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6PDOO� YV�� /DUJH�� KRZ� DVVRUWPHQW� VL]H� LQÀXHQFHV�
consumer loyalty 
3HTXHxR�YV��JUDQGH��FyPR�LQÀX\H�HO�WDPDxR�GHO�VXUWLGR�HQ�OD�OHDOWDG�
del consumidor
Abstract
7KLV�ZRUN�DQDO\VHV�WKH�LQÀXHQFH�RI�WKH�DVVRUWPHQW�VL]H�LQ�FRQVXPHU�EHKDYLRXU��6SHFL¿FDOO\�ZH�DQDO\VHG�KRZ�
consumers react to two different assortment sizes (small and large), all of them mixed (private label-PL and 
national brands-NB) in relation to the store switching intentions. For this purpose we analysed the relationship 
between four variables (store image, value consciousness, perceived variety of assortment and private label 
purchase intention) and consumer´s store switching intentions. To test the hypotheses formulated we have 
developed an online experiment with a sample of 1,400 individuals. The experiment was carried out in four 
product categories: yogurt, bread, detergent and toilet paper. To carry out the analysis we use the methodology 
RI�VWUXFWXUDO�HTXDWLRQV��5HVXOWV�REWDLQHG�VKRZ�WKDW� WKH�DVVRUWPHQW�VL]H� LQÀXHQFHV�FRQVXPHU�EHKDYLRXU� LQ�
DQ�REYLRXV�ZD\�� ,Q�PL[HG�DVVRUWPHQWV�ZH�KDYH� IRXQG�VLJQL¿FDQW�GLIIHUHQFHV�EHWZHHQ�PHGLXP�DQG� ODUJH�
assortments. Store switching intentions is diminished by store image, a higher value consciousness and the 
perceived variety of the retailer’s assortment. In large assortments, store switching intention is lower when store 
image is positive, consumer´s value consciousness is high, and consumer’s perceived variety of the retailer’s 
assortment is high. In the same way, store switching intentions are positively affected by PL purchase intention. 
Our results do not support PL ability for generating a genuine consumer loyalty towards the store.

(VWH�WUDEDMR�DQDOL]D�OD�LQÀXHQFLD�GHO�WDPDxR�GHO�VXUWLGR�HQ�HO�FRPSRUWDPLHQWR�GHO�FRQVXPLGRU��&RQFUHWDPHQWH��
DQDOL]DPRV�FyPR�UHDFFLRQDQ�ORV�FRQVXPLGRUHV�DQWH�GRV�WDPDxRV�GH�VXUWLGR��SHTXHxRV�\�JUDQGHV���WRGRV�
ellos mixtos (marca de distribuidor y marcas nacionales o de fabricante) en relación con la intención de 
cambio de establecimiento. Para este propósito, analizamos la relación entre cuatro variables (imagen del 
establecimiento, conciencia de valor, variedad percibida del surtido e intención de compra de marca privada) 
y la intención de cambio de establecimiento. Para probar las hipótesis formuladas, hemos desarrollado un 
experimento online con una muestra de 1.400 individuos. El experimento se llevó a cabo en cuatro categorías 
de productos: yogur, pan, detergente y papel higiénico. Para llevar a cabo el análisis usamos la metodología 
GH�HFXDFLRQHV�HVWUXFWXUDOHV��/RV�UHVXOWDGRV�REWHQLGRV�PXHVWUDQ�TXH�HO�WDPDxR�GHO�VXUWLGR�LQÀX\H�FODUDPHQWH�
HQ�HO�FRPSRUWDPLHQWR�GHO�FRQVXPLGRU��(Q�VXUWLGRV�PL[WRV��KHPRV�HQFRQWUDGR�GLIHUHQFLDV�VLJQL¿FDWLYDV�HQWUH�
VXUWLGRV�GH�WDPDxR�PHGLDQR�\�JUDQGH��/D�LQWHQFLyQ�GH�FDPELR�GH�HVWDEOHFLPLHQWR�VH�YH�GLVPLQXLGD�SRU�OD�
imagen de este, por una mayor conciencia de valor y por la percepción de variedad del surtido. En surtidos 
grandes, la intención de cambio de establecimento es menor cuando la imagen de este es positiva, existe 
una alta conciencia de valor del consumidor y la variedad percibida del surtido es alta. De igual manera, la 
intención de cambio de establecimiento se ve afectada positivamente por la intención de compra de marca de 
distribuidor. En cualquier caso, nuestros resultados no respaldan la capacidad de las marcas de distribuidor 
para generar una lealtad genuina del consumidor hacia el establecimiento.

Key words: retailer, assortment, store switching intentions, private label, national brand 
Palabras clave: minorista, surtido, intención de cambio de tienda, marca privada, marcas de fabricante
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Introduction and objectives
Retail distribution is a sector of 

obvious relevance in economic activity in 
Spain. In 2014, the estimated retail turnover 
ZDV� ������������ HXURV�� UHDFKLQJ� WKH�
highest increase in recent years, according 
to the report “Global Powers of Retailing” 
(Deloitte 2016). The supermarket chain 
0HUFDGRQD� LV� OHDGHU� LQ�6SDLQ�ZLWK�������
share of retail food in 2015, according to 
WKH� FRQVXOWLQJ� ¿UP� Kantar Worldpanel 
(2016), followed by Carrefour� ��������DIA 
��������Grupo Eroski� �������DQG�Lidl and 
Auchan��������

Changes that have occurred in Spain 
LQ�UHWDLOLQJ�KDYH�EHHQ�YHU\�VLJQL¿FDQW�VLQFH�
the seventies to the present, heightened 
by the economic recession of recent years, 
which has caused a change in priorities 
and consumer behaviour. One of the most 
important changes that have taken place 
has been the consolidation of private label 
(PL), which has led to profound changes 
in the composition of assortments of 
retailers. The market share of the PL in 
6SDLQ� UHDFKHG� ���� LQ� YDOXH� DQG� ������
in volume during 2014 (IRI 2015). Large 
supermarkets increased their share to 
�����ZLWK�Mercadona leading the market, 
followed by Carrefour and Eroski. The 
expansion of PL has generated structural 
changes, affecting the sector as a whole. 
Retailers have begun a clear strategy 
of market segmentation through its PL, 
attending to price, product category, or the 
EHQH¿WV� VRXJKW� E\� FRQVXPHUV� �&DVWHOOy�
2012), resulting in various scenarios in 
which to apply the great variety of PL.

In this environment, many retailers 
have opted for strategies to reduce their 
assortments, primarily by withdrawing a 
large number of national brands (NB), 
giving greater prominence to its own 
brands (Ailawadi and Harlan 2004). A 
VSHFL¿F� IRUP� RI� UHGXFWLRQ� LV� E\� UHPRYLQJ�
assortment of brands; while reductions of 
assortment usually consist of removing 

multiple products from different brands, 
brand delisting strategy chooses to 
completely remove all products of a brand 
within a category assortment (Sloot and 
Verhoef 2008). Attending to the compilation 
by Gázquez-Abad et al. (2015) of retailers 
who carried out dereferencing strategies 
in their assortments, we can mention 
the case of Wal-Mart (which reduced its 
RYHUDOO� DVVRUWPHQW� DERXW� ���� LQ� WKH� 8.�
DQG������ LQ� WKH�86���Edah, Asda, Edeka 
or Metro, among others. Carrefour Group 
introduced a program of optimization of 
product categories, reducing the size of 
WKH�DVVRUWPHQW� E\����� �%HUJ�DQG�4XHFN�
2010). In Spain, it is known the case of 
Mercadona, which in 2008 withdrew from 
its shelves almost 800 brands from different 
manufacturers, some of which are leaders 
in their product category (e.g., Nestle, 
Calvo o Pascual).

However, later, many of these 
retailers (including Mercadona) were forced 
to reintroduce some of the NB previously 
removed to prevent consumer boycotts and 
the damage that this decision was causing 
in its own image (Sloot and Verhoef 2011). 
Therefore, the decision is not as simple as 
removing brands from the assortments. 
Remove certain NB can damage the 
image of the store, because consumers 
may consider that this assortment is 
incomplete, either by not including most 
brands available (Pepe et al., 2012), or for 
not including renowned brands (Sloot and 
Verhoef 2008).

At present retail management 
cannot simply rely on offering very large 
assortments or design a marketing strategy 
based on small assortments and very 
aggressive prices. Retailers must offer their 
customers an assortment that, regardless 
of its size and composition, provide real 
value to consumers and offers them an 
appropriate response to their expectations 
(Miranda and Joshi 2003). The main 
function of retailers should be to contribute 
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WR� D� VLJQL¿FDQW� LPSURYHPHQW� LQ� HI¿FLHQF\�
in the consumer buying process, which 
will help them to achieve a competitive 
advantage and a particular commercial 
differentiation (Berné 2006).

So, what should a retailer do to 
achieve customer satisfaction and loyalty 
WR�WKHLU�VWRUHV"�$UH�WKH�ODUJHVW�DVVRUWPHQWV�
better that smallest ones to establish 
FXVWRPHU� OR\DOW\� VWUDWHJLHV"� &OHDUO\� WKH�
decision taken by the retailer in this regard 
is essential, not only from the perspective 
RI� WKH� FRVW� VWUXFWXUH� DQG� SUR¿W� PDUJLQV��
but also from the perspective of the image 
that consumers will develop about the 
company itself. The answer to the above 
questions is therefore key to the success of 
the retailer, as it will allow it to know what 
brands need to compose its assortment 
and which brand may be removed without 
detrimental to its image and loyalty of 
their customers. Analysing consumer 
behaviour in different sizes of assortment 
composition is essential to success in retail 
management. In this work we bring value 
to analysing consumer behaviour facing 
assortments of different size (small and 
large). For this purpose, we conducted 
an online survey to 1,120 individuals, 
considering four product categories and 
including real brands. Consumer response 
has been analysed through the estimation 
of a structural equation model.

Conceptual Framework / Literature Review
The concept of store image is 

introduced by Martineau (1958), who 
GHVFULEHV�LW�DV�WKH�GH¿QLWLRQ�WKDW�PDNHV�D�
consumer in relation to a store according 
to its attributes which work both functional 
and psychological level. Thus, the image of 
the store denotes the feeling of customers 
towards it and each store has a different 
positioning for each client. North et al. 
(2003) describe the store image as the 
LGHQWLW\� RI� WKH� VWRUH�� EHLQJ� DQ� LQÀXHQWLDO�
factor in the initial process of purchasing 

decision of consumers.
The image of the store is considered 

a critical determinant of the competitive 
position of the retailer, to the extent that 
determines among other issues store 
loyalty and therefore reduces the store 
switching intentions (Sirgy and Coskun 
1985). Consumers who have a better image 
about a particular store develop a better 
perception of quality, value, satisfaction and 
loyalty (Johnson et al. 2001). Considering 
the direct relationship found in most studies, 
we propose the following hypothesis:
H1. A positive store image has a direct and 
negative effect on store switching intentions

Value-conscious consumers are 
characterized by being concerned about 
the price-quality ratio received; i.e. they 
are customers who pay special attention 
to the quality they receive for a certain 
price when making a purchase (Zeithaml 
1988; Lichtenstein et al. 1990). The 
perceived value is a concept of subjective 
QDWXUH��:RRGUXII��������UHVXOWLQJ�IURP�WKH�
comparison by consumers of perceived 
EHQH¿WV� DQG� HIIRUWV� WR� EH� SHUIRUPHG�
(Zeithaml, 1988; McDougall and Levesque 
2000).

7KH� SHUFHLYHG� YDOXH� FDQ� LQÀXHQFH�
customer attitude (Swait and Sweeney 
2000). Numerous studies support the 
SRVLWLYH� LQÀXHQFH� RI� SHUFHLYHG� YDOXH� RQ�
loyalty to the establishment, in the context of 
retailing (Chen and Quester 2006). Loyalty 
has been defended from two perspectives: 
attitudinal and behavioral (Dick and Basu 
1994; Oliver 1999). According to the above 
the following hypothesis is formulated:
H2. Value consciousness has a direct and 
negative effect on store switching intentions

Academic research argues that the 
perceived level of variety of an assortment 
affect the decision process and store 
selection by the consumer even more than 
the actual level of variety. Several authors 
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�H�J��$UQROG�HW�DO��������%URZQ�������)LQQ�DQG�/RXYLHUH�������IRXQG�D�SRVLWLYH�HIIHFW�RI�WKH�
variety of assortment on the choice of the store and the intention to be loyal to the store (e.g. 
%DNHU�HW�DO��������9HUKRHI�HW�DO��������

Consumers themselves say assortments decisions affect their choice of store (Arnold 
and Tigert 1982; Arnold et al. 1983). In fact according to the work of Briesch et al. (2009), 
decisions of choice store present a greater sensitivity to changes in the variety of assortment 
that to changes in prices. Large assortments tend to be attractive by providing consumers 
with higher perception of variety (Chernev 2003), more alternatives to choose from (White 
DQG�+RIIUDJH� ������� DQG�PRUH� OLNHO\� WR� ¿QG�ZKDW� \RX�ZDQW� �%HUJHU� HW� DO��� �������0DQ\�
DXWKRUV�¿QG�D�SRVLWLYH�HIIHFW�EHWZHHQ�WKH�SHUFHSWLRQ�RI�D�ZLGH�DVVRUWPHQW�DQG�WKH�LQWHQWLRQ�
of loyalty to this store by consumers (e.g, Sirohi et al. 1998; Hoch et al. 1999; Baker et al. 
������9HUKRHI�HW�DO���������$FFRUGLQJ�WR�WKH�HYLGHQFH�IRXQG�LQ�WKH�OLWHUDWXUH��ZH�IRUPXODWH�
the following hypothesis:

H3. The perception of a wide assortment affects directly and negatively the store 
switching intentions

PL are usually ownership, control and exclusive sales of retailers. The products under 
this brand are used to highlight the image of the distributor, attract customers and increase 
EDUJDLQLQJ�SRZHU�ZLWK�VXSSOLHUV��*RPH]�DQG�2ND]DNL��������3/�WKH\�KDYH�D�UDQJH�RI�YDOXHV�
that represent the company. A positive image of the PL not only helps companies become 
more competitive, but also helps to encourage consumers to buy back the same PL and 
WKHUHIRUH�WR�EX\�EDFN�LQ�WKH�VDPH�VWRUH��3RUWHU�DQG�&OD\FRPE�������

Most of the literature shows the existence of a positive relationship between the PL 
and store loyalty (e.g. Allen and Rao 2000; Corstjens and Lal 2000). San Martin (2006) 
DUJXHV�WKDW�WKHUH�LV�D�SURFHVV�RI�WUDQVIHU�RI�FRQVXPHU�FRQ¿GHQFH�DPRQJ�WKH�3/��WKH�VWRUH�
staff and retailer. Thus when a client trusts products with PL and local staff, will also trust the 
store, which will decrease the intention of changing shop. Paiva et al. (2012) presented an 
explanatory model of loyalty to supermarkets, based on the proposals of Flavián et al. (2001), 
&ROOLQV�'RGG�DQG�/LQGOH\� ��������0DUWHQVRQ� ��������DQG�0DUWLQH]�DQG�0RQWDQHU� ��������
This model proposes that loyalty to a retailer is composed of an affective and cognitive 
loyalty. From the proposals of different authors, the following hypothesis is proposed:
H4. PL purchase intention affects directly and negatively on store switching intentions

So we propose a relationship model which includes these four hypotheses regarding 
VWRUH�VZLWFKLQJ�LQWHQWLRQV��¿JXUH����
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Figure 1. Relationship model proposed

Methodology
 To test the hypotheses formulated above, we have developed an online experiment 
with a sample of 1,120 individuals belonging to a large panel of consumers in Spain, 
owned by IRI. At the time of the study (March 2013) IRI had a consumer panel consisting 
of 322,883 individuals, aged between 24 and 65, responsible for buying for their homes for 
food products, cleaning and personal care products in supermarkets and hypermarkets. 
IRI panel is statistically representative of the Spanish population, both in terms of socio-
demographic variables (gender, age, income level, education level, family size), and 
geographical distribution. To measure the different variables of the theoretical model 
proposed we used composite scales, as they allow assess psychological variables that are 
not directly observable (Churchill 2003). Have been used Likert scales, widely used in the 
literature on assortment and brands.

In the experiment we considered two different sizes of assortment: small (four brands) 
DQG�ODUJH��WHQ�EUDQGV���7KH�GH¿�QLWLRQV�RI�VPDOO�DQG�ODUJH�DVVRUWPHQWV�DUH�EDVHG�RQ�SUHYLRXV�
experiments (e.g. Chernev 2003, 2006), in which the “big” assortments were typically four, 
¿�YH� RU� HYHQ� VL[� WLPHV� WKH� VL]H� RI� ³VPDOO´� DVVRUWPHQWV�� ,Q� WKLV� LQYHVWLJDWLRQ� D� ORZHU� UDWLR�
ZDV�XVHG��VSHFL¿�FDOO\�WKUHH��$V�WR�WKH�FRPSRVLWLRQ�RI�WKH�DVVRUWPHQW��WKLV�LQFOXGHV�PL[HG�
assortments (PL and NB).

The experiment was carried out in four product categories: yogurt, bread, detergent 
DQG�WRLOHW�SDSHU��:H�KDG�FKRVHQ�WKHVH�IRXU�FDWHJRULHV�DWWHQGLQJ�WR�WKH�FODVVL¿�FDWLRQ�PDGH�E\�
Dhar et al. (2001), which responds to the penetration/frequency relationship and establishes 
four categories of product: (1) staples (high penetration/high frequency); (2) niches (low 
penetration/high frequency; (3) variety enhancers (high penetration/low frequency), and (4) 
¿�OO�LQV��ORZ�SHQHWUDWLRQ�ORZ�IUHTXHQF\��
Individuals were randomized to different scenarios, according to number of brands (4 or 
����DQG�SURSRUWLRQ�RI�KLJK�HTXLW\�RI�3/�DQG�1%�D�WKLUG�DQG�WZR�WKLUG�KLJK�HTXLW\���7KH�¿�QDO�
number of individuals for each type of variety was 35. Considering that the experiment was 
carried out in four categories of product, the total number of individuals for each type of 
assortment combination was 140. So we have a total sample of 1,120 individuals.
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7R�FDUU\�RXW�WKH�DQDO\VLV�¿UVWO\�LW�LV�FDUULHG�RXW�D�FRQ¿UPDWRU\�DQDO\VLV�RI�DOO�PHDVXUHPHQW�
scales by using the methodology of structural equations offering satisfactory results in both 
scenarios. SEM statistical technique is considered the most appropriate for analysing the 
UHODWLRQVKLSV�LGHQWL¿HG�LQ�WKH�PRGHO�SURSRVHG��5HVXOWV�FRQ¿UP�WKDW�WKH�GLIIHUHQW�LQGLFDWRUV�
VKRZ�D�JRRG�¿W� WR� WKH�GDWD��ZLWK� ULJKW� YDOXHV� IRU�52 of store switching intentions and all 
HVWLPDWHV�DUH�VLJQL¿FDQW�LQ�DOO�RU�VRPH�RI�WKH�WZR�VFHQDULRV�DQDO\VHG�

Findings and discussion
5HVXOWV�REWDLQHG�VKRZ�WKDW� WKH�DVVRUWPHQW�VL]H� LQÀXHQFHV�FRQVXPHU�EHKDYLRXU� LQ�

DQ�REYLRXV�ZD\�WDONLQJ�DERXW�VWRUH�VZLWFKLQJ�LQWHQWLRQV��WDEOH�����:H�KDYH�IRXQG�VLJQL¿FDQW�
GLIIHUHQFHV� EHWZHHQ�PHGLXP� DQG� ODUJH� DVVRUWPHQWV��$FFRUGLQJ� WR� WKH� ¿QGLQJV�� LQ� VPDOO�
assortments store switching intentions is diminished by store image, a higher value 
FRQVFLRXVQHVV�DQG�WKH�SHUFHLYHG�YDULHW\�RI�WKH�UHWDLOHU¶V�DVVRUWPHQW��:H�IRXQG�QR�VLJQL¿FDQW�
relationship between PL purchase intentions and store switching intentions. In large 
assortments, store switching intention is lower when store image is positive, consumer´s 
value consciousness is high, consumer’s perceived variety of the retailer’s assortment is 
high. In the same way, store switching intentions are positively affected by PL purchase 
LQWHQWLRQ��¿JXUH����

7DEOH����6LJQL¿FDQW�UHVXOWV�IRU���DQG����EUDQGV�DVVRUWPHQWV
Hypothesis 4 brands 10 brands

(H1) STORE CH INT <---STORE IMG -0,393 (p=0,000) -0,29 (p=0,000)
(H2) STORE CH INT <---VAL CONC ��������S ������ ��������S ������
(H3) STORE CH INT <---VAR PERC ��������S ������ -0,213 (p=0,000)
(H4) STORE CH INT <---PL PURCH INT n.s. ��������S ������
Q�V���1R�VLJQL¿FDQW

Figure 2. Relationship model

�

Store image and store switching intentions

The results allow the acceptance of the hypothesis H1, which established a direct 

relationship, with a negative sign, between positive store image and store switching 

intentions. So the more positive is the store image, the lower the intention of the 

consumer to switch stores. This relationship is confirmed for both small assortments (

arge ( he intensity of this relationship is higher 

in small assortments.

The store image indicates the feeling of customers towards a store, being 

different positioning for each client. The literature supports the existence of the 

relationship between store image and store switching intentions. Thus, Wu et al. (2011) 

state that the corporate image is considered an important antecedent of store loyalty and 

loyalty, as it encourages repeat purchase and decrease store switching intentions. 

this same vein, other studies show that store image is a determining factor in the 

competitive position of the retailer, to determine, among other things, store loyalty and 

reduce store switching intentions (e Bellenger et al. 1976; Sirgy and Coskun 1985).

tomers have a certain image of a store, which may lead them to further visits and 
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Store image and store switching intentions
The results allow the acceptance 

of the hypothesis H1, which established 
a direct relationship, with a negative sign, 
between positive store image and store 
switching intentions. So the more positive 
is the store image, the lower the intention 
of the consumer to switch stores. This 
UHODWLRQVKLS� LV� FRQ¿UPHG� IRU� ERWK�� VPDOO�
assortments (-0.393; p = 0.000) and large 
(-0.29; p = 0.000). The intensity of this 
relationship is higher in small assortments.

The store image indicates the 
feeling of customers towards a store, 
being different positioning for each client. 
The literature supports the existence of 
the relationship between store image and 
store switching intentions. Thus, Wu et 
al. (2011) state that the corporate image 
is considered an important antecedent 
of store loyalty and brand loyalty, as it 
encourages repeat purchase and decrease 
store switching intentions. In this same 
vein, other studies show that store image 
is a determining factor in the competitive 
position of the retailer, to determine, among 
other things, store loyalty and reduce store 
switching intentions (e.g. Bellenger et al. 
������6LUJ\�DQG�&RVNXQ��������&XVWRPHUV�
have a certain image of a store, which may 
lead them to further visits and repurchase 
decisions (Kunkel and Berry 1968). 
Consumers who have a better image of 
a store develop a better perception of the 
value, satisfaction and loyalty (Johnson et 
al. 2001).

Store image thus acts, similar 
to brand value in relation to the repeat 
purchase by consumers. If consumers 
perceive a brand with a positive and strong 
LPDJH��WKDW�PD\�KDYH�D�SRVLWLYH� LQÀXHQFH�
on the probability that they choose that 
brand over other competing brands (Vogel 
et al. 2008). In the same way, differentiation 
of the store is a key element for the retailer. 
When consumers perceive a positive store 
image, higher than its competitors, it is 

likely they to increase their satisfaction 
when purchasing products there (Gomez et 
al. 2004), and is also likely they to remain 
loyal to the establishment.  

Therefore, retailers try to develop 
strategies that enable them to obtain a 
positive image and differentiated from 
other competitors, which is what will allow 
consumers to distinguish from other stores 
�*DQHVK�HW�DO���������:H�FDQ�PHQWLRQ��DV�
an example, the case of the German chain 
Lidl, which went from being seen on his 
arrival in Spain as a Hard Discount with 
a very limited assortment, to considerably 
improve its image among Spanish 
consumers, adding new brands, expanding 
its assortment and with a strong investment 
in television campaigns, to have been able 
to generate a positive store image, and not 
RQO\�DPRQJ�WKH�³SXUH´�3/�¿QGHUV��EXW�HYHQ�
among the upper middle class.

Value consciousness and store switching 
intentions

Results allow to accept the H2 
hypothesis, which proposed a direct 
relationship, with a negative sign, between 
value consciousness and store switching 
intentions. In both assortments, small and 
large, the value of parameter is the same, 
��������S� ��������IRU�VPDOO��S� ��������IRU�
large).

The literature contains numerous 
works that argue that value-conscious 
consumers are characterized by providing 
a special concern for the quality they 
receive, within a certain price, when making 
a purchase (e.g. Thaler 1985; Zeithaml 
1988; Lichtenstein et al. 1990). In this 
context, the literature suggests that there is 
D�SRVLWLYH� LQÀXHQFH�RI�SHUFHLYHG�YDOXH�RQ�
store loyalty (e.g. Chen and Quester 2006). 
,Q�WKLV�VHQVH��*RPH]�HW�DO���������FRQ¿UP�
that the value consciousness plays a key 
role in the formation of loyalty, especially in 
the case of large buyers.
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Value-conscious consumers are 
especially concerned about optimizing 
the value in their purchases. They seek 
DOWHUQDWLYHV�XQWLO� WKH\�¿QG�ZKDW� WKH\� WKLQN�
gives them the most value for money. This 
tendency to seek variety is something 
inherent to the individual (Berné et al. 
2005) and may be motivated by satiety, 
desire for novelty or curiosity. Because of 
this, these consumers seek diversity in their 
purchases as a way to meet these needs, 
while also serves to reduce the level of 
uncertainty. However, these consumers are 
also aware that the search for information 
and comparison, as well as diversity in 
shopping at a general level, involve an 
investment in time and opportunity costs 
(Marmorstein et al. 1992).

Perceived variety and store switching 
intentions

The results obtained allow accepting 
the hypothesis H3, which established a 
direct and inverse relationship between the 
perceived variety of assortment and store 
switching intentions. The relationship is 
VOLJKWO\�KLJKHU�LQ�ODUJH�DVVRUWPHQWV����������
p = 0.000 and -0.213; p = 0.000, for small 
and large assortments, respectively).

Academic research provides 
numerous empirical studies which show 
that consumer perception of variety with 
respect to assortment of a store affects 
WKH�VHOHFWLRQ�SURFHVV��LQ�DGGLWLRQ�WR�¿QGLQJ�
a positive impact between the perceived 
variety of assortment in a store and the 
store switching intentions (e.g. Hoch et 
al., 1999; Baker et al., 2002; Verhoef et al. 
������

The range of assortment is a 
strategic element for shaping the store 
image, at the same time that allows it 
meet different needs and preferences of 
its customers (Dhar et al. 2001). This is 
considered as an important advantage 
for consumers, as it enables them to be 
PRUH� HI¿FLHQW� LQ� WKHLU� SXUFKDVHV� DQG� WR�

avoid travelling to complete their shopping 
basket, having to go to different stores. 
Considering Berné et al. (2001), consumers 
seek to minimize, for each movement in 
the purchase, the sum of the variable costs 
associated with buying a certain size of the 
shopping basket in different stores. Thus, 
with larger assortments consumers reduce 
the perceived costs related to the effort 
that represents each act of purchasing, 
seeing increase their convenience and 
satisfaction, which affects their intention to 
remain in the store.

PL purchase intentions and store switching 
intentions

The results obtained allow partially 
accept the hypothesis H4, which established 
a direct and inverse relationship between 
PL purchase intentions and store switching 
LQWHQWLRQV�� 7KLV� UHODWLRQVKLS� LV� FRQ¿UPHG�
RQO\� LQ� ODUJH� DVVRUWPHQWV� ��������� S�  �
0.009).

:H� ¿QG� QXPHURXV� VWXGLHV� WKDW�
indicate a positive relationship between 
PL and store loyalty. Thus, Porter and 
&OD\FRPE��������FRQFOXGH� WKDW�D�SRVLWLYH�
image of the PL helps companies become 
more competitive and also motivates 
consumers to repurchase the same 
PL, therefore to buy back in the same 
establishment. Allen and Rao (2000) 
argue that customer retention is caused by 
multiple factors, among which would be the 
perceived image of the brand. Corstjens 
and Lal (2000) state that the quality of the 
PL can be useful to generate differentiation 
between retailers and increase store 
loyalty. San San Martin (2006) states 
that when a client trusts the PL and the 
staff of a store, also will rely on the store 
itself, which will diminish store switching 
intentions. Martinez and Montaner (2008) 
suggest that Spanish consumers prone to 
PL are characterized by being loyal to the 
establishment. Paiva et al. (2012) argue 
that store loyalty is composed of affective 
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and cognitive loyalty. Cognitive loyalty is an effect, among other factors, of PL loyalty.
After years improving the quality, variety and image through a strong advertising 

investment, PL have managed to shorten the distance with NB, not only objectively 
speaking, but also in the assessment of consumers. If before PL were perceived as “the 
choice of those who cannot afford to buy something else,” they are currently associated 
with a smart shopping option. This strong commitment of retailers towards PL, coupled with 
an environment of economic recession that favoured changes in consumer habits and the 
IDFW� WKDW�PDQ\�FRQVXPHUV�ERXJKW� WKHVH�EUDQGV� IRU� WKH�¿UVW� WLPH�� VLJQL¿FDQWO\� LQFUHDVLQJ�
its presence in the shopping basket, it has allowed a learning process based on personal 
experience and facilitated a better understanding and familiarity with these brands. Once 
consumers experience PL, many of them continue purchasing those later (Labeaga et al. 
������

This change has not occurred only in perception of consumers, but also affects their 
buying behaviour and the decision-making process. Consumers no longer purchase PL as 
an option positioned exclusively on price, but they do aware of its value and, therefore, as 
a preferential option that provides balance price/quality, in addition to guarantees which are 
strengthened by the learning process and the self-image of the retailer. Many PL are already 
so deeply rooted in society that are perceived as if they were NB, with a different positioning 
and addressed to different consumer segments. PL as Aliada, SeleQtia or Hacendado 
(brands of Hipercor, Eroski and Mercadona, respectively), have their own image among 
FRQVXPHUV��PDQ\�RI�ZKRP�YLVLW�WKHLU�VWRUHV�VSHFL¿FDOO\�ORRNLQJ�IRU�WKHVH�EUDQGV�

That is, PL serve currently to differentiate and position the store image, which is 
consistent with investigations such as Bigné et al. (2013), whose results demonstrate the 
importance of strengthening a positive and favourable image of PL, as a means of building 
a strong store image, which, in turn, also affects value creation for the store. Therefore, PL 
become an instrument of store loyalty for retailers who promote them in order to increase 
loyalty to their establishments, since that can only be acquired in these. In this sense, we 
DUJXH�WKDW�3/�PD\�KHOS�WR�LQFUHDVH�WUDI¿F�RQ�WKH�VWRUH�DQG�WR�LPSURYH�FRQVXPHU�OR\DOW\�E\�
offering exclusive ranges that are not found in other establishments.
Consumers who intend to buy PL in retail stores with a wide assortment (e.g. Hipercor), 
have a high level of commitment and loyalty to this retailer PL (it is usually because it is PL 
with a higher level of reputation, given the good image of the retailer that markets them). 
These customers have a higher level of loyalty to these brands that consumers who buy PL 
in chains with small assortments (e.g. supermarkets), since they are not faithful to a certain 
3/��EXW�WR�WKH�3/�LQ�JHQHUDO��VR�WKH\�FDQ�¿QG�RWKHU�VWRUHV�ZLWK�3/�WKDW�EHVW�¿W�WKHLU�GHPDQGV��
which favours their store switching intentions.

Conclusions and managerial implications
Results show the existence of a relationship between the four variables analysed – 

value consciousness, PL purchase intentions, perceived variety of assortment and store 
image- in large assortments, and the same results in small assortments with the exception 
RI�3/�SXUFKDVH�LQWHQWLRQV��ZKLFK�LV�QR�VLJQL¿FDQW��WDEOH�����7KH�PRVW�LPSRUWDQW�YDULDEOHV�LQ�
relation to store switching intentions are perceived variety of assortment and store image.
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Table 2. Intensity of the relationship of the 
variables regarding the store switching 

intentions in different sizes of assortment

Size of assortment

Small Large

Value consciousness Moderate Moderate

PL purchase intentions n.s. Moderate

Perceived variety of assortment Moderate High

Store image High High

��Q�V���1R�VLJQL¿FDQW

From the results obtained in this 
research can draw different managerial 
implications, especially for food based 
retailers.

Regarding store switching intentions 
we can state that value consciousness has 
a moderate role in all sizes of assortment. 
The results indicate that consumers 
concerned about achieving a good balance 
price-quality are not loyal to the store simply 
by offering a larger assortment. That is, as 
from a certain size of assortment, in which 
consumers feel they can make enough 
comparisons and evaluate alternatives, 
the fact of including more brands does 
not result in lower levels of store switching 
intentions.

6LQFH� WKH� 3/� KDV� VLJQL¿FDQWO\�
improved its image, providing assurance 
DQG� FRQ¿GHQFH� WR� FXVWRPHUV�� LW� LV�
reasonable to think that when consumers 
have a wide assortment in the store, 
ZKHUH�WKH\�FDQ�¿QG�WKHLU�IDYRXULWH�EUDQGV��
its intention to change establishment will 
be less, also favouring this circumstance 
the need to spend less time searching 
for information. Moreover, comparison of 
actual savings resulting from the fact of 
selecting one or another brand is a simpler 
process when the consumer is in its usual 
store, even more so considering that 
may only be acquire in the stores of this 
retailer. Therefore, we believe that value 

consciousness of consumers decreases 
their store switching intentions, as long as 
the store provides wide assortments and 
the buyers perceive that adds value to 
them, particularly as long as the consumer 
¿QGV� DVVRUWPHQWV� FRPSRVHG� RI� EUDQGV�
with different prices and qualities.

In relation to PL purchase intentions, 
our results do not support PLs ability for 
generating a genuine consumer loyalty 
towards them, nor towards the store itself. 
$OWKRXJK�LW�LV�WUXH�WKDW�3/�KDV�VLJQL¿FDQWO\�
improved its image in recent years, we 
believe that it has not yet reached the level of 
emotional attachment that certain NB have 
developed. While many consumers buy 
PL, it does not necessarily mean they are 
loyal customers. Therefore, retailers must 
¿QG� D� EDODQFH� LQ� WKH� DVVRUWPHQW� VRXJKW�
by its customers, strengthen relationships 
with them and improve their image to 
attract customers, rather than basing their 
strategy in developing loyalty through its 
PL. From the results, our recommendation 
for retailers is seeking a balance between 
PL and NB, so that consumers perceive 
enough variety to know that they can choose 
between different products to meet their 
needs, without changing establishment. 
It is important to further improve both the 
quality of the PL as its image through 
promotional campaigns, expansion into 
new product categories and segmentation 
VWUDWHJLHV�EDVHG�RQ�SULFHV�DQG�WKH�EHQH¿WV�
sought, that can reach to different types of 
consumers, and the excellent opportunity 
of interaction with customers at the point 
of sale. However, retailers who bet on PL 
should continue providing value through 
them, but without disregarding the price is 
still a determining factor.

The two most important elements 
to build customer loyalty are the perceived 
variety of assortment and a positive store 
image. The perceived variety is especially 
relevant in the case of large assortments, 
as this factor is one of its hallmarks and one 
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of the main reasons why consumers go to 
these stores, in addition to its good image. 
El Corte Inglés, to take one example, brings 
together two concepts, variety of assortment 
and a good store image among consumers. 
Its strategy to cover large needs and to 
create a memorable consumer experience 
among its customers by offering a wide 
range of services, have generated a sense 
of pride among its customers, improving 
their level of store loyalty.

It is noteworthy that the relationship 
between store image and store switching 
intentions is greater (in absolute value) 
when it comes to small assortments that 
when they are large. This could be caused 
by that stores offering assorted small 
generally correspond to retail formats like 
supermarkets, closer to consumers and 
towards whom these often develop more 
intense loyalty or, at least, in terms of 
repetition purchase (even in cases where 
this could occur for convenience or routine, 
and we were talking about spurious loyalty 
or inertia). In any case, it seems reasonable 
that consumers who are familiar with a 
particular store and have a positive image 
of this, intend to keep going to it for their 
purchases.

Limitations and further research
This research is not exempt from 

some limitations. First, research has 
been limited to Spanish context. Thus, 
it would be interesting to conduct this 
study in geographical contexts different 
IURP� 6SDQLVK�� JUHDWO\� LQÀXHQFHG� E\� WKH�
intensity of the economic crisis in recent 
years and the high market share of the 
PL. Secondly, the methodology based on 
an online experiment, with its advantages 
and disadvantages. Third, we do not 
differentiate between high and low value 
PL. It would be interesting to know the 
LQÀXHQFH� RI� EUDQG� HTXLW\� LQ� FRQVXPHU�
behaviour. Finally we do not include only-
PL assortment which may be interesting 

according to the strategy followed by some 
retailers in relation to assortment size and 
composition.

Bibliography
- Ailawadi, K.L. and Harlam, B. (2004), “An 

Empirical Analysis of the Determinants 
of Retail Margins: The Role of Store-
Brand Share”, Journal of Marketing, 68 
�-DQXDU\�����������

- Allen, D. and Rao, T. (2000), “Analysis of 
Customer Satisfaction Data”. Milwaukee, 
Wisconsin: ASQ Quality Press.

- Arnold, S.J. and Tigert, D.J. (1982), 
“Comparative Analysis of Determinants 
of Patronage”, In Ronald F. Bush and 
Shelby D. Hunt, Eds., Marketing Theory: 
Philosophy of Science Perspectives, 
Chicago: American Marketing Association, 
260-264.

- $UQROG��6�-���0D��6��DQG�7LJHUW��'�-����������
“A comparative analysis of determinant 
attributes in retail store selection”, 
Advances in Consumer Research, 5 (1), 
���±����

- Arnold, S.J., Oum, T.H. and Tigert, D.J. 
(1983), “Determinant attributes in retail 
patronage: seasonal, temporal, regional, 
and international comparisons”, Journal 
of Marketing Research�������������±����

- Baker, J., Parasuraman, A., Grewal, D. 
DQG� 9RVV�� *�%�� �������� ³7KH� ,QÀXHQFH�
of Multiple Store Environment Cues 
on Perceived Merchandise Value 
and Patronage Intentions”, Journal of 
Marketing, 66 (2), 120–41.

- Bellenger, D.N., Steinberg, E., and 
6WDQWRQ��:�:�� �������� ³7KH� FRQJUXHQFH�
of store image and self-image”, Journal of 
Retailing����������������

- Berg, N. and Queck, M. (2010), “Private 
labels: The brands of the future”. Planet 
retail Ltd.

- Berger, J., Draganska, M. and Simonson, I. 
��������³7KH�,QÀXHQFH�RI�9DULHW\�RQ�%UDQG�
Perceptions, Choice, and Experience”, 
Marketing Science���������±���



54 - ISSN 1961-7798 - © 2009, International Marketing Trends Conference

JOURNAL OF MARKETING TRENDS - DISTRIBUTION

- Berné, C. (2006), “Análisis de la demanda 
de servicios de distribución minoristas”, 
Información Comercial Española (ICE), 
828, 83-98.

- Berné, C.; Múgica, J.M. and Rivera, P. 
(2005), “Managerial Ability to Control the 
Varied Behaviour of Regular Customers 
in Retailing: Interformat Differences”, 
Journal of Retailing and Consumer 
Services, 12, 151-164.

- Berné, C.; Múgica, J.M. and Yagüe, M.J. 
(2001), “The Effect of Variety-Seeking on 
Customer Retention in Services”, Journal 
of Retailing and Consumer Services, 8, 
335-345.

- Bigné, E., Borredá, A. and Miquel, M.J. 
(2013), “El valor del establecimiento y su 
relación con la imagen de marca privada: 
efecto moderador del conocimiento de 
la marca privada como oferta propia del 
establecimiento”, Revista Europea de 
Dirección y Economía de la Empresa, 22, 
1–10.

- Briesch, R.A.; Chintagunta, P.K. and 
Fox, E.J. (2009), “How does assortment 
DIIHFW� JURFHU\� VWRUH� FKRLFH"´� Journal of 
Marketing Research������������������

- %URZQ�� '�-�� �������� ³$Q� ([DPLQDWLRQ�
of Consumer Grocery Store Choice: 
Considering the Attraction of Size and 
the Friction of Travel Time”, Advances in 
Consumer Research, 5, 243-246.

- Castelló, A. (2012), “La batalla entre marca 
de distribuidor y marca de fabricante en el 
terreno publicitario”, Pensar la Publicidad, 
6 (2), 381-405.

- Chen, S.C. and Quester, P.G. (2006), 
“Modeling store loyalty: perceived value 
in market orientation practice”, Journal of 
Services Marketing, 20 (3), 188-198.

- Chernev, A. (2003), “When more is less 
and less is more: The role of ideal point 
availability and assortment in consumer 
choice”, Journal of Consumer Research, 
����������������

- Chernev, A. (2006), “Decision focus and 
consumer choice among assortments”, 

Journal of Consumer Research, 33 
(June), 50-59.

- Churchill, G.A. (2003), “Investigación de 
Mercados”. 4ª ed. Ciudad de México: 
Thomson.

- Collins-Dodd, C., and Lindley, T. (2002), 
“Store Brand and Retail Differentiation: 
7KH� ,QÀXHQFH�RI�6WRUH� ,PDJH�DQG�6WRUH�
Brand Attitude on Store Own Brand 
Perceptions”, Journal of Retailing and 
Consumer Services, 10, 345-352.

- Corstjens, M. and Lal, R. (2000), “Building 
store loyalty through store brands”, Journal 
of Marketing Research������$XJXVW�������
292.

- Deloitte (2016), “Global Powers of 
Retailing 2016. Navigating the new digital 
divide”.

- Dhar Sanjay, Hoch, S.J. and Kumar, N. 
(2001), “Effective Category Management 
Depends on the Role of the Category”, 
Journal of Retailing�����������������

- Dick, A. and Basu, K. (1994), “Customer 
loyalty: Toward an integrated conceptual 
framework”, Journal of the Academy of 
Marketing Science, 22, 99-114.

- Finn, A. and Louviere, J.J. (1996), 
“Shopping center image, consideration, 
and choice: anchor store contribution”, 
Journal of Business Research, 35 (3), 
241-251.

- Flavián, C., Martínez, E. and Polo, Y. 
(2001), “Loyalty to Grocery Store in the 
Spanish Market of the 1990s”, Journal of 
Retailing and Consumer Services, 8 (2), 
85-93.

- Ganesh J., Reynolds, K.E. and Luckett, 
0�� �������� ³5HWDLO� 3DWURQDJH� %HKDYLRXU�
ad Shopper Typologies: A Replication and 
Extension Using a Multi-Format, Multi-
Method Study”, Journal of the Academy 
of Marketing Science, 35 (3), 369-381.

- Gázquez-Abad, J.C., Martínez-López, 
F.J., Mondéjar-Jiménez, J.A. and Esteban-
Millat, I. (2015), “Mixed assortments vs. 
store brand-only assortments: The impact 
of assortment composition and consumer 



Journal of Marketing Trends - Volume 5 - N° 2 (April 2018) - 55

JOURNAL OF MARKETING TRENDS - DISTRIBUTION

characteristics on store loyalty”, Revista 
Española de Investigación en Marketing, 
ESIC, 19, 24-45.

- *yPH]�� 0�� DQG� 2ND]DNL�� 6�� ��������
“Estimating store brand shelf space: A 
new framework using neural networks 
and partial least squares”, International 
Journal of Market Research, 51 (2), 243-
266.

- *yPH]�� 0��� 2XELxD�� -��� DQG� 5XELR�� 1��
(2011), “Antecedentes de la lealtad a 
las marcas de distribuidor: Diferencias 
HQWUH�JUDQGHV�\�SHTXHxRV�FRPSUDGRUHV´��
DOCFRADIS, Colección Documentos de 
Trabajo de la Cátedra Fundación Ramón 
Areces de Distribución Comercial, Oviedo.

- Gómez, M; McLaughling, E. and Wittink, 
D.R. (2004), “Customer satisfaction and 
retail sales performance: An empirical 
investigation”. Journal of Retailing, 80, 
���±����

- Hoch, S., Bradlow, E.T. and Wansink, B. 
(1999), “The Variety of an Assortment”, 
Marketing Science������������������

- IRI (2015): “Private Label in Western 
Economies”. IRI Private Label Special 
Report. https://www.iriworldwide.com/IRI/
media/IRI-Clients/PrivateLabel_report_
¿QDOB�-DQ���SGI

- Johnson, M. D., Andreessen, T. W., Lervik, 
L. and Cha, J. (2001), “The evolution and 
future of national customer satisfaction 
index models”, Journal of Economic 
Psychology��������������

- Kantar Worldpanel (2016): available at 
http://www.kantarworldpanel.com/es/
grocery-market-share/spain

- Kunkel, J.H. and Berry, L.L. (1968), “A 
behavioral conception of retail image”, 
Journal of Marketing������������±���

- Labeaga, J.M., Lado, N., and Martos, 
0�� �������� ³%HKDYLRXUDO� OR\DOW\� WRZDUGV�
store brands”, Journal of Retailing and 
Consumer Services������������������

- Lichtenstein, D., Netemeyer, R., and 
Ridgway, N. (1990), “Distinguishing coupon 
proneness from value consciousness: 

An acquisition-transaction utility theory 
perspective”, Journal of Marketing, 54 
�-XO\���������

- Marmorstein, H; Grewal, D. and Fishe, 
R.P.H. (1992), “The Value of Time Spent 
in Price-Comparison Shopping: Survey 
and Experimental Evidence”, Journal of 
Consumer Research, 19, (1), 52-61.

- 0DUWHQVRQ��5����������³&RUSRUDWH�EUDQGV�
image, satisfaction and store loyalty: a 
study of the store as a brand, store brands 
and manufacturer brands”, International 
Journal of Retail and Distribution 
Management������������������

- Martineau, P. (1958), “The personality 
of the retail store”. Harvard Business 
Review��������±���

- Martínez, E., and Montaner, T. (2008), 
“Characterization of Spanish store brand 
consumers”, International Journal of 
Retail and Distribution Management, 36 
�������������

- McDougall, G.H.G. and Levesque, T. 
(2000), “Customer satisfaction with 
services: putting perceived value into the 
equation”, Journal of Services Marketing, 
14 (5), 392-410.

- Miranda, M.J. and Joshi, M. (2003), 
“Australian Retailers Need to Engage with 
Private Labels to Achieve Competitive 
Difference”, $VLD� 3DFL¿F� -RXUQDO� RI�
Marketing and Logistics����������������

- Oliver, R.L. (1999), “Whence customer 
OR\DOW\"´�Journal of Marketing, 63, 33-44.

- Paiva, G., Sandoval, M. and Bernardin, 
M. (2012), “Factores explicativos de la 
lealtad de clientes de los supermercados”, 
Innovar, 22 (44), 153-164.

- Pepe, M.S., Abratt, R., and Dion, P. 
(2012), “Competitive advantage, private-
ODEHO� EUDQGV� DQG� FDWHJRU\� SUR¿WDELOLW\´��
Journal of Marketing Management, 28 (1-
������������

- 3RUWHU�� 6�6�� DQG� &OD\FRPE�� &�� ��������
³7KH� ,QÀXHQFH� RI� %UDQG� 5HFRJQLWLRQ� RQ�
Retail Store Image”, Journal of Product 
and Brand Management�����������������



56 - ISSN 1961-7798 - © 2009, International Marketing Trends Conference

JOURNAL OF MARKETING TRENDS - DISTRIBUTION

- Richardson, P., Jain, A. and Dick, A. (1996), 
“Household store brand proneness: A 
framework”, Journal of Retailing�� ��� �����
59-185.

- San Martín, S. (2006), “A Model of 
Consumer Relationships with Store 
Brands, Personnel and Stores in Spain”, 
International Review of Retail, Distribution 
and Consumer Research, 16 (4), 453-
469.

- Sirgy, J. and Coskun, A. (1985), “A path 
analytic model of store loyalty involving 
self-concept, store image, geographic 
loyalty, and socioeconomic status”, 
Journal of the Academy of Marketing 
Science, 13 (3), 265-292.

- Sirohi, N., McLaughlin, E.W. and Wittink, 
D.R. (1998), “A model of consumer 
perceptions and store loyalty intentions 
for a supermarket retailer”, Journal of 
Retailing������������������

- Sloot, L.M. and Verhoef, P.C. (2008), 
“The impact of brand delisting on brand 
switching and store switching intentions”, 
Journal of Retailing, 84 (3), 281-296.

- Sloot, L.M. and Verhoef, P.C. (2011), 
“Reducing assortments without losing 
business. Key lessons for retailers and 
manufacturers”, New Strategies, 3 (2), 
������

- Swait, J., and Sweeney, J. C. (2000), 
“Perceived value and its impact on choice 
behaviour in a retail setting”, Journal of 
Retailing and Consumer Services���� �����
������

- Thaler, R. (1985), “Mental accounting and 
consumer choice”, Marketing Science, 4 
(3), 199-214.

- Verhoef, P., Langerak, F. y Donkers, B. 
��������³8QGHUVWDQGLQJ�EUDQG�DQG�GHDOHU�
retention in the new car market: the 
moderating role of brand tier”, Journal of 
Retailing�����������������

- Vogel, V., Evanschitzky, H. and 
Ramaseshan, B. (2008), “Customer 
Equity Drivers and Future Sales”, Journal 
of Marketing�������������

- White, C. and Hoffrage, U. (2009), “Testing 
the tyranny of too much choice against 
the allure of more choice”, Psychology & 
Marketing, 26 (3), 280-298.

- :RRGUXII�� 5�%�� �������� ³&XVWRPHU�
value: the next source for competitive 
advantage”, Journal of the Academy of 
Marketing Science, 25 (2), 139-153.

- Wu, P.C., Yeh, G.Y. and Hsiao, C.R. 
(2011), “The effect of store image and 
service quality on brand image and 
purchase intention for private label 
brands”, Australasian Marketing Journal, 
19 (1), 30-39.

- Zeithaml, V. (1988), “Consumer 
perceptions of price, quality and value. 
A means end model and synthesis of 
evidence”, Journal of Marketing, 52 (3), 
2-22.


