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Abstract 
Purpose - The purpose of empirical study is to focus on the rdah&$ between perceived private 
label brand (PLB) image, and perceived store image 0 a d  feeling asmkted with the peslenee of 
national lnand (Pi%). 
~ m e ~ l o g y I a p p r 0 8 ~ h  - The data are adected using a self administad questhnaire 
&om mpodents belonging to generatian Y in their 216 The focal product was apparels d d  at 
department stores 
Fhdiqgs - The results indicate that the store abnnsphge and store quality positively iduenfe the 
-tion of PLB's quality, whereas, the cong~ence bc4ween national brand and store image (NBSIJ 
has a negative infiuence on PLEs quality. In comparisao, the stme quality, store convenbce, store 
P.i&ue, and the mngrueuce between PJB and PLB have a positive iuihme on the affeaive 
d i m e m  of the PLB unage, whereas, the a q p e m e  between hBSI has a negative influencv. 
Research l i ~ p l i c a t i o 1 1 9  - A key bibt ion of this study is the sampling frame Futm 
studies should replicate this study in diffaent contmts and with difierent tar@ popdatioa 
Practicalimplications - Toboostt~~oftheirpLBastasneedbfocusmttrestorequality 
dimension, since it affects both quality and afkctive dhemhs of Pi& Other SI dimensions that 
have a significant effect on either PLBquahty n PIBaffdve d' are stare atmosphere, 
m v ~ , d ~ v a l u e ~ 0 1 t ~ . ~ R e g a r d i 4 g ~ d h % m a s t o r e . e v e n 3 i t i s i n  
congruence with the S1, it has a detrimental effect on bdh the qdity and affective dimensii of PLB, 
unless the PLB image and NB image are seen as aslgnmt. Managen should ensure that the NBs 
canied by their store harmonize with their own PWB imqp 
Origiaalityhrliine - This study provides answas to a audal question - "HOW to impave the 
consumer perception of private label brand?" 
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paper type R=cfi Paper 

Most dejmtment stores in a mall vie for the same customers, and the merchandize 
being offered is relatively homogenous @Ma, ZO. It is c:ommon to find competing 
department stores located as anchor stores within tbe same shoppi mall albeit 
within sauntering distance from one another- In addition, these malls also include other 
stores located in between the soelled anchor department stores. In terms of 
merchandise, the quality, style and texture of national brands (NJ3s) are similar across 
diierent department stores in a particular region (Reds, 2002)- As a result, a cusbmr I - -- d- d~ a 
has a lot of choices in terms of stores, especially in the dothg area. H o p ' i  to draw a I--t 

larger share of this pool of customers, depwtnmt stores atternpt to differentiate w3cNal.m 
PP m-84 

themselves from their competitors' by introducing ambinations of private label "--RaebmnLrrmted 09ti~0~e 

brands (PLBs) and NBs (Collins-Dodd and Lindley, 2003). Most department sstores sell m ~ouoslosueosmstosczszs 



ImM some combination of NBs, as well as, PLb of clothing. PLBs are of par t iak  interest, 
because these help the departmat stores in diffmtiating their menfiandize, 34s increase 
the potential for sales by attracting more customers (Cmstjens and Lal, 2000; Reda, 
2002), and they may help control costs and build store loyalty (Corstjem and Ld, a00O, 
Collins-Dodd and Lindley, 203). However, PLBs could atso irwease the a t  because 
typically PLBs become the responsibility of retailers who have to fund its promotion 

68 and brand building expenses. 
From the consumer's m e ,  cues that are an inherent part of the core 

product (i.e. intrinsic) such as texture, style, fitting and stitching (Olson, 1m- 01m 
and J a c o ~ - l G d m d s m  and Dicfr, 1994) as well as cues that are somewhat 
external to the core of, although not annpl@ely detached to, the produd (ie. extrinsic) 
such as the price, product's brand name and psadraging (Olson, 197Z O h  and Jacoby, 
1973; Richardson and Dick, 1994), play a big part in inA&g the W3 purchase 
decision. Extant studies have demonstrated that extrinsii cues, in pamcular brand 

\ 
study also investigates the impact of the presence of NBs m the P W ~  

1 name and price play a bigger role in in&lencmg the consumer than the intrinsi- 
(Dawar and Parker, 1% Aliison and IM, 1964). This study focuses on two such 
~ r s  namely "stooeimage" and "private i z & d k + d  image" and investigates the 
interdependencies amongst these bmng relationship between a retail SI and 
the image of its PLB is considered to be a Yundamental requirement ffor a successful 
diff tiation strategy? ( W i D o d d  and Lindky, 2003, p. 2). We postdate that the 
PLB Image d the SI will be positively assoc&dto one another. In addition, this 

A compelling reason for merit stms~management to comprelmd the PLB 
image is the direct link between brand image and the brand equity as suggested by 
Aaka (1991) and Keler (1993) and a y  susupported by Faircloth et d (2001). 
Definitions of brandequity vary somewhat depending upon the paspective taken by the 

i 
researcher. One definition is the difkeme between attriitions made towsods a brand 
with the brand name versus a product without that brand name and the resultant cash 
flow difference. Others include amsumer pxqxctke of utility, amsumer Wty, ar 
image differentiation. These definitions u n e  the unportance of brand equity to 
the firms in terms of consumer loyalty, revenue and cash flow @aidoih ef d, 200% 
Aaker, 1991; Ailawadi et d, f?003; Kder, 1993). Research has atso cbonstrated that 
brands with a better image are pderred than those with a less pclsitive image &won, 
1990). Pitta and Kutsanis (1995) have shown that a positive image of a hrand 
differentiates the brand in the axmmer's mind, and in turn helps enhanoe the brand 
equity. While the management of a department store focuses on ways to immse their 
PLB equity, a possible solution is to focus on factors that enhance the PLB image 

This study focuses on the factors that are under the control of the $epartment stom 
management, and have an impact on the PLB image. These are SI dimemions and the 
presence of NBs. The SI dimensions, to a large extent are controllable by the store 
management. However, the cmmmer feeling associated with the presenoe of NBs may 
not be completely under the wntrd of the store management. Whether the pmmce of 
NEb enhances the consumers' perceptins of the PLBs is hpodant for the 
management of department stores to know since they can change the product mix 
depending on the synergy the two types of products can provide. T m d s  this 
endeavor, first the mltext of the study is outlined, followed by the literahre review, 
related hypotheses, method, results, discussion, limitations, and implications. 



study context Private label 
This study conducted in the of &. Amding to a study plblkhed in brand image 
Apparel Merchandiig (issue dated October 2002), 58 percent of rraen's apparel 
shoppers, 56 percent of women's apparel shappers, 511 percent af women's intimate 
apparel shoppers, and 54 percent of children's apparel dwppers are willing to buy 
PLBs (Shapiro, 2002). A considerable part of sales rev- for -t stores come 
from P B .  For example, according to Seats' financial reports, Sears made $1 billion 69 
from their Land's End line in the year 2002 In addition, in theh: Annual Reports for 
2004 Sears h i  Covington, which is a casual apparel store brand as a "hit" that 
exceded the expectations. For another department store, DiUard, although stin 
expanding its PLBs, approximately 18 peroent of their total sales for 2002 came from 
their PLBs, as published in their financial reportsrepwts. Other department stores such as 
the ones operated by May Department Stores Company, namely K a d m ~ ~ ,  
Robinson-May and Foley's are also expanding their privak label presence. 
Federated Qpartment store's private labels such as LN-C, Charter WClubroom, 
Alfani, Style & Co contributed to 17.4 percent of total sales in the year 2004 as 
publitshed in their Annual Report. Given the size of the potential market, department 
stores are investing a lot of time and money into their PLBs. Stores such as Macy's 
ope.rated by Federated Department Stores target markets its store brands. For 
example, the Tassa Elba brand is targeted at urbane male dients and M c a n  Rag at 
intensely freespirited 15-24 year olds Also, Federated sells conkmpmty clothes 
under the Alfani label, sportswear under the Style & Co labd, casual and career 
fashions under I.N.C. considering the amount of resome and effort tbe department 
stom are devoting to manufacturing, procuring their PLBs, it becomes all the m m  
esential that their particular PLRs be attractive to their customers Another important 
reason for devoting attention to private label is because it could help the retail stores 
differentiate itself in the consumer's mind (Pitta and Kutsanis, 1995). 

While, several studies have investigated the PLEk and he dekmimnts of their 
s u m  and failure, the focus has been primarily on the food category in gmmy stores 
(Garretson et a!, 2002; Burton and Lichtemtein, 1998; PuOjis and Dhar, 201; 
Seth- 1992; Narsimhan and Wilcox, 1% Sinha and Batra, 1999; Richardson 
et d, 1997). Although these investigations have led to a rich literature base, the 
knowledge gained from these studies on gmmy stores and its merchandke may not be 
easily applicable to department stores and clothing sold therein because the meaning 
and relevance of clothes is different from the meaning and relevance of grooay items 
In other words, because clothes and grocery items phy different roles in the 
consumers' life, how a consumer determines the image of these products and 
subsequently behaves toward them may aka vary. 

Clothes are generally a higher involvement and higher ticket product than grocery 
items. There are also social risks attached to clothes. Besides, clothes are considered to 
have more "experienoen characteristics @dm and Swait, 1- because cmsumers 
rely on how the clothes fit, how it feels, how it looks on them whez~ worn, and 
expectation of how it would withstand the wear and tear of use. This makes the 
decision making process more experientiaL In addition, the pleasure dhmim,  and 
symbolic and social meaning plays a signifkant role in clothes purchase F i y ,  
typically, clothes are not purchased in a routine manner- In contrast, gmcery items are 
considered to have more "searchn characikktks (Esdem and Swait, 1998) because 



IJRDM gromy items typically belong to the convenkme goods category with the purchase 

3491 decisions often based on past experience and functionality, and features play a major 
role grocery purchase In addition, grocery pudass atrt more mundane in nature and 
some might even consider it a chore. In fact, Babra and Sinha (2000, p 115) found that: 

. . . private label brand purchases in a category iwease when consumers perceive redud 

70 (r)- of making a mistake m brand choice m that ategay, and when that category 
h a s m o r e * s e a r c h ' t h a n ' ~ ~  . . 

Given that clothes are associated with "experietlQ* damct- Batra and S i  
(2000) suggest that some of d-ie dimasions of pwhase behavior of dothes are 
different from that of purchase behavior of gmm-k. Hence, results from research on 
purchase behavior of groceries cannot be gemdid  to purchase behavior of clothing 
sold in department stores, without some amtingencies, 

Literature review and hypotheses 
Consumers make selection of produds based on anticipated sa@dion with that 
product, i.e. a subjective expectation or likelihood of liking the product (Weiner, 2000). 
The attribution theory addresses how a,rmmm make these subjective inferenas and 
anticipations from limited available evidence (53-t, lY7!3). However, if the 
product has never been bought or used b e f w  by the consumr, this subjective 
anticipation may not be attributed b prior but to other factors that the 
consumer can associate with the produd or the service. In the context of a PLB that a 
consumer has never bought and used, the retail store which owns the PLd3 can be a 
potential cue for the consumer to make infamas about the PLB In the same way, 
other known brands carried by the store can also act as cues. A fundamental principle 
of the attribution theory states that the more consistent the meaning of cues associated 
with the object, the stronger the attribution (Bumkmt, 1978). A PLJS is often found 
exclusively in the store that owns it, there is likely to be consistency in the cues w i t h  
the store owning the PLEi such as stme atmspahnospheae, services, m v ~  and 
presence of other h d s d s  Kence, these cues are likely to strongty influence tibe 
perceptions about the quality of the product (&nn&t, 1978), ie. the PLB image. 

A brand-image is defined as the sum total of brand associatiam held in amsumer 
memory that lead to peraptions about the brand (Keller, 1993). These asmiations of 
brand image are multi-nal and mnsist of tbe aged& dimensio or the attitudes 
towards the brand and the perceived & d h e m h  (Keller, 1993). Faircloth et al 
(2001) used structural equation rnod$ing to show that brand attitude is directly related 
to brand image. Similar arguments could be used to d&e a related amapt of SI, "the 
way in which the store is defined in the shoppeds mind partly by its f h d o d  qualities 
and partly by an aura of psybIagicaI attriite" (Martineau, 1958, p. 47). In this study, 
we rely on Keller's (1993) ameptualization of brand image and use the term 
Pmffecective and P m u d &  far the affective and quality dimemions of PLB image 

Starting with the early works of Martineau SI has attracted its fair share of 
research attention that has resulted in a rich body of knowledge Lindquist (1974) 
conceptualized SI as a mmmon nmning theme or structure across nine dimensions - 
merchandise, service, client& physical facilities, mnvenknce, pramtion, stme 
ambience, institutional factors, and post tramaction s a m  Doyle and Fen* 
(1974) consider five dimensions of SI - product, price, assortment, styl i i  and location 



Bearden (19'77) conceptualized shopping center image as amsistingof seven dimensions Private label 
- price, quality of the merchandise, assormat, a t m s p h  location, parking facilities brand iWe and iiiendly personnel. Nevin and Houston (1980) focus on only three dimemions of 
retail image - assortment, facilities, and market poshme. Ghosh (1990) argues that retail 
image consists of eight elements of retail marketing mix - hth, xnerchmk store 
atmasphere, customer service, price, advertising, p e m d  selling and sales incentive 
programs. Morerecently, Kim and Jin (2001) used six dimensions - merchandise, stzvice 
convenience, facility convenience, congestion, clean and spoacious atmosphere, and price 

71 
competitiveness. Chang and Tu (;?005) used onty four dimensibs - facilities, store 
service, store activities, and convenience In summary, the conceptualization of SI is 
diverse and multi-dimensional. Chowdhury ef uf 0998) mnduded an extensive review 
of extant litetature on SI and identitied six dimensions that seem to capture the aommon 
elements across these varied conceptualizatims of SLThey then tested its reliab'rlity and 
validities in the context of grocery stores. The six dimensions are employee service, 
product quality, produd selection, atmosphere, convenience and p r k t d v h  This 
study will rely on the dimensions identified by Chowdhurp et al (19%) because they 
provide a more parsimonious yet oomprehensive set of dimensions for SL 

Studies done in the context of grocery store have shown that umsumers have a more 
positive attitude towards grocery PLBs if they have a hi& image afthat particular store 
(Collins-Dodd and Lindley, 2003). Atso, Rkhax&m et d (1996) showed through field 
experiments that store aesthetics aided in the formation of perception of PLBqtality. 
Other studies have shown that promotional support of its PLB by the grocesy store 
positively impacts the perception of PLB performme (phar and Hoch, 1997). 

Relying on the existing evidence, we argue that tfie petwived irnage of a department 
store, on various dimensions, will be positively associated with the PL.B image - both 
a f f e k  and quabty aspects. Since the P B  are exdusively found in the chain of one 
department store, the image of the ston: and the PI6) win be closely linked In other 
words, if a customer considers a d q w b m t  store to be an upale $epartment store, 
there will be a rub-off (similar to the halo effect) of that image on its PLB too and the 
customer is likely to believe that the PLBs are also upscale. Thus, we hypothesize that 
the quality and affective dimension of the PLB image (KeUer, 1993) will be ptsitjvely 
assodated with the dimensions of the SI - store service, convenience, quality, selection 
(variety), pWvaIue,  and atmosphere (Chowdhury et d,  1998). 

H l a  PLB-quality perception will be positively assuckted with SI-SerVMe. 

H2a. PLBquaiity perception will be positively associated with SIconvenience. 

H3a. PLBquality perception will be positively associated with SIquaiity. 

H4a PLB-quality perception will be positively associated with SI-selection (variety). 

H5a PLBquality permption will be positively asmiated with SI-prhdvalue. 

H6a. PLBquality perception will be positively associated with SI-atmaphere 

Hlb. PLBaffective perception win be positively associated with S I e  

H2b. PLBaffective perception will be positively associated with SIconveOie~  

H3b. PLBaffective perception will be positively associated with SIquality. 



IJRDM H4b. PLB-affective percept& will be positively associated with SI-selecQn (variety). 
%,I H5b. PIJ3-a£f&ve peroeption will be pasitidy asw&ted with SI-piudv& 

Ha. PIJ3-affective penxpha win be positively asmiat& with St-e. 

Extant studies have established that the image of the store is positively related to 
(Pettijohn et cii!, 1992) and impacted by hr ter  and Claycomb (l997) the brands carried 
by the store In particular, Pettijohn el aL (1992) found that havVmg a low-iige brand 
(in the case of clothing) does not negatively impact the SI significantly but having a 
high-image brand has a significant positive impact on the SI, These studies suggest 
that in general, brands carried by the store are significantly d t e d  with the ST. 
Corstjens and hl (2000) have demonstrated that national and PLBs have 
complementary roles in the low-involvement packaged goods industry. Porter aad 
CIaymmb (1997) found that the pwsam of an anchor brand ( o h  the NB) in clothes 
exerts a positive influence on the image of the store. 

Based on these evidences we specuhte that the presenoe of NB win irnpact the PLB 
image, especially when considexed in amjundh with the SL However, the theticmshii 
between these constructs will not be uniform acmss Merent dimmims of PLB image, 
and fd igs  associated with the presence of a NB. For example, to start with, it d d  
attract people who are NB a,& to the store. It could aLso enhance the image of the 
store (Porter and Chymb, 1997). However, this image transfer may not cany over to the 
PLB, and consumers who are NB arnsciaus may attnite negative quality to the PLB. 
Even if they perceive corygwnq between the presence of the NB and SI, ie. they perceive 
the SI and the NB to be in harmony, they may see the p m e n e  of PLB as a negative 
influence. The only time the prexnce ofM3 is likely to have positive influence a PLB is 
whentheconsuma~vethePLBtobeasgoodas~NB - highcoqpmcebetween 
NB and PLB. This is possible when deprimmt stares try to build the brand equity 0fPL.B 
(not necewdy linked to the stow name) in the consmxds rnind Thuq we hypdxsii 
that the perceived cangruence between NB and PLl3 (M3PLBangruency) will have a 
positive inAuence an the affective and quality dimensions ofm image (HBquahty and 
PI,B-affective). In am- and the con- between NB and SI 
(NBSI-congruency) are likely to have a negative irif'l- on the affective and quality 
dimensions of PLB image (PLB-quality and PLB-afffectivd. 

H7a. FLBquality perception will be negatively associated with NBconsciousness 

H8a. PLBquaIity perception win be positively assahkd with NJ3PIBamgruence 

H9a PLBquaity perception win be negatively assodated with N B S I - c o n m  
N%. PLBaffective perception will be negatively asmiated with -ess 

H8b. PLB-affective perception will be jxdivety associated with 

H96. PLB-affective perception will be negatively associated with M I -  

Method and analyse5 
The sampling frame consists of Gen Y (said to beban between 1977 4 1995) consumers 
who are in their twenties. Today's 21-year-olds m e  as thenation's key t r e n m .  . ." 
(Weiss, 2003, p. 30). Estiites in trade aad popular press vary a lot (Gzleen, 1% Morton, 



2002; Stanley, 1995; Weiss, 2003), but this is supposed to be about 70 million strong; Private label 
than h times the s k  of g m t i m  X, and abmst as b k  baby bmmas. Gen Y brand image 

has lots of disposable income and money to spend, e-g. 70 percent have jobs and more than 
one third work an average of 20 horn per week (Stadey, 1995; Weiss, 2003). Of the $f35 
trillion dollarsspent annually by US-over $50D biUion is spent by the members 
of generation Y. In addition, this segment also has influence over anothm a~~mous 
market, their parents. This graup is very consumption-opiented and has grown up 73 
accustomed to abundance (Anonymous, 2003). A f k  being raised and pampered by their 
baby boomer parents, they see no reason not to continue having things their way in the 
marketplace (We& 2003). Their buying powa only inmass as they get oMer. The 
respondents were WTS at a major southwestem university campus locatad in a major 
metmpolitan city. This sample is deemed appropriate fw this study because students 
spend a lot of money shopping (Roberts and J- 2001), and "they're much less 
brand-loyal than previous gemations and are more a- of generic labelsn Weiss, 
2003, p. 31). A more recent study suggests that "teens spend a lot, abuut $100 a week each 
andfgl41 billion a year all together, on fast food, clothing, movies and Gas" (www.pbs.org/ 
new~Idfea~an-juneDV(~edit-debfitng. The arguments presented here 
suggest that the target resjmndents are likely to be open to W have lots of disposable 
income, act as trend setters, and influence their parents as welL 

Data was collected using a self-admbkknd survey mstnment and 811 questiannaires 
were distributed. The respondents were asked to complete the questionnaire m their own 
time and bring it back within two weeks F&g out the survey was voluntary. A total d 
549 completed questionnaires were returned (mqome rate of 67.7 perm@. In terms of 
sample profile, the average age of the respondents was 23 (media 22 and mode 21 years) 
and%~toftberespon~tswerewo~(42plercentmen).Themedian~reported 
hausehold income was between $20,000 and $40,000 per year (mode was "less than $ 
20,000"). Although, it is not posi'ble to discern whether this HH hame pgtains to the 
student's HH income or hidher parent's HH income, m either case, it gives the students their 
buying power and according to both academic and trade litmatures the students do use this 
buying power and spend a lot on clothes (Hayhoe et d, 2001; Roberts and Jones, m1). 
These respondents visited their deptment store of dwice thrice a moath (both median and 
mode) and their expendim on clo* per month was between $26 and $50 (median and 
mode)- They bought 9-11 clothing iterns(median) fm their chosen department store in the 
last one year and the number af PLBs bought w m  between 3 and 5 items (median and 
mode). These descriptive statistics mhmr the idonnation obtained from the seoondary 
sources and r e a h  aur belief that our sample is an apjmjx%te sample far inv&gating 
the pmposed relationships between SI, PLB image, and NB related feelings 

The respondents were asked to select a deparbmt store thy visited most often and 
answer the questions on the questionnaire based on their experiences at that stare. The 
questionnaire included a list of department s ~ e s  as examples - Foley's, J.C. Penney, 
Dillard's, Sears, Macy's, Nordstrom, Saks Fifth Avenue, Lord & Taylor, and Neiman 
Marcus. This list was compiled after a brain st&g session in one of the c b  to 
ensure that the list is relevant for our target respondents. The instructions in the 
questionnaire specifically explained and gave examples of "private label brandsn and 
"national brandsn. Examples of PLBs were as f o k  Foleys's store brands - Amanda 
Smith, John Ashford, Brandini, Valerie Stevens, Marsh Landing J.C. Pennefs stare 
brands - St John's Bay, Arizona Jean Gnnpany, Hunt Club; Dillard's store brand - 



IJRDM Clarity, Whamel, Mmm, Coppe&e~opperkey; Sears' store brands Covingtm, Land's End; 

3491 Macy's store brands - LN.C, Alfani Arraerican Rag, Clm-kr Club, First impressions, 
Greendog, Tasso Elba, Style & Co; and NordstmmPs store brands - Nordstrom 
Burgundy Label, Pure Stuff; Caslon, Halogen, Norsport, The Norck&om Brand 
Examples of NBs were ~O~~OTRS'. Tommy Hiltiger, Polo, Calvin Wein, and M s .  Once 
agam the choice of PLBs, their respective stms, and M3s listed were based on our 

74 discussions with student groups to ensure relevancy. We atso made sure that these 
stores existed within the geographic region, ie. the metroplex area, where our 
respondents shop for clothes, and made sure that the PLBs match the deparbmt stores 

In addition, the respondents were also asked tolist (this was an open ended question) 
the department stares they visit more frequently. The results indicated that the 
respondents understand the difference between a department store and other stwes, For 
example, 97.6 percent of respondents listed Dillard's, Foleys, J. C. Penney, Kohls, Sears, 
Macy's, Neirnan Marcus, Nordstrom, Jm-ds & Taylor, and Saks Fifth Avenue as their 
first choice for the most frequently visited store (97.4percent listed these as their second 
cho'ije). Respondents were also asked to indicate the number of stores brand clothes and 
clothes bought during the previous year, and the median of the number of PLB clothes 
was 35 and for the number of clothing items bought the corrpanding figure was 
9-11 units (mode for the number of dothes bought was over 11 items). F d y ,  in order to 
ensure that the result is not muddled by responses from respondents who are not 
cognizant of what a department store is, weremoved the data obtained fnrm respondents 
who did not list a department store as their hqwntly visited store This reduced the 
effective sample size to 530, but it completely eliminates any confound due to ccdbsb 
about lack of knowledge and awareness of a dqmtment stare. 

The responses to scale items measwing SE, PLB image, and orientation towards NB 
were measured on a five-point Like-type scale anchored between "strongly agree" (1) 
to "strongly disagreen 0). The scale items for measwing SI were adapted, with 
non-substantive modification to suite the deparbment store context, from Ch0wdhu.r~ 
et al. (1998). Please see Appendix for the modified scale items. Measures far 
PLBquality were adapted &om Gaski and (1986) and for attitude towads PLB 
from Raju and Hastak (1983). Please see Table I for the scale items retaiee& We 
ensured that the items truly captured the quality and affective dimensions In order to 
measure consumer's feeling towards preseme of NB (and whether the presence of NB is 
congruent or discordant with SI a n d m  image) we re1'red on the &ant lkrature on SI 
as well in-depth d i m i o n  with a small graup of target respondents, and developed a 
14 item scale (please see Table II for the scale items retained). 

After the data collection, non-resposlse ermr was tested by comparing early 
respondent. with late respondmts on key sample characterstics, and no significant 
diierence was found between these two groups on household income, age, jkquency of 
visit to their favorite department store, number of PLB clothes bought the previous 
year, number of clothing item bought the previous ym, money spent on dothes per 
month, and the most frequently visited -t stores. 

Factor analysis was conducted next using the scale iterns for measuring the PLB image 
and con- attitude towards the prese~z of NB in Table IL Since the scale items for 
measuring the PLB image were b w e d  h two different scnmes, Saurces, ie.Gaski and Etzel 
(1986) and Raju and Hastalc (l983), and modified to fit the amtext of this study; and scale 
items for measuring the consumer attitude towards the presence of NB was speddy 



Fador-1 Factor-2 
Private label 
brand image 

Too many of the -private label brands" I buy at "my 
most frequented store" are defective in some way om6 
Most "private label brands" I buy at "my most 
frequented store" wear out too quickly 0851 
"My most frequented stare" does not care enough 
about the quality of its "private label brandsn 0847 
I l i e  the "private label brandsw of "my most 
frequented store" veny much 
I am satisfied with mast of the "private label brands" 
I buy at "my most frequented s ~ ' '  
F'enmtage of variawe explained (77.42 percent tots[) 45.35 
Cronbach a 0.845 
Factor mean 33 
Factor SD 09 

NotwxScalerange: l=strongly a g r e e a n d 5 = s ~ d i s a g r e e ; ~ t y s o l l e w a s ~ t e d  
from Gaski and Etzel(1986) and the a score f a  the soum study was 0- PLB Like scale was 
adapted from Raju and Has&& (1983) and the a score for the sourae study was 09. Inshuction to the 
respondents: "While answaing the fullowing q u e s h  please keep your 'most iiquented deprbmt 
store', that is the department store you visit most often, inmind. Examph of the dep;lrtment stare are Table L 
as fob FoleysJ C Penny, Dikd's, Searg Macy's, Nordstmds. Seks Fiffh Avenue, LoPd & Taylor, Measurement scale for 
and Neiman Marcus" m a  

developed far this study; we felt the need to ensure &at the scale items do in fact capture 
the coflstructs suggested earlier in this study. Factor analysis of the scale items measwing 
PLB image yielded two factors - PLBquality and PLBafective (see Table I for rotated 
factor structure matrix, descriptive statistics, and diabiiity stoles). The factor analysis 
using the scale items developed for measuring nspodmts' f&gs associated with 
presence of NBs resulted in suggested three factors namely national brand 
(NB)-cofl~~iousness, national b d  and private hbel brand (NBPLB)-eungru~ and 
national b d  and store image 0-co- (see Table II for factor strudure 
matrix, descriptive statistics, and reliability scwes).InW ansistency of the factom was 
assessed using Cronbach as and all the reliability scanes were above 0.a. Only nationd 
brand store image (NBSI)-congnmse had an a saxe of 0.69. 

The scale items measuring six SI dimensions (adapted from Chowdhury et d, 1998), 
namely SI-service, SIconvenience, SI-quality, S1-selection (variety), SI-@iu&vahre, and 
SI-dmosphere are presented in the Appendix, along with their a scores from source 
and cut-rent study. The Cronbach a scores (an assessment of internal amsistency) for 
all the factors were within acceptable limits (above 0.68) except for S I d o n l v a r i e t y  
(a score of 0.63). The factor items were next av- and the composite scores were 
used for testing our hypotheses. 

We next looked at the iter-item correlations and found that the correlation estimates 
were generally higher within factors than acmss fadc+s, thus establishing the mve.rgent 
and discriminant validity of the factors (cbudB, 1979). Next, we looked at 
the correlations between composite (averaged) factor scorrs (see Appendix fa the 
inter-hr correlations). The CY scores for all the factors were genedly tugher than 
the inter-factor mlatiofls These furthex suggest aaxptable levels of convergent and 
discriminant validity. 



Table II. 
Principal m ~ t  
analysis - consumer 
feeling associated with 
thepresenceofm 

Scale items Rotated factw loadings Fadn labels 

I am mat indined towards shopphg at depalmmt 
stom that carry NBs too 0.796 
I feel good shopping at departmeot stom that any 
not cmly their "private label brands" but h B  too 0.757 
I would latha shop at a department she tbat 
carries NBs than at one that does not carry NBs 0.751 0311 
Mastof thedepartment storesIbuydothesfrwn 
onry- 0.751 
I like to shop for clothes at department stom that 
carr~rNEk too 0-743 
NBo.c~nersdonotprefatoSen their-brands 
alongside poor quality and bad "private label brandsu 0.721 
A m t e  label brand would have to be of good 

m- 
emugh quality to be placed m dlepartment stom 
amongst reputed NBs 0.7l9 
"Private label brandsn that are low in quality will be 
a misfit amongst reputed NBs 0.6B 
Dep&nent stwe managas would not display a 
%vate label brand" alongside a NB unless the two 
brands were about comparable (quality) 0,619 
Department stores that carry prominent make 
sure that their "private label hands'' are at least 
good in quality (if not better) as the NBs 0.609 
How many NBs a department store Qsries d e c t s  
on the store's reputation 0.733 NBSIco4g~uenoe 
NBs are sold only at quality -t stores 0-7% 
I am not sure of the quality of a stare unless I see 
some well-known NBs being sold thme too 0.638 
All good and upscale depamnent stom carry NBs 0.423 0331 
Percent of variance explained ( a k  Iotation) MS2 17.18 14.87 
Cronbach's a 0.8% 0.7l7 0.6SS 
Factor mean 2371 2.642 2.733 
Factor standard deviatioa 0.7m 0.685 0.785 

Notes:scalerrmgie:l= s~y~and5=shnngiydifagree;Instndionbthe~ts:"While 
~ n g t h e f ~ q u e s t i o n s ~ k e e p y a n ' m o s t ~ e d ~ s Q r P , t f i a t i s t h e  
department store you visit mest aften, in mind Examples of the dqmdmmt stare are as follows 
Fdeys, JCPeany,~s,Sears.~s,N~s,~FifthA~Lacd&Tayla,aodNeirnan 
Marcus" 

The averaged factor scores were USXI for testing our hypotheses, using two multivariate 
regression tests. The first regressionmodel was testedusing the ampositesccire of private 
label brand quality (PLBquality) as the dependent variable, and the sbr store image 
factors and the three factors aptwing consuxm feeling associated with the pnsmce of 
NB as the independent viwiabk The overall model fit indices are r d y  good, i.c 
R = 0.52; R2 = O n ;  Adjusted R" 026 (Table IIl). The /3 weights indicate that the 
SI-quality and the SI-atmosphere havea signifbnt positive impact on the PLBqudity. As 
regards fe-el i i  awxiated with the presmce of NB, only NBSI congruence has a 
significant negative infuenm on FlBqdity- Y. provide support fa H '  H a  and 
H9a (Hla, HZa, Hh, H5a, H7a, and H& were not supp&d). 



Co11ilIeady 
Private label 

statistics brand image ..~ - - ~  -- 

Unstd.B f3d.m-or S a t B  t a t s  Sig. Tolaaace VIF 

(Constant) 419 0.20 2146 0.00 
HIa: Sf-servioe 0.00 0.05 0.00 0.01 099 0.66 152 
HZa: Sl-cimvenience - 0.06 0.05 -0.06 -125 02l 0.63 158 
Ha: SI@@ - 020 0.06 -0.18 - 3.60 0.m 0.63 1.58 

77 
H4a: SI-seI&variety - 0.02 0.05 -0.02 -03 0.70 O H  1.57 
H5n: SI-prkxhalue 0.04 0.05 0.04 094 035 0.77 129 
H&: SI-atmosphere - 0.40 0.05 -0s -8.62 0.00 0.n 1.40 T* m. 
H7u: N B a m ~ n e s s  0.00 0.05 0.00 0.05 096 0.67 1.49 Regression- 
H8a: NBPLBcongruence 0.03 0.06 0.02 0.35 058 0.77 1.30 pLfkua&>andS1 
H9a: NBSI- 021 0.05 0.19 421 0.00 0.72 13s dimensions and 

consumer feelings 
Notes Dqendent variable: PLBquality; R=0% Rz=027; adjusted R2=0.26 towardspreseaceofNRs 

The second regression model was tested using theaompositescoreof the tiking towards 
PLB (PLB-affective) as the dependent variable and the six SI and the three NB related 
factors as the independent variables. The overall model fit indices are reasonably good, 
iR. R = 0.53 R = 034; Adjusted R* = 0-33 (Table N). The ,t3 weights indicate that 
SI-convenience, ST-quality, and SI-pridvalue have a significant positive impact on 
PLB-affective dimension. As regards feelings associated with the presence of NB, the 
N B m m c e  has a positive effect on mLBaffective dimmion, whereas, the 
NBSIcongruence have significant negative influence on the WBaffective dimension 
These provide support for HZb, H3b, H5b, Ha, and H9b W b ,  H&, and H6b were not 
supported). Support for Ha ~ s c i o u s n e s s )  was at best marginal U-value = 0.W). 

For both the regresion models (Tables III and iV) we checked for rnulthlliuearity 
amongst independent variables using VIF and tderane estimates. These (the VIF 
estimate was between 1.30 and 1.58, and the tolema estimate was between 0.63 and 
0.77) indicate no significant concern for multidinearity (Hab-etal, 1993). Theseresults 
(both supported and unsupported hypothesized relations) are presenprrsenled in Figure L 

C d l M t y  
statistics 

Unstd. B St& aror Std. B t-stab Sig. Tdemm VIF 

(hmt) 0.73 0.18 414 0.00 
Hl b: S I d w  0.03 0.06 0-03 0.66 051 0.6 W1 
HZb: S-am& 0.10 0.05 0.10 216 0.03 0.63 158 
H3b: Sf-& 0.46 0.05 0.42 923 0.00 0.63 158 
H4k SI-sefectionlvariety 0.01 0.05 0.01 026 0.80 0.64 157 
H5b: 3-prichalue 0.18 0.W 0.17 4.16 0.00 0%' 130 
H66: $1-atmosphere 0.00 0.W 0.00 -0.01 L00 0.72 1.40 Tahle IV. 
H7b: NB-cm.-ess - 0.08 0.05 -0.W -1.67 0.09 0.67 1.49 Regressioo- 
H8b: NBPLB-wngmem 021 0.05 0-16 393 0.00 0.77 1 3  31afectmew* 
H9b: N B S I C ~ Q  - 0.16 0.05 -0.15 -3.42 & M  0.72 139 mtmklRxm and SI and cansumer 

Notes: Dependent variable: PLBaffktive; R=OS. ~ " = 0 3 &  adjwted R2=0.33 dNBs 



IJRDM Con-c feellag towar& Depmmt S m .  Nmonal Brand and %me L;rk1 Brand 

PL8-Qudhty as rlepaulcnt xariablc - Soppxr vrs faerrtl6s h ~ e r r a r r  lf34 Hk. ad ?39a irn dutd 8%) REX- =la. 
H?Zt H44 H5a. H~.I 4 HSa wcre not (wt br& k j  . PlB-Affwive as depsuimt ~ginhir - SugqmtwasIismd fm &&%xes E%, Wb. IIsr, HZ, and Ei9b gia solid k>. 
H w h e s e s  Hlb. H4b. HB, snd H?b ancn rs* Mtpprrod 6 i  Zx&a I&&>. 

Figuri? 1. 
Only H7a. HE+ H7b. ivrd H#b wmc hypuikSi1t3 rs n -%-E rchacdc 

Discussion and managerial implications 
The findings indicxte that the dimensions of store image and the corwmer feelings 
ass0ciated with the presence of NBs are associated with the fxmamer perception of the 
PLB (both quality and affedive dimdons)). However, the rehthship is not 
consistent across all the dimensions Two factors (SI-quality and NBSIumgium) 
idumce both the quality and a f fdve  dimensions of consumer p e r c e g h  of PLB. As 
hypothesized, the dimension of store quality influences both the quality and affective 
dimensions of PLB image in a positive rnarmer. If the management can improve one 
thing, then they should concentrate on the stwe quality. It can potentidly lead to better 
PLB image. When a department store carries high quality clo&s, it is likely to 
positively influence the ccnmrmeds perception of PLB - both quality and liking- The 
second dimension - perceived congruence beeween NB and SI '- however, has a 
negative influence on both quality and affective dimensions of PU3 M e  This means 
that even if consumers perceive tk p m e  of NB to be in harmony with the SI, it is 
not likely to help the PLR In fact, this harmony is likely to harm the amsumefts 
perception of PLB. This does not mean that stores should not carry NB or that the 
PLBs carried should be very different 6mm SI in terms of brand image. 

In comparison, store atmosphere only influences perceived PLBquali, and not the 
affedive dimension of PLB image This implies that the management of a department 
store must put a lot of emphasis not only on the quality of the rnerchandize but also on 
its presentation and the upkeep of the store If consumers find the appearance of a store 
appealing, the overall ambience of the store dean, con-, and the employees 
dressed appropriately and neatly, they are likely to attribute high qylity to the PLB. 
Other elements of store atmosphere not captured directly in our measmmmt may 



include displays, music, lighting, air-conditioning, flooring, the d h r ,  and the furniture Private label 
to name a few. 

Finally, the convenience and pricelvalue dimension of store image onty influence brand image 
(positively) the affective dimension of PLB, and not PLBquality. This wggests that 
when consumers find shopping at a store very mvenient and get good vatue for 
money, the good feeling is likely to enhance their T i  towards the PLBs as well. 
Finally, as regards consumer attitude associated with the presence of NB is conand, 79 
apart from the NBSI-c- which has a significant negative id-  on both 
PLBquality and -affective dimensions, the perceived NBP- influences 
PL&tff& in a pxitive manner. When m s u m e ~  consider PLFk to be worthy of 
getting sold along side NBs, it s i ~ c a n t l y  improves the image of the PLB. This 
implies that the presence of a NB is not only good for the image of the sbre (Porter and 
Claycomb, 1997), but is also positive for the of the PLB in tenns of consumer 
liking the PLB. However, NB conscious consumers are less likely to like PLB 
(p-value = 0.09), even if there is a amgmeme between NB and SL For a,- to 
like the PLB, the consumers must see the PLB to be on par (ii a,-e) with, by 
itself, NB merchandii 

In summary, the dimensions of SI that impact ihe perceived quality of PLB am 
"quality" and "store-atmosphere". These relationshiips are positive In ampa&m, SI 
dimensions that impact the affective dimension of PLl3 include "conv&", 
"quality", and "price value" perception. These dimemions of SI positively intlwnce 
consumer liking towards PLB. 

As regards the influence of NBs, the findings suggest that it has a somewhat mixed 
influence on the PLB image. Unless, the department stare management invests 
resources to build and maintain PLB equity and bring it to a level where consumers see 
it as a strong brand in its own right, the presence of NBs in a depa&tmt store may be 
detrimental for the image of the PLB Hence only the NB-Pid3 congruence has a 
positive influence on consumer liking towards the PLEL NBSI congruence seems to 
negatively influence the perception of PLB on both quality and affective dimensions. 

The findings (Figwe 1) have some interesting implications for the &parbent store 
managers. While PLBs are important for department stores, getting consumers to accept 
it as a good quality product and like it requires some strategic planning and investment 
The most important SI dimension seems to be the sture quality (it affects both quality 
and affective dimensions of PLB). Clearly, starr managers should invest resomxs in 
establishing the quality dimensions of the store. Other SI dimensions that have a 
significant effect on either PLBquality or PLBaflective dim- are store 
atmosphere, convenience, and pridvalue dimen&m. Literature on SI and retailing 
has amply established the importance of these dimensions and managers should 
incaporate these dimensions into their sh-ategic planning framework. Regards the 
presence of NBs in a store, the results indicate that the presence of NB, even if it is in 
congruence with the SI, has a detrimental effect on both the quality and affective 
dimmsii of PLB, unless the PLB image and NB image are seen as amgruent While 
mmagers of a store may not be able to do much about tiK image of the NB, they should 
ensure that the NBs carried by their store harmonize with dKir own PLB image 
Oth&thepr~ofNBwould~theirPLB~Thedim~listedhere 
not only influence the consumer perception of PLB, they also idhence other aspects of 
the store. While we did not hypothesize it we tested the relatidip between the image 



IJmM dimensions of PLBs and private bbel purchase behavior and found that PLJhplity 
3491 was not associated with the purdmse behavim, but the affecthe dimension of PIJ3 

image was significantly and positively associated with the PLB purchase behavior. 

Limitations and research implicatians 

80 
One of the limitations of this study is the sampling frame. However, we fid that this is 
not a very serious drawback since mast students work part-time and make their 
shopping decisions independently (Roberts and Jones, 2001). This is particularly true of 
our sample. In addition, Gen Y or students a= seen as trend setters and do accaunt for a 
significant part of retail expenditure (Green, 1993; Morton, 2002; Stanley, 1995; Weiss, 
2003). Nevertheless, a key future researrh implication would be to replicate this study in 
a different context. Future studies W d  also investigate other factors that influace the 
PLB image, i.e. charaactesistics of the awhwmgs who buy PLBs, their ~ m m i c  
status, amongst other traits. It would aZso be interesting to investigate which fhctors 
influence consumer choice between store and NBs, aud the notion of brand loyalty 
towards the store and PLB. Finally, while we have used multiple rrlp-ession analyses for 
testing the relationship between PZB image and its anteadents (SI feelings associated 
with the presence of NBs), future studies should investigate these relathships using 
structural equation modeling t&nique Such an aualysis might also include a 
behavioral dimension, i.e. PtB purehad, as the final outcome variable. 
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Private label brand 
(PLBI Store image (SI) National brand (NB) 

PLBqlty PLB-affect SI-svc SIanv. Slqlty. SEvar. SI-price SI-atms. NBconsc. NBPLB-congr. NBSIangr. 

PLBquality (OW) -0.27 -0.18 -0.18 -0.22 -0.14 -0.05 -0.36 0.m 0.01 0.09 
PLB-affective -0.35 (0.711) 0.22 0.22 0.33 0.21 0.22 0.18 0.04 0.13 - 0.01 
SI+m-vice - 0.24 0.32 (0.895) 0.25 0.31 0.23 0.18 0.30 0.10 0.11 0.09 
Slconvenience - 0.24 0.32 0.37 (0.867) 0.21 0.27 0.29 0.29 0.13 0.10 0.08 
SIquality - 0.31 0.50 0.49 0.33 (0.676) 0.30 0.13 0.26 0.14 0.12 0.10 
SI-variety - 0.18 0.30 0.35 0.40 0.47 (0.6n) 0.19 0.22 0.23 0.14 0.15 
SI-pricelvalue -0.07 0.32 0.27 0.4 0.20 0.29 (0.778) 0.12 0.08 0.11 0.06 
SIatnrlo~phere - 0.46 0.24 0.42 0.41 0.39 0.31 0.17 (0.705) 0.09 0.05 0.06 
NBconsciausness 0.00 0.06 0.16 0.20 0.23 0.36 0.12 0.14 (0.855) 0.19 0.30 
NBPLB.congruence 0.01 0.24 0.a 0.19 0.23 0.26 0.20 0.08 0.38 10.717) 0.19 
NBSIcawence 0.13 -0.02 0.13 0.13 0.16 0.24 0.09 0.09 0.48 0.38 (0.6881 
Mean 3.50 2.57 2.36 2"04 2.44 2.41 2.61 2.04 2.37 2.64 2.73 
SD 0.90 0.86 0.82 082 00.8 0.82 0.82 0.87 0.78 0.S 0.79 
N 513 5% 5'30 530 530 530 53J 530 516 515 519 

Notes: Lower diagonal figures are correlations between factor composite scow&; upper diganal figure are cuvariances, and diagonal figures (in 
parentheses) am a scores; the figures in italics are not significant at p-value < 0.05 



IJRDM 
3491 

a m  a i n  
SaP&current 

Conshuct Items * s t u d y  

SI-service TIE employees at b y  most frequented s t d  are vay friencqg 
The service at %y i n c e t f r e s d  storen is escdht 

84 1 a m p ~ w i t h t h e s e r v i Q I r e a e i v e a t " m y m o ~ t ~ t e d  
store" 092 om 

Slconvenience %y most frequented sta-~!'' is easily m i l e  
"My most ftquented &are" is easy b shop m 
I can easily go mto Iny msstfmpmted store" 0.84 0.86'7 

Sf-quality %ly most frequented storem seb only high quality clothes 
I like the "private kbel bsancl" dothes of "my m t  frequented 
storen 
IcancuuntonthedottagIbuyat~mymostfrequsltedstae" 
being excellent a76 0.676 

S1-varietyiselection %y most frequented ~ ' '  has a large variety of dathes 
Every type of dothing I need is at 'kny most frequented storeu 
"My most fkqwntad store" carries many NRs 0.84 0.6%' 

SI-pricelvalue The prices at "my most frequented storen are fair 
I obtain value for my money at Sny most frequented stm" 
I can purdnse dothes far less at =my most freswnted storen 088 0.778 

SI-amhere The appearanm of "my most hqwnted stae" is appealing 
"My mmt frequented store" is dirty CR) 
"My most frequented store" is dd-Mioned (R) 
The employees at "my most frequented storeu are appprhtely 09 0.705 
dressed and neat 

Note: 1 = strongly agree and 5 = shn& disagree; The sales adapted from Cbvdhtuy et ai 
(I=). 111s- to the rcqxdents Whiie arswcring the following qvestions please keep your 
'most frequented departmnt store', that is the depamnent stwe you visit most &en, in mind. 

Table All. Examples of the department store are as ~OJJOWSI Fdegs, J C Penny, DBads, Sears, Macy's, 
mmt scale fa SI Nordstrom's, Saks Fifth Avenue, Lord & Tayla, and Neiman Marcus" 
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Strategic advantages 
for retailers 

The influence of store aesthetics 
on evaluation of private label 
brands 

I PmiZ Richardson, Arun K. Jain and .4bn Dick 

Introduction 
Marketing studies have consistently shown in blind taste tes'ts that 
consumers have difficulty distinguishing between private label and national 
brand grocery products (see for example Richardson eta/., 1994). Yet 
consumers still prefi national brands by a large margin According to 
Inforn~ation Resources, Inc., despite recent and sm~etin~es dramatic 
improvements in store brand performance, store brands continue to languish 
with a paltry 14.9 percent market share. 

From the retailers' perspective, consunler preference for national brands 
hurts the bottom line. Chvn labels have helped UR retailers to achieve 
average profit margins of 8 percent of sales, while a typical figure in the 
USA is 1-2 percent (fie Economist. 1995). 

There are clear strategic advantages for retailers to promote private brands. 
The margins on private brands are subs~antiaf ( X k  fionornist, 1995). 
Higher sales of higher imrgin private label brands increase profits and may 
enable supmarkets with unionized iabo~ to compete with low cost 
operators like Walmart. For example, sales. g e w d  and administrative 
expenses are estimated to be 20.5 percent fw Kmgers and only 15.5 percent 
for Walmart (Be &*onomisst, 1995). The higher margins on private label 
brands can also help stores defend thenlselves against supercenters 
Furthermore, preference for private brands c o n t r i i  to store loyalty, 
resulting in higher sales of both national and private label brands. This 
buffers the store from margin-killing price p m d o n s  and an ever- 
escalating need to respond to competitive price pressures. 

A factor in the success of private brand penetration is likely to be 
rnerchandizing According to an industry analyst, "Consumers' perception 
. . . is very different when it is bought from a shabby, smelly . . . store than 
from a cosmopolitan gourmet templen(DowdeIl, 1994). 

There is a rich body of literature in environmd psychology (Mehrabian 
1980; Mehrabianand Russell, 1974; Rusself and Pratt, 1980) which supports 
such an assertion. These models posit that the environment within which 
decisions are made produces emotional states which in turn influence 
consumer response. Examples of environmental Lctors in a retailing 
context include interior design, store layout, l i i  color, music, overall 
cleanliness of tfie store, etc. (Donovan and Rassiter, 1982). Although some 
retailers have claimed large effects fiom maaiplllatiog store atmosphere 
(Stevens, 1980; Wysocki, 1979) this evidence is purely anecdotal. 

The objective of our investigation is to examine experimentally the effect 
of store atmosphere on consumer evahsations of P';vate brand grocery 
products. Toward this, we first propose specific research hypotheses based 
on the literature in environmental psychology, retailing and consumer 
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The stimulus-organism 
response process 

The effect of 
merchandising 

Envimmental 
stimuli 

behavior. Next we describe the experimental design used to test these 
hypotheses. Then, the results, based on analysis of data collected at a major 
supermarket chain in the northeast, are presented. Finally, we conclude with 
a discussion of the managerial implications, Iimitations of the s-dy and 
directions for future research. 

Environmental psychology theory 
The environmental psychology model of Mehtabian (1980); Mehrabian 
and Russell (1974); and Russell and hatt (l980), provides an attractive 
fra~nework to view the impact of lnerchandising on perceptions of store 
brand quality. It postulates a stimulus-organism response (SOR) process 
(see Figure 1). The environment within which the decision is made serves 
as a stimulus to the decision maker. Mehmbian and Russell propose that the 
environment could be positively loaded (ie. novel surprising) or negatively 
loaded (uninspiring, usual, dull). The enviromntmt has the potential to create 
arousal on the pat of the individual. A positive load would result in 
pleasureful arousal. This would manifest itself through feeling good, 
joyful or happy. On the other hand, a negatively loaded environment would 
lead to feelings of disappointment, lack of fulfihr~ent or a sense of loss. 
These states of amusal are then hypothesized to influence consumers' 
decision-making processes. 

The SOR model provides us with valuable i n s i i  for examining the effect 
of merchandising on household perceptions of store brands. In the retailing 
context, !he -cs of the store could represmt the environmental stimuli. 
In this mnlext, en example of a positively "Loadedn store would be one that 
was modem, with good lighting, intelligently laid out, and visuaJly 
appealing. A negatively "loaded" store might be poorly maintained and 
haphazardly laid out; it may have narrow, poorly lit aisles, old fixtures, 
peeling paint, etc. The clean, modem (positively loaded) store may yield 
positive halo e&ts toward the store's own brands. The shopper may 
believe tbat the private brands of such a store may have good ingredients, be 
carefully m a n w e d ,  and be generally fhx of defects. However, for stwes 
which are negatively loaded, the shopper may have less fiivourable thoughts 
about their products' ingredients, m a n u f ~  methods and quality 
control. Cansequmtly, shoppers may judge the overall quality of private 
brands offered by clean, attractive stom to be significantly better than those 
of less attractive stores. Therefore, it is hypothesized that when oonsumers 
taste store brand grocery products: 

HI: S t m  brand products sold at aesthetically pleasing stores will be judgd 
to be of superior quality to those sold at less attractive stores. 

Emotional 

\ 
\ 

Dominance 3w 
Approach or 
avoidance 
~ ~ s p o ~  
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Store selection by 
managers' focus group 

The test product 

The spatial aesthetics of a store are unlikely. however, to influence the 
evaluatio~~ of national brand products. National brands: benefit from the 
image of their sponsors and the equity created through unique strategies 
implementd by their marktkw. The brand equify manifacs itself through 
favorable brand associations linking it to superior overall quality and the 
presence of dairable product bendts (Aaker, 199 1).  These help wnsumas 
to differhate the sponsor's brand from rhe competition and provide tbem 
with reasons to buy their brand. There is little that a retail outlet can oEa  to 
an established brand other than place and time utility. As one manager 
stated, "A national brand is a national brand everywhm"(L,iesse. 1993). 
It is, therefore, hypothesized that when tasting national brand products: 

112: National brand products sold at an aesfhetically pleasing store will be 
judged similar in quality to those sold at lesx attractive stores. 

Methodology 
Since it is unlikely that consumers would be able to report directly the 
influence of stofe aesthetics on their perceptions of national and private 
label brands. an experiment methodology was utilized. The experiment was 
sponsored by the management of a large gmcery chain in the northeast who 
provided information and guidelines for the study. The objective of the 
experiment was to assess how store aesthetics influence attitudes toward 
the store brands sponsored by this chain. A description of the experimental 
methodology follows. 

Storp aesthetics 
Prior to initiation of the experiment, key managers fmm the chain 
participated in a focus group. In the focus group, managers discussed 
dimensions of store aesthetics. Managers felt that their chain had 
aesthetically pleasing as well as unathdve stom. Aesthetically pleasing 
stores, according to the managers. were newer stoles with wider aisles, 
creative layouts, brighter colors, newer more modern fixtures, and a cleaner 
retail environment. Less attractive stores, on the other hand, were those 
identified as having cluttered configurations of narrow aisles, darker 
interiors, older ftxtures (some in need of replacement) and, in general, 
being less well maintained than their more attractive sister stores. In short, 
the managers had well-defined dimensions which they used to diemtiate 
among the various locations of the chain. 

After the focus p u p  was finished, the experhenters asked the managem to 
select prototypical examples of aesthetically pleasing and unpleasing stores. 
Managment complied by choosing an older store, bated in a dilapidated 
section of a large norheastem city as the ummaclive store, and a newer store 
located in an affluent suburb of the same city as the aesthetically pleasing 
store. A visit to the two stores confinned that they differed significantly with 
respect to the previously identified dimensions of aesthetics. 

Branch selection 
We tested our hypotheses by comparing wnsumers' attitudes toward specific 
brands of one product at both an aesthetically pleasing and an aesthetically 
unattractive stwe. The study's sponsors selected grape jelly as the test 
product The national brand of grape jelly tested - Welch's -possesses a 
strong brand image and is the leading brand in the market. The store brand 
used in the study was the sponsor's brand. 

Siz&particjpants 
Subjects in the study were shoppers intercepted at the two grocery stores 
selected by management in the focus p u p s .  The experiment was conducted 
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AFWUA data analysis 

over a period of two weeks during morning, afternoon and evening hours. 
One of the four cells in the study was randomiy selected during each day of 
the experiment until at least 25 responses were obtained ia each cell (see 
Table I). Any given shopper sampled a given h d  in a given condition 
only once. Usable data from 99 subjects were gadwed. 

Sfudy procedure 
Shoppers were randomly intercepted inside the store for participation in the 
experiment. Ody primary grocery shoppets who resided in the region and 
who were not affiliated with any grocery chain were invited to participate. 
As an incentive for mcipation, potential subjects were told that they 
would be included in a draw for several cash prizes totalling $600. 

If the shopper a& to participate, be or she was guided to a taste test table 
and invited to sit down. On the table were several jars of the relevant jelly 
along with a display board on which the brand name, size (3202 across 
brands). and price were shown. Drawing the subject's attention to die jars 
and the display board, the experimenter stated: 

We would like you fo sample (brand name] grape jelly. Please feel h e  to 
pick up -and observe the jar as mucb as yon wish As you can see from the display 
boar& tbe price of [brand name] for tbe 32 oz jar is Iprice]. To save you tima we 
have atresdy prqared a sample for you to taste. Afteryou are done sampling the 
product please c o m ~ 1 e  this taste test suwey. Ttranlr you very much for your 
p a r t i c i  

The jelly samples were presented in individual me ounce containers and 
subjects wax? invited either to dip or spread the jelly on crackers provided 
for sampling- 

Dependmf variable 
Participating subjects sampled the test brand of grape jelly and then provided 
quality evaluations on a seven-point Likert-type scale anchored by "pwr 
overaI1 qualityn to "excellent overall qualiin. 

Analysis and results 
The dafa were analyzed using standanf ANOVA procedutes. Table I1 
presents the ANOVA source table for the braod and store aesthetics effects- 
As expected a significant brand by store image intewtkm is found frMn the 
analysis CF( 195) = 4.75, p < 0.05). This suggests that the effect of stm 
attmdveness on h d  evaluation varies as a fimction of the type of bnmd 
(store or national). Consequently, an analysis nust be done separately for the 
national and stme brands. The pattern of means forming the basis of that 

Teatbraod 
AesIhics of the store Welch's grape jelly Private laM grape jelly 

 vesto ore I* 11 

UnaItWive store IU IV 

Note: 
* T h c n u m b e r s ~ t h e p a m c u l a r c o ~ o f ~ t s a n d a 3 l d ~ ~ . T b r r q o n e  
s u c b ~ m w a s ~ ~ a l u a f i o n a f W e l e h ' s ~ ~ ~ s h o p p a s a t t h e ~ i c a l l y  

Tabe I. Gwery srwe test combbtntions 
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Store 

ANOVA 
Source SS df MS f' 

Brand 2U.01 I 20.02 1526" 
Stare aesthc%cs 5.85 I 5.85 4.05d 
Brand x 5Ia-e assthetics 6.85 I 6.85 4.75' 
Error 137.08 95 1.44 
Total 173.17 I 

Note: 
.p < 0.05 

Table II. AXOVA source table for the bvilndcrndstotv aesrhetics effects 

analysis is shown in Fi y e  2. The analysis of lhe various paired 
comparisons is provided in Table Ill. 

Hypothesis HI predicted that a given store brand sold at an aesthetically 
unattractive branch of a chain would be judged to be of lower quality than 
when sold at an aesthetically attractive branch. To test this hypothesis a 
paired comparison was made between the mean ratings for store brand 
quality at the attractive and the urmractive stores Consistent with the 
hypothesis, study participants rated thc overall quality of the sampled 
private label product (i.e. grape jelly)to be much lower at the aesthetically 
unattractive branch tban at the aesthetically attractive branch of the chain 
(F(195) = 8 .69 ,~  < 0.01). 

Hypothesis H2 predicted that the store aesthetics would have no effect on 
the quality judgment of the natioml h n d .  Onr results support this 
hypothesis. No s-cant difference in evaluation of the n a t i d  brand was 
found between the aesthetically amactive and Mattractive branches of the 
supermarket (el -95) = 0.02, p = n.s.1. 

In addition, we a h  examined the qality judgments of national and store 
brands at each store aesthetic type. Intenshgly, when consumers evaluated 
the products iis the aesthetically attractive store, there was no significant 
difference between their ratings of h e  quality of Welch's grape jelly and 
the store brand ((F(195) = 1.45 ,~  = n.s.). However, id. the aesthetically 

Quality rating 

6-41 

National Store 
brand brand 

I Figure 2. Mean brand evaluatims 
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lnrpacatMm for 
mdeting store brands 

Paired cornparisom 
Curnpariwn Sum uf y uares Mean q w e  F 

Natioaal hraatjs at amactive vs unattractive awes 0.020 0.020 0.01 

Store brand vs natiaclal, hand at unattractive stores 27569 27.569 19-11' 

Slore brand vs: national brand at attractive stma 2.087 2.087 1.45 

Note: 
"p < 0.01 

Table 1H Amlt~is ofpaired comparisons 

unattractive store., the national brand was judged to offer significantly better 
quality than the store brand (F(1,95) = 19.1 1,p < 0.01). These results 
suggest that store aesthetics serve as a &rung moderator of consume~s' 
evaluations ofstore brands. 

Discussion and managerial implications 
It is commonly accepted by retailers that their own brands are good for 
overall corporate profitability. The real challenge is to discover how best 
to improve coosumers' perceptions of store band qualify. 

Using a between-subjects experimental design, we have been able to 
demonstrate the role of store aesthetics in the fomfation of perceptions of 
store bntnd quasi. Our results suggest that store aesthetics can increase the 
evaluation of the quaIity of store brands. As predicted by Mefirabian and 
Russell's (1974) SOR model, inducement of positive arousal works to 
retailers' advantage. 

Some practical implications follow from our Wings- If consumers 6nd the 
store to be uoattractive and poorly kept, they may transfer these same 
qualities to tbe store brand products sold by the store. This, combined with 
the patentid for pre-existing negative bias against store brands, makes it all 
the more diffictrJt for retailers to rmcceed whm competing against national 
brands An investment in the aesthetics of the store (ie. upgrading the 
qua& of fixtures, making tbe aisles easy to navigate, malung the store 
bright and dteerfUI, keeping the store cleao, and making immediate repairs 
when needed, etc.) can indeed help in enhancing the o d  qua@ 
peroeptions of store brands. 

How mu& can store aesthetics help? Usually when a marketer makes an 
investment in the aesthetics of a retail location, it is difftcut to quantify ttK 
impact of that investment on sales or other dependent variables. This is 
because &ey do not Icnow how these dependent variables would have 
changed over time in the absence of the impwvements. Since this study 
constitutes a field experiment. we can acquire m e  insight into tbe amount 
of gain realized due to the attractiveness of tfie stme aesthetics. As indicated 
in Figure 3, evaluatim of store brand quality improved from a mean of 
4.75 at the mattradve store to a mean of 5.78 at the attractive store. 
This 1.03 increase corresponds to a 2 1 increase in perceived quality. 
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E m p l i  for marketing 
national brands 

Quality rating 

Unattractive Attractive 
store store 

This underscores the point that these differences are real and are 
managerialIy meaningful. 

Making an investment in store aesthetics provides a big 'bang for the buck-" 
because the effec? is not product specific! Unlike n d m l  brands which must 
advertise each product individually in order for then1 to renuin conlpetitive, 
an improvrmrnt in store aesthetics should increase the attractiveness of each 
and every store brand offered by the chain If retailers can convince 
consumers that their store brands are betier than hose ofthe competition 
then these store brands may be used as a hook to lure consumers into the 
store. Once in the store, consumers buy not only more store brands 
(increasing store profitability), but also their entire grocery basket. This 
greater at&a&veness of store brands gives retailers a weapon with which 
to combat price competition by theiT retail compditors. 

Mandkturers of national brands may take comfort in tbe knowledge that 
the negative aesthetics of the retail establishments at which their brands are 
sold have probably not bad a negative impact on judgments about their 
brands. The success of individual national brands will continue to depend on 
the nlarketer's ability to gain shelf space successfully. Unless the brand is 
available in the store it cannot be sold. However, for the success to be 
accrued, the brand nust pre-sell itself. This would require building brand 
image and developing positive associations which would enmusage 
consumers to arrzibute higher quality to national hands vis-a-vis store 
brands. These efftx-ts are not automatic but require aggressive effort by the 
marketer to develop a m n g  h d  equity in tlte market. This is what has 
enabled brands like Pepsi, Coke and Colgate to achieve dominant market 
positions around the globe irrespective of the aimosphere of the store where 
the brand is sold. After all, a bottle of Pepsi is a bottle of Pepsi, no matter 
where you buy it. 

Generaliza&ility of our findings must be tempered with the realization tbat 
we employed a single product in this experiment. Although no comparable 
studies exist in the literature, it is quite possible that different &is may be 
found using ofher products andlor brands. Hence, we recommend repetition 
of our findings using other product categories and brands. 
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Store brand may 
establish an equity 

Although we used a national brand in our experiment. it must be recognized 
that the brand used had the dominant position in the market. Another, 
potentially less well known, national brand rmy not enjoy the same 
privileges. It is quite possible that an unknown national brand sold at an 
aesthetically unappealing store may suffer the m e  fidk as the store brand. 
Shoppers may rationalize that an unattractive store will stock unattractive, 
poor quality brands. 

Although substantial care was taken in the selection of the contrasting sites 
of the supermarket chain, it is quite possible that another chain or pair of 
stores might yield different results. Furthermore, the possibility exists that 
the store brand may establish an equity in the market which is independent 
of the chain. This might buffer the stm brad fiom the negative 
consequences of poor store aesthetics. A replication employing store brands 
with &Bering degrees of market equity and contrasts in store aesthetics 
would further strengthen our tindings. Resowce 1imit;ltjons precluded us 
from any such effort- 

Finally, in addition to differing on store aesthetics, the two stores atso differed 
on the de~nographic make-up of their customern. Consequently, it is possible 
that these difFmes may at least partially aumw~t for the differences reported 
in this study. However, it should be recognized that these were "'real stores" 
with 'kal customers1* in a "real marketplacen. Consequently. these are the 
conditions likely to be encountered by rnahters in the environment. 
Nonetheless, future research could tease apsrt these confounding explmatbn~ 
of the remtits of this study by using a blocking design in which two blocks 
each of high and low socioeconomic status consumers were randomly 
assigned to two stores differing in store aesthetin. 
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This summary has been 
proviclled to allow 
practitioners a rapid 
appreciation of the 
content of this article, 
Those with a particubr 
i n t m  in the topic 
cwered may then read 
the article in toto to 
take advantage of the 
m coqwehensive 
description of the 
research undertaken 
and 2s re& to get 

Executive summary and implications for the practitioner 

(Supplied by Marketing Consultants for MCB University h s s )  

Hty, g d  luoRing 
First impressions matter and, for retailers o f q  kind, the msfhrtics of their 
shop make an enormozrs dixerence to the view held by customers and non- 
customers. Richardson, Jain and Dick rlem~mtrate this b y  examining 
c~u.romerperce~,rionvmerpeetios of private label b r u d  in an ue~'thetical1y attractive 
store and in one whick is less appealing. For most observers fhejndings 
conzrm the opinion ihal whui rc siore looh like matters rmd the right 
aesthetic impression brings considerable benefrfs in terms of sales per 
square foot mdrnuw'ns as well (49 cmuting o halo around the store S o w -  
brandtd gods. 

more general assessment oof own-bratdgd and etheticr;. However; since 
thejinbinys cbonjir?n whrd most store operators intuitively believe about ail 
brands, the issue qfstoie environment needs some comidemtiort. Issues such 
as cIeanIiness. a feeling of space, lighting, dispIuy and even background 
music (JCM 13/1) need attention. To blp appreciate this it is worth 
commenting on the trmformution of UK supermatIGets over the past 220 
years or so. Most obsewers note that UK supmarket groups such as 
Sainsbttiy enjoy mtich higher margins than comparable gvou,vs in Europe 
and the UX4. The market they operate in is rpo less competitive and tight 
planning rules put dit ional  pressms on rdcurdcuI developm@ no1 

necessmanily experienced elsewhem. Many f e s  contribute to the success - 
superior Iogistk-s management, efle~~ive d i n g  and mennhndising being 
among hem - but aesthetics arv undimbtedly a signifcant factor: 

the full benefit of the 
material p e n t  

The major switch {along with the development offmger sites) was the 
eqhasir placed by UK supermarket opmato~s on fresh prodwe. Ehq  hud 
always pmvideda variefy of own-braridpa&gedgoo& mostly seen as 
cheaper, lower quulityprod~icts cclmpmd with leading bran&, but fie 
market for f k h  p m k e  - meat, fsh. fm't d vegetables - nus h e &  
unbranded and dominated by small, msily onm~-run, ouflets. 
Supermarkm d i z e d  that pmviding a goodrange of these producis and 
pm~otingfreshness pmvi&d a superb bradbag opportunity Wth 
fluctuating prices and no nationally brandedpmviders the stores were also 
able to searm siprior margins as there was little need to wnrpete on price 
with exist@ retailers. 

The article Iimirs itself to one stti& involving a jwticularproduct categov 
and as a rest&, we should act with caution in extrapolating the findings to u 

For perhaps ten yeam fmm the late 1970s Sainvbtruy arid others promoted 
themselves as providing high qllali&fresh produce. Advertising showed this 
produce rather ~hun packed g& rsPd the d 'ffi~sh" littmd 
p~nol ims.  Ik upshot, Isuspe~?, was to seem a slmger bonding for the 
supernaarRt.t iiself. Moreover, presenting such produce in aitmctive 
surmundings, less crowdedor conzing than the traditional high streel 
butcher or greengme~ gave the supermarke~s an opportuniiy to get higher 
margins, iimprow the overall impwssion of ther sturn and enable the 
higher qwlity peweptwn &.filter through toplickaged own-bran&. Today, 
many of these brands are not viewed as of lower quality by customers and in 
some m u r h  private label goods dminaie. 
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I;his dtyelopmen f reinfires the limitedfindings from Richardson, Jain anJ 
Dick showiqg how an impression oJfreshness ~upplentenb the aesiheficv 

I of a store. Moreover, by giving attention to an area uninhabited major 
nutiom1 brads supermarket o p w a ~ m  can ~rdur>e their =lime on such 
brands mad I# mctrgins. 

Howewr;frc~hpwxfuce needs more spciaIuedstu~~(b~chers. bakers d 
so on), who cost more to employ, and if generally reqztires more space t h  
p ~ a d g o a d v .  These pmbiems present dt$cttifies for those orperate 
mostly s d l e r  stow and especial& those in mvn centers and secondq 
shopping a=m. For a small store space is a problem andmost smallstorr?~, 
becatfie they have las space, have lower volumes and less qerkwed  
management. S i e  such olrt/eis will continue in their importance (in the UK 
a prampion c~gainst new out ofrown developmenis uho contributes 30 
keeping smaller siores) but they should not simply become smaller versions 
of massive hyprmarkets. UK operators. Esco and Mark & Spencer, are 
developing dirtnet "cia stores" with a v e y  diierent range than main 
supermarkets. Pmpawd meals, sandwiches, drinks and impuIse p r ~ x h e s  
are combined with regrtlorly bought stapres such as bread, milk and butter to 
create a dixwent stye. Packaged goods tend to he smnller sizes - fhe 
enonnousfimiZy-siredpcxh of cmJIaAfs or washing powder are not 
siackedjbr a m p l e  - and the emphasis tIaaugkDlr1 is on quality rather fhan 
price. Whefir this new forma! will workwmuins open to quesfion but ir is 
worth noting that 30-wars ago almost aii ojSainsbttg3 stores were l i k  his 
- they eatled them grocers! 

So, store oerthetics matter and by combining this with an emphasis on 
fmhntrss amdpave~i,  persistent adwfing supermarkets can break 
throt~gh the ptvblems of low mtgi.ns and contizwollw.p~si~ f m  mqior 
national bradownem. Retuiiers must pay attention to the look of their 
store, to ils fay'ilities mtd to the way in which m:hm&e is selecredand 
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