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ABBREVI ATI ONS

PL = private | abel
NB = national brand

FMCG =Mé&waishg Consumer Goods

BE = brand equity

BA = brand awareness
PQ = perceived quality
BL = brand |l oyalty

BS = brand associations
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DECODI NG THE SWRCEABABELS I N THE FMCCG
| NDUSTRY: A BRAINDBQUWIFTY DI MENSI ONS FROM
CONSUMER PERSPECTI VE.

1.1 NTRODUCTI ON
A The Supermarket] didndét Jjust change the wa

|l ive oUdeviereedMad¥Ba&dyen,

The concepts of oOconsumeri sowlhaerddyedd! ende Daiak s
and grocery chains shape the distribution | :
mi-dwenti et hh eceenmacurrayt.i zati on of thesei sger mg |
super niaarnkde tlsat er Thywp eromadrukairesgyh e @omenon ¢commo
referred t o arsewudleuResaapd@Enmat ket 200 8)

The beginnings of the ismuptelwanmalhX,e h e d Avthe ectha M& r
brought evegetdlmes hgorposc e lyut cher , fi soamenggt g
fimegastGeéftac,t uxB2A4d el y a year | ater, Cl arence ¢
servi negalslteod ePi ggly Wi ggly (US Patent NA 1, 24
closer to the super marrmkhet fmoddl twaek rauw etr onad
1985) , King Kull,epeGedcéEmysiGBpaniymgalocekedg alt

el ements of the definitidedndrofi ca, mpdeduoctsaup

di scount pricing, maor kneotsitnlgy atmrala ghkodi Guenoe fisteslt lu
202%he first definition of the supledrbnba)r:k efitA i
Super Mar ket i's a highly departmentalized r
mer chandi se, either wholly owned or concessi

a minimum of $250,000 annualiyst The-sgnuoaeggl

basi so.

Created to address the needs of growing urb

modern grocepryesenred today by international
Tesco, ornmsCattefeonbrody t he val uteys, oafn dO mvnavreineit
average, a consumer wil | spend ( SWatndkfa nidtad | i} a d

1999) , hi ghlighting the vast business opport

That 1 s why, thhev egralcveays rseadauwaghte.e warsd raad etgii e
di fferentiate themselves and increase -custornm
Moving Consumer Goods) i ndus tfrfye ra(n@ geoxwtdehrus iyv

NO



assortment of-fhbodhproddcansd mémng with attra
Another i mpadewvkellopsedr dtyegytail ers has been t
product s, knownThe fiiprstvapmi watbe | aheaelchedanad
thetTlDeginnitftendfurtyhe 68@i nsbury brandd was
(UK) (Sai nsbur ywhAerrcehaisv eo nwetbhse te®t)her csailde dof
Red & 6Whifseeesduhched in 1908 in Buffalo, New °
FIl i cksitnagretri ng with canned <coffee. The initi a
consumeatbfaondabl e alternadd peci atlol yn adtuiroinnagl €
chall engiTnhgeipre rgiroodwst.h hlaisn & sorl | torwaejdewvcatronmys., Ho:
private ( abieddoeh aovfe t fiter gptre gnaa ghaosi ndpasiel ev e
t hmerm@peal i ngMapc foaldiyce ip,r ilVOBBEY el abebameagmet he
t hi rimgegns of obtaining better t er ms of trac
( Nar asainndh ami | c.o x , 1998)

Traditionally perceived as dAinferior quality
| abels today enjoy a significantly improved
productt dgmeaeéti tgonsumer demands for a range ¢
Lawrence, 2005) (including fprepaoedctasneds h f

i nvest in branding and communicati on.
As a ,apdulunder the pressure of I nfl ation, [
expecitpatiivoantse | abel s have become fayticompamnly

EuropenoranagrneciFavellpoeearntdedeeply entrenched i
According to NielsenlQ, they accounted for ¢
France one of the six most dyna&mirac amai,k@t02 4f)
46% of wvolume mar ket sehta rsdhaar ne@ r(\8i 5e% rsoefid;l vQg | u2e0
Appendi x 1 g.ndT hAep pRIrGeBreasit @8r 1 s domi nagtred plbsy p
such as E. Lecl erc, Cdin me f20Rl,a | dmad gedt eremarn d
hyper markets and 9,300 super mar Hletma) chandadu ratn
Desse, 224) if the hypermar ket model seems |
yearsag (20ar&yenédh FMClbavetadeVelreped comprehen

strategi es. One of the earliest and most em
| aunched in 19%7 woyul H. Lseecelnericagi cal to asse
(i ncl udiingangeeagmibe expl ained by the retailer
mar K&t Lexd4 .e5% mar ket shares, Carrefour 22.0

N M



Mousquetaires (Il nter Danvlke®&s nH7agd0 9B pnRadrmideetx s3h a
purpose of this study i s to awhayl ypsrei sheatvee |daebee
become more successful i n the recent years (
to study otFhVECG mpedcatid e o #& th eb reavrnod ued g fofrerydewn dtt tee i

| ab(edossi ti oni ng, categories, etc. ).

1. 1BBackground of the study
The | ast few decades have witnessed the @i mp

(Cueno et al ., 2 0 1Fa& 3Mo v p Gogndsour@oeard 8t [ F MCG) t he d L
| ardeiyen by economi c ¢ oPAdiptgiNdarn sk i (AE uEruor pogpree, |
plays a key role in this transition, rankin
shown the mop€trdgnamemsd) .

The cobmdiefttih@atsupcessatefl|l abels depends on
versus downturnsadai(tlbhameysatmeals. t eh@0 h)y, to pu
during downturns due HOb weivshaelinrstthr @vaers b egeinnd e
Il ncreasingly cihral t @egledneeryEil €8 € lay ,. (2007) d
Afconsumers switch more extensively to store
switch back to national almtdh ahtes fisiwi tac hsaubbes|epgr ui €
brands is faster than the opposite movement

Secondly, sindadat2allhd,s EBlthroovnaneillat t he success

to national brand price premium.
This reappraisal | eads us to ask what other
| ab®bsgi ousl vy, price stild]l pl ays a ronloew i n <c

accompanied by other considerations such as
Aqual it yedt ,gadR.é) ensicposdlyhesiedpowi ti onhing an
the prdmptidogmed| wdismcgpunt of fers and icommani c
availability and ditveéoyial # y ceomé uene as1s gihteme n
di stor bé@gPOalrvad -ManmgiLeyvyR@1éa)) eesctry to have
a | t hesd helyemedidor stc ecr eat e pr i vatfeorlnaubteat iporno
packadgetnegt,miene at egori esd® assortmentswhitl ., e
they cuaamekomflypnaeanhbher than. dia eda lesgpay,c bthikeayw | | oy
programs, some excdkamidigfifoctnf etmhsri, patagntda t b el a b e |
appdaor sbhe a reci pbredwalenr eleataiidesisi mnd t heir

benef itth ef raodnv apnrtiavgaetsér iofal el sna¢ gi ns, di fferen

NP



etc. ), these products have higher probabil it
strong trust relationships with their custom
with consumers? And beyondttheuset ahdbwrdodent
benefit the performanceldandspemdepptdi mrecefss@n
di mensions of brand equity rather Rihmal Ilyi,mid:¢
al |l reppli yed bet rsamatmegi es? And internally, h oy

strategies for its different private | abel b

First antd feremseeht i alt tpeh efnualmeymihuerddrd rsset aonfd par
| abel ,abtrhairsd r i mari |l y a soci atlcdd n siusnseuresa t ahriads
reci pca@dgl| by cerwvodime mgdTihoeurs.ucrciewsast @dludplle lbe

consi@detropi ¢ orhostnt@eeemltat erl|l abel brands nAar
90% of eaoamcskulamgeerd goods categorieso ( Mubsyzy Es k a
L6Observatoir éak. retghli@anveed( 2 hhah) 9 out of 10 F
buy private | abel products during their s h
systemaftheadilryect involvement of consumers a

consumer perspective.

This study firsolpaul ssion ersesl ,epveaimsgp ectt hee st udy of ¢«
I's pardmdemdstandi ng privat e |satbaeklesh othreéetnadssl eir:
manufacturers, and national brands. 1t can e
and adapt their product assort menodo mgpred emamrok e
ef f ec(tHovcehl,y 1996)

On the one hand, retail teamanatmeaergrsitmarfy L
appr ehreavditnlpe br and eqewittyh otfh arte toafi lietrs ipnrtievra
knowl edge could be combieebdawcehsbeber e kpMEGI
and maxi mi ze ,94d tdredsfeeadc tgil aunt e(ne .fg.eset yplreo dauhca csa |

et cBegyond Il nnovation and product | aunches,
organi zati on, assortmge,nt prsd mattiegn alsq s aree Icdyas
(POS) activities, et c. On the oatnlkserghthand,r om

study that hel ps to better wunderstand the ¢
This paspeawsecaangui de for national br anbdhseitro f i
stratRe&gPi,esu(pply chagi,nanmatloetsitmg@ngethen t hei
the objective of achieving a | evelmpoeft i'turmtno
(e. g., N Coéla)a( PCoQaoAl report).
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Ot her I hdwsthr ieess heal th and beauty, phar ma
entertainment, édspordailasw @mootdlse findings of t
them to their own mar ket dynamics and consum

presence of private | abels (Sephora, Decat hl

Fi nalalkyi,ng at bt ep rablaseok moepve ngat eway fiorqus o gi 0
Consumer s0 Hmaolygehaepthpeecrscept i ons, judgement s
analiynsebrand equ(iHochdi vilzeth&6 oars, the study o

consumption and brand equity reprteacSmtasna nr i

and Mandhachi tara, 2005; Cueno et al., 2015)
1. 2Prel i mitharragyt Ure review

Thipseli mihargture review summarizes the key

focusing on their relationships with retaile

andonsumer perceptions.

The combiencaostniooomi cofdownturns and the reposit]
evol vi nmd owr omgiuad /iltyw al t ernati vem®@r  Cualewa kelt
credi blnemoacaadimpveet i t or s t(oGinealteinosn aelt i hasl &. ig eh §2r0 2 1
success over t(hLeanheays te tf ean .d,e c2a0d0e7s)

The first spucicveastse flaacbteolrs ofeimagnsas h@dcwustdmer

cautious in spendbmt]sdumwhreryg recessi oms get

Private | abel brands achieve cost advant age
el i mination of i ntermediaries,-etfthectivedpca-
(e.g., efficient supply ¢€Mandal] oBROQULJAIl orep
Howevel sscaude t he previous part, i1t is now wid
not fully explain their enduring appeal (Eur
Recent research highlights the growing | mpor

and quality of produméeschapadkagng@(Muagwedikias i
2019; &t ebhé Ca 2RWA@1la;Aald®v™Ma ngi n, T h2e0sle6 ) c-omis @ mte ¢ d
considerations underl ine a shift: private I
consi derfelde dagse dA sblrba ncdesnisaenqgdu einoc eal i gn even mor
brands Bt rpatievgaitees | abedwn musandeeguiotpy.t hei r

NT
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Aak
emp

e X a
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| eg
wh e

she

pro

and

cus

most acknowledged definition of the conc
Aakermnidn cbinpleted by Kevideliames Kébtandi a

ed value a br aanndd birdienngtsi ftioe sa fprved kecety di n
nd | oyalty, brand awareness, perceived !
nd assets.

cific brand equity models tailored to pri
etrréasd iftriaomeaMor k di s ey ssaevrer al aut hor s. Mo s
hasize the <close connection between reta
mpl ed hiendlowde®wi ng studies:

Kusum amd kKerOe&d)e, AUnderstanding Retail
and researchchpundesifhesdsmady adf mens$i ons ¢
accessst,orien at mosphere, piciactegany assmnot m
wit-banegory i@asismtrda meme i br aachp h ganmead syasda ysc. h
I n their paper, fADoes customer satisfacti
examination of two cPaatpapqu@u e s2e0lBf6 prl otr &i It hile
relationship between Aconsumerso satisfac
Mbaye Fall Di al stohd 210d123t ii mrvselsitp g alb @t we e n
a

=]

ds purchase intention and peraeiesedar

S
—

I tl ed fAEffects of sitmagei magsetand bt al
intention: Applicat.ion to an emerging mar
I n ABeyond private | abel panache: the eff
pr estBiegneekk,e and Zi mnnesrgreéadnte (@ 0fld gt of st ol
perceived price on the consumer 6s percept

mar ket to develop knowledge about private

eed, while private | abels are expected to
I ti mamemanwbaeeythe strategiar &€ onh ennalkeeorifss ir @n
n it ioomneation, i mat eemeongbamlakd architect
| f positioning (Gaydken sphetl waetsesalraedbab) pr G
| ueintsadr bendi ngrhmeanti ncl udes f orpreaxcatmpclees 1
moti ons, glaobaintad $1s @utamednt o f compeattirtommys
erdepenadwehnyc epre xvpaltaei nsabel s are inherently
strategy. Moreover, retailers exploit pr

tomer retention chall enges ( Mandnacle pt2 002fl)

NY



brand en®Bordsuameenty ,a(lwher201lt6he retail er acts
qguality, phenomenon pa-banoatarlpyivasebllabewel
Carrefour Ca®IreduosmeBom nteresting coetkeets t .
Jara and Cliquet, 2007) Bmdbobrhndhegamégasp

perception of the retailer extends to its p
gual i t,yandvalruuest wor bbhmiamels sequkar tsipel | over e
relationship is al sbhreertuae |laeg timd | ureanrceke se d thiat
and vi ce vDeordadaldi( iColl d yil,h 82s0 ¥ )f.ect can ampl i fy
brand trust in the poifvauechalsel s and the |
However, this relationship is not always | ir

benefit from their directoladns o d ilaatiiklsaonrnee t &t
branding or what Huang and Hu didiluessitnogn b(r2a0n0d9i)r
a means of identi ficati on, di fferentt i stoimen,
private | abedlsomedo pht aafy fhiestt gpmsdhr eni zes t he vi s
with the reltmiseclscasdentithe i dentification
may differ significantsdtyuanidngutelse ilomanmnd eeqe
under sd abdand equity oArd hehese@rbwvands | pbet
i ndependent? Are they considered by consumer

benefit to and from them? These questions re

This |Iemessd¢adrarh wagplk expFliorsat,i aganhse | i teratur
findings across al Imaprrkievtat st ul dhibeed rsy t liddersgd tt ec
growing hetferpad e.radded gloanbde,| st he r dredatedetait
types inheahdsdtbBesusat ér Iviss. otfrtaedn tao voemoakl b or keet de
studsest oi fsodbarsaeodnde gqeintsy ons and forget to ar
Finally, the influence of consumer tdheanorgr apg
perception mrfampdi eaqawitt eabehderdepehepetdo the
thesis adopts the consumer perspective to an
brand equity, and their dynamics in differen

1. 3Research questions
Theprilon erataofterewnahwtaeblestiragaicitengfled ati on:
bet wieheen br and equity of .boHohwetvestrayi det yamad kpior
positive correlation between the tTWwad sr emaiem
seeks tdeepennvweoatnsler | ying mechahniat madtshatp e

N ®



study their rtsamaWwWoerlonsa, mebha anal ysis wil
granul ar | ayers with the goal to identify s

thoroughly explored.

Neverthelgestst,i nbge fdd@ewermi |t edttla@ sl yesisse,nheamosbd |
paramount topinhtdeeaffiremetahehcore relationshi
Therefor ef,onmiutlsapeasper es e afgrho gruesdii welli,y mor e

eashppdrby i ndg eduneerdiieasr.y

RQ1. Wh a 't are the main reasons explaining
FMCG industry in France?

RQ1Why do consumers choose to buy FMCG pr i

branded ones?

Thgpur posei mift it dle sserstcabmrf o g ant iotomec hcaol nlteinnguee d r e |

previously observed private | abel mar k et tr
preliminary questions aim to ensure the suit
underscore thdepéelbhdahar more in

RQ2T.o what extreenttaidodersi gtEfeeonsumer purchase
shapédrtama etqlueitry prhi(svatce elsamédlasheo FMCG i ndu

RQ2 Hbw does the oOtyped of retailer i mpact

the brand equity of its private | abels?
RQ212: what way does retailer brand equity

RQ2 Wi ch FMCG categories toife pmowtatsed saibteil v
brand equity?

RQ2 Wh:i ch di mensions of the brand equity o

retailer brand equity?

|
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This second part constit ulthes otbhe caarve 9 b |jtec
di fferent points of interest that coul d come

equity and the brand equity of its private |

To doheof-gusestsohbh starts by studying one di ff

ot

type of ret ai lheertoe, tthheatd icsotrirnecstpioonnd shet ween

1

hadridscount endroduces the firetailer typology:

Then, from the second question, the focus mo
The denomination Adifferent types of private
on the one -guaand ttyh épfiopsc ot o eoria Inlje, P L, and Pr emi
also known as fAeconomi @andstoaaind dared otdard mraeami

appl iedi ¥ @dtieeiltehbead sshntear é@dr andi ngo oir. fistand a

The thgqueryubeads us to i nvestigate a fourt

bet weef ntoil gle men-it v @alnvde rMid mtivwu plrloyduckEMECG prod

consi derendvodspelmahutct s i n compaas$ stomey oanoeé hass
to Al ess complex, roupgnomcecuatndo frAegateart | gt palr
i n this study we sierevkoltvee mé-nh ¥ e/tse e niecaotre phiogd
pur chaseamemrigsstfioimesw | veenehWMOG|i t h a diasteidn otni o
percei dd nainsk al , socipaelrsooal fuetedangk] yanc
(vegetarian, | actoserimat oloar & r.tarScme anneds ebarracr
already been conducted based on this distinc
role of Anutritional endorsements in consum
across high and | ow involvement productso.

These t hroegewesftiirosnts saurbe supported by the stud

©
—
o
o

ucts among the different retailers.

Finally, the |l ast supporting questgandi sgbul

i ntensity of the previously established rel a
The various | evels of analysis presented 1in
gener al findings put forward in most of t he
val uabl e overview aaf btriopea dF Ni@® sipnadtues tvrayb ealn db r ¢
they often fall short when It comes to more
devel op a new model capable otapaptvatiendg ablee¢

Il
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contributietbs andhagqungyTle mamii binen fofféhis

a practical t ool for both private | abel and
ef f ecithiyvelsysessing private | abel s i.atMdrhea vera,j
t hrnesw mmoaylal so support manufacturers in bet!H

strategies, thereby helping to mitigate thei

accurately smeetdsconsumer

1. 4Theoretical frameworKk
As previously outlined, this research ai ms t
private | abel brand Bgguetpreai sakey FMCiGe i obdjus
to go beyoabl it §eed gediatdiivoe srheitpab bl estmusedred
t hberand equpriyl aatieytshienacoher inmdgnedss interact
di fferent typesvatgpedgl es and

I n the fitretadmesd aoneprivate | abel strategi
compl ement ardgl hfer #8mawo rPk s vat éprleashéeyit ¢3it maart eagryd
Steenkampi gux@eedd) 6The Private Label Journeyo
(20&F1)gure 2
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2020

Topics Covered
* History

* Product

# Pricing

* Promotion
Strategies

Select References
» Stern (1966)
o Fitzell (1992)

o Genesis

 Product

# Pricing

* Promotion
Strategies

# Sethuraman (2009)
o Sethuraman &
Gielens (2014)

Topics Covered
* Extension
* Strategies
* Tiered-PL
Select References

Keller, Geyskens
& Dekimpe (20200

Topics Covered
s Consumer
« Competitor
* Technology
» [Jata
Drivers

* Product

* Pricing

& Promotion
* Place
Strategies

¢ PLvs. NB
* Pandemic disruption

FiguiflTehe2 Privateo L&bel edosuenewnl .

T h etnq
model

Based

Fi gumBe and
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further
: t he

Brand layalty

(2021)

el abod Brt &n do nE ¢ thiet ycdo, n cveapet @ popf | y

6Br and

Reduced markeling costs
Trade leverage
Attracting new customers
= create awareness
* reassurance

Time to respond to competitive
threats

t— Erand awareness

-

Brand equity I—

Ancher to which other
associations can be attached

Familiarity-liking,
Signal of substance /commitment

Brand to be considered

— Perce

ived quality  —p

Reasonto-buy
Differentiate or position
Price

Channel member interest

Extensions

= Brand

associations —

Help process and retrieve
information

Differentiate or position
Reason-to-buy

Create positive attitude and
feelings

Extensions

Other
brand

proprietary
assels

Competitive advantage

—

Equity FMgu)g 68 d
Br and oHEgeuviitny LMwondee | Rbeg ulyeer

Provides value to customer by
enhancing customer's:
* Interpretation or processing of
information
= Confidence in the purchase
decision
* Use satisfaction

-

Provides value to firm by
enhancing:

» Efficiency and effectivencss of

marketing programs

= Brand loyalty

* Prices and margins

* Brand extensions

* Trade leverage

* Competitive advantage

Equwi tawod eA.

Aaker

Dhei

42001) (

(1991)
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Finally, by combining the c¢oncemtds aporpd wyiidiegd t
to privatebtlaibfit s vewsi on forfa noeuwolrekmaetdyltd c a l
purpose ofoubhtildedasiey aye@dbks examined both for
| abEilgsuy(e Bhi s wirlamesworrvke as a basi s ftometest
relationship bet weaetdh aitettsafiplreirv abtrea nl da beeq usi.t vy

Brand Loyalty

« Consumer Brand

Resonance

Brand Awareness

« Brand Salience

Price-quality positioning

« Economy PL
« Value/Standard PL
¢ Premium PL

Type of retailer

Retailer Brand Equity

Perceived Quality

-1 Private Label Brand Equity

Branding strategy

« Traditional retailer
« Hard-discounter

» Consumer Judgements
« Consumer Feelings

Brand Associations

« Brand Imagery
= Brand Performance

Other Proprietary
Brand Assets

« “Store-banner branding”
 “Stand alone branding”

Product categories

« High-involvement
 Low-involvement
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Definihd omMM®G :itndustry

Considered as fAone of the | argest and most ¢
an@eor290e2 3) , -Mohva ngaLLtonsumer Good (FMCG) indu:
wide range of product s, Aincluding food and

and -tohceorunt er drugso (Chowdhury et al of2024).

margins but | arge sales volume thanks to the
(Mul yawan et al . 2022) . o wePwenrg,n@inin@asmea s a my g
2014) have an i mportant I mpact on economi es
consumer s6 budget in all/l countrieso (Sriniva

with inelastic prices (Ol ktnadver, f2020)t.s Thhieg h
competitive rivalry and high bargaining po
businesses to ficonsistently engage 1 n innov:

mar ket condi tuisdarmas ni nt hendercotmped i ti 2&d2a8dvant s

France is no exception to this definition, i
maj or retailers T({mashl yasr e&t.dielcl groupLarref
Mousqué,taaagcesunted for 135 billion euros in
Definition of a retailer in the FMCG industr
The Cambridge Dictionary defines a retailer
t he public."” Il n the FMCG i ndustry, retaile
supermar ket chains, which ar e amas glen ®irbm[e nfi m

assortment of goodest 2®0I0®r. sloh dbohé Booneenpts of
apply to grocery retailers ¥eaecmake btBheedmat
bet ween tr adinmaiionmsdalr eragattasiulpertsharak br oad assor
i ncluding both national brands and private
|l oyalty priagrdathsagdetanperseffer significantly
l i mited assortment o f pr odupcrtosd wit tdh , a Aimdi or
(Schmi,@20a48) al

Definition of prMowwitreg | @Gdored smdarm Gdced F a(siERMCG)
APrivate | abels amd s$Swdlkei rb,r a22@@s®) ,( Melzao know
brandsoD¢€dl andsLindel vy, 2003) , APLO, Aretai
Adi stributords brandod designate brands oOwn e
economic priomnityoidsct odf e toumsaruufiaas cuhraitnhge r(
1969). I n other words, these terms qualify b

P



to the "price, feaparty, maau k & ¢Arumga ssagddn dit Gii enl
Acebron, 2008). I n France, Article 62 of the
2001, states that fAa product scelrd suindeasr haver
defined by the company or group of compani es
owner of the brand u#rSckearedwha 2cdEx)h.omiss s ol dde | |
Unit (EIU) defMomirtiissn, A 9FWottendatby own | abel p
consumer products produced by, or on behalf
own name or trademar k t hrPruighhatten el ab esltg i ddruga o
retailer and Acannot be bought at competing
Private | abels are also often defined in op
(1969), a national brand is fia brand that [
primary focus is produckFi amk 6 awcddelfB end dt @ soann u fle
Morris (1979) precises that in addition to t
brands differ in terms of marketing strategi
We make a distinction between private | abels
do not (I NSEE, 2020). They-bameerdoédmtindi ead or &
alone brandingodo by Kri sMfoompheagren@.r akKeélyl, et het r .
fexclusive trademark, either the retailers?o
their market [€é] or trademarks that brokers
Furthermore, it is necessary to distinguish
as AEconomy PL, Value PL, Premium PL, and Sm:
PL, -téonoe6 PL enadn dPLHO ¢y n Be 10D 6) . These catego
mainly on differences concerning pricing st
nati onal brands. This coflcept Prsvat enoldebebk!| 8
devel oprenantit een(Rampg)

Mar ket trends for private | abels itn the FMCG
Changes in the competitive |l andscape have r
guestion the competitive weight of private
penetration, strong presence and switdeivarmisealfc
and i mpact on the marketo (Cuenweostt-qdblwi t 201
braondsnati onal so rKamahed QS togaylclad)mpor Oi mitator
2024 )private | abel s afrael trarsnantgi Mehseitro | neagn ufi arca
et al., 2019). According to the Private Labe

|
M



( PLMA) , in 2024, Aval ue of private | abel s al
France was t-geowihng dmarnilgdhtes{ +0. 4pp vVvs. 2023
represent 46% of the Frgath trharsketondleaxrtes th@

refers to increasing sales and mar ket share,
I n this thesis, consumer purchase intention
reflects the | i kelbiehaogd eafsifemnt wrda mealsans ewh it |h
hi gher negotiation power @mofvhidelebypnt dfei tr i me
1996hese trends also show Avisible shifts in
(Cueno et al., 2019), and consumer 6s Il oyalty

Definition of Brand Equity

The previously melndtitoenttad the meonhsept of Br ar
conceptuali zatit loBer amfd tElius toyo Moapetl,, was pr es:
i n 1991 4(Tsheeeor et i c&br f DamedoAks Aaker ,fibvreand
di mensi ons: brand |l oyalty, brand awareness,
proprietarYnhbtaoed asnsetresting model i's the
Custd@dmsred Brand Edqu)dt yT hebosde tthlps ser especti vel
Equity as fna set of brand assets and | iabildi
to or subtract from the value provided by a
customerso drhakerit i®©9dilfferential effect th

response to brakKdLma®R8)ingo (Keller

The brand equity concept is inextricably [|ir
product or service, are fdAindividuals or hou
consumptiono, and whose buyingcidalcj spensomal
psychol ogi cal factor s, and marketing efforts

1. 6Research methodol ogy and Data col |l e

This thesis asqanaeygticabhpémhmepdmeigae tof di me
private ItedhkeelFrench FMCG industry and their
Vi ew. T oveaddoo ps b nagd teh od afppo wsackhghgu al i t at i ve

coll ection.

This method perfectly aligns with-saxcuwrl eo lsjtadat
wi t h a broad popul ati on of o daveusat eclhyar a a|

heterogeneity of consumer profiles in France

Il
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The core ofnttbedresstamemtdudediaistednnair e, d €
cover al |l t h e, arnetdsheeai rrc hry quadeteexdp®® e d previ ousl
i ntroduction. Theausar ap-ov@MES8t yeaslsymer s i n
criaeesured by discrimimat ohgl gtfairltt el htphue st e
guestiiosnndAaiigteri buted both online and in prin

| $t rusc nfiomma iprar t s

Two genemal pasoi gbhnueidi d ¢ ons uOme rtshbe parmd i h&msd,
i ntroduce the subject of the survey and encg¢
guestionnaireds first part focus atn tclhoen samekr
the suameyher short part cont dn nbsettvnaaelre t o tomea
themati cadailftéheesy rtecearclongqguest i mansanly dedicat
foll owieng stdepot edt e | alcelnd,rr ezsnponfiehreemitiosiésecta | o n
purehast.enti ons

Thfei rst haschai ddwbluendaeirm:t and consumer sd pur ch
with screening shwedtriagmue nicry@lndd ipggtetres,d et c
and to measure the perceived brand equity of
The secomnast kenotwil emdge of respondents regardin
t hggenercralbemd hduccweistsh, a focus on consumer mot
to choose private | abel produqQqibi spapgaresas edn
the "type opr aoadwctol eemenand| édvel 0 i ssues.

The thiddepeonosi bhe pre&ev ®Ilnagpdgeuteasitli eodp seivivaa tuea t i
| abbelandy.eqFuiirtst , i tt yiprodtpoegaittessr ¢ hai (@ r bgesedidirteys s e
positioning and Theanditng | d téssd tr eag ieess ot o motnrsedt e
guesti onsi ntaognetsaionfi ncgo mmon pgatviaeri smdbeht pc @l
conswménmreal 0 choice and confr.ont them with t
Finally, t bel llsepdi sonsoegcrtaipohni ¢ i nf or mati on abou

gender, iwe®comemisostatus (SES), etc.).

Twer ecitsi ohnisg hfl ii,gdhtht actiekert scal eshr(ofurgchmo ult tt
survey to accurately measur e hacwseumdr pher ©e¢
prodaoatsefully and qtsreat 8gi3c Qluleysts elnena@ti ek de:
along the questionnaire.
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1. 7Del i mitations
Determining the factors behind tihemgududcpdses

par amet er a\gaarnido utsakcont extualThebemdnetdyn ifaotca s
specific context i me loeadadr tatdanwsoilagthai sn pohses inbol set

the different types of private | abels and th

Firstly, the study is geographically deli mit
i ndulsndeged, although privateatabsssdaver sntr
and within spiessucah iz dHagalttah | &r Be @WaWa ratn,d P h
Sephor a anldi Watt sigln.g,dh,&2y 2r2zémai n | argeélhyguddod miyn a
Driven byhdywyrfdFaitafrodh Gar ket parsbucubédaudy: sutt
significant i ncrease of +8. 82@ nodf 32FOMCed spernol dQu,
2024) and it is one of the $iabemesi ndEmampe

To properly study the FrenauamdEMGCEG anactthhee, miat
retail .[Mamds csatpued y maeantplinya stwadesa di n g super mar |
hyper mar ket cihRA.i lnessaln@acFHréabeiere d on t he assum
together repr d6 &686t o g t e rDraatvibes®ida nsthad)y,e 2(hz2zy

provide a representative overview of the ent

A specific consi ddeirsactoiuonnt irse tgaiivleendNs dod uneahrtda s L
thedistinct |Inaeetdegrd by Scuhsnuadl leyt, aflt.h e( 2pOr1o8d)
a hard discounter iandeabmesmeallb006f i tkese ar
the study of private | abels in comgiaverrom t o

growing presence iniwhéhbdedhibhcawerntaiflodddndwsx
2026t at i sittak @@ 2t5) i ntegreatadl tlhiesThtawp & safsvh y

| eaderhaadfd stcihoeu nEr ance (7 .06a% vapaKskeiP®IR har e, al s
i ncluded in the study.

For both the two thardd tdiosntathentweémdy eofs @midv 4 |
only to fooflopdodatéegor neAss ar enanndteri mdl| uded.,
dominate the food products market (Aon the f
domi nant Abrando I n about 20 percent of tr
S

-

0
0
uper mar ket s1 %6 )r.y oWi tthoicnh t he food product :
eceive more attention to better analyse pri
n

vol vement i nma@nsgmer deci sion

|
S



Findlhley brand equity concept also bears delin

equity dpmesesntoed i n David Abr Aaderl syamogel
awareness, p ebrrcaenidv eas sqoeca daittoyo,m & r proprnetary
resonancésoosdméiedr br abdardus &alyi ence, brand
performance and i magery), brand response (cc
resondmwever, these | ast di metshiegrn sc oanrcee pntost
brand personality or brand heritagal swhi ch
i ncliudetdhis study. Furthermore, as the focu
financi al metrics and considerations of othe
the scope of this research.

1.8S5tructure of the thesis
This thesis ifsimsairnuccthuarpetderasr,owmwhd ch can be ro
part s: a theoretical section followed by an
Il ntroducti & @mavichaptteme contextual and con
Whil e the second partifralms a3hmgdcabiaopftfeorb uses c b
the empirical research conducted and the exp

qguestions of the thesis.

Firstly, the introducti onstsaerttss twiiet hb atshi e pfroer:
background ,of emphheasstzudyg on its i ncrement a
contribbenong.thaykeputr es aardc stuhppucetrshteioogest i ¢ a |
framewornks built upon a complrteha&lnso veeefliines att
appd itehr oughoaust wehlel paaspetrhes e eécataldiche snett he dsc

|l i mitations of the research.

The sédaprndcearlcso called |iterature review, set
conduct ouirs rciswiaded .i dAtto two main subjects.
The fircsetntpeerdt airsofpmd vtalh €@o ¢ talbbidhgesssr hi st or i cal
explains tpHheicre thei &fdC&St ry and t heir strat
assor.t mMmennts ¢ haptmeorr ea ldsdoepddiipfl forreesnt types of
on thegualpirt ¥ eposfiBamommRilgh P(efnri Bubyo, t heir brar
strat eddtedsraireg .oy anhdandge Or,amhidng he pr oduct
they bel oingiwnwo l(vesmeing v ol vgonethg) studying cor
case studies

oM



The secondopatthefocounsept of Dbrand equity. |t
especially those developed by Aaker and Kell

specific context of al ebaikkaanfdeapérreddiemitleerl albre:

equont fgat of I tangriitvatreediapred sal . Finally, it
and i mportance of each di mension of Dbrand ec
brand equityemod®ihcwiptis tfairl @gri vate | abel s.

This rich content provides a foundation for

Chap3mar ks t heofbetghennemmi rical osieétines ohet Ind
met hodol ogy used to test the hypotheses and
of retaidter of patibveaitreT hlea bcelilasp.teirvi dedumpiant ¢ f

correspbhddeisncg itpotr ies recaw icihehdetet a calppe odiebras | s

onf he design of, tame aogwad sytsiiosn noafi rtehe r el i abi i
dat a, andaftian alnlayl,y stihse met hodol ogy

The foll owirnegs emhasptteire findings of the empi
di mensions i d0ProdatedLiabetam@nmvaonTkh iEsqud i a/p tFer
highlight the keywui hdagthd t amealldysdikse Hiodd l®sund i n g

descriptive analysis, correlation analysi s,

FinalslIyaesétaphh @p3berda ngs together the discussi ol

the findings in light of the ini,mbarke peaenarc
anmdanagiemplailcati ons, and reflects oinddas stu
future research in this field.
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2. LI TERATURE REVI EW
This chaptert hrsaidbs et ur eddusijl rda oanms etxohausti ve r

concepts rel eyananaloy sihng tshetrdeggyvol uti on and
exploring the concept of brand equity,, and e
wewi | | be abl di sbi ndeinmvaetftiyteetitheer snd equi ty of
anmday sthhaepef ut ur ei noft hnea rEkMGd nigndustry

2. 1Pr i Vakt el s
Thsecbf bamrcsompr ehensfi vehevegrivv agwveotwwilbbjeé st anide
with thetaiem afntgheerisrt asntdr ategi c role in the F
st egadiilny ng nfarrdckret i ba heanlrde

2. 1Deéfimition
The term fiprivate | abel 0o is a generic design

and products, withTa tvlaon euyghloy wmpeer dtiandite

i nherent i n the concept of private | abel, [
definitions aotimfobdodtedot owe hiws | | cdoinfffreornetn t d
sources: public and private organizations,

consumer s.

As a starting point, |l et 6s consiOdher oif n &thiet Ut
definitions comeshefrsamdaedckey ,aut her iPtryi vahet
Manufacturers As®asci afltde@nopadPiLtMAt)r ade associ a
1979 to promot e plrnitveartnea tli aobaehl ksfoCBUMAMAI e f i ne s

privatialls®abel sGtdot ®6i mstahfied spr oduct s that carr.y

or private brands. [ s Dhey pofopem woamey tohe
names created exclusivéeglPLMAy webhsitedail er fo
Howewvermn hi B i nestiudesomfuriosp emrni nmacrtiolrysSf actu s e

mar Ket France, the French Feder atiF®@d®oht Comme
commerce et de |l a distribution), a pntghfeessi o
interests of majowvi Besenahotbetai defsnition of
private | abel (PL) i s a brand owned by the r
i ndustri al subcodhiacdefon{ EDGn B@284notably
Mi ni stry od gdHe&)0t08 ( sant

@)
Il



For its part, the French Ministry of the Ecol
refers to the | egal definition of -4& rfi vtahtee
Consumer Code: fa product sroeldd tuon dbeer aa pprra dvi
characteristics have been defined by the und
Its retail sale and which is tGQEP®®Ad0 )tohfe t h
same field of stwdy, otfheStMdtiisanals lamgt iEcono
another variation, providing a definition ba
brand is a brand which is exclusive to a net
Own brands are also known aslypbeaatehédr aaunhe
di stributor who sells thewhemhtelye maryo aul cstos ble
of the ensigno (I NSEE, 2020).

It i s also interesting to turn to the reta
terminologies, and pEospexamples, ot hSpyrsrtv amee h |
Ufad srmhat #Aprivate | abel products include al

This brand may be the name of the distribut
particular range of productso (U Blog, 2022)
Neverthel ess, most of the ti me, retailers si
than clearly defini mpptelw tthénrorh,d ared ait hey abt

products are manufactured or promoted.

More generally, the academic |iterature abou
at | east as Amparneyvisogunsbilnypmed i n 1.5 Key concep
tedmri vatheasl abdlogd of substitutes among whic
Astore(Meaadand Sudoawnobe @id@&y¥med epri vate | ab.
(Bordtt al, , AROUSECOIDONEIS d® Li ndél gt a2 GBmareds o
and Rubi,o,id2GQ8) bgBSohdst,d,riahtonfed () Knaodsd anc
Benkiraneet 2022)

I n their artactdeBeRPkir KmachkO22) perfectly
simultaneously deploring the | ackpoifvabeskakb

has never been uamadi ewpkaiynidedi nedoyeasons |

According to them, understanding this phenor
type of product, the motivations behind th
purchasing power, the category ohsThreiyo aatles | |

o)e



point out that, for exampl e, in French | iter
afmar ques ddiisdrrgwas edued,odfiMBPBr i but eur

Finalhliys, profusion of definitiofnEromayMmer eat e
analsyidnsywmaerer ated content on soci al medi a (
di scuesoandc )| ected via the sociialellpiss treenviena

val uiarbdieght s about how consumers themsel ves

Among consumer comment s, for exampl e, one (
producedaimyg bogd manufacturers specifically
| abel brand. | tuci & g H ti 0 cvketr asii loenrss odr otdh at pr
(Reddi t 2023) . Conversely, anot her user s t
manufacturing your own producto (Reddit, 202
I n parallel, various studies, i nterviews, ar
and consumer verbatims regarding retailers

i nspiration from the big brameasaftfoorcdaekmlte @grh
terms of perfor mance, prices and communi cat.
enhance the brand's reputationo,; Awealgel to

products offer good vaveueddmea anoqreedt; didale «
t hat private | abels are similar to the major

this and many people consume them as a resul

Moreover, it is es$é&qeaediiandirtéioosnmsapeogndyadd vehai
of act orisi nisntviotl wteidon s, retai lier by tb gcauhl etbuarrasl,
di ffeasnanbkbyg eldr . Kouchi h2@22) Bemki ian&di §200D.
devel cofmemrti vattehd asbpedcsi,f iacndchar acteri stics o
| abel s dret@mié¢ésemthar maceuticals, fashion, et

Hi storically, the originstemtpry,yawdihidiadairss
Gr eat (B<oiuteahidnh Be nki.r amoeun 20 2i)n 1869, the com
o w-b r apnrdo diubcatcson ds ol & @ms ns burny (B&AnmdObury Arc
websThsee) ear | yareex acnopel seict @ree d or er mio o eprrsi voaft et h
| abel s we know today.

However, despite these common root s, t he hi
depending mainly on the cRoarntirnyshthaendcUen,hé ede Sa
the private | abels have been Isaurcghe |ays pPlo&PFu | (aG

on



Atl antic & PacThlikrco §emr CWaitptawmhyer,e t hey have
been associcaomad -gvuoankl 1t wmwhE@apelels, 2008) .

I n Europe,Pracckouwc migh t @an di tBieen kpiiroanneee r(s2 002f2 )p,r
| abel s [ é] are British: Mar.k sl n& cSopretnrcaesrt, tSoa
States, in the United Kingdom, private | abel
to be perceived as mbhe Pameni Itmr dtye gy nwaisnea ¢
European countries, s uc hl nasFrSwictez e rsloammed k(eBya
significantlyTbhbbapedst hprmaaketl abel brand w
(Kouchi h and Benhin®&wé&, 2022)Carkaetfeomu, igroup
| abelPrloidhh® ft'e6 positioned as an altémamamiav & t
i n the devel opment of privatde fllaedbted §devghBr an
Carrefour, i n-bB%®e@.0 Dhiasrdétrempmraeisrent ed a mi l
reflecting a renewed appposachi bnegrotvheéeri hght
2012) . Il n parall el anot hlearn dnsacjagore , p ILaeycd re ricn
own umbrel | adMpr gu e toi& enp aklbIe®BT ®g r a mimeg €aDrII7yY .2 0 (
saw the graduiifi resmtergeinceo dédranidk ar aEncdoi+sdc, 0 0 g
O0Poucebd, O6TOKohuodgmki@maede.2022) .

Besides these differences in their hi stori casa

depending on the spec,ffiincc!liudd wmgt rfioeod ,t ygay cle:

apparel, drug, durabderalbblashi @agri tbelat tthe, ramn.
(Wu et g, .andO0t2hHe ti ynpe hw @ dperncadoecutoaaoct nevlayy b y

Bockhetl dal . (2020) who note that Anowadays
i ndustrieso. However, the FMCG retail I ndus
context for private | abel s, due to the higl
cageoeri es, and -hdheed ndempet iptriiacre t yPoloadn odndg

Chakraborty, 2015)

Neverthel ess, despite t he mul £ ewl ifcuintdya me fi t
characterisstaasdcomgi atnadntilecy evoo ¢ thidledbt nngi o h:
char adthercizsizod ed ' pbrridvbagt 8snt adfafsiilci at i on . wi t h
Seconddtyr,apgtrdogpd ecs s s | b aldentd mpdnseto ltheeg v & getdi o n
and alltoceat edap®act nhv(edevseidg n, ma n uf a clLtausrtilnyg,,
private clreldddess earrvee st iwhegher puopdséserenti
price, or bui,hd eusteca®®edml20 ySalrtat egi ¢ r ol e

OoP



To develop a complete definition of privat e
fundament al i deasnht hbi ghteesd sabpwveaelviata | at
combinati on ascf fogfiowsst @pkbalpehsuime]f opr ¢ thec tod ¢
handldi atei buted exclusively by a retailer a
created by a retailer (Bodur et al ., 2016) ,
and marketed by a specific retail chaindo (Be

21. Btrategic role

n the cont dmmarsarayp eFM@® e vav el tvhaddierb eryiosnrde pr e

magepo@mEabnmbdgr eccbesw alter nabtriavmedssataen dbat o me a k

(¢

ssemul bl faceted el ement of ret aiwheild £6 ad seor &

onsumerso®6 interests

(@]

They fnuwlwiuillt i pl e st rbaatehgi corpur eoaiglseirrmsc laundd na

mproving retailer mar gi ns, supporting com
ositioning, strengthening customer | oyalty

ational supplisei g household purchasing poy

p
n
broad assortmMeEDC, 020p4 pndegstivpltye | abel s al so
pill ar I hofrgergm oweé hs 6st restpeegiiad |y I n a ~cont
competsittaroen, cl osurexanflatgon&raysi ppgssures, a
e

Xpectations.

Firstly, this section explores the strategic
One of the most iammpedit storsamcetrhbasagpobi et of v
advantage privpdrenatgdles oirfoéi ti mamgansdf 6D
nat ibornaaf Mandal , 2021) .i nitnedreneedd, i abryi ecsu tatnidn gd e a
manuf aébur ewven managing it heiecambdbededeucti o
production and marketing costs. This cost ef
products at | ower pri cesComwhdr| @l lendaginnt(a2i0nlion)g pb
t hant aavge&rmeood6O0medli um qualityd pappraoei rhatbiev e
bet woe®n 20% bel ow. nBhii ®nmdr dpirmnast i midzuartiinogn i
periods of economic downturn or inflati on,

products (Lamey et hal pracgiet@sy x.anMal sov ére, r ei I
and devel opment (i nnovation), sustaiambi |l it

i ncreasingly common practice among retailers

0z



A second strategic objective for retailers i
and add value for customerso (Mandal, 2021).
sufficient to ensure consumeari viadya lltayp,e |l nsa ntyo
value prMeptosohl gn.do private | abel s, from a
compl ementary or alternative offering withi
Economy, Finance antl Bopdesergalty,and0D0)g,i tbu
strengt heqbrtahred riemaagd eand sett hirtdiuagphalr @ s if v ® ms t
brandso ( Mainvdiaaln,no®28f2ilye formulati ons, pr emi
sourandgorggnediTlemitss ,dieftfcer enti ati on strategy
e mer g epnrceempofimv at € elealpskens mar knd g d)y gésh § p |
@Qourgmehtetdnt ihedmd r@e Cp.rref oud Cad®ret dDVModmBPOi X
Gourdmet) eAts&G.: r sMaa sewi Cc z e b bsad s ueghr2i0VL&8t) e | abel :

Il ncreasifmagl » s@®@®h t o gain a competitive adva

By serving as a pillar of retail di fferent.i
foundation for bui IDbidadygd sitiomel ¢ pwyya2@Q3)Y .Col | i
The | itexdatwmrse vietdlgi se xfipdliorreecdt r el ati onshi p be

store |l oyaFtgbe(Kesekkl @ shWmddist) hebA\assst ®tr &0 d
al dmsee 2.1.3 Typoliotghieegsh abnhiceepuhivgquenéeabebB )t h

progr essi fidelsyt ibneact conwene .p,r oidtuerhss t hat cust omer s

which they are willingtadopurBtliugse hiof ta iIspega
i mprovements in quality, marketing, and bran
and f ami |l isatrriitvye breettwaéi el setreso n s u me r y ehaingdln & lhieti y &

products, assftdireyc wagttcerhemy |lloggnaggt vy aod ¢ E@luvah
Porral -ManmgiLeryvy2016) .

However, Coel f@0dé) Vanli @ i glat aalr g a s entf H imrednicneg so
private clushelogadny seems snogtnitfo calalt etgyupmess g ¢

retailers, but only foastt hors eprpeomiitmom.ned as

I n i nerwivtah et hiadel s al so s esrlinrea nagse i amnsdh onvacr akse
positiSomticheggy arwspBcefacl eamd cannoi[ tbthee yp uarrceh:
l i kely to affect |l oyalty towards thmakiena@gi |l i
the alignment between private | abel i mage af

success

oT
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e xLaindpl | 6ées, br and fNhmad® ws pst aien®fomood and

count on consio@heed?20P dtechrdya hséh o ptp iunsges it ¢
el products to reinforce iMesnpmemphasnhizeg
nfi dence, excel | encwe basnide @&2u5d)a cu stiymg (iMOsN OP
mote a moie®nsrclhamsdrhiawmddt hiriefnedst y | e .

erthel ess, erveefnl eicft ptrhiev aitnkahgeea baent de t sati rl aetre g
encarmly toan Aopti mal mi x[ ionf] sed&aahe caantde ghoartyi
t the needs of al|l shopperso (Ngobo, 2011

e caweortdh enre n s i onn aitnivoonlavli rbgt dhintdiaoc mali hheh@tpowe

vatper dwibked ai |l er s, especommeyci als{ Megabinak
B u d2hormhdigsshanced MAnegotiation power wi t h

S eFh asthee r al .s,t etsdb p b ihlei ty oft @rimamecd abet

gaining power does enpualavyttiethelgadiy hgnatt oo

nds being | ess i mpacted.

allll yshesaé¢ egi c characteristics of private
@erm growtlhn diymaarwed sa.i | act or s willlairhmgndés gt
Italize on their private | abels for their
ermarch® andi @elmbe fta wrn s s h awrisdohlir etsipeecbo by et
i eving in 2026 a 40% mar ket share for its
billion euros in revenue), compared to
sqgueedbisi €24), and a 40% of food revenue,

an strat®giqgue Carrefour 2026 FR, 2022).
enkamp and hdegyhslkiegnhst (t2h0alt4 )t h e hianst ebger cac meo n:
emp omfe ngl etsairlat egomlsi ni ng fAgl obal i ntegr af

| dwi de nlleoatrhnei,rn gtwloe ddevel opment of privat e

ategically embedded i n retailersd planni
italization, sustainability, broader soci
m thedgoenspeegriiveat e | abels also of-fer tw
ceheral ., 2014). The first one is related

bl e consumers to overcome purchasing pow

text (FDC, 2024). The second, labnide sc oimmp |tehr

wing quality and divertaialryer sft rpartiewga tcea | Il ayb
oYy



the devepopméenmm, obrganic, | isagitomad g nweanii enmtol\

with national brands equival ents.

Last Ifyr opmmi nth e offn avtiieown anla nlof adher edresv el op men't o]
| aboedas so ptes@morct unintdieeed , some mamupfpd gt ur
private oldautweisewlnii d testahlelnmow o secure new revenu
amortize their production carmpeafcern itedc .t Diusanas
Aeconomic,pret satpipdrydpm @ dopadiesravsee al dbealanci al

enabraensuf adtouroefrfss et cost prewstim@we oompetmin

national baiathsgwheiwne dpirrieccetsi ng customers t o\
the event .lonf addg wiitomh by <coll aborating wit
producti on, manufacturers can sli,gkttlay | e e ¢

bargaini sgwetbhwe adscemendentgv tthes rtey@iid &Irl { St e
Geyskens, 2@mhd4paotbtéedal s0 vVvailmusaibd kbt schhenstl mea n

be |l everaged to further develop their busine

21. Jypol ogies of private | abels
However, befacte abegomi h@ol serving retailer:s

privat éavVvabtghreoccucgohmpdaetde pr of ound t tarl a ganf owintaht
changongumer s ipomrcecusteamdz sk g hami cs.

Ini tially introducedquaalsi tiiyg eencearn ocmy cohre alplh @ g eotw
shiftedhemwarvde d | iomeergietc ®da thi on al bragdabutyac
val ue or st anoda(rGli eplreinvs® teetg kraa k. g i $2e0l2yl,) .t hey co
Ainto products with a quality comparable to
(Geyskens In.owetc oginp reipihy at.e | abel s

Hi st ortheallli ytdeirsattiemnsigeai wé e n t heekf ctaggandnt het
devel oppmreintatpbfa $t abblepiasi t,i ofnornngi ng t he Dbasi s ¢
t ypo.l olghyil ®infsi t§ mumnideaelrisntga@ dst rategi c reasoning
| abHégerthel ess, it naudsdi thiyprodddngiskeshe mtnhe d r ay
strategies and prodiutca fcultleyg oa ap tcthrag atcteera s m

of private | abel strategies in todayoés FMCG

To starhewiypmol ogy of piihodtve elfaebberh sa ptoesmp o r
perspectiveuc wvb®etsaeyetsh eo f devel opmedrertrrad et @
Agenerati onsoLadk ponemtand aRavosrod dtsh € 1f9i19r49t
propose at hadwtmdéiwmarda yreanler at i pns viaft eurl adiefl fser e

oo



ti Biws t h
6).

Type of brand

Strategy
Objective

Product |

Technology

Quality /Image

Approximate
pricing

Consumers’
motivation to
buy

Supplier

each ti

Ist geweration

* peneric
* 10 name

*hrand free
*unbranded

* penerics

*increase margins
* provide choice
in pricing

* hasic and
functional
products

* simple production
process and basic
technology
lagging behind
market leader

* lower quality
and inferior
image to the
manufacturers’
brands

* 2084 or more
below the brand
leader

* price is the main
criterion for
buving

* national,
not specialised

er

2nid generation

*‘quasi-brand’
*own label

* cheapest price

*increase marging

*reduce
manufacturers’
power by setting
the entry price

*provide better-
value product
(quality./price)

*ane-off staple
lines with a
large volume

*technology
still lagging
behind market
leaders

* medium quality
but still perceived
as lower than
leading
manufacturers’
brands

*secondary brand
alongside the
leading manu-
facturer’s brand

*10-20% below

*price is still
important

* national, partly
specialising to
own brand
manuficruring

Jrd gevievation

*own brand

*Me=100

*enhance category
margins

*expand product
assortment, ie
customer choice

*build retailer's
image among
consumers

*hig category
products

*close to the brand
leader

*comparable to
the brand
leaders

*5—10% below

*hoth quality and
price, ie value for
money

*national, mostly
specialising for
own brand
manufacturing

dth generation

*extended own
brand, ie
segmented
own brands

*value-added

*increase and
retain the client
base

*enhance category
margins

*improve image
further

* differentiation

*imapge-forming
product groups
large number of
products with small
volume (niche)

*innovative
technology

*same or better
than brand
leader

*innovative and
different
products from
brand leaders

*equal to or higher
than known brand
leader

*hetter and unique
products

* international,
manufacturing
mostly own
brands

Source: Boston Consulting Groups/ Markant (1992), de Chemnatony (1991), McKinsey (1993), Famsay (1992)
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This frhamswadlepard buiblyt nuupneew lbbalsaOhsl son (20
summar ikegkemendesscri bitnhfjeunhb éitghaepprOD®] mat e pr i
each generation of private | aBefsrbkighini ghAt e
and Kel lheara |(r2e0a0ddy) itrhnee d e git hii ma ¢ Y mpdd dail h grto d e |
sucfhprai vate | abel portfolio strat-gggl atyotwiset
This-tfeur frhaasawdr Kk he foundmraédilooen foonr pa ilvrad a&d
typolo®dued ding onUndbl &9 9 h)edad ef-tiiveen d elBin@gu iyes i s
7)) whertuaassagd Huddl est ea {(-2i066 )Fogupripeo 68

Leadership private labels

Par quality private labels

Re-engineered cheap private
labels

Cheap private labels

Quality and relative price of private labels vs.
manufacturer brands

Generic private labels

Time and investment level

FiguiSed alges of pri vat eWiladbmdn derwvde |l bpmentl997)

High

Leading -
national brands
Mimic brands

.
. Generics
Low | *

Low High
Price

Quality

L 2

Fi gufPeos8 ti oni ng-bofad d éltueanndg eHu dodMnest on (2009)
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Il n 2010, Geyskensaotehemill.ar (Fnstgrihpegeuecr®eed né& or ci n
prevadfentthkreeree di moide & 5ree sleabfecdhl | owi ng fia &égooc
approacho ( Geys kngn sd eecta@éele lleeart 8011.8 p(mp0 21 )ed t h
framewor k, adding a foutrhédr IMaphtbemRrdd b ers di n
thupdating and heeei gitoeuariemetiehglLaaksonen and

(Figurese2 1.4 The)poretical framewor Kk
A

Top Premium PLs PremlLr:lrlg;quahty
k3
> . .
£ Mid Standard PLs Mainstream-quality
S NBs
o

Low Economy PLs

r
PLs NBs
Brand Type

FigufPeosdi ti oning of cthioéerceatsgpbdrndimhgbagualdeny
et al. (2010)

Even i f the frameworks have evolved multiple
share numerous si mi, aaliltowisng mom gf drhrmu lmotdee | s
si X main Agroupso of private | abel s.

The first derfeignartd sedad gtedongeerniecki e pr o ddacst stéh,e i n
first generatbgpmadkfsomreinyvatnd hlRalpw ladi deddi rnognui s h
them (n

characterized by undiififsfuecrhe nmatsi actaendn ebda spieca cphreosd

Private | abels or store brands are d

towel s, oir, u relpraagatmmkedt d i 00l d a(t C zae clzoow kpor iecte al . |,
2021) . Generics served only an economic purp
The second definition, corresponding to the

and Reynolds, and t he fciornctee gresm esdnigh iPsh nc & toe g dGr

of private | abel regroups products wett hali.s,l i
2020) , Afof fered in categories that are highl
under the name of a retail-pchakedhutbavhoed phtea a
gual ity alt earlnabtriavedss 0t of Gi aetlieon,s et al ., 2021)

M



Then, following a | ogical orsdef Geyskessneteas
al so referred to as 6val ueFPCP é(n& Keol uecnhsi he ta nac
Benkirane, or2®2  piHuabgamasadd Hudtleset drs,t a2@ @9 )
it end to Iimitate mainstream quality-gmahiufwanct
altern@fy svykeesns et abhivays2808p | ower price tha
be summari zes as fnprovamedi amehesafotypandupt
al ., 2020) .

Fourthly, another importantsOflkésai pronat s It &

Apositionediqgiural hityh ere gpnreaind esad . (, C 2e0c2200t, k o at t

mar ket o, delivering higheandqueaquatlyl itnflganor s te
premgqual ity national brands in terms of qual
et al ., 2021; Ter Braak et al., 2013). They

direct compebnabyr recadus th ng new consumer s.

To complete this overview,cdtiedemy, ettheldsma
exa
brands and pr ddowat st ygpreigvi epnf Cobya sit) meCsompet i t i o1
Tec

antici patfeutaurde dcednsnuemer s6 needs and mar ket
Fi nalhley, 6t hemati c PL&s89péprkDE&)atard ableé K a@astbhe

ctly premium PLs, 6smart PLsO represent

hnol ogy, and. (The Dabjecdrveeon$ oheseempr.i

i ntersection between stahegrdncpudmi am] a@md\
created to answer-ima @apepcchdaddhmaelkeitcompdass | ior
6sustainable PL6 (CzeczotkeNaetseali cz 202@), ,0
0regional PLs6 (Beylier et al., 2012).

These different ctoynpetsobadtnange d vdaad o $t@neeh e i r

I ntrodaamts®nul t i n uni ntceamadea do adrfi ézdact ¢isotn®@ m e h n a
| oy,alst yespectdbyeGgyakahyset al. (2010), and
|l ndeed, Geyskdeanmnwveettbahdinéeé206hd6my PLs canni ba
l i kewi se, premium PLs canni badepglaier onlbenye amh
usi ngeswealbl¢ o shemer b e h,d wicd uirdh ietn lygdbecoormperso mi s e e f
0similarity effectdé, or the o6attraction effe
For his-Vaaemhti Aa Nigmiboou ts( 20h1alt) t he sharea of pr
stopre@duct assortment,coas$ dwetiolraezdli dyhaelitryp,b s iank
or negati vetthahiHee ecxopnlsauinmer s generally val ue

no



variety, exceeding a certain threshoiledcpoi nt
additional increase in the private | abel sha

to the focal store as it restricts the NB bu

That ibse ywohnyd ¢ dg ist tifyoprosiigggwo compl ement ary typo
based onstbrraataesdglinegs her pbadadt onategories

Fir sMul ye t al . (2021) explain that retailers
str atwég@gnnaemi ngprtihveaitper oldaukce Is : they fnAc-banphei t he
(umbrella) branding t o radwenal btrhaen dd wrge rtsoh iapv,:

l i nk between PLThewmdremepaeti bahypyesRegd ihfetri net a
practire¢ail ers-baaneappltgndi agote tuhseiinrg ptrhevia
St draemner name in the name of the PL and/or
packagingo

This di sti nctbiaonm elre tawhedenng tsétmodrnredi ng I sOessent
one hand barrendnemavi@erstsas meelsp more easily perce
variousibmaadgroduct category, pandabey éabehns
(Geyskens.aeOtale. 0t a8 hra npl, ap r a roghsi udmenrg dreocl i es
making. Ail awadfir aomeh nKle Inlgearsati¢gla® & erca si on, wi
on one side the poaswarbaneassy anfd srteceanlglt hcefn i tnhy
applytidargemner br ampr eddu @atmo nlgel ongi ng t o a wi dg¢
the storeo, and on the osdredishbidleist f hgndaoskt
t he per cei vecdongu ®oif ie hg 1y @adnndodscs nfia n y di fferent

categdheeso i-aof fa betawdeeen rei nforcing the reta

d ssol winad I ts o wn Brparnidvi antge ndleachi esltstheema @ e r e
s rategically and with careful ceotn sald.er(az G 1o&)
Kell er et al. (2016) .

I n both of theghliaghti cmaebkt i pilreey cartietde rdiiar etca |
products or rather tiovheme abbsitnasdagnbiet ave m

standone branding. They are summarized 1in a
(20F6)yufe 10

Kel |l er etbasle. t(hz20¥6)analysis on a contextua
di mensions: retailer characteristics and mar

draw specific conclusions within eachndi mens
premium private | abels tiers as a reference

mnn



K Retailer Characteristics

Market Characteristics

]

! ]

! - e - - . ) !

' Retailer Positioning Prior Branding Decisions !

! ® Price format » Standard-tier decision 1

! « Retailer brand equity « Other-market decisions i

' i

! |

' 1

! |

I I

! 1

| i

1 . P !

' . v + PL-Branding Decision |

i PL Tier % 4| Store-banner branding —*| Retailer Performance

i Stand-alone branding !

! |

1 ]

! |

I I

! 1

' |

! |

1 1

: |

1 . . = . =

] Retail Environment Institutional Environment |

i * Market concentration ® Uncertainty avoidance \

] e Hard-discounter share = Power distance !

' e Competitors’ branding decisions « Rule of law K
A ’
\

Fi guri€oncle pt ual o F Kaeé(wnd. k6 )

They expiledaiam!|l ehat® propansetybtandsesrgsoonr ehei
hi gher whlefnroawed add eirmage r at hea htihgahne rp rbircaen, d
and when t heybamwver ulsreadn &sitmog ebef ore (on thei
ot her danarMaenlsgt and cultural factors, such as:s
avoidance and rule of | awhafdied altdaw agdwer naeis?
st @raemmner brandingobBbar t aetahffepleemeb mi t eersCarr ef
St draemmner brands for me&satr r off ouirt sClparsisviactoe, |G
Carrefour Sensati on, Car,r eeftocu.r) .B1Q@0, n vCarrsreel fyo, L
usingalsomedbEaoMar d u & @eRNeops rreegi ons ont du t al
Conversely, t heei shbciogugnetrert hsehama&r d n a country
| i ke

tool for protecting the bottom of the mar ket

| i hood-baonappby asdong f or ,t haes ra ediofnfoemrye

Geyskens eateaalh. s(i2fil18)r c&Ketttesabns whbhiltbaoad
more considerations regalfidguwjge stlandard and e
According to them, there i s no .t yHoiweavlerhr an

suggdgeéasxatt-banoee branding teobdrtdePhendtectal po

ef f:élcamsumer s f eel |l ess uncertain about t he
familiar witoth its brand name
For ecpmiomytss&selyakehs et al . recommealdomet ai

branding strategy to fiavoid unnecreesls@amtiyan i s k

ne



ret atialsesrosc h@at édoraemname wi t hl opyeuracperiovdeudc t s, | ar ge
to feains Mnheagttti me ghmer cheapptm ommver al |l cust omer
shopper trust in the retailer.

Banner
equity
1

1
]

Standard tier

1

I I I

Stand-alone Stand-alone Stand-alone
branding branding branding

Premium tier

|

Preferably
stand-alone
branding (in
light of the

|

Store-banner
branding for hi-
low retailers in
countries with

a high retail
concentration

and high

Store-banner
branding

increasing
number of
product-harm
crises)

uncertainty
avoidance.
Stand-alone
branding for

everyday-low-

price retailers
in countries
with a high
emphasis on
status and a
weak rule of

law

Figuribedilsi on -btrraeneckidriogy i dBey skea@1 &) al

Il n addi ti on dtios edtihaes tporresv iiomuftsirlayé egi pginamé @ gl @b e
brandi ngnusttr dtee gy rhsiodhan eadmmas £i ngstutakokdéent ke
t hper i v a t(pea cl kaabgeiln § p geoted our s,

WhiSeaerdarl .ar(cgaB hei rnamiumdg s tnroatt eifgivees tad 0@ ¢ an
i mpact on perceived qup@dii vyt @ nldapeyr cithhasee d s linat 1
combined effect of both packagingt peedcra wieng
gual ity of Qohnecsreetperloyd uctthse. afwthleaor s i dné lh@m s tpraa
and unkno(wnt-alnwaedabe apdy gedd ttohgeetpheerrcei ved q
private 1 bbaghtlbhmaandvhen considering either a
bannerTtirsa nfdi.dhidri entgi diaap ornest ai | e*trisadt gy .ndd eame n
thebj eaothiet égeari nt omar kett dsmaerce | ycavmpér nbargenl
particul ar c entlstuneelrs . esgumgegnets,t s tah atn et tbe amhdo inc

nz



| t seeslpfeci ally its potenti al ,craens esemiglnd fd e atna | nye
purchase intentions and perceived quality.
Last INe-Nlyiced mRhodma n(i@QW ke nhrti ltihs terrsstpegitd ve by no

I n some specif-baxnmdrt u@ani watse Isdmele br-ands ¢

(@]

ategory purchasi ng wefefnesttidbeaer Tdn ish pEitide d tom
products woirt hcilno sse@layidiperlr atesed (soft drinks and
All these el ements support the i mportance of

branding strategies.

Finatlhhey, compl emenNamycha eki gmd ] ®Rotmafnii ek t he
i ntegrating a final typol ogy Tidafe dp rcigwaotdleu tclva b €
categortesfully captur es @mé dirfaimel sdi mensi ons o

l ndeetdhi w the aagsedragimiewdat @efl abel s are not eq

and branded among the different categories
cat e goofff hiegsh 0 -ionrv ofi lvewne nt 06 Claonbr cdgesumercs.i onar
Ahiigphvol vement 6 product as fAa product that a
the choiceso. Conver-isreMgygl,vemerthapracd ecti @ esds a
t hat consumer s Dbbuoyutwiitthofutte nt hbd encka insge ait i s ¢
usually buyo. Cueno et al. (2019) detail the

i nvol vement varies-ibeopweemenhoghepeéondiingwon
Ameaningo, tamed asteciraskesnéfinancial, soci al
consumption of pirheedswec tdse famd tbroamrsdsar e key f o
equity of private | abels, and the constrains
l ndeed, the introduction ,ofanpdd ewaarhydd nh talhyeli s

posi t.i oFfGirnsegt ens et al . (2021) préesceomtdutch & ek é
value PL introduction to gain sales and prof
PL; (ii) low advertising sensitivity; (i ii)

t heir pur pose ofquradfiftegr haagi mexceat alal d ower [
devel opLem@mal categories of products fiincluded
i temcod®.Nnomy PLesalalrye dgypet@poduter cdheasydi ty ¢
(Kell er et al ., 2016) , Aundi fferentiated c
penetration and purchase frequency such as
functionaér r( B&kr i Brdak et al ., 2013) .arTéne tnh

nT



|l ess restrained, o f-e rema nfcii mitgn oodtrad @loli ine svawi |

functional but | oewteralsoci2a022) sko (Gielens
Il n addition, t wo other points must be kept i
space to PL brands can damage the overall C

expl ai nealbeyntRanulINgobo ( 204Bber.an@n ntgh eo fo tphreirv :
must be determined under the | ight of produc

t wo aspects (Sari mehmet and Aydi n, 2021) .

Al l these findings are key to deep dive int

positioning, branding and categorial strateg

2. 2Brand Equity
This section provides a thorough exploratic
il lustrating fAone <crucifali vaspect sofassbcaaem
behaviour, mar ket shar e, financi al perf or mar
2017n.the highly competitive FMCG industry,
understanding the dimensions a&amaimisteeam,| ef
and private | abéln dwuirven uaypr ddaamas .equi ty e

serving as an indirect indicator to measur e
branequity can influence consumersé purchase
which, in this thesis, iIis considered as one

To start twitsh es s enratailalle dt ofi cdoenftirnoev etrhsei al 6 ( Kh
concept of | bdeedl| thlpawandgtyor e mar ketiitng sc ammpep t
emphasize that there is neither a d(cMacieanss us
et al nor2@24f)luni form measure [ t(oCheavtaleuqgteee] abn
Lahiri, 2017).

I n t er ms of gener @2 0 Z0e)k it @aviot i aguntsik @ r Yiulhmaz (1
characteri zi nigt hber aanddd eedq uv @lyueaswi t h whiahda b
Yoo et al. (2000) asistelsesiwagr itehmade iitn cooa mr ewBrpeor
focal brandedn puotuvandeadhdproduct gi ven t he
characteristicso

Since the 1980s, brand equity has been | arge
bet ween three different upt sbeapseecd ibvreasn do fe gt uhiet
adopting the consumerb gsodad tbroan dv megusinttghee( F B B

ny



value of the, bamaddt h-lasedéeng| byaed equity (EBBE
human resour d&Kdhumdanaa@erde frtar | adread,i c2a0t1e6d) .t ol nt hte

i ndustry, the analoynsiugmeirs -rraessetursabiomasndd teoq utihtey

2. 2CUust olmeskerdand equity
Evetnhowg hcondarssubseaohed odefa mosfit mlgpineand tédieui t

Amul ti di meMa<ii arsaledt hal act €r0 2d én dtshreda gcroandcuecpith | s
feat ulmieg ralcirgltsthwealk hodwaf i ni ti ons

Among t hei ded syt rdedbgniDewdmndAsagker 60s one i s C (
foundational to the wiedhes @l e zaotruaoahetodt da mei ng
I n the fiAaskeri nbaqauimtse flyyng brand equity wi

specifiAddoreding to him, brand equity: Ani s a
to the brandds name and symbol ; can subtract
product or a service; and pr ovi(dfleak evra | ule9 9t1lo)

continues wihht expkaivrilnug ,ctemsomnf hee mdnt i
di mensi onr amad | luady amlgegs,bpamdeawaddemqual i ty,

ot her propr i éFtiagruys eber3aln #4 alshsedtrset i c al framewor
TheBseour cealoueof( Aaker , dUuddODd 1) he of t esmt reour

unchangeallfe fipielrrans conceptual and operat|
(Ansel ms20bh7t al .,

Brand awefensesso the extent to which fAa curr
2024) corr esat lbyr amealc cagnnhdt zassistohc i at eer t ditn i Br od
common knowla&nddjeawdraeaneédss i s fiobserved [ and
brand recognitiono TKhsesdrecahtt abharhjeagagmel @l &
consgpgmenor ¢eppobHerse wardobmaasndq cobeur s, | ogo, i
etc.) (Khudri lann dotFhaerrj awoar,d sRiOslber)an &t &awant en & s
the brand node or tradd gihn bmamar yaow &(rkeeneds esr ,i

familiarity and popularity,| iakel ialhoddeofsarea
especi al l-iynwmldeamd mmtw puDahiad eA.cohalkdar onk291)
being a known brand dramatically [tabfefne cwist hev
a feeling of reassurance.

I n direct relati onsKhiugdrwi tam dhfifraanmr d aansaga red0al6E) 0
the connections that exist in the mind of a

by a gi vaesn elxrpdmdmned by T Maecaxahsa vestt iavle 1(i12s0t2 40)f
no



enumer at ed aluy hdnrct fuedree nut es o f the product |
exper, efncaest omer benefits, uses, user s, i f
countrieso (Aaker, 1991hes aVhaed dhaeai pwisod 8 vied &1
Abrand cubsbpasombey firocess or retrieve inf
strategic ltavdr edf@noid redompe ¢ n ¢ 10 a sfeeaanliolii nqouse
Sometcomesiaree eadf t he mosats siom§y arptceemtv eldis agrach | i |
di stinctelvat ass et ®86 tlhjee cctoinsaamessessmenn and
compariigen ctompetitors (KMadiiasamrd Rar | grRad,24
perceived quality depends mainly on the stre
on ottéhregasbgdects related to the brand or the
advertising, packagingo, etc. It can al so il
cued)he,rgeebnyer at i ng at hvaitrtueoiomfsacmeecsl appr eci at i
1991) .

Brand | aesleuaysbpasidomnwsereqaufencensumerangdaesmpcenpt i
exper{ Khodsi and IRarrjedrea,s 2®16)t.he tendency t
concrretfdleyche di ntnenti on to select the brand a
Maci as etltali.sg &9DLAgi.ated with Acustomer sat

(Aaker, 1991).
Finally, David A. Aaker (1991) himself prese
(patent s, trademar ks, etc. ), musdeat dielsédad ¢ enp Ot

encompasses a broad set of features. that do

One key point to spotlight is that al/l di mer
and intemactanwkMiheiras et al . (2024) observe

associati oredtaqggesartdeieegd quality, while perc:e

|l oyaltyo and that #Aloyalty is the only di mer
equity when all di mensions appear as endogen
Byhi ghlighting the prevalence of consumer pe
di menswexzms, buentdteerrs’shgnd he concept i sthéten

denomiwnfatdc oms u madacberdand. equi ty

For hKevpaKehlhed®8pl hnamebyhi s apprboaascehd tbhrea nca
equityameddedlefines it -lasegdlboand fieqgsit byneid s
di fferenti al effect of brand knowledge on cc

More precisely, Afa brand is s-hadedobhafte aq.y

P M



consumers react more (less) favourably to th
brand than they do to the same marketing mi
named or unnamed version of f@Theiplraoductater hi
Kevin Lane Keller schemati zes brand equity

concepts.

On one @epldai ns tbhhhaste dc bgtammategnoni what she call
knowl edhg e¢ethceinfs itswos-csouhbc e pt s, Abrand awarenes:s
(Kel |l efF,i g9 B3 A2d awareness has the same mear
for Aaker, nit relates to brand recall and
c on s isdyerrcendy mdou sa nwdi tahs(sJoacri aa,t i 20009 )

Rent
BRAND
AWARENESS
B Non-Product-Related
Rn:::ofg?ﬂon - o =
Aunbutes
B Product-Related Usage Ima, |
KNOWLEDGE - | e i
Bmlcf ?\c:sggialion
F bili
BRAND Bra A I ia(ﬁons
IMAGE
Strength of
Brand Associations

Uniqueness of
Brand%ssocﬁﬁons

Figuribi h@nsi ons of oBredi Knbahedgel | er (1993

On the other hand, Kevin Lane Keller propose
equi ty vicsoinosni sti2hXndgf oif emtd Isaypen srbernasndonssal i enc
performance and brand i magery, consumer judg

brand ré&sgdapreel(4 Theorkitgwejad *3F amewor Kk

Among these newsaclonecnecpet si, s thalatndaihy. a®@kbaedads
performance refers to the ways the brand mece¢

brand iamalgarcgiess omer sd psychal ogkiecla |&woagirn gOddi)

PN



beyopred cei ved

cust omer

resonan endeeq ui voablreanntd

qguality,

br and

jt thdeg efmelmlt s $ paencdt

per cepttawiitse almdanmdc.ackiimalsl y,

Laoyalty
Attachme

|l oyal ty.

it

Community
Engagement

CQuality
Credibility
Consideration
Superiority

‘Warmth

Fun

Excitement
Security

Social Approval
Self-Respect

Primary Characteristics &
Secondary Features

Product Reliability, Durability,

& Serviceability

Service Effectiveness, Efficiency, &
Empathy

Style & Design

Price

User Profiles

Purchase & Usage Situation
Personality & Values
History, Heritage, &
Experiences

Category Identification

Needs Satisfied

Figurisulhdi mensi ®8rus | BIfi @k &kKred i n

The
¢ 0 n d uKcht ueddr
Vi sutaheir

Brand
assoclation

simecdbmpl a mest e s,

and

Lane

Kel

for

K e

er (2

andAakerbapanbeKwkkar 6s

14

Brand
knowledge

Consumer based brand equity model

Resonance

Judgment

Feelings

Performance

Imagery

Salience

Percaived
quality

(2016)

Fi nalnley mor &€ r aammdwwsekr ves
and dtiimifrtst he

frambasek

Erand
lowalty

Figur@obhdept ual

bfr@o Krmaigimé t yand

tmodplevyettsconventionally

Faoar jcaremaet@2Cbh)ceptaak!| éd wa me wo
unadremr esdrtigary e

F

br if offr dtatve migi gqmesti o
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Yoo and mbde2dl), also known as tbhae emulbtriadid
equity model ( M8E¢g q 0 & & @daknedm Keb dr lateheeévo r k 8 r ms o f
consumer psychol ogcirceasud utndefr sappdi ogbahdty

After testing theimacmodséeudomgnawe!| peobduand
shoes, film for camerfashraeaeaddcbfeuentetelhigr
American and Ameri can) o onMdlutdieat | 6 het rahew?2@
modéluj | tAakpans and Kell erds framewor ks, was
generalizable across sever alandc uDdrutrress, a0 Ip)r
they have strengtheaedoft he heashenminmdalcs ept aer

references

2.2Bfand Equity in the FMCG industry
Al t houghKeAlalkeemdss Yoo modle IDo narhas6csonsi dered un

their adaptation to the subtilities of the F

Ansel msson pecti nalc.ommd®l1l 7)o gienatriadn br anid nequit
striving for ,brdotadeyapat ec abitleint yl ess useful
i ndustrieso. Moreover, themostnsempgi roinadthestew
the |l ack of tailored adjredtameértrs brandc euymua t
model soO

Mol inill o et al. (2015) and Mapaasieul al . f 0@
the FMCG industry.chMdlItidmeigleled ieatbiali.t y( 200f1 5Y)o o
fif or assoéds hiamgaai ml ygddewve!l oped), i nwhtehree aFsM Q& ci
et al. (2024)bdampd oedewibtthyeFMM@E,k isnt updanretki ucdui | nagr

consumer behaviour variabl es.

Howe wdhrinhoed slpeci focaség on the FMCGOS eawddoetewi
suchhasone developed by Chatterjeeofmnd ebarr. L
eqguation nadaombicnoinipponguaumer sé6 willingness to p
switch, price hike, brand availability, prod
of t heoTphrrootlulgehs equiathiodh ert megoamacrete way to
value for FMCG brands.

Worth mefndrinemwi fggncti é¢nmalkbrampgpr eagauh ty and br a
for theGeewciRMOcnt egr ates, rtemasinwipraed p twd lair z
due to the assumptions on which it is based:

ot her variable which may influeB02&7prand equ

PO



I n addn tiimthner easti ng axi-sneddaplevfed ompenrenbehav
measunegxi stiitnhgeomesdenles s egmemnto polasksalpfyiaclat i c
(2019 )gun.e Tihse aut hors distinguish four segm
accordiheg rp Wwrrcamads e behaviour and the main re
These four: sePmecesbDascsgmpédombugmnmilgy private
brards |l usi vely due tthomaprei cRee fd emcadeorrmssd, who ¢
t otpi er manufamtoremr gksandd Bbrengt lodmttelgeoirry
Di sceriinvenros 6di spl ay bai gabrand ohoihge that de
cat egaonrdy of i nal | y t hveh od Spruearlttlh aSsheb ptpyepessd ,i n di f f
categories with the aim of buying figood qual
This cl| aisskieyddati omal comporemisnuner sbasddang

appreci atsieom oofpalssamd!| the process of brand

Main drivers of brand choice

Price Quality/Image
1
S
= 3
= N Segment: Segment:
2 = Price-driven [mage reflectors
] =¥ LS
@ i
] :
= |
= |
= = '
t < Segment: Segment:
= = Smart buyers ! €--+ Category discerners ‘)
-
==

Source: Own elaboration

U Smart buyers pay special attention to the price/quality ratio
U Depending on the category, category discerners can show smart shopping or quality-driven
behaviors

Figuried®ment <cl assification according to bra
chod c€ueno et al. (2019)

These examples perfectly illustrate the need
FMCG indusnt rtyai past udy] aprd mfcceodos | ayer s of aneée
brand equity and private | abel brand equity.
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223 Retailer brand equity
I f brandl ¢ qqaidctoyd ciésptioc ud etf i ne, r eptraoi vl ees v tbar abned

har ddarl afvadi andTHKies |l encred®dd9ddd . di ffi cwmlot y st
i nherent contradictions bet Waotfn rtehte@ idireeri snii d &
brand equi tiy ni ¢ emenss wrfed he mar keting effect s
(Kell er, emp PaBs)sceasl sleyd b &b rcoomureaatdiurncg andtser vic
ubr emedqui viadtthet ino bbendhamamigpgl es t o Oexi st f
the other side,| émpany er gpyeanriauhmrass a measur e
sever alisruecthaialserlishdalv eob uveMitdiirsecheess mpdete on

posi tstomathdygl aewadi and Keller, 2004).

To simps$i tgmphex, pheme maweh adrloo saegpnpl y common
equitywamaddelvenbaseprduimeand,de qeictty ymaaodeltdhe ca:c
Thespepl"i ®@dofdertme firstmaotmt bgorntihexeof retail

scheme

Il ndeed, a distinction can be made between b
entirely new models specifically designed fo
specific aspect of retailer brand equity con

When examining the models of this first ca
observatibatl rtelgar eamdsddyd mo de ¢ s e la oAsmekdé el i & d

Yoo RDondtArunett et al . (2003) propose an index
equity is made uipisdaforfeodroyail mgnsin@ame awar en
retail er Tavhsadi dthiegnexpl i cit ApkPrmsPaplpas bo
and QuUedlréyu bkaat At here i s an underlying assu

t he retailer equity di mensional amdraoboseet
conceptualise retailer branmidqquirtegt aisl ar maw
retailer asspei acived, quealktiai yetandgrehailsam
di memsi sn fwicthhrehe pillar of retail equity

gualMusyekiawa gt2013), as of Kellerbpsedioneatsaiyl
brandoeqoifFtywpty e 16

PP



Recall Recognition Organisational association Product association

\ /

N\ AN

Intrinsic cues Extrinsic cues Behavioural loyalty Cognitive loyalty

Figuri€foanéeptual fr amewdasrtk afsieedt anieda s dauisietxy wa e
al . (2013)

Model s of theradesonadf dbeyhredgosmiiver sally ackno\
whil e addhanggnew!|l t heat thestihsel] ncraesgearodi mget ai | e
wef ocus on three different framewor (kX0 1r2e)s,p e c
Ansel msson eflralivi(2@1e)Y, aand(2019) .

Jara and Cliqguet 6s amddelr i (d2 ®lpPp)r oraecshu Ictosmbfi rna n

brand equity as a structur al basis and empir
at upscaling the mbdalelloerriysi nlaé¢ metdeill pconrni ext
foundatdeocnomposed into :trleteae | i mtreamrde laawaerde nlels

i mage and consumer 0s response (btrlaemdempmiorn ice:

-

esearch adds mor e ceomeaieftiec adhidmehnadcitianash.n a Inyd:

~

hese prel i micnoampyo nsetnut dsiredsmanrdgidvdeet & &g e | t &r @mn

—+

madgetdenr i ch the ovefalbkbtantemsebaadierdqquayi

mag e, personalities, GOFiagu) Eedawi aecee aondsisd ¢

1]

corporate and service dimensions added to K

Pz



Among t hesequlamteintsatoinse anal ysis highlights 1

guality as the most influential factors, thu

e ——— e ——

/ H1
T (#) CONSUMER'S
~\,m ARENESS K] 2 RESPONSE
+)
TN

Figuriretl&i | brand equidy Jmodelanandcl hypetthd 26

Customer
Service

Product
Qualiiy
Awareness Retailer Trust —# Lowvalty

By ey il 1
Pricing Policy

Physical Store

FiguriRetlL8i |l er brand eqwi Agpsebmssephudl dt agl a

Arguing that Aithe existing scales in the |
Ansel msson @ltsoast heatedd¥y nAncommanhshgpam br.
equity items with specific retaupplkemeratged i
common.lstensedsditnoe nasiscenvsenbased scheme, integ
as generic components pl us rceutsaiolneerr tsreusvti,c ep

physicaiwi shothe two | ast components being a

PT



Il ndustry. Their final framewor k, featuring 7

and retailer trust as a medi aFiogupeAdv@&elnmdbs ar
et al ., 2017), andf feerho i sigp Keefl d tfaadts rpeatweasr| e r
equi ty.

FinalTryoi vil Iper ogposmedb dell 2WiIlON cao mpwmpelnairge mtga rt yh

tot &l gireet ai |l er brand equity di menkiigwmjsed 1%
Unl i kper etvhieous |l y pr efsreamewo modgll &8¢ e dchanmsegrad teg ¢
oper at itorniadaitadandcer RBitaoemitblueies point of view,
result of different sources of valwue that ar
time from customer expeflTihenoaeogiey (mM@ilrdes vrid d el te

derived from r.etailer brand equity

s Retailer Brand-\-.z

Equity
Dimensions
'
: H1
Atmosphere {2
HY
H3
Retailer Brand HI0 @
Equity
{16 11
Gt s <
Brands
I\\r"‘«-\...._.._._._._._.._.._._._--"'-"J
FiguriRetlL@i |l er br &ndTreogiuviitlyl emoedtelal . (2019)
The | ast category examined provides insights
as theyedxel t®@musinyaglne aspect of retailer brzc

few, the storfclAzsgamnmd yAlmbideedr wé{ B &t aal er |
model s of Coel hganmaod KoaeBiehaheralet (&210.160)02014) a
of this sort dfhdguonnctteipoenu ambignofhycreg t @i nsmey ¢

PY



from broader wthri a&ahe vacrek gl ¢ ihtee d Uoudcelaynn ¢ e ptcwd It i 2
The store brand ne puietsyo cid ddamigit e psteshby,t

highl sgherma¢ aspects that overlap with the d
notablwpw witshimer chiagujAd eBAGBBaadercAh¥HI)Al hi dar i

- ualiy

I

.

oo

§ ceives |

.
Customer

|

Fi guriSE2606i mendl oAssafe and Al hidar. (2019)

l'ts al so wohratthvmtod i Ingbel s are also explicit
framewdd.k9hi s repeatded | i efesr @¢ifmeetrh ec ecnotnrsatlr urc
retailer equity and interrbgaweenapoutvatbel |
equity and retailer influence

22. Privaterdmbedqui ty
Except for their acknowl edgedi ralvadi nabdi Kdli

or their strategic i mpact -Binschrerani ¢epabuandt B
| abels are rarely examined alongside the con
Three | egitimate questions hence arise regat
retailer brand equity: I|li ke retailers, can p

How is private | abel brand eigeuirteyt abdielrt pdpa

devel opment ?

P o



| f previous chapters of this literature rev
|l egiti macy-fdaidgeds bfahdy, allow to quickly

affirmddtdr gtehsel ntgwvomort decesmpl e x .

Among the few frameworks dedicated solely to
Jara (2009) provikidesyre R2luabte | abeghbsand eq
three components transl| atteadsfi de madFroesnicthi vees a
(that can be associated with trust or | oyalt

di vided imarot st,wo6 psrucbbduct effectd and O6brand

al |l the inherdéntt hehaprracvtaetrei sltdalresl opr oduct (
composition; financial, taste, ama&kipgychohnodg
contrary, O6brand effectd refers more to stor
promotcil eanl i ness; mer chandi si ng; staff C 0 My
Afattractive, practical, and informatid&)k. pack
Thus, this model also provides evidence of t|
on private | abel brand equity.

Attention

Capital du produit
marqué
(marque de service)

Effet produit Effet marque

Image de la margue

-Ingrédients et -Animations -Packaging attractif,
composition , - i ratique,

B ‘]I"f‘ Attitude Pmnmn.nns iEfﬂrr?‘la[if
-Bénéfices sitive -Propreté b
financiers, po -Reconnaissance du
gustatifs et . nom

psychologique -Merchandising -Personnalité marque
-Facilite Ia prise (rigueur et visibilité)
de décision -Compétence personnel -Syml_:rqles Et_
o personnalité enseigne
-Modernité

Associations révélées indirectement (par effet de halo)

=M



Attention

Branded product
equity (service brand)

Image of the brand
— -AIELORS -Attractive, practical,
-Ingredients and Po#ltlve -Promotions informative packaging
composition Aetiass -Cleanliness -Name recognition
-Financial, taste, and -Brand personality
psychological benefits -Merchandising (rigor and
-Facilitates decision- visibility)
making -Staff competence -Retailer brand symbols
-Modernity and personality

Associations revealed indirectly (through halo effect)

Figuridh2alconceptual i sat ioonJaorfa b(rZfnedd edgiuniatly)
E nlgi (sthrsd avteerds)i ons)

Sar kar et al (2015) support some argument s

particular the key role of private | abel pr
certain dimensions of its brand equity.

Brand

Awareness

Consumer
Satisfaction

SQI: Physical
Quality

SQ2: Staff

Behaviour

Ideal Self-
Congruence

Brand

Identification

Lifestyle
Congruence

Figuri€on?2tnered brand
(2015)

Brand
Loyalty

equi ty: eoxt Mod edi mMbdele

2N



Mol inill otaekealanot2@t5)ine of thought and su
additional serviaoed aftfcerddnlpy yr st adlyet.vreir b
Tosupport t ,hi scheawed moop@acxh ended version of Nam
(Figujde Th2a s femarhd esr kK he [olrsevrataet iloanb edf] fr an
from the custoo(méalsionivileowpeiiintgelcor p@mOdti)ing b

Acognitived and Asyimbobhe aBpHoowe veefrh dmet n ddsooe
providddanhyontatreefiracdferofi mpl deaéel ogpmemt eofl aibt
brand equity.

Fi ndglol yompl ement t he 0 preofdadcctod risedmatnidopn eedhd m
| i tetat wrxgorliaviant e | abeluemma ned eagu i G@Ei2da H2i)o n a |
Aconsumer | Mored praecetiosrestfoynditngs suggest that
segmentation analysis is essential to gainir

abel braangddd i @gu ibteyond the tradfiffe®nal f ocus

Il n conclusi on, duer g,encoared ro fsitgme sfea craonde lds h

adopted by scholars, |l eaving a substantial g

23 Summary and ground for hypotheses
After analysing numerous studies and decrypt

the present thesis within this complex | ands
To ensur eont hpirsi vsattuedyl abmbé i hs abdtleqpr égi se an
the most widely recogni zreedf entoednecl ess htaov eb ubiel edn

of i ts anal yitni cdahli sf rcahmaepweoerrk .we opfr eFsi dghutg earnd e X
2 B
At first, webrcambsequiot ybdedn n& single basic f

posistti dro uni f or @io % s thaaesre df ibnrdainndg sequi ty model

most adapted model , for the Wwiade Khawl @ hg es
perspective is well tailored to the FMCG ind
To do so inwanneadi@rgeagr al basi §r ameavtor ks

antdhus ifnitveeyrdaitneensi onsawanr eorueas ano dberla n d raasnsdo c i
quality, brand | oyalty and other proprietar
underlying el ement, i n an attempt to compens
model s f-bootulsgmrdgr i

™M
Il



The aim of déter mitt meltyatn e tionfl uence of some
| abel (shuecrceesasssoci ated with prindacenlsalmelr Ipua
i nt e)n,t innonr ewhatecwsesabbphimoisdedlacktots, transl at e

features on one side and brand features on t

Regarding private | abel typologies, the stru
1 Priqueal ity positioning: Economy PL / Valuwu
practical reasons ot herobtsynpaerst oPfLOPlarsu mniot

T Branding sbaanegy br3&ndonag br &Shdndg

T Product catiegordivesitenbiodlvéemant

Concerning retailer bsapndhdraagrud t f/ ¢ a twliraeshr @ror
retailers manage brandi weg frerstrheitr opri wsdtua

di stinction bet ween-dtirsacdiutnitemral retail er and

Thsee di r eacrte fsaucrtrantusneri ,n gmdry¢ ciomdiumect comss i f i
equity, teatc. we do not i nclude in our anal ys
framewor k we produce.

Finall y,eawe haltod liwmatjeumicrmehe st he private | abe

procebsat do not ftdeus specifically on

I Outcomes I

Brand effect

FigurePeBv&8randaiEexitiethnyded Fr amewor k.
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Based on this codersenaensipVvVef medelf ramewor k tt
this study's Bnguyei 24l structure (

Brand Associations

l Perceived quality I | Brand Loyalty I Other Proprietary
Brand Assets

| Brand Awareness

« Consumer Judgements « Consumer Brand

nd Performance « Consumer Feelings Resonance

‘ Private Label Brand Equity ’

-----------

Price-quality positioning

| Branding strategy | | Product categories

« High-involvement

« Ecor « “Store-banne anding
" Je/Standa L « “Stand-alone branding + Low-involvement
Type of retailer « Premium PL

« Traditional retailer

« Hard-discounter

FigRdePriva8randdaibBelail tystriacmeelwo r Kk .

I n addi tamal ytrolachaliwoesr Kk, two main resear als que
wel If oas-quweaisht i onbBg padhepsressgr essi vely addressi

aspects of our main research question.

RQ1. Wh a t are the main reasons explaining
FMCG industry in France?

RQ1Why do consumers choose to buy FMCG pr i

branded ones?

Thi ssgqsadti on ai ms to rexpsloorse (tphe cei, vegual i ty,
retail eetsd. ) magel, aining why consumers select
needs anldhedegsoiarlesi.s to confirm that, beyond

and thus to justify the need for our researc
Mor eofvteer, iadent i f y hoetgh etrh eosbg ercetaisvoensi,s t o be a
based on this information, in order to bette
or not this type of producrtMCGan ddtulsd dn ¢gg u it dhe
work for private ,iabehsiorshabtegaksbrands

Morper ect debystudy attempmtins otsien ¢cheaitdt, i n$ ug ¢ M © IN ;
that price iIis the most i mportant factor in t

seeks to validate Qnr tihnev aoltihdeart eh atnhdi,s ionp ian isoen

2n



giant companies, thisimsftludegnce edfs hreedtralinldeargs t

consumer choice of private | abel

Hl1. PAi ce sensitivity is theimtiemainynf aot @n
FMCG private | abel products over national

Hl1. C8nsumers are more |ikely to purchase p

thé®rand equity as high.

Hl1. C&nsumers are more |ikely to purchase p
the brand equity of the associated retaile

RQ2T.o what extreenttaidodersi gtEfeeohsumer purchase
shapédrtamael etqlueitry pri(satce elsamé lasheo FMCG i ndu

Duethientrinsic |Iink between private I|l,abel s ar

necessary to assess the | att errGsvartoel € aibreltshe
RQ2 Hbw does the O0typed of retailer i mpact
the branidtpequateg babel s?

To start, the first e xtiesr nahle fgd cotboarl ssttu daiteedy

considered as the wider scope that can influ

Il n this study, a distincti onharsd ndaidsecwlbuents \seeres

business models are vetfhedrftiecent pnbogncpt

H2. TAaditional receackhemasmdh aeawgai hiyghdran har d

H2. BBand equity of traditional retailers i
|l abels and their success, than the brand e
Amongdddiesi ons made by retailers toward its j
regarding their squalietgy cpbsifteiadnmuireg, pramccei
categaroy which the following hypotheses corre

RQ212: what way does retailer brantabgubsPy

2P



H2. SA:ebraenner private | abels are more i mpac
standone private | abel s.

H2 . ¥Blprei vaterndoakeenlssiti ve to retailer brand
and prpermivuari.e | abel s

RQ2 Wi ch FMCG categories tofe pmowtatsed saibteil v
brand equity?

H2 HBi:gmvol vement PL products are mosi sens
invol vement PL product s.

Finally, the |l ast axis to analyse is the app

the di mensions of their private | abels, that

eqgually i mpactful for tthse porri tahtee rleabaall elrr an

RQ2 Wh:i ch di mensions of the brand equity o
retrbrbed equity?

H2 . Retailer brand equity hasl abesldmodngwar e
angercei ved qualliathye |lalbamoa@aadp binwatde | oyal ty

PAD
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3.RESEARCH DESI GN & METHODOLOGY

ter setting cthhaegetdeyeprose htelaee s h ahdsanal ysi s n
udy. The first ,sacsti 0bj @ eadmdy lelso wrhdked rhieend b & &
compl ete this seatdiwmorethkRedett@eintle oo @& |
antitatifoe a@ppRraoaoh | ec tsipcerc,i hdeirefdf e rheen tt hsitredf
thods foll owedqgueestichnrRiieraal ldye$ ietghaen tt wo | as
coll ected dat a, at first by discussing tF
ta analiymplse mpeemwtecttuteetoev ar i ous hypot heses of

3. 1Research context

2024, private | abel brands accounted for
at reflects an I mpressive increase in the
RCANA, 2025 )t.he pafsont hvpereiawged]er sl,abel s hav

i nts of mar ket share cowmpanmgd cobosoetei oagalo
ound 15 segment s, the gQgail®icardyeiMog®ant et
ecifically, i n the nstemne fyeaaro,vepr i80a% eo fl atbhe
scroatndi | ers and around 40% for each of 't he
24; Appendi x 5).

I's i ncrease is commonly e(xDpd uavienresd, bQp itnhieon
ni al , 2025; wAppbndeem6) to encourage consu
ten associat dawivtelr spr iaBaties tirdtbel 2024; Apr
I's thesis ai mshit o etpe ogeddst i@ahnsswer s t o t

e first objective is to understand what <cr
belst ead of ,ndbteiyomal ttheafdsanci al criterion
I ni on.

e second objective is to determine the we
t er mi niMog ef ggdtodbrad .l vy, t hetaim poestothebk t1I
enomenon: identify and order the criteria
bel s, comptamded not tihmep aocntest hi s purchase de
e ones which restrict 1it.

nally, the | astuhdgestanhdisngdyiitrmohBeesntdca dy
i vate | abel b r saénhdo ieecdelpiwt yd oers da dirissurherand eqglL
eater emphasis on the relationship betweel
bel s.

2T



This research employs a unique quantitative
devel oped to provide an overal/l comp rtedh eqnnesn w

as a basis for further other quantitative an

The quantitative method adopted in this the:
mi xes fAclassicoO questions, wiot hv amo roeu s i ccoanscer
featuring private | abel products. This part

section of this chapter.

This approach serves as amebaassuhryipnbgphes est valp
supp!l ementmomg fying the initcioanlpaamnalgy triecalll tfsr
|l iteratundi magntl finally gathering detailed i
Il mplications in the FMCG industry.

3. 2Data collection
Thi s themdisminyepr emavhyicéiat af or mati on col |l ect e
researcher specifically for the purpose of t

I n the context o&tadi sSextacussiiay,edlgygainlae g onnair
designed to investigate consumer perceptions
French FM&Gaskabbe,both in print and digital

Firlseé , choice of-basequeasppronaah heefsf i jcu |trhcdyi eadn
scal abfi Itihtiys met hod.n a@udehset icoon n aei-sricea badl fsaofd tela asr g
essenti al forcodsuomefybhap&odwahmitisy|, mdd dhrodd t o be

particularly relevant for st uwdiydienlgy ursnevdadiren |

mar keti ngones@diav@mgse sectors inchaedpngi thely
il 1l ustnrdthed | i terature Figwifew2&f Wu et al (20
As previously explained, questionnaire was p
On onethandnline version of the questionnai

Qualtrihas, bekduehbeents numerouskFof ¢atwumgs t &
creation of the quegtidonmraiarud oonkd avleeard ptya d f an
thehafimanuail pyoemesmondent s.

On t he otphaeprerhavnedr,siaon was al so di satcrciebsust etdo
el ecdreosis@cliphassmecompudter.t hose not fully c¢omi

to respond to the survey.

2Y



Qualitative

133 papers (21%)

Analytical

89 papers (14%)

|'.I|,'\|,'ri|'+ti'l.|;

PL Literature

Cuantitative

630 papers 483 papers 247 papers (39%)
(100%%) (T6%%) — :
Empirical »- Structural
394 papers 114 papers (18%)
. {63%a)
Mixed

Experimental
14 papers (2%)
33 papers (53%)

FiguredéPb research methedolbgy (QDad43i ficatio

The survey was distributed using a homptredtahb
to conveni eamdesseeldehptl ii rg. | Boohvelet eodsgi ting p

are easilaynywact ¢t e ngi dbloe rtecs pfoammdour abl e conditio

resources, awar enesgse oga m@eéhri rciarl g ptrioexi sni it we y ,a
ti meer sonalt oi nptaerrteiscti pat,e eitnc. t h(eB uwehé & eea r ©2hli 2s3
nonprobability approach may |fiim dbiercdasetsheed atf i s
il nability to apply randomi zati on, trihegenmoariynsan (

commonly e@sesumer behaviour research (Mal hot
I n pr,actthhecequesti onnai he obwgtpte rsshoanrpel b faensds i 0 @ a
net wairsk shggc i a | medi a paawWhH atransp e(f)Lf ilaifmedotni a

mouth invitations.

This thesis benefits from a reduced slanndpel eidn,g

the analysis is focused on French consumer s
vemby oadlgmefntt he pmptuhasti sense, nearly everyi
potential consumer and, tbHo weexvteern s itoon ,e nas uproet ed

and respondent quweéerndifciatstonregpuairteditp@andasnf
or over and that they compdiwed aatrit @neo aciotris.ent b d
val i dat ed t hwese f atgoks dcdotp dseetr etehneiyn g ochwrensatl iysres

t hei rsapmrdo fdielteect potenti al bias or irrelevant

29



The data collectionat moktplaceeowmbtnda aAped 9tod
oM 2025. During 2Rrespemsesl, war ¢ ot all 2 @4t ed i
responses via the2@&nlai nd&eq,peasnidt eeds poreseandi a
guestionnaire were manual Ityhee afniantagldi snt o Qua
However, aftehewssksprcearirmiendaroput, some respons
final sampfe ubabalsrnyo nih8 steheeg odnves ¢ I ncompl e
meaning thathatestpardnsweprd otkihsd ot vepympl et e
These i ncomplete entries wer e.Tthhuesr,eftdhree fexall
to be anal y9eds pompeasisitdva h8dirdesesar hlre tqhuiest i o
study.

3.3Questionnaire design
The questionnaire, detailfeoddrisn iApxpe npdairxt s8, pil
briatrogagt®nrtyweixnpilnagnat i ons and consent quest

The first section explores consumers6 food

familiar with and regularly visit for their
as explained in part 1.7 Deteéesmi gaesbhens The
private | abel brands.delsti ghneegdi vims ugii rele r 6§ @0 e x iU

knowl edge pregatdi nabelprmraaddyn,gd emMiTihreidttiteoen .

answering this fitestodo, respondents are given
by another series idcGgfypge ndT lpd otgwiesd | Dacst iomn t d
precisely some specific privatet hablLeelcdberracnds
Carrefour and Lidl. This seilcihdiarmh etbasttilteal pap
amore fApractical 0 one, attttoamppesg encedepiyod e:
during theiifsh dradderri epsasst j nmenedepd!| apf elncour a
compl ete the entire sFurnvady yde s phiet el caffstit & esleecrt g

screening quedsetmoognrpaypohbiucl edef t hespondent s.

The sucomypyosfesd30 quest i oncshoiicnec | quude satgh osnisreg | net
guesitLiikrest scahd QuestiaoksSognequeestomns ar e

Ssudbuestions, bringing the total to 101 quest

Among these questions, 9 are illustrai&d and
to 25pr odsheelt efcoaredt heswemgae et indbd ggm o viihdee mor e
predinsefgohrt seac hstardiineedr h ® n ftryapmee wo frpkrrigaieal il ey
positioning, branding sEaahl eqriietser iamrd ipy otdas
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by modifying only one variable at a time. To
testedat htwagtfuestions
Questionshilghlaingdhtl 9t he same product for each
strateegyf ohet drdaandi ng) , a nodb stelwbvees laene @oei t €D
preferred and to analyse this in relation to
(Figuye 26

A B C
| ——— Sermpley
S LE BON 7
o ool
DEMI- 4
gt [ DEM-ECREME —

é«lﬂuwrd!

//

0,92€/L 0,94€/L 0,94€/L

s AV

FigureMRbk istgparod retailerd criterion

Questions 20 and 21 focus on Obranding strat

via similar products, sold by the same retai
retailer wonét propose tmwtomemnmte)n,t i a&armad wirtold uditf
strategies. While question 21 use,s hHhwto rs0tmid.
by the same retailer, and (Fwigtuh.edi2f f erent br a
A B
Q7.
BIO |
village

100% purjus

2,45€- 1L 2,45€ - 1L
FigureORd@ange jivibcansddemarsito ategyd criterion

TN



Questions 22 to 24 each present t(hsruecec essismivled
Lidl, Carref,ouwi tamdt heecd @&me ) br armd iomg wtrr astteol
banner branding), but wietcho ndoniyf eRrlLe,ntv aplousel tR Lo
PLFigu)ye 28

1,19€ - 200g 0,99¢€ - 150g 1,37€ - 150g
5,95€/kg 6,60€/kg 9,13€/kg

FigureCBBpsiospa€egmati 6y positioningé criterion

Finally, adeostsi dm Dbetter understand o6product
scal-guesgbions. The objective ichteaelkeapmuoae&uc:t
either siungvaorl v € Ime w t product) -i ovolswerkerdt sparl o
knowing that each duo of products has a si mi
sell ingDirfdteaielnecre.s in choice patterns coul d
private | ablEilgbyfrean29 equity

SAUMON FUME ¢ gy

B Sau e
NORVEGE mon fume,

eIeve en Norvege ™ e
RANCH o

1

1kge:

1,69€ - 1kg 5,99€ - 200g 1,39€ - 1kg 3,99€ - 140g
29,95€/kg 28,50€/kg

FigureSg@gggar and smokegdgredlbmbncategari esod cri

—
Il



3.4Rel i ability and validity
Ensuthegreliability asdavaundiamegnménpf iraé aiaih g
studi es, as these criteria deterimhnnehitdet lte:
severtdloadreemp|l emented to stduehfpggheneboi bnaspet
| tdsi st ritbutriesmpondents, rasgondhpeaa mantt feseti ngb &
conclusions doaWwdaefedomr éhérustworthy and al

objectives.

On oneahaddt yve etfteartsvhtiac ht me measur ement accur
t he comlceetipohs metasur e.

I n thisfrréetmee acrcehgt i on «afonttleen tigaveddiridadt nkay r e s |
t hset ructure and questaicecros dafnctehevi $ bhr weérye Pri v
Frame(@o gk yper e2sde n tleadshtia ff 2elBe Summary and ground
The surwvayl cegr br and reegpueiattye dd iymetnhsoiuognhs s e v
perceived quality, brand | oyaltVyal ibdgatngdl saowa
reinforced byl eosntbdimrgg atmepheugbeasemtraedi ng
guesti @d@dyd mai nctoanisnisnge nt me a saucrreonsesn ta | cl o,nsdu rt vi eo
whet her compl eted orilderet icral i mqupsitnobaed wbo di
for pnat s

On the oehembhbanileg dedreees ttaom which a measur e

and otudltdoewever repeated applications under s
To ensure high relofbt hiisnyciolr spheesagadelset | menansau rr
scal es, particulhanl|l yenlaibk er tr espalnasent s t o r
perceptions, preferences, et c. , t hnetreerbnyal r e

consisaseseygsed by calcul at i-nfge @r o oNbaricehadvse ra, | p

addi ti onal measures includedprcdwiade & ntdo sd laln dm
ensuring that both online and paper responde
sur eyt hetromadrbet, opt i mal responses armde eamasuirley
understandable, a few relatives were asked t
to adjust the final version of the questionn

| n tlo8tYaall,i d r es ponstelsr owegrhe boobstbarivnéeyd amd i hbe
ersion, providing a robusitsgludaat acdiedt rfiobrut s to:

o <

nhanced accessibility and reflheeai povasnti al
t he sapairmtt,i ocnonEiep ¢ o(lath 8 ¥gahh ity c ol | telte ewdo lumnme |
TO



and diversity of responses were sufficient
responsesotvabl ¢ mew pmoRkiguies mar gi nal i mpr o\

sma.l | O

3. 5Data analysis
The aim of the quantitative surwvengdathesasl
detailed in the subpart 2.3 Summary and gr
descriptive and analytical techniques are ap
ProjecfThe2pPp?2diswisshbegporting the raw data fi

Excel , and then the final dat aset of 189 val

The first stagesdoefscanpt yses st avobvecs, ai |
demographic profile of SE&snpaamie ntwsmber. gaf, m@mea
the housefghdidmrraibaedshe, r preferencesanidn ttheerinms
perceptions of privatean adbwdr wirewm dosf. tThha ss amy

and key tr enbdeshaivni dauan snugmetrhi s st age, aval i dit
conducted, I ncludi ng tphhea daircemudcttoon st oficCs on
The secomfd osndedgyesi spsrenti al statistical an:
hypot heses and identify significant patterns

anal ¥y teic tailidgeuteesr mi ned by the nature of the va
examinked twesusbes htee dhordil ppuva sn g

- Descriptivdesari hbl asd summari ze the main
- Bartlettds Testo echeSphehiecihey data are co
- Kai-BMley-®rkin Measure of: Sampleivimg uAtdequaey

correlation between variabl es.

- ShapWirldk Test: to detect whether a variabl
- Chsquarj®e 't : to assess whether there is .
bet ween two categorical wvariabl es.

- T-Tedto compsaref maaoonti nuowisndapeatbé et bgt o

- ANOVRedto com@amfe a conti nuonuosr ev atrh aana | tewaoa cg

- Pearson Qo rSrpeelaatmamr €speebatetaha atter engt h
direction of l i near r alnat inooraantiajhd relset de a e
and -nnoornmal .wariabl es

- (Robluismnéar Re ¢ersd s spircendi ct ibeé¢ wieredhapgamadermti p s
depenwdantabl es.

TN



I n tt hieg he, dependent var i abpreisvadree |talbede fin
correspondongumer bptuhchase i nt emti days atnlde e i
the outcomes the research aims to explain.
factors (age, g e e dra,wiaiogn caobntee)s, (sshtooprpei ntgy p e,
pritquel ity positioning, branding sthdateagyepr
brand vaeqgusi&hbhynal | y, theecoompass veaevabalesfact

demographic variables, as well as groceries

The data anal ysi s yapcponobaicnhi nogf n dtehsi csks it ghansts ésa, Ic Sl
enables both a broad understanding of the s

relationships proposed in the research fr ame

TP



4 . FI NDI NGS
I n this section, we apply the different rese

of addressing the research questions wunderly
The first part defines the contours and fe
descripti,vef asctteofrd sdn anleyranad Thegseé eptre!l i minary
subsequent robust and froeranohngf pttheatt a twees tdiect aali
secondimad tthyal |ehgee st atistical considerat.

answers to empirical case studies

4. 1Geneamdl ysi s
Thi s section summari zes al | t he characteri

understanding of ,t hteh egiers pooonmdseuinmpst'i @mr olfa dietss ,

retailers and private | abel s.

4. 1Déscriptive statistics
|l ni t23l gnswer s wiea et creo |l eesteidonnaire. Among

exclude al/l invalid or indat@apgleet evi ams AS8MOs ,anl
study focuses oniltécleer cmaj ©ar ireeftwairliaelrssommdc dn
Q3 Knowl edge _diesg@rn il mirsarmtse sgpandceeantosn idnéveat i nog
h e aarbdo u th e ahlerl etett aa eerexcl uded fr om tohpei nfiiomalo nd
retai |l er charnannodo ndsqeudietryedp pehndiad | @)

Wi dlat a Bresmpd®dents, this thesis explores he

Fir4o9 o6 the aesmernsdagmtes 1=8s aboddeans (M&Dd (
(Appelnbdi x

70

60 30,0%

58
50
40
30
20
10
0

18-24

20,0%

35
28
25
21
I I 16 -
I 0,0%
2534 35-44 45-54 55-64 65 and older 18-24 25-34 35-44 45-54 55-64 65 and older

FigureA8€ distribution of the respondents

Most of the participants are aged between 1¢
those aged 45 to 54 years old (19. 10%; n

TZX



Considering the number of participarrFtig,urtehe
30 Appendi x 11).

Then, concecomnommi cost @t us, execut,jvewelalndas |
st udaentosyerr ep9e seaarcthed n( 27 51), cl|l os4é%;y nf od | o0
4) (App2ndi x 1

Regarding average i ncomea epawvetlilc ifpRagpmpted) @finntoerdl -
Finally, with respect to hosasehdled nuuimbe,r rodp

member s di Appegdex 1

Focusing on gr@wefi ebehabspondaret sr edsgminari é | |
grocery shopping ilp (Aep®nkbAowsad hoalid wWtnaft=er1:e3s
thatdohekheir groceries twRO0%Arnthrd8eé) tt mes wp
(%2 n Ei dB8peAppé&ndi x 1

80
69

FigureFB&gquency of respondentsd grocery shop

Amongl@@BespondBertspomrtewies Obat heheygroceri e:
Carrefour, Lecl erc, or Lidl. Only 5 particinp
these three supelg§mM&rPWets (Appendi

The five main criteria driving the responden
arperacticality, variety of productcexOpr i2cle,

22, 23 & 24).

Even 1 f most of the respondeatd ta@292adheus
= 7t2he general trend of answhppemne@éinxs25%p. be

Focusing more specifically on private | abel
dataset . Firstspbdtieous efatt@&3that thiey kno
before being pr ov(iApepde nwdiHiixlve2e6e)rd,e f wneh i confr o

TT
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mo

Co
s a
bu

ev

ncret el asi tiddtuisamr atiedonlhy Quespaoni iapant s
ivate |,whelrepso8ucybhreetdTyhit suepndtionfir quest i

e knowledge of respondents regardingspriva

bsequently provided, we do not consider th
ni tor.

nversely, respondentsd frequency of privat
mpl e for this study. |l ndeed, among the 183
ys privat dApl paebned.i xpi2s’/d u otf s t hem buy these p

en frequently (Hidglrbedob3dach; n = 76)

Statistiques descriptives

Q10_PL_frequency

N 183
Manquants 0
Maoyenne 3.48
Médiane 3
Ecart-type 0.769
Variance 0.591
Minimum 2
Maximum 5
TableDéscriptive statistics for Q10_PL_frequ
4 = frequently; 5 = always)
80 76 76 50,0%
70
40,0%
60
50 30,0%
40
30 20,0%
= - 14 10,0%
10
. ]
0 0,0%
never rarely occasionally frequently always never rarely occasionally frequently always
FigwreR8spondent sd frequency of PL purchase.
Finally, on averageytbattitbepahmwmeeoeotseelvbesth aba
di fferent profvatecl abe,| OCHeaefSéAppa@dydi ki @8B) .

TY



These two laagbodar & de tea/tad supactredb g etcs ® vi ty when
private | abels brand equity.

4. 1F2@ctor analysis
One cometegpdt ed in this t hesi s i s br and e g

mul ti di menswendkeeviep@piefpit¢ i tems to capture |
awar emerscsei vebdr agouda lliotyyal t y, and hbrsa nsdt uadsys oacpi p
factor analysis to verwéwitihquesttihehoaker ef ah

iwhet her these items group together consiste
Brand iqaussegssed through two questions in th
t we-hobvwr-quweaisht i ons-i t daheser gabi zed into three s

di stributed evenly among the three distribu

series o#& equleesstiigonnesd t o capture the four C Ol

guestions allocated toieholsedi men xinsmu.r eT hihse
measur ement while keepiagdtmanaggeshlienharr e
Nevertheless, we acknowledge that including
been preferable, as it would have strengthen
Q7 and eQls7t ructured in the same way: four pai
brand awareness, the next two focusing on p:¢
finally brand associations. The qgueessptoinodnesn t s
i nterpret them consistently and to avoid int

The prerequisite for performing factor anal.
correlated and that the dataset has @aough
check these parameters, we firstKaioMawuert Bar
Ol kin Measure of Sampling Adequacy.

Ont hoene WwandibBear t| et t 6s Teedsett eonvrhieiddiaeent ioa i taynal y
is feasibl e, as i.fTheedquewist ¢ fex@aamuhélsahtyepd t t¢h & ts
correl atoifon hnea sdraetra sieden Actgpmanhgi ahsahyploe h
vari abl es (airfe pnepr evldad®acsttimdyi cat es t hat t he
i nt err etlhastueedt adbnde f ofi f ap.tor0ad@a) ysi s

On t he oafhteer hcaordf,i rming the possibility of ¢
Kai-Mley-®@r ki n Measure of tfSamypvahedegah&dedwbacycorr

bet ween variableses eappmseéprningtf @cdmed hasafl yilsi s .

To



As shown i n t hBa rftoll ddotwgirsrigfieetcatbnl es , p < 0. 001 f
and high KMO valou&8&.87®.48®18t8i9yv, e I0y. 866N f iarnm tOh &8
the dataemeewawdhe i ons for pewforming factor
Therefore, for each brand equity <construct
Principal Axis Fact obrriinmgg wo uftha ePtr sopreasxi fr voct taut ri eo
selected variabl es.

Test de sphéricité de Bartlett
X ddl D

969 28 <.001

L

Test d'adéquation de I'échantillonnage de KMO

Analyse statistique des mesures (MSA)

Général 0.828
TableBartlettds Test and KMO test for Q7 _LCL

When testing Lectbartabtandaequiysys,i wetebddai
of ftohuer i ni t (TalbllAdep e peic xTehZi9s)u g gteledt6 r esponden
noctl ear | y bdetswe enng weitagchh o ddmepane ntl no fp abrrtaincdu leagru,
awareness appears to have Thha esn tmerl gee cal vgiot s hpo
| oy eelmeyr ggsheagnai mf Faelb®e Ingr c brand etque t vy,

combi napteirocneiovfed quality and brand awdrnreness
should be noted that most factor | oadings ar
for the brand awareness .lift ewss eQt7 _d CfLilx amumhiC
we al most retrievwi ttéhec exmpelcaedonpabet wdenqu
(Appendi x 29).

Test de sphéricité de Bartlett
X ddl D

1167 28 <.001

Test d'adéquation de I'échantillonnage de KMO

Analyse statistique des mesures (MSA)

Général 0.794

YM



TableBartlettds Test and KMO test for Q7 _CRF

Factor analysis applied to Carrefour brand e
Il denti fied out Toafblfepplehodiux 8@pecHedevyer, i n
components are perceived quality and brand a
i tems of Dbrand equity within the I|literature
| oadi ng, hofyad ¢ ypbramd brand awareness. Once
di stinction betweentt lyge(aApmieineddIx i3t0legms i s per
Test de sphéricité de Bartlett

X2 ddi D

1434 28 <.001

Test d'adéquation de |'échantillonnage de KMO

Analyse statistique des mesures (MSA)

Général 0.881
TableBdartlettods T@BtLIlabldl KtiM® @Q@éslk| Db8

Similarly, for Lidl (Tmahd,rdwe gabttai f atchtroee afnad
same way as for fCxrerde ffoauwcrt.orT haen afl ywsri s i dent
guestion as a Obbruandtdddoirotvii s éammdéx e3 1) r

Test de sphéricité de Bartlett
X ddl p

1583 28 < .001

Test d'adéquation de |'échantillonnage de KMO

Analyse statistique des mesures (MSA)

Général 0.889

Tabsl eBartlettds T@T_ RIJILEIMD ttes®1 T oPL _LCLS

Test de sphéricité de Bartlett
X ddl P

1420 28 <.001

Y N



Test d'adéquation de I'échantillonnage de KMO

Analyse statistique des mesures (MSA)

Général 0.856

Tabtl eBartl eKMOst @17 fRMJCRF1 to Q17 PL_CRFS

Test de sphéricité de Bartlett

ddl P

>

[Xe)
[Le]
(]

28 <.001

Test d'adéquation de I'échantillonnage de KMO

Analyse statistique des mesures (MSA)

Général 0.899
Tab7l eBartlettods T@T_ RIdLIKMOl ttectQIXDrPL _ LI DL

Regarding the brand equity of thteaptoesaapral @
revieattween two and ({Thbde 6d,i&fwheerreentd pf earcct eoirvse d
Obrand associ ati ons(0Ap peseiaRi, a8 8T had Bl yiroe smuel ttgse d

support a reflowaml & atnian gtsi fsaotf or s .

Al t hdwgh or anal yses do not confirm the exi
respondent sé6 evarl u@mani Wt e akgBmstl eyrisweval i di
I ni ti al model using Cronbach®ashb8lae gha ssmalay yis
used to assess the internal consistency of &
the same undeA Ivyailb@p .idfngemaircal. |y used as the
certifying acceptaeabtengetuoubhbi tcemsi stency of

Tab8lGr onbachasobal:pha
Q7_LCL1 and @7_Ual2 and Q7_LCL4

Statistiques de fidélité de I'objet Statistiques de fidélité de l'objet

a de Cronbach a de Cronbach

échelle 0.446 échelle 0.893
Q7 _LCLS and Q7 _LCLG®G | Q7 _LCL7Y and Q7 _LCLS

<
Il



Statistiques de fidélité de l'objet

a de Cronbach

Statistiques de fidélité de l'objet

o de Cronbach

échelle 0927 échelle 0.886
Q7 _CRF1 and Q7 _CRF2 | Q7 CRF3 and
Statistiques de fidélité de I'objet Statistiques de fidélité de I'objet
o de Cronbach a de Cronbach
échelle 0.593 échelle 0.928
Q7 CRF5 and Q7 _CRF6®6 | Q7 _CRF7 and

Statistiques de fidélité de I'objet

Statistiques de fidélité de I'objet

o de Cronbach

o de Cronbach

échelle 0.908

échelle 0.937

Q7 LIDL1 and

Statistiques de fidélité de I'objet

Q7 LIDL2 | Q7 _LIDLS3

Statistiques de fidélité de l'objet

a de Cronbach

o de Cronbach

échelle 0.692

échelle 0.891

Q7 LI DL5 and

Statistiques de fidélité de I'objet

Q7 LIDL6 | Q7 _LIDL7Y

Statistiques de fidélité de I'objet

o de Cronbach

a de Cronbach

échelle

0.950

échelle 0.948

Q17 _PL_LCL1

Statistiques de fidélité de I'objet

and

Q17 _PL_LCL2 |

Statistiques de fidélité de I'objet

a de Cronbach

o de Cronbach

échelle

0.860

échelle 0.917

Q17 _PL_LCLS5

Statistiques de fidélité de I'objet

and

Q17 PL_LCL6 |

Statistiques de fidélité de I'objet

a de Cronbach

a de Cronbach

échelle

0.941

échelle 0.945

Q7 CRF4
Q7 CRF38

and Q7 _LI
and Q7 _LI

Y O

Q17 PL_LCLS3

Q17 PL_LCL7Y

DL

DL

an

an



Q17 PL_CRF1 and Q17 _PL_CRF2 | Q17 _PL_CRF3 an

Statistiques de fidélité de l'objet Statistiques de fidélité de I'objet
o de Cronbach o de Cronbach
échelle 0.854 échelle 0.888
Ql7 _PL_CRF5 and Q17 PL_CRF6 | Q17 _ _PL_CRF7 an
Statistiques de fidélité de I'objet Statistiques de fidélité de I'objet
o de Cronbach o de Cronbach
échelle 0.905 échelle 0.960

Q17 PLDOL and Q1 MLP|[L_ QLY BRPland Q1 MLPL _

Statistiques de fidélité de I'objet Statistiques de fidélité de l'objet
a de Cronbach a de Cronbach
échelle 0.921 échelle 0.900
Q17 PL LI DL5 and Q17 PL _LIDLGSG | Q17 PL _LI DL7Y
Statistiques de fidélité de 'objet Statistiques de fidélité de l'objet
a de Cronbach a de Cronbach
échelle 0.954 échelle 0.972

Excéptbtadaed awarmdmradxrict,em®ar@Qeafbuand a@Qd_2ifdd
retail er) ,exalglbod®d nNGatr8 Juecvtesn UO0c ®ht emmasli,st ency
despiftdei ng composed ofThos!| pybswo viglte 9de Sinpipae
to retain all variables in the analysis anc

di mensional concept.

4. 1N8r mal sty test
I n statistical analysis, the vtahlel diotryread & .tpya rc

In this patdt ffwe endn cheon snartehdeyd & tehsatvse tcool | ect e
to a normaNodmatrt puevarhalmitniaoroyo cabnhdo @eonos vari
scalngar di nal, vags iadlllesas composite scores.

A tot ayamnpifatimeg! vaendong which 78 relied on eit

brand equity constructs. More precisely, be

Y N



create new variabl es deri vat e from initial

Q7 X _BA; Q7 _X_PQ; Q7 _X_BL; Q7 _X_BS; Q17 _
Q17 PL_X_BL, and Q17 PlanXioBS.AbBANndarnkiwableane s
Aperceived qualityo, BL for fAbrand | oyaltyo,
Abrand equityo. The f auwr cfailrcsutl ad cends twi ucht st hmee
pai fand4dr BHpdBoéer PONdT56r BLanadffddr7 BS). BE
var i abel ecsomputed on the means of al | ei ght (
(Q7_LCL; Q7_CRF; Q7 _LIDL; Q17 _PL_LCL; Q17 _PL
Al'l along thevereesglrye amal ysight to create &

those derived from the averages of wvariables

First, weWiulclBWksapapioro and Wil k, 198B&hd At h:e
Raz al Be Wanhd, 2011 )wheoawvehati mbd remal , owherogda t he
hypot hesi dit deatsagnptl keatdi stri bution is .nor mal
Accepting this hypothesis means that the var
Il ndi cates tihsatnotthedrvaawni afbrloem a néo6r mapl g A1 6 6]
Amongl heviar i awel etsetshtednul | ishypotéapsted onl vy (
Ql7 _PL_CRBnNnBEdered as wa tro rpm&h a0nNaOm700a & lelkst
hypotisreesji escotre da | | obbe®.30aArpipaenlide kxevs®8eb5i) alkel e s
consi denroerdnan o n

However ,-WiSlhkaptieesot i s known for its (lhagkemeéens
and Zaheddapkendiknog?2pdpn Heahees etcsd i ®ihzeof SWO6s nit
suggdhtat t msea ngapedibeadd lay( gteo=o 183) to provide r

Thuwe, | mphermeher aperntdalcdr,attdad!| i ght devi at i c
evaluate thdheolinéectreopdedataon of skewnesslt s
Kurt osiksyr taonsdi s||z val ues.

Zscoaes obtained following Kimbés (2013) proc
excess kurtosis by their st-sasnhdaddsamploes@500C
< 3WekNeject the null -hgpboéheskgnidftpx@distdlOalt e
(Kim, 2013; Ghasemi and Zahediasl, 2012).

With thiamaotegldloeet st ed waraibrb | eeevsauld g 8t6o r ma |

vari abl esnoamdl §@rodd v dApipre 6ydd &k) 3

Speci ficisagteani am variables wused for retai

constructs il Qz2iedihd wQilB) mei h oBhE a@a saa e sraobrineasls| vy
YP



di stri butedBAbowaBiLad | efs & & efinpaogo eamtadi add ees  (

9)

Variables - |Skewness | - |Standard error (skew) ~|z-skewness | - |Kurtosis - |Standard error (kurt) | - [z-kurtosis | ~
Q7_LCL_BA -0,8011 0,180 -4,4506 -0,0672 0,357 -0,1882
Q7_LCL_PQ -0,1683 0,180 -0,9350 -0,7389 0,357 -2,0697
Q7_LCL_BL 0,5885 0,180 3,2694 -1,1268 0,357 -3,1563
Q7_LCL_BS -0,2349 0,180 -1,3050 -0,3224 0,357 -0,9031
Q7_LCL_BE 0,1252 0,180 0,6956 -0,8212 0,357 -2,3003
Q7_CRF_BA -1,3416 0,180 -7,4533 1,3512 0,357 3,7849
Q7_CRF_PQ -0,2350 0,180 -1,3056 -0,3612 0,357 -1,011§
Q7_CRF_BL 0,1293 0,180 0,7183 -1,3615 0,357 -3,8137
Q7_CRF_BS -0,1041 0,180 -0,5783 -0,3783 0,357 -1,0597
Q7_CRF_BE -0,1302 0,180 -0,7233 -0,5362 0,357 -1,502(
Q7_LIDL_BA -0,9969 0,180 -5,5383 0,3085 0,357 0,8641
Q7_LIDL_PQ -0,0355 0,180 -0,1972 -0,5089 0,357 -1,4254
Q7_LIDL_BL 0,6374 0,180 3,5411 -0,9697 0,357 -2,7162
Q7_LIDL_BS -0,0525 0,180 -0,2917 -0,5978 0,357 -1,6749
Q7_LIDL_BE 0,0661 0,180 0,3672 -0,5930 0,357 -1,6611
Q17 _PL_LCL_BA 0,2416 0,180 1,3422 -1,1760 0,357 -3,2941
Q17 _PL_LCL_PQ -0,2215 0,180 -1,2306 -0,4393 0,357 -1,230§
Q17 _PL_LCL_BL 0,7874 0,180 4,3744 -0,7523 0,357 -2,1073
Q17_PL_LCL_BS -0,0941 0,180 -0,5228 -0,5675 0,357 -1,589¢4
Q17 _PL LCL BE 0,3804 0,180 2,1133 -0,7160 0,357 -2,0056
Q17_PL_CRF_BA -0,0665 0,180 -0,3694 -0,9093 0,357 -2,5471
Q17_PL_CRF_PQ -0,3398 0,180 -1,8878 -0,1863 0,357 -0,5219
Q17_PL_CRF_BL 0,4396 0,180 2,4422 -0,7594 0,357 -2,1272
Q17_PL_CRF_BS -0,2599 0,180 -1,4439 -0,3092 0,357 -0,8661
Q17_PL_CRF_BE -0,0680 0,180 -0,3778 -0,5020 0,357 -1,4062
Q17_PL_LIDL_BA 0,6029 0,180 3,3494 -0,9683 0,357 -2,7123
Q17_PL_LIDL_PQ 0,0749 0,180 0,4161 -0,8378 0,357 -2,3464
Q17_PL_LIDL_BL 0,9469 0,180 5,2606 -0,5714 0,357 -1,600€
Q17 _PL_LIDL_BS 0,3038 0,180 1,6878 -0,9732 0,357 -2,7261
Q17 PL_LIDL BE 0,5476 0,180 3,0422 -0,8290 0,357 -2,322
Tabil esZzores normality test for brand equity ¢
However, considering parametric testsd dArob

nor mal ity asseumpablB.hsoweéWeetci de to verify de
Il nspection measuRReplohss{Bpgpaemdi an87pR.

The nine histotghea-msomélkeartr ¥ yo sSNhebvineersteh@vlgelsiosd, s | @
of Q7 _CRF_BL, Q7 _LI DL _BL, Ql7 _ _PL_pClsiBAt e
similarities with tshacdoygsi dati gnganhatledsd. t Foa
i ndividual s, parametric tests remakewnedssor
zzkurtosis valued bpefwe&erwBed cw@ camdi Ker ed:

tol erabl e devi at i on sp.arBaenyeotnrdarce hnpest enfoledrse e do | d,

4. 2ZHypot heséeés ng
This second section encompasses all tests c:

structthuirss ntghesi s are either rejected, partial

Y 2



4. 2HYpothesis 1.1A
H1. IPAiice sensitivity is the primary factor

FMCG private | abel products over national br

To answer t hifoochiysp otnh @ svios mawen quisstai cmn ki Qe
sever al criteria, agsskev@ueadtiLarkelr3 wilciadhe spIrfeys

This doubl et d ogtmae ngtl henmw our validation test

For Ques¢iedlespondents to rank from 1 to 7

drive them to buy private | abel s:

- Product: quality, flavour, ingredients, p
- Price: generally cheaper than national br
- Advertising: TV, soci al net works, promot.
- The supermarket: reputation, perceived ¢
retailer.

- External factors: inflation, media scanda
- Word of mout h: recommendati on from one
popul arityée

- Other (please specify): é

We decompose the answerasndi mame7tHef barentel @
Ql2_ PTa mlde. (

Statistiques descriptives

Q12 Price
N 183
Manquants 0 Fréquences de Q12_Price
Movenne 1.51 Q12_Price  Fréquences 9% du Total 9% cumulés
Médiane 1 1 127 69.4% 69.4 %
Ecart-type 0.971 2 36 19.7% 89.1%
Variance 0.944 3 g 4.9% 94.0 %
Minimum 1 4 8 4.4% 98.4%
Maximum 6 6 3 1.6% 100.0 %

TabllOBescriptive stiaeod s QI 2 s Pathrdietf e réidoams;it c@r i=o 2 ;
3 EtBiteriomiit er iFomli; t &r iFondi; t &r ioOnGi; t &r i=0 1¥7)

YT



Among the 183 respondent s, al most 70% decl al
when considering whethe24t®@%b@uryosrf4)atalcd abas
(n
Wo rr-adMo ut h, 1,1% (n = 2) for Other, and final

®) e chet ai | er, t heAdvaemet ipseirncge,n tvahgield es ed relcyt

QuestiiQ@h3 1Brail seostroe fperkieoyb oa s @ nc riilt e¢rhioose pri v
(PL) products because they are(TabhBap&r t han

Statistiques descriptives

Q13_Price

N 183
Manquants 0
Moyenne 5.92
Médiane 7
Ecart-type 1.54
Variance 2.37
Minimum

Maximum 7

Tabl.e Dlescriptive statistics of Q13 Price (1

This affir matdboyn mossttr coonfgltyheagreessgppondents ( meas
to strengthen the first observations.
To statistically validate this point, we dec
to quantify the comarermalt i vwar ibaldwesenn( drvdd rpadincw
whereas Ql3_Priceoirsmah dambmiRli@blileds (non

Matrice de corrélation

Q12_Price  Q13_Price

Q12_Price  Rho de Spearman —
ddl -
valeur p -

Q13_Price  Rho de Spearman —0.497 *** —
ddl 181 —

valeur p <.001 —

Note. * p < .05, ** p < .01, *** p < .001

TabPRe Slpear mands correlation between Q12 Pric

YY



We observe that Q12 Price and=-Q189Pynicfei aamrt

p < 0.001. Concretely, the more people consi
| abel products, the more tpegi al en afir geewt i
negative correlation can easil ywebhe emxedtae d elde

on reverse scales (10 stated as the stronge

Al sas, iintt erestpeagplte® moyieng hmdost frequently g
more price as their top «roirtrerbioa adfedc bbyi d é.e
the seven cRQilDeFir @igpemdurygrseeldgt Qd 20 MAlry-Cwd 2 1,

significant at p < 0.001) (Appendix 38).

Similarly, B1  oFrreed et ready; wi @ hS3iZxyynd fRrciama (at p
respondents that frequently buy private | abe
because they are cheaper t hjaar0.n2&ltligomndli<cl@aman é
0O.0pPdopl e with | ower revenues buy more frequ

revenues) (Appendix 39).

Fi naldleyt,ertno npr whet f(e@lsd t&nvd ¢ 1 Be xPp sipnienc has e
i ntemM®1dnl nt eorettitoetrho& Lh)an , f doé ti mresar r e.gr Fisrsd to,n

we condwuctl mhear regr,estsriemat ianmga | @rdLig8naakl) v ar

continuous to all ow par awet a stshuaste tti hmast i aopnp roof:
I's cwheactor di nal scales have sufficient cat
nat Weey.emove Q12 Other from the analysis, to
Al t hough the isitihtel aads smiontdpetli osnast iosff ineor mal i ty
collinearity (Mlelsto%) ,sitgma fdwernal I( pF = 0. 11 4

di fferent criteria collectivleabyBied Aldpeodi exp0

Mesures de I'ajustement du modele

Test de modeéle général

Modéle R R? R? ajusté F ddl1 ddi2 p

1 0.237 0.0560 0.0238 1.74 6 176 0.114

Note. Models estimated using sample size of N=183

Y @



Test Anova omnibus

Somme des carrés ddl Carrés moyens F P

Q12_Product 3.165 1 3.165 1.216 0.272
Q12_Price 19.300 1 19.300 7417 0.007
Q12_Advertising 0.328 1 0.328 0.126 0.723
Q12_Retailer 1.574 1 1.574 0.605 0.438
Q12_External_factors 4.063 1 4.063 1.561 0.213
Q12_wWom 2.248 1 2.248 0.864 0.354
Résidus 457978 176 2.602

Note. Somme des carrés de type 3

Coefficients du modeéle - Q13_Intention_PL

Prédicteur Estimation Erreur standard t p Estimation standard

Ordonnée a l'origine 7.6109 3.154 2413 0.017

Q12_Product -0.1903 0.173 -1.103 0.272 -0.1366
Q12_Price -0.4805 0.176 -2.723 0.007 -0.2859
Q12_Advertising -0.0639 0.180 -0.355 0.723 -0.0464
Q12_Retailer -0.1351 0.174 -0.778 0.438 -0.1051
Q12_External_factors -0.2071 0.166 -1.250 0.213 -0.1670
Q12_WOM -0.1487 0.160 -0.929 0.354 -0.1391

Tabl3e Mul ti pl e laiinmetawrg o eetgerrensisn eo nwh itchhe fneocsttor

private | abel(@L2xhase intention

Amongteéebeed ,pre@lixtRhmmascest atistically signif
dependen,t Qla3 _ilarbtldertsit o n/)pP =T e r0Df oig er, ed hee adnotde
uni variate r egr@ls2s iRPornWhenice utdh ing ssarhpgli igfnii & d cnac
effect, t he assumpt i asn md |noonr gleedl Wossagot p OsDE2i Yeeds i
(Appendi x 41).

To address this violatsi pre,rforbBellgstushinmge 8Cal
HC®ptional . p@hbamehpphfomremi t s hesesbaocnedasbic
nomor malsi duad sfstan@lt 2 _ Pgiigrei fi cantly ahndenegat
dependentb=v@r2&@ad,l ep (= 0.023), w{ Appamdiaxd | 423
Al though the explanatory Q@b2veRirdocftehteh e nthyd evla
among those tested that |l $hownbastoresiferceénton

variabl e.

To ev ahgot e netxitaelnldy t h uns ar esseuclotn,d we nfrear regr es:
from QuestWeomselddqdquldlvdalPentc)et @1 Q1 ReedPuaiivtaelre nt

oM



to Q12 )Reamd!| ®1t3 Confi dence, mi xing el ements
Ql2 Retailer and Ql2_ WOMcoimhi smeé d rSeMd rpleesé g o e B
0.8 andohob@mvieR2&and Ft kistsi gapdi @a01@1.t he condi

a metto obtain a rel @abmte. Adredictive model

Mesures de I'ajustement du modéle

Test de modéle général

Modeéle R R? R? ajusté F ddil  ddi2 p

1 0.478 0.228 0.215 17.6 3 179 <.001

MNote. Models estimated using sample size of N=183

Test Anova omnibus

Somme des carrés  ddl  Carrés moyens F p
Q13 _Price 7152 1 71.52 34.19 <.001
Q13 Retailer 7.16 1 7.16 343 0.066
Q13 Confidence 17.83 1 17.83 8.53 0.004
Résidus 37442 179 2.09

Note. Somme des carrés de type 3

Coefficients du modéle - Q13_Intention_PL

Prédicteur Estimation Erreur standard t p Estimation standard
Ordonnée a l'origine 1.122 0.4757 2.36 0.019
Q13_Price 0419 0.0716 5.85 <.001 0.395
Q13_Retailer -0.129 0.0697 -1.85 0.066 -0.161
Q13_Confidence 0.221 0.0758 2.92 0.004 0.260
Tablde Mul tiple Ilinear regression @&t mengnosbd
private | abel purchase intention (Q13).

Among the three predictors, aocenlsyt aQli3s tHrciaclel ye
(p0<001 and p = 0.004, respectively), bot h s
I n this modesla, rewhiach vadlyi diwe h adj sas tsetdr oRn g eorf
effect on the bdepednadbar edrti @abQik3= Clhb.nZXa d)e.nce
Al one, Qell3e bPtraiicrgsni f i cant ad¢ st tesl, Bywi=toHO . 83 8 §
(AppefBdi x 4

These analyses confirm Hypothesis 1. 1A, whic
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4. 2Hgpothesis 1.18B
H1. CBnsumers are more |ikely to purchase pri

brand equity as high.

This second hsgapnootthheesri sp oetxepnltoirael reason expl a
choosing private | abels instead of nati onal
bet ween private | abelspubrcamd e e gpatrefyndrann da c e
regr elsesti wanen Q13 I ntention_PL and PL_BE (cc

Q17 _PL_CRF_BE and Ql7 _PL_LIDL_BE). The res.
respondentsdé intention to purchase private |
equi taydjdidd®)e. 613, indicating that private | ab

of the variance of the associated bcomsumed&4 j
(Tad b)l

Mesures de |'ajustement du modéle

Test de modéle général

Modeéle R R? R? ajusté F ddi1  ddi2 p

1 0.784 0.615 0613 290 1 181 <.001

Note. Models estimated using sample size of N=183

Coefficients du modeéle - Q13_Intention_PL

Prédicteur Estimation Erreur standard t 1] Estimation standard
Ordonnée a l'origine 0.187 0.2392 0.782 0435
PL_BE 1.048 0.0616 17.018 <.001 0.784

Tablse Linear regression aiming to determine

equity on respondeowaglbdp/uartceh d saeb eilst.ent i on

To strengthen ocumih omi nsdiixingdi fwiee r@eln3t_ I nmareina b loa:
Ql3 I ntention_CRF, Ql3 Intention_LIDL, Q17 _
Ql7 _ _PL_LI DL _BEun Itrmhrtecet ali,f fee emt regressi on
i nfl uence of estimated br and eesqpuontgye nocfée asree

I nt emo wanhdesse same product s.

Here are the resul Tabb®sth@. &i h8ar regressio

S
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Mesures de I'ajustement du modéle

Test de modéle général

Modeéle R R? R? ajusté F ddil ddi2 4]

1 0.781 0.611 0.608 284 1 181 <.001

Mote. Models estimated using sample size of N=183

Coefficients du modéle - Q13_Intention_LCL

Prédicteur Estimation Erreur standard t P Estimation standard
Ordonnée a l'origine 0.328 0.2407 1.36 0.175
Q17_PL_LCL_BE 0.971 0.0576 16.85 <.001 0.781

Tableei hear r egr edsestieornmianiemitnhge tionf | uence of L

equity on respondeowadliedd wrrcch gsrea vianttee ntaibcen s .

Mesures de I'ajustement du modéle

Test de modéle général

Modéle R R? R? ajusté F ddl1 ddi2 p

1 0.714 0.509 0.507 188 1 181 <.001

Mote. Models estimated using sample size of N=183

Coefficients du modéle - Q13_Intention_CRF

Prédicteur Estimation Erreur standard t P Estimation standard
Ordonnee a l'origine 0.650 0.2919 2.23 0.027
Q17_PL_CRF_BE 0.952 0.0695 13.71 <001 0.714

Tablfei hear regression aiming to determine th
equity on respondeowaladsuwerfoohuas e riinvtaenret ilocab el s

Mesures de I'ajustement du modéle

Test de modéle général

Modéle R R* R? ajusté F ddi1  ddi2 4]

1 0.835 0.698 0.696 418 1 181 <.001

Mote. Models estimated using sample size of N=183

@0



Coefficients du modéle - Q13_Intention_LIDL

Prédicteur Estimation Erreur standard t p Estimation standard
Ordonnee a l'origine 0.469 0.1790 262 0.010
Q17 _PL_LIDL_BE 0.985 0.0482 2043 <.001 0.835

TabBe Lli near regression aiming t o bdreatnedr neignuei tt

on respondent sd opvalriaddsia sper ii mateentli aolme |l s .

Al | moateil sé as odmmtoiraoma W Yy K( $eBD3I ;rOp9840. p =
0. Q@8Bidn every-tesasei gmhief  (FOAMhte aatdjpustaecd &R| swoal
hi §ad) Rmwteede equal to 0.,60&h,dicx.aGdhgandcald. 6@ he
substanti al proportion of the variance i n pu
When interpreting the results, we iolddarneetl
respondent s6 pduwumrdodeeds &€i dht ebbheonmnsistandad d9 &% d
(SE = 0.048,0 @0EF) ,20wi4dt3h @ <t abnd=ar0d.e&3Fd,ccioed f
very strongcdfefrectandfFdmarumres oandsarairzedp eonteif
b =7%S.E9 =580 .t60.85pP. 6@@alnfd = O0SE952 0. 070,0.t004)13. 7
with standarslofbe & 8doored f #c O&l7’dlod, poi nting to
compar ati gueta)kyers. eThectompari soanlrishaiwlsernthab e
significantly from private | abel breedmequi:

stronger for Lidl

Hypot hesi sst Hat 18o86atmer p uarceh ansoer e rliivkaetley |taob e

they perceive their brand equity as high. (
significant relationshipf bptwea@aBEpkabel padcl
i ntenttilpen Hemker c, Carrefour and Lidl priva
hypot hesHewewer aldn i-speceftcnpgateeannl emerge

the mean of Carrefouis pr ghamnetoh aib edofiusmaanide retq
var i alkelld, hiitgherTatb®en 1Li dl one (

Statistiques descriptives

Q17 PLLCL BE Q17_PL.CRF_BE Q17_PL LIDL BE

N 183 183 183
Manquants 0 0 0
Moyenne 3.84 3.95 3.27
Médiane 3.63 400 2.88
Ecart-type 1.65 143 1.77
Minimum 1.00 1.00 1.00
Maximum 7.00 7.00 7.00

or



Tabl 6. IDescriptive statistics of Ql7_PL _1
Q17 PL _ LI DL_BE

Whil e the mean brand egoiegtefl|l &€bersfosrhigh
the standardi zed brepgsesair der O6 8BKHIiLdiddmthd (f or
retail ebs 0 LaénBdl eGachr eG.oux4) . The di fferences
equity on pur c hLaescel Garnct,eafntdu ol mMa breo s nt er pret ec
wayWe. retain two HFrnarfdhte,ek pt anaé p bnsopb.=68&00.r0e2f70)u
is higher thfan % h@at4d ®&0s OdiddIlsti ng that Carrefo
from a slightly higher baseline purchase int
i ncrease their intention. Secoaedtatihensj veom
with differences in privat-er ilamhtedalngradi-doeat ahial
di scount), may contribute to the observed di

4. 2Hg®pothesis 1.1C

Hl1. COnsumers are more | ikely to purchase pr.i
brand equity of the associated retailer as h
Af ter having confirmed H1. 1B, we evaluat e
rel at, omethween retailer brand equi yyhangame n

anal ysis methodol ogy, winreg all i(hed@earddodrdesvsda do
by theeespacef3d cl ntention variabl es, pl us Q7
Q7 LI DambR&s 22 & 23

The gener al pmodsidgmihfrigchadrhyte sul t sRFwA03,1h aand ad)]
st anddadr &0 e d

Mesures de I'ajustement du modéle

Test de modéle général

Modeéle R R? R? ajusté F ddl1 ddi2 p

1 0.703 0.494 0.491 176 1 181 <.001

Note. Models estimated using sample size of N=183

Coefficients du modeéle - Q13_Intention_PL

Prédicteur Estimation Erreur standard t 1] Estimation standard
Ordonnée a l'origine -1.37 04172 -3.28 0.001
Retailer_BE 1.21 0.0909 13.28 <.001 0.703

P



Tab2@® i near regression aiming to

respondent sO0 pawepird sveatien tl earbteil asn

Mesures de |'ajustement du modéle

Test de modeéle général

Modéle R R? R? ajusté F ddl1  ddi2 P

1 0.694 0.481 0478 168 1 181 <.001

Mote. Models estimated using sample size of N=183

Coefficients du modéle - Q13_Intention_LCL

det er mi

Prédicteur Estimation Erreur standard t 1] Estimation standard
Ordonnée a l'origine -1.20 0.4204 -2.86 0.005
Q7_LCL_BE 1.13 0.0875 12.95 <001 0.694

Tablldeiear regression aiming to deter mi
respondent s0 pawadheds e ricn tpentviadnre abel s.
Mesures de I'ajustement du modéle
Test de modéle général
Modeéle R R? R* ajusté F ddl1l  ddi2 P
1 0.565 0320 0.316 85.0 1 181 <.001
Note. Models estimated using sample size of N=183
Coefficients du modéle - Q13_Intention_CRF
Prédicteur Estimation Erreur standard t 1] Estimation standard
Ordonnée a l'origine 0.252 0.4663 0.540 0.590
Q7_CRF_BE 0.869 0.0943 8.221 <001 0.565

Tabd22d i near regression aiming to

respondent so0 paweChadsre fiorutre rptriiovmt e

Mesures de I'ajustement du modéle

Test de modéle général

Modéle R R? R? ajusté F ddil  ddi2 P

1 0.784 0.614 0612 288 1 181 <.001

Note. Models estimated using sample size of N=183

det er mi

| abel

(OD3
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ne
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Coefficients du modéle - Q13_Intention_LIDL

Prédicteur Estimation Erreur standard t 4] Estimation standard
Ordonnée a l'origine -0.731 0.2775 -2.63 0.009
Q7_LIDL_BE 1.093 0.0644 16.97 <001 0.784

Tabl3eLihear regression aiming to deter mine

respondeni asdemawamelsse pri vate | abel s.

As f or HrlorlBalsit thymps e oinf i ed for all anal yses |
p = 0.252) Fagsivghl f adabWeadbobpexkve similar tr
previous hypot hadsjius t ehgiught 8 vi2aadD&0eds1 Poafl6d st r ong
i nfl uence of t he n ndhepadrdemtd emar ioanlelses wi t h a
equity variabbe=( I5rE6 &3 0d Or6Mdi,zetd = 16.08757 p <
0.784) .

Al though high and validating hypothesis H1.1
has | ess influence on the purchase of their
products themselves.i Hegleragfaom, Litdvle, cwhkeif ¢ h c
brand equity thanTatbhdee 02t her two retailers

Statistiques descriptives

Q7 LCLBE Q7_CRF.BE Q7_LIDLBE

N 183 183 183
Manquants 0 0 0
Moyenne 4.64 479 405
Médiane 450 475 4.00
Ecart-type 1.25 1.24 1.49
Minimum 1.63 1.63 1.00
Maximum 7.00 7.00 7.00

TabWhe Rescriptive statistics for Q7 _LCL_BE, (

4. 2Hypothesis 2. 1A
H2. TAaditional retailers have higher perceiyv

Hard di scounters are commonly perceived as r
achieving coat ®sBhei eygpepaet ddensEdacpdieeqtuo ntyr a
traditional retailers emphasize brand i mage
var, edgtykeading conshhénmgbetrobatnhdi bguet y.

T



The aim of thosté@dygpothesteomsbnern demdamsit and
of perceived brand equity between trhandi one
di scorperséendadadt by Shebrmbts wildl serve as t#h
Il nterpreting the r oneaypltahyh hent benstypec toifomr ed fa

brand eqoitgnanter purchase intention.

We amplpasianepdi estt t o compare perceived brand
(Carrefour and LeclercYhaen8hw{ekr i aeestt hdinsdt tcean
di ffeareonoass dearemda lalsy wdii psft rOi. luAt6ed ,Resul t s show
brandiseqsuiignyi fi cantly higreerrl ¥ andaddst dewiaa:
0.86t  han nmfearmn L=i dl. 05, sta4dhdYd de80@atPODL. =TH
ef fedst nsoidzeer at e, CoB&EMOECI| dI[,D.iBn1dB6GGa0t.i6N1g8 ]t h a't
ismeani Tgbbk 2

Test t pour échantillons appariés

Intervalle de Intervalle de
confiance a 95% confiance 4 95%
. Différence Taille
. Différence . Borne L. Borne -
statistique ddl P d'erreur . Supérieur de N Supérieur
moyenne inf , inf
standard I'effet
Traditional BE Q7 _LIDL BE tde 6.30 182 =.001 0.668 0.106 0.459 0.877 d de 0.466 0313 0.618
Student Cohen
Note. Hy Bptesure 1 - Mesure 2 # 0
Test de normalité (Shapiro-Wilk)
W P
Traditional_BE - Q7 _LIDL_BE 0.989 0.146

MNote. Une valeur p faible suggére une vielation de la condition de normalite

Statistiques descriptives

M Moyenne Médiane Ecart-type Erreur standard

Traditional_BE 1583 47 481 0.961 0.0710
Q7_LIDL_BE 1583 405 4.00 1494 01104

Tabbe Pa-i ebeadt vilereandi t i onal _BE and Q7 LI DL _BE

To strengthen these results, we then conduc
spheitsi ctietsyt ed using Mauchlyds test, ssgwmifice
a repeated measeveasglsiAyOVAitchhatt effect of r et
brand equity (dp]==21..5,06p t<ePOb.sGONi,t h both Bor
corrections indi eonetaen tdh d tf el dtnly dClg Mrpg f<o WOr. 0(0 1)
(MD = 0.592yvéip gheld. AN dheaequity than iidl, v

oY



revealed between Carrefour and Leclerc (p >
outperform hard di scouhatkehBe 2 n terms of bran

Effets intra-sujets

2

Somme des carrés  ddl Carrés moyens F p e
Mesures répétées - facteur 1 - Retailer 56.5 2 28.27 215 <.001 0.106
Résidu 478.1 364 1.31
Mote. Somme des carrés de type 3
Effets inter-sujets
Somme des carrés  ddl Carrés moyens F p '12p
Résidu 493 182 27

Mote. Somme des carrés de type 3

Tests de sphéricité

W de Mauchly p £ de Greenhouse-Geisser & de Huynh-Feldt

Mesures répétées - facteur 1 - Retailer 0.969 0.057 0.970 0.980

Comparaisons post hoc - Mesures répétées - facteur 1 - Retailer

Comparaison

Mesures répétées - Mesures répétées - Différence Erreur

facteur 1 - Retailer facteur 1 - Retailer moyenne  standard ddl t Pbonferroni  Pholm
Traditional_Leclerc - Traditional_Carrefour -0.152 0117 182 -1.29 0.592 0.197
- Hard-discount_Lidl 0.592 0.112 182 5.29 <001 <001
Traditional Carrefour - Hard-discount_Lidl 0.744 0.130 182 5.74 <001 <.001

Tabbe Repneecaatseudr e swiAINNIOV@7 L CL_BE, Q7 _CRF_BE an:q

Thetsveo di ff erseunptp direetsd sc dawtpdottihcers isf H2. 1 A.
4. 2Hppothesis 2. 1B
H2. BBand erqaudittyi wrialt retailers i mpacts more

and thejtrhasnuddhesdHrand equity of hard discour

As wesemmhat breamadlequity influences thmhendbrand
that traditional retailers generally possess
these differences to beTorphrlopetreyg itmstheihi s
analiybsivs ded piamttes .t

Fi rwset ,perform a |inear regression allowing u
(Retail er BE, mean of the three branidaseqgaui t
great influence on the DbrPaLn dB Ee q unetaymp rooffv attheeei

PP



| aberaadad vaguablyes of Lecle(ad] Careef ®&RUr ,= &n
standadr i Depdpedddi. x Seveorek,ami ne the influence
versusli faodnt er brand equity on tHhki hbdvand e
analyse the i mpact of stome pgsadametiendeamenddesnutc
measure through consufmwerr stbotprur paatse, | we errtoi

anal yses.

Before rumorieng s penger essi on anatlwoew , vawei adrl e
Traditional _PL_BE, representing ®Oprei vaavtea algaeb ¢
(calcul ated from Ql7 PL LGCGL _BEd amdadQl 41 oRfla_
representing the average consumerso6é6 purchase
(Q1l3 I ntention_ LCL andhe Q¥Arisisthbdretni oo B@Rd&n e d
Ql7 _PL_LI DL_BE, which captures mhlerkemard eeand s
brand equditsycooufnthearrsdd pr i (Ralel7d s&h2@Besr e as tthh s
secoedmpared to Q17 Intention_VLIDL.

Mesures de |'ajustement du modéle

Test de modéle général

Modeéle R R? R? ajusté F ddil  ddi2 p

1 0.676 0.456 0453 152 1 181 <.001

Note. Madels estimated using sample size of N=183

Coefficients du modéle - Traditional_PL_BE

Prédicteur Estimation Erreur standard t P Estimation standard
Ordonnée a l'origine -0.227 0.3414 -0.665 0.507
Traditional_BE 0.875 0.0710 12.327 <.001 0.676

Tabl.ei Bear regression aiming to determine th

on the brand equity of their private | abel s.

Mesures de I'ajustement du modele

Test de modéle général

Modéle R R? R? ajusté F ddi1  ddi2 p

1 0.854 0.729 0.728 488 1 181 <.001

Note. Models estimated using sample size of N=183

NMM



Coefficients du modele - Q17_PL_LIDL_BE

Prédicteur Estimation Erreur standard t P Estimation standard
Ordonnée a l'origine -0.815 0.1970 -4.14 <.001
Q7_LIDL_BE 1.009 0.0457 22.09 <.001 0.854

TabBki Bear regression aiming to determine th
equity of Lidl private | abel s.

Bynal ysitmapfebeé8,22we highlight that both the b

traditionahanrcectdi aeesstbensagly influenced by
di fferent retailers. I ndeed, for ishadi@.idn%al
(SE #1 01205733 < 0.001), with @ $7@mdaamdi acecjdu 1
R] = ,®&ndbif3blrt he unst andiafr d3. DO & 4066 221 7DiPe nt

0. 00l) st andarokifdefc i 8B nalmdj usted. Rhe =s®dcadrd
l inear regression satisfies the normality as
(p = 0.019) .-vadeisiittye étMhltkinee g&ltrgdpoupob sampl e (

t he gener al -Qasppleoctts ogfr atpphe ¢ pehdi gl obal r ok
regression analysis, we consider that it rem
The comparisontérrowsmptalctat owhitlhee brand equi't
signi fiindd ruteldyc £ sent ibved sler d mdb,ed gbet ympact i s hi
than for Lecl.Ehcs aodntCaadiecdtosirt he i ni tw al h
remain cautious about the fact that the numb

not equal, explaining maybe part of the diff

Mesures de |'ajustement du modele

Test de modéle général

Modéle R R? R? ajusté F ddil  ddi2 p

1 0.623 0.388 0.385 115 1 181 <.001

Note. Models estimated using sample size of N=183

Coefficients du modéle - Traditional _PL_Int

Prédicteur Estimation  Erreur standard t p Estimation standard
Ordonnée & l'origine -1.01 0.500 -2.02 0.044
Traditional _BE 1.11 0.104 10.71 <.001 0.623

TablBdidear regression aiming to determine t
equity on consumersod6 purchase intention for

NMN



Similarly, theg tommpBasw@gi ce that the correlat

equity of Lidl and consumer so purchaée=inter
1.093, SE = 0.0644, t $H E6.a07,8 4pdj<ust.edl R]| st
hi gher thanalfoettar adrbsi=0 BrEsltda 0d dr6dltidzed = 16.
standd®or i en@®l22dj usted R] = 0.385). On this a

hy p o t(hAepspi ednpd.i X

Finally, we note that, o wWeeoblolf , t het avialreranlo e
| abel brandthgseitnwededr and equialysoorfe psrtirvoan gel
i nfluenced by the brand equb tx37®thahabg dihadt
traditional rebt ad o3 eest andardi zed

Mesures de I'ajustement du modéle

Test de modéle général

Modéle R R? R? ajusté F ddil ddi2 p

1 0.794 0.630 0.626 153 2 180 =001

Note Models estimated using sample size of N=183

Coefficients du modele - PL_BE

Prédicteur Estimation Erreur standard t 4] Estimation standard
Ordonnée a l'origine -0.440 0.2817 -1.56 0.120
Traditional_BE 0.474 0.0624 7.59 <.001 0.373
Q7_LIDL_BE 0.468 0.0401 11.67 <.001 0.573

Tab30dlinear regression ai mi ndbertaon dedeuinmiyer eft
types obnrehaibeasd equity of private | abel s

4. 2Hgpothesis 2. 2A

H2. ZAéraenner private | abels are more i-mpacte
alone private | abel s.

Because brand equity iIs clweedyppgstedradtoatbr a
private | abels are more | i keQonvtepor seedilyefi et f
private | abels rely primaritgtbaerthban owntb
reputTaot itoenst t hi s hypothesis, we fo@ws idnliys

the only brtammvceasmiongyt hteh att hicso mtbh etssssnizot mngt
st anldo ne (ba bal h&lsP 3

NM=



Mesures de I'ajustement du modéle

Test de modeéle général

Modeéle R R? R? ajusté F ddil  ddl2 p

1 0.498 0.248 0.244 59.7 1 181 <.001

Note. Models estimated using sample size of N=183

Coefficients du modele - Q16_Carrefour_stand-alone

Prédicteur Estimation Erreur standard t P Estimation standard
Ordonnée a l'origine 0.466 0.4495 1.04 0.301
Q7_CRF_BE 0.703 0.0909 773 <.001 0.498

Tabléei Bear regression aiming to determine tF

I t s -ssltaamed pri vate | abel s.
Model Fit
R? Adj.R? df df (res) F p
0.399 0.395 1 181 120 <.001

Parameter Estimates (Coefficients)

95% Confidence Intervals

Names Estimate SE Lower Upper B df t P
(Intercept) 4,607 0.111 4.386 4.815 0.000 181 41.687 <.001
Q7_CRF_BE 0.976 0.087 0.810 1.146 0.631 181 11.207 <.001

Note. Inferential tests and p-values of the effects are adjusted for heteroschedasticity.

TabRRBRoBust | inear regression aiming to deter:
onts -bsathnonreer pri vate | abel s.

Whenj wet apose the first |inear regression an
due tonvohmahobhy of residuals), we note that

private | abel s-bia:m nkeirg lpe ro dfucartratl b eh esntodires ¢ Hteas
b =3l@nf adjusted mlanmed. 3PALSE fvosr.= sdit.cetiBad jdu szteed
R| = fOor2 484t ameWwePlassume that respondents have
t he di ffer enbcaane b e  wadlemntea hbdrreendi ng.cdomrdeledr, att é
the hypothesis H2.2A.
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Mor eover, this result i's duplicated when th
| nde®@d,sumer sé6 purchaskanmeéerenpi ionat ®wlaahblelss or
i nfluenced by the retailer brand equity, sig

| abel s, unl i ke consumer sad opnuerecphrathab@Bdea t(ent i on

Mesures de |'ajusternent du modéle

Test de modéle général

Modéle R R? R? ajusté F ddil ddi2 P

1 0.754 0.569 0.564 119 2 180 <.001

Mote. Models estimated using sample size of N=183

Coefficients du modéle - Q17_PL_CRF_BE

Prédicteur Estimation Erreur standard t 1] Estimation standard
Ordonnée a l'origine 1.3286 0.1868 7112 <.001
Q16_Carrefour_store-banner 0.5217 0.0545 9.577 <001 0.6999
Q16_Carrefour_stand-alone 0.0580 0.0597 0.972 0.332 0.0710

Tab33inear regression aiming to determine th

on the brand equity of private | abels

4. 2Hypothesi s 2.28B

H2 . ¥Blprei vaterndoaskeenlssi ti ve to retailer brand e
prempuimvat.e | abel s
Since value private | abels are often percei:

producte®obphimand their positioning emphasi ze:s
their primary point of diffemdconrt s ianpg orbealbal igls e
as consumers rely on the retailerdés reputat:i

Based on this asgummpidndryr,b a wiel aledveepof toet ai l

on these different types of private | abel s.
Model Fit
R? Adj.R*? df df (res) F p
0.205 0.201 1 181 46.7 <.001

NMT



Parameter Estimates (Coefficients)

95% Confidence Intervals

Names Estimate SE Lower Upper B df t 4]
(Intercept) 4.268 0.143 4.008 4.556 0.000 181 29.761 <.001
Retailer_BE 1.029 0.148 0.740 1316 0.453 181 6.936 <.001

Note. Inferential tests and p-values of the effects are adjusted for heteroschedasticity.

TabW&®oBust | inear regressions aiming to det e
on its padomamy | abel s.
Model Fit
R? Adj.R? df df (res) F p
0.265 0.261 1 181 65.2 <.001

Parameter Estimates (Coefficients)

95% Confidence Intervals

Names Estimate SE Lower Upper B df t p
(Intercept) 4,984 0.118 4.751 5.205 0.000 181 42.334 <.001
Retailer_BE 0.999 0.111 0.760 1.208 0.515 181 9.007 <.001

Note. Inferential tests and p-values of the effects are adjusted for heteroschedasticity.

Tabb®oBust | inear regressions aiming to dete
on its value private | abel s.
Model Fit
R? Adj.R* df df (res) F p
0.091 0.086 1 181 18.1 <.001

Parameter Estimates (Coefficients)

95% Confidence Intervals

Names Estimate SE Lower Upper B df t p
(Intercept) 4.689 0.132 4.443 4955 -0.000 181 35.464 <.001
Retailer_BE 0.591 0.147 0.276 0.857 0.302 181 4.020 <.001

Note. Inferential tests and p-values of the effects are adjusted for heteroschedasticity.

Tabd36Robust | inear regressions aiming to det e

on its premium private | abel s.

The economy PL modrés@htves Bmet dmda nWENZA,
0.148, t = 6.936,b p= <@ nod5030dlj,u sstteadn drRajr d= z0e.d2 0 1 .

NMP



For the value PL mod@abbmelBrndbtt @b cha rt (5&ES &Y ,v a l

0.111, t = 9.007,b p= <@ n0d 10a0dlj,u sstteadn drRaJr d= z0e.d2 6 1 .
Finally, t he resul ts of t he pr e nfiaubm6e P L3 mo c
unstandarrdi &1 0. 147, t = 4. 0b20= @pn &0 a0d jOwslt, e
R] = 0.086.

Overall, retailer brand equity ha-posi tsiigmad
private | abels. Although the results are sli

premium PL, the difference i ss nHZ2t. 2sBt rwontgh eanbc

certainty. Nevertheless, we accept H2.2B, wl
emphasizing the need for it to be tested aga
Regarding the impact of this same <criterion
addition to being the private | abel posi ti ol
value PL i s arhossot Intyhleu etnycpees tthheet br and equi ty

(standbardi . €abd)e.) (

Mesures de I'ajustement du modéle

Test de modéle général

Modéle R R? R? ajusté F ddi1 ddi2 p

1 0.618 0.282 0.37 36.8 3 179 <.001

MNote. Models estimated using sample size of N=183

Coefficients du modale - PL_BE

Prédicteur Estimation Erreur standard t p Estimation standard
Ordonnee a l'origine 1.5625 0.2292 6.82 <001
Q13_Economy_PL 0.1102 0.0468 2.36 0.020 0.1947
Q13_Value_PL 0271 0.0007 4.56 <.001 0.4184
Q13_Premium_PL 0.0583 0.0449 1.30 0.196 0.0887

Tab3dreéi near regression aiming to determine th

pripmesitioning strategies on the brand equit)

4. 2Hgpot hesi s 2.3
H2 . Bitgmvol vement PL products are most- sensi

i nvol vement PL product s.

NMZ



Commonl vy, we aisnsvuontev etnheantt hPRiLghpr oduct s are mol
equity because consumers 1invest greater tiom
therefore rely more on retailer cues to redu
To test thwe hggopobpei s he different types
cat ego¢riinevso:l vieome-int v owlsvermemth products. The fir
i ncludes Q11 Commodities, Q11 Sweet Grocerie

and QllFBheittsse.cond one, Qll HIe@H ,PLQ11weTr § a

Qll Premium, and Q11 Specialized.

We conduct one regrefSahBe Zanal ysis

Mesures de l'ajustement du modéle

Test de modéle général

Modéle R R? R? ajusté F ddil  ddi2 p

1 0.605 0.366 0.362 104 1 181 <.001

Note. Models estimated using sample size of N=183

Coefficients du modéle - Q11_LOW _PL

per varia

Prédicteur Estimation Erreur standard t p Estimation standard
Ordonneée a l'origine -0.408 0.490 -0.832 0.406
Retailer_BE 1.091 0.107 10.213 <.001 0.605

Mesures de I'ajustement du modéle

Test de modéle général

Modéle R R? R? ajusté F ddil  ddi2 p

1 0.449 0.202 0.197 457 1 181 <.001

Note. Models estimated using sample size of N=183

Coefficients du modele - Q11_HIGH_PL

Prédicteur Estimation Erreur standard t o] Estimation standard
Ordonnée a l'origine 0.237 0.518 0.457 0.648
Retailer_BE 0.764 0.113 6.760 <.001 0.449
TabBé&i Bear regressions aiming to deter mi
| oownvol veme-nhvahdemegh private | abel s.

Theormal ityigassumPetioh O©OW_PL Sib b2 B8B8B)0. but

Ql1 HIGH_PL (SW p = 0.037), howeve

r we

NMT

ne t

not
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enough to properly aBatFy easrtiddhsisf ivcaanta bd ted m ny
the tests reveal umed orf atad | tuls6tdenalv PWe ( eqqu ak et
t hat the effect of ret-iamv el v ebmeanntd perqiuviattye o
(st andbar=dil.e6dth5)g h erhitghimwmo Ifweamdrhte obhes Qs44aq:
I f we &dlosiee ptreesstent ati ve pr oGommaediotfi eesacdin dc aq
prodiyctwe obtai nressmedtairv ebeostudn dalrdd ivsecde®. 387
47 &) 48

We indeddcheadcoyepmomdt hesi s H2.

I n addition,-iwegohvemenhapriovoawte | abel produ
private | abel bramd=eqQuwbdBeé dstiandasdinodd t he
Il nvol vement e€fatb@®)et (p > 0. 05) (

Mesures de |'ajustement du modéle

Test de modéle général

Modéle R R? R? ajusté F ddil ddI2 P

1 0.685 0.470 0.464 797 2 180 =.001

Note. Models estimated using sample size of N=183

Coefficients du modéle - PL_BE

Prédicteur Estimation Erreur standard t p Estimation standard
Ordonnée a l'origine 1.4350 0.1927 7.45 <.001
Q11_LOW_PL 0.4389 0.0505 869 =001 0616
Q11_HIGH_PL 0.0767 0.0536 1.43 0.154 0101

Tab3.eéi near regression aiming to determine th
brand equity. of private | abel s

4. 2H9pothesi s 2.4
H2 . Retailer brand equity haslabektboagéeér awase

perceived qualliatbyelt hbarma nodn apsrsiovwcataet i ons and br

We consbdandt heapreernceesisveadndqgqual ity are the mos

privVvabel br armdn de gawmaatrtyesn easss t he entry point ¢t}

i dentify and recognize the brand, twhyicmg itso

stand sewtresn and perceived quality is a key

directly a d-d emeosnseiyn gc omaxlerens he Ccowme dhsrealmyd o f

associations often strugeldegutabi dydf frinabyg et 3t
NMY



regai t evel

privateetabkés, brand

of liesm@ga gkaeanmasiadmahmd theersef or e, reg.
le X pamvaatr eedn etss

equity

i s

anger cguaédt yrtadnsdnho oinalh i amody ad rt d/ .

Tests multivariées

valeur F ddil ddi2 p
Retailer BE Marque de Pillai 0.606 68.4 4 178 <.001
Lambda de Wilks 0.394 68.4 4 178 <.001
Trace de Hotelling-Lawley ~ 1.54 68.4 4 178 <.001
Test de Roy 1.54 68.4 4 178 <.001
Tests univariés
Variable dépendante Somme des carrés ddl Carrés moyens F p
Retailer BE PL_BA 145 1 145.248 126 <.001
PL_PQ 151 1 150.521 186 <.001
PL_BL 173 1 172638 165 <.001
PL_BS 184 1 183.627 221 <.001
Résidus PL_BA 208 181 1.151
PL_ PQ 146 181 0.808
PL_BL 189 181 1.043
PL_BS 150 181 0.831
TabdlOe MANCOVA test between PL_BA,

PL_PQ, PL_E

We begin by MADNGOMAtsitng tahsata whirkgnostic test

of

c o mp o nbernatnsd oefq uti H ¢

t he mul ti v

equity has a si

r et adirlaenrd iengpuatcttys di f fer ent
compomeretr(@abld The combinati on
confirms that retailer brand
| abel brand equity taken

| n order t

regressions. The result s,

o quantify and

Mesures de |'ajustement du modéle

toget her,

compar e

however,

Modéle

Test de modéle général

R R? R? ajusté F

ddl1 ddi2

P

1 0.641 0.411 0.407 126

1 181

<.001

Note. Models estimated using sample size of N=183

but al so

t he stren

contradic

NMo



Coefficients du modele - PL_BA

Prédicteur Estimation Erreur standard t p Estimation standard
Ordonnée a I'origine -0.713 0.3843 -1.86 0.065
Retailer_BE 0.940 0.0837 11.23 <.001 0.641
Tabl.e L4 near regression testing the influenceée

Mesures de I'ajustement du modéle

Test de modéle général

Modele R R? R? ajusté F ddl1  ddi2 p

1 0.712 0.507 0.504 186 1 181 <.001

Note. Models estimated using sample size of N=183

Coefficients du modéle - PL_PQ

Prédicteur Estimation Erreur standard t 1] Estimation standard
Ordonnée a l'origine -0.0705 0.3220 -0.219 0.827
Retailer_BE 0.9574 0.0702 13.645 <.001 0.712
TabPRe 4 near regression testing the influence

Mesures de I'ajustement du modéle

Test de modéle général

Modéle R R? R? ajusté F ddl1 ddi2 p

1 0.691 0.478 0.475 165 1 181 <.001

Note. Models estimated using sample size of N=183

Coefficients du modéle - PL_BL

Prédicteur Estimation Erreur standard t o] Estimation standard
Ordonnée a l'origine -1.62 0.3658 -4.43 <.001
Retailer_BE 1.03 0.0797 12.86 <.001 0.691
TabBe W4near regression testing the influenceé

Mesures de I'ajustement du modele

Test de modéle général

Modeéle R R? R? ajusté F ddll  ddI2 p

1 0.741 0.550 0.547 221 1 181 <.001

Note. Models estimated using sample size of N=183

NNM



Coefficients du modele - PL_BS

Prédicteur Estimation Erreur standard t p Estimation standard
Ordonneée a I'origine -0.722 0.3265 -2.21 0.028
Retailer_BE 1.057 0.0711 14.86 <.001 0.741
TabWhe L4 near regression testing the influence
Al | regress$oonsgs to meet the assumptions of
perceived quality), and all show significan

standdaddzadj us treed oRt aviareasde sfdolra stth er eTgarbelses i o n
2anTdab e, 4dcorreppoandi wagddp@easbBoty ati onBot ihhis

partially efadtiedsatcewr ainmi tri al hypot hesis atte
strongeron nbfrlaunedn ceslw apr eernceesidVeeada Iqsuoa I natyi.ce t hat

gaps between each correlation are smal/l

4. 3Case isetsud nsi ght s

As a reminder, our questionnaire IS coOmposeo-l
guestions in the form of moreTregsentcaVvVi aunma
sever al products to recreatesaweheppengilt oe

super mar ket

Fréquences de Q18_Milk Fréquences de Q19_Honey
Q18_Milk Fréquences % du Total % cumulés Q19 Honey Fréquences % du Total % cumulés
1 = product A 16 8.7% 8.7% 1 = produit A 30 16.4% 16.4%
2 = product B 72 39.3% 48.1% 2 = product B 82 44.8% 61.2%
3 = product € 95 51.9% 100.0% 3 = product C 71 38.8% 100.0%
Fréquences de Q20_Cider Fréquences de Q21_Juice
Q20_Cider Fréquences % du Total % cumulés Q21_Juice Fréquences % du Total % cumulés
1 = product A 34 18.6% 18.6% 1 = product A 97 53.0% 53.0%
2 = product B 149 81.4% 100.0% 2 = produit B 86 47.0% 100.0%
Fréquences de Q22_Chocolate Frequences de Q23_Chips
Q22 Chocolate Fréquences % du Total % cumulés Q23_Chips Fréquences % du Total % cumulés
1 = product A 103 56.3% 56.3% 1 = product A 47 25.7% 25.7%
2 = product B 31 16.9% 73.2% 2 = product B 22 12.0% 37.7%
3 = product C 49 26.8% 100.0% 3 = product C 114 62.3% 100.0%

NNN



Fréquences de Q24_Jam

Q24 Jam Fréquences % du Total % cumulés
1 = product A 61 33.3% 33.3%
2 = product B 114 62.3% 95.6%
3 = product C 8 44% 100.0%

Tabdb®O®escriptive statistics for variables Q1E¢
Q22 Chocol at e, Q23 Chips, and Q24 _ Jam.

By analysing the frequency stati flftaibdb)e @k eac

under st andiswhpircelf eocprteidonby respondent s.

The two first questions are related to the 6
the most chosen products are product C for t
These two products aRees pondce Ctag rmedionulry pahoadsue
I f they do not name directly with the retail
guestions about the |Iink between this choice
al so bet weent tahed gilirhoer specificakphyoir€arn hef o

choice of the respondents than the category

Questions 20 and 21 address the brandi-ng fac
banner ahdnet &®mandi ng. Q20 _Cider presents tFh
retailer (Carrefour), wi t h dit f fpeorseintti olmi &g d |
Q21 Juice 1illustrates the example of t wo pr
Leclerc) with different branding strategies
standone pmodecthosenuebttowet ias ogbeostuhl tt hien
positioning and the product proposed here (a
banner isopthieonrmost selected one. These result
branding strategy I mpact or not consumer int

The three following questions, Q22 to Q24, a
For Q22 _ChocolthtetepcpmomydithpA moet cisopeopduflcor
Cithe premiibam ovetl P2 dm,st i opr@ndeubcste rBv.B &t oemer ge
from t his ,anial yaray udesspa fhraddsueottiheeb enlost popul ar

among these options.

To under sptearncde iivie dt hbee and egtuhietsye odfe criestiainlser sw

Gt ebeat weamstmlie ach questRetngi |cecanipéd,e da tder i

NN=



Retail er BEeslpolWwRtetiantl @ r, Bnto dkeR dattdeb) er,aBH < 4.
hi gAppednpdditx t he end, results seem independent

Apai rteedsftt Wi | cox-onor malor vsmi isaob |deosp,| isaudyar and
vari.abTlkee srheosw I tolsatv ol ve ment products -are mo
i nvol vement dohéer éaviamhidged. 500) (

Test t pour échantillons appariés

i Différence Taille
e Différence \
Statistique p movenne d'erreur de
Y standard I'effet
LOW Sugar HIGH_salmon W de 5476% 0.008 0.500 0.134 Corrélation 0.267
Wilcoxon entre rangs
biséries

Note. H, tmesure 1 - Mesure 2 # 0

2 52 paire(s) de valeurs étaient rattachées

Tabdb.e Wi |l ad®exsdn ftor LOW_sugar and HI GH_sal mon

However, when comparing the results of the r
and ei ther LOW_sugart her dHF GErealkmonof resul
(Appeebsxi 15 .

Confronting theoretical and empirical resul t

t hat underlie consumerso6 behaviour.

NNO



5.DI SCUSSI ON AND CONCLUSI ON

This |l ast chapter synthesizes the findings o
recommendations relevant for both theoretic
research question is addr es s-qude stthirammsgihc ded ab
revision of theFanaltylyaptaéer fadhlmeowsltdadgés | i m

angduggestsfairfeett mbaas i nvestigati on

5. 1Summary of the findings

The final aim of this thesis is to compl emer
recent success of private | abel brands and
competitive FMCG | andscape.

Td r atnfei s wi dveeh sdiédy elcowmpoe dnai n research questioc
Ssudbuestions and nine hypotheses

The first mai n Whatanch ghesmaon reasidns exj
Private Labels in thedoFMCG industry in Franc
We addrreesssearhcihs questi on dDuydusetsud yoinn g iftWhey fdool |
choose to buy FMCG private | abel products r a

resulting hypotheses:

- H1. 1PAice sensitivity is the ©primary fac
purchase FMCG private | abel products over
- H1. ICB.nsumers are more | ikely to purchas

perceive their brand equity as high.
- H1. IC®:nsumers are more | ikely to purchas

perceive the brand equity of the associ at

After a thorough analysis of the respanses
det agiuleesdk i onnaire, we have reached the foll o\
Filrytconsumers appear -makipmg ocrnittieri & hwhen dg
| abel products in a clearly defined lomdleed,
al méewf the 183 respondents decl aRedr @ hsiton t
anal Appesdlli suspmorst finding with an R] of 0.18
about 18. 7% oh theswvm@meli adcpur chaseThiinst eknetyi o
criteonidbowed belpteduat tri buti emg rcerd ¢ pgeaxdksa ggiunag
The role ohathewnst daicleenps( miatkkeal abhedrsessi on
TabMendi cates that price and confidence 1intc
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model ahead of adveoimost hgi effoehsaes Walr@® fciofn
crit,ermihan e aecXtseursimafialsarhe cdoina oy c astdlad gant epenul

position of t. heFiqlad b al,, rocdurdclehir nafsa cfitdoerssi r e 0, i
fipract@oaignignt ha,| kedelccaken i nt dodogcauntt he mar gi
Secomdthley brand equity of private | abels is a
purchase intention grows accordingly to its
regresgdgieanmhmtwet he brand equity of private | a
private | abels success as it explains about

(Tablb)ee The correlation effect seems even strc
i's initially | ow.

Lastlsyy milar results are observed for the i mp
i ntention, although wiTt b2lpadesnicieg h ttlhye swee akienrdiir
the initial ranking, as private | abel brand
wher eas retailer brand equity corresponds
considered | ess uapoirttaaeltf twaen t her phasdi ng p

The second mainToewkatr cbx geetmtddaag efefe ohs ume
purchase i shapthirtammedanedqbet y pifi(watce elsabndlasst o
t he FMCG ©Onduesqturiyr?es t he -ewed tuiadn o narmd dioxrh

explore them successively.

Their squessutbiéomm does the o6typed of retailer i

consequent !l y tihpe ibvaatned ilesgbubiiltwy?deefd i nt o t wo hy

- H2. TAaditional retailers have higher perc
- H2. BB:and equity of traditional retailers
private | abels and their success, than th

We have coklfectightfsodm okm t he analysis of the
On the ,onthédrawnal i dati on of the first hypoth
retailers have higher perceived brand equity
t hdkei fferencesemy apeoagenced between Carrefou
mo dewhiskte | | remar kabl e between Leclerc and I
On the gmherddhamaedn to confirming that retai
pri Vvab@ppenrdii xvave demonbsgtjreacttedhg t hetédacond

the effect sbnapdi eguetVvabast well as on cons.t

NNP



private |iadterl ombgearmdvwhseaomabadcdi scotuumarerf remaad
tradirteitcifielsd3& 8p .

Theecenduestlinonwhaft way does retdiféerbnandye

pri Vabe!l aXspol o ruensd etrg oye sntgi on s :

- H2. ZAeraenner private | abels are more i mpa
standone private | abel s

- H2. 2Vl pei vat ar ¢ amekr & s en dirtainde etqui t gt aihl
economy anpd ipvraetnei umabel s

Based on our observations, both hypotheses a
Firsthamneorr epr,ievbhaa es el atbhedys car rar e hmorreetstirl e
i nfluenced by the rebahoherpbfTe®¥Beehabelst han

Second, valwue private | abels, which are the
brands due to their intermedi at easpoasirmaams n
di fferoemnti he shelves, and consequently on it

e qgu(Tap3b)e

Unl i ke t hree speraervcihougselcy i onise Hhypotuhasiesl t o add
S u+dpu e s tWhoinc,ch AFMCG categories ofheprmovsat es elnash et
retailer obrand equity?

- H2 Bi:tgmvol vement PL products are most ser

| oownvol vement PL product s.

Severalwarakcpsesed out and the results obtai

l ndeed, iifoappeansiwbnlvbthbelment products are n
ret &iraed e qutitnyw otl veem€mmehiitagh)elohdiusc tcsan be expl ai
fact that private | abel assornhmehvemgenepnbod
they are |l ess expensive to produce and there
private | abel swiatrlke toHits nc atsespariyatcefd product s,

may al so be partly driven by cognitive bias.

Lastly, t-hees$oWwhotchh BAdubmensi ons of the brand
most influenced by, riest aainlsewe rberda nbdy eaq usiitnyg? e |
- H2. Retail er brand equity has b&hdaléelr obganc

awareness and percei vVadbhegudlrianyl tassmcoat

|l oyal ty.
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The

I nf | upeerrcceesi v each dq alaintdy associ ati ons
brand (Takphl¢ie, 438 44 It

confused,

and

the retailerre brreaqqudi reggdiiftryom pri vat e
The results of all the anal
Hypot | Descripti| Resu
H1. 1,Price maifmab SuppoDesc
influencing sign
purchase I nt conf
PL.s crit
H1. 1lHi ghei vapt eBE SuppoSign
i ncreases high
intenti on. stro
pur c
H1. 1(Hi gheedraBf eirnc/SuppoSi gn
purchase int hi gh
BE a
BE i
pur c
H2. 1, Traditional SuppoSign
hi gher per ce t hat
hard discoun high
di sc
H2. 1IBE of tradi N a Hi gh
influences msuppacorr
theirnt hBbs BE hard
di scounters and

anal ysi s

siimfllawdnyc e d
stand&aO0di 2ZZ&H) s

ar e

and

rejection

once

by

i s n

ot S

o

of netiasi lhe/rp ol rhaersd
more str
urprising that

yTsaibdr)ea rde

Det ai | s
riptive S

p o
t hatmap

i ficant
i rm
ct

erion of

i ficant
R
ngl vy
hase i

p oS
val ueBE
i nflu
ntent
ant

i fic pos

R] value i
bsd sl itghhan
influences
hase intent
I f i cang s ucpo
tradition
er percei v
ounters.
er signi f
e lha tgihd mbogeht tw
di scount er

PL BE.

NNT

| abel s t

Ssummed

tf
a g.a i Hho vaesvseorc,i aat kehada twoi oh phg heganct

theOor®d &ji uspDe b RMN; D Oe.q6ud 1t
stulgpggte sespnegaetdt ensi mnldi nsey nveirt
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H2. 2,Retailer BE SuppoSigni posaacadowvee,l

st wrammner PLs wi t h mo d esctong &
alone PLs. st raemmner PLs
I mpabyedet.ail er

H2. 2IRet ail er BE SuppoSignificant po

val ue PLs th wi t h modest g e
premium PLs. value PLs areby
retai.l er BE

H2. 3Retail er BE Not |[Significant pos
higmvol vemensuppohi gh R| pi m& E
| oownvol vemen relationship:

mor e-i newl vement

H2. 4 Retailer BE Not |[Significant pos
PL brand awsuppaohigh R refut e
perceived qu retailer BE i

perceivedandguatk

associations.
Tabdr.&§ummary of the results

Anal ysimyp dehtegsgeel ds t hes farefl/iondinmggs nsi ght
First, we need to dofstiagailsé&ont hperaiwarteeg wli aebf el
equity from the indirect ones.

Among the direct effecitss,t hteh eontey pteh aotf moesttaliy
(adj Rt &d 787) , foll owed by RFeObb5&ddi,ng het p
I nvol veme Rf= (Oaddj6uds)t,ednd finally RRFe Op@Filt)i. or
Secondl ynaiann octohnecrl usi on emerging from these

pripme i ti oni ngi nvanldv epnuerncth asster at egi es of pri ve

the overall constructjaonrd @afs pgrhiewsaet estlraldelgilers
on r etrainldeweeq uaistsyume t hat, by extension, the
i nfluence on the overall mo d el

The intensity of the indireemaehkcembs eocompi
guanti fy.
Tkese conlcelaudsiuosnst o reorgani #FegBBe anal ytical

NNY



Type of retailer
+ Traditional retailer
. H

ard-discounter \

=)
-
o

-

Brand Awareness

Brand Salience

Brand Associations

Brand Imagery

» Brand Performance

Perceived quality

Consumer Judgements

s Consumer Feelings

Brand Loyalty

Consumer Brand
Resonance

Other Proprietary
Brand Assets

‘ Private Label Brand Equity

* Economy PL
* Low-involvement

|

/

+ Value/Standard PL

« “Store-banner branding”

[.

* Premium PL

“Stand-alone branding” J

« High-involvement

‘ Price-quality positioning | | Branding strategy ‘ ‘ Product categories

Notes. * =p<.05

FigBBePrivate LaibFelfraBamawo EIQui ty

5. 2Theoretical contributions
This thesis offers a new perspective on the
equipryi wadtmudtabbd sconsi dered with greeaifscaut i
analysis: on the one haown bhmodgkquhéeyl ens$l

i ndependeBtolhy | afnrab enaulc t soruensd | ;nwgb rreent thtaghggu pr i vat e

| abel b rnaenedd e et goutlidaidwti ecrhp | i e s

describe the same concept

t fhraga maw d rf s &dn t

within a single mo

NNO®



Morwencrieasingl vy, private-flledgled &drenadwgl wiin
strategies, identities, dedicated teomams$ ongnd

term strdeegireCmluans Gr oupemeent)T Moa sdppuesd ari tr ats

the way for a deeper reflection on alll t he
mar ket , whil e also highlighting the importa
competition from national br ammdss et o nmepeotwea o
t herefore occur gradually and be supported b
heavily.

The purpose of this sectisothnud ys hdtiof hféetrmeforrten t ctal
framewodk £ ommocheipltiszed in the | iterature revie
arifsem thisToampamibtdws us to narrow the sc
mo s t cri teixcpallaifnd mntgo rtshat e ylc @ lelsse o fe mpimia ¢ ihze d
| it eanaiduurree syl twhi ehhremegly t he dual |l ens anal

retdrhed equity.

RQl1. What are the main reasons explaining ¢t}
i ndustry in France?

The | iitckeamttiufriees a wixdgd ariann gneg dfh ed rsiuvabeesd s o f
with this ddompl esxiutdywk dfyoaccutsoerss am ftl lureeneci ng c o
i ntentispmitvawaer d abel brands: price, the brat
equity of retailers.

l'inti abluy, sitmdy, price emerges faoasg tmoest priomamu

(al mogt,aT % Iveedbsgtl on gist dtph rctel@etTenriisa.f aeddnon b
decl arative eatiae & eddhiaghh sd pwictvrlrabe €l awepsi ce/ |
gual ity aCurmeamadti.vels.o, (2012)

However, this result I's |l ater coFmppemdoted
gual ity appears as the secadmnd %o s itSeictomedr,$ ant
seven empi rdiecsailtgogeude ptliicras e a super mar ket sho
the cheapesthpsemduanly once. On the actentheary
modgtrequent.l yThsies ercasuwl t corroborates the arg
(202vh)o, charcactremnilzagbreil vgptrodpcti-ckrabt idboavker br a
but acqgept ableée opnfstionmast, vaseéchabab | onger be

N=M



pureld pwpaes ed positioning. As empfipasivacita bwe b6 eé ¢

progressively evolved into products offering
nati on al brands
Secondly, our research demonstrates the I mpo

not merely as aprunaeel Yyiabgl asoutceessf modcet i n

the literatur aetleutpirmateitee( |aasbeeal p kbaryannsd aebqouuitt
of warei ameresumer pursgAaseéi saodwenegd oinn section
Brand Equity, despite the central role of br:
the | ack of tehdeiocraetteidc ad p ewcoirfkiscad 'y to priva
mini mize its prevalence in the academic deb
providing empirical evidence of its decisive

Fi ndlelyy,nwe-d Ehtea bll ii iskh eldectt veada ps r vat e | abel s, a
by Mol inill oi eds eadr.c h( HddelEsresntstam d ihreg r @ft alh d @ r
equiimyacts both ditrheec tsluyg rcaensdstilnid ieckbewd shyy doe
retailer brand equity dacecuntyi rag ffedm® . @ @op rc dx
of the consumesv pruir droidtes)eg lisnot eanmipiloinf i es t he Db
| abel s t hemseplrvievsa.tbeiGalvadbneel q lhiat y st r ongofy i nf
privateet aibledr dbdbamandhemgef o iye e k ear tcdoonusbhil deedr eaf f
compared to other factors. Moremakerssinceet
privatpriaéeel sétailer abs®andfequesythedinétuk

decisive factor, price.

Overwiltlh, redqmpedti rtsa resear ch queusntdieorns toefr etsh i
necessity pnbtcopbpdiiteawigast i mrfilwaetne el, alballt s u

al so iantlertahcet iaammosn ge X ihsetm. n g

RQ2T.o what extrerntaids@as ettHeohsumer pusbapsese i
t hber and egheity pifi(watce elsabndlasheoFMCG i ndustry

The | iitedemt ufrieeask erye taacitloerr daesf i ni ng private |
second resegeawenhe gJuiegda i ent he, eandnmotre whiechsi
brand, e gunstoeyrnadc td théepfef er ent deter minants of p

and, ul ti mat el.y,Toc oandsdurneesrs cthhoiiscequestalbh, f o



focused on the Aret atelt eacfefWwepwe i fdo creebnksd omrs
fipr odkd dstetcytpe ofprrigecteali il ety , posi ti oning, brandin

consumer i nvol vement .

The first hypothesis addresses an uncommon :
the type dfn rfeatcadi,l eerhi mostacanal ys eiabaslend erck riar
the 2.2.3 Retailer brand equityupaséarah she

t hat It I's an i mportant criterion troetecaoansei d
brand equity (usually) hdaangdhleri glotrsttradi-tponad
di scount r et sielnesrn ¢ iarretmont he brand equity | e
private | abels of traditional retailers.

he second hypothesi seasmxdp|foorceuss elsr aonnd i tnhge sdirf

t raempeti vatse blealkél t more sthoamgd yeef df teicehyn t h e

T
st wraemmner brandi ogeab@naatdlaen dohnee fhiannddi,n gts conf
S
standone dmesesewbBtGhygslkenal . fosahewd lhr,  umeh

t hat brandi ng st r adteepge nedsi nisgh boenh sliti Hbee @fd atphtee a i |
hi ghetrhe tmost probabl e prainmetre. blebvedlest rwi [olurb
goes a step further by highlightinglndheedseci
on the othdophemdqinersthoraemdindgy stepantfwgyersdtab
brand equity but also feeds back(pmitwatse rileal
brand equity influences the retai, ecr éatainndg
virtuous cycl e.

I nteresting findings al so stand poiidgcueawii tthy t
posi tuoitnhgeg t ypol ogyeypkeaipecaldd @RS fi cantly d
resul ts swintfalkimt ihthye f r asmepgra rvka tienalsandadilgls s e g me 1
bet ween economy, val usp e acnodnispolreeérmE vamodt ricse s i me
ef fseot pri vate |.dnbteelr ebsrtanndg | equiwthyy | e pr emi um
gain visilbiitldartad wisne Mpleeasi ze t he persisting a
valamelconpmiyvasei habbkbépghgbal succlersde asde, tthlees
two tiers of private | abels are respectively
| abenld berqaui ty, bef or eTlpire mmwann @ ebi aviahh 2G e yasbked! rss.
abe2010Gi xmleddo®2021) thyp sluggieess i ng that, desp
of the market and the (andeBEang)peeseaces df
| abel s remains stirminmglagleapclhoPbed tiomnelei way
N==



It i's t oacthinesri dfewltftihlas eanduménanyseadsi ffer:

equally i mportant rol e

Threol e of consumer involuvemeaitnwgl laéd meonti nwietsl
I nvol vement product <categories. d onnvtorl avreymetna
products have a stronger i mpact -iomv oblrvaennde ne

products actuall y nctonyt rtid uttlee momrandigaquiftiy a
contextuali zed wvailt.Digmp (RiOGNeNE hi s result appe
anwa lpud v asaer d agoeerbenrsa ldbewnevdo | ve memwthepreadu @tr € mi
private | abels ame odateangonti ped dastisi. glHowever
findings, valukaawedteoddeamynwcRLsOnN reuail et b

makes senisevohaémémtw products al s oc hfaolllleonnwgse st

the establ i shed navsosl wnepnteinatn ptrhoadtu cltosw of t en as
should be | ess strategically investedain by
foundati onabrcompeninab eqfui ty.

Finally, bfieryeotnadi | thhyeosedf i e € ¢ ®p r otvhined s tiundsyi ght s
guantifying and ranking the specific effects
| abel brand equity. Wh e rfecacsu s grbinoore pit emé asc m

rel ati onsthhep bbrea nweeeeng iufi eiyv atholl amell | o et al

2009), this study provides an empirical hier
contribution compl emented s exingt ihnigg hd 0 gde Bt utar
research to further explore the intensity an

chanard sproduct categori es.

Gl obalfliyndionugps demonstrate that retailer brar

i ntention directly but also oper aties piamdii caid

througiguali tye positioning, brandi nghede at e
contributions highlight the complexity of th
success of private | abels in the FMCG indust
MRQDecoding the success of private | abels in
At a broader |l evel, the findings of this the:
assets for retailers, i mproving retailer n



reinforcing retail er positioning, etc. , but

retailersdo strategies are at the core of pri
However, the results also arise certain the
(1991) brand equity model provides a useful

some di mensioane pnbtthel mpdehderssttrouiogogal pety u r e s p
t he compl ekriettyaiolfesit hdedl nPAmiF@ cBtaosre da noanl ytshiiss) .0 b s
we sufgywtesnte research to test the -baapspeldi charba nd
equity model , or e vreme pttou ad @ el dopo tn ae xhaymprl ied Jc
(2009) model, whwebhlurl friemaly &nmnaluyttiad &le rf read Mmee

product. effects)

5. 3Manageri al i mplications
The theoretical dbnamdceqgaftprhvgheéei ghbed i
sever al i mportant i mplications for manager s
confirm that private | abels can no | onger b

alternativesoméhseyr Aabegi & assets that reshapg
retailers andi sahewonabmpeemicarcdpwlsi mamage me
hi gbnsi dferrgmi wvat e | abedt eltebmiampager sandsr wel |

brand managers.

For private tlhaeberle suad ntasdetresa, f fpeg n gptali ga é abwe Is|
beyond price competitiveheysdrWoieolse mafrfson ealb
expect private | abelsttansgpéaieecy.,quahdtgonsi
personal Twalsuedhi ft rienqcuierachssnessahireager pritvat e
emp hasiinznionvgat i on, desi ghi, r satnMayr, s odihnmg ait ¢ @ani @rm.n
t hr dauhgeh devebopmenmm ofnges, organic and ecol
or disepta&nyic optibasedsuwvie gds epelaamcdtSelcbtmanm s .
the design part aidnopplti enso rteh aatt tmaarckt eiccweerssc $ 0 1 s a
visual brand identitietset(pradt kawti ngn tl lbeg os helo
percepguahnist pf Combined with stroagtbtemmuwci ¢
whil e avoidi mgcdr esd mwad lgii reg, c adbnr aenhdedveadtre opwni,v

thus strengthening consumer trust and | oyalt

For chbamamnmlagers, the findings of tchinsitdkeesing
private | abels as an integral part of the ret
Beyond ensuring alignment between the retail

N=T



managers should actively highlight Whenate

devel oping privatehduadmaeii opaoducolser emmoagacso
and di fferent private | abel tiereve(mdcomnmoaom
canni balnidz ®bnisaumrdes and prwidtulc ttshbe aC$ R npnelnitcy o
l ndeed, t he consistency bet ween corporate
positioning, and it si pag nscorletde aancdt iplcomssptairvadk lergel
when activating pr i «anmeev elraabgeel sbordaurddi gopngsm asnuacghe
promotional-stsdadn e & goyeceass,s giomy bundl i ng, or d e

campat@nisncrease privat-elktnoedpstda o/Tiinsa sbti .Iriettya i
chan managers can transformthaedefpeednttiatic
At the operationanudtepley ,tlsd oglobnalnagtrat egy
chain top management while balancing the pre

the saedvesl aying insights gathered directly

ConvemsbhRdgnt ext of grfowomgreampegi yi onnovati:
nati onal brand managers face a cruci al chall
remaining the number oaehicdwe me hridegead scboontshu mte
reaffirm their br andsyd eumpihqalse izvi anlgx @ ept opesi t
storyfttalplaicighynwofat i oni,e se moittiho ncad n saunnde rtsq ced Icl
directly wsiitehp rtehsee nrteattaiivieesr (agr eement s, part
Howewearf,f erentiation cannot bdee e p u rusnudeedr s ¢ fa i @ ¢
evol ciomg umer habits. For t his reasonyvi &@ono
guant it atoirv ee xglerrv eneshtoaull dr ebsee darncthogi g suird hietr y .
enriched by attendi ng dpraofi e@gs ioonn atl rec @t g o retni
external, swheo igegltoafSitidssld oy e mer gi ng trends.

Thi s recommendation should not only guide
strathaugi es, dleoelf dt alsabf stthaek epbreitvdastyes tleanb esle e k i

i mpl ement -caenctonscunmnsetrr at egy.

Finadrfoyss aall these managerial perspectives |
et hji cadci al , a@amnrds iedceBryaotgihoanksl.e ngi migv etese hidah ele r
nati ona&l hlawvandbecoamet offilsren okvéaypiaom i cul arl vy i n

transf oirwmathi adrhee FMCG industry: sustainabl e
recycling, food waste reductsi,ohent c,ddducone, wr

al so have the unique | everage of setting sta

N=P
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shape future trading Togeti hewonst aemgde | ¢ onn
rengthen the credibility of the retailer,
conclusion, the m#ahahgiegshilailg hitmptlhiec ante eodn sf ool
rategies in theveMClhyseobopethtcah, responat

5.4Li mitations of the research

ke any empirical research, this thesis i
nsidered when interpreting the findings. T
| evance of the results,ughute otfheaymphrifogzhrelmegqh:
ture research.

first I imitatiotnhe sstludkeidt d®l t he scope of

I mahra h &, yfdoicsu siesgdt dome e (lee @aliédreec,s Carwheifcohur ,
evitably reduces the dbhboeiplezaeilai it yraef wte
rr- their r amrde demtadeetrtisamiapeksatf i shahes French |
dytshey cannot whwdieyereseflgcoftthinet Eixklasstern atr e
ot herl nc ofaacchtr,i eesai | er has its own position
o, f i dwdci.cch mawnsheée i mpact of ibgrna nfdi ceagmniibtpye m
tailer to another, and even more from one
yond t he s aampdteh eorf Iriemitah dteirtsrocenht¢t eahs hers
e andanoynsgest he theories reviewed and discus
|l ected to build our study, based on their
usstaoadpf orelerampbker 6s brarn do ne qlue yt syk emosd ed t
sitioning typologwidafelpyrireatog hiralelwand®’h e\
lagprpr oaches, suchBased&eBt @mn @ srE ¢vuosot wanmedo dDeol n t

| ti di mensi eBmaasle d CdBmrsanme r Ecqouui | edy ethmspal e v j d e d
mpl ement ary | nsciegrhidasin i eBpyt wwparlievnm ol deeghienrgs |, t he
cessarily narrows its perspective.
addition, although the thesis seeks to ex
bel brand equity, theastetas|l eemai hecbos whid

hckekirmensi onibr asd odé ficcosncstusme 0, & fefrmdtns unemddr es

ope sdfudtyhi s

other | imitameomoadol csgisesroim dadeea coll ect i



First, bi asesntcroouduwcteddatvrbe beteudy due t:o t he
cul tur al and regi boppinognhaekt s, afpaunmielhyh ssatargus
personal valueswamétc craypitawtrieans n ated a, | I n t
hel p understand difAespepacillyi comautbhiedimvionc s,
s c oopfe o u rwhsitlued ya:l | respondents | ive in France
about their regi om,orf adce gprrese tchfatu rchaannisz atoin gl
and consumer perceptions.

The method of data collection fur$nnaeirnlryeionnf o
an online survey, complemented only marginal
of fers efficiency and acceafn tad sa& i renodaede dp, o o |
onl ine surveys tend to exclude i ndintirddalcse sw

ri slskew the sample toward youngerrespmnrdents

Furthermbeeabsamdei nf edaeakeichemet hods, such a
groupes maksmbl e tomclkamnideyasmptdgnuebnrinagad est ai n e ¢
| evel of oatt eswhoeond eamtsswer i ng t he survey

Morepvehe study is based on decl arative dat a

say about t hebierh agvebrucoenpstdbayt nas saerimdwertd can be bi
bywocial desirability, memory errors, or diff
the questionnaire was carefully designed to

i nconsi stent answer s.

Finally, some statistical | imitations must b

During the data hawengrsgesd, amdiewl Vi srsallest ed t C

sampl ens+.z&BBi)s constraint contributed i n pa
the data distribution, which may affect the
Il n addition, some resuletspercweheetni f f i ¢ehces !l be
groape small, andccem»ivdietrhe dcearue fi orne b e

Overall, although we manage to address these
| essons for future research to avoid similar

5. 5Further research
Finahlye Wwhis thesis provides valuabbreandnsi g
equwiyh ahsgadoifhiee i nfl uence of thévbrmaandl er
endor shearlente feftiket)e r eammea muenanfyor t befdeoeperersea
and broademp!| et e utnhdke rcsotmgpn ceixn gs udbfj ect .



The | imitations ostbgae erda nagbeo voef npaasusriadlley i m
relatively straightforward adjustments to mo

A first step would be tbegwondcha shepgmhet hodnpt i
| nstwtadr,e ted ludl | ®as mbii miel ar dWwewvhi | ed Yubd n @ yah & rv .
met hod, -dephhasof @ecubseigls oumpdercapt hlee tmeam i n g s
emotions, and narratives that consumers att :
depth to the statistical findings.

Another direct i mprobetnhrt sweel dnbdedtloregzptay
fact, itnhcer enausmbnegr o f r e shpioghhd eme tsie maongdg eeeni st uyr ci on
geographical backgrwawmldd anhldowhfopmpi mgr édabol s

and more generalizable conclusi ons.

The scopesomdr enhiedhaeslsd al so ble rbeddregi deerfdc
diversity of pruvate tabebrchraovcelgdesncifude

fromemremail ers (teogot héMonlogtr d(xed.sgs.c,0o uAltdeir, A

specialized retailers (e.g. Picard Surgel ®s,
or evewowodomnetailers (eAg.tRAetbsame Bemboraare
anal wtciotpeel a single retailer or to one specif
detailed insights into consumer perceptions

and taegemeng ndati ons

Reshaping the retailer scope also means adap
the future studies wind |Fibrel amd,d uictt ewdoulFdrba r
retailers s-MahkasMaRokrest@a ,whK c ht hagtp | d/itfdfs eera t fergc
offrench $emai b6 rikksdtelm tskedilr own brapdedbat al
from ot hee. ¢t-Tertaa,i | Bir sk Ka, Coop, og X aOnapriree f dlug
il lustrates behyaote,td amadrea s, 1t acardllsyse x pansi on repr
direftoi ohurtheThe eprasemt t dFeruadiydI@ G il n dnbsuterdy t

cul tur al di fferenacrsupdimrcsépgtliyonisn fdfu emrcievat e
toward national brands. I n some countries, p
qguality, while in others they are perceived

Conducti ng tcuodmpeasr aagdcrvoesss di f fwo eddldo wna ok ett hrea
generalizability of the findings pndvatghlahb
brand. equity



Mo rber o aadtl lye t heor eti cal l evel, further resea
covered by this thesis. A first avenue woul
di mension of Aaker ds brand equity mosgalke Nnot
| abwil tsh tolmaikeegme r ge n eAv sienasoiegdhotesl.d consi st 1in
al t ertnhaetarveet i c al frameworks in orddrewhttac hyomp
model better fits the stedyanpeiv pr amawer kabaéah
t he most rel evant char actlLearsitsltyi,c sa nooft heex i satviel
pursue tbeyoaedeahehsole prism of rde tian dleud ee !
br arnedl at ed egrfemdtsi o(ne. gmer chanydj sicogpslmesort
effecttypé ogy, of ¢onaunametrcv@emped vaitbsg alnalbelqui t
(e. g., wi | | i natgenrens sl otyoa |, gt ayOQ Maldoedgmuiacchye sspplk dac h
provwwmdee | i stic ohdeéhetallpappihmgg e strategic br e

Il n parallel, it 1 s Iimportant to account for
year s, Frraentceei,l er s have 1increasingly investe
campaigns to highlight their private | abel s,

but asltsroo magsp vtat eway, soci ally (Agpea®& ) e br a

Future studies coul d specifically exami ne
perceptions, trust, &andblboyvahtyp asdewdlehebwp
brand eaemdui thecrete Dbusiness i mpact . ( é.hg.s, !
perspective would also make it pmasabpeéei alo
practices, thereby reinforcing the practical
Fi nalnl yemerging and increasingly relevant ar
et hical cConisdencasplmmdsnd sdemonstrate ecol ogi
soci al e n gagesmpeamtd,nciynnovati on i n packagi ng,
devel oPpmewdate | abels must also address these

and avoid deteriorlnvegtmagradi irp gierod rsitehl egygat i ¢ ty h
di mensions influence brandc edjius a¢wys swoounl dwheinlr

responanegoft ot he most pressiamd crhan@desmygse s f a

|l toncl,usfiuothur e research can build on this t
resemetchhods, | arger saaadpebreoxmpans iscammpt e st et ai
di ffewuwetalurcomrtl e etrnbheéoveti calexamitrepenaoh vion g

mar keti ngaodmpafgess on emerging ethical i s s



produce richer, mor e irneslifgahbtdise code dt mer suaces
| ev erpargiivnagb eplhse,n camenon t hat continues to resh
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> A court terme, les MDD sont les grandes gagnantes de la conso : en hausse ininterrompue depuis 4 ans. En élargissant I'échelle de temps, cest... plus nuancé !
A 35,7 % de part de marché valeur, les MDD sont quasi 3 leur niveau d'il y a 10 ans.En fait, la guerre des prix sur les marques nationales (déclenchée par Casino en 2013)
avait désavantagé les MDD. L'écart de prix MN / MDD s'était en effet resserré. Et les MN en avaient logiquement profité.
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> Le retour de I'inflation en 2022 a fait des MDD une valeur refuge. Leur part de marché sest envolée, Mais reste encore trés en-deca de la moyenne européenne.
La France ne pointe quau 9* rang sur 28 (UE + Royaume-Uni).
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tout d'accord
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7 =tout a
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7 =tout a
fait d'accord
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1=pasdu
tout d'accord
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tout d'accord
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tout d'accord fait d'accord
HokK L KIFE@S | LI2aAxsa@dS A O O O OJJ-)flv?éCD

=0
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CAytrttes tS8Gua YFH{1S a2Y$8 O2YLI NRaz2yaod ttSFras I
vM§{/ YOFRKAOK 2F (KSad8 GKNBS LINRPRdOGA g2dd R &82dz o

A B C

Simmplty
LE BON_Yeut
o

DEMI-ECREME —

Stérilisé UHT

0,92€/L 0,94€/L 0,94€/L

t NB RdzOG !
t NR RdzOG .
t N2 RdzOlG /

A

vMd 0 {2/KVAUGK Y2 F (KS&aS GKNBS LINRPRdzOGa ¢2dzZ R @2dz 65

A B C

@ Miel de Lavande ;(

de Provence \J

- o A“ ‘
5,99€ - 375g 7,55€-375g 5,99€ - 375g
15,97€/kg 20,13€/kg 15,97€/kg
t N2 RdzOd !
t N2 RdzO i

t N2 RdzOU /

NZT



vHa{v/OF Y 2KAOK 2F (GKSa$S (62 LINRPRdzOG& ¢2dzZ R &2 d:

A B

2,45€ - 75cl, soit 3,27€/L 2,65€ - 75cl, soit 3,53€/L

t N2 RdzOdG !
t N2 RdzO

(@]
(p))

2 LINRPRdAzOG& ¢62dAf R & 2dz

[N
)
w»
Qx
(V)]
[amtN
Q\

VHM O0Y/ ¥y KEKOK 27F

A B

® -

3

bo |

village

100% pur jus
Orange

2,45€ - 1L 2,45€ - 1L

t N2 RdzOiG !
t N2 RdzO G

NZY



VHH O0Y¥/ YBEKOK 2F (KSasS GKNBS

CHOCOLAT
NOIR

70%

1,09€ - 100g
10,90€/kg

t N2 RdzO
t N2 RdzO i
t N2 RdzO i

vHOoal/ vOF Y

“

NOIR INTENSE

74%

| CACAD

1,25€ - 100g
12,50€/kg

i KNBE S

1,19€ - 200g
5,95€/kg

t N2 RdzO U
t N2 RdzO U
t N2 RdzO U

0,99€ - 150g
6,60€/kg

LINE2 RdzO ( a

g 2 dzf R

1,45€-125g

11,60€/kg

LIN2 RdzO (G a

g 2 dzf R

1,37€ - 150g
9,13€/kg

NZ o

ez2dz o

8



vHn oay KAOK 2F (GKSaS GKNBS LINRPRdzOGA ¢2dz R &2dz ¢
A B C

€0’

© CONEITURE DE FRAISES

2,35€ - 370g 2,60€ - 315g 1,24€ - 450g
6,35€/kg 8,25€/kg 2,76€/kg
t N2 RdzOG !
t N2 RdzO

t N2 RdzOG /

VHpPhY I &0FfS 2F M O6QOSNE dzytA1Stev G2 1 O6OSNE
Gga A

tA
iKSas LJN\EI-’edzC') 82dz KIR (2 0682 OKRZRSNERRSEUISY RB

o
nautica

8 Saumon fume,
eleve en Norvege”

DAUMON FUME ¢ 5
MNORVEGE

1,69€ - 1kg 5,99¢€ - 200g 1,39€ - 1kg 3,99€ - 140g
29,95€/kg 28,50€/kg
MK t NBRdOG ! O O O Q O O O
1 = trés peu 7 = tres fortement
probable probable
HK t NRERdzOG . O O O O O O O
1 =trés peu 7 =trés fortement
probable probable
ok t NERAOG / O O O Q O O O
1 =trés peu 7 = trés fortement
probable probable
nk tNRRdzOG 5 O O O O O O O
1 = trés peu 7 = trés fortement
probable probable
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Appentdit eq@encies of Q3_Knowlegde_retailers

Fréquences de Q3_Knowledge_retailers

Q3_Knowledge_retailers  Fréquences % du Total % cumulés

0=no 6 3.2% 3.2%
1 = yes 183 96.8% 100.0 %

Appendix 10. Frequencies of Q27_Gender

Fréquences de Q27_Gender

Q27_Gender Fréquences % du Total % cumulés

female 118 b4.5 % 64.5 %
male 65 355% 100.0%

1
2

Appendix 11. Frequencies of Q26 _ Age
Fréquences de Q26_Age

Q26_Age Fréquences % du Total % cumulés
1=18-24 58 31.7% 31.7%
2 = 25-34 25 13.7% 45.4 %

3 = 35-44 21 11.5% 56.8 %
A = 45-54 35 19.1% 76.0%
5 = 55-54 28 15.3% 91.3%
6 = 65 and older 16 8.7% 100.0 %

NT =



Appendi x 12.

Fréquences de Q28_SES

Frequencies

Q28_SES Fréquences % du Total % cumulés
2 = Craftsman, shopkeeper or business owner 3 16% 1.6%
3 = Executive, higher intellectual profession 51 27.9% 29.5%
4 = Intermediate profession 12 6.6 % 36.1%
5 = Employee 44 24.0% 60.1%
6 = Manual worker 3 1.6% 61.7 %
7 = Student 51 27.9% 89.6%
§ = Retired 17 9.3% 98.9%
9 = Looking for work / Not working 2 1.1% 100.0 %
Appendix 13. Frequencies

Fréquences de Q29_Income

Q29_Income Fréquences % du Total % cumulés
1 = Less than 1 000 € 17 9.3% 93%
2=1000€-1999 € 33 18.0% 273%
3=2000€-2999 € 35 19.1% 464 %
4=3000€-3999 € 32 17.5% 63.9%
5=4000€-4999 € 15 8.2% 721%
6 = 5000 € and more 29 15.8% 88.0%
22 12.09% 100.0 %

7 =l don't know / | prefer not to answer

Appendi x 14.

Fréquences de Q30_Household

Frequenci es

Q30_Household Fréquences % du Total % cumulés
1 =1 person 52 28.4% 284 %
2 =2 people 50 273 % 55.7 %
3 = 3 people 42 23.0% 78.7 %
4 = 4 people 31 16.9 % 95.6 %
8 4.4% 100.0 %

5 = 5 people and more

of

of

of

Q28 SES

Q29 I ncome

Q30 Househol d
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Appendi x 15. Frequencies

Fréquences de Q1_Groceries_manager

Q1_Groceries_manager Fréquences % du Total % cumulés
1 = yourself 137 72.5% 72.5%
2 = another person 52 27.5% 100.0 %

Appendihkrxedben2 iGasockefre@sency

Fréquences de Q2_Groceries_frequency

Q2_Groceries_frequency  Fréquences % du Total 9% cumulés

1 = very rarely 1 0.5% 0.5%

2 = rarely 1 0.5% 1.1%

3 = occasionally 37 20.2 % 21.3%

4 = regularly 69 37.7% 59.0 %

5 = frequently 48 26.2% 85.2%

6 = very frequently 17 9.3 % 94.5 %

7 = daily 8 4.4% 98.9%

8 = other 2 1.1% 100.0%
Appendi x 17. Freqguenci es

Fréquences de Q4_Groceries_Leclerc

Q4 _Groceries_leclerc  Fréquences 9% du Total 9% cumulés

0=no 112 61.2 % 61.2 %

1 =yes 71 38.8% 100.0 %
Appendi x 18. Frequencies

Fréquences de Q4_Groceries_Carrefour

Q4 _Groceries_Carrefour  Fréquences % du Total % cumulés
0=no a5 51.9% 51.9%
1 = yes a8 48.1 % 100.0 %

of

of

of

Ql Groceries_man

Q4 Groceries_Lec

Q4 _Groceries_Car
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Appendi x 19. Frequencies

Fréquences de Q4 Groceries_Lidl

Q4 _Groceries_Lidl  Fréquences % du Total 9% cumulés

0=no 129 70.5% 70.5%

1 = yes 54 29.5% 100.0 %
Appendi x 20. Frequencies

Fréquences de Q5_Practicality

Q5_Practicality Fréquences 9% du Total % cumulés

0 =no 13 7.1% 7.1 %

1= yes 170 92.9% 100.0 %
Appendi x 21. Frequencies

Fréquences de Q5_Variety

Q5_Variety Fréquences % du Total % cumulés
0=no 100 54.6 % 54.6 %
1 = yes 83 45.4 % 100.0 %

Appendi x 22. Frequencies

Fréquences de Q5_Quality

Q5_Quality Fréquences 9% du Total 9% cumulés
0=no 112 61.2% 61.2 %
1 = yes 71 388% 100.0 %

of

of

of

of

Q4 Groceries_Lid

Q5 Practicality

Q5 Vari ety

Q5 Quality
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Appendi x 23. Frequencies of Q5 Price

Fréquences de Q5_Price

Q5_Price Fréquences 9% du Total % cumulés

0=no 104 56.8 % 56.8 %
1 = oui 79 432% 100.0 %

Appendix 24. Frequencies of Q5 _Habit

Fréquences de Q5_Habit

Q5_Habit  Fréquences % du Total % cumulés

no 106 57.9 % 57.9%
yes 77 42.1 % 100.0 %

0

1

Appendi x 25. Fr eqguendciisecso uonft e6 _Opi ni on_hard

Fréquences de Q6_Opinion_hard-discounter

Q6_Opinion_hard-discounter  Fréquences % du Total % cumulés

1 = very negative 2 1.1% 1.1%
2 = rather negative 27 14.8 % 15.8%
3 = neutral 72 39.3% 55.2%
4 = rather positive 57 31.1% 86.3%
5 = very positive 25 137%  100.0%

Appendi x 26. Frequencies of Q8 Knowledge PL

Fréquences de Q8_Knowledge PL

Q8 _Knowledge PL  Fréquences % du Total 9% cumulés

1=yes 131 71.6% 71.6%
2=no 15 82% 79.8 %
3 = | am not sure 37 20.2 % 100.0 %

NT X



Appendi x 27

Fréquences de Q10_PL_frequency

Frequencies of Q10_PL_frequency

Q10_PL_frequency Fréquences % du Total % cumulés

2 = rarely 17 93% 93%

3 = occagiona”y 76 41.5% 50.8%

4 = frequently 76 415% 923 %
14 7.7 % 100.0 %

5 = always

Appendi x 28

Statistiques descriptives

Q14 _PL_known

N
Manquan
Moyenne

Médiane

ts

Ecart-type

Variance

Minimum

Maximum

183
0

719

3.12
9.73

15

Appendi x 29.

Contributions des facteurs

Descriptive statisti

Factor analysis of L

Contributions des facteurs

cs f

or

Ql4_

eclercbds br

Facteur Facteur

1 2 3 Unicité 1 2 3 4 Unicité

Q7_LCL 0.362 0.8564 Q7 LcL 0641 0.6667

Q7 lcl2 0413 0.429 05037 Q7iclz 0404 0319 04830

Q7.1C13 0.901 0.0991 ariee 0.746 01907

Q7 LCL4 0679 0318 03070 Qr_LcLe 1019 0.1383

Q7lcls 0932 0.0647 Qrlcs 108 0.0143

Q7icle 0893 0.2214

rlete 08 018 Q7_LCL7 0.846 0.1481

artets o2 01o18 Q7_LCL8 0.768 0.2478
Q7.1CL8 0736 02579

Note. la méthode d'extraction 'Factorisation de |'axe

utilisée en association avec une rotation 'promax’

principal’ a été utilisée en association avec une rotation

‘promax’

Note. la méthode d'extraction 'Factorisation de 'axe principal' a été

NTT



Appendi x 30. Factor analysis of Carrefour os
Contributions des facteurs Contributions des facteurs
Facteur Facteur
1 2 3 Unicité 1 2 3 4 Unicité
Q7_CRF1 0.451 07570 Q7_CRH 0.459 0.7632
Q7_CRF2 0.926 0.1471
Q7_CRF2 0.793 0.2597 Q7 CRF3  0.755 0.1551
Q7_CRF3 0.776 0.343 0.1548 07 CRE4 0.976 00715
Q7.CRF4  0.874 0.1898 a7 Crrs 0827 01574
Q7_CRF5 0.875 0.0900 Q7 CRF6 0.950 01233
Q7_CRF6 0.808 0.2187 Q7_CRF7 0972 0.0351
Q7_CRF7  0.909 0.1414 Q7_CRF8 0.755 0.1862
Q7_CRF8 0.869 0.1862 Note. la méthode d'extraction 'Factorisation de I'axe principal’ a été

Note. la méthode d'extraction 'Factorisation de |'axe
principal’ a été utilisée en association avec une rotation

‘promax’

utilisée en association avec une rotation 'promax’

Appendi x 31. Factor analysis of Lidlds
Contributions des facteurs Contributions des facteurs
Facteur Facteur
1 2 3 Unicité 1 2 3 4 Unicité
Q7_LIDL1 0.708 0.5700 Q7_LiDL 0.551 0.6492
Q7_LIDL2 0.635 0.2499 Q7_LIDL2 0.920 0.0928
0676 0.1961
Q7.UDL3 0794 0.1804 Q7_LIDL3
Q7 LIDL4 0663 00588
Q7 LIDL4 0.676 0.2468 -
B Q7_LIDL5 0.955 0.0298
0.919 0.0723
Q7P Q7_LIDL6 0.869 0.1433
Q7.LIbLs 0947 01093 Q7 LDL7  0.943 0.1349
Q7.upL7 - 0954 0.1489 Q7 LDl 0929 0.0613
Q7 LIDL8  0.961 0.0679

Note. la méthode d'extraction 'Factorisation de l'axe
principal’ a été utilisée en association avec une rotation

‘promax’

Note. la méthode d'extraction 'Factorisation de I'axe principal a été
utilisée en association avec une rotation 'promax’

NTY
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Appendix 32. Factor analysis of Leclercds pr
Contributions des facteurs Contributions des facteurs
Facteur Facteur
o 2 3 4 Unicité
1 2 Unicité

Q17_PL_LCL1 0.999 0.1209
Q17_PL_LCL1 0574 03742 017 pLLCL2 . 03773
Q17_PL_LCL2 0.752 0.2894 Q17 PLLCL3  0.790 0.1041
Q17 PL LCL3 0.916 0.1106 Q17 PLLCL4 0698 0.384 0.1858
Q17 PLLCLA 0.824 0.2606 Q17_PL_LCL5 0.691 0.1623
0951 01096 Q17_PL_LCL6 1.119 -0.0153
QT7_PLLCLS ’ ’ Q17 PLLCL7 0912 0.0749
Q17_PL_LCL6 0930  0.1985 QI7PLICLS 0943 01069

Q17 PLLCLY 0.941 0.0816 Note. la méthode d'extraction ‘Factorisation de 'axe principal a été utilisée

Q17 PL LCL8 0.821 02227 en association avec une rotation '‘promax’

Note. la méthode d'extraction 'Factorisation de
I'axe principal a été utilisée en association avec
une rotation ‘promax’

Appendi x 33. Factor analysis of Carrefour 6s
Contributions des facteurs Contributions des facteurs
Facteur Facteur
1 2 3 Unicité 1 2 3 4 Unicité
Q17_PL_CRF1 0.504 031039
Q17 PL CRF1 0.882 0.1529
Q17_PL_CRF2 1.081 0.04627
Q17_PL_CRF2 0.761 0.3499 Q7 PLCRF3 0722 047260
Q17 PLCRF3 0505 0.1504 Q17 PLCRF4 0418 0649 0.14416
Q17_PL_CRF4 0.766 0.2970 Q17_PL_CRF5 1.063 -0.00794
Q17 PL CRF5 0.639 0.2093 Q17_PL_CRF6 0.750 0.28528
0.909 0.08379
Q17 PL_CRF6 0.974 00793 Q17_PLCRFY
o Q17 PLCRF8 0958 0.06795
Q17 PL CRF7 0.924 0.0980
Q17 PL_CRF8 0.923 0.1051 Note. la méthode d'extraction 'Factorisation de I'axe principal' a été utilisée

en association avec une rotation '‘promax’

Note. la méthode d'extraction 'Factorisation de I'axe principal’

a été utilisée en association avec une rotation '‘promax’

NT ®



Appendi x 34. Factor analysis of Lidl s

Contributions des facteurs

Facteur
1 2 Unicité
Q17_PL_LIDL1 0.836 0.1805
Q17_PL_LIDL2 0.954 0.1954
Q17_PL_LIDL3 0.912 0.0942
Q17_PL_LIDL4 0.730 0.2971
Q17_PL_LIDL5 0.795 0.0843
Q17_PL_LIDLG 0.807 0.2167
Q17_PL_LIDLY 0.947 0.0493
Q17_PL_LIDL8 0.943 0.0782

Note. la méthode d'extraction 'Factorisation de
I'axe principal' a été utilisée en association avec
une rotation 'promax’

AppendRes BISt. s oifWitlnke mG&bhapiyr o

Statistiques descriptives

Shapdro-Wilk
M Manguants Moyenne Médiane El;::_ Warlance Minimum  Maximum W p

Q7 LcL 143 0 BAdb 7 1.1 124 2 f 0.549 =001
Q7 LCL2 183 ] 4 B3 5 182 ET 1 f 0.890 =001
Q7 LEL BA 1d3 0 565 6.00 1.26 158 1.50 F.00 0.596 =001
Q7 LCL3 183 0 515 ] 1.32 173 3 r 0.91% =.001
a7 LoLd 143 0 505 5 1.37 188 2 f 0.923 =001
Q7 LEL PO 1d3 0 310 2.00 1.28 163 200 F.00 0.953 =001
a7 LCLS 183 0 in 3 2.26 LT 1 r 0.838 =.001
Q7 LCLE 183 ] 293 2 226 510 1 f 0.778 =001
Q7 LCL BL 183 il in 2.00 218 4.75 1.00 .00 0.836 =001
Qa7 LeL? 183 il 450 5 1.46 214 i T 0.934 =001
Q7 LCLs 183 0 4 5B 5 148 218 1 f 0.943 =001
Q7 LCL BS 183 il 469 5.00 1.39 194 1.00 .00 0967 =001
Qa7 LCL BE 183 il 464 4.50 1.25 157 1.63 T.00 0.475 0.ooz2
a7 CRF 183 il 641 7 1.26 158 i T 0.542 =001
Q7 CRF2 183 il 534 3 1.81 327 1 T n.a22 =001
Q7 CRF BA 183 0 SBE 6.50 1.31 173 1.00 F.00 0.818 =.001
a7 CRE3 183 il 447 g 137 188 i T 0824 =001
Q7 CRF4 183 il 498 5 1.32 173 2 T 0.91% =001

NYM



a7 cRF PQ
Q7 CRFS
Q7 CRF&
Q7 CRF BL
Q7 _CRF?
Q7 CRF&
Q7 CRF BS
Q7 CRF_BE
Q7 LipL1
Q7 LipL2
Q7 LIDL BA
a7 LiDis
Q7 LiDL4
a7 LioL P
Q7 LiDLs
a7 LiDLe
Q7 _LIDL BL
Q7 LDL7
Q7 LIDLE
Q7 LIDL BS
Q7 _LIDL BE

183
183
183
183
183
183
183
183
183
183
183
183
183
183
183
143
183
183
183
143
183

(=" = =~ D = I = = R = = = D = = D = = A = = = = D = D = D = A =]

498
407
345
ite
457
4.51
454
474
604
4.28
R L]
356
402
399
320
281
300
405
3%
4.00
405

450
475

4.00
4.00

1.30
218
219
209

1.43
1.39
1.24
1.67
2.00
1.61
1.60
1.68
1.56
212
2.07
2.04
1.64
1.63
1.50

1492
153
279

1.00
1.00

0.954
0.564
0.866
n.ant
0042
0.942
0967
0.981
0.606
0913
0.8EE
0.94%
0.945
0.aro
0.856
0.804
0.851
0.946
0.948
0987
0.984

=001
<00
=00
=001
=001
=001
=00
oz
=001
=001
=00
=001
=001
=001
<00
<001
=001
=001
=001
<001
0.036
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