices. Retail brands, therefore, should continue seek 

to improve the price and/or value advantage they have over manufacturers' 

brands. Increasing gross margins for retailers may be necessary as well as 

setting limits on internal costs. The findings perhaps suggest that retail brands in 

Malaysia need to become value conscious as established by the Tesco-Value 

brand. This suggests that improvements in product quality may be necessary, 

but not at the expense of rising retail prices as manufacturers' brands are not 

complacent but are looking for ways to provide better value for the consumer. 
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7.2.2 Retail Branding Orientation 

Although the results revealed that retail brand consumers in Malaysia are more 

likely to be the male consumers; who are educated; from middle age group; are 

married and earn more money than non-consumers of retail brands,: retailers 

should not limit themselves to this group only. Retailers should exercise a 

consumer-centric attitude by understanding the needs and wants of other 

customers as well. In addition, the study revealed that although consumers 

perceived the Giant brand to be comparable with a manufacturers' brand's 

quality, value, price and packaging; consumers clearly perceived retail brands as 

generally inferior to manufacturers' brand in terms of the overall quality, value, 

price, packaging, risks, familiarity and confidence in consuming the brands. 

Explanations of why this outcome was observed relate to the strategies being 

implemented by both retailers (Giant and Tesco). As mentioned earlier, Giant 

and Tesco have different strategies for their retail brands. While Giant offered 

only one approach (3rd generation) of their retail brand product; Tesco 

however, offered 2nd, 3rd and 4th generations of retail brand products 

simultaneously. Although it was suggested in Chapter Two that brand evolution 

could be overlapping (i.e. 2nd and 3rd generations of retail brands can be 

employed together), this strategy cannot be operationalised in Malaysia or 

perhaps it is not the right time yet. Retailers should not have more than one 

retail brand in their store, as the manufacturers' brands seems to be relatively 

strong. Focusing first on a strategy of differentiation from the manufacturers' 

brand, as observed by Pellegrini, (1993) is more convincing. 
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Consumers seem to be confused by the introduction of these brands. No doubt 

the brand is cheaper and has simple packaging but with no advertising gimmick 

to familiarise consumers with the brand, this reduces the attractiveness of retail 

brands. It is argued that in this early stage of retail brand development, retailers 

should differentiate retail brands from manufacturers' brands by using the basic 

functional aspects of the brand: such as what does the product do; how is it 

offered and why it is needed; plus the evaluative issues such as: how well does 

the brand perform; how can it be judged and on what evidence. 

Hypermarket retailers that are just starting on the branding path in Malaysia 

should not just use the world's biggest established retail brands as their 

reference point. Retailers should go for a lower reference point that requires 

minimal investment in money and time. This is consistent with the study carried 

out by Dick et al. (1995). This study suggests that retailers should first build 

greater consumer acceptance of retail brands by increasing consumer awareness 

of retail brands. Hypermarket retailers should therefore make Malaysian 

consumers feel comfortable and thus become more familiar with the brand first. 

Once consumers are more familiar with the retail brand concept and have more 

confidence towards the brand, hypermarket retailers could then develop more 

extensive strategies for retail brand or line extensions. This allows retailers to 

introduce new products that offer larger returns and increase retailers' 

competitiveness vis-a-vis manufacturers' brands. Perhaps introducing one level 
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of retail brand at a time is far more convincing than having more levels of retail 

brand at a time. 

Having many types of retail brand at a same time under one roof in a premature 

market, might influence consumers' assessments of retail brands in general. 

Consumer might end up thinking that the brand actually belongs to another 

manufacturer and not to the retailer. This may be the case when the study 

showed that Malaysians perceived the Tesco-Value brand better than the Tesco 

brand. These results, in the long term, could affect the retailer's goals and thus 

the future development of retail brand might not be an attractive proposition. 

It is therefore, important for hypermarket retailers to understand what their retail 

brands offer and be able to articulate that both internally and externally. In other 

words, know what the brand stands for, what its values are and understand the 

mechanisms by which retailers can implement a retail brand strategy in order to 

get a consistent deliverable (the brand promise i.e. high/low value/cost 

conscious consumers). Hypermarket retailers should emphasise their retail 

brands which are not only cheaper than the branded equivalent but are 

recognized as being of at least as good a quality and value. Perhaps, retailers are 

most likely to be successful if they concentrate on enhancing the attributes of a 

retail brand gradually by having one retail brand at the time. 
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7.2.3 Retail Brand Promotions Strategies 

The survey results show that Malaysians are not brand conscious any more. 

They readily bought retail brands when they could not find their regular 

(manufacturers') brand. In fact, the study observed that Malaysians are willing 

to buy retail brands during their planned-shopping trips to the store. Since Giant 

consumers perceived that the Giant brand offered less value for money during 

the planned-shopping situation, Giant might consider several approaches to 

increase the perceptions of the Giant brand's value for money. Giant can 

distribute free trial, in-store sampling and introducing festive retail brand. This 

could increase the perceived value for money of the Giant brand as the retailer 

himself introduces it. During this stage, the retailer should inform consumers 

about their brands' benefits by issuing exclusive coupons for purchasing the 

retail brand (reflecting the money savings), by maintaining a high level of 

intrinsic product quality, as well as by improving the retail brand packaging 

through regularly updating the packaging design. The retailer should be able to 

prove its excellent quality at reasonable price, by using a slightly bigger size of 

packaging (i.e. increase 10 or 20% of the normal size). This increases the 

perceived value because consumers feel that they are getting more for their 

money. In short, the promise of good quality at a reasonable price could lead to 

a 'smart buy' impression that may also motivate consumers. 

Giving consumers a strong risk reversal guarantee such as a money back 

guarantee could also attract consumers as it shows that the retailer is standing 
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behind the brand if anything unpleasant occurs (Le. damage). This could build a 

strong image for both brand and store thus reducing the financial and social 

risks. The Giant retailer might also consider having a copy of testimonials with 

his retail brand. Experienced retail brand consumers could share their 

knowledge on retail brands with other consumers. The retailer might also try to 

get the brand endorsed by a famous person. This might increase the perceived 

value, improve familiarity as well as boost consumer confidence with the brand. 

Being the least favourable retail brand, Tesco should re-examine its Tesco brand 

strategy. Tesco should make a critical decision in deciding the future of the 

Tesco brand in Malaysia. This is because a good Tesco brand strategy deals 

with the consist transfer of the Tesco brand image into the consumer's mind. 

The consumers must first have a positive assessment, as well as considering 

Tesco brand in their purchasing decisions. This might be difficult to put into 

practice knowing that consumers are more inclined to the Tesco-Value brand, 

which also belongs to the Tesco store. It is urged that Tesco should go for a 

flexible strategy by focusing more on the traditional value for money approach. 

This method offers the advantage that it avoids direct competition with the 

manufacturers' brand. Alternatively, using the Tesco-Value brand strength, 

Tesco should be able to convince their consumers that the Tesco brand is 

designed so as to offer a choice of product selection other than the 

manufacturers' brand. The brand may not be equivalent to the manufacturers' 

brand but it did offer similar or other benefits or advantages compared to the 
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manufacturers' brand. One example is by having several huge billboards around 

the Tesco store so as to project the message that the retailer needs to convey to 

the consumers (i.e. Have you tried Tesco brand? It's better than you can 

imagine). Perhaps, placing trial size packages on the shelf could also make this 

brand stand out. Alternatively, focusing on in-store education, which generates 

crowds in-store, could make the Tesco brand look more attractive. This can be 

done through customer-centred cross-promotions. Using mixed displays 

between the Tesco brand and Tesco Value brand on the shelf and separate 

displays for the manufacturers' brand might provide better results as it reduces 

the consumers' ability to use informational cues from the manufacturers' 

brands. It also helps consumers buy more quickly, pleasantly, frequently and 

can reach huge numbers of consumers quickly and inexpensively. This also 

enables the consumer to do less planning (more impulse buying). It is believed 

that communicating these differences may improve consumers' responses 

towards this brand in the future, either during planned or unplanned shopping 

trips. 

7.2.4 Planning the In-Store Environment 

The Malaysian retail industry is undergoing a revolution and is experiencing a 

paradigm shift in the way consumers have taken to shopping. Market 

liberalisation and reformed consumers are contributing to the retail 

transformation in Malaysia. In planning and making retail brand strategy 
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decisions, retailers must have some idea about the characteristics of demand for 

their hypermarket in order to attain these objectives. 

The findings from this study concluded that consumer-shopping motives do 

enhance consumer perceptions of retail brands. Although the influences of 

shopping motives are modest, it was observed that the physical aspects of the 

store environment such as the cleanliness and orderliness of the hypermarket 

impact upon consumers in their overall perceptions of retail brand. Hypermarket 

retailers in Malaysia are therefore urged to be more innovative and receptive in 

planning their in-store environment so as to foster effective communication in 

promoting their retail brands. Providing a comfortable upscale environment for 

consumers might serve this. Likewise, increasing the influence of the store 

environment might create dynamic in-store experiences in response to 

consumers. Developing a dynamic in-store consumer experience by adapting a 

clean and fresh store layout with optimum space planning might have a higher

impact on retail brand perceptions. The hypermarket retailer who is able to 

differentiate between the old-style supermarkets through a fresh innovative 

hypermarket may maximize the appeal of their store. The more attractive the 

store environment is to customers, the more time consumers will spend in the 

store and the more product they will buy from it. This may stimulate retail 

brand perceptions too. 
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Conversely, using the emotional linkage between the store environment and the 

retail brand may increase the consumer's commitment to the store. A great store 

environment may serve as an emotional connection between consumers, stores 

and retail brands. Environments reach beyond the purely rational and purely 

economic level to spark feelings of closeness, affection and trust. Consumers 

live in an emotional world; their emotions influence their decisions. Although 

the results indicate that Malaysians in general shop at the Giant store more often 

than any other hypermarket, consumers still buy manufacturers' brands more 

frequently than Giant brands. Hypermarket retailers should therefore transcend 

their retail brand's features and benefits so as to penetrate the consumer's 

emotions. What makes a retail brand strong is the emotional involvement 

between customers and the store. Hypermarket retailers should therefore 

connect their customers' emotions, by polishing their retail brands' core values, 

together with their store environment. In effect, a fresh, clean and attractive 

store environment, which captures and communicates its retail brand values 

well, makes customers treasure the brand even more. 

7.2.5 Project Store Reputation Clearly 

Although wooing and winning customers are critical for retailers, creating loyal 

customers and holding onto them is tougher than ever. If hypermarket retailers 

do not project their store image well, it is only a matter of time before customers 

go to a competitor that can provide a better shopping experience. Smart 

hypermarket retailers need to understand their target market and store image 
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well as the latter is what consumers expect to see when shopping and 

subsequently buying retail brand from the store. 

From a retail brand perspective, an attractive store reputation offers much 

potential in terms of creating a pleasant retail brand attitude. The study reveals 

that consumers perceived store reputation had the most influence on their 

shopping motives for retail brand. This is not surprising as consumers perceived 

a store with a good reputation to be trustworthy. Hypermarket retailers should 

therefore maximise and building on their reputation by offeing consistent 

policies of retail brand that satisfy their customers. 

Hypermarket retailers should continue to grow its retail brand offerings, by 

enforcing reliable retail brand products. By taking a more active attitude in the 

development of their retail brand products and by increasing the reliability of 

these brands, hypermarket retailers can enhance a reliable, confident and 

trustworthy reputation for their store. This, in the long run, may improve the 

image of the store thus increasing loyalty to the store. Consumers could become 

familiar with the retail brand products and their shopping is facilitated by the 

ability to buy a single brand across a wide range of product categories. As a 

whole, the investment on store reputation is considered vital to the hypermarket 

retailers in Malaysia although it may take longer time to achieve. This IS 

because strengthen strong retailer image might improve retail brand strategy. 
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7.2.6 Managing Retail Brands Efficiency 

Finally, it is argued that in general, consumers are seeking credibility from the 

retail brand that retailers sell. Convincing consumers about the store's 

credibility requires elements such as knowledge and trust. Giant and Tesco, as 

hypermarket retailers, should therefore be seen to be knowledgeable about their 

products by providing expert information on retail brand products. Customers 

must believe that the store will act with their best interests in mind. 

With all the approaches mentioned above, it is argued that retailers need to 

demonstrate their expertise, trustworthiness and concern for their customers' 

interests. Credibility and visibility must go hand-in-hand. This includes the 

ability to continue to find or develop and to offer attractive retail brand products 

to customers by promising only what you can deliver, organising channels of 

communication consistency, and ensuring good retail brand experiences. 

Continued advertising usmg in-store campaigns for creating retail brand 

awareness is also recommended. This will improve consumers' awareness as 

well as reducing the perceived risks from the brand. Retailers should not 

advertise retail brands as the cheapest brands but alternatively as value for 

money brands. Successful retail brands partially attribute their success by 

benchmarking their retail brand products against the category leader in the 

customer segment and communicating the benefits to consumers. 
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In sum, whether in the West or in the East, retail brand development needs 

clarity, consistency and constancy in implementing the approaches preferred. 

Once this information is gathered, and used responsibly, effectively, and 

repeatedly, the customers and retailers can work in concert rather than as 

adversaries. At this point, the relationship transcends retail brand; or, in the 

optimum situation, the trust factor becomes part of the retail brand products. 

And that is where the true power of the retail brand products relationship gets 

put to work. For those who are not quite ready for implementing a retail brand, 

sooner or later someone will came along and do this, and then the retailer will 

end up having to create a retail brand against a more well-established player. 

7.3 Limitations of the study 

Any conclusions drawn from the primary data analysis must be considered in the light 

of several limitations. First, the techniques employed in this study such as the 

possibility of respondents focused on the product, and not the brand; the questions such 

as have consumers tried the brand before they answer the questions; and could the 

perceptions of retail brands derive solely from the packaging, instead of pricing, which 

is unrelated to customer perceptions need to be considered. 

Second, it could be argued that retail brand products were still very few at the time that 

this study took place, as some respondents might not have been very familiar with retail 

brand products yet, so responses may have contained misinterpretations. At the same 
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time, some respondents might not have been able to distinguish clearly between retail 

brands and manufacturers' brands. 

Third, the sample does not allow for consideration of the impact of other consumer 

behaviour attitudes such as the taste, the aroma and the performance; which have been 

demonstrated to impact retail brand products attitudes. This is because the study only 

examined one product category that is dish washing liquid/washing up liquid products 

from the Giant and Tesco hypermarkets. 

It should be noted, however, that the introduction of retail brand products in Malaysia 

has been an important area of retail expansion and is likely to continue. The goals and 

strategies of having retail brand products in hypermarkets in this country may differ 

from each other and therefore lessons from the West, particularly the UK, may be 

adequate, even necessary, to understand retail brand grocery products issues fully. 

7.4 The Prospect of Retail Brand Ranges 

Mirror, Mirror on the Wall... Who Has the Strongest Brand in Malaysia? The 

findings of this study further our understanding of retail brands by shedding light on the 

specific retail brands available in Malaysia which has never been explored before. 

Consumer perceptions of retail brands' attributes are important as they can serve as an 

indicator of the relative ease with which a retail brand may obtain market share. 
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The results of this study confirm the generalised belief that manufacturers' brands are 

still perceived to be superior to products made by the retailers. Clearly manufacturer 

brands are still 'king' in consumers' eyes. Malaysians clearly identify this and on this 

basis; there are enormous differentiations on brand characteristics between 

manufacturers' and retailer brands. Perhaps this is to be expected in a country that is 

new to the occurrence of retail brands. Among retail brands, however, the findings 

point out that the Giant brand was rated most highly. It was noted that consumers were 

content to purchase this brand in the situation when they could not get hold of their 

regular brand, which in this case would have been the manufacturers' brands. 

The relatively low acceptance of Tesco brand during a planned situation was somewhat 

surprising given the fact that Tesco brand was evaluated higher than the Tesco-Value 

brand. In addition, it was also discovered that during a planned situation, Tesco 

shoppers (Tesco's respondents) bought mostly Giant brands (80.4%) while Giant 

shoppers (Giant's respondents) purchased mostly from the manufacturers' brands 

(90.4%). During unplanned situations, however, Tesco shoppers (Tesco's respondents) 

bought mostly from manufacturers' brands (64.2%) while Giant shoppers (Giant's 

respondents) purchased mostly from the Giant brand (33.8%). Retail brands being new 

in the market, combined with the unclear positioning of Tesco brand and Tesco-Value 

brand may at least partially explain this result. 

Although, the results were nominal, there was support for the influence of shopping 

motives as well as the store image on consumers' perceptions of retail brands. In 
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planning retail brand ranges, store environments and store reputation were the most 

influential aspects of shopping motives, as well as of store image respectively that 

retailers need to manage. Again, the Giant store was evaluated well on these two 

elements. Malaysians rated the store by associating the store more with its cleanliness, 

along with its structured layout that allows products to be found easily. Improved store 

atmosphere may be a way to boost sales of retail brands on the shelves. Investment in 

the environment by focusing on making the store bright and cheerful, keeping the store 

clean and making the aisles easy to navigate, can, indeed, help to enhance the overall 

perceptions of retail brands. Unlike manufacturers' brands, which must advertise each 

product individually in order for them to remain competitive, an improvement in store 

environment should increase the attractiveness of each and every retail brand offered by 

the stores. Interestingly, since shopping for grocery is also considered an outing for the 

family members, consumers may stay longer in the store. Once they are in the store, 

they buy not only more retail brands but they also more likely to fill their entire trolley 

with retail brands. This gives retailers a weapon with which to combat price 

competition. 

Nevertheless, retailers should also persuade and convince consumers that they are 

serious about their retail brands' development. A favourable store is very crucial for 

Malaysians to accept the retail brand; hence the store reputation must be prominent. If 

they promise that their retail brand is value for money, retailers should be prepared to 

deliver that benefit in order to build in consumer' trust and confidence. Do not promise 

what cannot be delivered. Retailer brands may possibly be inferior to manufacturer 
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brands, but the brand can offer great savings for those who are willing to sacrifice 

quality for the value they want.. This supports the notion that retail brands do not 

belong to any particular income group. 

Looking back from the findings, there is no surprise that Malaysians view the 

development of retail brands from Giant and Tesco store as similar. This may be due to 

the fact that consumers may see retail brands from both stores as belonging to other 

producers who supply inexpensive products to the stores concerned. The weak 

relationship associated with consumer shopping motives, and store image on the 

perceptions of retail brands is indicative of the need for research leading to greater 

understanding of the manner in which this variable may affect consumer belief in retail 

brands. 

In sum, the researcher believes that sufficient exposure to and knowledge of retail 

brands could improve consumers' attitudes to retail brand attributes and products. The 

relationship between hypermarket operators and consumers can be characterised by 

dependency. It is well known that manufacturers build their power through customer 

loyalty. Loyal consumers are more likely to pay full price for their favourite brands and 

look for them in any store where they shop. The results indicate that only if consumers 

cannot locate their regular brands, will they choose retail brands. If enough consumers 

act in this manner, retailers have no choice but to continually carry the manufacturers' 

brands as before. For that reason, it is believed that retailers should not only produce 

retail brands but at the same time, also concentrate on enhancing and building the 
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image of their store, so as to motivate consumers to shop and purchase more retail 

brands from their store. 

7.5 Summary of Contributions 

The present study has provided a general indication of how Malaysians perceive retail 

brand products. The results provide useful information for both retailers who have just 

started to promote the brand and those who have already been in the retail brand 

business. Even if the newness of retail brands impacts on the results they reveal mixed 

feelings among consumers about retail brands. In addition it was revealed that the 

whole process of developing retail brand products in immature market such as Malaysia 

should be introduce once at a time and cannot be overlapping as exposed by the 

previous researchers (Laaksonen and Reynolds, 1994, Fernie, 1994; Fernie and Pierrel, 

1996; Wileman and Jary, 1997; Burt, 2000). Overall these findings are of interest to 

practitioners and observers of the Malaysian market. 

7.6 Future Research 

As mentioned earlier, Malaysia is a country where prospects for retailing research are 

huge. Further research is called for to understand better the specific needs and 

expectations of Malaysian consumers, particularly involving retail brand products. It 

would be useful to assess across multiple dimensions of retail brands' attributes other 

than those considered in the present study. Since retail brand is new in this country, it 

would be useful to conduct on-going as well as more in-depth basic studies of retail 
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brand personality. This is crucial as it serves as a starting point to the subject under 

study. 

Changes in the Malaysian retailing marketplace are having an impact on relationships 

between retailers, suppliers and their manufacturers. The growth of retail brands in 

Malaysia hypermarkets will also affect the relationships between retailers and their 

suppliers. It is believed that once the retail brand markets settle down, researchers 

should be able to access first hand information from the retailers, suppliers as well as 

the manufacturers with regards to the retail brand development. This is important as 

retail brand growth can only be achieved through the collaboration from retailer, 

supplier as well as from the manufacturer. Thus, all components should be committed 

and responsibility to ensure the success of retail brand products. It is also argued that 

research association with the manufacturers and suppliers on the development of retail 

brand is call for, as it is obvious that effective collaboration between these components 

will become more important in the future in order for retail brand to excel. These pieces 

of information are valuable especially when we try to understand the relationships that 

hypermarkets have with their suppliers of retail brand products as well as to understand 

the factors contributing to the retailer-manufacturer collaboration. Perhaps, research on 

supplier's and manufacturer's approaches to retail brand development can be carried 

out in ten to fifteen years time, when retailers, suppliers and manufacturers become 

more familiar with retail brand products. 
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Since the associations between store motives and store image of the overall perceptions 

of retail brands are not strong, there are several avenues that might also be examined in 

relation to the influences of these variables on specific retail brand evaluations. These 

are important as they offer further clarification on the subject area, as significant 

associations need to be confirmed in another set of data before credence can be given 

(Altman, 1999). First, there is a need to provide more evidence that the shopping 

situation, shopping motives and store image affect consumer evaluations of retail 

brands. More specifically, it would be useful to identify what dimensions or items of 

those variables are relevant and therefore appropriate to be investigated in the 

Malaysian market. Examining resource availability, perhaps adopting or adapting other 

measurement tools to examine this issue, might achieve this. Additionally, other 

research method approaches such as experimental research or diary research design in 

which consumers are required to furnish detailed explanations of decisions relating to 

retail brands can also be considered. 

Study about a retail brand's characteristics alone is not adequate. Further research is 

also necessary to understand how retail brand consumers would impact upon the 

marketing and retailing mix and how to integrate this new technology with 

conventional retailing activities. Given that retail brands evolve from inferior to 

superior products, changes in consumer attitudes are expected over time. Continuous 

research of retail brand consumers and profiling should be done for the Malaysian 

market in the future as mentioned by Admiral Rickover, " ... good ideas are 110t adopted 

439 



automatically. They must he driven info practice with courageous patience" 

(www.buildingbrands.com. 2003). 

It must be noted that the present study focused only on grocery products and 

hypermarkets. It would be useful if future research could include other types of retail 

format; such as the speciality store or department store, which also produce retail brand 

products. The outcome might highlight more specific details of how consumers in 

different retail formats interact with this element of the retail mix. 

This work can be further extended across various consumer markets, particularly in the 

secondary markets in Malaysia; so that it can be generalised over larger and national 

populations. This is possible, as retail operators have just started to branch out into 

these areas. Evaluating and comparing the outcomes from this study might offer some 

justification that can later be used as a tool to effectively categorise retail brands in 

Malaysia. It is hoped that this study will stimulate interest in this area, where the 

potential for making important contributions to our understanding of retailing and 

marketing are great. 
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Appendix 1: Past studies on the Characteristics of Retail Brand Buyers 

Year of Name of Title of Study Sample Research Variable (s) Findings 
Studies Author(s) Instruments 

(Methodology) 

1965 FrankRE Are private prone • The purchasing • Diary panel • Socio-economic • Store brand buyers are better 
& Boyd Jr grocery customers histories of data (calculate • Consumption educated, older and have lower 
HW really different? 491 households the percentage • Store shopping habits incomes than national brand 

44 grocery of grocery buyers. 
product expenditures • Households with virtually 
categories devoted to identical characteristics 

private label consume both manufacturer 
lines). and store brands. 

• Multiple 
regression 
analysis 

1969 Rao, TR Are some • Diary panel • Store • Store loyalty through • Retail brand proneness in 
consumers more (cover three interview and • purchase rate and supermarket products fits into 
prone to purchase years) observations • the proportionate number the housewives' price 
private brands? of times a housewife has consciousness consumers 

visited the same store • Upper class women are much 
consecutively to purchase more prone to select retail 
a product. brands. 

• The su~cess of one retail brand 
product seems to be positively 
associated with the success of 
other retail brands product. 

1971 Coe, BD Private vs national • 100 women • twice personal • Frequency • Store brand buyer belongs to 
preference among respondents interview on • Quantity purchase higher rather than lower 
lower and middle- (50 low brand • Place of purchase income classes. 
income consumers income, 50 preferences • Geographic location • Users of retail brands fell in 

middle-income (2nd time after • Occupation of husband and the younger age brackets. 
. group). 3 months). wife . • MIG-Price is the prime factor 



• 25 staple food • Random • Income. of buying retail brands, high in 

items sampling. • Race. price does not means good 

• Age. quality but rather than high 
cost in promotional activities, 
lower degree of brand loyalty 
(switch from one retail brands 
to another retail brand). 

• LIG-Price = quality, aware of 
price differential but were not 
familiar with extent of the 
difference, depends on 
advertising as a source of 
information, loyal to 
manufacturer brands . 

1973 Rothe and Purchase behaviour • 1,400 major • Mailed survey ~ Shopping behaviour • Purchaser characteristics (4 
Lamont and brand choice appliance (46% rate) • Recognition of need significant). 

determinants purchasers. • A questionnaire • Sources of information • Occupation of head of 
• Consumer was developed • Brand selection factors household 

durables after in-store • Number of stores shopped • Annual family income 
products. interviews with (patronage factors) • Formal education of head of 

sales personnel, • Store choice factors household 
prospective and • Length of shopping time • Housing patterns 
past purchasers • Relative importance of 
and a pilot test. brand considerations and 

• Questionnaires store considerations 
were based on (Brand vs store) 
consumer recent • Socioeconomic and 
purchase of demographic characteristics 
major • Occupation of head of 
appliances. household 

• Family size 
• Annual family income 
• Age of head of household 
• Formal education of head 

of household 
• Housing patterns 

-- _ ... - ----



1978 Livesey & Factors affecting .387 • Interview • Brand choice decisions • Store brand buyer belong to 
Lennon consumers' choice respondents survey • Family preferences higher rather than lower 

between • 5 grocery • Random • Attitudes and perceptions income classes 
manufacturer items sampling behaviour • Perceived risks association 
brands and retailer with using store brands are 
own labels important determinants of 

consumer evaluations and 
purchasing behaviour - the 
association between social 
risks and usage situation 

• Marketing activities such as 
advertising may differentiate 
brands from store brands. 

• Manufacturer brands tend to be 
seen as being better quality 
than store brands. 

• Possible reasons for perception 
differences are degree of 
experience with store brands. 

1978 Dietrich R A first-time look at 400 customers Telephone survey Buyers vs non-buyers of • Purchase of retail brand 
how shoppers react generics products is negatively related 
to generic products to household income. 

Retail brand proneness are 
• Larger household, full time 

house makers 35-65 age 
category. 

• Less than US$15, 000 annual 
income. 

• Quality of retail brand 
products to be of equal value 
to manufacturer brands. 

• Buyers claimed to achieve 
saving between 16-20% from 
not purchasing manufacturer 
brands. 

L--- --- -



1978 Murphy The effect of social • 309women • judgement and • Socio economic (lower, • Price consciousness was not 
class on brand and «primary quota middle, upper class) related to income level. 
price consciousness purchasers! sampling • Attitudinal • Upper social class women are 
for supermarket • decision (varies in • Behavioural characteristics much more prone to select 
products makers/prior racial, ethnic • Buyers' sensitivity towards retail brands. 

research on and religious price and brand name • Suburban shoppers are more 

RB examined background) prone to purchase retail brands. 

exclusively 
female 
consumers) 

• 3 grocery 
items (paper 
towel, soft 
drinks, 
laundry 
detergent) 

1979 Sullivan Generic products in 1000 national Telephone survey Purchase vs non-purchase • Larger family, higher weekly 
supermarket. some random sample grocery shopping expenditure, 
new perspectives above average income, more 

educated, 35-44 age bracket 

1979 Anvik etal A profile of 336 customers of Mail return High vs low intentions to • More innovative, higher thrift 
intentions groups Denver questionnaires purchase generics orientation, lower brand 
for generic branded supermarket loyalty, female 
grocery products 

1979 Murphy & Generic 429 supermarket • Telephone • Purchase frequency • Consumers' price perceptions, 
Laczniak supermarket items: shoppers survey (regularity, prior brand quality evaluation, and 

a product and • Structured preferences) purchase intentions consistent 
consumer analysis questionnaires • Price perceptions with previous study. 

• Systematic • Quality perceptions • Seem to be attracting more 
random • Satisfaction former buyers of manufacturer 
sampling • Demographics (age, marital brands than the retail brands 

• The sample status, family income, itself. 
was composed occupation, number of • 27% buyers revealed that the 



of households persons living in the prices were very much lower 

residing within household, education) than manufactures'r brands. 

a 2 mile radius • The quality of retail brand is 
ofa leading comparable with other brands. 

store which • Customers are satisfied with 

sold retail the retail brands. 

brands. • Well-educated and large 
families are likely to purchase 

I retail brands. 
• Age shown insignificant factor 

to retail brand proneness. 
• Concluded that since retail 

brand products were served in 
a wide range of product 
categories, consumers of all 
ages, occupation, incomes of 
the buyers and non-buyers, 
educated or less educated, 
could consume and therefore 
demographics variable had 
become an insignificant factor 
in segmenting the retail brand 
market. 

1979 Zbythiewsk Rich shopper, poor • 595 shoppers • Interview • Demographics • 35-49 years old, working 
i J, Heller, shopper, they're all • 12 stores survey • Attitude women, better educated, often 

WH trying generic • 3 week period buying during the major 
grocery trip, larger grocery 
bills, shop longer, shopping 
after five, showed above 
average patronage, use 
shopping aids, inspect all items 
closely, perceived better value 
than other brands, equal 
quality, believed absence of 
advertising make low retail 
brand's price possible, large 
families of> five, young and 
12J"owin~ family, middle 



income group, popular for 
paper based products. 

I 

1982 Cunningha Generic brands vs A survey of 637 • Telephone • Using purchase patterns and • Consumer perceived store 

metal national brands and residents of a survey attitude toward one product. brands to be inferior to 

store brands medium sized generated • Each consumer group was national brand but superior to 

southwestern through a compared based on their generic grocery items on 

city. random digit, education, age, and family attributes such as overall 

• Using canned • using income. quality, appearance, reliability, 

food products attributes • National, store, generic, or label information, taste and 
ratings no brand preference. other characteristics. 

Classification based on • Younger, greater education as 
household inventory compared to national brand 

users. 
• Show no significance to family 

income. 
• Generic brand users are price 

conscious. 
• National brand users are 

quality conscious. 
• No brand loyalty consumers 

tend to be more quality 
conscious then generic and 
national brand users. 

1984 McEnally The market for • 1442 Used panel data • Shopping frequency • Non buyer and buyer act 
and Hawes generic brand households. • Product usage rate differently in their purchase 

grocery products: a • 4 grocery • Regular unit price selection behaviour. 
review and items (toilet • Dealing • Shopping frequency, Product 
extension tissue, paper • Store loyalty usage rate, Regular unit price 

towels, salad • Brand loyalty characteristics selection and store loyalty 
oil, dry mix were important variable in 
dinner) distinguishing between buyers 

and non-buyers of retail 
brands. 

• Shopped more frequently, had 
a higher product usage rate, 
generally purchased lower 



priced products and exhibited a 
higher level of store loyalty. 

• Normally came from middle 
income bracket. 

• Demographic and • 57% of respondents were 
I 

1985 Neidell et Consumer • 187 randomly • Personal 
a/. Responses to sampled interviews Socioeconomic aware about the brand 

Generic Products obtained from characteristics (consistent with previous 

Cole's • Family Life cycle categories studies). 

Directory • AIO measurements • The users of these brands do 
not match the demographic 
characteristics found in the 
past studies. 
• The user is a member of a 
low to moderate-income 
household, and less educated. 
• 3 or 4 members. 
• Annual income more than 

US$25,000 annually (less 
sensitive to price). 

• Older age consumers, no 
dependent children 
households, and fIxed 
income. 

• Non-users tend to put 
interest in non-food retail 
brands such as paper based 
product, laundry items, and 
pet foods. 

• Quality of the brand seems 
to be acceptable. 

1985 Wilkes and A note on generic • 502 • 5 points scale • Perceptual variables • Black perceived retail brands 
Valencia purchaser respondents of 5 shopping • Quality more favourable. 

generalisations and (Black, White lifestyle • Price • Black customers tend to be 
sub-cultural and Mexican- dimensions. • Value younger, low-income group, 
variations Americans) • Coupon • Dependability larger households and rent 



from 1980 proneness • Prestige homes. 

census data for • Trading • Quality • Whites and Mexican-

the SMSAon stamp • Packaging Americans no relationship 

household proneness • Popular between demographics and 

size, income, • Shopping • Overall superior retail brands purchasing were 

age and for special ? detected. 

education. • Brand • White customers tend to be 
loyalty positively related to 

• National manufacturers' brands 

brand orientation. 
preferences I 

• Demographic 
• Income 
• Marital 

status 
• Own home 

or rent 
• Presence of 

child under 
age of six 

• Education 
• Number of 

persons in 
household 

• Ethnicity 
• Dependent 

variables 
Amount spent 
on retail brands. 

1985 Kono, Ken Are Generics Buyer • 510 • Stratified • deal proneness 3 distinct groups of shoppers: 
Deal-Prone? On a respondents random • 20 (Likert-type) questions • Generic consumers -
Relationship sampling concerning attitudes toward economy minded, go for 
Between Generics (based on grocery shopping, generics the best value for price 
Purchase and Deal- income) and coupon redemption regardless of brand names 
Proneness • Mail survey • Factor analysis • Deal prone shoppers -

• 2 page • 62 psychographic questions economy minded, but 
questionnaires • Demographic profiles risk-averting 

• Those who are not 
-~ 



economy-minded 
• Generic buyers (economy 

minded) are better educated, 
active information seeker 
(Thorelli's Information seeker 
- the active information 
seekers are better educated 
(Thorelli,1975)) 

• Concluded that since generic 
products were served in a wide 
range of product categories, 
consumer of all ages, 
occupation, incomes of the 
buyers and non-buyers, 
educated or less educated, 
could consume them 

1987 Szymanski Identifying the • Previous • Previous • Used Mata analysis of the • The demographic, 

DM& generic-prone research data research data previous research findings psychological and shopping 

Busch PS consumer: a meta- on characteristics associated behaviour variables are weekly 

analysis' with the retail brands prone correlated with the purchasing 
consumers of retail brand products. 

• Strong relationships of 
perceived product quality and 
price to the propensity to buy 
retail brands. 

• Positioning retail brands as a 
solid value in comparison to 
manufacturers' brands may be 
the effective tool for retailers 
to promote retail brand 
products. 

• Suggested the determinants of 
quality perceptions and their 
role in the consumer decision-
making process for retail brand 
products proneness . 

• 
--- - ---



Retail brand characteristics; 

1995 Dick et al. Correlates of store • 1325 (46%) • interviewing • Perceptions of store brand • Under 45 years old, lower -

brand proneness: shoppers • consumer quality middle income, married with 

some empirical randomly attitudes • perceived risk <five children. 

observations intercepted at • interest • perceived value for money • Positively related to favourable 
shopping mall .0pmlOn • familiarity with retail brands quality perceptions. 

.28 grocery • household • Offer great value for money 
items characteristics • Greater familiarity 

Non buyers perceived RB as 

• Lower quality 
• Less reliable ingredients 
• Lower nutritional value 
• Offer poor value for money 
• Risk in purchase 
• The buyers are 'cheap'. 
• Less familiarity 

1996 Omar Grocery purchase • 1360 • Personal • Shopper's personal • Manufacturers' brands were 
behaviour for respondents interview characteristics perceived to be superior to 

national and own- • randomly • Shopping behaviour patterns store brands in terms of 

label brands intercepted • Choice factors: quality, packaging, consistency 

• Quality and image. 

• Price • Store brands were perceived as 

• Taste offered good value for money. 

• Packaging • Found few characteristics to be 

• Experience 
useful in identifying 
manufacturers' and store 

• Value for money brands buyers, such as; 
• Use in-store information 

highly. 
• Shop frequently and longer. 
• Always look for the best 

price and value for money. 
• Socioeconomic status low 

based on housing patterns, 



occupation and education. 

i 

1997 Prendergast Generic products: • 677 randomly • Semantic • Use 5 variables, • Higher household income 

and Marr who buys them and selected from differential • Value for money groups were less likely to 

how do they Shoppers scales • Quality purchase retail brands than the 

perform relative to Bonus Club • Freshness lower household income 

each other? database • Safety 
groups. 

• 8 grocery • Convenient package size • No relations between age, 

items, such as occupation and weekly 

rice, shampoo, household grocery 

coffee, tissue, expenditure. 

washing • High rate of penetration in 
powder, soup retail brand products. 
and cereal. 

Rice - was perceived by lower 
income group as good value for 
money and higher in quality 

• Others buying rice because of 
value for money, quality, 
safety, freshness and 
convenient packaging. 

Shampoo - the results were less 
clear (small in variances). 

Coffee - safe, fresh and packaged 
convenience. Lower bracket 
income consider better value, 
older age group tended to 
consider retail brand coffee as 
being fresher and convenience of 
package than those in younger 
groups. 

Tissue - value for money, safety, 
convenience of package, quality 
and freshness. 



Washing powder - did not 
demonstrate strength on value for 
money or quality aspects. 
Regards well in safety and 
package convenience (the older 
age bracket). 

Soup - quality, freshness and 
convenience package (older age 

I group). 

Cereals - value for money, 
safety,(older age bracket), 
convenience of package, quality 
and freshness. 

• Purchases of retail brand 
products were negatively 
related to household income. 

• Older consumers more likely 
to purchase retail brand 
products. 

• Consumer who regards retail 
brand, as low value will also 
regard low in quality. 

Have dubious quality perceptions 
in more processed retail brand 
products (coffee and shampoo) 
than the standardised products 
(rice and tissue). 

Many researches focuson 

1998 Baltas Understanding and - - - • The strategic importance of 
managing store store brands 

brands • Market factors affecting 
performance 

• Perception differences between 
manufacturers' and retailer 
brands 

-



• Issues of market segmentation 
The marketing of store brands 
serves various strategic objectives 
to both retailer and manufacturer. 
Several market factors has been 
discussed, such as; 
• Cross-category 
• Cross-country 
• Inter-temporal variance in the 

performance of store brands 
can be attributed to specific 
factors. 

Argues that; 
• Heavy advertising 
• Image building 
• Packaging 
have been important 
differentiating dimensions. 
Argues that; 
• The impact of recent quality 

and image improvements 
remains unexplored. 

• General socio-economic 
variables are poorer 
predictors of store brand 
proneness than attitudinal 
and behavioural. 



Appendix 2: Previous Study on Quality, Price and Value of Retail Brand Products 

Year of Name of Title of Study Sample Research Variable(s) Findings 
Studies Author(s) Instruments 

(Methodology) 

1967 Myers Determinants of • 347 working • Self-evaluative • Used psychological and • Consumers are best classified 
private label and non questionnaire sociological characteristics. by their perceptions towards 
attitude working • Measuring perceptions in store brands rather than their 

housewives terms of price and quality individual characteristics. 
• 29 grocery • 23% of the sample felt that I 

items from store brands saved money 
both retail and without any sacrifice of quality 
manufacturer (mostly low income group). 
brands. • Perceptions of quality are the 

more important determinants 
of purchasing behavior. 

• Brands' advertising can create 
an impression of higher quality 
that serves to induce 
consumers to think of store 
brand as a lower quality 
product. 

1971 Jacob et af. Price, brand name, • 136 adult • Experiment • Price • Price was found to serve as an 
and product male • Brand name indicant of product quality 
composition • Composition when it was the only cue 
characteristics as available, but not when 
determinants of embedded in a multicue 
perceived quality setting. 

• Brand image has a stronger 
effect upon quality perception, 
particularly for brands with 
strong positive images. 

• Neither price nor brand name 
has significant effects on 



perceived quality except when 
product composition 
characteristics were allowed to 
vary between product samples. 

• Contrast to earlier findings, the 
data suggest that beer drinkers 
possess at least some ability to 
distinguish among different 
brands of beer on the basis of 
composition cues alone, e.g. 
taste and aroma. 

1971 Coe, BD Private vs national • 100 women • twice personal • Frequency • Store brand buyer belongs to 
preference among respondents interview on • Quantity purchase higher rather than lower 
lower and middle- (50 low brand • Place of purchase income classes. 
income consumers income, 50 preferences • Geographic location • Users of retail brands fell in 

middle-income (2nd time- • Occupation of husband and the younger age brackets. 
group). after 3 wife. • MIG-Price is the prime factor 

• 25 staple food months). • Income. of buying retail brands, high in 
items • Random • Race. price does not means good 

sampling. • Age. quality but rather than high 
cost in promotional activities, 
lower degree of brand loyalty 
(switch from one retail brand 
to another retail brand). 

• LIG-Price = quality, aware of 
price differential but were not 
familiar with extent of the 
difference, depends on 
advertising as a source of 
information, loyal to 
manufacturers' brands. 

1972 Burger and Can private brand 540 housewives. • Rely on • Using a model of consumer • Demographic variables did not 
Schott buyer be identified? • 136 buyers of consumers'self behaviour including discriminate between private 

jams and reports regarding demographic, product class brand and non-private brand 
'--- jellies _ the extent to salience, product use and consumers. 



• III buyers of which private marketing attitude variables. • They noticed that private label 
iron label brands are • 155 questions relating to buyers were spread across all 

selected. general attitude, interest, and socio- economic groups and 
• Consumption opinion using 6 points Likert that differences in attitudinal 

goods (jams and scale. and behavioral variables were 
jeUies) and • Using factor analysis, better predictors. 
durable goods multiple discriminant • Private brand buyers are more 
(iron) analysis, and cross- price conscious and tend to 

tabulation to test the model. have a stronger store brand 
loyalty. 

• Advertising attitude and 
careful shopping were not 
important variables 
differentiating the private-
manufacturer's brand segment. 

1973 Mintel Own Labels 700 housewives - Measuring perceptions in terms • The study suggests that 
of price and quality propensity to buy own labels is 

associated with the perceptions 
rather than the characteristics 
of consumers. 

• Consumers considered own 
labels to be the same as well 
known brands. 

1973 Valenzi, Effect of Price • 52respondents • Experimental • Price information • Lack of familiarity with the 
Enzo and Information, • Beers • Actual purchase price product disposes, will force 
Eldridge Composition • Overall taste quality consumers to rely on cues such 
Larry Differences, ratings as price to evaluate product 

Expertise, and quality 
Rating Scales on 
Product Quality-
Rating 

1973 Bettman Perceived Price and • 97 housewives • Multiple • Perceived price • Higher perceived prices are 
Product Perceptual • 9 grocery regression • Years shopped most strongly associated with 
Variables _. decreased certainty and a 

--- -_._- -



items • Perceived product quality smaller percentage of 

• Certainty measures acceptable brands. 

• Danger in the severity of the 
consequences of trying an 
unknown brand 

• Perceived usefulness 
• Acceptable brand 
• Perceived risk 

1974 BettmanJR Relationship of • 123 Rely on • Demographic • Perceived risk, quality and 

infonnation housewives consumers' self • Perceived risk (10 point infonnational variables are 

processing attitude • 9 types of reports regarding scale) more suited to analysing 

structures to private grocery the extent to • Perceived quality (20 point consumer behaviour than 

brand purchasing products which private scale) demographic or general 

behaviour label brands are • Infonnation related personality trait approaches. 
selected (familiarity - 10 point scale, Store brand buyer can be 

confidence in information - distinguished from the national 
10 point scale) brand buyer on the basis of 

• Perceived quality of the 
respective brands (for example 
uncertainty in the quality of 
store brand represent danger in 
purchasing store brand 
products) 

• Perceived risk associated with 
store brand purchase, and 

• Familiarity with store brands 
wil1 increase private brand 
proneness by decreasing the 
perceived risk and perceived 
quality variation. 

1977 Wheatley The effects of • 157 • Experimental • Price • Perceived quality appears to be 

and Chiu price, store image housewives design • Store image associated consistently with 
and product and • Carpet • Product high prestige stores, high 
respondent • Income prices and physical attributes 



characteristics on • education of products such as colour 

perceptions of • Consumer income and 

quality educational level also affect 
perceptions of quality. 

1977 Raju, Product familiarity, • 83 • Self • Familiarity based on; • Familiarity was found to create 

brand name and respondents administrated • Past experience greater discrimination among 

price influence on • Stereo questionnaires. • Knowledge brands in post-purchase service 

product evaluation receivers • Conducted 2 • Word of mouth evaluation. 

• 3 brand studies on communication • The effect of price on overall 

name product • Price based on max and quality evaluation was found 

(Pioneer, familiarity. min acceptable price. to be greatest in the acceptable 

Kenwood, • Confident in product price range and less in the 

Onkyo) purchased unacceptable low and 
• Brands choice was based unacceptable high Product 

on familiarity familiarity did not significantly 
influence the range of 
acceptable prices. However, 
results were in the expected 
direction (narrower range 

- associated with higher product 
familiarity). Product 
familiarity consumers did not 
significantly influence the 
upper and lower price limits. 

• Product familiarity consumers 
were related positively to the 
degree of confidence in brand 
selection in a purchase 
situation. 

• Price and brand name were 
positively related to 
evaluation, as price was found 
to be important in overall 
quality evaluation than in post-
purchase service evaluation. 

• Higher product price 
ranges. 



• Brand name was found to 
have a greater effect on 
overall quality evaluation 
at higher prices than at 
lower prices. 

1979 Murphy & Generic 429 supermarket • Telephone • Purchase frequency • Consumers' price perceptions, 

Laczniak supermarket items: shoppers survey (regularity, prior brand quality evaluation and 

a product and • Structured preferences) purchase intentions consistent 

consumer analysis questionnaires • Price perceptions with previous study. 

• Systematic • Quality perceptions • Seem to be attracting more 
random • Satisfaction former buyers of manufacturer 
sampling • Demographics (age, marital brands than the retail brands 

• The sample status, family income, • 27% buyers revealed that the 
was composed occupational, number of prices were very much lower 
of households persons living in the than manufacturers' brands. 
residing within household, education) • The quality of retail brand is 
a 2 mile radius comparable with other brands. 
ofa leading • Customers are satisfied with 
store which the retail brands. 
sold retail • Well-educated and large 
brands. families are likely to purchase 

retail brands. 
• Age shown insignificant factor 

to retail brand proneness. 
• Concluded that since retail 

brand products were served in 
a wide range of product 
categories, consumers of all 
ages, occupations, incomes of 
the buyers and non-buyers, 
educated or less educated, 
could consume and therefore 
demographics variable had 
become an insignificant factor 
in segmenting the retail brand 
market. 



1979 Burck Plain Labels - - - • less popular among low-

Challenge the income shoppers, whom one 

supermarket would expect to be most 

establishment interested in them 
• Consumers could not tear 

themselves away from heavily 
advertised branded products. 

• Consumer regard retail brand 
as forthrightness as 
refreshingly honest. 

• Inflation having seemingly 
reduced everyone's standard of 
living- saving money. 

• Trade off between price and 
quality for each product. 

• Attract new price customers as 
they are eye-catching and 
stylish. 

• Low priced, less prestige, risky 
but easy to spot by the 
consumer in a hurry to finish 
shopping. 

• Need more control on quality 
for retail brand products. 

• Are really a manufacturers' 
revolution. 

1980 HaweslM Using • 455 members Mailed survey • Scale was developed to • 6 lifestyle variables were 
& Kiser psychographics to of the measure the tendency of significantly associated. 

GE identify the Arkansas buyers to purchase retail • These are: 
generic-prone Household brands rather than the actual • Shopper spends considerable 
grocery shopper Research purchase of retail brand time discussing products and 

Panel (53% products due to the low level brands 
response rate of awareness and interest of • Very conscious of price 
from 500). buying retail brand products. while shopping 

• 11 • Respondents were asked to • Not likely be greatly , 



manufacturers ' indicate on a 5 point scale of influenced in product 
brands, 11 their probability of purchase selection by advertisement 
private brands, for a series of33 products 'if • Generally very active and 
11 retail a new grocery store opened does not like to spend much 
brands near their home and they time shopping for groceries 

decided to shop there'. • Not very loyal to particular 
• AIO questions were included brands or store. 
• Factor analysed using the • Suggested that the best 

principal components promotion of retail brand 
method to verify the products is by word-of-mouth. 
construct validity of the • Provide more choices (verities) 
variables. of retail brand products in 

supermarket shelves. 

1980 Cagley, The Wheel of - Comparing - • Argue that retail innovation 
Neidell and Retailing Squeaks previous study tend to occur as low-priced, 
Boone but turns: Generic results frill-free products and services 

Labelling in (Wheel of Retailing).The 
Supermarkets affluent decade of the 'soaring 

sixties' seemed to debunk this 
theory in that many retailing 
variations stressed 
convenience and luxury, 
consumer responded less to 
price than to these and other 
product/service features . 

1980 Wheatley The effect of • 150 randomly - • Perceived quality • Positive correlation was found 
JJ generic products on respondents • Purchasing to exist between price and the 

consumer • 6 grocery perceived difference in quality . 
perceptions and items • Major incentive to retail brand 
brand choice products as it offered low 

price. 

Bellizzi et Consumer 125 randomly • Personal • Consumer perceived store 
1981 al perceptions of subject using interview, brands to be inferior to \ 



national, private random sample Attributes national brand but superior to 
and generic of grocery rating using 33 generic grocery items on 
products shoppers of5-point attributes such as quality, 

Likert-type appearance and attractiveness. 
scales • Lower agreement to "I stick to 

• Survey, name brands" and to "I am 
administered influenced by advertising" 
questionnaire (manufacturer brand prone 

consumers found to be more 
brand loyal and influenced by 
advertising). 

1982 Bellizi and The influence of • 119 • Taste • Age • Consumer perceived generic 
Martin national versus respondents experiments • Sex and manufacturer brands 

generic branding on • 5 point Likert differently. 
taste perceptions scales • Manufacturer brand received 

higher ratings. 
• Generic brand received lower 

ratings. 
• It is believed that taste 

judgments were carried out on 
the basis of the psychological 
differences associated with 
long-developed brand images 
that might result from past 
purchase experience. 

• Women rated manufacturers' 
brands better tasting than 
generic brands, but not men 
shoppers. 

1982 Cunningham Generic brands A survey of 637 • Telephone • Using purchase patterns and • Consumers perceived store 
etal versus national residents of a survey attitude toward one product. brands to be inferior to 

brands and store medium sized generated • Each consumer group was national brand but superior to 
brands southwestern through a compared based on their- generic grocery items on 

city. random digit, education, age and family attributes such as overall I 



• Using canned • using income. quality, appearance, reliability, 

food products attributes • National, store, generic, or label information, taste and 

ratings no brand preference. other characteristics. 
Classification based on • Younger, greater education as 
household inventory compared to national brand 

users. 
• Show not significant to family 

income. 
• Generic brand users are price 

conscious. 
• National brand users are 

quality conscious. 
• No brand loyalty consumers 

tend to be more quality 
conscious than generic and 
national brand users. 

1983 Reidenbach Generic Products: • 156 female • Interview • Use 16 bipolar scales such as • Retail brand buyers are not 
, Harrison, Low price and low shoppers at survey • Innovative quality conscious (perceived as 

and Cooper quality and what large regional (interview • Frugal more risk taking), less wealthy, 
this means to the supermarket times were • Family oriented no status seeking, old 
shopper (initially from staggered) • Takes risks fashioned, intelligent. 

600-26% • Random • Conservative • Suggested unbranded products 
response rate) sampling • Modem 

to be branded so that buying 

• Shoppers were • Quality conscious 
retail brands will not be 

asked to take • Intelligent 
perceive as being less wealthy. 

the • Good cook 
• Suggested that the retail brand 

questionnaire 
• Easily persuadable 

buyers are not mainly 
home and fill depending on price but rather 
in than mail it • Wealthy that the market for retail 
in the postage • Status seeking brands is not overly large. 
paid envelope. • Confident in themselves 

• Employed 4 • Concerned parent 

different • Leader 
questionnaires • Good housekeeper 

(each 
contained a \ 



different 
shopping list) 

• Use Scheffe 
test in order to 
test the 
different 
perceptual 
variables from 
retail brand 
and 
manufacturer 
buyers. 

1984 Rosen Consumer • 195 household • Telephone • 3 quality perceptions • Generics are perceived as 
perceptions of grocery survey • overall quality poorer than the others in terms 
quality for generic purchasers • Random digit • quality consistency over of quality consistency and 
grocery products: a • ratings dialling repeat purchase quality is similar across stores. 
comparison across obtained from method • quality similarity across • Willing to trade reduction in 
product categories genenc, stores perceived quality for the cost 

private and 
national brand 

• Demographic characteristics savings they obtained. 

grocery 
products 
(adapted from 
Murphy and 
Laczniak, 
1979). 

1984 McGoldrick Grocery generics - • Series of • Qualitative • Purchasing behaviour and • States that consumer perceived 
An extension of the interviews approach for 5 attitudes such as; risk associated in buying retail 
private label with senior years • Had ever bought brand products especially in 
concept marketing • Survey • How many times the early stages of 

personnel in a • Quasi-random • Would they continue to development. 
major retail sampling buy • Claims that consumers 
companies. • One major • If not what brand would be obviously used their 

• 200 potential outlet - bought next confidence in the integrity or \ --



generic hypermarket • What brand had been reliability of the retailer. 

purchasers bought previously • Value for money is an integral 

• 10 grocery • Why they did/did not part for many retailer 

items intend to purchase the promotion efforts. 

product. 

• Awareness 
• Basic details shopping 

habits. 
• Social-economic data. 

1985 Neidell et Consumer • 187 randomly • Personal • Demographic and • 57% of respondents were 

al. Responses to sample interviews Socioeconomic aware about the brand 
Generic Products obtained from characteristics (consistent with previous 

Cole's • Family Life cycle categories studies). 
Directory • AIO measurements • The users of these brands do 

not match the demographic 
characteristics found in the 
past studies. 
• The user is a member of a 
low to moderate-income 
households and less educated. 
• 3 or 4 members. 
• Annual income more than 

U$25,000 annually (less 
sensitive to price). 

• Older age consumers, no 
dependent children 
households and fixed 
income. 

• Non-users tend to put 
interest in non-food retail 
brand such as paper base 
product, laundry item and 
pet foods . 

• Quality of the brand seems 
to be acceptable. 

\ 



1986 Martell, D Own labels: • 6 grocery • Actual • Management opinions on the Main aim of having retail brands 

problem child or items observations • Purpose are 

infant prodigy • Management • Penetration • To offer better value for 

opinion • Development of retail money, a lower price to the 

brands within the consumer and giving retailer 

particular outlet additional benefits. 
• To swing customer loyalty 

away from manufacturer 
brands. 

Why retail brand products selling 
well 
Provide what the consumers 
wants, which manufacturers' 
brands cannot or will not 
provide. 

Argued the importance of 
• Consumer interest in price 
• Consumer interest in choice 
• Retailer interest in profitability 
• Retailer interest in consumer 

loyalty 
• Manufacturer interest in 

ancillary retail brand 
production. 

1986 Fugate The effects of • 272 female • Experiment • Used 2 photographs from 2 • Familiar manufacturers' names 

manufacturer respondents food items. are noticeable by consumers 

disclosure of • Demographic and and positively associated. 

consumer Behavioural Characteristics However, lack of assurance 

perceptions of include; that the quality of the product 

private brand • Age associated with the familiar 

grocery product • Shopping trips manufacturer may result in 

attributes • Grocery expenditures poorer purchase decision. 
• Purchase retail brands • Consumers had poorer 
• Annual household perceptions and purchasing \ 



income decisions when the products I were associated with 
unfamiliar manufacturers. 

1987 Yucelt, U Consumer • II3 • Hand • Demographic Main reasons to purchase retail 

perceptions of respondents distributed to a • Attitudinal characteristics brand are 

generic grocery • 5 grocery convenience • Low in price 
products: user vs. items sample • Quality 
non-user • Availability 

• Package size 

Retail brand products are 
purchased by 
• Price-conscious 
• Careful shoppers 

Low retail brand proneness is due 
to; 
• Lower in quality and 
• Not many choices 

Male shoppers do not search for a 
retail brand because of 
• Unavailability of the brands in 

the supermarkets and not 
because of low price. 

1987 Szymanski Identifying the • Previous • Previous • Used Mata analysis ofthe • The demographic, 

DM& generic-prone research data research data previous research findings psychological and shopping 

Busch PS consumer: a meta- on characteristics associated behaviour variables are weekly 

analysis' with the retail brands prone correlated with the purchasing 
consumers of retail brand products. 

• Strong relationships of 
perceived product quality and 
price to the propensity to buy 



retail brands. 
• Positioning retail brands as a 

solid value in comparison to 
manufacturers' brand may be 
the effective tool for retailers 
to promote retail brand 
products. 

• Suggested the determinants of 
quality perceptions and their 
role in the consumer decision-
making process for retail brand 
products proneness. 

1989 Raoand The effect of price, • Used 36 - • price • Price gives a significant effect 

Monroe brand name and studies that • brand name or on perceived quality and brand 

store name on collectively • store name name. 

buyers perceptions report 85. • perceptions of quality 
of product quality: 
An Integrative 
Review 

1993 Hoch and When do store • Used SAMI • Proposed a • Total retail sales dollars and • Retail brand perform best in 

Banerji brands succeed? database framework gross profit margins large categories, which 

• 210 categories • Product variety offering high margins; 

• Advertising expenditures by competing against fewer 

manufacturer brands national brands penetration 

• Pricing and promotion who spend less on national 

• Retail brand product quality advertising. 
• High quality is much more 

important than lower price 
• A negative association 

between the advertising 
activity of the manufacturer 
brands and retail brand 
penetration. 



1995 Dick et all Correlates of store • 1325 (46%) • interviewing • perceptioans of store brand Retail brand characteristics; 

brand proneness: shoppers • consumer quality • Under 45 years old, lower -
some empirical randomly attitudes • perceived risk middle income, married with 

observations intercepted at • interest • perceived value for money five or more. 

shopping mall • opinion • familiarity with retail brands • Positively related to favorable 
• 28 grocery • household quality perceptions . 

items characteristics • Offer great value for money 
• Greater familiarity 

Non buyers perceived RB as; 
• Lower quality 
• Less reliable ingredients 
• Lower nutritional value 
• Offer poor value for money 
• Risk in purchase 
• The buyers are 'cheap'. 
• Less familiarity 

1996 Richadson Household Store 582 supermarket Field Using 7 main Independent Identified; 

et al brand proneness: a shoppers investigation, variables; • Familiarity with store brands 
framework shoppers in mall - Perceived value for money • Extrinsic cues usage in product 

was randomly offered by store brand evaluation 
chosen, - Perceived quality variation • Perceived quality variation 
respondents were between national and store • Perceived risk 
ask to complete brand grocery items (using • Perceived value for money, 
the statement indicated the level of income, and family size 
questionnaires agreement and disagreement) As factor influencing store brand 
and return within - Perceived risk associated proneness. 
a week in with store brand purchase 
attached business (using 2 type of indicators, 
reply envelope, functional risk and perceived 
provide cash value for money) 
rewards to those - The degree to which 



successful consumers rely on extrinsic 
respondents. cues such as price and brand 

name in quality I 

assessment( using Likerrt -type 
questions) 
- Consumer familiarity with 
private label brands (using 
Likert scales) 
- Intolerance of ambiguity (16 
item scales using Budner 1962 
- Variety of socioeconomic 
(household income, education, 
age of the primary grocery 
shopper of the household, size 
of the household) 

For the dependent variables, 
respondents were asked 
whether they regularly bought 
each product and the frequency 
of buying retail brand items. 
Using 6 point Likert scale. 

1996 Quelch and Brands versus - - - • Lack of advertising and the 
Harding private label: absence of a brand name 

fighting to win linked to the product class may 
also effects consumer 
perceptions especially in terms 
of quality (signal inferior or 
unreliable ingredients). 

• Consumers find it hard to 
believe that retailer somehow 
manage to produce so many 
products in so many categories 
with differ in production and 
consumption processes. 



1996 Quelch and Brands versus - - - • Lack of advertising and the 
Harding private label: absence of a brand name 

fighting to win linked to the product class may 
also effects consumer 
perceptions especially in terms 
of quality (signal inferior or 
unreliable ingredients). 

• Consumers find it hard to 
believe that retailer somehow 
manage to produce so many 
products in so many categories 
with differ in production and 
consumption processes . 

1996 Hoch How should • 14 grocery • Compare • Elderly • Three (3) major determinants 
national brands items • Education of retail brand successful; 
think about private • 86 store • Ethnic • the consumer, 
labels? • House value • the retailer and 

• Income • the manufacturer 
• Family size • There are several crucial 
• Working women differences that a manufacturer 
• Competitors distance brand must consider in order to 
• Competitors size compete more effectively such 

• Price sensitivity as; 

• To consider retail brands 
to be just another 
manufacturer brands, 

• Price sensitivity and retail 
brand demand, and 

• How should manufacturer 
brands react. 

1997 Baltas et al A model of nested logit • Used a nested The utility of a brand is The coefficient of the explanatory 
consumer choice model logit model, decomposed into two parts~ variables has the excepted sign 
for national vs which • A deterministic and is highly significant. They 

\ private label brands explicitly component specified as a next check the result using non-



incorporates function of the attributes of the nested model. An asymptotic t-

the differences brands, and test and chi square test were used, 

between • A random component coefficient equal to one, against it 

national and (represents the inability of the being less than one. Argue that 

store brand as modeller to include change in any manufacturer's 

well as permits exhaustively and accurately all price has an equal impact on all 

patterns of the factors affecting other competitors. Therefore the 

non- preferences, such as unobserved nested model suggested that 
independence attributes, taste variations, individual consumers respond 
of alternatives. functional misspecification and differently to changes in a brand's 

• The model measurement errors . attributes depending on whether it 
then, was is branded or private label. 
applied to 
panel data for Regular consumers of a branded 
a frequently product are much more likely to 
bought food switch to another brand rather 
product than to a private label if the 
(perceived regular brand's price increases. 
similarities). From the managerial perspectives 

they argue that action aimed at 
improving the perceived value of 
a branded product, such as 
advertising or price reductions, 
tend to draw relatively more share 
to the other branded products than 
from private label products. 

The result suggests some 
interesting managerial 
implications. In product 
categories where own label has a 
high share, it will be difficult for 
branded goods companies to 
pursue successfully share-
building strategies thus will force 
the branded producer to defend 
their current sales and make sure 
that their customers are happy. 
This finding obviously will give a 



significantly difficult effect to the 
small brand players. They suggest 
the only way to sustain in the 
market or attract loyalty is by 
using extensive product 
differentiation and acquisition of 
exceptional niche properties. 

• Also emphasis on the I 

importance attached to a brand 
image. They reveal that due to 
the differences in brand 
attributes and because of 
customers' heterogeneity, two-
market segments exist namely, 

• Quality seeker (primarily 
interested in national brands) 

• Economy seeker (primarily 
interested in private label) 

• Brand awareness is important 
and therefore both operators 
have to consider the role of 
advertising in establishing 
brand awareness and brand 
familiarity that can be created 
through previous consumption, 
exposure to advertising, or 
word-of-month. 

1997 Baltas Determinants of 750 British Highly structured 13 independent variables • Both national and private 
store brand choice: consumers questionnaires divided into 4 main types brand prone consumers can be 
a behavioural - Descriptors of shopping targeted by in-store 
analysis behaviour promotions, special displays 

- Reasons for buying store etc.; 
brands • Consumers who usually search 

- Indicators of consumer for price cuts and special offers 
relationship with store products were not private brand prone, 



- Consumer involvement with they are likely to be the brand 
the category switcher; 

• The familiarity variables 
The framework is based on; reflect perceived risk and 

- Shopping behaviour amount of infonnation 
(decide about the brand available to the consumer 
before get to the shop, look about private brands; 
for price promotion, go for • Heavy users and other 
the cheapest brand, buy the consumers with high quantity 
same brands, try requirements are more likely to 
new/different things) shop for an economical 

- Reasons for buying alternative, which results in 
private labels (low price, significant savings. 
higher preference) • Store brand buyer is identified 

- Store brand relationship as a price cautions but not 
(familiarity with store promotion sensitive consumer 
brands, proximity between who shops frequently and 
consumer and brand attaches relatively little 
personality) importance to getting the right 

- Category involvement product. 
(importance of getting the 
right brand, number of 
brands tried, frequency of 
shopping category, 
satisfaction with available 
brands). 

1997 Paul S. Are store brands • 338 • field • store patronage behavior • It was found that presentation 
Richardson perceived to be just respondents experiments • brand choice and sampling of the two store 

another brand? • 5 grocery • familiar versus brands resulted in no 

items unfamiliar significant differences in either 
quality perceptions or purchase 
willingness between subjects . 

• It appears that store brands are 
regarded as comparable in 
tenns of quality. In this sense, 
store brands may be perceived 
to be just another brand in the 



market. 
• It was found that store brand 

prone consumers tend to buy 
store brand items at the chain 
at which they usually shop. 

1997 Prendergast Generic products: • 677 randomly • Semantic • Use 5 variables • Higher household income 
and Marr who buys them and selected from differential • Value for money groups were less likely to 

how do they Shoppers scales • Quality purchase retail brands than 
perform relative to Bonus Club • Freshness lower household income 
each other? database • Safety groups. 

• 8 grocery • Convenient package size • No relations between age, 
items, such as occupation and weekly 
rice, shampoo, household grocery 
coffee, tissue, expenditure. 
washing • High rate of penetration in 
powder, soup retail brand products. 
and cereal. 

Rice - was perceived by lower 
income group as good value for 
money and higher in quality 

• Others buying rice because of 
value for money, quality, 
safety, freshness and 
convenient packaging. 

Shampoo - the results were less 
clear (small in variances). 

Coffee - safe, fresh and packaged 
convenience. Lower bracket 
income consider better value, 
older age group tended to 
consider retail brand coffee as 
being fresher and convenient 

\ packaging than those in younger \ 



groups. 

Tissue - value for money, safety, 
convenience of package, quality 
and freshness. 

Washing powder - did not 
demonstrate strength on value for 
money or quality aspects. 
Regards well in safety and 
package convenience (the older 
age bracket). 

Soup - quality, freshness and 
convenient package (older age 
group). 

Cereals - value for money, safety 
(older age bracket), convenience 
of package, quality and freshness. 

• Purchased of retail brand 
products were negatively 
related to household income. 

• Older consumers more likely 
to purchase retail brand 
products. 

• Consumer who regards retail 
brand as low value also regards 
as low in quality. 

Have dubious quality perceptions 
in more processed retail brand 
products (coffee and shampoo) 
than the standardised products 
(rice and tissue). 



1997 Richardson Are Store Brands • 338 randomly • The brands • Familiar versus unfamiliar • Store brands are regarded to be 

Perceived to be Just shoppers were not • Chain penetration similar in tenns of quality. 

Another Brand? • 923 take-home familiar to the • Brand proneness Therefore store brands may be 

questionnaires respondents perceived to be just another 

• 5 grocery • Both personal brand in the market. 

items interview and • Lack of differentiation implies 

mail survey that store brand market share is 
consistent with chain 
penetration. 

1998 Baltas Understanding and - - - Many researches focus on 

managing store • The strategic importance of 

brands store brands 
• Market factors affecting 

perfonnance 
• Perception differences between 

manufacturer and retailer 
brands 

• Issues of market segmentation 
The marketing of store brands 
serves various strategic objectives 
to both retailer and manufacturer. 
Several market factors has been 
discussed, such as 
• Cross-category 
• Cross-country 
• Inter-temporal variance in the 

perfonnance of store brands 
can be attributed to specific 
factors. 

Argues that 

• Heavy advertising 
• Image building 
• Packaging 
Have been important 
differentiating dimensions. 
Argues that 



The impact of recent quality and 
image improvements remains 
unexplored. 
• General socio-economic 

variables are poor predictors of 
store brand proneness than 
attitudinal and behavioural. 

1998 Aggarwal Asymmetric Price • A.C. Nielsen • Binomiallogit • Reference Threshold Price • If buyers find the price of 
andCha Competition and Scanner panel model (absolute price threshold manufacturer brand is below 

Store vs National data refers to the range of prices R TP, they tended to purchase 
Brand Choice that a consumer finds manufacturer brands. 

acceptable) • If buyer finds the price of 
manufacturer brand above 
RTP, they tended to choose 
retail brand products. 

1998 Thompson Retail Store Image: • 30 female • Means-End • Demographic • Store images were identified as 
and Chen A Means-End respondents Theory • Store image attributes the hedonic values of 

Approach • Fashion • One to one 'enjoyment and happiness' and 
retailing interview 'quality of life'. 

technique • Key attributes were price, 
(Laddering reputation and quality. 
procedures) • Location contributed, small 

influences on store image. 
• Store image perceptions give 

significantly to the age-related 
buyers. 

• Differences in socioeconomic 
perceived store differently. 

1999 Sinha and The Effect of • 404 Mall • Randomly • Category level risk • Perceived category risk and 
Batra Consumer Price intercept • Perceived-price-quality perceived price unfairness of 

Consciousness on survey. association manufacturer brands in that 
Private Label • 8 grocery • Perceived price fairness category are significant 



Purchase items • Purchasing of retail brand antecedents of consumer price 
consciousness. 

• The findings also reveal that 
such price consciousness 
across categories is a 
significant reason why 
consumers buy retail brand 
products more in some 
categories than in others. 

• Perceived price-quality 
association has a significant 
effect on retail brand purchases 
in risky categories. 



Appendix 3: Research on Situational Influence 

Authors Variables Situations 
Sandell ( 1968) Various appropriate scenarios with 

unequal amounts of information 

Belk (1974) Various appropriate scenarios with 
unequal amounts of information 

Lutz and Kakkar (1975) Various appropriate scenarios with 
unequal amount of information 

Srivastava et al (1981) Usage (in/out of town. 
Product Choice expected/unexpected. large/small dollar 

amount. retail credit 
avai lahle/unavai lahle) 

Pascale and Smart (1998) Product involvement 
Knox and de Chematony (1999) Numher. frequency. trial. familiarity. 

uncertainty. unplanned. advice and 
variety 

Warshaw (1980) Antecedent (location and numher of 
hrands purchased) 

Rosen and Sheffett (1983) Brand Choice Usage (FormaUinformal dinner. 
guest/no guest attending) 

Srivastava et al. (1984) Consumption/use (Financial banking 
services) 

Sinha (1994) Ad hoc situations 

Vincent and Zikmund (1976) Personal use/J!ift 

Miller and Ginter (1979) Various appropriate scenarios with 
unequal amounts of information 

Mattson (1982) Store Choice Personal use/gift. time pressure/no time 
pressure 

Gehrt et al. (1991) Task and product situations 
Van Kenhove et al. (1999) Urgent. large quantities. difficultjoh. 

regular purchase. get ideas 
Moye and Kincade (2002) Formal vs family. work vs community 

Dawson et af (1990) Task situations (intention to purchase) 

Nicholls et af (1996) Purchasing Frequency. time of the day. travel time. 
time spent. numher of companions 
Various appropriate scenarios with 

Bishop and Watt (1970) Leisure unequal amounts of information on 
leisure activities 

Hornik (1982) Various appropriate scenarios with 
unequal amounts of information on 
leisure activities 

Stayman and Deshpnde (1989) Ethnicity Social and Antecedent 
At home/away from home, 

Gehrt and Pinto (1993) Health Care Market major/minor. myself/my family 

Roslow et af. (2000) Seasonal Choice Winter vs summer 
Older vs younger. formal vs informal, 

Gehrt and Shim (2002) Other Culture Choice ordinary visit vs gift giving season 
(Source: Adopted from Gehrt et ai, 1991) 



Appendix 4: Store Image and Store Attributes Studies 

Store Image Definitions Retail Store Attributes 

Pierre Martineau (1958) Lindquist (1974) 

Kunkel and Berry (1968) Doyle and Fenwick (1974) 

Oxenfeldt (1974) Bearden (1977) 

Doyle and Fenwick (1974) Mazursky and Jacoby (1986) 

James et al. (1976) Ghosh (1990) 

Engel and Blackwell (1982) McGoldrick and Sandy (1992) 

Hirschman (1981) Burt and Carralero-Encinas (2002) 

Ditcher (1985) 

Mazursky and Jacoby (1986) 

Baker et al. (1994) 

Porter and Claycomb, (1997) 



Appendix 5: Previous Studies on Consumer Shopping Motives, Orientations and 
Strategies 

Author Year Shopper Population 

Stone 1954 Female department store 
shoppers 

Chicago Tribune 1955 Female department store 
shoppers 

Stephenson and 1969 Adult buyers of apparel, 
Willett shoes and toys 

Darden and 1971 Female heads of 
Reynolds households 

Darden and Ashton 1975 Female supermarket 
shoppers 

Moschis 1976 Cos meti c bu yers 

Williams el af. 1978 Adult grocery 
shoppers 

Bellenger and 1980 Adult shoppers 
Korgaonkar 

Guiltinan and 1980 Adult supermarket 
Monroe shoppers 

Note: 
• Shopping orientations rather than discrete shopper types 
# Shopping strategies rather than discrete shopper types 

Sample 

124 

50 

315 

167 

116 

206 

298 

324 

169 

Measurement Shopper typt·s 

Depth interview • Economic 

• Pcrson'llising 

• Ethical 

• Apathetic 

Depth interview • [A'pendent 

• Compulsive 

• Individualistic 

Number of stores • Store loyal 
shopped and • CompulsivelrL'Creational 
patronised • Convenience 

• Pricdhargain conscious 

AID statements • Economic· 

• Personalising 

• Moralistic 

• Apathetic 

Store attributes • Quality oriented 
preferences • Fastidious 

• Convenience 

• Demanding 

• Stamp collectors 

• Stamp avoidcrs 

• Apathetic 

AID statements • Store loyal 

• Brand loyal 

• Specials shopper 

• Psycho-socialising 

• Name conscious 

• Prnhlem solving 

Store ima~e senumtic • Low price 
differentials • Convenit!nce 

• Involved 

• Apathetic 

Single item shopping • Recreational 
enjoyment • Economic 

Mail survey • In-store economy # 
AIO statements • Apathetic mechanistic 

• Involved traditional 

• Economy planners 

• House makers 

• Convenience 



Appendix 5: Previous Studies on Consumer Shopping Motives, Orientations, and 
Strategies 

Author Year Shopper 
Popullition 

Westbrook and 1985 Female department 

Black store shoppers 

Jarrat 1996 Ad u It shoppers 

Note: 
• Shopping orientations rather than discrete shopper types 
# Shopping strategies rather than discrete shopper types 

Sample 

203 

931 

Measurement Shollper types 

Personal • Shopping 
interviews on process 
personal shopping involved 
habits and • Choice 
experiences optimizing 

• Apmhetic 

• Economic 

• Power and 
authority 

• Non-dcsl-ript 

Both in-depth • Have to 
interviews and shuppers 
telephone • Modcrate 
interview on • Service 
importance aspect • Experiential 
of shopping • Practical 

• Product focused 



Appendix 6: 
Brief Profiles of the Major Supermarket Chains in Malaysia 

To date, there are four major supermarket chains that have operated in Malaysia since 

1944. The stores are Giant, Jaya Jusco, Ocean, and The Store supermarkets. Below are 

some details of the store operations in Malaysia. 

1. Giant TMC 

The Malaysian roots of Giant supermarket can be traced back to 1944 when its founder. 

Mr Teng Sek How started Giant as a humble provision shop. In 57 years. the Teng family 

grew the business into a giant. which is now among the top food retailers in Malaysia. 

offering the lowest price with the widest product range and excellent customer service. 

The stores are quickly becoming well liked among Malaysia's consumers. especially 

those in the city centre. It can be seen that almost everybody shops for groceries in Giant 

supermarkets. However, despite of its popularity. the group was bought over by Dairy 

Farm International in 2001. for an undisclosed sum. Since then, the Hong Kong based 

Company has embarked on an upgrading and expansion programmed. 

Currently, Giant supermarket has twenty supermarkets. which are located in Klang 

Valley (Kajang, Maju Junction. Pusat Bandar Damansara. Sungai Wang Plaza. The Weld. 

Setiawangsa, TMC Bangsar. AMCorp Mall, Atria Damansara, Komplek Desa Kepong, 

Pandamaran Klang, Paramount Garden. Section 9 Shah Alam, Kelana Jaya. Wisma 

Thrifty, Rawang, Belakong, Cheras Leisure Mall, Ampang Point, Taman Dagang); one in 

Penang. Melacca. and Kedah respectively; two in Negeri Sembilan and six in Johore. The 

average size of the stores is approximately 11,000 sq. f1. Giant supermarket is very well 

known for its leadership positioning, the strength of its brand name (Giant) and its 

intimate knowledge of the local market. 



2. The Store Corporation Berhad 

The Store Corporation Berhad is the largest and the oldest existing supermarket cum 

departmental store chain in Malaysia. The Store is considered the only retailer with 

outlets in every state of Peninsular Malaysia. The Store's first outlet located at Jalan 

Besar in Bukit Mertajam was established on 28-11-1968 under the name of Bukit 

Mertajam Supermarket Sdn Bhd. Thereafter. additional outlets were established in 

various states in Peninsular Malaysia with different names such as Pahang Supermarket 

Sdn Bhd. Taiping Jaya Shopping Centre Sdn Bhd. Bumi Supermarket Sdn Bhd and Gold 

Shopping Centre Sdn Bhd etc. All of these have paved the way over the years for 

expansion into other states in Peninsular Malaysia. 

The Store acquired Pacific Hypermarket Group Sdn Bhd in 2000. Pacific Hypcrmarket 

Group Sdn Bhd owned two hyperrnarkets cum departmental store outlets. one located in 

The Star Parade in Alor Setar and the other situated at Megamall Pi nang. Seberang Prai 

Tengah, Prai. Currently, the total number of The Store outlets stands at 37. 

3. J aya J us co Stores 

Jaya Jusco Stores Bhd was incorporated on 15 September 1984. Jaya Jusco Stores was set 

up in response to the Malaysian Government's invitation to Jusco Japan to help 

modernise the retailing industry in Malaysia. The 'JVSCO' name is well established 

among Malaysians as well as foreigners, partly due to its association with the 

international AEON Group of Japan. The AEON Group, of which JUSCO Co., Ltd. is the 

core company, consists of general merchandise stores, supermarkets, discount stores. 

home centres, specialty stores and convenience stores. The Group's wide-ranging 

involvement also extends to financial services, restaurant operations and shopping centre 



development. The Group's activities, which are primarily related to the retail business, 

are not limited to Japan, but cover a broad geographical area throughout the world. The 

name AEON comes from a Latin word which means 'eternity' and symbolises the 

Group's desire to sustain continued growth as a sound business group in to the 21st 

century and beyond. Jaya Jusco Stores outlets are situated in suburban residential areas 

tapping the vast middle-income group; project an image that will satisfy the demands of a 

population with ever-changing needs and wants. Jaya Jusco have 11 stores, of which 

seven are located at Klang Valley and two in lohore, with one in Perak and Melacca 

respectively. The sizes of the stores are r between 200,000 sq ft and 1,900.000 sq ft. 

4. Ocean Capital 
Ocean Capital commenced its principal activity of the operation of supermarkets and 

departmental stores in January 1990 with the opening of its first supermarket cum 

departmental store in Klang. In June 1992, Ocean entered into a JV A with the Urban 

Development Authority (UDA) for the establishment of UDA-Ocean. a JVC engaged in 

the operation of supermarkets and departmental stores. 

The Group has expanded its number of outlets to 17 in Peninsular Malaysia under four 

different business trademarks, with nine Ocean retail outlets, four UDA-Ocean retail 

outlets. two Hugo retail outlets and two Samudra retail outlets. In June 2000, the 

Company ceased its operation of supermarket cum departmental stores in Klang. 

Selayang and Seremban. via the sale to subsidiaries. 

5. Tops Retail Malaysia 

TOPS Retail (M) Sdn Bhd. the owner and operator of TOPS Supermarket. Malaysia's 

leading supermarket chain is fully owned by Dutch retail giant Royal Ahold, a leading 



global food provider who owns over 20 retail chains worldwide. As a retail organisation 

specialising in distributing fresh food, groceries and other consumer goods, the company 

serves its customers directly through their TOPS chain of modern supermarkets. In 1996, 

Ahold entered into a joint venture with one of Asia's most diversified multinational 

conglomerates, the PPB Group Bhd (a member of the Kuok Group), to establish RA-PPB 

(TOPS) Retail Sdn Bhd. In December 2000, Ahold became the 100 per cent owner of 

TOPS Malaysia with the acquisition of PPB Group Bhd's 35 per cent shareholding. 

Following the restructuring of the company that then took place, the company was 

renamed Tops Retail (Malaysia) Sdn Bhd. 

The first TOPS store opened in Taman Perling, Johor Bahru in September 1996 and it 

continues in a developing stage as a supermarket company. In May 1998, RA-PPB 

acquired the assets of seven Looking Good supermarkets in the Northern region. Looking 

Good was the leading retail chain in the Northern region. These supermarkets now 

operate under the TOPS banner. In July of the same year, the company signed an 

agreement with Parkson Corporation to further expand the supermarket chain in Malaysia 

making TOPS the leading supermarket chain in Peninsular and East Malaysia. 

Today this company operates over 39 stores nationwide. TOPS Malaysia is managed by a 

team of well-trained professionals and has a total of 1,700 employees in the country. It is 

also supported by a fully functional distribution warehouse; fully integrated IT system 

and a well laid out HQ structure. Store merchandising and layout is managed centrally at 

the company head office in Kuala Lumpur, using Category Management through the 

support of a fully integrated IT system, which was introduced in 2001. TOPS has 

remodelled all of its supermarkets to its own high standards and its brand style, 

introducing a more customer focused layout, providing greater ease of shopping and a 



more comfortable shopping experience. During the same year, TOPS established a Fresh 

Distribution Centre focused on improving the supply chain and providing better value in 

terms of both price and quality to the customers. TOPS' commitment to its customers to 

provide better value and service in line with its express promise, 'TOPS· serving you 

better'. However, TOPS supermarket was taken over by Dairy Farm in 2003 and 

consequently has further strengthened Giant supermarket. 



Appendix 7: 

Brief Profiles of the Major Hypermarket Chains in Malaysia 

Currently there are four major hypermarket chains that have operated in Malaysia 

since 1944. The stores are Giant, Carrefour, Tesco hypermarkets and Makro Cash 

and Carry. Below are some details of the store operations in Malaysia. 

1. Giant Hypermarkets 

Although the development of Giant hypermarkets is considered as new (2001) in 

the hypermarket sector, the stores easily promote themselves to customers due to 

the popularity of its supermarket format. As a market leader in the Malaysian food 

retail business, the new concepts have been successfully adopted by Giant's 

consumers. Up to today (March 2004), the group has eleven hypermarkets, of 

which six are located in Klang Valley (USJ 1 Subang Jaya, Klang, 1 Utama, Ulu 

Klang, South City Plaza and Shah Alam), three in lohore - the South of Malaysia 

(Plentong, Tampoi, and Pelangi Leisure Mall) and one in Seremban (Senawang) 

and Kuantan, Pahang. 

The same retail operator as the Giant TMC supermarkets operates Giant 

hypermarkets. Giant hypermarkets offer everything under one roof from food 

(both perishable and non-perishable) to non-food items such as sports goods, 

apparel, furniture and electrical and electronic items. Each store stocks a range of 

between 65,000 to 85,000 products. As for perishable items such as milk, fish, 

poultry, meat and bread, the store receives fresh supplies on a daily basis to 

maintain its position as the fresh food leader. Giant sources 95 per cent of its 



products locally and only a small portion is imported. The stores typically cover 

about 102,000 to 350,000 sq ft of floor space with 48 checkout counters. 

With its extensive ethnic range of foodstuffs and a novel wet market concept, 

Giant Hypermarkets has become a major player in the Malaysian food industry. 

With the hypermarket positioning itself as a provider of good quality, great value 

products at low cost, grocery shopping has never looked better. The formula for 

the success of Giant Hypermarkets is lies in its positioning as till ethnic 

hypermarket, marketing strategies, sourcing synergy and operational contacts. 

Giant Hypermarkets differentiated itself from its competitors by catering to the 

needs of different ethnic groups in Malaysia. Extensive lines of local products can 

be found on the shelves at Giant Hypermarket. 'The best range of foodstl~IJ~' that 

you can get at places like Pangkor, Penang (Northern area) or Ma/acCll 

(Southern area), for example, can be found Oil our shelves'. This is due to the 

sourcing synergy and operational contacts with local suppliers and the sheer fact 

that the Giant Hypermarkets is significantly bigger, in terms of breadth and depth 

of range, so Giant Hypermarkets offer many more products than typical 

supermarkets. 

Another feature that draws the crowds to Giant Hypermarket is its 'fresh market' 

area, which offers a wet market-shopping ambience in a clean air-conditioned 

environment. With a large Muslim clientele, the 'halal' meat section is another 

heavily frequented section. Other popular sections include its 'yang tau foo' 



(Chinese delicatessen) and 'roasted meat' sections as well as its bakery, which 

offers a range of freshly baked bread and cakes and local desserts like Malay, 

Chinese and Indian 'kueh '. 

Another one of Giant Hypermarket's critical success factors is its ability to cater 

to customer demand. An advantage of operating a hypermarkct is that apart from 

selling groceries and fresh products, the stores also selI general merchandise 

ranging from apparel to do-it-yourself knockdown furniture and electronic 

products. Giant Hypermarket organises fairs selling television sets, refrigerators 

and even cookware that it has purchased in bulk. These goods are sold at monthly 

or bi-monthly theme promotions. 

Giant Hypermarket benefits from the sourcing synergies derived from its 

association with Dairy Farm International, which has operations in the Asia

Pacific region, including China, India, Indonesia and Taiwan. Examples include 

buying meat from consolidators in Australia or ethnic foodstuffs from 

consolidators or local suppliers. A consolidated buying structure results in a 

reduction in the overall cost structure of products, translating into lower prices for 

customers. The overall cost benefit is shared by everyone in the Dairy Farm 

International Group as a result of bulk buying. 

With a wide network of operational contacts under the Dairy Farm International 

Group, Giant Hypermarket benefits from being able to learn from other retail 



outfits in the group. This is done through group procurement forums that are held 

regularly. Organised on a regional basis, such forums enable merchandising and 

operational staff to come together to discuss operational successes and failures 

and procurement issues. 

2. Makro Hypermarket 

Makro Cash & Carry is the leading cash-and-carry distributor for food and non

food products in the Asian region. Makro is a high volume, low costilow price, no 

frills cash & carry wholesaler, selling to registered professional customers a full 

range of food and non-food products, with communication solely based on direct 

mailing. The core customer base is the retailers, caterers, institutions, clubs and 

professionals in the service sector. The registered customers are informed of new 

product developments and promotions through their biweekly Makro mail. Makro 

Asia is a privately owned company and a 100 per cent subsidiary of .A SHV. 

Their marketing strategy at all times promotes a low cost, low margin, high 

volume operation. 

In Malaysia, although the retail activities of Makro are mainly for the retailers, 

caterers, institutions, clubs and professionals in the service sector (wholesale and 

distributor concepts), individual consumers are also seen shopping at Makro. This 

is the case for those who have somehow managed to get the 'trade card'. which 

permits them to purchase products from Makro. The trade card either belongs to 

them personally through a retail business or is borrowed from the cardholders. 



Moreover, each of the Makro consumers is allowed to bring one consumer who is 

a non-trade cardholder while shopping at Makro. As such, individual consumers 

also have the opportunity to shop for their grocery products at Makro. 

3. Carrefour Hypermarket 

Carrefour hypermarket was the pioneer of the hypermarket concept in Malaysia. 

In Malaysia, Carrefour has successfully developed four stores in the Klang Valley 

(Subang Jaya, Wangsa Maju, Mid Valley and Sri Petaling) as well as one in the 

Southern area, Johore (The Star, 1999). In 1998, Carrrefour opened its first store 

in the Northern region, in Seberang Jaya. Carrefour claims that the concept that 

they use in Malaysia is based on a lowest price guarantee, merchandise of the 

highest quality and user-friendly shopping services. The stores cover on average 

about 15,000 square metres in terms of sales and storage area. Customers have a 

choice of approximately 30,000 products ranging from fresh fruit and vegetables, 

quality meat and poultry products, fresh fish and bakery products to clothes, 

quality home appliances and furniture (Sunday Mail, 1999). 

4. Tesco Hypermarket 

The most recent hypermarket in Malaysia is Tesco. Tesco PLC formed a joint 

venture with Sime Darby Berhad, which is one of the most respected companies in 

Malaysia (they are a blue chip multi-national conglomerate with interests in many 

industries including property development, plantations, general trading and 

services) to develop hypermarkets in Malaysia in 2002. Malaysia is the 4th 



country in Asia for Tesco group after Thailand, South Korea and Taiwan (Adnan, 

2001). Tesco PLC was known as the most admired company in Britain three times 

in the last four years, and in 2000 was awarded retailer of the year in the UK. 

Tesco is believed to offers its customers in Malaysia a wide selection of fresh and 

pre-prepared food products, household goods and excellent customer services. 

Tesco Stores Malaysia is 70 per cent owned by Tesco Pic and 30 per cent by local 

conglomerate Sime Darby Bhd. Up till now they operate 5 hypermarkets (three in 

Klang Valley - Bandar Puchong, Klang and Mutiara Damansara and one in the 

South region; Peringgit, Melaka and North region; Sungai Petani, Kcdah 

respectively). 

The stores have over 10,000 sq ft of trading space, a 50,000 sq ft shopping mall 

(food court, smaller retail shops and food outlets) about 1,000 parking bays and 

employ 1,500 Malaysians. There are 50,000 product lines, including more than 

1,000 Tesco-owned branded products available in the store. Although foreign

owned, most of the products in Tesco hypermarket are sourced locally to keep 

costs down (Siam Future Development Limited, 2001). Additionally, this allows 

Malaysian suppliers to have the opportunity to work in partnership with Tesco. 

Compared to the early strategies of its rivals such as Giant, Makro and Carrefour; 

who concentrated their hypennarket stores in Kuala Lumpur area, Tesco stores 

are targeting housing estates away from the city centre. 'You don't want to build 

in the city centre anymore; it is too expensive'. Tesco built its stores in Pusat 



Bandar Puchong in Selangor and Bandar Peringgit. in Melaka; and was described 

as being in the 'boondocks', 



Appendix 8: Retail Brands Packaging 
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pinggan mangkuk 

dishwashing liquid 

1L 

BRANDD 

wa hing up liquid 
CITRUS 

-

, , 

Cleans as well as the leading brandt 



A endix 9: Consumer Surve 

G/T 

UNIVERSITY OF 

STIRLING 

CONSUMER SURVEY ON RETAIL BRAND GROCERY 
PRODUCTS IN MALAYSIA 

Dear Respondents, 

This is a study that attempts to identify the main beliefs and attitude o r h w 

Malaysian's consumers perceived retail brand grocery products. Retail brand gro ery 

products are the products retailers sell as their own brands. They may bear the name 

of the retailer selling them, such as 'G iant ' for Giant bra nd , 'Tesco' a mVor 'Tesco 

Value' for Tesco brand, Carrefour fo r Carrefour bra nd r may be ld under an 

entirely di fferent name such as ' Aro' for Makro bra nd. 

Please do not spend too much time on the questions given a there are no ri ght and 

wrong answers and therefore your FIRST response i important. The inrormati on 

contributed in thi s study will be very important in the understanding n how 

confi dence Malays ian consumers on thi s brand . We en ure that respondents who 

participating in thi s study will not be identified as all information obtains fr m Ihi s 

study will be kept strictl y confidential. We THANK you for your co-operation and 

ask you to answer as HONESTLY as poss ible. 

Thank You for your valuable assi tance in making thi s surveys a uccess . 

Sincerel y, 

The Committee Survey Project 
Institute for Retail Studies 
Marketing Department 
Stirling University 
United Kingdom 

Dr. B. Steve, Professor of Retail Marketing, Marketing 
Dr. D. Keri , Senior Lecturer, Marketing 
Z. Ani zah, Student, Marketing 



Section A: Retail Brand Grocery Products I Barangan Runcit Berjenama Peruncit 
For questions no 1 - 4, please see appropriate pictures before you answer the questions. Your responses will remain confidential 
and anonymous. Circle the appropriate score on each line. 
Untuk soalan 1 - 4, sila lihat gambar yang disertakan sebelum anda memilih kenyataan yang paling sesuai dengan pendirian anda. 
Bulatkan pada kenyataan yang paling sesuai. 

1. All things considered I would say brand A has 
Secara keseluruhannya jenama A mempunyai 

Poor Overall Quality Excellent Overall Quality 
Quallti yang Rendah Qualitl yang llnggl 

2 3 4 5 6 7 

Poor Overall Reliability Excellent Overall Reliability 
lidak boleh Oipercayal Boleh 01 percayal 

2 3 4 5 6 7 

Overall Low Grade Ingredients Overall High Grade Ingredients 
Bahan Mentah Yang Rendah Mutunya Bahan Mentah Yang llnggl Mutunya 

2 3 4 5 6 7 

Poor Value For Money Excellent Value For Money 
Nilai Wang Yang Rendah Nilal Wang Yang llnggl 

2 3 5 6 7 

Expensive Reasonable Price 
Mahal Berpatutan 

2 3 4 5 ~ 7 

Poor packaging Attractive Packaging 
Bungkusan Yang lidak Menarik Bungkusan Yang Menarlk 

2 3 4 5 6 7 

Not Worth the Money Worth the money 
Harga dan Nilai yang tidak Setlmpal Harga dan Nllal yang SeUmpal 

2 3 4 5 6 7 

Not Appears to be A Good Bargain Appears to be a Good Bargain 
Tidak Menggambarkan Tawaran yang Hebat Menggambarkan Tawaran yang Hebat 

2 3 4 5 6 7 

High Money Risk Low Money Risk 
Risiko Wang Yang linggl Rlslko Wang Yang Rendah 

2 3 5 6 7 

Not liked Among Friends Well-Liked Among Friends 
Tidak Mudah Oiterlma dikalangan rakan tau Ian Mudah Olterlma dlkalangan rakan taulan 

2 3 5 6 7 

Less Familiar Brand Most Familiar Brand 
Jenama Yang Biasa Oilihat Jenarna Yang Tldak Blasa Oilihat 

2 3 4 s..- 6 7 

Not Confidence In use Confidence In use 
lidak yakin apabila menggunakannya Yakln apablla menggunakannya 

2 3 5 6 7 



2. Alilhings considered I would say brand B has 
Secara keseluruhannya jenama B mempunyai 

Poor Overall Quality Excellent Overall Quality 
Qualitl yang Rendah Qualltl yang Tlnggl 

2 3 4 5 6 7 

Poor Overall Reliability Excellent Overall Reliability 
Tidak boleh Oipercayal Boleh 01 percayal 

2 3 4 5 6 7 

Overall Low Grade Ingredients Overall High Grade Ingredients 
Bahan Mentah Yang Rendah Mutunya Bahan Mentah Yang Tlnggl Mutunya 

2 3 4 5 6 7 

Poor Value For Money Excellent Value For Money 
Nilal Wang Yang Rendah Nilal Wang Yang Tlnggl 

2 3 4 5 6 7 

Expensive Reasonable Price 
Mahal Berpatutan 

2 3 5 6- 7 

Poor Packaging Attractive Packaging 
Bungkusan Yang Tidak Menarik Bungkusan Yang Menarlk 

2 3 4 5 6 7 

Not Worth the Money Worth the money 
Harga dan NUai yang tidak Setimpal Harga dan Nilal yang Setimpal 

2 3 5 6 7 

Not Appears to be A Good Bargain Appears to be a Good Bargain 
Tidak Menggambarkan Tawaran yang Hebat Menggambarkan Tawaran yang Hebal 

2 3 4 5 6 -7 

High Money Risk Low Money Risk 
Risiko Wang Yang Tinggl Risiko Wang Yang Rendah 

2 3 4 5 6 7 

Not liked Among Friends Well-Liked Among Friends 
Tldak Mudah Oilerima dikalangan rakan taulan Mudah Ollerlma dlkalangan rakan tau Ian 

2 3 4 5 6 7 

Less Familiar Brand Most Familiar Brand 
Jenama Yang Biasa Oilihat Jenama Yang Tldak Blasa Dillhat 

2 3 4 5 6 7 

Not Confidence In use Confidence In use 
Tidak yakin apabila menggunakannya Yakln apabUa menggunakannya 

2 3 4 5 6 7 



3. All things considered I would say brand C has 
Secara keseluruhannya jenama C mempunyai 

Poor Overall Quality Excellent Overall Quality 
Qualiti yang Rendah Qualltl yang Tlnggl 

2 3 4 5--- 6 7 

Poor Overall Reliability Excellent Overall Reliability 
Tldak boleh Olpercayal Boleh 01 percayal 

2 3 4 5 6 7 

Overall Low Grade Ingredients Overall High Grade Ingredient. 
Bahan Mentah Yang Rendah Mutunya Bahan Mentah Yang Tlnggl Mutunya 

2 3 4 5 6 7 

Poor Value For Money Excellent Value For Money 
Nilal Wang Yang Rendah Nllal Wang Yang Tlnggl 

2 3 4 5 6 7 

Expensive Reasonable Price 
Mahal Berpatutan 

2 3 4 5 6 7 

Poor Packaging Attractive Packaging 
Bungkusan Yang Tidak Menarik Bungkusan Yang Menarlk 

2 3 4 5--- -6-- 7 

Not Worth the Money Worth the money 
Harga dan Nilal yang tidak Setlmpal Harga dan Nilal yang Setlmpal 

2 3 4 S-- 6 7 

Not Appears to be A Good Bargain Appears to be I Good Bargain 
Tidak Menggambarkan Tawaran yang Hebat Menggambarkan Tawaran yang Hebat 

2 3 4 5 6 7 

High Money Risk Low Money Risk 
Risiko Wang Yang Tlnggl Rlslko Wang Yang Rendah 

2 3 .. 4 5 ~ 7 

Not liked Among Friends Well· Liked Among Friends 
Tidak Mudah Oiterlma dikalangan rakan tau Ian Mudah Olterlma dlkalangan rakan tau Ian 

2 3 4 5 6 7 

Less Familiar Brand Most Familiar Brand 
Jenama Yang Biasa Oilihat Jenama Yang Tldak Blasa Oilihat 

2 3 4 5 6 7 

Not Confidence In use Confidence In use 
Tldak yakin apabila menggunakannya Yakln apablla menggunakannya 

2 3 4 5 6 7 



4. All things considered I would say brand D has 
Secara keseluruhannya jenama D mempunyai 

Poor Overall Quality Excellent Overall Quality 
Qualiti yang Rendah QualiU yang Tlnggl 

2 3 5 ~ 7 

Poor Overall Reliability Excellent Overall Reliability 
Tidak boleh Oipercayai Boleh 01 percayal 

2 3 4 ~ 6 ·7 

Overall Low Grade Ingredients Overall High Grade Ingredients 
Bahan Mentah Yang Rendah Mutunya Bahan Mentah Yang Tlnggl Mutunya 

2 3- 4 5 6 7 

Poor Value For Money Excellent Value For Money 
Nilai Wang Yang Rendah Nllal Wang Yang Tlnggl 

2 3- 4 5 6- 7 

Expensive Reasonable Price 
Mahal Berpatutan 

2 3 4 5 6 7 

Poor Packaging Attractive Packaging 
Bungkusan Yang Tidak Menarik Bungkusan Yang Menarlk 

-2 3 4 5 6 7 

Not Worth the Money Worth the money 
Harga dan Nilai yang tidak Setimpal Harga dan Nilal yang SeUmpal 

2 3 4 5 ~ 7 

Not Appears to be A Good Bargain Appears to be • Good Bargain 
Tidak Menggambarkan Tawaran yang Hebat Menggambarkan Tawaran yang Hebat 

2 3 4 5 ~. 7 

High Money Risk Low Money Risk 
Risiko Wang Yang Tinggi Rlslko Wang Yang Rendah 

2 3 4 5 6 7 

Not liked Among Friends Well-Liked Among Friends 
Tidak Mudah Oiterima dikalangan rakan tau Ian Mudah Dlterlma dlkalangan rakan taulan 

2 3 4 5 6 7 

Less Familiar Brand Most Familiar Brand 
Jenama Yang Biasa Dilihat Jenama Yang Tldak Blasa Dillhat 

2 3 4 5 6 7 

Not Confidence In use Confidence In use 
Tidak yakin apabila menggunakannya Yakln apablla menggunakannya 

2 3 4 5 6 7 



Section B: Consumer Situations I Situasi Pelanggan 
For questions 5 - 6, please see appropriate pictures (A, B, C and D) before you answer the questions. 
Bagi Soalan 5 - 6, sila lihat gambar vanc telah di tandakan iA, B C and D) sebelum anda meniawab soalan terse but. 

Almost Never ..... _ ... Seldom ... Occasionally ... Frequently ... Almost Always 
I 2 3 4 5 

5. How frequent do you buy this Brand: 
A .......... 
B .......... 
C .......... 
D .......... 

6. Which of the 4 brands (A. B. C and D) would you buy during your monthty grocery shopping and which of the 3l!r;mY/i 
would you buy when you cannot find your regular brand? 
Brand ............... and Brand ...................... 

Section C: Consumer Shopping Motives I Motiv Bagi Membeli Belah 
For questions 7 - 9 please circle your appropriate answer by choosing the closeness personal answer. 
Bagi soalan 7 - 9 sila bulatkan jawapan yang anda rasa paling tepat dengan pendirian anda. 

7. Which hypermarkets do you buy most of your grocery shopping? 
Pasaraya besar manakah yang setalu anda kunjungi bagi membeli barangan runcit anda? 

r 
Giant I Tesco I Makro I Carrefpour I (1) \2\ (3) 14'\ 

8. How frequent you visit to the hypermarket? 
Berapa kerapkah anda kuniungi pasarava besar tersebut? 

Once a week More than once in a week 1-2 times a month More than 2 times I month 
Seminggu sekali Lebih dari sekali dalam 1 - 2 kali sebulan Leblh darl 2 kall dalam 

( 1 ) seminggu (3) sebulan 
/2) (4) 

9. How much do you spend on average for your monthly grocery shopping? 
Berapakah iumlah rinQQ~ vang anda belaniakan baai membeli barangan runc~ anda dalam sebulan? 

r 
Less than RM300 

\ 

RM301-RM400 RM401-RM500 Above RM501 

1 
Kurang dari RMaOO RM301 - RM400 RM401 - RM500 Leblh darl RM501 

. (1) (2) (3) /4\ 

For question from 10 - 22 please read each statement and respond by choosing your personal level of agreement or 
disagreement and then circle the appropriate score. 
Bagi soalan 10- 22 sila baca setiap kenyataan dengan teliti dan bulatkan pada kolak yang anda fikir paling sesuai dengan 
tahap persetujuan atau tidak persetujuan anda. 

Strongly Disagree Slightly Neither Agree Slightly Agree Strongly 
Disagree Disagree or Disagree Acree Acree 

10. I shop at this hypermarket because the hypermarket 1 2 3 4 5 6 7 
carries a wide selection of different kinds of products. 
Saya membeli barangan runc~ saya di si~i ~era~a 
pasaraya besar ini memuatkan pelJagal lenls plhhan 1 2 3 4 5 6 7 
baranaan. 

11. I shop at this hypermarket because the hypermarket 1 2 3 4 5 6 7 
offers ooad qualitv of products. 
Saya membeli barangan runc~ saya disini kerana 

1 2 3 pasaraya besar ini menawarkan barangan yang 4 5 6 7 
berkualiti. 

12. I shop at this hypermarket because ~ provides fast 1 2 3 4 5 6 7 
selVice at checkout. 
Saya membeli barangan runc~ saya disini kerana 

1 2 perkhidmatannya vang cepat semasa di check ouI. 3 4 5 6 7 
'-



13. I shop at this hypermarket because the hypermarket's 1 2 3 4 5 6 7 
salespeople are heloful. 
Saya membeli barangan runcij saya disini kerana sikap 
kakijangan pasaraya ini yang sering nnembantu saya 1 2 3 4 5 6 7 
dalam apa iua keadaan. 

14. I shop at this hypermarket because the hypermarket 7 
provides ample parkina facilitv for ijs customers. 1 2 3 4 5 6 
Saya nnembeli barangan runcij saya disini kerana 
pasaraya besar ini menyediakan kemudahan letak 
kereta yang mencukupi. 

1 2 3 4 5 6 7 

15. I shop at this hypermarket because the hypermarket 
always communicates its shopping information's to ijs 

1 2 3 4 5 6 7 

consumers. 
Saya membeli barangan rund saya disini kerana 
pasaraya besar ini serilg menyediakan informas~ 1 2 3 4 5 6 7 
infonnasi vane berQuna kepada setiap pelanggannya. 

16. I shop at this hypermarket because ij is located at a 1 2 3 4 5 6 7 
convenience location. 
Saya membeli barangan runcit saya disini kerana 
lokasinva vane mudah dikunjungi. 1 2 3 4 5 6 7 

17. I shop at this hypermarket because the hypennarket is 1 2 3 4 5 6 7 
alwavs UP to date in ij store displav. 
Saya membeli barangan runcij saya disini kerana susun 
atur dalamannya yang sering nnengikut pereda ran 1 2 3 4 5 6 7 
masa. 

lB. I shop at this hypermarket because the hypermarket 1 2 3 4 5 6 7 
always offers special sales. 
Saya membeli barangan runcij saya disini kerana ia 
sering nnenvediakan iualan istinnewa. 1 2 3 4 5 6 7 

19. The reason why I shop at this hypennarket is because 1 2 3 4 5 6 7 
the hvpermarket is clean and tidy 
Faktor yang nnenyebabkan saya nnembeli barangan 
runcij saya disini adalah disebabkan oleh keadaan 1 2 3 4 5 6 7 
prsekitarannva yane bersil dan kemas. 

20. I shop at this hypermarket because I can easily fll1d 1 2 3 4 5 6 7 
what I want to buy. 
Saya membeli barangan runcit saya disini kerana ia 
memudahkan saya untuk nnencari barangan yang 1 2 3 4 5 6 7 
hendak saya beli. 

21. I shop at this hypermarket because the hypermarket 
offer excellent atmosphere. 

1 2 3 4 5 6 7 

Saya membeli barangan runcij saya disini kerana 
keadaan persekitannya yang amat selesa. 1 2 3 4 5 6 7 

22. Shopping for grocery in this hypermarket also mean an 
outing for mv famity members. 1 2 3 4 5 6 7 
Membeli barangan runcij di pasaraya besar iii, juga 
meruoakan satu aktiviji keluarQa bagi saya. 1 2 3 4 5 6 7 



Section D: Image of the Hypermarket I Image Pasaraya Besar 

For question from 23 - 29 please read each statement and respond by choosing your personal level of agreement or disagreement 
and then circle the appropriate score. 
Bagi soalan 23 - 29 sila baca setiap kenyataan dengan teliti dan bulatkan pada kotak yang anda fikir paling sesuai dengan tahap 
persetujuan atau tidak persetujuan anda. 

Strongly Disagree Slightly Neither Agree Slightly Agree Strongly 
Disagree Disaaree or Disagree Agree Acree 

23. In my opinion this hypermarket projects a modern 1 2 3 4 5 6 7 

image. 
Pada pandangan saya pasaraya besar ini 
mengambarkan cirri-ciri pasaraya yang moden. 1 2 3 4 5 6 7 

24. The hypermarket serves the middle class 1 2 3 4 5 6 7 

consumers. 
Pasaraya besar ini menawarkan barangan yang 
mampu dimiliki oleh QolonQan penegahan. 1 2 3 4 5 6 7 

25. The hypermarket can be considered as world- 1 2 3 4 5 6 7 

class retailer. 
Pasaraya besar ini boleh dikategorikan sebagai 
pasaraya besar vanQ bertarafkan antarabangsa. 1 2 3 4 5 6 7 

26. The hypermarket transmits a reliable image. 
1 2 3 4 5 6 7 

Pasaraya besar ini mengambarkan sebuah 
pasarava yang boleh dipercayai. 1 2 3 4 5 6 7 

27. I have total confidence in this hypermarket. 1 2 3 4 5 6 7 

Saya amat yakin dengan pasaraya besar ini. 
1 2 3 4 5 6 7 

28. I find the hvpermarket totally trustworthy. 1 2 3 4 5 6 7 

Saya rasa saya boleh mempercayai pasaraya 
besar ini. 1 2 3 4 5 6 7 

29. I believed that the hypermarket would never let 1 2 3 4 5 6 7 

me down. 
Saya percaya bahawasanya pasaraya besar ini 
tidak akan mengecewakan saya. 1 2 3 4 5 6 7 

Section E: Overall Perceptions of Retail Brand Grocery Products I Pandangan Keseluruhan Terhadap 
Barangan Runcit Berjenama Peruncit 

For question from 30 - 34 please read each statement and respond by choosing your personal level of agreement or disagreement 
and then circle the appropriate score. 
Bagi soalan 30 - ~4 sila baca.setiap kenyataan dengan teliti dan bulatkan pada kotak yang anda fikir paling sesuai dengan tahap 
persetujuan atau tJdak persetuJuan anda. 

Strongly Disagree Slightly Neither Agree Slightly Agree Strongly 
Disaaree Dlsaaree or Disaaree Agree Agree 

30. Overall, I am very positive to the introduction of retail 1 2 3 4 5 6 7 
brand arocery products in this hypermarket. 
Secara keseluruhannya saya amat positi! dengan 

2 adanya barangan runcit berjenama perunc4 di pasaraya 1 3 4 5 6 7 
besar ini. 



31. Overall retail brand grocery products can fulfill my self 1 2 3 4 5 6 7 
and familv needs. 
Secara keseluruhannya barangan runcit berjenama 
perund ini dapat memenuhi kehendak saya 1 2 3 4 5 6 7 
sekeluaroa. 

32. 
Overall. retail brand grocery products offer more 1 2 3 4 5 6 7 
choices to customers. 
Secara keseluruhannya barangan runcit berjenama 
peruncH ini dapat memberi pengguna lebih pilihan 1 2 3 4 5 6 7 
semasa memilih untuk membeli baranQan runcil. 

33. Overall. I will surely suggest this brand to a friend or 1 2 3 4 5 6 7 
familv member to check out.. 
Secara keseluruhannya. saya pasti akan 
mencadangkan jenama ini kepada rakan mahu pun 1 2 3 4 5 6 7 
kaum keluaraa untuk mencubanva ... 

34. I will surely buy retail brand grocery products if the store 1 2 3 4 5 6 7 
offers more of this brand in this store. 
Saya pasti membeli barangan runcit berjenama peruncit 
ini jika jumlah barangannya dHawarkan dengan lebih 1 2 3 4 5 6 7 
banyak sekali. 

Section F: Demography I Demografi 
For question from 35 - 40 please circle your appropriate answer. 
Baai soalan 35 - 40 sila bulatkan pada kotak yang anda fikir palinQ sesuai denQan 'awapan anda. 

I 
Male I Female 

35. You are Lelaki ~a;~a 
Anda adalah (1) 

I 18-24 I 25-34 I 35-44 I 45-54 I Above 55 

36. Your age (1) (21 (3\ (4) ( 5\ 
Umur anda 

I 
Malay I Chinese Indian 

I 
Others 

37. Your race Melayu China India Lain-lain 
Anda berbangsa (1\ ( 2\ ( 31 ( 4) 

38. Your marHal status 
Single Married with no child Married with 1 - 3 Married wilh more than 4 

Status perkahwinan anda 
Bujang Berkahwin tetapi tidak children children 
(1) mempunyai anak Berkahwin dan Berkahwin dan mempunyai 

(2 ) mempunyai 1 - 3 lebn dari 4 orang anak 
orang anak 

(3 ) (4 ) 

39. Your education level I Primary I Secondary Graduate I Post Graduate Others 1 Taraf pendidikan anda (1) (2) ( 31 (4 ) ( 51 

40. Your household income per month 

1 

Be~w I RM1501- RM2501-1 RM3501- RM4501· I Above 
Pendapatan isi rumah sebulan RM1500 RM2500 RM3500 RM4500 RM5500 RM5501 

(1) /21 (3) ( 4) ( 5) (6\ 

THANK YOU VERY MUCH FOR YOUR PRECIOUS TIME 



Appendix 10 : 
l'.fean Scores and T-test Results For Retail Brand Attributes Between Gender 

Giant 
Retail 

Tesco Tesco-Value 

Brand's 
Attributes Male Female T- p-

Male Female T-Value 
p-

Male Female T-Value 
p-

Value Value Value Value 

Quality 5.00 4.83 2.418· 0.016 4.88 4.88 -0.016 0.987 4.96 4.70 3.616· 0.000 

Value 5.03 4.94 1.421 0.156 4.93 4.88 0.804 0.422 4.89 4.75 2.034· 0.042 
I 

Extrinsic cue 5.22 5.08 1.769 0.017 5.24 4.97 3.452· 0.001 5.01 4.65 4.186· 0.000 

Risk 5.04 4.86 2.320· 0.021 4.10 4.31 -2.628""· 0.009 4.99 4.59 5.096· 0.000 

Familiarity 4.80 4.78 0.166 0.868 3.53 4.06 -4.380. 0.000 4.83 4.33 4.553'" 0.000 

Confidence 4.82 4.69 1.349 0.178 3.73 4.15 -4.406· 0.000 4.75 4.SO 2.702· 0.007 

Equal variances not assumed 
• The mean difference is significant at the 0.05 level (p<O.05) 



Appendix 11: 
Mean Score and ANOV A R ------ On Retail B - ---d Attrib ---- And A ."'-

Retail 
Giant Tesco Tesco-Value 

Brand's 
Attributes 18· 25· 35· 45· > 55 F· p. 18· 25· 35· 45· >55 F· p. 18· 25· 35· 45· >55 F· p. 

25 34 44 54 Value Value 25 34 44 54 Value Value 25 34 44 54 Value Value 

Quality 5.00 4.80 4.93 4.76 4.64 3.864- 0.004 5.02 4.88 4.91 4.83 4.72 1.420 0.225 4.87 4.76 4.76 4.68 4.46 2.06 0.08 

Value 4.98 4.98 4.97 4.89 4.91 0.559 0.692 4.92 4.91 4.90 4.82 4.84 0.5n 0.679 4.57 4.85 4.78 4.74 4.48 3.21- 0.01 

Extrinsic 
5.20 5.10 5.13 5.01 5.00 0.865 0.485 4.93 5.10 5.01 4.95 4.81 1.635 0.163 5.03 4.78 4.64 4.74 4.62 2.00 0.09 

cue 

Risk 4.85 4.88 4.91 4.87 4.72 0.579 0.678 4.02 4.06 4.41 4.28 4.12 7.516' 0.000 4.65 4.68 4.65 4.58 4.62 0.32 0.86 

Familiarity 5.00 4.60 4.88 4.75 4.61 2.530' 0.039 3.60 3.65 4.13 4.07 4.00 6.155' 0.000 5.00 4.52 4.34 4.39 4.10 3.46' 0.01 

Confidence 5.03 4.62 4.72 4.75 4.55 1.391 0.235 3.97 3.81 4.17 4.28 4.12 6.487* 0.000 4.67 4.61 4.50 4.51 4.47 0.71 0.58 

• The mean difference is significant at the 0.05 level (p<O.05) 



Appendix 12 
Mean Score and ANOV A Results On Retail Brand Attributes And Race 

Retail 
Giant Tesco Tesco-Value 

Brand's 
Attributes Malay Chinese Indian Others F-Value 

p-
Malay Chinese Indian Others 

F- p-
Malay Chinese Indian Others 

F- p-
Value Value Value Value Value 

Quality 4.75 5.04 4.72 5.17 13--'99* 0.000 4.90 4.88 4.84 4.94 0.216 0.885 4.69 4.84 4.59 4.67 3.930 0.008 

Value 4.89 5.05 4.93 5.08 4.138* 0.006 4.82 4.95 4.87 5.25 3.557* 0.014 4.71 4.90 4.59 4.92 7.536* 0.000 

Extrinsic cue 5.08 5.16 4.94 5.21 2.181 0.089 4.95 5.08 5.03 4.% 1.760 0.153 4.59 4.84 4.76 4.79 5.213* 0.001 

Risk 4.87 4.96 4.63 5.21 5.108* 0.002 4.27 4.31 4.27 3.83 1.162 0.323 4.54 4.79 4.56 4.88 6.904* 0.000 

Familiarity 4.71 4.92 4.63 5.00 2.669* 0.046 4.02 3.96 3.95 3.67 0.427 0.734 4.24 4.57 4.51 4.67 5.780* 0.001 

Confidence 4.67 4.82 4.46 . 5.00 3.881* 0.009 4.19 4.04 3.92 3.50 4.195* 0.006 4.53 4.60 4.32 4.33 2.322 0.074 

-- -- - ---- --

* The mean difference is significant at the 0.05 level (p<O.05) 



Appendix 13: 
Mean Score and ANOV A Results On Retail Brand Attributes And Marital Status 

Giant Tesco Tesco-Value 
Retail 

Brand's Married 
Married Married 

Married 
Married Married Married 

Married Married 

Attributes Single with no 
with 1- with40r F- p. 

Single with no "ith 1- with 4 or F· p. 
Single with no 

with 1· with40r F· P·Value 
3 more Value Value 3 more Value Value 3 more Value 

child children children child 
children children 

child children children 

Quality 
5.18 4.95 4.86 4.78 3.069· 0.027 5.13 4.70 4.94 4.81 5.566· 0.001 4.89 4.89 4.76 4.61 4.057· 0.007 

Value 
i 

5.24 5.02 4.99 4.81 6.133· 0.000 5.15 4.82 4.95 4.74 7.042' 0.000 4.61 4.98 4.79 4.65 5.955· 0.001 
I 

Extrinsic 

cue 
5.54 5.10 5.08 5.08 2.240 0.082 4.83 4.93 5.08 4.91 3.106· 0.026 5.04 4.99 4.68 4.62 5.008· 0.002 

Risk 
5.25 4.89 4.87 4.89 1.583 0.192 4.25 4.06 432 4.28 2.412 0.065 4.60 4.89 4.62 4.59 3.311· 0.020 

Familiarity 
5.13 4.73 4.82 4.70 1.289 0.277 4.13 3.76 4.02 3.99 1.201 0308 4.67 4.81 4.42 4.18 7.396" 0.000 

I Confidence 

! 
5.08 4.80 4.71 4.62 1.780 0.149 4.04 3.73 4.17 4.09 5,047" 0,002 4.50 4.81 4.49 4.52 2.980" 0.031 

" The mean difference is significant at the 0.05 level (p<O.05) 



Appendix 14: 
Mean Score and ANOV A Results On RetaiJ Brand Attributes And Education Level 

Giant Tesco Tesro-Value 
Retail 

Brand's 
Attributes Prim Sewn. Grad. 

Post Oth. F- P- Prim. Secon. Grad. 
Post 

Oth. 
F- P-

Prim Secon. Grad. 
Post 

Oth. 
F- P-

gr. Value Value gr. Value Value gr. Value Value 

Quality 4.55 4.85 4.91 5.12 4.46 7.607· 0.000 4.66 4.89 4.93 4.85 4.66 3.265· 0.011 4.54 4.75 4.79 4.59 4.45 3.099· 0.QI5 

Value 4.68 4.93 5.02 4.95 5.09 4.120· 0.003 4.71 4.82 4.97 4.91 4.87 3.386· 0.009 4.66 4.72 4.84 4.80 4.62 2.040 0.087 

Extrinsic cue 4.85 5.07 5.14 5.37 4.97 3.213· 0.012 4.92 4.99 5.07 4.93 4.81 1.229 0.297 4.65 4.60 4.82 4.88 4.24 5.395· 0.000 

Risk 4.79 4.82 4.95 5.17 4.60 3.795· 0.005 4.19 4.25 4.31 4.38 4.29 0.552 0.697 4.67 4.55 4.70 4.87 4.57 2.877· 0.022 

i 

I Familiarity 4.60 4.81 4.78 5.22 4.14 4.061· 0.003 4.06 3.92 4.04 4.02 3.97 0.456 0.768 4.24 4.28 4.57 4.44 3.97 4.467· 0.001 

I Confidence 4.54 4.75 4.68 5.18 3.93 6.%3" 0.000 4.11 4.17 4.05 3.94 4.00 1.029 0.391 4.44 4.54 4.56 4.64 4.03 2.184 0.069 

• The mean difference is significant at the 0.05 level (p<O.05) 



A. GIANT'S RESPONDENTS 

Quality 

Difference T-Value P-Value Attributes Brand Comparison of Means 
Manufacturer - Giant 0.0525 1.127 0.6730 

Manufacturer - Teseo Value 0.1464 3.140* 0.0092 
Overall Qualiry Manufm;turer - Tesco -0.0469 -1.007 0.7456 

Giant - Teseo Value 0.09384 2.013 0.1830 

Giant - Teseo -0.09944 -2.133 0.1425 

Teseo Value - Teseo -0.1933 -4.147* 0.0002 

It«'ms: 

Manufacturer - Giant 0.01891 0.347 0.9857 

M.mufacturer - Tesco Value 0.09244 1.395 0.3261 
II) Quality Manufacturer - Teseo -0.15126 -2.774* 0.0283 

Giant - Teseo Value 0.07353 1.349 0.5319 

Giant - Teseo -0.17017 -3.121* 0.0098 
Tesco Value - Tesco -0.2437 -4.469* 0.0000 

Manufacturer - Giant 00924 1.787 0.2798 

Manufacturer - Tesco Value 0.1303 2.517 0.0573 
h) Reliahility M,mufacturer - Teseo 0.2521 4.872* 0.0000 

Giant - Teseo Value 0.0378 0.731 0.8847 

Giant - Teseo 0.1597 3.086* 0.0109 

Teseo Value - Teseo 0.1218 2.355 0.0860 

Manufacturer - Giant 0.0462 0.831 0.8397 
Manufacturer - Tesco Value 0.2164 3.891 .. 0.0006 

c) Graue Ingrcuicnts Manufacturer - Tesco 0.0840 1.511 0.4308 
Giant - Teseo Value 0.1702 3.060* 0.0119 
Giant - Tesco 0.0378 0.680 0.9047 
Tesco Value - Tesco -0.1324 -2.380 0.0809 

... 
" 

... .. . . I he Illcanlhllcn:m:c IS slglllhcant allhe 0.05 level 



Difference of T-Value P-Value 
Attribllte.~ Brand Comparison Means 

Manufacturer - Giant 0.0280 0.727 0.8863 

Manufacturer - Tesco Value 0.2038 5.289* 0.0000 

O\'aall Values Manufacturer - Teseo 0.0609 1.581 0.3894 

Giant - Teseo Value 0.1758 4.562* 0.0000 

Giant - Tesco 0.0329 0.854 0.8284 

Tesco Value - Tesco -0.1429 -3.708* 0.0012 

Items: 

Manuf<Jcturer - Giant -0.10924 -1.9255 0.2173 

Manufacturer - Tesco Value -0.01681 -0.2962 0.9910 

n) Value fur money Manuf<Jcturer - Tesco -0.42017 -7.4059* 0.0000 

Giant - Tesco Value 0.09244 1.629 0.3620 

Giant - Tesco -0.31092 -5.480* 0.0000 

Tesco Value - Tesco -0.4034 -7.110* 0.0000 

Manufacturer - Giant -0.0693 -1.017 0.7393 

Manufacturer - Tesco Value 0.2290 3.360* 0.0043 

b) Worth the money Manufacturer - Tesco -0.1786 -2.621* 0.0436 

Giant - Teseo Value 0.2983 4.378* 0.0001 

Giant - Teseo -0.1092 -1.603 0.3768 

Tesco Value - Tesco -0.4076 -5.981 * 0.0000 

Manufacturer - Giant 0.2626 3.85* 0.0007 

Manufacturer - Tesco Value 0.3992 5.85* 0.0000 

c) A bargain Manufacturer - Tesco 0.7815 11.46* 0.0000 

Giant - Tesco Value 0.1366 2.003 0.1869 

Giant - Tesco 0.5189 7.610* 0.0000 

Tesco Value - Teseo 0.3824 5.608* 0.0000 

... ... . . 
1 he mc.1n lhllcrence IS slgmftcant at the 0.05 level 

Extrinsic Cues 

Difference of T-Value P-Value 
Attributes Brand Comparison Means 

Manufacturer - Giant 0.0788 1.525 0.4223 

Manufacturer - Teseo Value 0.2994 5.7996* 0.0000 
EWrilHic CIlt'S Manufacturer - Tesco -0.0000 -0.000 1.0000 

Giant - Tesco Value 0.2206 4.270* 0.0001 

Giant - Tesco -0.0788 -1.525 0.4223 

Tesco Value - Tesco -0.2994 -5.796* 0.0000 

IIl'ms: 
Manufacturer - Giant -0.0861 -1.203 0.6250 

Manufacturer - Tesco Value 0.3424 4.782* 0.0000 
u) Packaging Manufacturcr - Tesco -0.1681 -2.347 0.0877 

Giant - Tesco Value 0.4286 5.985* 0.000 
Giant - Tesco -0.0819 -1.144 0.6621 

Tesco Valuc - Tesco -0.5105 -7.129* 0.0000 

Manufacturer - Giant 0.2437 3.84* 0.0007 
Manufacturer - Tesco Value 0.2563 4.038* 0.0003 

b) Prke Manufacturer - Tesco 0.1681 2.648* 0.0404 
Giant - Teseo Value 0.01261 0.1986 0.9972 
Gi,lIlt - Tesco -0.07563 -1.1916 0.6321 
Tesco Value - Tesco -0.08824 - \.390 0.5055 

·The mea ... 
n lit I fcrcnce IS slgntltcant at the 0.05 Icvel 



Difference of 
T-Value I)· Value 

Attributes Brand Compurison Means 
Manufacturer - Giant 0.1891 3.54* 0.0(2) 
Manufacturer - Tesco Value 0.3172 5.()3* O.OOtlO 

RiJks Manufacturer - Tesco 0.7416 n.S7· o {)()()O 

Giant - Tesco Value 0.1282 2.40 0.0778 
Giant - Tesco 0.5525 10.33· 0.0000 
Tesco Value - Teseo 0.4244 7.935· 0.0000 

Items: 
Manufacturer - Giant 0.2500 3.%* 0.()()O4 
ManufaclUrer - Tesco Valuc 0.3613 5.n* 0.0000 

a) Financial risk Manufacturer - Tesco 0.6849 10.85· 0.0000 
Giant - Tesco Value 0.1113 1.763 0.2913 
Giant - Tesco 0.4349 6.880· O.()()(){) 

Tesco Value - Tesco 0.3235 5.123'" o ()()()() 

Manufacturer - Giant 0.1282 2.00 0.1861! 
Manufacturer - Tesco Value 0.2731 4.27* 0.0001 

b) Social risk Manufacturer - Tesco 0.7<)83 12.48· O.O()OO 
Giant - Tesco Value 0.1450 2.27 0.1061 
Giant - Tesco 0.6702 10.47· O.()()(lO 

Tesco Value - Tesco 0.5252 S.20!)· O.()()()() 

.The mean dlfterence IS slgmflcant at the 0.05 level 

Familiarity 

Difference of 
T-Value P·Vulue 

Attributes Brand Comparison Means 
Manufacturer - Giant 0.420 5.50* O.()()(lO 

Manufacturer - Tesco Valuc 0.489 6.41* O.()()(lO 

Familiarity Manufacturer - Tesco 1.347 17.62'" O()()(lO 

Giani - Tesco Value 0.06()3 0.91 0.8010 
Giant - Tesco 0.9265 12.13* O.{)()()(} 

Tesco Value - Tesco 0.8571 11.22· 0.0000 

"'The mean difference IS Significant at the 0.05 level 

Confidence in use: 

Difference of 
T-Value (,,·Value 

Attributes Brand Comparison Means 
Manufacturer - Giant 0.284 4.43* O.()()() I 
Manufacturer - Tesco Value 0.353 5.51· o.()()()() 

Confidence in use Manufacturer - Teseo 1.036 16.16· 0.0000 
Giant - Teseo Value 0.0693 \.OS 0.7007 
Giani - Teseo 0.7521 11.73'" O.()(XlO 

Teseo Value - Teseo 0.6828 10.65· O()(lOO 

.The mean dllference IS slgnlficanl at Ihe 0.05 level 



, ".u .... 

Difference of 
T-Value P-Valuc 

Attributes Brand Comparison Means 
Manufacturer - Giant -.0006 -0.017 I.(XX}O 
Manufacturer - Tesco Value 0.1927 5.130* OoolO 

Overall Values Manufacturer - Tesco 0.1043 2.777* 0.0281 
Giant - Tesco Value 0.1934 5.147* O.<XX)o 
Giant - Tesco 0.1050 2.794* 0.0268 
Tesco Value - Tesco -0.08842 -2.354 0.01\63 

Items: 
Manufacturer - Giant -0.07634 -1.3152 0.5532 
Manufacturer - Tesco Value -0.05344 -0.9206 0.7938 

a) Value for money Manufacturer - Tesco -0.37405 -6.4444* O.<XXlO 
Giant - Tesco Value 0.02290 0.3946 0.9792 
Giant - Tesco -0.29771 -5.1292* O.<XXIO 
Tesco Value - Tesco -0.3206 -5.524* O.(XX}O 

Manufacturer - Giant 0.0019 0.032 I.(}(X)Q 
Manufacturer - Tesco Value 0.2691 4.563* O.oolO 

b) Worth the money Manufacturer - Tesco 0.2252 3.818* 0.(}(x}8 
Giant - Tesco Value 0.2672 4.530" O.(}(X)Q 
Giant - Tesco 0.2233 3.786* 0.(}()()9 
Tesco Value - Tesco -0.04389 -0.7443 0.8791 

Manufacturer - Giant 0.0725 1.291 0.5684 
Manufacturer - Tesco Value 0.3626 6.457" O.OO()O 

c) A bargain Manufacturer - Tesco 0.4618 8.224* O.(}(X)O 
Giant - Tesco Value 0.2901 5.165* O.<XX}O 
Giant - Tesco 0.3893 6.932* O.(}(X)O 
Tesco Value - Tesco 0.09924 1.767 0.21\93 

.. 
*The mean difference IS Significant at the 0.05 level 



Difference of 
T·Vulue ",Vlllue 

Attributes Brand Comparison ]\leans 
Manufacturer - Giant -O.O{)'.O6 -102 (}.n7" 
Manufacturer - Tesco V:tlue 0.4971 10.02· (}OO(K) 

Extrinsic Cues Manufacturer - Tesco 0.18J2 J.6'I· o (Kl)J 
Giant - Tesco Value OSn7 I U)4'" (}(l(,x~ 

GianI - Tesco O.2~~8 4.71· ()(l()()() 
Tesco Value - Tesco -0.3 IJI) -(1.3.1· o ()()(IO 

Item~: 
Manufacturer - GianI -0.2767 -4.12X· ()(l(l(12 
Manufacturer - Tesco Value 0.4XX5 7.21\1\· o .O(l(JO 

a) Packaging Manufacturer - Tesco -0.2042 -J.04/)· 00114 
Giant - Tesco V;llue 0.7653 11.42· o ()(l()O 
Giant - Tesco 0.0725 1.01\ 0.7007 
Tesco Value - Tesco -0.6927 -10.:1.1· (}.I)()()O 

Manufacturer - Giant 0.1756 2.X22· 00247 
Manufacturer - Tesco Value 0.5057 8.12X· Oll()()() 

b) Price Manufacturer - Tcsco 0.5706 9.171· O.()()()() 

Giant - Tesco Value 0.3302 S.3()(,· O.(X)()() 

Giant - Tcsco 0.3950 6.341)· O.(X)()() 

Tesco Value - Tesco 0.06489 1.<l4J 0.7242 

.. .The mean difference IS Significant at the 0.05 level 

Risks 

Difference of 
T·Vuluc 1'·Vulue 

Attributes Brand Comparison Means 
Manufacturer - GianI 0.1 ()(,I) 2.2'. 0.10') .• 
Manufacturer - Tesco Value 04552 9.51)· O(~~ 

Ri.l'h Manufacturer - Tesco 0.7'.!}5 16.01* O(~~lL 
Giant - Tesco Value 0.3483 7.34" O.()(~~~ 
Giant - Tesco 0.6527 13.76* O()()(~ 

Tesco Value - Tesco 0.3<l44 6.416* (lOOm 

Items: 
Manufacturer - Giant 0.1317 2.22 O.llll(} 
Manufacturer - Tcsco Value 0.5431) 9.15* o ()()(l() 

a) Financial risk Manufacturer - Tesco 0.71)20 13.3J* ()()()(l(l 

Giant - Tesco Value 0.4122 6.94* (l.{l()()O 

Giant- Tesco 0.6603 11.11· o ()()(I(J 

Tesco Value - Tesco 0.2481 4.174· (l.OOO:! 

Manufacturer - Giant 0.0821 1.40 O.49H4 
Manufacturer - Tesco Value 0.3664 6.26* O.O()()O 

b) Social risk Manufacturer - Tesco 0.7271 12.42* o {)()()() 
GianI - Tesco Value 0.2844 4.86* o {)()()() 
Giani - Tesco 0.6450 11.02* O.()()(}() 

Tesco Value - Tesco 0.3607 6.159* o ()(}(}() 

"'The mean difference IS slgOlficant at the 0.05 level 



.' "IIJ. •• U" •• ") 

Difference of 
T-Value P-Value 

Attributes Brand Comparison Means 
Manufacturer - Giant 02233 3.13* 0.()()!)4 
Manufacturer - Tesco Value 0.8950 12.55* 0.0000 

FamiliJJrity Manufacturer - Tesco 0.8969 1258* 0.0000 
Giani - Tesco Value 0.6718 9.421 * 0.0000 
Giant - Tesco 0.6737 9.448* 0.0000 
Tesco Value - Tesco 0.001908 0.02676 1.000 

.. .. 
"The mean dllference IS slgmflcant at the 0.05 level 

Confidence in use 

Difference of 
T-Value P-Value 

Attributes Brand Comparison Means 
Manufacturer - Giant 0.0668 1.222 0.6129 
Manufacturer - Tesco Value 0.3340 6.109* 0.0000 

Confidence in use Manufacturer - Tesco 0.5401 9.879'" 0.0000 
Giant - Tesco Value 0.2672 4.887* 0.(X100 

Giant - Tesco 0.4733 8.657'" O'(x)OO 
Tesco Value - Tesco 0.2061 3.770* 0.0009 

.. 
"The mean difference IS slgmflcant at the 0.05 level 



Appendix '17: 
~ 

Consumer Motivation 

I shop at this hypermarket because: 

The hypermarket carries a wide selection r 
of different kinds of products p-value 
The hypermarket offers good quality of r 
products Q-value 

It provides fast service at checkout 
r 
p-value 

The hypermarket's salespersons are r 
helpful p-value 
The hypermarket provides ample parking r 
facilities for its customers p-value 
The hypermarket always communicates its r 
Shopping information to its consumers p-value 

It is located at a convenient location r 
p-value 

The hypermarket is always up to date with r 
its in store display p-value 
The hypermarket always offers special r 
sales p-value 

The hypermarket is clean and tidy 
r 
p-value 
r 

I can easily find what I want to buy 
.Q-value 

The hypermarket offers excellent r 
atmosphere p-value 
Shopping for grocery in this hypermarket r 
also means an outing for my family 

p-value members 
"Correlation is significant at the 0.01 level (2-tailed) 
• Correlation is significant at the O.OSlevel (2-tailed). 

- . ~ . ~ . ~ . 

Overall Overall 
Overall 

Value for 
quality reliability grade 

ingredients 
money 

0.120 0.143 0156 0008 
0.009'* 0002" 0001" 0.858 
0.078 0.079 0.134 0.082 
0089 0.084 0.003*' 0.075 
-0.087 -0.060 0.062 0.103 
0.058 0.194 0176 0024' 
-0.065 0.034 0030 0.078 
0.155 0.455 0.514 0.089 
-0.069 0.002 0072 0.052 
0.130 0.964 0.116 0.257 
-0048 -0.066 -0.031 0.038 
0.297 0.148 0.504 0.402 
0.092 0.064 0.137 0079 
0.046' 0.164 0.003" 0.083 
0.071 0.081 0.121 0.061 
0.121 0.077 0008"' 0.182 
0.000 0014 0.126 0.071 
0.993 0.758 0006" 0.120 
0002 0.039 0.079 0.040 
0.971 0.401 0.064 0.387 
0013 0.038 0.078 0.060 
0.771 0413 0.087 0.194 
0.110 0115 0167 -0.023 
0017' 0012' 0000" 0.611 

0.034 0.014 0.072 0.088 

0.461 0.769 0.118 0.055 

~ - . 

! 
Worth the Good Financial Social Confidence Price Packaging bargain risk risk Familiar 

In use money 

0.039 0.109 0.138 0060 0.010 0.093 0.075 0080 
0397 0018' 0.003' 0.192 0.821 0043' 0.103 0.081 
0.035 0143 0.101 -0.051 -0.085 -0.025 -0.018 -0038 
0451 0002" 0.028' 0.265 0.064 0580 0692 0403 
-0.016 0.030 0.022 -0.041 -0.039 0.015 0.029 -0.034 
0721 0.519 0.634 0.374 0393 0.737 0.524 0.457 
0.049 -0.004 -0.036 -0.035 -0.045 0034 -0.017 -0056 
0.287 0.928 0.427 0446 0.326 0.466 0.704 0225 
-0.008 0.044 0.084 0.061 -0.007 -0.003 0.079 0.001 
0.857 0.341 0.066 0.185 0.878 0.949 0.086 0978 
-0.082 -0.039 0057 0.076 -0.042 -0018 -0.097 -0.063 
0.076 0.392 0.212 0.096 0361 0.702 0.034' 0.170 
0007 0.097 0.092 0056 0.034 0.012 0.013 0026 
0.885 0034' 0.044' 0.225 0.462 0794 0.771 0567 
-0017 0.068 0172 -0.013 0003 0.086 0.034 0.097 
0.717 0.140 0.000" 0.781 0946 0.060 0.456 0035 
-0.009 0.012 0.108 -0.041 -0.018 0.041 -0.019 -0.003 
0.849 0.795 0018' 0.373 0.696 0.373 0.678 0.947 
0.073 0.117 0.109 0.018 -0.074 0012 0.004 -0.032 
0.110 0011' 0017' 0.698 0.107 0787 0.923 0490 
-0066 0.085 0032 -0.030 -0.014 0.048 0.023 -0.020 
0.152 0.064 0.487 0.514 0754 0300 0.615 0.657 
0.049 0.162 0148 0061 0.098 0.140 0.057 0.156 
0.284 0000" 0.001" 0.184 0033' 0002" 0.218 0001" 
0028 0.048 -0019 -0.026 -0.079 0028 -0.088 -0.051 

0.548 0.298 0.679 0.578 0.085 0537 0.055 0.264 . 



Consumer Motivation 

I shop at this hypermarket because: 

The hypermarket carries a wide selection r 
of different kinds of products .Jl-value 
The hypermarket offers good quality of r 
products p-value 

It provides fast service at checkout 
r 
p-value 

The hypermarket's salespersons are r 
helpful p-value 
The hypermarket provides ample parking r 
faci lities for its customers . p-value 
The hypermarket always communicates its r 
shopping information to its consumers p-value 

It is located at a convenient location 
r 
p-value 

The hypermarket is always up to date with r 
its in store display p-value 
The hypermarket always offers specials r 
sales 'p-value 

The hypermarket is clean and tidy 
r 

'p-value 

I can easily find what I want to buy 
r 

'p-value 
The hypermarket offers excellent r 
atmosphere 'p-value 
Shopping for grocery in this hypermarket r 
also means an outing for my family 

p-value members 
"Correlation is significant at the 0.01 level (2-tailed) 
, Correlation is significant at the 0.05 level (2-tailed). 

Overall 
qual ity 

0.049 
0.259 
0.110 
o Ot2' 
0.191 

0000" 
0.225 

0000" 
0.090 
0.039 ' 
0.134 

0.002" 
-0.080 
0.069 
0.069 
0.116 
0.139 

0001" 
0.145 

0001" 
0.029 
0.501 
0.054 
0.219 

0.015 

0.724 

Overall Overall Value for 
rei iabi lity grade 

ingredients 
money 

0.043 0.024 0.098 
0.325 0.579 0.024' 
0.122 0.082 0.128 

0005" 0.061 0003" 
0.118 0.216 0.199 

0.007" 0.000" 0.000" 
0.139 0.212 0.132 

0.001 " 0.000" 0.002" 
0.001 0.081 0.083 
0.982 0.063 0.058 
0.103 0.213 0.109 
0.018 ' 0.000" 0.012' 
0.032 -0.076 0.053 
0.468 0.081 0.224 
0.127 0.161 0.163 

0003" 0.000" 0000" 
0.075 0.167 0.142 
0.087 0.000" 0001" 
0.145 0.182 0.121 

0.001" 0000" 0005" 
0.039 0.037 0.099 
0.373 0.400 0023' 
0.127 -0.018 0005 

0004" 0.673 0.912 

-0.010 0.076 0.100 

0.828 0.083 0022' 

- - - -

Worth the Good Financial Social Confidence Price Packaging 
bargain risk risk 

Familiar 
in use money 

-0.021 -0.010 0.050 0.071 -0.034 0.029 0.008 0.002 
0.636 0.813 0.249 0.107 0.432 0.502 0.856 0.958 
-0.080 -0.025 0.061 0.060 -0.092 0.022 0.014 -0.056 
0.067 0.576 0.165 0.167 0.036 ' 0.617 0.743 0.198 
-0.053 0.035 0.108 0.130 0.036 0.158 0.007 0.102 
0.224 0.428 0.013' 0.003' 0.410 0.000" 0.868 0020' 
0.041 0.103 0.147 0.154 0.029 0.165 0.065 0.114 
0.352 0.019' 0.001" 0000" 0.507 0.000" 0.140 0009" 
-0.063 -0.071 -0.022 0.038 -0.020 -0.D18 -0.169 -0.044 
0.152 0.103 0.616 0.382 0.654 0.675 0.000" 0.312 
0.129 0.147 0.214 0.151 0.090 0.088 0.052 0.055 

0003" 0.001" 0.000" 0.001" 0.040 ' 0.043' 0.238 0.205 
-0.036 -0.064 -0.092 -0.002 -0.041 -0.032 -0.124 -0.044 
0.411 0.141 0.035 ' 0.965 0.347 0.461 0 004" 0.313 
0.014 0.072 0.079 0.042 -0.021 0.053 -0.022 0.025 
0.741 0.099 0.073 0.339 0.639 0.224 0.613 0.568 
0.070 0.096 0.087 0.086 0.004 0.061 -0.046 -0.001 
0.110 0029' 0048' 0.050 0.925 0.161 0.289 0.973 
0.091 -0.008 0.112 0.092 0.027 0.004 -0.046 -0.012 
0.037" 0.847 0.010' 0.035' 0.537 0.932 0.292 0.778 
-0.052 -0.027 -0.014 0.090 -0.060 -0.033 -0.029 -0.040 
0.231 0.533 0.741 0.038' 0.170 0.457 0.502 0.365 
0.012 -0.056 -0.006 -0.008 -0.075 -0.005 -0.089 -0.049 
0.778 0.199 0.887 0.859 0.085 0.910 0.043' 0.268 

0.051 0.107 0.087 0.074 0.012 0.000 0.065 0.005 

0.244 0014' 0046' 0.090 0.778 0.999 0.139 0.902 



- -

Consumer Motivation 

I shop at this hypermarket because: 

The hypermarket carries a wide selection r 
of different kinds of products p-value 
The hypermarket offers good qualily of r 
products p-value 

It provides fast service at checkout 
r 
p-value 

The hypermarket's salespersons are r 
helpful p-value 
The hypermarket provides ample parking r 
facilities for its customers p-value 
The hypermarket always communicates its r 
shopping information to its consumers . p:value 

It is located at a convenient location 
r 
p-value 

The hypermarket is always up to date with r 
its in store display p:value 
The hypermarket always offers speciat r 
sales p-value 

The hypermarket is clean and tidy 
r 
p-value 

I can easily find what I want to buy 
r 
p-value 

The hypermarket offers excellent r 
atmosphere p-value 
Shopping for grocery in this hypermarket r 
also means an outing for my family 

p-value members 
"Correlation is significant at the 0.01 level (2-tailed) 
• Correlation is significant at the 0.05 level (2-tailed). 

-- - --

Overall Overall Overall 

quality reliabilily grade 
ingredients 

0.160 0.098 0 .135 
0.000" 0025' 0002" 
0.099 0.030 0 .073 
0023' 0.500 0 .097 
0.053 -0.036 -0.022 
0.227 0.406 0 .619 
0.049 0.010 0 .035 
0.261 0.819 0.418 
0.021 -0.077 -0.017 
0.629 0.Q78 0 .702 
0.098 -0.021 0 .100 
0024' 0.631 0 .022' 
0.095 0.060 0 .082 
0.030' 0.167 0 .061 
0.017 0.003 0 .034 
0.697 0.937 0.439 
0.11 5 -0.017 0.077 

0.008" 0.699 0.077 
0.060 -0.022 0.049 
0.171 0.616 0.266 
0.097 0.067 0.113 
0021' 0.124 0 009 ' 
0.105 0.044 0.046 
0016' 0.315 0.292 

-0.010 -0.076 -0.017 

0.820 0.081 0.699 

-- --- ---------- ,- - - -- - - - ---

Value for Worth the Good Financial Social Confidence 
Price Packaging bargain risk risk 

Familiar 
in use money money 

0.146 -0.108 0.113 0.095 0.056 -0.071 0.087 0.091 0.136 
0001" 0.013' 0 010' 0030' 0.205 0.107 0046' 0031' 0002" 
0.027 -0.042 0.034 0.145 0.084 -0.071 0.031 0.048 0.052 
0.537 0.342 0.438 0 001" 0.055 0.103 0.477 0.271 0.232 
0.027 -0.024 -0.095 0.065 0.014 -0.069 0.041 -0.022 0.067 
0.541 0.577 0.030' 0.139 0.747 0.116 0.354 0.618 0.125 
-0.017 0.024 -0.014 0.102 0.008 -0.015 -0.005 -0.063 0.Q15 
0.703 0.578 0.748 0020' 0.864 0.736 0.905 0.148 0.726 
0.046 -0.054 -0.073 0.033 0.038 -0.021 0.082 0.057 0.125 
0.294 0.213 0.097 0.454 0.385 0.632 0.060 0.189 0004" 
0.017 0.008 0.061 0.108 0.031 -0.003 0.001 -0.031 0.066 
0.700 0.846 0.164 0014' 0.473 0.937 0.976 0.483 0.128 
0.082 -0.045 0.076 0.014 0.069 0.000 0.085 0.152 0.167 
0.061' 0.302 0.083 0.754 0.11 3 0.997 0.051 0.000" 0.000" 
0.034 -0.042 0.037 0.060 0.048 -0.020 0.122 0.142 0.123 
0.431 0.343 0.403 0.168 0.269 0.646 0.005" 0.001" 0.005" 
0.067 -0.067 0.088 0.031 0.047 -0.092 0.057 0.053 0.060 
0.128 0.124 0.044' 0.485 0.278 0036' 0.190 0.224 0.171 
0.110 -0.055 0.071 0.063 0.089 -0.030 0.017 0.041 0.042 
0.012' 0.207 0.103 0.150 0041' 0.499 0.698 0.349 0.335 
0.007 0.012 0.072 0.089 0.055 0.046 0.067 0.047 0.047 
0.880 0.780 0.101 0042' 0.210 0.293 0.123 0.288 0.281 
0.106 -0.103 0.039 -0.038 0.046 -0.042 0.031 0.085 0.042 
0 015' 0.019' 0.379 0.379 0.294 0.343 0.476 0.053 0.334 

-0.007 0.120 -0.050 0.093 0.060 -0.023 0.014 -0.053 -0.073 

0.868 0.006" 0.250 0033' 0.173 0.596 0.751 0.229 0.096 



Appendix 18: 
correlation AnalysIs oetween store Ima~ 

Store Image 

In my opinion this hypermarket r 
projects a modern image p-value 
The hypermarket serves the r 
middle class consumers p-value 
The hypermarket can be r 
considered as world-class reta iler p-value 
The hypermarket transmits a r 
reliable image p-value 
I have total confidence in th is r 
hypermarket p-value 
I find the hypermarket totally r 
trustworthy p-value 
I believed that the hypermarket r 
would never let me down p-value 
"Correlation is significant at the 0.01 level (2-tailed) 
, Correlation is significant at the 0.05 level (2-tailed). 

Overall 
quality 

0.026 
0.576 
0.117 
0.01 1' 
0.013 
0.776 
0.112 
0.014" 
0.146 

0.001" 
0.114 
0.013' 
0.089 
0.052 

e ana retail orana annDUles (ulam tsrand) 

Overall Overall Value 
grade for Price Packaging 

reliability ingredients money 

-0 .087 -0.051 -0 .010 -0.047 -0.011 
0.059 0.272 0.828 0.308 0.817 
0.059 0.012 0.040 -0.024 -0.016 
0.196 0.788 0.383 0.600 0.731 
-0 .003 -0.005 0.005 0.006 -0.065 
0.941 0.91 1 0.916 0.893 0.157 
0.000 0.027 0.054 -0.034 -0.049 
0.994 0.554 0.241 0.460 0.284 
0.025 0.031 0.060 -0.074 0.069 
0.593 0.504 0.195 0.105 0.132 
0.000 -0.008 0.050 -0 .074 0.024 
0.997 0.859 0.274 0.105 0.598 
-0 .060 -0.019 0.002 -0.038 0.027 
0.192 0.682 0.962 0.407 0.564 

Worth GOOd Financial Social Confidence the Familiar 
money 

bargain risk risk in use 

0.026 -0 .087 -0.051 -0.010 -0.047 -0.011 
0.576 0.059 0.272 0.828 0.308 0.817 
0.117 0.059 0.012 0.040 -0.024 -0.016 
0.011' 0.196 0.788 0.383 0.600 0.731 
0.013 -0.003 -0.005 0.005 0.006 -0.065 
0.776 0.941 0.911 0.916 0.893 0.157 
0.112 0.000 0.027 0.054 -0.034 -0.049 
0.014' 0.994 0.554 0.241 0.460 0.284 
0.146 0 .025 0.031 0.060 -0.074 0.069 

0.001" 0 .593 0.504 0.195 0.105 0.132 
0.114 0 .000 -0 .008 0.050 -0.074 0.024 
0.013' 0 .997 0.859 0.274 0. 105 0.598 
0.089 -0.060 -0.0 19 0.002 -0.038 0.027 
0.052 0 .192 0.682 0.962 0.407 0.564 



\.,;orreiatlon AnalYSIS oetween Store Ima~ e ana retail orana annoutes t I esco-value tsrana) 

Overall Overall Overall Value Worth Good Financial Social Confidence Store Image 
quality reliability 

grade for Price Packaging the 
bargain risk risk Familiar 

in use ingredients money money 

In my opinion this hypermarket r 0.117 0.065 0 .025 0 .019 0 .030 0.046 0.043 0.009 -0.130 -0.035 -0 .047 -0.051 
projects a modern image p-value 0 .008" 0 .140 0.569 0 .669 0 .500 0.294 0.332 0.837 0.003' 0 .427 0.285 0.247 
The hypermarket serves the r -0.042 0 .021 -0.007 0 .022 -0.036 -0.027 -0.023 -0 .007 -0.060 -0.056 -0.108 -0.042 
middle class consumers p-value 0.335 0 .627 0 .873 0 .608 0 .412 0.536 0.595 0.875 0 .168 0 .198 0.0 13' 0.337 
The hypermarket can be r 0.170 0 .140 0 .168 0 .181 -0.058 0.028 0.051 0.089 0.057 0 .043 -0 .010 0.074 
considered as world-class retailer p-value 0.000" 0.001" 0 .000" 0.000" 0.181 0.515 0.239 0.043' 0.193 0 .326 0 .815 0.093 
The hypermarket transmits a r 0.119 0.046 0 .062 0 .111 -0.002 0.008 -0.001 0.061 -0.004 0 .046 -0.005 0.043 
reliable image p-value 0.006' 0 .291 0 .157 0.011 ' 0 .971 0.857 0 .988 0.160 0.932 0.296 0 .904 0.325 
I have total confidence in this r 0.111 0 .063 0 .090 0 .171 0 .030 0.010 0.115 0.136 0.046 0 .011 0 .002 0.037 
hypermarket p-value 0.011 ' 0 .149 0.039' 0 .000" 0.497 0.814 0 .009" 0.002" 0.293 0.801 0 .961 0.399 
I find the hypermarket totally r 0.037 0 .068 0 .027 0 .135 0 .005 -0 .004 0.084 0.070 0.014 0.020 0 .070 0.003 
trustworthy p-value 0.394 0 .121 0 .535 0 .002" 0.909 0.920 0.054 0.109 0.741 0 .651 0 .110 0.953 
I believed that the hypermarket r 0 .044 0 .082 0.095 0 .179 0.080 0.069 0.129 0.164 0.036 0.137 0.086 0.082 
would never let me down p-value 0.315 0 .059 0.030' 0.000" 0.067 0.115 0 .003" 0.000" 0.406 0.002" 0.049' 0.062 
--Correlation is significant at the 0.01 level (2-tailed) 
• Correlation is significant at the 0.05 level (2-tailed). 



\.,;orrelauon AnalYSIS oetween store Ima~ 

Store Image 

In my opinion this hypermarket r 
projects a modern image p-value 
The hypermarket serves the r 
middle class consumers p-value 
The hypermarket can be r 
considered as world-class retailer p-value 
The hypermarket transmits a r 
reliable image p-value 
I have total confidence in this r 
hypermarket p-value 
I find the hypermarket totally r 
trustworthy p-value 
I believed that the hypermarket r 
would never let me down p-value 
.. Correlation is significant at the 0.01 level (2·tailed) 
, Correlation is significant at the 0.05 level (2-tailed). 

Overall 
quali ty 

-0.044 
0.316 
0.022 
0.608 
0.026 
0.550 
0.084 
0.056 
0.126 

0.004" 
0.146 

0.001" 
0.117 

0.007" 

e ana retail Drana annoutes ( I esco tsranO) 

Overall Overall Value 
grade for Price Packaging 

reliability 
ingredients money 

-0.059 0.003 0.021 -0.054 -0.029 
0.176 0.945 0.635 0.217 0.505 
0.016 0.029 0.034 -0 .042 0.052 
0.710 0.512 0.435 0.336 0.231 
0.015 -0 .001 0.076 -0.035 -0 .054 
0.730 0.974 0.083 0.419 0.215 
-0 .004 0.095 0.105 -0.020 0.007 
0.936 0.031' 0.016' 0.647 0.867 
0.084 0.104 0.066 0.045 0.096 
0.053 0 .0 11' 0.130 0.300 0.027' 
0.132 0.127 0.080 -0.056 0.116 

0.002" 0.003*' 0.067 0.198 0.008" 
0.056 0.055 0.089 0.033 0.087 
0.199 0.208 0.042 ' 0.455 0.047* 

Worth 
Good Financial Social 

I 
the Familiar Confidence 

bargain risk risk in use money 

-0.012 -0.043 -0.005 0.121 0.095 0.054 
0.776 0.325 0.902 0.005" 0.030' 0.217 
0.072 -0 .010 0.045 0.048 0.065 -0.019 
0.099 0.815 0.302 0.276 0.137 0.666 
0.051 0.008 -0 .015 0.100 0.092 0.035 
0.245 0.864 0.732 0.022' 0.034' 0.429 
-0.014 -0.024 -0.039 0.034 0.075 0.080 
0.744 0.578 0.379 0.435 0.085 0.066 
0.130 0.056 -0 .016 0.045 0.032 0.077 

0.003" 0.203 0.715 0.304 0.463 0.080 
0.148 0.099 0.022 0.083 0.110 0.074 

0.001" 0.024' 0.617 0.057 0.012' 0.090 
0.093 0.033 -0.018 0.010 -0.042 0.004 
0.033' 0.444 0.679 0.826 0.332 0.926 


