St. Gabriel's Librruj~Au
A STUDY OF THE RELATIONSHIP BETWEEN PRIVATE LABEL PRODUCTS
ATTRIBUTES AND CONSUMER ATTITUDE

By

NILUBON SOONTHORNSIRI

A Thesis submitted in partial fulfillment
of the requirement for the degree of

Master of Business Administration

Examination Committee :
1.

Dr. Sirion Chaipoopirutana

(Advisor)

2.

Dr. Theerachote Pongtaveewould

(Member)

3.

Dr. Thongdee Kijboonchoo

(Member)

4.

Dr. Jakarin Srimoon

(Member)

5.

Assoc. Prof. Wirat Sanguanwongwan (MOE Representative)

Examined on : 26 August 2004
Approved for Graduation on :

Graduate School of Business
Assumption University
Bangkok, Thailand
August
2004

Abstract

The purpose of this study is to investigate the relationship between product
attributes and consumer attitude toward private label products. Product attribute
compose of product familiarity, perceived quality, perceived quality variation, cue
utilization, and perceived risk. All of these factors will measure the relationship with
consumer attitude toward private label products. The study also highlights factors
which have positive relationship and factors which have negative relationship with
consumer attitude toward private label products.
The most important part of this study is to examine the relationship between
independent and dependent variables as the hypothesis. Correlation coefficient is a
tool to measure relationship between product familiarity, perceived quality, perceived
variation, cue utilization, perceived risk and private label product.attitude.
The result of the study of relationship between product attributes and
consumer attitude toward private label products indicates that 3 out of 6 correlations
were statistically significant with the value of less than 0.01. The other 3 correlations
were not statistically significant with the value greater than 0.01. Three product
attributes that are statistically significant consist of product familiarity, perceived
quality, and perceived quality variation.
Whereas, the product attributes that are not statistically significant compose of
extrinsic cue reliance, intrinsic cue reliance and perceived risk.
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CHAPTER I
INTRODUCTION

1.1

Background of The Study
Retailing business is one kind of distributor channeling in four elements of

marketing mix that including with product, price, place or distribution, and
promotion. It directs its marketing efforts towards satisfying the consumer based upon
the organization of selling goods and services as a means of distribution (Gilbert,
1999). The final consumers within the chain are involved in a direct interface with the
consumer.

Retailers are often referred to as middleman or intermediaries. They

occupy a middle position, receiving and passing on products from producers and
wholesalers to consumers (J oonghathakamsathit, 2001 ).
Nowadays, consumers who are becoming increasingly value-conscious and
fewer brands loyal are a major challenge for the food industry, one that will persist
well into the future. The marketing struggle between store loyalty and brand loyalty is
causing a major rift in manufacturer-retailer-consumer relations, as shopper jump
from store to store. Experiment with private label brands, and demand greater
diversity in size and taste (Larson, 1992). While the outlook for food store sales
remains modest, the more successful supennarket chains are uncovering a variety of
opportunities, and have fueled their recent growth by improving operating efficiencies
(e.g. through forward buying and diverting), by concentrating on product assortments
and categories that offer higher gross margins, and by developing strong private label
programs. These store brands have become a very potent weapon in the battle
between manufacturers and retailers over channel control and consumer loyalty (Patti
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and Fisk, 1982; Standard & Poor's Industry Surveys, 1996).
According to the Private Label Manufacturers Association (PLMA), the 1997
market share for store brand products in supermarkets reached 16.2% of unit sales (up
from 15% in 1988 and 16% in 1996), and 20.8% of dollar sales, representing in
excess of $30 billion. The PLMA further predicts that private label food and beverage
sales will pass the $36 billion mark by the year 2000 (Bailey, 1999).
In 1997, consumers saved $15.8 billion by purchasing store brand products
(PLMA, 1997). These sales have come primarily from national brands, and have hurt
some of the world's foremost packaged goods marketers. Many retailers arc crossmerchandising their store brands with national brands, which boosts private label
sales but can hurt sales of the national brand in the promoted store brand category
(Weinstein, 1999). The future of the U.S. supermarket industry could depend on how
well the private label concept is conceived, executed, and controlled (Zimmennan,
1998). Industry observers claims that the improved quality of store brand products
during the past ten years now makes trading down more palatable for many
consumers, and the traditionally higher profit margin of store brands makes them an
important element in retailers' merchandising mix (PLMA, 1997; Zimmerman, 1998).
Additionally, the rise in store brand sales is forcing manufacturers to rethink their
national brand strategies, offering higher quality products at lower prices.
On the surface, it might appear that all the elements are in place for resurgence
in the grocery industry. On closer study, however, the picture is not that clear. PLMA
and others caution that private label growth forecasts contain some caveats. "While
retailers and suppliers and equally committed to the sustained growth and profitability
of private label, they don't appear to be working together harmoniously enough on a
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number of important fronts to achieve that growth, "PLMA's Blueprint for Growth
warned. Saying that some "misconceptions" and "miscommunication" exist, PLMA
stated that retailers and suppliers question the level of business services available
from private label manufacturers. For example, national brand manufacturers are
perceived to be stronger in product development, category management, and
technology. The competitive response of national brands to any perceived private
label encroachment on brands' market shares could temper the growth of store brands.
For Asian countries, Retail business sales grew by 18% between 1990 and
1995, but the private label market grew by 176% over the same period (Wolf, 1999).
It is a highest growth rate because the base of Volume is very small but having high

potential to consideration. In Thailand, after the new retail format, supercenters, cash
and carry have established in the market. They have begun to produce and sel I private
label product in their store by using the lower price. The high potential retailers in
Thailand who have chance to produce private label products composing Tesco Lotus
Supercenter, Big C Supercenter, Carrefour and Makro; which have Suppressive,
Leader price. Carrefour and Aro as private label name respectively. Most of all are a
few large retailers who dominating large share of retailing industry and have many
branches to capture and satisfy consumers nationwide.
Regarding to rapidly expanding of Supercenter in Thailand, and among the
strategies Supercenter are launching private label product. Based on the rationale that
private label brands tend to offer low prices, the combination of low incomes and the
economic recession should make private label product attractive .. Thus, many related
people such as retailers, manufacturers must reconsider themselves and study this
topic as serious case in order to push theirs force and protect their share respectively,
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Especially, a study of relationship between private label products attitude and product
attribute should be studied because this is a key factors which affecting consumer to
buy or not products.

1.2

Research Objectives
As the increasing of private label product in many countries showed the good

trend to penetrate and direct compete with national brand. Thus, many related people
such as retailers, manufacturers must reconsider themselves and study this topic as
serious case in order to push theirs force and protect their share, then the study of
product attribute that affect the consumers attitude toward private label products were
conducted.
The main objective of this research is to study relationship between product
attribute and consumer attitude toward private label products.
Six major objectives in this study are:
To assess the relationship between product familiarity and consumer attitude.
To assess the relationship between perceive quality and consumer attitude.
To assess the relationship between perceive quality variation and consumer
attitude.
To assess the relationship between extrinsic cue reliance and consumer attitude.
To assess the relationship between intrinsic cue reliance and consumer attitude.
To assess the relationship between perceive risk and consumer attitude.
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1.3

Statement of Problem
There have been many changes m the way retailers have influenced their

power in the distribution chain. The level of retail concentration is particularly intense
in the grocery business. Their increasing concentration and influence have contributed
significantly to the weakening of many manufacturer or national brands. This explains
the increasing importance of retailer own labels, or private label product.
Due to the economic crisis in Thailand, purchasing power of consumers has
decreased. This affects buying behavior of consumers in the way that consumers
become more conscious in pricing. They prefer to purchase goods at cheaper prices.
Private label products, which offer lower prices, can fulfill consumers' needs.
However, it still cannot be concluded that lower prices of private label
products can stimulate customers to buy them. A lot of consumers in Thailand still
never buy private label products. Although the prices of private label product are
cheaper, consumers may not be encouraged by this factor. Therefore, it is a wonder
whether lower prices of private label products make consumers buy them rather than
national brand products. There may be other factors that stimulate them to buy private
label products. In order to gain more insight about consumer behavior, the research on
the relationship between product attribute and consumer attitude on private label
products should be conducted.
In order to find the factor that influence consumer the most when they make
purchasing decision on private label product, the following questions are conducted

Is there a relationship between product familiarity and consumer attitude'?
Is there a relationship between perceiving quality and consumer attitude'?
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Is there a relationship between perceiving quality variation and consumer attitude?
Is there a relationship between extrinsic cu e reliance and consumer att itude?
Is there a relationship between intrinsic cue reliance and consumer attitud e?
Is there a relationship between perceiving risk and consumer attitude?

1.4

Scope and Limitation of Research
For this research, the researcher intends to studies the relationship between

attribute of private label products and consumer attitude. This study wi ll focus on
consumer attitude toward private label product as a whole, rather than any particular
private label product or private label product for any specific grocery product
category. The conceptual model in this research consists of independent and
dependent variables. The independent variable is product attribute that consist of
product familiarity, perceive quality, perceive quality variation, extrinsic cue reliance,
intrinsic cue reliance, and perceive risk. The dependent variable is consumer attitude
toward private label products. For the population, the target populati on of this study is
the people shopping in the supercenter in Bangkok areas. As this study is a survey
study, the researcher used questionnaires to obtain information from the respondents.
The sample size is 390 people who responded to the questionnaires.

1.5

Importance of the Research
The researcher initiated this study for designing a better marketing strategy.

The research will have three benefits one for retailer and the other are manufacturers
and consumers to provide better idea for the company who take in charge of pri vate
label brand to better target the consumers.

6
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For retailers, can help to understand and confirm global consumer behavior
trend that they should act or react. But now hey have stared to follow private label
product global trend.
For manufacturers, should be more focus on private label product perfonnance
in big retailers. Private label products are one competitor, which manufacturers must
prepare strategies to protect market share from new indirect competitor in the near
future.
For consumers, facing the economic recession affecting consumers has less
disposable income to buy goods. Private label product is a one choice of product,
which consumers have right to select and buy.

1.6

Definition of Terms

Private Label Brand, Store Brand, or Own Brand: are manufactured for
retailers or wholesalers and marketed under their label rather than the manufacturer's
label. Large retailers often buy products from leading manufacturers, then sell the
products under the retailer's own brand name to consumers. (Assael, 1993)

National Brand: a brand created and owned by the producer of a product or
service. (Kotler and Amstrong, 1996)

Discount stores: Sell standard merchandise at lower prices by accepting lower
margins and selling higher volumes. Occasional discounts or specials do not make a
discount store. True discount stores regularly sell their merchandises at lower prices,
offering mostly branded, not inferior goods. Discount retailing has moved beyond
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general merchandise into specialty merchandise stores such as discount sportinggoods stores, electronics stores, and book stores (Kotler, Ang, Leong, and Tan, 1996).

Cue: is surrogate indicator of quality, such as price or brand name, which
consumer often use when evaluating product quality (Cox, 1967).

Extrinsic Cue Reliance: refers to extrinsic cues, which are attributes which,
while product-related, are not a part of the physical product, (e.g. brand name, price,
type of package, store name, store image). Consumers associate extrinsic cues with
product quality (Olson, 1972; Olson & Jacoby, 1973).

Intrinsic Cue Reliance refers to intrinsic cues, which are those product
attributes, which are intrinsic to the product in the sense that they cannot be changed
or experimentally manipulated without also changing the physical characteristics of
the product, itself (e.g. density of garment fiber, sweetness of a soft drink). Intrinsic
cue reliance is the degree to which consumers associate intrinsic cues with product
quality (Olson, 1972; Olson & Jacoby, 1973).

Familiarity: is the amount of experience with a product class, which generally
determines the skill and difficulty needed to judge the quality of product.

Perceived Quality Variation: refers to the degree to which unfamiliar brands
within a particular product class are perceived to offer a level of quality competitive
with of that familiar brands (Cunningham, 1967).
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Perceive Risk: refers to the amount and kind of risk perceived in evaluating
the quality of a product. The amount of perceived risk will depend upon the
characteristics of the individual, characteristics of the product, and the situation.

Perceived Value: refers to the evaluation of fairness of the product or
transaction. It is, the individual belief that the product I service quality is equivalent to
the momentary sacrifice (Dodds, 1995).

Store Image: refers to the cognitive and affective response associated with
shopping at a particular store (Krunkel & Berry,. 1968 ; Oxenfeldt, 1975).
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Chapter II
Literature Review

This part of the study has been developed to delineate different theories and
models leading to development of conceptual framework upon which this research is
being conducted. Thus models in this chapter along with the theories have formed a
conceptual framework, in which the variable can be tested, examined and can be
useful for further research studies.
For this section, the researcher reviews the previous empirical research studies
of relationship between product attributes and consumer attitude toward private label
products that consist of Product Attribute; Product Familiarity, Perceived Quality,
Cue Utilization, and Perceived Risk and Consumer Attitude.

2.1

Product Attribute
Product attributes are that each attribute provide the consumer with a specific

benefit that has some degree of utility for that consumer (Mowen and Minor, 2001 ).
For this study product attributes consist of product familiarity, perceive quality,
extrinsic cue reliance, intrinsic cue reliance, and perceive risk
Schewe and Smith (1980) stated that the product could be seen as the entire
bundle of utility that is offered by a marketer to the marketplace. Researcher
mentioned that product is a bundle of features, characteristics, or attributes that satisfy
buyers' needs. All these attributes influence purchasing decision.
Bharadwaj (2000) suggested that the most common interpretation of product
attribute provides the consumer with a specific benefit that has some degree of utility

10
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for that consumer. Brand preferences and choice probabilities are defined as functions
of attribute utilities, and attribute utilities are assumed to increase as the perceived
importance of the attribute increases.
In general, attributes related to product performance and can be further divided

into product related and non-product related attributes. Product related attributes are
connected to the product category that is familiarly call features. As an example,
components, materials, on-screen programming and stereo sound are all product
related attributes of a video cassette recorder. Non-product related attributes are
defined as external aspects, which related to product purchase or consumption that
include four type of information: price, packaging, the identity of typical consumer
and where in what situation the product is used. (Pitta & Katsanis, 1995)
Product and product attributes are major stimuli that affect consumer
cognitions, attitudes and behaviors. These attributes may be physical and concrete or
psychological and subjective. Psychological attributes are for instance, design and
quality. Consumers evaluate products based on their own values, goals , belief and
past experiences. Physical and psychological product attributes give rise to
consequences of benefits . These benefits may be functional or psychological (Evan,
Mountinbo & Raaji, 1996).
A consumer's overall attitude towards an object is a function of many
attributes of the object. The attitude forms as a result of the consumer's strength of
feeling or the strength of the salient beliefs, about the attributes and also the
evaluation of those beliefs (Blythe, 1997).
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Raju (1977) also investigated the role of price in quality perception for stereos.
The researcher hypothesized that interactions between price and familiarity, and brand
name and familiarity would be apparent in quality assessments for stereos without
specifying in advance the nature of this interaction. He speculated that, for those
highly familiar with stereos, price should show narrower ranges of acceptability and
brand name greater salience than for those subjects less highly familiar with stereos.
Wheatley and Chiu (1979) took a different approach in their study of quality
evaluations for toothbrushes. The researchers hypothesized that, compared to nonexperts, experts would display relatively greater reliance on intrinsic cues than
extrinsic cues. The experiment was conducted with 84 student subjects who were
blocked into groups (dental versus non-dental students), and asked to rate high and
low quality toothbrushes at either higher or lower prices in a randomized block
design. The results supported their hypothesis by showing that experts relied on
intrinsic cues in quality evaluations of toothbrushes more than the non-experts

2.1.2

Perceived Quality

Consumers often judge the quality of a product on the basis of a variety of informational cues that they associate with the product. Some of these cues are intrinsic
to (inherent in) the product, such as specific product characteristics; others are
extrinsic to (external to) the product, such as price, store image, brand image, and
promotional message. Either singly or in composite, such cues provide the basis for
perceptions concerning product quality.
Intrinsic cues are intrinsic concern physical characteristics of the product
itself, such as size, color, flavor, or aroma. In some cases, consumers use physical

quality products. Recent evidence on this issue is conflicting. For example, data
collected by Consumer Reports suggests that the prices that some manufacturers
charge for certain kitchen appliances are unrelated to the products' quality. A study of
electrical and electronic products in the Japanese market supports this conclusion.
However, another researcher argues that when marketers know that consumers use
prices as an indicator of quality, they are encouraged to raise the quality of their
products. Unfortunately, it is a lot easier for them simply to raise their prices to imply
quality.
Some marketers have successfully used the price-quality relationship to
position their products as the top-quality offering in their product category. For
example, Cock Full O'Nuts coffee was introduced as a high-priced coffee that was
"worth the difference" in cost because of its allegedly "superior" flavor and taste.
If price and quality are so tenuously related, why do consumers continue to

use price as a guide to product selection? The answer seems to be that they use price
as a surrogate indicator if they have little other information to go by, or if they have
little confidence in their own ability to make the choice on other grounds. When brand
names are known or experience with a product is great, price declines as a factor in
product selection. Recent evidence supports the notion that consumers who use price
as an indicator of quality do so because they believe quality differences do exist. Not
surprisingly, such consumers show greater preference for higher-priced brands than
individuals who do not believe that quality varies among brands.
Store image. Retail stores have images of their own that serve to influence the
perceived quality of products they carry, as well as the decisions of consumers as to
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2.1.1

Product Familiarity

The impact of product familiarity on consumers' information processing has
been a features of traditional information processing theories of consumer choice
(Howard & Sheth, 1969; Bettman, 1979). Previous studies have demonstrated that
brand name has a significant effect on product evaluations (Dodds, Monroe, &
Grewal, 1991; Jacoby, Szybillo, & Busato-Schach, 1977; Peterson & Jolibert, 1976).
Conceptually, this could explain why consumers are generally more familiar with
brand names than with intrinsic product cues. Many studies reported in the literature
have shown that brand name effect is moderated by consumers' familiarity with or
knowledge about the product category. Bettman and Park ( 1980) found that
consumers who are more familiar with product category tend to rely on brand name in
their product evaluation and choice processes. Thus, consumers with more product
knowledge are likely to use brand name as a basis for their product evaluations. In
comparison, consumers who are less familiar with the product category would tend to
evaluate specific attributes and integrate their evaluations to reach an overall
judgment. In a related vein, Purwar, (1982) conceptualizes familiarity or expertise as a
construct which decreases reliance on extrinsic cues such as price.
Valenzi and Eldridge's ( 1973) research divided 52 students into two between
subject groups on the basis of familiarity with beer. The researchers took four
repeated quality evaluation measures for two different beers at two different levels of
price. These researchers hypothesized that lack of familiarity with a product disposes
one to rely on cues such as price to evaluate product quality. The researchers found,
however, that no significant interaction emerged from the analysis. Thus, their
hypothesis relating to familiarity was not supported.
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characteristics to judge product quality. For example, research has found that
consumers judge the flavor of ice cream, the mildness of dishwashing detergent, and
the quality of shirts by color cues. Even the perceived quality of laundry detergents
has been affected by color cues. For example, sales of Proctor & Gamble's Cheer
detergent skyrocketed when its color was changed to blue, undoubtedly because
housewives associated the color with the "bluing" their mothers used to add to wash
to whiten and brighten their laundry.
Consumers like to believe they base their product quality evaluations on
intrinsic cues, because they can justify resulting product decisions (either positive or
negative) on the basis of "rational" or "objective" product choice. More often than not,
however, the physical characteristic they select on which to judge quality has no
intrinsic relation to the product's quality. Thus, though many consumers claim they
buy a brand because of its superior taste, they are often unable to identify that brand in
blind taste tests.
In one study, Budweiser-loyal beer drinkers were asked to sample two beers:
first Budweiser, and then a second brand of beer, which they had professed to dislike.
The subjects could not bring themselves to finish the second beer because of its
"skunky" and "terrible" taste. In actuality, both samples of beer were Budweiser. In
this situation, perception of taste was clearly based on the product images, not on
actual taste differences. In another taste test, consumers claimed a preference for the
taste of a national brand grape jelly to that of a generic brand, when actually both
were the same product. In still another study, housewives were asked to evaluate the
tastes of two different beverages successively, identified as Coke and Diet Coke. The
housewives were enthusiastic about the Coke but complained about the hitter
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aftertaste of Diet Coke. Both samples, however, actually contained the same
beverage-regular Coke. Because some of the early diet beverages did have a bitter
aftertaste, many consumers simply attributed that characteristic to all diet sodas and
thus "tasted" (perceived) what they expected to taste. Other consumers may not have
wished to identify with a product designed for overweight people because of its lack
of congruence with their own self-images.
In the absence of actual experience with a product, consumers often "evaluate"
quality on the basis of factors quite external to the product itself, such as its price, the
image of the store(s) that carries it, or the image (that is, the reputation) of the
manufacturer that produces it.
Price-quality relationship. A number of research studies support the view that
consumers rely on price as an indicator of product quality. Several studies have shown
that consumers attribute different qualities to identical products that carry different
price labels. One study reported that subjects ranked the quality of three samples of
unlabeled beer in direct relationship to their prices: The high-priced beer was ranked
first in quality, the medium priced beer second, and the low-priced beer as lowest in
quality, despite the fact that all three samples were actually the same brand. Another
study found that housewives rated high-priced pantyhose as better in quality than
medium-priced or low-priced pantyhose, even though the three samples were of
identical Quality. Because price is so often considered an indicator of quality, some
products deliberately emphasize a high price to underscore their claims of quality.
How closely are price and quality actually related across product lines? One
researcher found such a relationship for only 51 percent of the products analyzed. For
14 percent of the products, the higher prices were actually associated with poorer-
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where to shop. Retail stores may have a variety of images, such as a high-fashion
image, a ~ow-price image, a wide-selection image, or a good service image.
The type of product the consumer wishes to buy will influence his or her
selection of retail outlet; conversely, the consumer's evaluation of a product will be
influenced by the knowledge of where it was bought. Regardless of what she actually
pays for the dress she selects (regular price or marked-down price), she wi 11 probably
perceive its quality to be high. However, she may perceive the quality of the same
dress to be much lower if she buys it in a discount store with a low-price image.
Most studies of the effects of extrinsic cues on perceived product quality have
focused on just one variable-price or store image. However, where a second extrinsic'
cue is available, it is likely that perceived quality will be a function of the interaction
of both cues on the consumer. To test this hypothesis, four identical samples of
carpet-cut from the same bolt-were given to female subjects who were asked to rate
their quality on a scale ranging from very low to very high. Each carpet sample was
labeled with a price and the name of a store, as follows: (1) high-image store, high
price; (2) high-image store, low price; (3) low-image store, high price; and (4) lowimage store, low price.
The researchers discovered that the samples with the high price were perceived to be of significantly better quality than the samples with the low price;
similarly, the samples from the prestige store had a somewhat better perceived image
than the samples from the low-prestige store. In addition, the researchers found that
the interactive effects of both price and store image significantly altered the subjects'
perceptions of product quality from the perceptions achieved by either cue alone.

1 -
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A recent study found that when brand and retailer images become associated,
the less favorable image becomes enhanced at the expense of the more favorable
image. Thus when a low-priced store carries a brand with a high-priced image, the
image of the store will improve, while the image of the brand will be negatively
affected.
Manufacturer's Image, Consumer imagery extends beyond perceived price and
store image to the producers themselves. Manufacturers who enjoy a favorable image
generally find that their new products are accepted more readily than those of
manufacturers who have a less favorable or a "neutral" image. Obviously, consumers
have greater confidence that they will not be disappointed in a major name-brand
product. Advertising has an important role in establishing a favorable brand image.
Studies have shown, for example, that advertised brands of both peanut butter and cat
food were perceived as higher in quality than; non advertised brands, and that people
expressed a greater willingness to buy, the advertised than the unadvertised brands.
Many companies have definite images in the consumer's mind. For many years
IBM reigned as the most admired U.S . Corporation on such attributes as quality of
management, long-term investment value, and financial soundness. Kodak was most
admired in terms of community and environmental responsibility, and HewlettPackard in terms of its ability to attract, develop, and keep talented people. On the
other hand, Union Carbide's image has taken a severe beating since the chemical
accident in its plant near Bhopal, India, which killed thousands of people.
Today, companies are using advertising, exhibits, and sponsorship of
community events to enhance their image. However, some marketers argue that
product and service advertising would do more to boost their corporate image that

institutional (i.e., image) advertising. Others see both types of advertising-product and
institutional as integral and complementary components of a total corporate
communications program.
2.1.3

Cue Utilization

The term of cue is often used as a substitute for stimulus, attri bute, or
infonnation. Bruner, Goodnow and Austin (1956) define cues as being id entical to
attributes. They posited attributes as referring to any aspect of an object, that is any
characteristics, quality, event, or object associated with the object.
Cox (1967) and Olson and Jocoby (1972) defined a cue as infonnation, which
includes price, color, scent, friends' opinions, taste, or feel, Olson (1972) defined cue
as a surrogate or indirect indicator of quality.
Cox (1967), in his original model, postulated that cues are selected by two
determinants of cue utilization: predictive value and confidence valu e: The predictive
value refers to the perceived probability with which a criterion category is associated
with an attribute category, while confidence value is the degree of confidence with
which each cue can be sorted into a certain category by an individual (Schellinck,
1980). The rationale for these two variables is based on the notion that consum ers are
selective in their use of information cues. Cox that the influence of each cue was
direct with the information utility of that cue. This means that the higher the value of
a cue, the higher the probability that the cue would be used by consumers to evaluate
an attribute. With this in mind, Cox identified two key factors, which he believed
influenced consumer assignment of information utility to cue, and ultimately
determined which cues would be used and which one would be rejected. Olson
(1972), in an extension of Cox's (1967) cue models, defined predictive value (PY) as

the degree to which a consumer believes that the cue is indicative of a particular
product attribute of interest (e.g., product quality). Conceptually, this value is akin to
a perceived probability coefficient, which may take on values between zero and one
(Cox, 1967; Olson, 1972).
The confidence value (CV) of a cue refers to the measure of hov.: consumers
are certain or confident in their ability to accurately use or evaluate a cue. This is the
degree of confidence of consumers in distinguishing between and ranking various
levels of cues such as differences in clothing textures or taste variance in brands of
coffee. (Olson, 1972; Burger, 1981). While a cue may have many predictive values
according to the attribute assessed, the confidence values of cues act more in the
manner of a qualifying variable (Cox, 1967).
Cox (1967) theorized that the predictive and confidence values of cues are
independent in dimensions, but their effects on attribute evaluations are multiple in
nature. If consumers evaluate cues by assigning predictive and confidence values,
those cues that receive the highest predictive and confidence values have the greatest
potential for being used to evaluate a product attribute.
Olson (1972) was consistent with Cox's (1967) model in identifying predictive
and confidence values as the key dete1minants of cue utilization. However, Olson
added a third variable, which he identified as cue intrinsic and extrinsic cues. Olson's
rationale for adding this classificatory variable to this model was to further explain
why certain cues are utilized and others are not.
An intrinsic cue is part of the product, which cannot be changed or
experimentally altered. (e.g., color, flavor, texture), while an extrinsic cues is a
product related attribute which is not a paii of the physical product (e.g.,

product warranty, brand name).
According to Olson (1972), the intrinsic or extrinsic character of a cue has no
direct effect on the process of cue utilization, but is a useful tool for determining the
relative order in which individual cues could be augmented in the judgment process.
As such if consumers are confronted with a large number of cues, and they choose to
investigate only a limited number of them, the order in which the cues are considered
becomes important. For example, if consumers have a preference for intrinsic cues,
extrinsic cues with potentially high predictive and confidence values may never be
considered (Burger, 1981). A number of studies support limited information usage by
consumers (Jacoby & Olson, 1977; Newman, 1977). For example, Olson & Jacoby,
(1973) presented subj ects with a large set of cues (12 to 15) for each five different
products. The researchers found that the subjects were asked to specify which cues
would be considered in making a purchase decision. The subj ects consistently
selected a small subset of the available cues (an average of only four to si x).
Olson (1972) hypothesized that "a cue is used as an indicator of quality
perception to the extent that it is perceived to have both high PY and CV" (p. 82).
Likewise, the magnitude of the effect that a cue has upon quality perception is great
only for those cues that have both high PY and high CV. Simply stated, the predictive
and confidence values of cues, rather than operate independently, interact on quality
assessment. Olson theorized that the magnitude of experience or familiarity with a
product class, the magnitude of self-confidence with a product category, the perceived
quality differences among various brands and the perceived impmiance of a product
category are likely to influence the cue utilization process. Thus, for a cue to have
strong effect on the final judgment (quality assessment) it must have both a high PY
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and a high CV.
Olson (1972) and Olson and Jacoby (1973) further differentiated between cues
that are extrinsic or intrinsic to the product. These researchers suggest that the
intrinsic-extrinsic dimension have no direct effect on the process of cue utilization but
form a useful basis for determining the relative order in which the individual cues are
augmented in the judgment process. Intrinsic cues are product attributes that cannot be
changed or manipulated without also altering physical properties of the product itself
(e. g., texture, taste, aroma). Extrinsic cues are product-related attributes, which are
not part of the physical product (e.g., price, brand name, and packaging). They
suggest that consumers generally believe that the intrinsic cues are more accurate
indicators of product quality than are the extrinsic cues. Therefore, given that both
extrinsic cues and intrinsic cues are available to the consumer, they suggest that the
intrinsic cues be used more often and have a greater effect upon quality. In other
words, intrinsic cues, by virtue of their greater predictive and confidence values, are
theorized to be utilized to greater extent than extrinsic cues in Quality assessment for
most products (Olson, 1972; arson & Jacoby, 1973).
To study whether consumers' differential thresholds are typically sensitive
enough to discriminate between brands. If differences between some brands go
undetected in taste tests in which consumers attempt to "tune in" their discriminatory
powers, perhaps even larger differences escape notice in everyday consumption
activity. For other nonfood products, consumers may be capable of using intrinsic
cues to discriminate between brands, but not be able to detem1ine whether these
differences are important in predicting which brand will provide greater satisfaction.
For example, how many would be capable of identifying the "best" grade of carpeting

without expert help? Given these problems, it is not surprising to find that product
perceptions are often influenced by other factors. That is, in order to form impressions
of products, consumers process additional stimuli that are not actual physical
characteristics of the product itself. These features, often called extrinsic cues, could
be packaging characteristics, advertising messages, statements of friends, and many
other pieces of information from a wide variety of sources. To illustrate, studies have
shown that the addition of a faint, not consciously noticed perfume scent to women's
hosiery can lead consumers to strongly prefer them over identical but un scented
alternatives. Another finding is that bread wrapped in cellophane was judged by
consumers to be fresher than identical bread wrapped in waxed paper.
Some evidence suggests that consumers' product perceptions are more likely
to be influenced by extrinsic cues when the product is complex in nature. Generally,
however, little is known about how consumers select such cues lo form
interpretations, or what the conditions are which influence this process. What is
known suggests four propositions that are worthy of consideration:
1. Certain extrinsic cues are more likely than others to be selected for use in
judging products. The selection will be influenced by the consumer's
experience as well as the type of cues available.
2. The way in which extrinsic cues are encoded can strongly influence
consumers' product evaluation. For example, the cellophane wrapping on
a food item could be encoded as "packaging," but it also could be encoded
as "freshly kept food," "protected food," or something similar. Each is
likely to have a different influence on product perception.
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3. Certain extrinsic cues may not be encodable in a meaningful way by the
consumer. These would then have little if any subsequent effect on how
the product is interpreted. The listing of certain packaged-food
ingredients such as sodium ascorbate, calcium propionate, and propyl
gallate might fit this description.
4. Available extrinsic cues may lead the consumer to develop additional
inferential beliefs or interpretations of the product. An inferential belief
is, one formed without a direct basis in the existing stimulus situation. For
example, an advertisement that only mentions the whitening ability of a
laundry detergent might also lead some consumers to interpret the brand
as having clothes-softening properties. This could occur because ads for
other brands claim to have both properties, and consumers have
associated the two m their minds . However, since the present
adve1iisement makes no softening claim, such interpretations are based on
inference and do not have a basis in the stimulus situation.

2.1.4

Perceived Risk

Consumers must constantly make decisions regarding what products or
services to buy and where to buy them. Because the outcomes (or consequences) of
such decisions are often uncertain, the consumer faces some degree of "risk" in
making a purchase decision. Perceived risk is defined as he uncertainty th at consumers face when they cannot foresee the consequences of their purchase deci sions.
This definition highlights two relevant dimensions of perceived risk: uncertainty and
consequences.
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The degree of risk consumers perceives and their own tolerances for risk
taking serve to influence their purchase strategies. It should be stressed that
consumers are influenced only by risk that they perceive, whether or not such risk
actually exists. Risk that is not perceived-no matter how real or how dangerous-will
not influence consumer behavior. Furthennore, the amount of money involved in the
purchase is not directly related to the amount of risk perceived. Selecting the right
mouthwash may present as great a risk to a consumer as selecting a new television set.
In making product decisions, consumers perceive risk because they may have
little or no experience with the product or product category they are considering either
because they have never used it or because it is new on the market. Or they may have
had an unsatisfactory experience with other brands and are concerned about making a
similar mistake. Their financial resources may be very limited, so their selection of
one product may require them to forgo purchase of another. Finally, they may feel
that they have very limited knowledge on which to base a decision, or may lack
confidence in their ability to make the "right" decision .
The major types of risk consumers perceive in making product decisions include:
functional risk, physical risk, financial risk, social risk, psychological risk, and time
risk.
1. Functional risk - the risk that the products will not perfonn as expected.

("Will the dishwasher really clean my dishes and my pots ?")

2. Physical risk - the risk to self and to others that the product may pose. ("Is
a microwave oven really safe, or does it emit harmful radiation?")
3. Financial risk - the risk that the product will not be worth its cost. ("Will
graduate school really help me get a better job?")
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4. Social risk - the risk that a poor product choice may result in
embarrassment before others. ("Will that new deodorant really suppress
perspiration odor?")

5. Psychological risk - the risk that a poor product choice will bruise the
consumer's ego. ("Will I really be proud of this house?")

6. Time risk - the risk that the time spent in product search may be wasted if
the product does not perform as expected. ("Will I have to go through the
shopping effort all over again?")
Studies show that the perception of risk by the consumer varies, depending on the
person, the product, the situation, and the culture.

Risk Perception Varies By Consumer. The amount of risk perceived depends on the consumer. Some consumers tend to perceive high degrees of risk in
various consumption situations; others tend to perceive little risk." High risk
perceivers have been described as narrow categorizers, since they limit their product
choices to a few safe alternatives. They would rather exclude some perfectly good
alternatives than chance a poor selection. Low-risk perceivers have been described as
broad categorizers, since they tend to make their choices from a much wider range of
alternatives. They would rather risk a poor selection than limit the number of
alternatives from which they can choose.
Some consumer researchers suggest that there may be a difference in the type
of perceived risk consumers associate with a specific alternative as opposed to the risk
associated with the choice between alternatives. The kind of risk perceived also
depends on the consumer. For example, a study of the acceptance of a new product
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found that low-risk perceivers report, perceiving only one risk in buying the new
product (inconvenience-a functional risk), while high-risk perceivers perceived two
major risks (wasting money is a financial risk, and their spouses' disapproval is a
social risk). Along these hnes, other consumer researchers have suggested that the
importance of perceived negative consequences of a specific purchase decision may
vary by individual and thus may be a relevant variable on which to segment markets.
Generally, marketers use self-reports to measure perceived risk. To measure
perfonnance risk, for example, they might ask: "In your opinion, what is the
likelihood that there will be something wrong with product X?" "ff you bought
product X, what are the chances that you would not be satisfied with the way it
performed?" To measure social risk, they might ask: "If you bought product X, what
are the chances that your friends would approve of your choice?" Each of these
questions would have a response scale ranging from very great to very slight.

Risk Perception Varies By Product Category. An individual's perception of

risk varies with product categories. For example, purchasers of headache remedies
were found to perceive higher perceived risk than did purchasers of dry spaghetti.
Similarly, consumers were found to perceive a higher degree of risk in the purchase of
color television sets than in the purchase of golf clubs.
Some researchers have suggested that it is possible to classify products on the
basis of type and intensity of risk. For example, color television sets would be
classified as high-risk products because they engender more different types of
perceived risk and potentially greater losses than products classified as medium-risk
products, such as lawn furniture, or as low-risk products, such as personal stationery.
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Risk Perception Varies With The Shopping Situation. Researchers have

found that the degree of risk perceived by the consumer is affected by the shopping
situation. For example, consumers were found to perceive a higher degree of risk in
ordering from non-store retailers by mail or telephone, from catalogs or direct mail
solicitations, or from door-to-door salespeople. However, the sharp increase in mailorder catalog sales in recent years suggests that on the basis of positive experiences
and word-of-mouth, consumers perceive less risk in mail order shopping than they
once did.

Risk Perception Varies By Culture. Not all people around the world exhibit

the same level of risk perception. Research shows, for example, that risk is a less
important determinant' of consumer behavior in Mexico than in the United States.
However, marketers who do business in several countries should not generalize the
results of consumer behavior studies done in one country to other countries without
further research.

How Consumers Handle Risk. Consumers characteristically develop their

own unique strategies for reducing perceived risk. These risk-reduction strategies
enable them to act with increased confidence in making product decisions, even
though the consequences of such decisions are still somewhat uncertain.

Consumers Seek Information. Consumers seek information about the

product and the product class through word-of-mouth communication (from friends
and family, from people whose opinions are valued, from stores and from sales

people) and from mass media communications (such as newspapers and magazines,
consumer reports, testimonials and "endorsements). A recent study shows that
consumers spend more time thinking about their choice, and search for more
information regarding the product choice, when they associate a high degree of risk
with the purchases' This strategy is straight forward and logical, since the more
information the consumer has regarding the product and the product category, the
more predictable the probable consequences, and thus the lower the perceived risk.
One researcher reported that high-risk perceivers were more likely than lowrisk perceivers to have engaged in product-related conversations during the past six
months for two out of three products studied. Furthermore, high and medium-risk
receivers were more likely than low-risk perceivers to seek infonnation when they
initiated a product related conversation. High-risk perceivers are also more likely to
act upon the advice they seek than are low-risk perceivers. Research has found, for
example, that high-risk perceivers are more affected by both favorable and
unfavorable information than low-risk perceivers.
Since consumers tend to seek out information, especially from those who are
already

product

users,

astute

marketers

try

to

influence

word-of-mouth

communications in their ads. For example, ads showing group discussions of possible
product risks and the overriding rewards, by people representing the target market,
may reassure high-risk perceivers to buy the product. Zenith used this strategy in
introducing color television. To allay doubts about the risks involved (relatively high
price and uncertainty about quality), ads showed informal peer group discussions of
the product in which the messages were "I've bought one," "Everyone's buying
Zenith," and "It's handcrafted." The strategy proved successfuL

29

Consumers Are Brand Loyal. Consumers can avoid risk by remaining loyal
to a brand with which they have been satisfied instead of purchasing new or untried
products. A study of the acceptance of a new food product revealed that high-risk
perceivers were more likely to be loyal to their old brands and Jess likely to purchase
the new product. A study of consumers of headache remedies found that a
significantly greater number of high-risk perceivers were branded loyal as compared
with low risk perceivers.

Consumers Select By Brand Image. If consumers have had no experience
with a product, they tend to "trust" a favored or well-known brand name. Consumers
often think well-known brands are better and are worth buying for the assurance
offered of quality, dependability, performance, and service. Marketers' promotional
efforts supplement the perceived quality of their products in helping to build and
sustain a favorable brand image.

Consumers Rely On Store Image. If consumers have no other information
about a product, they will trust the judgment of the merchandise buyers of a reputable
store and will depend on them to have made careful decisions in selecting products for
resale. Store image also imparts the implication of product testing and the assurance
of service, return privileges, and adjustment in case of dissatisfaction.

Consumers Buy The Most Expensive Model. When in doubt, consumers
may feel that the most expensive model is probably the best in terms of quality; i.e.,
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they equate price with quality. (The price-quality relationship was discussed earlier in
this chapter.)

Consumers Seek Reassurance. Consumers who are uncertain about the
wisdom of a product choice seek reassurance through money-back guarantees ,
government and private laboratory test results, warranties, and pre-purchase trial
(through free samples or limited free. Products that do not easily lend themselves to
free trials present a challenge to the marketer. This challenge was successfully met by
Teledyne Water Pik, which received an award from the Point-of-purchase Advertising
Institute for a store display that enabled consumers to feel the pulsating effect of a
shower head on their hands through a waterproof membrane.
Of the risk-reduction strategies given above, the most favored strategies to
reduce perceived risk tend to be the warranty's coverage, the product's perceived
quality, and the manufacturer's perceived reputation, and the least favored strategies
buying the mo st expensive model, private laboratory tests, money-back guarantees,
and endorsements.
A recent study found that the risk-reduction strategy employed by consumers
varies among product classes. Brand loyalty was the best risk reducer for shampoos,
detergents, and canned mushrooms; money-back guarantees and store image were the
best strategies for reducing risk in the purchase of electric appliances; and comparison
shopping was the risk-reduction strategy of choice for dresses and dishes. These
findings suggest that marketers should first determine the kinds of risks perceived by
potential customers and then create a mix of "risk relievers" tailored to their target
markets.
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The concept of perceived risk has major implications for the introduction of
new products. Since high-risk perceivers are less likely to purchase new products than
low-risk perceivers, it is important to provide such consumers with acceptable riskreduction strategies, such as distribution through reputable retail outlets, informative
advertising, publicity stories in the media, impartial test results, free samples, and
money-back guarantees. It is most important to reach the influential-the opinion
leaders-from whom product advice and information are actively sought and acted
upon by others.

2.2

Attitude

An attitude is a "learned predisposition to respond in a consistently favorable
or unfavorable manner with respect to a given object. Notice that attitudes are learned.
This is a bright spot for marketers because it suggests that it is possible to change
attitudes. They are innate. The definition also shows that attitudes are related to
behavior in that they are a predisposition to respond in a certain way to a certain
stimulus. It is easy to see that attitudes are the result of learning experiences. Socially
unacceptable attitudes, such as racist attitudes, are also the result of learning. Learning
is generally thought of in a positive way, but it has negative aspects as we 11.
Close examination of the definition points out that attitudes are enduring
rather than momentary states. Stable, consistent attitudes help individuals organize
mental processes and behavior. Finally, attitudes are directed toward some object. In
marketing an attitudinal object may be a product, service, person, or idea.
Attitudes represent cognitive beliefs. If the industrial purchaser of chemicals believes
that a supplier's product is of the highest quality, that customer service is good, and

that delivery will be quick, this purchaser's attitude is likely to assure that the supplier
of this product will have a very good chance to make a sale. Attitudes. in this
situation, can lead to a particular desired behavior-that is, consideration of the
chemical supplier.
Note that the behavior, in this example, is not that the product was purchased,
but that it was included in the final consideration. The attitude of an individual serves
as a general guide to behavior toward the attitudinal object. This does not necessarily
mean a favorable attitude will result in a particular brand being purchased. Consumers
have attitudes toward competing brands as well. Furthermore, attitudes are not the
sole, determinant of our behavior. Situational, financial, and motivational forces, as
well as attitudes, influence our behavior.
Since attitudes are situational, the effects of attitudes are control led by the
circumstances that surround them. Most Americans have very favorable attitudes
toward the Rolls Royce and Mercedes automobiles, yet not many own one of these
cars. Many people admire, that is, have attitudes that favor, mansions surrounded by
well-tended fonnal gardens. Few people live in such places, however. Attitudes may
be affected by other attitudes. People who don't like winter weather will probably not
like snow skiing, or buy a snowmobile, or plan to live out their days in Minnesota.
Thus, it is difficult to predict a specific behavior from an attitude toward a
single object. One's specific behavior toward the purchase of a beverage for
entertaining may be influenced by one's attitudes toward the time of the year. toward
the guests, and toward saving money for that desperately needed vacation.
Nevertheless, there are many situations where there is a consistency between attitudes
and behavior. For example, we may think that the store personnel are friendly in our

favorite department store. We may also think that the store is clean and the prices are
reasonable. Purchasing behavior at this store may be consistent with our attitudes.
Much managerial strategy is based on the assumption that "all other things being
equal" a positive attitude toward a store or brand will predispose the consumer to shop
at the store or utilize the brand.
Many products that we don't buy are avoided because of our negative attitudes
toward these things. In short, our attitudes serve as a guide to our behavior toward the
attitudinal object. Despite the complications entering into the consideration of
attitudes, there are many situations where consistencies between attitudes and
behavior occur. Effective marketing managers can put these consistencies to good use.
Engel (2000) mentioned that attitudes usually play a major role in shaping
consumer behavior. In deciding which brand to buy, or which store to shop, consumer
will typically select the brand or store that is evaluated most favorably. Consequently,
in building an understanding of why consumers do or do not buy a particular product
or shop at a certain store, attitude can be quite useful. Schiffinan (2000), an attitude is
a leaned predisposition to behave in a consistently favorable or unfavorable way with
respect to a given object. There is general agreement that attitudes are learned. This
means that attitudes relevant to purchase behavior are fanned as a result of direct
experience with the product, information acquired from other, and exposure to mass
media. It is impmiant to remember that while attitudes may result from behavior,
there are not synonymous with behavior. Instead, they reflect either a favorable or an
unfavorable evaluation of the attitude objects.As mentioned by Hawkin ( 1998),an
attitude is an enduring motivational, emotional, perceptual, and cognitive processes
with respect to some aspect of our environment. It is a learned predisposition to

respond in a consistently favorable or unfavorable manner with respect to a given
object Thus, an attitude is the way we think, feel and act toward some aspect of our
environment such as retail store, television program or product. According to Assael
( 1998), attitudes are consumer's learned tendencies to evaluate brands in a
consistently favorable or unfavorable way; that is consumers evaluate brands in a
particular brand on an overall basis from poor to excellent. As for Kinnear and Taylor
(1996), an attitude is an individual's enduring perceptual, knowledge-based,
evaluative and action-oriented processes with respect to an object or phenomenon. For
Kotler(2000), attitude is a person's enduring favorable or unfavorable evaluations,
emotional feelings, and tendencies toward some object or idea.
2.2.1

The Components of Attitudes

Attitudes have traditionally been viewed as consisting of three components:
cognitive, affective and conative. A person's knowledge and beliefs about some
attitude object reside within cognitive component. The affective component represents
a person's like or dislike of the attitude object. The conative component refers to the
person's action or behavioral tendencies toward the attitude object.
Figure 2.1 The cognitive, Affective, and Conative Components of Attitude:

Cognitive
Component

Affective
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Conative
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Overall
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Source: James Engel (2000), Consumer Behavior, Dryden Press.
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2.1.1.1 Tri-component Attitude Model

According to the Tri-component attitude model, attitudes consist of three major
components as follows:

- The Cognitive Component

Schiffman (2000) stated that the first components of the Tri-component
attitude model consist of a person's cognition; that is the knowledge and perceptions
that are acquired by a combination of direct experience with the attitude-object and
related infonnation ITom various sources. This knowledge and resulting perception
commonly take the form of beliefs: that is, the consumer believes that. the attitudeobject possesses various attributes and that specific behavior will lead to specific
outcomes. Hawkins (1998) mentioned that the cognitive component consists of a
consumer's beliefs and knowledge about an object. The beliefs need not be correct or
tme: they only need to exist. Many believes about attributes are evaluative in nature.
That is, attractive styling, and reliable performance are generally viewed as positive
beliefs. The more positive beliefs there are associated with a brand and the more
positive each belief is, the more favorable the overall cognitive component is
presumed, and the more favorable the overall attitude.

- The Affective Component

Hanna and Wozniak (2000) quoted that a consumer's emotions or feelings
about a particular product or brand constitute affective component of an attitude.
These emotions and feelings are frequently treated by researchers as primarily
evaluative in nature; emotionally charged state (i.e., happiness, sadness, shame,
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disgust, anger, distress, guilt, surprise) may enhance or amplify positive or negative
experiences, and that later recollection of such experiences may impact what comes to
mind and how the individual acts.

- The Conative Component
Schiffman(2000)mentioned that the conation, the final component of the tricomponent attitude, model is concerned with the likelihood or tendency that an
individual will undertake a specific action or behave in a particular way with regard to
the attitude object. According to some interpretations, the conative component may
include the actual behavior itself In marketing and consumer research, the conative
component is frequently treated as an expression of the consumer's intention to buy.
Hawkin (1998) quoted that the conative component of an attitude is one's tendency to
respond in a certain manner toward an object or activity. The behavioral component
reflects. these intentions as they are modified by the situation in which the behavior
will occur.
Peter and Olson ( 1999) stated that consumers can have attitudes toward
various objects-including products, brands, models, stores, people and aspects of
marketing strategy in their environment as well as imaginary objects such as concepts
or ideas. Mowen (1998) mentioned that, an attitude implies that a consumer has
developed a positive or negative feeling towards some objects, such as a brand, a
company, or even an idea. Attitudes can also be useful to marketers in many other
ways. They are often used for judging the effectiveness of marketing activities.
Engel, Blackwell and Miniard (2000) quoted that an attitude can help evaluate
marketing action even before they are implemented within the market place. In
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addition, attitudes can also be used to segment markets and choose target segment.
One approach to segmentation involves dividing the markets. based on how favorable
consumers are toward the product.
Attitude contains components of belief and opinion, but it is neither. Attitude
differs from belief in that belief is neutral, not implying good or bad . Belief is
concerned with the presence or absence of an attribute, and is usually based on a
judgment of the available evidence. Attitude contains an element of affect and
evaluates whether the existence of an attribute will result in satisfaction or
dissatisfaction. Attitude differs from opinion in that opinion is an overt, vocalized
expression of an attitude. Opinions may arise from attitudes (i.e., be expressed as the
result of an attitude) attitudes may arise from hearing the opinions of others. The two
are, in fact, separate entities.

2.3

Previous Study
As increasing of private label product in many countries showed its good trend

of penetrating and directly competing with national brand. Then related people such
as retailers, manufacturers must reconsider themselves and study about this kind of
product as serious case in order to push their force and protect their share respectively.
the researcher would like to present the previous study of attitudes for more
understanding.
Joonghathakamsathit (2001 ), studied the relationship between psycho logical
factors and consumer attitude toward private label products. This study measured
relationship between consumer perception which is composed of price consciousness;
value consciousness and price-quality perception. and market construct which is

composed of brand loyalty, impulsiveness, risk averseness, and smart-shopper selfperception and private label product attitude. The result concludes that there 1s a
relationship between value consciousness and impulsiveness, brand loyal ty, risk
averseness and consumer attitude toward private label product.

Tanthansakul (1999) studied women's knowledge, attitude and purchasing
behavior of house brand products. The results are that attitude toward house brand
products among women is not different regarding age, education, and income. Media
exposure of purchasing behavior in retail stores or wholesale stores that have house
brand products does not correlate with knowledge about house brand products.
However, knowledge about house brand products correlates with purchasing behavior
of house brand products.

Casonkajonthip (2002), conducted a research to find the factor in marketing
mix that influences consumers the most when they make purchasing decision on
Tesco Lotus's house brands so that the manufacturers who have their own brands can
understand their consumer behavior and can formulate appropriate marketing
strategies to compete with house brand products. Four factors of marketing mix,
product, pnce, place, and promotion, are independent variables. Moreover, each
independent variable has component(s). The components of each independent variable
are shown as.
- Product: packaging, brand name, trademark, waiTanty, and product image. --- Price: lower price
- Place: shelf space arrangement

- Promotion: point of purchase and consumer sales promotion
The dependent variable, is the purchasing decision of consumers on Tesco
Lotus's house brands. The result of the survey shows that consumers are concerned
with warranty, shelf space arrangement, trademark, and lower price respectively.
Therefore, product is the most important factor when consumers make purchasing
decision on Tesco Lotus's house brand products. In order to compete with house
brands, the researcher recommends the manufacturers to continuously develop their
quality of products. At the same time, they need to emphasize on warranty, shelf
space arrangement, and trademark that are important factors to consumers. Since price
is not the most significant factor to consumers, manufacturers should not compete
with house brands via reducing prices.
Gimba (1999) examined the issue of branding practices with particular focus
on contextual cue effects on evaluations of national and private label brands grocery.
The results of the analyses indicated that the prevalent quality perception "gap"
between national and store brand is not as distinct as seen in past studies. As such, the
research implication is that marketers and store brand managers must consistently
emphasize store brand product quality instead of the price orientation which is
stressed currently .
Dunne (1996) conducted an economic analysis of private label supply in the
grocery industry. With private

labels

growing in

many grocery

markets,

manufacturers of national brands often find themselves in a dilemma. Private labels'
gains are largely at the expense of national brands, with the result that manufacturers
can have idle capacity due to stagnating sales. Retailers, for their part, arc paying
increasing attention to product quality as they develop premium private labels in an
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attempt to build store loyalty. Supplying retailers' private labels can be attractive for
national brand manufacturers. However, there are substantial risks: the manufacturer
may end up substituting low-margin private label supply for more profitability
national brand sales. As a result, some manufacturers are extremely reluctant to
consider the idea. The attractions of private label supply include the prospect of
overall gains in sales volume, the ability to segment the market and deterrence of
competitive supply. The drawbacks, on the other hand, can include loss of margin, the
possibility of starting off price war and production inefficiencies. This research
proposes a dominant-fim1 model, which predicts the conditions under which a
manufacturer will supply a retailer's private label. While the linear-demand basis of
the model is inherently simple, it is rich in insights about the considerations facing
manufacturers in contemplating private label supply. The model is applied to a case
study of a grocery products firm. An econometric model is developed to develop
demand functions and separate parameters are estimated to reflect heterogeneity
among consumers and non-stationary in consumption. The parameters are entered into
a spreadsheet version of the theoretical model and results derived for this particular
firm . The spreadsheet model is used to analyze how the profitability of private label
supply changes in a variety of real-world scenarios. This research found that private
label supply is unprofitable for the firm, primarily because the competitive fringe
keeps prices and profit margins low. However, this result is very sensitive to changes
in private label costs. By contrast, changes in national brand costs or in the competing
dominant finn's strategy have little impact on the profitability of private label supply
for this manufacturer.
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Seo (1997), studied about price and promotion effects of branded and private
label products using scanner data: a national-level, market-level, and store-level
analysis of spaghetti sauces. This research considers six types of spaghetti sauces
(Prego, Ragu, Classico, Hunt's, Newman's Own, and Private label) to investigate the
interrelationships of prices and advertising efforts via the use of several econometric
models. In this analysis, the researcher employed scanner data from Information
Resource, Inc. (lRI). With the national-level data, we estimated own-price, cross-price
and total expenditure elasticity as well as own- and cross- product adve1iising
elasticity via the use of a model developed by Duffy. Seo auged that this model
through the use of a polynomial inverse lag mechanism to deal with the carryover
effects of advertising. In our empirical findings, uncompensated own-price elasticity
is in the elastic range. Finally, all own advertising elasticity are positive and crossadvertising elasticity are negative. This research use market level data to investigate
the regional variability of price and expenditure elasticity via the use of a Rotterdam
model. Own-price, cross-price, and total expenditure elasticity were estimated for 43
different market areas in the United States. Variability of own-price, cross-price, and
expenditure elasticity across different regions (the Northeast, Midwest. South, and
West) was evident. Utili zing store-level data from two markets (Houston, TX and
Dallas/Ft. Worth, TX) and two brands (Prego and Ragu), and using a SUR
(Seemingly Unrelated Regression) approach, own-price, cross-price, and advertising
elasticity for the two markets were obtained. As well, impacts of featuring, in-store
displays, and freestanding inserts on movement of Prego and Ragu spaghetti sauce
brands at the store level were obtained. Dynamics in item movement were captured
using a Nerlovian partial adjustment model. Within a particular market for a given
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brand, coefficients of factors affecting movement of spaghetti sauce were different
across stores. Generally, two major indices of advertising effort, either dollar outlay or
gross rating points (GRPS) are considered in marketing research. We investigated not
only which is the better measure of advertising effort but also the causality between
dollar spending and GRPS using national-level data for the Prego brand. Based upon
our econometric analysis, neither measure of advertising effort is better than the other;
however, advertising spending precedes GRPS, but not vice versa.
Hoch, Montgomery, and Park (1999), studied about Long-Term Growth
Trends in Private Label Market Shares. The previous research has shown that most
consumer product markets are in long-run competitive equilibrium. In most
categories, a given brand's market share is stationary, showing remarkable stability
over long time horizons (10 years). This empirical generalization has been attributed
to both consumer inertia and competitive reaction elasticity that lead to offsetting
marketing spending which nullifies attempts by one brand to take unilateral action to
increase share. Despite consumer inertia and competitive matching, we find that
during the period 1987-94 one brand consistently showed positive market share
evolution - the retailer's own brand, the private label. In 225 consumer packaged
goods categories, private labels trended upward 86% of the time. To provide some
insight into these empirical findings we develop an analytic explanation for how
private labels can grow even though national brands exhibit no growth on average.
We argue that this can occur because unlike its national brand competitors, the retailer
thought its private label is the only brand that not only controls its own marketing
spending but also exerts some influence over the ultimate marketplace spending of
their national brand competitors.
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CHAPTER III
Research Frameworks

This study is designed to investigate the relationship between product
attributes and consumer attitude toward private label products. In order to test the
hypotheses, the product attributes, namely, product familiarity, perceive quality,
extrinsic cue reliance, intrinsic cue reliance, and perceive risk are taken as
independent variables while private label product attitude stands the dependent
variable.

Theoretical Framework
3.1

Conceptual Framework
This research is conduct to analyze the relationship between private label

product attributes and consumer attitude toward private label product.
The conceptual framework consists of two parts. The first part consists of the
selected attributes that consumer generally take into consideration while purchasing a
private label product. These attributes are considered as the independent variables.
The second part of the conceptual framework is private label product attitude which is
considered as dependent variable.
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Figure 3.1 The Theoretical Framework of This Research Study

Independent Variables

Dependent Variable

Product Attribute

Product Familiarity

Perceive Quality

Perceived Quality Variation
Consumer Attitude

Extrinsic Cue Reliance

Intrinsic Cue Reliance

Perceive Risk
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According to the conceptual framework, six independent variables have been
chosen as the factors that affect buyer's attitude.

Product Attribute
Product and product attributes are maJor stimuli that affect consumer
cognitions, attitudes and behaviors. These attributes may be physical and concrete or
psychological and subjective. Psychological attributes are for instance, design and
quality. Consumers evaluate the products based on their own values, goals, belief and
past experiences. Physical and psychological product attributes give rise to
consequences of benefits. These benefits may be functional or psychological (Evan,
Mountinbo & Raaji, 1996).
The characteristics of the product involved also determine the usage of
standardized advertising. These characteristics would include product attributes , both
purchase and usage patterns; psychological attributes associated with the product (e.g.
attitude); and cultural factors.

Perceived Quality
Consumers often judge the quality of a product on the basis of a variety of infonnational cues that they associate with the product. Some of these cues are intrinsic
to (inherent in) the product, such as specific product characteristics; others are
extrinsic to (external to) the product, such as price, store image, brand image, and
promotional message. Either singly or in composite, such cues provide the basis for
perceptions concerning product quality.
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Consumers like to believe they base their product quality evaluations on
intrinsic cues, because they can justify resulting product decisions (either positive or
negative) on the basis of "rational" or "objective" product choice. More often than not,
however, the physical characteristic they select on which to judge quality has no
intrinsic relation to the product's quality. Thus, though many consumers claim they
buy a brand because of its superior taste, they are often unable to identify that brand in
blind taste tests.
In the absence of actual experience with a product, consumers often "evaluate"
quality on the basis of factors quite external to the product itself, such as its price, the
image of the store(s) that carries it, or the image (that is, the reputation) of the
manufacturer that produces it.

Cue Utilization
The term of cue is often used as a substitute for stimulus, attribute, or
information. Bruner, Goodnow and Austin (1956) define cues as being identical to
attributes. They posited attributes as referring to any aspect of an object, that is any
characteristics, quality, event, or object associated with the object.
Cox (1967) and Olson and Jocoby (1972) defined a cue as information that
includes price, color, scent, friends' opinions, taste, or feel, Olson (1972) defined cue
as a surrogate or indirect indicator of quality.
An intrinsic cue is part of the product that cannot be changed or
experimentally altered. (e.g., color, flavor, texture), while an extrinsic cues is a
product related attribute which is not a part of the physical product (e.g., product
warranty, brand name).
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According to Olson ( 1972), the intrinsic or extrinsic character of a cue has no
direct effect on the process of cue utilization, but is a useful tool for determining the
relative order in which individual cues could be augmented in the judgment process.
As such if consumers are confronted with a large number of cues, and they choose to
investigate only a limited number of them, the order in which the cues are considered
becomes important.

3.2

Research Hypotheses
There are six hypotheses developed from the research objectives of this study

that determine the relationship between product attributes and consumer attitude
toward private label product.
1.

Hlo

: There is no relationship between product familiarity and consumer's
attitude.

Hla

: There is a relationship between product familiarity and consumer
attitude.

2.

H2o

: There is no relationship between perceive quality and consumer
attitude.

H2a

: There is a relationship between perceive quality and consumer
attitude.

3.

H3o

: There is no relationship between perceive quality variation and
consumer's attitude.

H3a

: There is a relationship between perceive quality variation and
consumer attitude.
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4.

H4o

: There is no relationship between extrinsic cue reliance and consumer
attitude.

H4a

: There is a relationship between extrinsic cue reliance and consumer
attitude.

5.

H5o

: There is no relationship between intrinsic cue reliance and consumer
attitude.

H5a

: There is a relationship between intrinsic cue reliance and consumer
attitude.

6.

3.3

H6o

: There is no relationship between perceive risk and consumer attitude.

H6a

: There is a relationship between perceive risk and consumer attitude.

Operationalization of the Independent and Dependent Variables
Before the measurement process can be initiated, the researcher must
identify the concepts relevant to the problem. A concept is a generali zed idea
about a class of obj ects, attributes, occurrences, or processes. Next, a concept must
be made operational in order to be measured. An operational definition gives
meaning to a concept by specifying the activities or operations necessary to
measure it (Zikmund, 2000). Thus, this section will discuss the operationalization
of independent and dependent variables and how to measure all of these variables.
In addition, the researcher will discuss about the scales of measurement. The
researcher uses Interval scale.
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Table 3.1 Operationalization of the Independent and Dependent Variables

Variable

Operational Definition

Operational
Components

Level of
Measurement

Product Attribute :
Product Familairity

The degree of knowledge or
experience with private label
brands.

- Usage
expenence,
preferable

Interval

Perceive Quality

This refers to the level to which
shoppers perceived in quality of
private label brands

- quality, value
of money

Interval

Perceived Quality
Variation

This refers to the level to which
shoppers perceived differences
in quality between national and
private label brands

- Comparison
of quality or
relaibility

Interval

Extrinsic Cue Reliance This concerns the level to which
consumers associate extrinsic
cue with the product quality
ostruct.

- Reliability of
advetisement,
packaging and
brand name

Interval

Intrinsic Cue Reliance This refer to the degree to which
consumers associate intrinsic
cues with product quality .

- Reliability of
taste and
ingredient.

Interval

Perceive Risk

This concern the degree to
which shoppers associate store
brands with financial,
performance, social, or physical
risk.

;- Financial nsk

Interval

Consumer Attitude

- Affective,
The level to which consumers
are inclined to favorably respond behavioral, and
to private label grocery products. cognitive

Interval

CHAPTER IV
Research Methodology

The purpose of this chapter is to provide an overview of research methodology to
be used in this research that will study the relationship between product attribute and
consumer attitude toward private label products. There are four topics in this chapter:
1. Method of Research,
2. Respondents and Sampling Procedures,
3. Research Instrument,
4. Pretest, and
5. Statistical Treatment of Data

4.1

Research Method Used
This research is an exploratory research, conducted to clarify and define the

nature of a problem. This research uses questionnaire to obtain the infomiation from
the respondents in the sampling unit.
Survey method is being utilized in this research in order to collect primary
data from a sample consumer. Survey is a technique that has been used by researchers
over the last 50 years. Survey is defined as a research technique in which information
is gathered from a sample of people by use of a questionnaire (Zikrnund, 1997).
Surveys can be qualitative as well as quantitative. The way a survey is conducted
depends on its objective. Researchers mostly prefer surveys. due to its cost
effectiveness, less time taking, high effectiveness, and accuracy.
Surveys can be done in many ways. Survey data can be obtamecl when

respondents are asked questions through questionnaire. On the other hand,
questionnaires can be distributed hand to hand or through postal mail or electronic
mail etc,. In recent days e-mail has become a popular way of surveying through
questionnaire. Each survey technique has its merits and demerits. Normally an
interview is limited to a small number of respondents, for example 15-30. Since our
number of respondents is much higher in number we will adopt the questionnaire
form of survey for our research. Self-administrated questionnaires will be employed
to quote respondents' response. The respondent, rather than an interviewer, fills this
kind of questionnaire. Thus a respondent will read and then answer the questionnaire
himself.

4.2

Respondents and Sampling Procedures
Non-probability sampling (Zikmund, 1997) is a sampling technique in which

units of the sample are selected on the basis of personal factors. It is most appropriate
for this research study because the elements in the population do not have any
probabilities of being chosen as sample subjects. In addition, the method of
judgmental sampling is also utilized. This method helps in obtaining inforn1ation from
specific targets .

Target Population
The respondents for this study are those who are in the best position to provide
the information required. In order to conduct this research, the entire group of people,
events or things of interest that the researcher wishes to investigate is called a
population (Sekaran,2000) and the target population is the specific complete group

relevant to the research project.
The target population of this research refers to male and female, who are over
15 years old, and residing in Bangkok, by launch of the questionnaires at supercenters
in Bangkok area. This research studies this group of population because they are
potential target consumers.

Sampling Frame
Sampling frame refers to the list of elements from which a sample may be
drawn. There is no sampling frame in this research survey as the researcher is not able
to find a list of people who purchase private label products.

Sampling Procedure
"Non-Probability Sampling" is used in this research because the population
being chosen is unknown. The researcher used purposive sampling procedure for
selecting the respondents. The researcher selects a sample to serve a specific purpose
because the he/she wishes to study consumer's attitude toward private label products
in Bangkok area. Therefore, the researcher selects the respondents from supercenters
located in Bangkok area. The total number ofrespondents is 390 samples.

Determining Sample Size
In this research sample size is detennined by estimating proportion. These are
three things, which need to be considered to determine sample size; a specified degree
of confidence, specified precision, and knowledge of sampling distribution of this
statistics. The distribution of sample proportion is centered about the population as

characterized in the following equation:

n=

p(l- p)Z

2

E2

1.

n = sample size,

2.

The allowable error E is 0.05 or 5 percentage points,

3.

The level of confidence is set at 95%. Then the number of
standard score of Z associated with the confidence level is
equal to 1.96.

4.

The population proportion (p) for this research refers to those
who carry the desired characteristics.

The sample size can directly replaced into the formula by the related figure

N= 0.5 (1 -0.5)1.96
(0.05 ) 2

2

N ~ 384 .16

The researcher will use 390-sample size for collecting the primary data via
questionnaire for this study.

4.3

Research Instrument
This research used questionnaire to gather infonnation from the respondents.

The formation of questionnaire was based on the theoretical framework and previous
study. The questionnaire consists of three parts. All questions responded to the
statement of problem and hypotheses. The questionnaire is attached in Appendix A.
Part A : Personal Data
Part B : Consumer knowledge among private label product attribute.
Product Familiarity
Perceive Quality
Perceive Quality Variation
Extrinsic Cue Reliance
Intrinsic Cue Reliance
Perceive Risk
Part C : Consumer Attitude Toward Private Label Product

4.4

Pretest
Churchill (1999) stated that each question m the questionnaire should be

reviewed to ensure that the question is not confusing or ambiguous, potentially
offensive to the respondent, leading or bias inducing and also is easy to answer. Thus,
the real test of questionnaire is use to find out how it performs under actual conditions
of data collection. Pretests is vital and are defined as trial runs with a group of
respondents for the purpose of detecting problems in the questionnaire instructions or
design. In the pretest the researcher look for evidence of ambiguous questions and
respondent misunderstanding, whether the questions mean the same thi ng to al I

55

respondents, and other considerations (Zigmund, 1997a). Due to the limitation of the
online survey that the respondents cannot ask the researcher if they do not understand
the question. It is required for this study to do the pretest, which is run with a group of
respondents before launching the questionnaire online.
Vanichbuncha (2001 ), mentioned that in order to conduct the pi lot survey or
Pre-test, the number of respondents should be at least 25 samples. In this research, 30
respondents participated in the pretest. After distributing the questionnaires, the
researcher received some recommendations to make the questionnaire clearer and
more understandable. The questionnaires are processed using the program SPSS to
find out the value of the reliability by using the Cronbach's Coefficient Alpha scales.
As quoted by Cronin & Tayler (1992), in order to test the reliability of questionnaires,
Cronbach's Coefficient Alpha scales were applied. The total result shows an alpha
coefficient value is equal to 0.6880. Sekaran (2000) mentioned that if the reli ab ility
value is equal to at least 0.6, it was considered reliable. As the result of reli abi lity
analysis from the study, the questionnaire is sufficient to examine the hypotheses
because the coefficient alpha scores were more than 0.6.

4.5

Statistical Treatment of Data
Once the necessary data are collected, the data are analyzed and summarized

in a readable and easily interpretable form. The Statistical Package for Social Science
(SPSS) is utilized to summarize the data where needed. After collecting the data from
390 questionnaires, the data are coded into the symbolic form that are used in SPSS
software. The researcher uses SPSS software for windows for data processing. The
form of data presentation from these procedures would also be presented in an easi ly
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interpretable format.
Descriptive statistics consists of the frequency and percentage in order to
describe each variable that is associated with respondent data such as personal data,
consumer evaluation in product attribute, and consumer attitude toward private label
product. Statistical treatment of data applied in the analysis by Pearson Correlation
Coefficient.

Pearson Correlation Coefficient
Pearson Correlation coefficient 1s used to find the relationship between
product attributes, which consist of product familiarity, perceive quality, cxtri nsic cue
reliance, intrinsic cue reliance, and perceive risk and consumer's atti tude toward
private label products.
The formula for calculating the correlation coefficient (r) for two variables X
and Y is:

n

I
rxy = ryx ==

(x i - x)( Yi -

y)

i=I
n

I(x; -x)2L(Y; -y) 2
i= I

Where the symbols X and Y represent the sample means of X and Y,
respectively.

The correlation coefficient ranges from +1.0 to -1.0. If the value of r is l .O,
there is a perfect positive linear (straight-line) relationship. If the value ofr is -1.0, a
perfect negative linear relationship or a perfect inverse relationship is indicated. No
cmrelation is indicated if r = Q. A correlation coefficient indicates both the magnitude
of the linear relationship and the direction of the relationship (Zikmund, 2000).
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CHAPTERV
Presentation of Data and Critical Discussion Results

This chapter is primarily concerned with the results of the survey from the
procedures discussed earlier in Chapter IV and emphasized on the analysis of all data,
which is include descriptive statistics analysis of independent and dependent variables
and hypotheses testing between independent and dependent variables.

5.1. Descriptive Statistics Analysis

Descriptive statistics analysis of correlation between products attributes and
consumer attitude toward private label products is comprised of 2 parts. The first is
respondent characteristics including a11 personal information such as:
Gender
Age
Education
Income
Experienced in Convenience Store
Knowledge in Private Label Brand
The second part is independent and dependent variables including descriptive
statistics analysis of all independent and dependent variables.
Independent Variables:
Product Familiarity
Perceived Quality
Perceived Quality Variation

Extrinsic Cue Reliance,
Intrinsic Cue Reliance, and
Perceived Risk.
Dependent Variable:
Consumer Attitude Toward Private Label Products

5.1.1. Descriptive Statistics Analysis of Respondent Characteristics
In this study, the demographic characteristics of respondents, who had

knowledge or experience in private label products in Bangkok Area, comprise of
gender, age, education, and income.

Table 5.1 : Gender
Percentage (%)

Frequency

-

Gender
Male
Female
Total

198
192
390

50.80
49.20
100

Table 5.1 shows the gender group of the respondents who answered the
questionnaires. It is comprised of 198 or 50.8 0% male, and 192 respondents or
49.20% are female. (The respondents who are male are the majority of the group
while the respondent who are female are the minority group of respondents in this
study.)

Table 5.2 : Age
Percentage (%)

Frequency
Age
182
155
42
8
3
390

25-34 years
Under 25 years
35-44 years
45-54 years
55 years or above
Total

I

46.70
39.70
10.80
2.10
0.80
100

Table 5.2 shows the age group of the respondents who answered the
questionnaires. It is composed of 155 respondents or 39.70%, are under 25 years, 182
respondents or 46.70%, are between 25-34 years, 42 respondents or 10.80% are
between 35-44 years, 8 respondents or 2.1 %, are between 45-54 years and 3
respondents or 0.80%, are 55 years or above. The respondents who are between 25-34
years represent the majority of the group while the respondents who are 55 years or
above are the minority group in this study.

Table 5.3 : Education
Frequency
Education
Undergraduate
College
High School
Graduate
Doctoral
Total

Percentage (%)
278
48
35
27
2
390

71.30
12.30
9.0
6.90
0.50
100 I

Table 5.3 shows the education level of the respondents. Thirty five
respondents or 9.0%, graduated from high school whereas 48 respondents or 12.30%,
graduated from collage. There are 278 respondents or 71.30%, are the holders of
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bachelor, 27 respondents or 6.90%, master degree and 2 respondents or 0.50%, hold
doctoral degree. The respondents who have bachelor degree are the majority of the
group while the respondent who hold doctoral degree are the minority group in this
study.

Table 5.4 : Income
Frequency
Income
Less than l 0,000
10,000-14,999
15,000-1 9,999
20,000-24,999
More than 30,000
25,000-29,999
Total

Percentage (%)
182
66
50
34
31
27

390

46. 70
16.90
12.80
8.70
7.90
6.90
100

I
I

Table 5.4 shows the amount of income earn by the respondents. According to
the data, 182 respondents or 46.70% have an income of less than 10,000 Baht, 66
respondents or

16.90% have an

income between

10,000-14,999

Baht, 50

respondentsor 12.80% have an income of between 15,000-19,999 Baht, 34
respondents or 8.70% have an income of between 20,000-24,999 Baht, 27 respondents
or 6.90% have an income of between 25,000-29,999 Baht, and 31 respondents or
7.90% have an income more than 30,000 Baht. The respondents who have an income
of less than 10,000 Baht are the majority while the respondents who have an [ncome
between 25,000-29,999 are the minority group in this study.
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5.1.2. Descriptive Statistics Analysis of Hypothesis Testing
In this research there are six hypotheses to be tested in order to determine the

relationship between products attributes and consumer attitude toward private label
products. The correlation analysis is applied for all of the hypotheses and the results
are explained in table below.
Hypothesis 1

Hlo

: There is no relationship between product familiarity and consumer attitude.

Hla

: There is a relationship between product familiarity and consumer attitude.

Table 5.5

: Correlation for product familiarity and consumer attitude toward
Private label products
Correlations

COMP RF

Pearson Correlation

COMPRF
1.000

Sig . (2-tailed }
COMATT

COMA TT
.459*
.000

N
Pearson Correlation

.459**

Sig . (2-tailed}

.000

N

390

390

390
1.000
390

**. Correlation is significant at the 0.01 level (2-tailed}.

In the first hypothesis testing, the null hypothesis (H1 0 ) stated that th ere is no
relationship between product famili arity and consumer attitude. The correlation
analysis is utilized to find out relationship between two variables. The Pearson
Correlation analysis in table 5.5 reports that there is a correlation between product
familiarity and consumers ' attitude toward private label products with a two-tailed
significance of .000, which is less than 0.01 (.000<0.01). Accordingly, the null
hypothesis is rejected which means that there is a relationship between product
familiarity and consumers' attitude at the significance level of 0.01. For the Pearson

Correlation the significant level at 0.459 means that consumer attitude to private label
products has a positive relationship with product familiarity at 0.459.

Hypothesis 2

H2o

: There is no relationship between perceive quality and consumer attitude.

H2a

: There is a relationship between perceive quality and consumer attitude.

Table 5.6

: Correlation for perceived quality and consumer attitude toward
Private label products
Correlations

COMATT

Pearson Correlation

COMATT
1.000

Sig . (2-tailed)
COMPQL

N
Pearson Correlation
Sig. (2-tailed)
N

COMPQL
.608*'
.000

390
.608**
.000
390

390
1.000
390

** Correlation is significant at the 0.01 level (2-tailed).

In the second hypothesis testing, the null hypothesis (H2 0 ) stated that there is

no relationship between perceived quality and consumer attitude. The correlation
analysis is utilized to find out relationship between two variables. The Pearson
Correlation analysis in table 5.6 reports that there is a correlation between perceived
quality and consumer attitude toward pri vate label products with a two-tailed
significance of .000, which is less than 0.01 (.000<0.01). Accordingl y, the null
hypothesis is rejected which mean that there is a relationship between perceived
quality and consumer attitude at the significance level of 0.01. For the Pearson
Correlation the significant level at 0.608 means that consumer attitude to pri vate label
products has a positive relationship with perceived quality at 0.608 .

Hypothesis 3

H3o

: There is no relationship between perceive quality variation and consum er
attitude.
: There is a relationship between perceive quality variation and co nsumer

H3a

attitude.
Table 5. 7

: Correlation for perceive quality variation and consumer attitude
toward private label products
Correlations

COMA TT

Pearson Correlation

COMA TT
1.000

Sig . (2-tailed)
N

COMPQV

Pearson Correlation

COMPQV
-.105*

390

.038
390

-.105*

1.000

Sig. (2-tailed)

.038

N

390

390

*. Correlation is significant at the 0.05 level (2-tailed).

In the third hypothesis testing, the null hypothesis (H3 0 ) stated that there is no
relationship between perceived quality variation and consumer attitude. The
correlation analysis is utilized to find out relationship between two variab les. The
Pearson Correlation analysis in table 5. 7 is reports that there is a correlation between
perceived quality variation and consumer attitude toward private label products with a
two-tailed significance of .038 which is less than 0.05 (.000<0.05). Accordingly, the
null hypothesis is rejected which mean that there is a relationship between perceived
quality variation and consumer attitude at the significance level of 0.05. For the
Pearson Correlation the significant level at -0.105 means that consumer atti tude to
private label products has a negative relationship with perceived quality variation at
-0.105.

Hypothesis 4
H4o

: There is no relationship between extrinsic cue reliance and consumer atlitude.

H4a

: There is a relationship between extrinsic cue reliance and consumer attitude.

Table 5.8

: Correlation for extrinsic cue reliance and consumer attitude
Toward private label products
Correlations

COMATT

Pearson Correlation

COMATT
1.000

Sig . (2-tailed)
COMECR

COMECR
.060
.239

N

390

390

Pearson Correlation

.060

1.000

Sig. (2-tailed)

.239
390

390

N

In the forth hypothesis testing, the null hypothesis (H4 0 ) stated that there is a
relationship between extrinsic cue reliance and consumer attitude. The correlation
analysis is utilized to find out relationship between two variables. The Pearson
Correlation analysis in table 5.8 is reports that there is no correlation between
extrinsic cue reliance and consumer attitude toward private label products with a twotailed significance of .239, which is more than 0.01 (.239>0.01). Accordingly, the null
hypothesis is accepted which mean that there is no relationship between extrinsic cue
reliance and consumer attitude at the significance level of 0.01. For the Pearson
Correlation the significant level at 0.60 means that consumer's attitude to private label
products has a positive relationship with extrinsic cue reliance at 0.60.
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Hypothesis 5
H5o

: There is no relationship between intrinsic cue reliance and consumer attitude.

H5a

: There is a relationship between intrinsic cue reliance and consumer attitude.

Table 5.9

: Correlation for intrinsic cue reliance and consumer attitude
Toward private label products
Correlations

COMA TT

Pearson Correlation

COMINR

N
Pearson Correlation

COMA TT
1.000

Sig . (2-tailed)

COMINR
-.058
.252

390

390

-.058

1.000

Sig. (2-tailed)

.252

N

390

390

In the fifth hypothesis testing, the null hypothesis (H5 0 ) stated that there is no
relationship between intrinsic cue reliance and consumer attitude. The con-elation
analysis is utilized to find out relationship between two variables. The Pearson
Correlation analysis in table 5.9 is reports that there is no correlation between intrinsic
cue reliance and consumer attitude toward private label products with a two-tailed
significance of .252, which is more than 0.01 (.252>0.0l). Accordin gly, th e null
hypothesis is accepted which mean that there is no relationship between intrinsic cue
reliance and consumer attitude at the 0.01 significance level. For the Pearson
Correlation the significant level at the -0.58 level means that consumer ' s attitude to
private label products has a positive relationship with intrinsic cue reliance at the
1.00.

[_)-,~

Hypothesis 6
H6o

: There is no relationship between perceive risk and consumer attitude.

H6a

: There is a relationship between perceive risk and consumer attitude.

Table 5.10 : Correlation for perceived risk and consumer attitude toward
Private label products
Correlations

COMATT

Pearson Correlation

COMA TT
1.000

Sig . (2-tailed)
COMPCR

COMPCR
.159*'
.002

N
Pearson Correlation
Sig. (2-tailed)

.159*'

N

390

390

390
1.000

.002
390

**. Correlation is significant at the 0.01 level (2-tailed).

In the sixth hypothesis testing, the null hypothesis (H6 0 ) stated that there is no
relationship between perceived risk and consumer attitude. The correlation analysis is
utilized to find out relationship between two variables. The Pearson Correlation
analysis in table 5.10 reports that there is a correlation between perceived risk and
consumer attitude toward private label products with a two-tailed significance of .002,
which is more than 0.01 (.002>0.01). Accordingly, the null hypothesis is rejected
which mean that there is a relationship between perceived risk and consumer attitude
at the 0.01 significance level. For the Pearson Correlation the significant level at 1.59
level means that consumer's attitude to private label products has a positive
relationship with intrinsic cue reliance at 1.5.
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CHAPTER VI
Summary, Conclusions and Recommendations

This chapter will primarily comprise of four sections. The first section is a
summary of the findings of the research hypothesis testing. The second section
presents the conclusion of the study. The third section discussed a recommendation,
and the last section depicts the suggestion for future study.

The determination of product quality is an. important stage in the consumer
buying process. Product quality has been defined as the consumer's judgment of the
degree of superiority or excellence of a product (Zeithmal, 1988) . Determination of
product quality is a user-based approach as suggested by (Garvin, 1983). ft is believed
that consumers use different attributes to infer quality. These attributes are classified
as product familiarity, perceived quality, perceived quality variation, extrinsic cue
reliance, intrinsic cue reliance, and perceived risk.

6.1

Summary of Findings
In summary, this research is aimed to study a correlation between product

attributes and consumer attitude toward private label products.

According to the statement of problems, the research hypothesis are presented
in Chapter I and III respectively; the data analyses and findings will be elaborated as
follow:
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Question 1 : Is there a relationship between product familiarity and consumer

attitude? Regarding the results of the Person Con-elation analysis in table 5 .5, it is
found that there is a relationship between product familiarity and consumer attitude.

Question 2 : Is there a relationship between perceived quality and consumer

attitude? Regarding the results of the Person Con-elation analysis in table 5.6, it is
found that there is a relationship between perceived quality and consumer attitude.

Question 3 : Is there a relationship between perceived quality variation and

consumer attitude? Regarding the results of the Person Con-elation analysis in table
5.7, it is found that there is a relationship between perceived quality variation and
consumer attitude.

Question 4 : Is there a relationship between extrinsic cue reliance and

consumer attitude? Regarding the results of the Person Con-elation anal ysis in table
5.8, it is found that there is no relationship between extrinsic cue reliance and
consumer attitude.

Question 5 : Is there a relationship between intrinsic cue reliance and

consumer attitude? Regarding the results of the Person Con-elation analysis in table
5.9, it is found that there is no relationship between intrinsic cue reliance and
consumer attitude.
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Question 6 : Is there a relationship between perceived risk and consumer
attitude? Regarding the results of the Person Correlation analysis in table 5.10, it is
found that there is a relationship between perceived risk and consumer attitude.

6.2

Conclusion and Discussion
The objective of this research is to study the relationship between product

attributes and consumer attitude toward private label products as a whole product
range not focus on any particular private label product or private label product for any
specific grocery product category.

The correlation of five attributes (product familiarity, perceived quality,
perceived quality variation, extrinsic cue reliance, intrinsic cue reliance, and perceived
risk) has been measured with private label product attitude by using Person
Correlation Test. There is one attribute which has no significant relationship with
private label product attitude as the significant value is greater than 0.01 . There is no
relationship between extrinsic cue reliance and private label product attitude . That
means the groceries shopping of Thai consumers have accepted the extrinsic cue of
private label product without concerning the price, the image of the store(s) that
carries it, or the image (that is, the reputation) of the manufacturer that produces it
when teydecide to buy.

There are four product attributes which have significant relationship with
private label product attitude, as the significant value is less than 0.01 and 0.05 . There

is relationship between product familiarity, perceived quality, perceived quality
variation, intrinsic cue reliance, and perceived risk and consumer attitude.

The first attribute is product familiarity that is, the degree of experience with
or understanding of a product in a product class. Familiarity tends to elicit certain
amount of confidence as well as the perception of certain criteria needed to evaluate
or select one product brand from another. Cunningham, Hardy and Imperia (1982)
argued that consumers familiar with private label brand's extrinsic cue deficiencies
may still hold positive evaluation of these products in terms of intrinsic cues (e.g.,
taste. texture. and quality of ingredients). From the results, the researcher can
conclude that when the customers decide to buy private label products, the customers
are concerned with their product familiarity because consumers who are more familiar
with product category tend to rely on brand name in their product evaluation and
choice processes. Thus, consumers with more product knowledge are likely to use
brand name as a basis for their product evaluation.

The second attribute is perceived quality; consumers often judge the quality of
a product on the basis of a variety of informational cues which they associate with the
product. Some of these cues are intrinsic to the product, such as specific product
characteristics; others are extrinsic to the product, such as price, store image. brand
image, and promotional message. Either singly or in composite, such cues provide the
basis for perceptions concerning product quality.

The third attribute is intrinsic cue reliance; consumers like to believe they base
their product quality evaluations on intrinsic cues, because they can justify resulting
product decisions (either positive or negative) on the basis of "rational" or "objective"
product choice. More often than not, however, the physical characteristic they select
on which to judge quality has no intrinsic relation to the product's quality.

The forth attribute is perceived risk; is classified as the degree to which
consumers associate risk with selecting a particular brand from a product class. Risk
has both perfonnance and financial aspects. In order to minimize risk consumers tend
to utilize extrinsic cues (e.g., packaging. brand image, price) since they are easy to
recognize and process. In making product deci sions, consumers perceive risk because
they may have little or no experience with the product or product category they are
considering either because they have never used it or because it is new on the market.
Or they may have had an unsatisfactory experience with other brands and are
concerned about making a similar mistake. Their financial resources may be very
limited, so their selection of one product may require them to forgo purchase of
another. Finally, they may feel that they have very limited knowledge on which to
base a decision, or may lack confidence in their ability to make the "right" decision .

6.3

Recommendations
Referring to the result of the research, the product familiarity, perceived

quality, intrinsic cue reliance, and perceived risk has strongly effect on th e buyer's
attitude toward private label product rather than extrinsic cue reliance. Besides,
Marketing management knowledge and practices of managers in retailer, th e buyer
have become much more product quality conscious and paid more attention to justify
the product before making buying decision.

The retailer should give enough

information of product quality for consumer to select and evaluate pri vate label
product.

Based on their finding, it is expected that the product fami liarity, perceived
quality, intrinsic cue reliance, and perceived risk to be the important indi cators of
product evaluation and willingness to buy. The retailer should fo cus on ad vertising
their product quality and building up the quality and familiarity strategy because the
product familiarity, perceived quality, intrinsic cue reliance, and percei ved risk effect
to the consumer attitude toward private label product.

The study has attempted to increase our understanding of various cue effects
on the evaluation of private label brands. The findings indicate that marketers and
brands managers need to stress store brand quality in promotional messages. Brand
managers who believe that their products taste as good as, if not better than national
brands, may find it necessary to promote this belief to consumers, Although
promotion may not be the key ingredient in the store brand marketing mix, innovation
and competitive developments are expected to not only pit store brands against
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national brands, but also to force private brands of one retailer to compete with the
private brands of another.

Retailers must constantly strive to match customer needs with product
offerings in accordance with the key rule of retail buying, (Bllizzi, etal., I 981 ) "goods
well bought are half sold." If consumers are unable to make appropriate judgments of
store brand quality, the other alternative available to retailers is to improve the
extrinsic cues )e.g., packaging, labeling) associated with these brands . Creating a
better image for store brands may be a matter of improving packaging and labeling
and engaging in more targeted, active advertising and promotion of these products.

Suggestion for Future Research

As this study is about the correlational study of psychologi cal factors and
consumer attitude toward private label product as a whole, not specific product
categories, the researcher who would like to use this study should be re-study this
topic in specific area. The finding from this research may be a driving force for the
further study in same topic but, focusing on one product category such as food, nonfood or specific product in order to gain more deep information about that product.
This in turns will enable the producers to produce the right product serving Thai
consumer. For example: If retailers plan to launch private label product into
carbonated soft drink market, the study will focus on carbonated soft drink in order to
gain in depth result of correlation.

Similarly, marketers who have responsibility to manage national brand should
re-study specific products such as Coke or Pepsi in order to set suitable strategy,
especially factors which have negative relation to private label product in order to
compete with private label product.
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Appendix A
Sa01ple of Questionnaire

THE QUESTIONAIRE TO MEASURE CUSTOMER ATTITUDE
TOWARD PRIVATE LABEL PRODUCTS
This questionaire is a partial fulfillment of thesis of Master Degree of Business
Administration Assumption University (ABAC)

Private Label Brand, Store Brand, or Own Brand - are manufactured for
retailers or wholesalers and marketed under their label rather than the
manufacturer' s label. Large retailers often buy products from leading
manufacturers, then sell the products under the retailer's own brand name to
consumers.

Please indicate your opinion as to the extent with the following statements of your
characteristics of store brand grocery items. Remember that there are no right or
wrong answers.

Part I : Personal lnfomation

1. Sex

D 1.

D 2. Female

2. Age

D 1. Below 25 years old D 2. 25 - 34 years old
D 4. 45 -54 years old .
D 3. 35 - 44 years old
D 5. 55 years old or above
3. Education

D 1. High School
D 3. Bachelor Degree
D 5. Doctoral degree

D 2. College
D 4. Master Degree

4. Income

D 1. Less than 10,000
D 3. 15 ,000 - 19,999
D 4. 25 ,000 - 29,999

D 2. 10,000 - 14.999
D 4. 20,000 - 24 ,999
D 5. More than 30,000

5. Have you ever been to shop at Supermarket or Discount Store and where?, please
indicate

D

Tesco Lotus

D Big-C Supercenter

D

Makro

D Carrefour

D

Top Supermarket

D Other

6. Do you know any Housebrand Product?

D

Tesco Lotus

D

Leader Price

D

Supersave

Aro

D

Tops

D
D

Other

D

savpack

Part II : Products Attribute Evaluation

1. Product Familiarity

1. I have much usage experience
with store brand grocery items.

Strongly Disagree Neither Strongly
Agree or Agree
Disagree
Disagree
3
1
2

Agree

5

2. I am very familiar with the
various store brand grocery
items available in the
marketplace.

1

2

3

4

5

3. What we are used to is always
preferable to what is unfamiliar.

1

2

3

4

5

Strongly Disagree Neither Strongly
Disagree
Agree or Agree
Disagree
1. Store brand grocery items are of
1
4
2
3
excellent overall quality

Agree

2. Perceived Quality

2. Store brand grocery items offer
great value of money .

1

2

3

4

5

5

3. Perceived Quality Variation
1. There is a great difference in

Strongly Disagree Neither Strongly
Agree or Agree
Disagree
Disagree
4
3
2
1

Agree

5

overall quality between
nationally advertised and store
brand grocery items.

2. There is a great difference in

1

2

3

4

5

1

2

3

4

5

Strong Disagree Neither
Agree or
Disagree
Disagree
2
3
1

Strong
Agree

Agree

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

reliability of ingredient,
between nationally advertised
and store brand grocery items.

3. There is a great difference in

the nutritional value of
ingredients between nationally
advertised and store brand
grocery items.

4. Extrinsic Cue Reliance
1. The more a grocery item is
advertised, the better the
quality.
2. The more attractive the

packaging of a grocery item,
the better the quality.

3. The more "famous" the brand

name of a grocery item, the
better the quality.

4. The higher the price of a
grocery item, the better the
quality.

5. Intrinsic Cue Reliance
1. The higher the price of a
grocery item, the better the
taste.

Strongly Disagree Neither Strongly
Agree or Agree
Disagree
Disagree
4
3
2
1

Agree

5

2. The higher the price of a
grocery item, the better the
ingredients.

1

2

3

4

5

3. The more "famous" the brand
name of a grocery item, the
better the taste .

1

2

3

4

5

4. The more a grocery item is
advertised, the better the
ingredients.

1

2

3

4

5

5. The more "famous" the brand
name of a grocery item, the
better the ingredients.

1

2

3

4

5

6 The more a grocery item is
advertised, the better the taste.

1

2

3

4

5

7. The more attractive the
packaging of a grocery item,
the better the ingredients.

1

2

3

4

5

6. Perceived Risk
1. Store brand grocery items are
cheap.

Strongly Disagree Neither Strongly
Disagree
Agree or Agree
Disagree
4
2
3
1

Agree

5

2. The purchase of store brand

l

2

3

4

5

1

2

3

4

5

grocery items is risky because
the quality of store brand is
inferior.
3. Since store brands are of poor
quality, buying them is a waste
of money.

Part III : Customers Attitude Evaluation
Strongly Disagree Neither Strongly
Agree or Agree
Disagree
Disagree
3
4
2
1
the
value
for
l. Considering
money , I prefer private label
product to national brands.
Customer Attitude Toward
Private Label Products

Agree

5

1

2

3

4

5

3. I love it when private label
products are available for the
product categories I purchase.

1

2

3

4

5

4. In general, private label
products are poor quality
products.

1

2

3

4

5

5. When I buy a private label
product, I always feel that I am
getting a good deal.

1

2

3

4

5

6. Buying private label products
makes me feel good.

1

2

3

4

5

2. For most product categories, the

best buy it usually the private
label product.
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