1 (Retail Store)
2. (Brand Image &
Retail Store Image)

(Consumer Purchasing Behavior, Post-
Purchase Behavior & Customer Satisfaction)

4, (Brand Loyalty &
Retail Store Loyalty)

(Retail store)

(Brand & Retail Brand)

Levy  Weitz (1996)



Kotler (1997)
(End Users)
(Retailer) (Retail store)
(2528)
(Brand & Retail Brand)
(Retail store)
(Brand) (Brand)

(Retail Brand)

(The American Marketing Association)
(Brand)

(Kotler, 1997)
Aaker (1998) (Brand)

(Logo)

13



Keller (1998) (Brand)
Keller (1998)
(Brand
Elements)
(Asset)
(Value) (Attribute)
2 (Intrinsic Cues)
(Extrinsic Cues)
(Retail Store) (Brand)

(Retail Branding) ~ stobart (1995)

14



(Expectation)
(Positioning)
Levy  Weitz (1996)
L
2.
3
4,
?
Kotler (1997)
2 (Store
Retailing) (Nonstore Retailing)
(Store Retailing)
(Specialty Store), (Department Store),
(Supermarket), (Convenience Store),
(Discount Store), (Off-price Retailer), (Superstore),
(Catalog Showrooms)
, (Nonstore Retailing)
4
(Direct Selling), (Direct Marketing),

(Automatic Vending) (Buying Services)

15

8



16

Levy  Weitz (1996)

(Ownership) 3
(Independent, Single-store Establishment),
(Corporate Chain Store) (Franchises)
3
(
, 2542)
In
( , 2542)
11
12



(Centralized Management)

(Vertical Integration)

(Product 'rade Name Franchising)

13
Franchise
(Franchising)
I
I (Franchise Fee)
, (Business Format Franchising)
|
1]
14

Store)

2

17

(Department



15

4
21

2.2

2.3
and Catering (HORECA)

24

, 2542)
Traditional trade (TT)

Self-Service Trade (SST)

Hotels, Recreation

(Direct Sales)

18



31

40

?
2 (Traditional Trade)
(Modem Retail Store) ( , 2542)
(Traditional Trade)
(Modem Retall store)
(Supermarket)
2,500
25

19



32

33

(Department store)

(Specialty Store)

8,000-20,000

(Marketing Segmentation)

20



«N«

34 (Convenience Store)

40-100
24
(7-eleven) (Family Mart)
(AM/PM) . 1-eleven
Star Mart Lemon Green
35 (Category Killer)
3.6 (Cash and Carry)
20,000 30,000
(Shrinkwrap)



2543:1)

3.1

(Overlapping)
(Cash and Carry)
( , 29
(Discount Store)
(One-Stop-Shapping)

Brennan  Lundsten (2000)

22



(Specialty store)
(Speciatly Store)
1
Everyday-Everybody
2
3. (Low-cost Operation)
2
(Supercenter) (Hyper Market)(
, 242)
371 (Supercenter)

20

Morganosky (1997)

(Grocery Retalling)

12,000-20,000

23



24

(Supercenter)
(Supermarket)
3.1.2 (Hyper Market)
1,
(Overlapping)
(Modem Retall
Store) (Convenience Store) (Discount store)
2. (Brand Image & Retall

Store Image)
(Retall Store)

(Modem Retall Store)

(Retail Mix)
(Davies & Brooks, 1989; Marquardt, et
d., 1979 (Retall store
Image)
(Brand
Image & Retall Store Image) Assael (1999)

(Brand Image)



(Retail Store Image)

(Brand Image)
Lewison (1997)

(Mental Image)
Assael (1998)

(Image)

Schiffman  Kanuk (2000)

(Tangible) (Intangible)

(Brand lIdentity) Aaker (1996)

(Brand Identity)

(Value Proposition)

(Functional Benefit)

(Emotional Benefits) (Self-expressive Benefits)

25



26

Aaker(1996) (Brand Posttioning)

Kotler (1997)
|

(Retail store image)
Martineau (1985, cited in Amirani & Gates, 1993)

Berkman, Lindguist ~ Sirgy (1996)

(Merchandise Selection)
(Price Ranges) (Credit Policies) (Store
Layout)
(Sense of
Belonging) (Warmth or Friendliness) (Feeling of
Exciternt)

Mazursky ~ Jacohy (1986, cited in Amirani & Gates, 1993)
(Cognition) (Affect)
(Perception)
Engel, Blackwell  Miniard (1995)
(Set of Attitude Characteristics)

Davies  Brooks (1989)



21

(Assael, 1998; Davies and Brooks, 1989)
Boedeker (1995)

Rosenbloom (1983, cited in Boedeker, 1995)

(Product
Positioning)

(Foxall and Goldsmith, 1997)
(2543)
(Self-Image)

(Satisfaction)
Foxall  Goldsmith (1997)

Stone (1954, cited in Foxall & Goldsmith, 1997)
(Motive)

( )
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2.1
Shopper Characteristics
Motivating & Evaluating
Retail Information Image :> Retail :> Patronage

Alternative %: ‘ : Choice

Motivaing
L

Situation

A 4

< Leaming

:Brown, . J. (1978). Assessing retail trade: A review of the consumer hehavior
literature. International Journal of Physical Distribution and Materials Management,
2(3), p.124.

Stone Brown (1978)
2.1

(Shopper Characteristics)

Williams, Absher  Hoffman (1997)
(Shopper Characteristics)
(Discount Store)
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(Discount store)
Dholakia (1999)
(Shopping Context) (Motive)
Assael (1998) (Store Image)

Schiffman ~ Kanuk (2000)

(Bums, 1992)

Lindquist (1974)
9 (Berkman, Lindquist & Sirgy, 1996) 21

2.1 Lindquist
(Image Attributes of Retall Stores)

L (Merchandise) (Quality), (Selection or Assortment),
(Styling or Fashion), (Guarantees andWarranties)
(Pricing)
2 (Service) (Service in General),
(Salesclerk Service), (Ease of Merchandise
Retum), (Delivery Service),

(Phone Ordering) (Credit Policies)



30

)1 Lindquist
(Image Attributes of Retail Stores) ()

()

3 (Social-class appeal),
(Clientele) (Self-image Congruency) (Store Personnel)
4, (Elevators), (Lighting), ? (Air

(Physical Conditioning), (Rest Room) (Store
Facilities) Layout) (Aisle Placement and Width)

(Architecture)

b. (General Convenience),
(Convenience) (Location Convenience) (Parking Access)
6. (Sales Promotions), (Advertising),
(Promotion) (Display) (Colors and Symbols)
1. (Customer's Feelings of
(Store Atmosphere) Warmth, (Acceptance) (Ease)
8. (Conservative VS Modem),
(Institutional Factors) (Reputation) (Reliability)
9. (Merchandise in use),

(Post- (Returns and Adjustments Policies)

Transaction Satisfaction)

' Berkman, H. ., Lindquist, J. D. & Sirgy, M. J. (1996). Consumer Behavior.
Lincolnwood, IL: NTC Business Books, p.91.

Lindquist (1974) 3
(Merchandise) (Service) (Clientele)
(Merchandise)



3l

* 9 (Functional)

(Functional)

(Store Image)

(Self-image) ,
Mazursky — Jacoby (1985,1986, cited in Davies & Brooks,
1939) 3
(Quality of Service)
Lindquist
(Quality of Merchandise)
(Positioning)
(Pleasantness of
Shopping) ! '

(Retail Mix)



Davies  Brooks (1989)

L

2.
2.1, (Merchandise)
2.2. (Service)
2.3. (Location)

3

Engel (1995)

L (Location)

(Convenience Store)

2 (Nature and Quality of Assortment) :

(Category Killers)

32



(Department store)
3. (Price) :
(Subjective Price) (Actual Price)
4, (Advertising and Promotion)

(1976, cited in Engel étal., 1995)

o) (Sale Personnel) :

6. (Services Offered) :

(Lindquist, 1974 cited in Engel étal., 1995)

1. (Physical Store Attributes) :
8. (Nature of Store Clientele)
) (Store Atmosphere) .

(Kotler, 1973, cited in Engel étal., 1995)
10. (Post Transaction Service and
Satisfaction)

33



?  (Acceptabel Stores)

? ( accepptable store) (Engel, Blackwell &Miniard, 1995)
Lewison (1997)
2.2
2.2 (The Components of a Retail Image)
Retail Image Components
| | | |
Product Service Price Place Promotion
Factors Factors Factors Factors Factors
-Product -Service -Price Ranges -Location -Retail Ad
Variety Features -Price Points Convenience -Promotions
-Product -Service Mix -Price -Site -Public
Assortments -Service Competitiveness Accessibility Relations
-Product Actions -Price -Store -Personal
Quality -Service Adjustments Atmospheric Selling
-Product Quality -Store Layout -Publicity
Image & Design

-Merchandise

displays

: Lewison, . M. (1997). Retailing (6th ed.). Upper Saddle River, NJ: Prentice Hall,

n.1L.




3

Berman  Evans (1998)
(Characterisics of the Target Market),

(Retail Positioning), (Store Location
and Geographic Coverage), (Merchandise
Assortment), (Price Levels),

(Atmosphere and Facilties), (Customer Service),
(Community Service), (Mass Advertising and Public
Relations), (Type and Extent of Personal Selling)

(Sales Promotions)
(Retail store Image)
Lindquist
(1974) 9

(Lindquist, 1974; Hansen & Deutscher, 1977,
Zimmer & Golden, 1988; Berkman, et al., 1996)

(Retail store Image)
(Satisfaction”

(Consumer Purchasing Behavior)

120306'HT



(Consumer Purchasing Behavior, Post-Purchase

Behavior & Customer Satisfaction)

(Retail Store)

(Schiffman & Kanuk, 2000)
(Consumer
Involvement) (Consumer Purchasing Decisions)
(Purchase and Postpurchase Evaluation)
(Consumer Satisfaction & Dissatisfaction: CS/D)
(Satisfaction Measurement) n

(Consumer Involvement)

(Consumer Involvement)

(Product Involvement)
2 (High-Involvement)
(Low-Invovement)
L (High-Involvement Product)
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(Assael, 1998; Schiffman & Kanuk, 2000)
2. (Low-invovement Product)

(Schiffman & Kanuk, 2000)

? (Consumer Purchasing Decisions)
(Consumer Decision Process)
Engel (1997, cited in Pickton

& Broderick, 2001)

Kotler (2000)
1. (Need Recognition)
2, (Search)
3 (Alternative Evaluation)
4, (Purchase)

(Outcome)

(Alternative Evaluation)



38

(Consumer Purchasing Decisions) ~ Assael (1998)

4

L (Complex Decision Making)
(High-Involvement)
2. (Brand Loyalty)
(High-Involvement)
3. (Limited Decision Making)
(Passive
Learning)
4, (Inertia)
(Brand Commitment)
? (Purchase and Postpurchase Evaluation)

Assagl (1998) 4

1 (Intention to Buy)



2. (No Purchase)

3. (Purchase)

(Intention to buy)

4, (Postpurchase Evaluation)
(Purchase)

(Satisfaction versus Dissatisfaction)
(Postpurchase Dissonance) (Engel et al,
1995)

(Consumer Satisfaction & Dissatisfaction:
CSID)
Hil  Alexander (2000)

Assael (1998)
(Expectation)

(Yi, 1990, ',
2542)

(Cognition) (Affect)
(Conation)

39



40

Engel (1995)
Tse  Wilton
(1988, , 2542)
(Berkman, étal., 1996)
(The expectancy Disconfirmation
Model)
Oliver (1980)

(Expectancy Disconfirmation Model)
(Expectations) 3

L |deal Performance
(Lane & Lindquist, 1982, cited in Berkman, et al., 1996)
|deal
Performance



4

2. Equitable Performance

3. Expected Performance

Expected Performance

(Relationship
between Expectation and Satisfaction) (Berkman, etal., 1996)
3
1 Simple Confirmation
2. Positive Disconfirmation
3. Negative Disconfirmation
(Relationship

between Performance and Satisfaction) (Berkman, etal., 1996)

1. Object Performance

2. Affective Performance



Performance)

(Response)

(Comparison)
(Pre-Purchase)

2.3

42

(Closing the Gap between Expectation and

( Berkman, étal., 1996)

(Expectation)

(Cook & Walters, 1991)
(Search)

(During Purchase)
(Post-Purchase)



2.3

Store selection and

purchasing decision

process

Pre-purchase  |g Search

| Comparison
During purchase — Transaction
Post-purchase < Delivery

L1 Use Extension

Desired customer response
Store loyalty reflected by visit and

purchasing behaviour

v

| Evaluation

— Repeal visits

v

v

v

v v

Frequent Frequent High average A large number A wide rage of
browsing visits purchasing transactions of items items
visits purchased purchased
Customer satisfaction

:Cook, . & Walters, . (1939). Retail marketing: theory and practice. London,
UK:Prentice Hall, p. 8-10.

Gentry

(Needs)

Bums (1978, cited in Kim and Jin, 2001)

(Merchandise Mix)
(Motives)




(Satisfaction Measurement)
(Berkman, et al.,, 1996)

(Taste) (Lifestyle) !
(Needs)

L ' |
Hil  Alexander (2000)
Mowen
Minor (2000) Likert Scales
Rating Scale

(Attitude) (Tayler, . & Claxton, J. ., cited in Mowen & Minor, 2000)
Peterson, R.A. Wilson (1992, cited in Mowen &

Minor, 2000)

Garton (1995)
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T
15

(Consumer Purchasing Behavior, Post-
Purchase Behavior & Customer Satisfaction)

Oliver (1980)
(Repurchase Intention)
i
(Brand Loyalty &
Retail store Loyalty)
4 (Brand Loyalty &

Retail Store Loyalty)

(Retail Store Loyalty)

(Brand Loyalty & Retail Store Loyalty)
(Brand Loyalty)
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/ (Retail store
Loyalty)

(Brand Loyalty)
Jacoby  Chestnut (1978)

(The Biased, i.e., nonrandom)
(Behavioral Responsg, i.e., purchase)
(Expressed Over Time)
(By Some Decision-making Unit)

(With Respect to One or More Alternative Brands out of A
Set of Such Brands)

(Function of Psychological: Decision-Making, Evaluative)

(Express Over
Time)

Jacoby (1971, Jacoby & Chestnut, 1978)

(Cogpnitive)
(Affective) (Evaluative)
(Attitude)
(Decision and Evaluation)
(Psychological Commitment)
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Berkman (1996)

Berkman (1996)

(Number of Brands Available),

(Frequency of Purchase), (Perceived
Differences Among Brands), (Level of Involvement),
(Level of Perceived Risk), (Brand Benefits)

Assael (1998)

Aaker (1991, cited in Baldinger
& Rubinson, 199)

(Brand Equity)
(Brand Satisfaction) (Brand Commitment)
Assael (1998) (Brand Commitment)
(Inertia)
(Commitment)

(Acceptence)

Rotheschild (1987, cited in Mowen & Minor, 2000)

(Brand Satisfaction) (Brand Commitment)
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Hill
Alexander (2000) 6
1. Suspects

2. Prospects
3. Customer (

4, Clients
(Passive)
5. Advocates
(Active)
6. Partners

(Brand Loyalty)
Jacoby  Chestnut (1978)
2
Stachastic View

(Assael, 1998) Tucker (1964, cited in Assael, 1998)

Assael (1998)

(Reinforcement)
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(Commitment)
Deterministic View
(Assael, 1998)
(Cognitive Approach)
(Commitment)
(Attitudinal Aspects) (Behavioral Aspect)
(Assael, 1998)
? (Brand Loyalty Measurement)

(Jacoby & Chestnut 11978)

(Behavioral Indices of Brand

Loyalty) 2 (Proportion of
Purchase) (Sequence of Purchase Measure)
Exclusive

Purchase (Copeland, 1923,
Churchill, 1942; and Brown, 1952, cited in Jacoby & Chestnut, 1978) Cunningham
(1956a, 1956h, cited in Jacoby & Chestnut, 1978) Market-Share Concept

50
Hard-Core Criterion I6

(Lipstein, 1959, cited in Jacoby & Chestnut, 1978) Charlton  Ehrenberg
(1976, cited in Jacoby & Chestnut, 1978) Two-Thirds Criterion
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4 6
Cunningham (1956a, 1956h, cited in Jacoby & Chestnut, 1978) Dual Brand
Loyalty Triple Brand Loyalty

(Sequence of Purchase Measure)
Tucker & Mcconnell (1968, cited in Jacoby & Chestnut, 1978) Three-in-a-Row

Criterion

Jacoby  Chestnut

(1978)
(Validity)
(Reliability) (Sensibility) ~ Assael (1998)
(Attitiudinal Indices of Brand
Loyalty)

Guest (1942, cited in Jacoby & Chestnut, 1978)
(Brand Preference)
1955 (Constancy of Preference)

Jacoby (1971, cited in Jacoby & Chestnut, 1978)
! (Accepted Brands)



ol

(Neutral Brands) (Rejected Brands)

(Distance hetween Acceptance and Rejection)

(Distance between Acceptance and Neutrality)

Jacoby  Olson (1970, cited in Jacoby & Chestnut, 1978)

(Relative Range of Region)
Jacoby (1971, cited in
Jacoby & Chestnut, 1978) Number of Proportion of Brands in the Acceptance
Region
(Multibrand Loyalty)
(Unibrand Loyalty)

Number of Propotion of Brands in the Rejection Regions

Jacoby  Chestnut (1978)

(Sensitivity)
(Composite Indices of Brand Loyalty)
Copeland (1923, cited in Jacoby & Chestnut, 1978) Brand Insistence
Cunningham (1967, cited in Jacoby & Chestnut, 1978) stated Brand

Commitment ' 1 ,



Bellenger, Steinberg  Staton (1976, cited in Jacoby & Chestnut, 1978)

3 Composite store Loyalty

Five-point Scale

Jacoby  Chestnut (1978)

Baldinger ~ Rubinson (1996)

(High-loyal Buyers)

(Nonbuyers)
(Low-loyal Buyers)

52



Aaker (1991,1996)

L (Behavioral Measurement)
(Repurchase Rates) (Percentage of Purchase)
(Number of Brands Purchased)
2. (Price Premium)
3 4
3L (Switching Cost)
3.2, (Satisfaction Measurement)
3.3. (Liking of the Brana)
34, (Commitment)
(Brand Loyalty)
(Brand Equity)  Aaker (1996) 5
(Brand Awareness) (Perceived Quality)
(Brand Associations) (Brand Loyalty)

(Other Proprietary Brand Asset)

b (Brand Loyalty)
(Retail Store Loyalty)

( Retail Store Loyalty)
(Retail Store Loyalty)  Assael (1998)
(Brand Loyalty)
(Brand Loyalty)

Levy  Weitz (1996)



Samli (1989, cited in Garton, 1995)

(Self-Image)
(Store-Image)

(Retail Store Loyalty)
Assael (1998)

Raaij (1983, cited in Foxall & Goldsmith, 1997)

4
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2.4
Satisfaction Measures
Concrete Attribute
Abstract Customer
Concrete Attribute
‘ Benefit or Satisfaction Store Loyalty
Value Served
Concrete Attribute
Concrete Attribute /

Loyalty Measures

Abstract
Concrete Attribute il

Benefit or

Value Served
Concrete Attribute

:Johnson, M. . & Gustafsson, A. (2000). Improving Customer Satisfaction. Loyalty
and Profit ; an integrated measurement and management system. San Francisco,
CA: Jossey-Bass Inc, p.49.

2.4 Johnson  Gustafsson (2000)
(Store Loyalty)

(Concrete Attributes)
(Consumer Satisfaction)

(Store loyalty)

(Concrete Attibute)
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Foxal  Goldsmith (1997) 1 '

(Level of Store Loyalty)
Yankelovich, Skelly ~— White (1982, cited in Assael, 1998)

(Value Oriented)

(Brand Loyalty & Retail Store Loyalty)

(Jacoby & Chestnut, 1978; Berkman, et al.,
1996; Foxall & Goldsmith, 1997: Assael, 1998)
(Brand Satisfaction) (Brand Commitment)

(Retail
Store) (Brand Image & Retall
Store Image)
(Consumer Purchasing Behavior, Post-Purchase Behavior
& Customer Satisfaction)
(Brand Loyalty & Retail store Loyalty)



18-45

(2539)

(2541)

2-3

(2542)

?

24

1,000 - 2,000

5/



(2549)

18- 39

24
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