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Abstract

Previous research has found that the price of the private brand and the
understanding of private brand was the factor that influence on private brand
purchase intention. However, this has no research has examine the factor
influence on private brand purchase intention from consumers’ attitude towards

retailers.

In order to fulfill this gap, this study wants to examine the privéte brand purchase
intention from the consumers’ attitude towards retailers. This research used the
theory of reasoned action (TRA) and theory of p!anned behavior (TPB). The
respondents of this research are sought from retail store in Klang Vailey area of

Malaysia. And a questionnaire will be used to collect data.

This research will use the SPSS . statistical software version 20 to test the
hypotheses. The result of this-research has 'shown that the consumers’ attitude
toward retailers like retailer awareness', retailer association, retailer loyalty and
retéiler'perceived quality are all significant influence 6n private brand purchase

intention of Malaysian customers.
The discussion explains the. empirical evidence. Practical and theoretical
:mpllcatlons are further highlighted. Recommendations for future research are also

prowded
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Chapter One

'Introduction

“hapter overview

pening chapter outlines the background of research, the problem statement
nd research objectives. The study delves in to provide the significance and scope
el esearch, highlighting the limitations of the research. The chapter concludes

h the structure of the dissertation and summary of the salient areas of the

'aékgroun_d of the study

recent years, with the globalization development, the international retail glants
ntered Malaysia market that lead to the retail market has a*/fierce
mpetltion In order to mcrease the core competition, more and more retailers are
; provide the/p/vate brand will enhance the competitive advantage (Xiao,

St_nce the higher living cost in Malaysia, consumers are- p'referred to
um'e'--ihe value-for-money producte. Retailers’ thinks to provide the low price
_-Wil[ attract more consumers, however, retailer cannot control the coets of

e national brand, thus, and they decided to provide the private brand in lower

rary to the concept of national brands, which refers to the brands created by
nufacturers the concept of private brands- refers to the brands created by
re ailers and is also known as store brands or private labels. The past ten years
ave witnessed a hlgh speed development for private brands, which now are
owerful competitors with national brands (Ailawadi, et al., 2008). In 2012, the
!ﬁ'érke‘t share of private brands throughout the world had taken up for 17%,

whereas in the market of America, the sales sum of private brands has amounted
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0 74.2 billion (Nielsen, 2012). Private brands have strong competitive advantages,
s their prices and marketing costs are:all lower than those of national brands
-Aake', et al., 2009). In addition, from a global perspective, the average price of

ate brands is lower than that of the national brands by around 31%. (Nielsen,

d that there is much potential for the development of private brands.
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Sales value in modern trade

channels
{(RM mil)

5,000~

3,600-

Feb-Sept’07 |  FebSept'ns
Note: Modem trade channels inchide hypermarkets,

supermirkets, convenience stores and phammacies.
Private kibel; refer to retailers’ own brands.

:S_o’ur_ce: “Consumers switching to private-label products” by Rachael Kam

The Star, 11 December 2008. p. B7

vious research findings show that retailers are faced with a predicament of
O\ e!ﬁ"-__prices demanded by consumers and the retailers need to increase profit
_a_r_g;r_i's through reducing the selling price (Chin, 2009). Private brands are a
'tegy used by retailers to improve on their profit margins. Figure 1-2 shows a
njparison between store brand and manufacturer brand pricing model. While the
:jﬁ_t_r'act manufacturers of store brands may charge the hypermarket higher costs,
he contract manufacturers also earn lower margins themselves as they have no
ost additives such as advertising and promotional expenditures to cover as

‘compared to the brand manufacturers.
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Private Label Pricing Mode!

Ratail (\/ " Lower %\»}
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Figure 1 2 Private label pricing model in Malaysia

»: “The rise of store brands among hypermarkets in Malaysia” by Andrew
Chin

Amrjournal, Blogspot. com

oblem statement

petitive strategies (Damodaran & Rupa, 2009), and also are more flexible in
ting prices and marketing promotions (Williams, 2009). Forth, private brands

'm__a'y make it easier for retailers to set up a brand image with high value, as the
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E: cross Europe with its value share up 0.5 percent at 35.6 percent and unit
_'.'éléo ler 0.5 percent at 45.1 percent. Moreover, all Europe countries have
v;\lue sales growth with sales typically growing 3% to 4%. In figure 1-3 it
s 'h.at in Spain and the Nethe_fian'ds more than 50% of this growth have been

en by private brands. In France the private brands’ value share of sales
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