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ABSTRACT

In recent years, there has been a strong increase of retailers’ interest in store brands
or private label brands. The motivation has been the growing acceptance of store brands by
consumers. The purpose of this research is to examine whether store brand shoppers and
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non-store brand shoppers differ in their demographic, behavioral, and psychographic

characteristics.

The test result indicates that store brand shoppers have larger households and lower
income than non-store shoppers. Compared with non-store shoppers, store brand shoppers
are less out-of-store promotion seekers, less quality conscious, and enjoy shopping less.
Store brand shoppers are also less impulsive and mavenistic, and have less motivation to
conform than non-store shoppers. However, store brand shoppers are more price conscious,
financially constrained, innovative, and variety seekers than non-store brand shoppers.

Key words: Store brand, National brand, Consumer characteristics, Marketing strategy

store

brands, own label, private label, private
brands, house brands or retailer brands

2-3 1996; Hoch &
Banerji, 1993

The Private
Label Manufactures Association; PLMA

2000
500
PLMA, 2002

7-Eleven

ARO

Watson’s Gianetto

2001



Tybout and Artz 1994

Payne et al., 1992;

Meyers-Levy & Sternthal, 1991

Sethuraman, 1995

3

Raju &

Hoch 1996

(1)

(2)

PLMA, 2002 1993

1995

158

PLMA, 2002

Reynolds
and Wells 1977

207



208

Putrevu & Lord, 2001

Reynolds and Wells 1977

Dickson & Sawyer,
1990; Urbany et al., 1996; Murthi &
Srinivasan, 1999

Burger & Schott, 1972; Omar, 1996;
Baltas, 1997

deal-prone

Feick & Price, 1987,
Szymanski & Busch, 1987; Lichtenstein et al., 1995
Hoch, 1996; Richardson et al., 1996:
Sethuraman & Cole, 1999; Putrevu & Lord,
2001; Ailawadi et al., 2001



Ailawadi et al., 2001

Narasimhan 1984
Bawa and Shoemaker 1987 ()

Shimp and Kavas 1984
Schindler 1989
hedonic benefits Richardson, et
al., 1996
Chandon et al., 2000

Mittal, 1994; Urbany et al.,
1996 Frank and Boyd

1965
Ailawadi et al. 2001
Coe 1971

Murphy
1978

Richardson et al. 1996

Sethuraman and Cole 1999

209



210

Frank & Boyd, 1965

Richardson et al., 1996 Richardson et al.,
1996 Szymanski and Busch 1987

H1

H3

Frank & Boyd, 1965; Cunningham, et
al., 1982 Frank
and Boyd 1965

H4

Hoch, 1996;
Richardson et al., 1996 ()

H2 Kiel & Layton, 1981;
Westbrook & Fornell, 1979



(1)Beatty and
Smith 1987

(2)Schmidt and
Spreng 1996

Ailawadi et al.
2001

in-store promotion
out-of-store promotion

Schneider & Currim,
1991

HS5

H6

Erickson & Johansson, 1985;
Lichtenstein et al., 1988; Tellis & Gaeth,
1990

15%-40%
Ashley, 1998 Sinha and Batra

1999

211



212

H7
Stigler 1961 H9
2.
Richins,
1994
Sethuraman &
Cole, 1999
Kolodinsky, 1990; Marmorstein et al.,
Ailawadi et al., 2001 1992 Bellizzi et al. 1981
HS H10

Richardson et al. 1996
intolerance

of ambiguity

Cunningham
et a., 1982 Richardson et al. 1996

Richardson et al. 1996

PLMA



213

H13

market mavenism

Feick & Price, 1987

H11l
Feick & Price,
1987; Inman et al., 1990

Montgomery, 1971
Feick and Price 1987

Ailawadi et al.
2001 -

Ailawadi et al. 2001

H14

H12
Shimp and Kavas
1984 Chandoneta. 2000

Chandon et al. 2000

Cobb & Hoyer, 1986
Narasimhan et al. 1996 Becherer and Richard 1978



214

H15 H18

Putrevu and Lord 2001

Park et al., 1986
Kirmani and Wright 1989

Cobb and Hoyer 1986

H16
Omar 1996
3. Omar 1996
Blattberg and Neslin 1990
H19
Kim et al.
1999 Ratchford,
1982
Bawa and

Shoemaker 1987

Dick et al., 1995

Baltas & Doyle,
H17 1998



215

H20
Need for Cognition,
NFC Cacioppo and Petty
1982
Cacioppo et al. 450
1986 150
75
NFC
Zhang, 1996; Mantel & .
Sinha
Kardes, 1999
and Batra 1999
H21
285
118
403
Blattberg et al., 1978
H22
Ailawadi

etal. 2001



216

Ailawadi et al. 2001
Garcia 1999

Likert
1 5
Cronbach'sa

o =0.4634
Nunnally 1978

83.6%
68.9%

50.5%

59.8%

a

34 45 68

Donthu and

0.35

21-40

49.5%

15.1%

()

Garcia 1999

2-3 2 34
20 9

4.08
4.64

Richardson et al., 1996

Donthu and

Murphy, 1978;
H1



1. %2
X2 p p 0.05

H1 16. 0.040

H?2 4. 928 0.295

H3 7.092 0.312

* /
2. T

T
T P .05

H 4 4. 73 4. 19 - 5120. 013
H5 3.77 3.75 - 3120. 755
H6 3.19 3. 44 2.5980.010
H7 3.7 3.41 - 3550. 001
H8 2.69 2. 36 - 653.000
HO9 3.5 3.78 3.9220.000
H10 3.32 3.73 4.879 0.000
H11 3.47 3.383 - 9590. 047
H12 3.14 2. 86 - 1210. 002
H13 3.23 3.45 2.162 0.031
H14 3.15 3.37 2.5400.012
H15 2.87 3.05 2.1930.029
H16 3.25 3.91 8.2640.000
H17 3.29 3.67 4.9980.000
H18 3.32 3.38 0.8210.412
H19 2.88 2.88 - 0170. 987
H20 2.88 2. 77 - 4960. 135
H21 NFC 2.99 3.11 643 0. 101
H2 2 2.7 2.89 821 0. 042

217



218

()
H2
Richardson et al. 1996
Szymanski and Busch 1987
H7
H3
Batra 1999

H4
Frank and Boyd 1965

()

H5
H6

Baltas 1997 Bellizzi et al.

H17

1981

Ailawadi et al. 2001

p<.05
H22
NFC
H18 21

Sinha and

Cunningham et al.,
1982; Richardson et al., 1996



219

Narasimhan et al. 1996

Cobb and Hoyer 1986
Becherer and
Richard 1978

Baltas and

Doyle 1998
Kirmani and Wright 1989

Park et al. 1986

Zhang, 1996; Mantel &

Kardes, 1999
Blattberg & Wisniewski,

1989



220

Boots

7-Eleven

Blattberg et al. 1978



data

LISREL

panel

(1996)

2, (2001)
3. (1993)
4, (1995)

1. Ailawadi, K. L., Neslin, S. A, &
Gedenk, K. (2001). Pursuing the
value-conscious consumer: Store brands
versus national brand promotions.
Journal of Marketing, 65, 71-89.

2.Ashley, S. R. (1998). How to effectively
compete against private-label brands.
Journal of Advertising Research, 38,
75-82.

3.Baltas, G. (1997). Determinants of store
brand choice: A behavioral analysis.
Journal of Product and Brand
Management, 6(5), 315-324.

4.Baltas, G, & Doyle, P (1998).
Exploring private brand buying.
Proceedings of the 27th EMCA
Conference, Track 5 Marketing
Research, Per Andersson, (Ed.).
Stockholm European Marketing
Association, 183-200.

5.Bawa, K., & Shoemaker, R. W. (1987).
The coupon-prone consumer: Some
findings based on purchase behavior
across product classes. Journal of

Marketing, 51, 99-110.

6.Beatty, S. E., & Smith, S. M. (1987).
External search effort: An investigation

221



222

across several product categories.
Journal of Consumer Research, 14,
83-95

7.Becherer, R. C., & Richard, L. M.
(1978). Self-monitoring as a moderating
variable in consumer behavior. Journal
of Consumer Research, 5, 159-162.

8.Bellizzi, J. A., Kruckeberg, H. F,
Hamilton, J. R., & Martin, W. S. (1981).
Consumer perceptions of national,
private, and generic brands. Journal of

Retailing, 57, 56-70.

9.Blattberg, R. C., Buesing, T., Peacock,
P, & Sen, S. K. (1978). ldentifying the
deal prone segment. Journal of
Marketing Research, 15, 369-377.

10.Blattberg, R. C., & Neslin, S. A. (1990).
Sales promotion concepts, methods,
and Strategies, Englewood Cliffs, NJ:
Prentice Hall.

11. Blattberg, R. C., & Wisniewski, K. J.
(1989). Price-induced patterns of
competition. Marketing Science, 8,
81-100.

12.Burger, P. C., & Schott, B. (1972). Can
private brand buyers be identified?
Journal of Marketing Research, 9,
219-222.

13.Cacioppo, J. T., & Petty, R. E. (1982).
The need for cognition. Journal of
Personality and Social Psychology, 42,
116-131.

14.Cacioppo, J. T., Petty, R. E., Kao, C.,
& Rodriguez, R. (1986). Central and
peripheral routes to persuasion: An

individual  difference  perspective.
Journal of Personality and Social
Psychology, 51, 1032-1043.

15.Chandon, P, Wansink, B., & Laurent,
G. (2000). A benefit congruency
framework of sales promotion
effectiveness. Journal of Marketing, 64,
65-81.

16.Cobb, C. J.,, & Hoyer, W. D. (1986).
Planned versus impulse purchase
behavior. Journal of Retailing, 62,
384-409.

17.Coe, B. D. (1971). Private versus
national preference among lower and
middle-income consumers. Journal of

Retailing, 4, 61-72.

18. Cunningham, Isabella C. M., Hardy, A.
P, & Imperia, G (1982). Generic
brands versus national brands and store
brands. Journal of  Advertising
Research, 22, 25-32.

19.Dick, A., Jain, A., & Richardson, P
(1995). Correlates of store brand
proneness. Some empirical
observations. Journal of Product and
Brand Management, 4, 15-22.

20.Dickson, P. R., & Sawyer, A. G. (1990).
The price knowledge and search of
supermarket shoppers. Journal  of

Marketing, 54, 42-53.

21.Donthu, N., & Garcia, A. (1999). The
internet shopper. Journal of
Advertising Research, 2, 52-58.

22.Erickson, G. M., & Johansson, J. K.
(1985). The role of price in



multi-attribute product evaluations.
Journal of Consumer Research, 12,
195-199.

23.Feick, L. F., & Price, L. L. (1987). The
market maven: A  diffuser of
marketplace information. Journal of

Marketing, 51, 83-97.

24.Frank, R. E., & Boyd, H. W. (1965).
Are private-brand prone grocery
customers really different? Journal of
Marketing Research, 2, 27-35.

25.Hoch, S. J. (1996). How should
national brands think about private
label? Sloan Management Review,
37(2), 89-102.

26.Hoch, S. J.,, & Banerji, S. (1993).
When do private labels succeed? Sloan
Management Review, 34, 57-67.

27.1lnman, J. J., McAlister, L., & Hoyer,
W.D. (1990). Promotion signal: Proxy
for a price cut. Journal of Consumer
Research, 17, 74-81.

28.Kiel, G. C., & Layton, R. A. (1981).
Dimensions of consumer information
seeking. Journal of  Marketing
Research, 18, 233-239

29.Kim, Byung-Do, Srinivasan, K., &
Witcox, R. T. (1999). Identifying price
sensitive consumers. The relative
merits of demographic vs. purchase
pattern information. Journal  of
Retailing, 75, 173-193.

30.Kirmani, A., & Wright, P. (1989).
Money talks: Perceived advertising
expense and expected product quality.

Journal of Consumer Research, 16,
344-353.

31.Kolodinsky, J. (1990). Time as a direct
source of utility: The case of price
information search for groceries.
Journal of Consumer Affairs, 24,
89-109.

32.Lichtenstein, D. R., Bloch, P. H., &
Black, W. C. (1988). Correlates of
price  acceptability.  Journal of
Consumer Research, 15, 243-252.

33.Lichtenstein, D. R., Netemeter, R. G,
& Burton, S. (1995). Assessing the
domain specificity of deal proneness: A
field study. Journal of Consumer
Research, 22, 314-326.

34.Mantel, S. P, & Kardes, F. R. (1999).
The role of direction of comparison.
Attribute-based processing, and
attitude-based processing in consumer
preference. Journal  of
Research, 25, 335-352.

Consumer

35.Marmorstein, H. Grewal, D., & Fishe,
R. P H. (1992). The value of time
spent in price-comparison shopping:
Survey and experimental evidence.
Journal of Consumer Research, 19,
52-61.

36.Mittal, B. (1994). An integrated
framework for retailing diverse
consumer characteristics to
supermarket ~ coupon  redemption.

Journal of Marketing Research, 31,
533-544.

37.Montgomery, D. B. (1971). Consumer

223



224

characteristics associated with dealing:
An empirical example. Journal of
Marketing Research, 8, 118-120.

38.Murphy, P. E. (1978). The effect of
social class on brand and price
consciousness for supermarket
products. Journal of Retailing, 54,
33-42.

39.Murthi, B. P S., & Srinivasan, K.
(1999). Consumer’s  extent  of
evaluation in brand choice. Journal of
Business, 72, 229-256.

40.Meyers-Levy, J., & Sternthal, B.
(1991). Gender differences in the use
of message cues and judgments.
Journal of Marketing Research, 28,
84-96.

41.Narasimhan, C. (1984). A price
discrimination theory of coupons.
Marketing Science, 5, 128-146.

42.Narasimhan, C., Neslin, S. A., & Sen,
S. (1996). Promotional elasticities and
category characteristics. Journal of

Marketing, 60, 17-30.

43.Nunnally, J. C. (1978). Psychometric
Theory (2th ed.), NY: McGraw-Hill.

44.0mar, O. E. (1996). Grocery purchase
behavior for national and own-label
brands. Service Industries Journal, 13,
58-67.

45 . Park, C. W., Jaworski, B. J., &
Maclnnis, D. J. (1986). Strategic brand
concept management. Journal  of
Marketing, 50, 135-145.

46.Payne, J., Bettman, J., & Johnson, E.
(1992). Behavioral decision research: a
constructive processing perspective.
Annual Review Psychology, 43,
87-131.

47.PLMA (2002), http://www.plma.com,
Private L abel Management
Association.

48.Putrevu, S., & Lord, K. R. (2001).
Search dimensions, patterns and
segment profiles of grocery shoppers.
Journal of Retailing and Consumer
Services, 8, 127-137.

49.Raju, J. S., & Sethuraman, R., & Dhar,
S. K. (1995). The introduction and
performance  of store  brands.
Management Science, 41, 957-978.

50.Ratchford, B. T. (1982). Cost-benefit
models for explaining consumer choice
and information. Management Science,
28, 197-212.

51.Reynolds, F. D., & Wells, W. (1977).
Consumer Behavior, NY:
McGraw-Hill.

52.Richardson, P. S., Jain, A. K., & Dick,
A. (1996). Household store brand
proneness. Journal of Retailing, 72(2),
159-185.

53.Richins, M. L. (1994). Valuing things:
The public and private meanings of
possessions. Journal of Consumer
Research, 21, 504-521.

54.Schmidt, J. B., & Spreng, R. A. (1996).
A proposed model of external
consumer information search. Journal



of the Academy of Marketing Science,
24, 246-256

55.Schindler, R. M. (1989). The
excitement of getting a bargain. Some
hypotheses concerning the origin and
effects of smart-shopper feelings.
Advances in Consumer Research, 16,
Thomas K Srull, (Ed.) Provo, UT.
Association for Consumer Research,
447-453.

56.Schneider, L. G, & Currim, |. M.
(1991). Consumer purchase behaviors
associated with active and passive
deal-proneness. |International Journal
of Research in Marketing, 8, 205-222.

57.Sethuraman, R., & Cole, C. (1999).
Factors influencing the price premiums
that consumers pay for national brands
over store brands. Journal of Product

Brand Management, 8(4), 340-351.

58.Shimp, T. A., & Kavas, A. (1984). The
theory of reasoned action applied to
coupon usage. Journal of Consumer
Research, 11, 795-809.

59.Sinha, |., & Batra, R. (1999). The
effect of consumer price consciousness
on private label purchase. International
Journal of Research in Marketing, 16,
237-251.

60. Stigler, G. J. (1961). The economics of
information. Journal _of Political
Economy, 69, 213-225.

61.Szymanski, D. M., & Busch, P. S.
(1987). Identifying the generics-prone

consumers: A meta-analysis. Journal of
Marketing Research, XX1V, 425-431.

62.Tellis, G. J.,, & Gaeth, G. J. (1990).
Best value, price-seeking, and price
aversion: The impact of information
and learning on consumer choice.
Journal of Marketing, 54, 34-45.

63.Tybout, A., & Artz, N. (1994).
Consumer psychology. Annual Review

Psychology, 45, 131-169.

64.Urbany, J. E., Dickson, P. R., &
Kalapurakal, R. (1996). Price search in
the retail grocery market. Journal of

Marketing, 60, 91-104.

65.Westbrook, R. A., & Fornell, C. (1979).
Patterns of information source usage
among durable goods. Journal of
Marketing Research, 16, 303-312

66.Zhang, Y. (1996). Responses to
humorous advertising. The moderating
effect of need for cognition. Journal of
Advertising, 25, 15-32.

2002 07 25

2002 08 01

2002 11 22

2002 11 25

225



226

Al pha

. 84




227



	ABSTRACT

