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Abstract

This dissertation uses data from 60 personal, in-depth interviews to test a conceptual
framework‘ (calied the Extended Value Hierarchy) for understanding the potential of
branding to create consumer value. The overall purposes of this research are (1) to clarify
and extend concepts presented in the literature related to specific aspects of consumer value
that may be affected by branding and (2) to empirically compare the potential of two specific
branding st'rategies (private label and national branding) to contribute to consumer vaiue.
Th;a study evaluates the merit of the Extended Value Hierarchy framework and
compares consumer thoughts about national and private label brands in the same product
category. The specific context examined is the most important aspects of the brand (chosen
by the consumer) that are considered during the choice situation (e.g., decision to purchase a
specific|brand).

Participants in the study are loyal users of specified private label and national brands.
Two diﬁerént product categories were examined, which provided an opportunity for
replication 6f findings. This dissertation also demonstrates a methodology for collecting
consumer \:/alue information as it relates to branding. The development and use of this
interviewing methodology, which is a variation of the laddering technique, are discussed.

The findings from this dissertation provide support for the constructs that differentiate
the Extended Value Hiearchy framework from the traditional value hierérchy. The general
structure of the traditional value hierarchy framework is also supported.

Several differences in terms of the content of what is valued between national and
private label brand buyers were indicated. Specifically, the findings suggest the importance
of price (in Irelation to brand performance on key product attributes) in creating value fpr

private [abel buyers. In addition, the findings related to national brand buyers suggest that at




least one segment of consumers finds value in the symbolic aspects of the brand (created in

part by marketing communications).

Very limited statistical differences in the overall structure of thoughts expressed by
national and private label brand buyers were evident. This is in contrast to some of the
marketing literature related to national and private label brands. This finding suggests
opportunities for further clarification within marketing thought regarding the ways in which

national and private buyers may differ in terms of the value dimensions they associate with a

preferred brand.
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Chapter 1
Research Problem and Need for Research

Chapter Overview

;\lglue has been characterized as the "defining concept" of the 1990s (Watts 1992,
p. 14). )\s a result, marketers have shown great interest in better understanding how
customer value can be’better delivered and communicated (Mason 1992; Power 1991;

Treacy and Wiersema 1992; Webster 1992; Woodruff 1997). This interest is driven in part by

a recognition that understanding customer needs can be an enduring source of competitive

advantage for a company (Woodruff 1997).

Because of this interest, there has been a great deal of progress in understanding
the domain and nature of customer value (Parasuraman 1997). However, a number of
important research questions remain unanswered. Of particular interest, given the decline in
brand eq uit)} that has occurred over the last decade (Aaker 1996; Solomon 1996), is the
issue of how a competitive advantage based on consumer' value can be created for an
individual brand (Solomon 1996).

Understanding how brands provide value for consumers is of great interest to
marketers who want to create a competitive advantage for their brands (Aaker 1996;
Marketing Science Institute 1996). For example, as a focus on consumer value becomes the
standard for greater numbers of companies, marketers must work hard to find ways of
differenti:atin‘g brands that make them stand out over the competition. When brands cannot be
differentiated in ways that provide value for consumers, price becomes a key driver of
consumer choice. This latter environment provides an appealing opportunity for private label

(or low-price national) brands to push for additional market share (Abe 1995).

! This dissertation differentiates between the terms “customer” and “consumer” value.
“Customer” is commonly used in the literature to represent both industrial and individual end-
users, whlle “consumer” refers only to individual end-users (e.g., Woodruff and Gardial 1996).
Because this dissertation focuses on understanding value for individual end-users, the term
“consumer value” is used.
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Intérestihgly, some companies have used marketing strategies that emphasize

specific|elements of a brand (e.g., name, identity, personality) as a sustainable and effective
means of brand differentiation. For example, the Body Shop’s efforts to protect the
environment, Nike's commercials with Michael Jordan, and Sears’ reputation for standing
behind its own products all represent marketing strategies. which have contributed to brand
differenJiati:on and have the potential to deliver consumer value. Despite the existence of
these and r'nany other examples, little attention has been given to understanding consumer
value sp eci:fically as it relates to branding (e.g.,’ brand name, identity, personality).

The overall objective of this research is to advance understanding of consumer value

that may be created by branding. This is accomplished by comparing consumer value
|

associated with brands that use specific branding strategies. A total of sixty in-depth
interviews vaere conducted, which provided the empirical basis for making 'these

comparlsons To maximize potential differences in perceived value, two branding strategles

were chosen that compete head to head in many of today's most visible brand situations.
These s ratggles are national branding and private label branding. The specific context
examined i; the most important aspects of the brana (chosen by the consumer) that are
considered during the choice situation (e.g., decision to purchase a specific brand).

hé rise in popularity of private label brands, which in 1997 comprised 20.6% of units
sold in JS. supermarkets, is testing the ability of branded products to create and maintain
consumer loyalty (Supermarket Business 1998a). As private label brands become
increasin gly; positioned as products that offer similar quality at a lower cost, marketers of
branded products are seeking ways to create competitive advantage that will allow their
brands to re:tain price prerﬁiums (Aaker 1996; Mogelonsky 1993). The potential of private
label brandé to provide value for consumers is evidenced by a recent study, which found that
80% of groc:ery retailers surveyed believe that private labe! unit sales at their stores will grow
between |1 1% and 50% over the next three years (Supermarket Business 1998b).
()né‘ potential advantage for marketers whose brands compete in these environments

is understanhing specifically how brand strategies (e.g., private label or national branding)
2 0




may affect consumer value. This understanding can assist the marketer in selecting a brand

strategy

that maximizes the potential of the brand to create valued consequences (i.e., what

the prodpct'does for the consumer) and desired end states (the goals that a consumer uses a

brand to

states m

achieve). Delivering value in the form of positive consequences and desired end

ay be an important tool that can be used to build brand equity (Aaker 1991).

As a basis for undertaking research that examines the potential of brand strategies to

contribute té consumer value, this chapter:

» ;Demonstrates that the need to better understand the value consumers associate
with brands is a research problem worthy of further examination

» iReviews indicators that marketing knowledge in this area is incomplete

»  Outlines the research objectives and questions that guides the study described in

this dissertation

¢ Reviews the potential contributions of this research.

Definition of the Research Problem

n recent years, marketing thought has made considerable progress in broadening

the domain of consumer value to include something more than attribute-based product

evaluations and price/quality tradeoffs made by consumers (Parasuraman 1997; Woodruff

1997). Rather than thinking about value as it relates to. product attributes (including price and

quality), Woodruff and Gardial (1996) recommend identifying the consequences (i.e., what

the product does for the consumer) that consumers consider in making value judgments. For

example, knowing that consumers of a snack food product consider "feels good in my mouth”

and "helps me stay healthy" to be important positive consequences of eating snack food may

provide a manufacturer with important insights that can be used to improve (and possibly

extend) its line of snack food products. Likewise, knowing that negative consequences, such

as "makes me too full to eat dinner" or "makes my mouth dry all afternoon," reduce the value




consumers find in a snack food product may facilitate the development of products that

minimize

the negative effects of product use.

Unaerstanding of the consequences that consumers consider in evaluating products

has sign ificéntly improved the ability of businesses to deliver consumer value (Woodruff and

Gardial it

996). With the discovery that consumers make trade-offs between a number of

different consequences, marketers have made progress in understanding ways that they can

better create value for those who use their products.? For example, one manufacturer of

sports drinks used insights gained from an understanding of consequence trade-offs to

develop|a marketing strategy for better targeting heavy users of sports drink products

(Pecorella, Plusker and Comstock 1993).

literature

Despite the many insights it has provided to brand managers, the consumer value

contains little discussion that specifically addresses consumer value that may be

associated with branding (e.g., name, identity, personality). Most often, authors address

value at the brand level by acknowledging that value may be examined at both the product

category

and brand levels and/or including examples that relate to product categories and

brands ( e.g.', Woodruff and Gardial 1996; Woodruff 1997; Ziethaml 1988). Some exceptions

to this pattern include Riezebos’s (1994) examination of the effect of brand name on

consumer value and Aaker's (1991, 1996) conceptualization of the potential of brand identity

to contribute to consumer value. These exceptions are discussed further in Chapter 2.

Because

there has been little discussion or empirical testing that specifically examines value

at the brand level, marketers may be limited in their understanding of the potential of

branding

to create consumer value.

The idea that brand marketing strategies may create consequences (benefits or

sacrifices| associated with product use) that effectively differentiate a brand is illustrated in

several studies in the branding literature (e.g., McCracken 1993; Riezebos 1994). For

example,

McCracken's (1993) anthropological research regarding the cultural meanings of

2 The term “products” is used in this dissertation to refer to both products and services.
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brands suggests that brand associations that emerge from different brand strategies (in this
case, associations related to specific brands of beer) have the potential to contribute to
consumer value. In addition, Riezebos (1994) conducted a set of experiments that examined
the effect of brand name on consumer value. This research indicates that brand name is one
cue that consumers use when making value judgments abbut a specific brand. It also
suggests that understanding how brand associations create consumer vaiue may provide a
critical source of competitive advantage for brand marketers.

The following examples provide additional evidence that branding, when developed
so that itlis éonsistent with consumer wants and needs, has the potential to create consumer
value. Ir tot:al, these examples suggest that additional investigation related to consumer
evaluations of individual brands is warranted. Furthermore, they suggest the potential of
branding to inﬂuence consumer thoughts and actions.

| First, the Body Shop has successfully differentiated itself from other skin care
companies in terms of its concern for the environment. The company’s product mix,
packaging, promotion, employee training, and public relations all consistently reinforce the
idea that|the organization is interested in preserving, maintaining, and replenishing important
environmental resources. For some consumers, this strategy may create value because, in
addition to performing well on attributes and consequences the consumer associates with the
product category (i.e., skin care), the Body Shop brand provides an additional consequence,
or source of value, not found in competing brands. In this case, using the Body Shop brand
may reinforce a personal desire to support environmental causes. Thus, by introducing a
positive consequence not normally associated with the product category, the Body Shop has
created an created a competitive advantage that would be missed by competitors that only
conducted market research to understand consumer value associated with the product
‘category. This example suggests that a company interested in developing branding
strategies to increase the potential of particular brand to deliver consumer value would need
information ébout what consumers value about competing brands, its own brand, and the

product category.




n another example, Nike has made a considerable investment in creating high-
performance athletic shoes for basketball. This may be because, for example, consumers
who are lactive basketball players evaluate athletic shoes (product category) based in part on
"comfort," Comfortable shoes presumably provide benefits to the consumer, such as "not
distracting me during my game" and "helping me focus on making that open shot.” Nike
wants to|ensure that its shoes perform better than the competition in delivering “comfort.” In
addition to product development, however, Nike made significant investments in the early
1990s in developing a link in consumers’ minds between the company and Michael Jordan.
This is because Nike realized that, in addition to “comfort,” many active basketball players
may want athletic shoes that give them “confidence” when they are on the basketball court.

This feeling'may be an important competitive advantage because it can provide additional

consequenc'es such as “makes me work harder to get that extra shot" and “improves my
game.” As é result of its branding efforts, Nike has been successful in delivering both
“comfort’ and “confidence” to its target consumers, which in turn has given Nike a strong
position in tﬁe marketplace. This example reinforces the idea, presented by Woodruff and
Gardial (1996), that consumer value is typically made up of multiple dimensions (such as
“comfort’| and “confidence”). In addition, it suggests that a company interested in maximizing
the value created by a brand should consider strategies that improve brand performance on
existing value dimensions (such as a user's desire for comfort) as well as create new ones
(such as|a feeling of “confidence” when using the product).

In a third example, Hershey's uses a branding strategy that builds on the Hershey
Foods Corporation’s long-standing reputation for excellence in making chocolate by including

the “HersheY’ name as part of each brand name. As a result, most consumers realize that

Hershey’s cocoa, Hershey’s kisses, and Hershey bars are manufactured by the same ‘
company. This strategy also has the potential to create value for consumers. For instance, a
consumer ﬁay remember how the Hershey's chocolate milk he drank for breakfast "helped
me give me energy for my day," and this brand association may cause him to expect that the

Hershey's kiss that he eats in the afternoon will provide a mid-afternoon energy boost. In this
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case, the consumer’s evaluation of his experience when using the brand in one product

category|influenced his choice and expectations for the same brand, but in an entirely
different product category. This example illustrates that, when examining consumer value at
the branc; Ie;/el, value may be dependent on the combination of products (that a consumer is
aware of|or consumes) that carry a certain brand name.

Finally, a well-publicized example of a failure to recognize the potential of branding to

affect consumer value is the decision to launch New Coke. In this case, the Coca-Cola

Company conducted many tests to determine how New Coke compared with the original
Coke on Lhef basis of consequences associated with the soft drink product category. When
considefing the product category, the consequence of "tastes good" was most relevant to
consumers. In considering how to better deliver the consequence of “tastes'gooc‘i,”
executives reviewed findings from blind taste tests, which indicated thét New Coke was
preferred to Pepsi by an average of 55% to 45% in 17 mérkéts kDavis 1987). In addition to
“tastes g(>od”, the consequences of “picks me up,” and “refreshes me” were studied as part of
the consumér tests which took place prior to New Coke’s introduction. Because they focused
primarily on ihe New Coke product (and did not broadly consider consequences that
consumers might associate with the brand), the power of brand associations that were
associated with the original Coca-Cola brand (such as “makes me feel like a kid again” and
“reminds me of being an American”) was underestimated in the decision to change the
product. |Interestingly, these key éssociations were created in part by long-standing branding
strategies. Because they did not understand the potential effect that branding can have on
consumer value, these Coca-Cola executives failed to recognize the disappointment and, in
some cases, anger that consumers would feel when the original Coke was withdrawn from
the market (Solomon 1996).

Tiaken together, the above examples suggest that branding has the potential to

create consequences that are valued by consumers. In the first two examples (the Body
Lo .
Shop and Nike), the brand associations that seem to add value result from specific branding

strategies that are implemented by the manufacturer or retailer. In the third example
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(Hershey Foods), the brand association that contributes to value is a result of consumer

efforts to categorize thoughts relative to the brand (Boush 1993). In the fourth example
(Coke), :a combination of manufacturer efforts and cénsumer categorizations contribute to the
value th!at cbnsumers associate with the brand.

n addition to suggesting the potential of branding to contribute to consumer value,
these examples illustrate that further research in the area of understanding consumer value
at the brand level is needed. In an effort to provide information that can contribute to
marketing knowledge about the possible effects of branding on consumer value, this
dissertation}adopts the following purposes:

s To clarify and extend concepts presented in the literature that suggest specific
aspects of consumer value that may be affected by branding

» To empirically compare the potential of tWo specific branding strategies (private

label and national branding) to contribute to consumer value.

The knowledge about how brands create value for the consumer that was gained

from the|dissertation study is expected to serve as a basis for future theory development and

testing. For instance, findings that support the potential of branding to contribute to
consumer value would raise additional research questions, such as:
e What types of branding strategies have the greatest effect on consumer value?

e When are branding strategies more or less likely to affect value?

Although the study represents a springboard for future theory-building, the base of

existing literature in the areas of consumer value and branding offers a strong conceptual

foundati?n for beginning to examine consumer value specifically at the brand level. As a
result, this dissertation first presents a conceptual framework that clarifies and extends ideas
presented in the existing literature. The conceptual framework is used as a basis for a study

that emplirically assesses the potential of branding to deliver value to consumers.




I'his dissertation reviews relevant thought in the areas of consumer value and

branding, summarizes insights related to the creation of consumer value at the brand level,

and appIFes these insights in the context of private label and national brands. The next

section clarifies and defines the scope of this research more fully. This is done by describing

}

what is meant by two key terms: "value” and "brand."

needed.

Discussion of Key Terms
In order to clarify the scope of this research, some discussion of two key terms is

These terms -- "value" and "brand" -- form the basis for the definition of the research

area described in this proposal, yet many definitions of both terms appear in the marketing

literature, This section briefly summarizes perspectives related to each term and highlights a

definition for each that is adopted in this dissertation. In addition, it is necessary to clarify the

relationship between consumer value (which is the focus of this dissertation) and brand

equity (which is an outcome discussed in the branding literature and is expected to be

influenced by changes in consumer value).

Value

Value is widely recognized as a complex and multi-faceted construct (e.g., Burns

1993; Parasuraman 1997; Woodruff and Gardial 1996). For this reason, definitions of value

have received considerable discussion, and a number of classifications of consumer value

concepts have been presented (e.g., Burns 1993; Holbrook 1994; Sheth, Newman, and

Gross 1991; Woodruff 1997). Two authors that have carefully reviewed existing definitions of

value are Burns (1993) and Woodruff (1997). Woodruff (1997) identifies the following

commonalities in value concepts that have been presented in the literature:

e Value'is inheljent in or linked through use to some product (p. 141)."
e Value "is something perceived by customers rather than objectively determined

by a seller (p. 141)."




¢ Value “typically involves a trade-off between what the customer receives and

what he or she gives up to acquire and use a product (p. 141)."

These commonalities in existing definitions of consumer value form the basis for the working
definition that Woodruff later introduces. This is also the definition of value that guided the
research for this dissertation. Woodruff (1997) defines value as follows:

()ugtomer value is a customer's perceived preference for and evaluation

of those product attributes, attribute perfonnancgs;:and consequenées

arising from use that facilitate (or block) achieving 'the customner's goals
and%purposes in use situations (p. 142).

As described in Woodruff's definition, the construct of consumer value reflects a consumer's

preference for and evaluation of a product or service. This evaluation is based on the

consumer's understanding of product attributes® and the value these attributes provide.
The idea that attributes and consequences generated by a brand strategy may
contribute tof consumer value has been raised in the marketing literature (Aaker 1996;
McCracken 1993; Riezebos 1994). In addition, the following examples suggest that brand
associations that create points of brand differentiation for consumers have significant
potential to affect consumer value. For instance, a couple may decide to purchase a luxury

car because they believe that it will provide “a sense of prestige.” They might consider

3
attribute”

In this dissertation, the terms “attribute level brand association” and “product
are used interchangeably. This is for two reasons:
The term “attribute level brand association” is more understandable to readers
{ who are familiar with the branding literature (in which the term “brand
association” is commonly used to refer to consumer thoughts related to a brand),
while the term “product attribute” is more understandable to readers familiar with
the consumer value literature.
o/ The term “attribute level brand association” explicitly suggests to the reader a
focus on many different types of product attributes (including those created
through promotion, customer service, brand name, etc.) although the term
‘product attribute” has been broadly defined in the literature to include consumer
thoughts related to all of these aspects of a brand (e.g., Woodruff and Gardial
1996).
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several brands of luxury cars that they believe perform equally in providing “a sense of
prestige.] In the end, they may choose to purchase a Mercedes because, in addition to
providing “a sense of prestige,” they believe it performs better than other luxury cars on “feels
good when I ride in it” (a point of differentiation for the Mercedes), which is important when
the couple t:;lkes the family on long trips. In this case, the point of brand differentiation added
value as well as provided the motivation to purchase. Alternatively, another couple may
compare|a Mercedes and a Honda Accord, two cars that they believe perform equélly in-
“feeling good when | ride in it.” This couple may purchase the Honda because of their desire
for “understétefnent,” an association on which they believe the Honda performs better than
the Mercedes and which is important since thel car will be‘parked iﬁ a downtown lot during
most work days. In the case of the Mercedes purchase, the idea of “feeling good when | ride

in the car” was a key factor in the decision, while in the case of the Honda purchase, the

“understaterpent" of the car played an important role. Mercedes and Honda both used
specific braﬁding strategies (which were reinforced by image advertising) to differentiate their
brands in the minds of these consumers.

Based on the above discussion, the value of a brand to a consumer can be
conceptualized as including (1) the value created by thodghts where the consumer believes
several brands in the product category perform equally and (2) the value created by
consumer th'oughts that suggest a point of differentiation for an individual brand. This
relationship js summarized in Figure 1-1.

Inte;restingly, the literature relevant for review in this dissertation can be organized
into the two pategories depicted in Figure 1-1. By definition, research studies that examine
consume'r value associated with the product category (e.g., Gardial et. al. 1994) focus on
gathering'l inflormation about brand associations that are shared among multiple brands. This

information includes everything in the shaded circle in the illustration above, but only a subset

of the brand associations included in the unshaded circle. For example, some brand
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Value of a brand
to the consumer

Value created by
brand associations
that are a point of

differentiation for the

brand

Figure 1-1. Components of the value of a brand to the consumer.

associations are shared among multiple brands; however, individual brands are perceived to
perform differently (such as “a car that feels good when I ride it” from the Mercedes example
above or “a sense of understatement” in the Honda example). These may be discussed in a
study that focuses on the product category.

Associations that are not tied to other brands in a product category, such as the Body
Shop’s commitment to the environment (which is unique in the industry), prior experience
with other products that bear the same brand name (such as Hershey’s chocolate milk and
Hershey's kisses), or a personal memory evoked by the brand (such as “the brand Mom
always used”), may be less likely to emerge. This is because, when asked specifically about
a product category, consumers tend to refer to attributes that are associated with the product
category rather than associations that are evoked by the mention of a particular brand name
(or other aspect of a brand’s identity, such as brand image or personality). For example,
advantages that consumers associate with a specific brand identity (e.g., Michael Jordan’s
close relationship with Nike) may not come to mind when the consumer is asked only about
value associated with the product category (e.g., athletic shoes). It is anticipated that specific
questions about a particular brand would be required to prompt discussion of consumer
thoughts that are tied directly to branding.
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n the few studies that have examined consumer value related to branding (e.g.,
Riezebors 1994), brand name has served as the primary point.of entry for prompting
consumer thoughts about a brand. This strategy, however, has fallen short in documenting

the range of brand associations that a consumer may consider to be part of a brand’s identity

(Aaker 1991; 1996). One purpose of this research is to develop a methodology that

facilitates the understanding of all of the brand associations represented in Figure 1-1.

Brand

T hé concept of branding is fundamental to much of marketing thought (Kotler 1991).
Despite lhisi, there is no single conceptual definition of the term "brand" that is commonly
used. While perspectives on what makes up a brand are not quite as varied as those related
to consumer value, discussions of branding can generally be classified according to one of
two very difflerent pérspectives.

The company-based perspective suggests that the components of a brand can be

- categorized, listed, and defined by the company. Consider the following examples.

e Abrand is a "name, a term, a symbol, or any other unique element of a product
:that identifies one firm’s products and sets them apart from those of other
producers (Solomon and Stuart 1997, p. 343)."

- JA brand is a "name, term, sign, symbol, or design, or a combination of them,
intended to identify the goods or services of one seller or group of sellers and to
differentiate them from those of competitors (Kotler 1991, p. 442)."

o A brand is "basically a name that refers to a the particular product of a particular

manufacturer in a particular product category (Moore 1993, p. 33)."

The consumer-based perspective suggests that the components of a brand can be
defined only by the consumer. While the company-based perspective focuses primarily on

brand name as an identifier of the brand, the consumer-based perspective includes a broader
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range of elements (such as brand identity, brand personality, etc.). This perspective places

great emphasis on including any aspect of the brand that that consumer may find relevant in

the definlition of the brand offer. For instance, several quotes presented below strongly

| .
emphasize the idea that definition of “brand” should include all aspects of a brand (such as

promotion, word of mouth, and the retail environment) as well as the tangible, or physical,

product

(product, packaging, price, etc.). Some examples of the consumer-based

perspective are listed below.

» A brand "involves any aspects that the consumer attributes to it [the brand
‘offering], beyond [and including] its tangible features (Farquhar 1989, p. 25)."

» Abrand "belongs to the consumer [and exists in terms of consumer perceptions]
the role of the company is to serve as the caretaker of the brand by creating,
expanding, and preserving consumer loyalty (Schultz 1995, pp. 6-7)."

e Abrand "such as Mr. Goodwrench is much like a 'box' in someone's [the
.consumer's] head [and the consumer chooses which ideas about a brand are

included in the ‘box’] (Aaker 1996, p. 10)."

Because it adopts the viewpoint of the consumer (rather than the brand marketer or

|

manufacturer) in defining the brand offer, the second perspective appears most consistent

with the

objective of understanding consumer value that may be created by branding. Thus,

the consumer-based perspective of the brand is the one adopted for this research.

Farquhar's (1989) definition of a brand as involving "any aspects that the consumer attributes

to it [the

brand offering], beyond [and including] its tangible features" is the working definition

of brand used in this dissertation.

!|Since it adopts the perspective that a brand is defined in the minds of individual

consumers, this dissertation relies heavily on consumer brand associations as a source for

understanding how value may be created. Brand associations are defined as any link to a

brand th

at exists in a consumer's memory (Anderson 1983; Keller 1993; Wyer and Srull
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1989). "Gets clothes clean," "comes in an orange box," and "remings me of Mom" are all
examples of: brand associations that some consumers associate with Tide. These links may
include alny aspect of the brand that is relevant to the consumer and may be created by a
variety of| sources (such as advertising, choice of distribgtioq channels, company publicity, or
word of mou:th). Brand associations also may be of varying streﬁgthé (i.e., Keller 1991,
1993). For example,-a consumer may quickly make the association between long battery life
and a mechanical bunny that “won't quit” (a strongly held éssociation), but may have difficulty

associating a specific brand name with the image of the bunny (a weakly held association).

Clearly, branding has the potential to create brand associations that may assist

consumers in differentiating a brand from its competitors. As is consistent with Farquhar’s
(1989) d ’.finétion, this dissertation focuses on the potential of all aspects of a brand (including
promotion, customer service, and evoked associations in consumer memories, as well as
tangible aspects of a product or service) to contribute to consumer value. In the dissertation
study the iss;ue of the strength of a brand association is only tangentially addressed, although
it offers promise as an area for future research.

Relationship Between Consumer Value and Brand Equity

As stated earlier, understanding consumer value at the brand level has the potential

to aid marke:ters in their efforts to build and maintain brand equity. In order to understand

how consurﬁer value can enhance (or detract from) brand equity, however, it is necessary to
examine \hovjv the constructs of consumer value and brand equity differ and how they are
related. This section defines brand equity and briefly discusses the relationship between
brand eqTJity and consumer value.

I}l his 1996 book, Aaker defines brand equity as “a set of assets (and liabilities) linked
to a brand’s name and symbol that adds to (or subtracts from) the value provided by a
product or sérvice to a firm and/or that firm’s customers (pp. 7-8).” This suggests that brand
equity may include both the value of a brand to the consumer and the value of a brand to the

firm (Riezebés 1994). This relationship is illustrated in Figure 1-2. -
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Value of the brand ——m
to the consumer

Brand Equity

Figure 1-2. Components of brand equity.

In his book, Managing Brand Equity, Aaker (1991) discusses a number of factors that
contribute to brand equity. He categorizes these factors as enhancing the value of the brand
(1) from the point of view of the consumer and (2) from the point of view of the producer.
This dissertation focuses on the value of the brand to the consumer (the unshaded circle in
the figure above). The value of the brand to the consumer is especially important for
understanding brand equity in that it represents consumer perceptions of brand worth, which
in turn can influence market position as well as brand profitability (Biel 1993). The value of
the brand to the firm (the shaded circle in the above figure) refers to brand assets (other than
consumer value) that may help to maintain the viability of the brand, such as patents or
distribution/franchise agreements.

As can be seen in the above illustration, consumer value is conceptualized as a
significant contributor to brand equity (Aaker 1991, 1996; Kirmani and Ziethaml 1993). In
fact, consumer value represents the portion of brand equity that exists in the mind of the
consumer. Because of its contribution to brand equity, examining consumer value at the
brand level has the potential to provide information that can help marketers successfully
create a unique and profitable market position for their brands.

Although consumer value is most commonly conceptualized as a component of
brand equity, it has been suggested that the relationship between these two constructs may

be dynamic (as illustrated by the dotted arrow in Figure 1-2). This means that, in some
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cases, brand equity may have the potential to enhance consumer value. Aaker (1991, 1996)
highlights the dynamic nature of this relationship by suggesting that brand equity may
contribute to consumer value in three specific ways:

o Facilitating interpretation/ processing of information

e Increasing confidence in the purchase decision

e Enhancing use satisfaction.

Again, this dissertation focuses only on consumer value as a component of brand equity;

however, it is important to note that brand equity may influence consumer value as well.

Summary of Key Terms

This dissertation uses the following model of the relationship between brand
associations, consumer value, and brand equity to organize the relevant literature and
provide a basis for developing a conceptual framework for examining the potential of
branding to create consumer value. The model, shown in Figure 1-3, illustrates the concepts

that are included in the scope of the literature review. These are:

Value of the
Brand to the
Company

Figure 1-3. Relationship between brand associations, consumer value
and brand equity.
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» Brand associations on which several brands are considered to perform equally
» Brand associations that provide a point of brand differentiation

» Value of the brand to the consumer.

This dissertation does not explicitly examine value of the brand to the firm or brand equity.

Application of the Research Problem
to National and Private Label Brand Situations

The introductory sections of this dissertation offer some rationale for further

examination of the value to consumers that can be created by branding. For example, the

discuss

ion illustrates that branding strategies have significant potential to affect consumer

thoughts about the value of a particular brand. Furthermore, although some of the concepts

introduced in this chapter, such as celebrity spokespeople (Michael Jordan) and brand

extensions (New Coke), have been extensively researched (e.g., Agrawal and Kamakura

1995; Aaker and Keller 1990), previous research tends to focus on the strength or

memorability of brand associations (e.g., Keller 1991, 1993) and not on the potential of these

brand associations to contribute to consumer value.

|

One context that is particularly appropriate for examining the way in which brand

strategies can affect consumer thoughts about value is that of product categories in which

national

and private label brands compete head to head. Private label brands typically offer

many of the same product attributes and consequences for the consumer as nationally

branded|products; however, private labels are generally supported by smaller marketing

budgets than national brands. In addition, they are often sold at prices that are much lower

|
than national brands. Because of these characteristics, private label and national brands

offer a brand situation where consumer perceptions at the brand level appears to be

maximally different.

\
This section further demonstrates the usefulness of this research by describing one

marketing context -- product categories in which private label brands are rapidly gaining
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market share -- where gaps in knowledge about the potential of brand strategies to affect
consumer value are limiting the ability of manufacturers to effectively market their brands.
This sec;tion will:

.|. Demonstrate that understanding the consumer valt;e component of brand equity
is becoming increasingly important for marketers, particularly marketers of
nationally branded and private label products

) 'IIIustrate that understanding the effect of branding on consumer thoughts about

value has the potential to contribute to marketing knowledge.

In addition to providing some background on the recent growth in private label products, this
section will describe three environmental factors that have contributed to the recent growth in
" private label brands. The discussion will highlight specific areas where a better
understanding of the effects of branding on consumer value can help marketers develop
competitive advantage, particularly in environments where consumers consider the product

offerings| (such as those offered by private label and national brands) to be similar.

Recent Growth in Private Label Brands

Private label brands are those brands that rely on the name of the retailer, rather than
the manufacturer, as the basis for consumer associations related to a brand. Retailers can
usually sell private label products more cheaply because they bypass manufacturer profit

margins and have few advertising costs associated with private label brands (Hoch 1996).

The shift/in power from the manufacturer to the retailer that characterized the 1980s has

created an environment where private label products, such as Sam's Cola or President's

Choice g'roceries, are offered in a growing number of product categories (Mogelonsky 1995).

llJndgrstanding whether and to what extent branding contributes to consumer value

may provide marketers of both private label and national brands with insights that can help

them to better differentiate their products. For marketers of national brands, the emergence
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of premium-quality private label brands is making it increasingly difficult to demonstrate the

value of

branded products over private label brands solely on the basis of product features.

As a result, marketers of branded products are looking for new ways to effectively

differentiate their brands. Understanding the attributes and consequences that consumers

find relevant in evaluating brands may provide additional bases for differentiating a brand

(that cannot be easily replicated by competitors) which can be used to enhance consumer

value.

Interestingly, although private label brands are generally not marketed as heavily,

marketers of these brands may benefit from knowledge about the potential of branding to

create consumer value. In particular, consumers may hold brand associations related to

private label products that are associated with the retailer through which they are distributed

(Baugh and Davis 1989; Mogelonsky 1993). For example, in a study that examined

consum
image a

designe

er perceptions of designer and private label clothing, the researchers found that store
ffected the ratings of styling characteristics of the private label shirts but not of the

r shirts (Baugh and Davis 1989). Retailers have a number of opportunities to develop

strategies for private label brands that are based on brand associations that consumers hold

regarding the retailer. For example, consider the following quote.

[Retailers of private label brands have the opportunity to] transiate store
oyalty into brand loyalty. In essence, the store becomes the product.
But a retailer can also stress high quality by guaranteeing customer
satisfaction through such things as buy-back programs, in which a

customer will be refunded if the store brand does not live up to

expectations (Mogelonsky 1995, p. 37)."

|
|

Because they associate the brand and the retailer so closely, consumers who try one

private Igbel brand item are often more willing to try products in other product categories that

|
bear that the same private label brand name (Private Label Manufacturing Association 1992).

For example, a consumer who tries and likes Loblaw's President's Choice cookies is likely to
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try other| President's Choice products, such as flour or crackers. This suggests that it is

essentiall for marketers of both national and private label brands to understand the extent to

which cc%nsumers include thoughts about the manufacturer or retailer of a brand in their

|
assessments of overall value.

Factors that Have Contributed to the Recent Growth of Private Label Brands

The recent popularity of private label brands, which accounted for $33.9 billion in

supermarket sales in 1996 (Private Label Manufacturers Association 1997), has been
attributed to two primary factors. First, consumer preferences are shifting toward simpler,
less exp ansjve products (Bansal 1998; Russell 1993; Solomon 1996). For example, the
trend of returning to the "basics" in the 1990s is thought to have reaffirmed consumer interest
in private label products, which are often priced lower and offer simpler combinations of
product features than national brands (Solomon 1996). Private label products are thought to
appeal to “value conscious” consumers (Burton, Lichtenstein, Netemeyer and Garretson
1998; Sellers 1991) by offering the opportunity to forgo *premium” benefits often attributed to
branded products (Belch and Belch 1993). Furthermore, the continued decline in consumer

loyalty to groups, organizations, and brands that is expected over the next decade may

create even greater opportunity for private label brands to gain market share (Russell 1993;

Zimmerman 1998).

"l'he second factor that has contributed to the popularity of private label brands is that
the quality of private label brands has been steadily increasing (Hoch 1996; Supermarket
Business 1996, 1998a). In fact, research that compares private label and national brands
suggests‘, that many consumers believe that private label brands are significantly higher in
quality than generic brands (Rosen 1984), and in some cases are rated as equal in quality to
national brands (Food Marketing Institute 1994).

Although a quality gap between private label and national brands is still perceived to

exist, the gap is narrowing fairly quickly. For example Greg Starzynski, Vice President of

Retail Consumer Services for Nielsen North America, was recently quoted as saying:
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"Consumer;s are becoming more accepting of‘private labels in higher price categories
(Mogelonsky 1995).” In addition, some manufacturql's are introducing private label brands
that are|designed to compete directly with national brands. These products are often priced
similarly orieven above national brands. The success of premium quality private label brands
suggests that consumers may consider attributes of the brand other than price and quality
when evaldatihg national and private label brands. The fact that several major manufacturers
have recen:tly introduced “lower price” national brands to compete with private label brands in
many plodﬁct categories is an indicator of the uncertainty on the part of national brand
marketers that their higher-priced brands are effectively delivering superior consumer value. -
Interestingly, the product categories in which private label brands have shown the
greatest grbwth bear certain characteristics that may have provided a market opportunity for
private label expansion. These characteristics are:

o i Consumer focus on price as a means of differentiating brands

* ' An increase in brand switching ‘ |

" | Adecline in consumer attention to marketing messages.

In total, thefse characteristics indicate that consumers may not be able to differentiate
between brands in the same product category. Because they do not have a meaningful way
of differentilating between brands, these consumers consider multiple brands in the product
category (vs}hich are perceived to perform equally well on important attributes and
consequences) to be acceptable.

Be¢ause they are typically priced lower than national brands, private label brands
that compe'te in environments where all brands are perceived to perform equally only have to
perform welll on the attributes and consequences that are associated with the product
category in:order to be valued by consumers. In some cases, private label brands may even
have an adVantage over national brands because brand associations that consumers have

relative to the retailer may enhance the value consumers associate with the private label
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- brand. In these instances, associations with the retailer may help to differentiate the private

label bra

label bra

nd (in a way that adds value) from nationally branded competitors.

The environmental characteristics that are contributing to the popularity of private

nds are discussed in more detail below.

Corisumer focus on price as a means of differentiating brands. Consumers who

cannot meahingfully differentiate between competing brands in a product category often

focus on

price as the differentiating factor. Marketers, on the other hand, have found that

using price as the primary means of differentiating brands is at best a short-term brand

strategy,

With little gain (or even a loss) in brand equity over the long-term (Marshall 1996).

- This is because competitors can counter with price cuts that are equal or lower than those

that were first introduced. in addition to lowering profits for the industry, continued price

cutting further reinforces price as the defining feature that drives consumer choice.

of consumers buy based on price (i.e., which cola is on sale during a given week) rather than

he “cola wars," for example, have created an environment where a growing number

based on loyalty to a particular brand. This change in purchase behavior has significantly

lowered

trend car
Matzer 1
|

marketin

profits for the top two competitors in the product category (Marshall 1996). A similar
1 be noted in the telecommunications (Coy 1996; Mills 1996), automotive (Gelsi and
996), cereal (Pollack 1996), diaper (Sullivan 1996), and other industries.

n this type of environment, consumers are so price driven that the role of other

g activities is weakened. This is particularly difficult for marketers because it

reduces the.avenues that they have available to develop other means of differentiating their

brands.

marketin

Procter and Gamble, for example, reacted to the declining effectiveness of its

|
g activities when it announced in 1995 that it would cut marketing spending on

promotionalipricing and coupons to 20% or less of sales by the year 2000 (Neff and Sloan

1996). Instead, P & G initiated a program of "Every Day Value Prices"” in an effort to remain

t

cost com pefitive with private label brands that offer similar products (Narisetti 1996).

The focus on lowering prices, and the move away from marketing activities that are

designed to differentiate brands, has in many cases led to the erosion of brand equity. In an
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environment where brand equity is reduced, private label brands show even more promise for

the future. To ward off a continued decline in brand equity, marketers are searching for new

and meaningful ways to differentiate their brands that will reduce the focus on price.

Because it brovides information about many brand associations that may contribute to

consumer value, the research described in this dissertation has the potential to assist

marketers who are searching for ways to effectively differentiate brands.

An increase in brand switching. In addition to product categories where price is a

focus, private label brands also tend to succeed in product categories where brand switching

is common. Interestingly, consumers are becoming more likely to switch brands in a growing

number of product classes. This is in part because, in highly competitive environments,

companies often offer special premiums to attract consumers of competitive products. These

offers, particularly in cases where little product differentiation is perceived, make brand

switching very attractive to consumers. For example, AT&T and MCI routinely provide

special offers to attract consumers from other long distance carriers.

One study found that in most surveys of consumer satisfaction, 85% of consumers

claim to be satisfied, but still demonstrate a willingness to switch suppliers (Reese 1996).

This increased likelihood to use a competitor's product means that marketers have relatively

little time to demonstrate an advantage over competing products. In addition, marketers have
fewer chances to build consumer value, which can contribute to brand equity. Finally, a high
likelihood of switching means that the cost of a poorly performing product or communication

"mistake," which may prompt consumers to form a negative association related to a product,

can be very significant.

i
| .
The literature on consumer value offers evidence that many, if not most, consumer

histories:related to product use include varying levels of satisfaction (Woodruff and Gardiai

1996). Many consumers experience “trigger" events that can cause satisfaction levels to

|
change (Woodruff and Gardial 1996). An important "trigger" for some consumers may be the

trial of a hew brand. Furthermore, many marketing communication scholars suggest that

|

product experiences are an important way that consumers gather information about a brand
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(Fortini-Campbell 1992; Schultz, Tannenbaum, and Lauterborn 1994; Schultz 1995). In fact,
brand experfience tends to create stronger and mo[re confidently held brand associations than
do exposures to marketing communications (Fazio and Zanna 1981; Hertel 1982; Keller
1993).
Theise findings suggest that trial of a competing product has the potential to
significantly change consumer assessments of value. By providing information about the
effect of branding on consumer value, a research stream that builds on this dissertation

research may aid marketers in selecting branding strategies that reduce consumer

willingness to try competing brands. By reducing brand-switching behaviors, marketers in
turn reduce opportunities for consumers to compare brands. This is important because, in
many ca’sesi, the comparison makes it apparent to the consumer that multiple brands can
perform wel! on valued attributes and consequences. After such a corﬁparison, the potential
of the existing brand strategy to continue to differentiate the brand is limited. For these and
other reasorfis, brand-switching is of increasing concern to marketers (Morgan and Chekitan
1994; Neslin, Henderson and Deighton 1994; Grover and Srinivasan 1992).
A decrease in consumer attention to marketing messages. The third characteristic
that is typicailly present in environments where private label brands have gained market share
is that consm;mers are paying less attention to the marketing communication efforts that
support the ieading national brands. There are a number of reasons that have been
suggested ftf)r the decline in attention to marketing communication efforts, including
information 6verload (Nowak and Phelps 1994), proliferation of media choices (Brody 1994;
Schultz, Tannenbaum, and Lauterborn 1994), more sophisticated and demanding consumers
|
(Schuitz, Ta;'lnenbaum, and Lauterborn 1994; Duncan and Caywood 1996; Nowak and
Phelps 1 994), and more competition for consumers' time and money (Duncan and Caywood
1996). |
'I[hese influences are creating an environment where consumers are willing to listen

|
to marketing communication programs only if they are relevant (Duncan and Caywood 1996;

Schultz, Tannenbaum and Lauterborn 1994). In fact, some authors suggest that a primary
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reason that consumers pay limited attention to the majority of marketing communication

efforts is

Thorson

that they do not find them to be meaningful (Fortini-Campbell 1992; Lutz 1996;

and Moore 1996). When consumers do not consider the marketing communication

that supports a national brand to be meaningful, this creates an opportunity for private label

brands (which are typically not supported as heavily by marketing communication efforts) to

gain a st

rong presence in the market.

Understanding more about the effects of branding on consumer value may be a first

step tov»Jard the development of marketing messages that are meaningful to consumers. For

example

branding

, information about the consequences and desired end states that can be created by

may help marketers develop communication efforts that have the potential to pique

consumer interest. In addition, developing messages that create or reinforce valued brand

associations may offer marketers new opportunities for brand differentiation.

as it rela

Research Objectives
The overall objective of this research is to advance understanding of consumer value

tes'to branding (e.g., name, identity, personality). Given this scope, a number of

conceptual and 'empirical objectives emerge. Conceptually, this dissertation:

» Integrates insights related to what consumers value about brands that emerge
from (a) the literature on consumer value and (b) the literature on branding

o Extends thought related to consumer value by suggesting a conceptual
framework that can be used as a basis for understanding the value for
consumers that may be created by branding

o Gains insights from the literature about the effect of two specific brand strategies

(e.g., private label and national branding) on consumer thoughts about value.
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The empirical test undertaken in this dissertation:

e Demonstrates whether and to what extent branding strategies (such as national
.or private label branding) may contribute to overall consumer value

» 'Provides empirical evidence of differences in consumer thoughts about value
(i.e., number and type of attribute level brand associations considered, number
;and type of consequences considered, etc.) that méy be associated with national

.and private label brand strategies.

The above research objectives are accomplished by a review of the literature related to
consumer value and branding, the development of a conceptual framework that integrates

the two literatures, and the completion of a study designed to evaluate the usefulness of the

conceptual ;‘ramework. The empirical study consists of sixty in-depth interviews with
consumers.‘f It applies the newly developed conceptual framework and compares consumer
value associated with national and private label brands that compete in the same product
categories. iThe study also demonstrates a methodology (which is an extension of the

laddering methodology) for examining consumer value as it relates to branding.

Research Questions
The research objectives suggest several interesting research questions. The

following research questions are addressed in this dissertation:

. fHow should the conceptual frameworks and processes currently used to
.understand consumer value be modified to better understand consumer value
that may be created by branding?

. How do consumers incorporate thoughts about an individual brand (including
ibrand name, image, and personality) into their assessments of overall value?

» How might specific branding strategies (e.g., national and private label branding)

'influence consumer thoughts about value?
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private

addition

Specifically, the research context - comparisons of consumer value associated with
abel and national brands - provides an empirical basis for examining the foliowing

al research questions:

e How might the components of consumer value (i.e., type of attribute level brand

| associations, consequences, and desired end states) vary between loyal users of

i national versus private label brands?

e How might the complexity of consumer value (i.e., number of attribute level brand
' associations, consequences, and desired end states) vary between loyal users of

. national versus private label brands?

The specific context examined is the most important aspects of the brand (chosen by

the consumer) that are considered during the choice situation (e.g., decision to purchase a

specific

gaining

brand).

Potential Contributions.of this Research
Given the growing number of product categories in which private label brands are

mai‘ket share (Private Label Manufacturers Association 1997), it is-not surprising that

marketers are seeking new strategies for delivering consumer value. In fact, the recent

popularity of private label brands has contributed to an interest in research directed toward

maintaining and increasing brand equity (Aaker and Biel 1993; Aaker 1996). To demonstrate

the potential of the research described in this dissertation to contribute to marketing

knowle

ge, this section discusses four specific research areas that may benefit from an

understalmd'ing of the possible effects of branding on consumer value. These are:

e Integrated marketing communications
e :Brand equity measurement

e Long-term brand-customer relationships
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» Brand management.

Of course, this study represents only an initial step in understanding how branding
might aﬁect: consumer value. Without question, the potential contributions discussed in this
section will i)ecome much stronger and well-developed as a stream of research is begun.
After each research area is briefly discussed, potential contributions of the research to

marketing thought and practice are summarized.

Integrated Marketing Communications

Dnc%: way that marketers are seeking to reverse declines in brand equity is by trying to

implement marketing communication strétegies that reach consumers more effectively. A
small, but growing, body of literature suggests that this may be accomplished though the
developmerlmt of integrated marketing communication (IMC) strategies (Davis 1993; Nowak
and Phelps :1 994; Schultz 1995, Schultz, Tannenbaum and Lauterborn 1994).

Because of its perceived link to positive behavioral outcomes, IMC has been the

subject of much recent interest among both marketing academics and practitioners. Many
definitions of IMC have been presented in the literature; however, no one definition is widely
accepted. in a review of the IMC literature, Cathey and Schumann (1996) illustrate that most

definitions of IMC include one or more of the following themes:

Adoption of the consumer/ audience perspective

Integration of messages and media

'Evaluation of outcomes.

Taklen together, these themes suggest that IMC has the potential to significantly
change the strategies that marketers employ to communicate with consumers. In addition,
they illustrate the potential of understanding consumer value at the brand level to enhance

marketer abilities to reach consumers through IMC. As an example, the theme of adoption of
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the audience perspective suggests that communication should focus on beginning a dialogue

with the

communication receiver that is based on knowledge and understanding of that

individual's needs, desires, preferences and response patterns. Likewise, the theme of

integration of messages and media reflects an understanding that messages and media can

be used|strategically to enhance the value of branding to consumers. Finally, the theme of

evaluation of outcomes underscores the importance of measures of assessment to

demonstrate the effect of marketing communications on consumer value.

Although IMC provides an important step in helping marketers understand how to

more effectively reach consumers, research in the area of IMC provides far less insight

regarding the messages that consumers may find meaningful or compelling (Nowak and

Phelps 1994). Understanding how brand associations (which can be developed or reinforced

through

marketing communications) can enhance (or detract from) the value consumers

associate V\{ith a brand may provide insight regarding the content .of information that should

be included in IMC strategies.

n addition, marketers know little about how knowledge gained from marketing

information is incorporated into consumer evaluations of a brand (Fortini-Campbel! 1992;

Gronste

dt 1996). In fact, little is known about the accumulation of consumer brand

associations over time (Keller 1991; Nowak and Phelps 1994; Thorson and Moore 1996) and

across exposures that involve a variety of information sources (Keller 1996; Lutz 1996;

Thorsonand Moore 1996). Because it suggests specific attributes, consequences, and

desired end states that consumers consider when evaluating a brand, information about

consumer value at the brand level may provide a basis for developing IMC strategies that are

based on consumer needs. In addition, it may provide an understanding of how brand

knowled

ge gained from marketing activities can influence assessments of consumer value.

Frindings from the research described in this dissertation are expected to be useful in

suggesting strategies for integrating messages and media as well as providing guidelines for

developing measures to evaluate consumer response to IMC. As an example, one research

proposition that is tested states that loyal users of national brands will consider a greater
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number of consequences when making value judgments than loyal users of private label
brands. Firjdings that support this proposition would reinforce the idea that IMC can add
value through the creation of valued brand associations for the consumer. [n addition, these
findings woluld suggest that consumer response to IMC might be measured in terms of its

ability to create brand associations that add value.

Brand Equity Measurement

The recent literature suggests an urgent need for better measures to document the

contributions of marketing activities to brand equity (Broadbent 1993; Duncan and Caywood

1996; Keller 1996; Nowak and Phelps 1994; Rossiter and Percy 1987). In addition,
markete a{re facing growing pressures to link expenditures to behavioral outcomes (Schultz,
Tannenbaum and Lauterborn 1994; Thorson and Moore 1996).

Re¢ent discussions in the marketing communication literature highlight a lack of
agreeml.nt i'egarding how best to measure the contribution of marketing communication to
brand equity (e.g., Duncan and Caywood 1996; Schultz, Tannenbaum and Lauterborn 1994).
For example, some scholars recommend that marketers should move from traditional
advertising ;:ommunication models and their emphasis on mediating consumer response
(e.g., brand‘awareness, knowledge, and attitudes) to behavior-oriented models that
emphasize iaudience segmentation, customized persuasion, purchase incentives, and
advertising accountability (Nelson 1991; Nowak and Phelps 1994; Rapp and Collins 1990).
Given a low correlation between short-term marketing successes and loyalty over time
(Lowensteiﬁ 1996), companies are very interested in learning more about how brand equity is
developed a;nd maintained (Reichheld 1996).

Examining a brand's Total Value Proposition (TVP) is one way that marketing
scholars are; attempting to identify the components of brand equity that represent the value of
a brand to its consumers. The TVP is defined as all of the consequences that a consumer

associates with a brand (Marketing Science Institute 1996). Knowing about more of the

consequences that make up a brand’s TVP can provide a richer understanding of consumer
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value. Marketers can then develop strategies to either reinforce or change the way

consumers think about the brand.

The consequences that make up the TVP may be created by a variety of marketing
activitie.'s, including pricing, choice of distribution channels, communication strategies, and the
product jitself (Fortini-Campbell 1992; Schuitz, Tannenbaum, and Lauterborn 1994; Thorson
and Moore 1996). As companies become more sophisticated in their efforts to integrate
marketir‘xg activities, understanding the TVP offered by a brand will become even more
crucial.
Although it was listed as a top research priority for the Marketing Science Institute for
1996-98, understanding the total value proposition offered by brands is still in the early

stages of theory development. Understanding how brand strategies can contribute to

consumer value may offer a basis for understanding the TVP that goes beyond what is

currently known. In addition, this knowledge may suggest that further clarification or
refinement Iof the TVP construct is needed.

Once the potential for brand strategies to contribute to consumer value is empirically
supported, future research may address issues such as optimal conditions for implementing
brand stratc;-':gies that affect the TVP as well as the relative effectiveness of specific brand
strategies in defining a brand’s Total Value Proposition. Finally, the potential of specific
brand strategies to deliver a specific value proposition across different product categories and
use situations may be examined.

Understanding how branding can create value for consumers also has the potential
to assist marketers in identifying brand associations that have the potential to build (or detract
from) brand equity. This information can offer a basis for research that demonstrates how
measur?s of brand equity may be developed based on the attributes and consequences that
consumers find relevant in assessing value. Finally, understanding how brand associations
contribute to value may open the door for further research on brand equity measurement that

go beyond comparisons with other brands in the product catego}y.

32




Long-term Prand-consumer Relationships

A third area in which information about the effect of branding on consumer value
might benefjt theory development and testing is long-term brand-consumer relationships
(e.g., Aaker 1996; Dick and Basu 1994). In this area of research, several articles have called
for more attiantion to issues such as relationship marketing (Bagozzi 1995; Peterson 1995;
Sheth and Parvatiyar 1995), measuring the lifetime value of individual consumers (Marketing

Science Ins:titute 1996), and measuring customer-based brand equity (Keller 1993, 1996).

As companies move from a transaction-based to relationship-based approach in

relating to consumers (Berry 1983, 1995; Dwyer, Schurr, and Oh 1987), having information
that will help marketers sustain brand differentiation is essential.. Insights about how brands
can create \}alue forv consumers are expected to provide a framework that can be used in
developing more effective strategies for brand differentiation. In particular, knowing which
brand associations hold meaning for consumers may contribute the development of strategic
planning fra}neworks that will help marketers of both national and private label brands to
rﬁaximize thé value their brands provide. For examplé, these frameworks may identify

strategies marketers can use to protect their brand should a competitor try to build (or attack)

a brand association that is critical to their brand’s performance in delivering value. Such a
framework may greatly assist marketers in their efforts to build and maintain brand equity

through long-term brand-consumer relationships.

Brand Management

l‘:inally, the research described in this dissertation has the potential to contribute to
marketinL thought and practice in the area of brand management. In particular, because it
suggests ways in which brands may be positioned to achieve competitive advantage, the
research has the potential to. advance knowledge related to brand stfategy developmént.
Table 1-1 reviews the three characteristics of environments conducive to private label brand

growth (which were discussed earlier in this chapter) and identifies the potential contributions

of this research to frameworks that can be used for developing brand strategy.
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Table 1-1. Potential contributions of this research to brand strategy development.

Potential Contributio
% X o lRA, B gBesveai'c e

S

1 | Consumer focus on price as a May suggest a need to understand attributes and
means of differentiating brands. consequences associated with the brand before
developing or changing brand strategy, may provide
evidence that information about valued attributes,
consequences and desired end states can provide a
basis (other than price) for differentiating a brand.

2 | Anlincrease in brand switching. May suggest the need to understand the brand
attributes, consequences and desired end states that
consumers find unique or compelling relative to other
brands in the product category.

3 | A decrease in consumer attention to | May suggest that brand strategy (including marketing
ma'rketing messages. communication strategies) can create or reinforce
brand associations that are included in consumer
assessments of value.

This dissertation has significant potential to help marketers recognize the importance
of using|consumer value information to inform and guide decisions about brand strategy. For
example, in an environment where price is the consumer's primary focus, marketers may
begin to|consider consumer value information as knowledge that can provide alternatives to
price as|a V\Iray of differentiating between competing brands. This dissertation provides
examples of a variety of brand associations that may be used to differentiate a brand from its
competitors, potentially helping build brand equity. Over the long-term, using information
about consumer value as a basis for develloping brand strategies is expected to reverse the
recent erosion of brand equity (Power 1991).

n additio.n, findings from this dissertation may initiate a stream of research that can
provide a foundation for reducing consumer interest in brand switching. By demonstrating
that information about the consequences that consumers consider when evaluating a specific
brand (as well as when evaluating competing brands) can suggest brand strategies that build
on unique or compelling points of differentiation, this dissertation provides a platform for
building brand strategies that increase consumer retentiqn and ultimately may increase brand
equity. This is especially important, given that the literature suggests that brand equity may
be more difficult to maintain after a consumer tries a competing brand (Grover and Srinivasan

1992).




Finally, this dissertation demonstrates that information about specific brand
associa‘ion:s that contribute to consumer value may have implications for the development of
more eff ectjve marketing communication strategies. For example, understanding which
attributes a}1d consequences consumers consider to be important wheh evaluating a brand
can provicjel marketers with insights about the message(s) that will be most important to

convey via marketing communications. In addition, it is anticipated that a better

understanding of what consumers value about brands might suggest combinations of brand

associationis that can be used in communicating the value of a brand to consumers.

In s;um, the research described in this dissertation has the potential to provide
informat‘ionithat will be helpful in developing marketing strategies that enable both private
label and national brands to better compete. For example, knowing that Nike athletic shoe
users may value the shoe more highly if it provides them with the confidence to “play
basketball Ii:ke Michael Jordan" may assist Nike in developing future brand strategies and
even produét improvements that will allow the company to sustain its competitive advantage.
Alternatively, knowing that users of athletic shoes may consider “confidence” and “comfort” in
their evaluations of athletic shoe performance may suggest alternative brand positioning
opportunities for the marketer of a private label brand.

Summary of Potential Contributions to Marketing Thought

AItHough consumer value is expected to be highly dependent on the brand and

product category, the conclusions about value related to national and private label brands
which emerge from this research have the potential to contribute to future theory
developmeht and testing in the area of consumer value. Specifically, the research described
in this disselrtation has the potential to:

¢ Suggest a conceptual framework that clarifies and extends concepts presented in

the literature and integrates marketing thought related to (a) consumer value and

(b) branding
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Initiate a collection of empirical findings about what consumers value about their

preferred brands

Demonstrate the potential of branding to contribute to consumer value

Provide a basis for future research related to the development of brand
communication strategies and the potential of these strategies to differentiate

brands in terms of consumer thoughts about value

‘ Suggest additional bases (i.e., the effectiveness of brand strategies that are

designed to create consumer value) on which brand equity may be measured

Suggest the potential of specific branding strategies to contribute to long-term

brand-consumer relationships

Provide input into conceptual frameworks that guide branding strategy

development.

Summary of Potential Contributions to Marketing Practice

|

’In addition to providing a basis for incorporating marketing thought related consumer
value into branding research, this dissertation provides information that is expected to be
useful for marketing practitioners. For example, it is proposed that consumer thoughts

related to national brands are more complex and include consideration of more attribute leve!

brand associations than consumer thoughts related to private label brands. In addition, the
relative i’nfldence of the type of attribute level brand association and type of consequence are
expected to differ. One research proposition (developed in Chapter 2) suggests that, because
of the strong link between private label brands and the retailer, consumer value associated
with priv(a\tel label brands is expected to include a greater proportion of thoughts about the
brand as: organization (Mogelonsky 1993). Support for this proposition (as well as the others
that were tested in the empirical study) would provide an important basis for developinfg

marketing strategies that reinforce or change consumer perceptions of national and private

label brands.
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about the consumer value that may be created by branding. Marketers can use this

|
l
|
|

Furthermore, this dissertation demonstrates a methodology for collecting information

{

methodology to collect information about the brand associations that are important to }

consumers 'of their own, as well as competing, brands. This information has the poteniial to

benefit marketers in making the following kinds of strategic decisions:

.ldentifying marketing strategies that can be used to differentiate a brand
‘; Developing brand strategies that reduce brand switching

' Developing brand communication strategies

|
|

i
|
!
|

t

Developing measures of consumer value and satisfaction that are relevant for

| understanding the potential of branding to create value for consumers

Building long-term brand-consumer relationships.

|
|
|
|
i
i

n a:ddition to the contributions listed above, this research has the potential to p:rovide

the following benefits to marketing managers who are specifically interested in national and

private label branding:

s Insights about similarities and differences in the content (or meaning) of w

‘consumers value about national and private label brands

. ;Insights about the structure (i.e., type and complexity) of consumer though

rrelated to national and private label brands.

Overview of the Dissertation

This dissertation is divided into five chapters. Chapter 1 provides an overview

1
hat

7]

research area and highlights the importance of understanding as much as possible abqnt the

value for, consumers that may be created by branding. In addition, the chapter delineates the
' |

research objectives and questions that are addressed by this study. Finally, it outlines some

potential contributions of this research.

of the




Chapter 2 summarizes the marketing literature that is relevant for understandifng
consumer Ivalue that may be associated with an individual brand. First, the chapter provides
a brief review of the consumer value literature. Next, it summarizes insights from resejlarch on
branding tﬁat seem to be relevant to the study of consumer value at the brand level. li=indings
from both literatures are integrated in the form of a conceptual framework that can be iused as
a basis|for examining and clarifying the types of associations that consumers find imp%)rtant
when evaluating a specific brand. Finally, the application of this framework to the con':text of
national and private label brands is discussed. |
Chapter 3 focuses on research methodology. This chapter suggests operatio%1al
definitions for the constructs to be examined, further describes the context for the reseiarch,

!
reviews techniques that would be appropriate for evaluating the usefulness of the concE:eptuaI

framework; outlines the process that was used to conduct the research study, and evaluates
|

the quality of the data. I

CHapter 4 reviews the research propositions and hypotheses that are tested in the
dissertation study. It provides a demographic profile of the sample and describes the brocess
by which the data was coded and analyzed. Finally, findings from the analyses are |
presented and briefly discussed. :
Chapter 5 provides a discussion of conceptual and methodological limitations fof the
study. The chapter also reviews implications of the findings presented in Chapter 4 ar?d
compares the findings with previous research that has been presented in the Iiterature!.
Finally, directions for future research are presented.

|
|
1
(
i
! ’ |
|
I
|
t

i
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Chapter 2 ;
Literature Review .

Introduction

Chapter 2 is a literature review chapter that provides the foundation and justificiation
for the conceptual framework and research propositions that guide the dissertation stucLy.
This chapter consists of four major sections: |

¢ A review of the consumer value literature as it applies to branding :

. :A review of the branding literature as it relates to consumer value r

¢ The development of a conceptual framework that integrates insights from tbe
consumer value and branding literatures I

e A discussion of the application of the framework to the context of national énd

private label brands.

In total, this chapter provides a discussion of nine insights from the literature which

summarize the nature of consumer value at the brand level. These insights serve as thje

foundation for the development of the conceptual framework as well as the research :
|

propositions that are addressed in the dissertation study.

Review of the Consumer Value Literature

The consumer value literature makes an important contribution to marketing thought
by suggesting that value can be created and delivered at both the brand and product .
caiegory levels (Woodruff and Gardial 1996; Woodruff 1997). Despite this contribution,i

however, only limited discussion is provided about special issues which may affect the \f/alue

created by branding (e.g., name, identity, branding). For example, comparisons with :

|
competing brands or prior experience with products in a different category that share a brand

i
name may play a significant role in the delivery of value at the brand level. This dissertation

considers consumer value specifically as it relates to branding. It integrates insights from the
|
|
!
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consumer value and branding literatures to more precisely define and clarify issues th;at may

. |
affect the value a consumer associates with an individual brand. The challenges of this

section

are: ‘

. To provide a comprehensive review of insights from the literature on consumer

value that are applicable at the brand level I

¢ To further define and clarify the range of attributes, consequences, and desired
end states (also called value dimensions) that consumers may consider w:hen
- |

evaluating specific brands. ’

The consumer value literature contains several thorough discussions regarding the
|

nature of consumer value (e.g., Burns 1993; Woodruff 1997). This section differs from

previous reviews of the literature in that it considers how commonalities in thought reg:arding

|
consumer value may apply when examining the value associated with branded produc:ts. At

the end

of the discussion, a table summarizing the relationship between these insights and
!

the types of value that have been identified in previous literature reviews is presented..

|
i
|
i

Value Is a Subjective Assessment Made by the Consumer

and resi

The literature on consumer value begins with the assumption that value is crealited by
|

des with the consumer (Woodruff and Gardial 1996; Woodruff 1997). This i

|
perspective is important because it suggests that consumer value is dependent on individual

needs a

value is

nd cannot be measured independently of the consumer. The idea that consumer
i

subjective has face validity at the brand level. For example, common sense
' |

suggests that a University of Tennessee sweatshirt might be worth more to a University of

Tennessee graduate than it would be to a graduate of another school. The consumer value

perspec
different

equity.

|
tive takes into account the idea that different consumers may value products B

ly, and thus can provide important insights for companies interested in building‘I brand
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|

The consumer value perspective differs markedly from the perspective of economic

value that has been presented in the literature. The economic perspective implies that |the
|

financial ivalue, or “worth,” of a brand can be objectively assigned (Ratchford 1975; Sheth,
Newma | and Gross 1991). The dominance of the economic perspective in discussions of
value is believed to have limited theory development related to the value of brands to
consumers (Keller 1993; Riezebos 1994). For example, Keller (1993) suggests that

understanding the components of brand value from the consumer perspective can assist
managers in making strategic decisions, such as product positioning or market segmentation,

that will help" to build brand equity. In addition, Riezebos (1994) notes that understanding

“brand-added value" (increase in the likelihood of consumer purchase based on the

attachment of the brand name) requires an understanding of how a brand is perceived by

|
consumers. These examples suggest that the value a consumer associates with a brand is
‘ |
: |
|

Although‘this dissertation examines differences in value between consumers, it is ..

subjective.

important to:note that consumer value may vary both within and between consumers. I;\s an
|

example, Gardial, Clemons, Woodruff, Schumann and Burns (1994) demonstrate that the
value of a product is construed differently at the time of purchase than it is after product use.
This study found that product attributes, such as “color" or "price", play a larger role durling
tﬁe purchase situation, while consequences, such as "comfortable” or “easy to use," arc:e
considered r:nore often after product use. Changes in use situations, such as moverﬁenjt from
t

purchase to consumption situations, are expected to affect the value of a brand to a
consumer. .

Sometimes, a consumer's assessment of value may change because a specific

experience (called an occasion trigger) causes the consumer to reevaluate the product|in the
context of the recent experience (Woodruff and Gardial 1996; Woodruff, Schumann, |

Clemons Bt;xrns and Gardial 1990). The recent experience may suggest changes in use
situations that will enhance the value the consumer associates with the product.

Alternatively, a negative experience (such as a product failure) can cause a continual |
' 41 !
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I

i
devaluing of the product that may result in brand or supplier switching (Woodruff and C-l‘.ardial
1996; W ooaruﬂ, Schumann, Clemons, Burns and Gardial 1990).
Occasion triggers also have the potential to affect co;msumer value. The nature of

these triggers at the brand level, however, is particularly intriguing. For example, viewing an

ad, reading about an organizational change, or using a brand extension may all influence

consumer value as it relates to a brand. Understanding the nature and type of occasion

triggers that operate at the brand level is important, particularly when comparing the potential

of brand strategies to contribute to consumer value. For example, this understanding may
N [
help explain why, in some cases, the trial of a private label brand reduces the loyalty a!
{
|
consumer feels for nationally branded products in the same product category (Private Label

Manufacturers Association 1992).

|

|

‘ |

Value Is Situation Specific !
The consumer value literature also suggests that situation is fundamental to va!lue

creation; In fact, consumer value is considered to result from the coming together of ai

|
person and; product in the context of a particular use situation (Gutman 1982; Holbrook and

Corfman 1985; Woodruff and Gardial 1996; Ziethami 1988). In the case of consumer \i/alue

that is associated with branding, this means that what is valued about a brand may cha|{nge
when the use situation changes. In addition, it suggests that value cannot be accurateiy
|

assessed without considering the person, brand, and use situation. i

|
t

Although the importance of situation in determining individual behavior is well

established'in both social psychology and consumer behavior (Belk 1975; Sandel 1968;

Sherif a?d Sherif 1956), the consumer value literature focuses primarily on a single typ!e of

situationl, the use situation. Use situation refers specifically to the situational characteri:stics
that apply a:t the "pdint in time or space (Belk 1975, p. 157)" when the consumer is actL{JaIly
using thg brand. ;

Use situation is expected to play an important role in the creation of consumer ivalue

at the brand level. For example, a consumer may desire the style of a Brooks Brothers| polo
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shirt when going out to dinner (provides the benefit of "helps me look attractive"), but rrilay
prefer the comfort of an old polo shirt from Wal-Mart when mowing the lawn (provides tfhe
benefit o|f "feels good").
|One reason that consumer value is expected to vary by situation is that consur!ners
may assess the value of brands based on the brand's ability to help them achieve desil:ed

end states, or goals. The ability of brands to help consumers achieve desired end states is
i

considered to be fundamental to assessments of value (Gutman 1982; Walker, Celsi ar:1d
' |

Olson 1986). In fact, means-end theory suggests that consumers may use knowledge'

structures linking brands to desired end states as a basis for processing information relative

to solving problems, or making choices (Abelson 1981; Reynolds and Gutman 1988). T%hus,
in order lo understand consumer value at the brand level, it is essential to understand t!he end
states that a consumer uses a brand to achieve.

Walker and Olson (1991) describe the role of desired end states in affecting
consumer choice of brand as follows:

|

’One of the central functions of marketing is to create, at least ‘
momentarily, a psychological relationship between consumers and a :

product or service. That is, marketing must persuade the consumer to
associate the product or service with satisfying some benefit, goal, or
value that is important to the consumer. By influencing the degree to

which consumers perceive a product or service to be self-relevant,

marketers can affect consumers' level of motivation to learn about, shop

for, and ultimately buy the sponsored brand (p. 111).

Likewise, Gutman (1982) suggests that the means-end concept, which forms an important

basis forjunderstanding customer value (Woodruff and Gardial 1996), "offers marketing:

managers a way to position products by associating means (the physical aspects of products)
|

with advertising that seeks to tie the consumption of products to the achievement of de$ired
ends (valued [desired end] states) (p. 60)."
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Value Is the Result of Trade-offs Made by a Consumer

|

i
i
l
‘Value is thought to result from the trade-offs a consumer makes to use a product
. {
' (Holbroc!>k 1994; Woodruff and Gardial 1996; Woodruff 1997; Zeithaml 1988). In manyi cases,
. |
the trade-offs that consumers are thought to make are tightly defined, such as trade-offs

between price and quality (Zietham! 1988). Woodruff and Gardial (1996) take a broadér view

of the trade-offs that consumers may make, suggesting that a range of benefits (positive
experiences for the consumer) and sacrifices (costs to the consumer) may be relevant|to a

consumer when assessing value. Consideration of a range of benefits and sacrifices is

evident at the brand level. For example, if a retailer is out of stock of Bayer aspirin, so;me

consumers'may drive to another store to purchase the brand because they trust the Béyer
Company, the manufacturer. Here, the choice to drive to a distant store may represen':t a
sacrifice of the consumer's time (a different trade-off than price), while a trust in the i
manufacturer may provide a benefit in addit’ion to the quality of the product purchased.? In

another example, consumers may make the choice between buying a private label brand
|

shirt, which' can be worn with many different outfits, or an Anne Klein shirt, which they ibelieve |
will make tr':nem look more sophisticated. In this case, a trade-off is occurring between ftwo
benefits|("helps expand my wardrobe" and "makes me look more attractive”), neither o:f which
is adequ ate:ly captured by the single construct of "quality." i
|
|

The trade-offs consumers make that contribute to value are often conceptualizled as

t

occurring at the consequence level (Woodruff and Gardial 1996; Zeithaml 1988). For :

|
example, the choice between a private label brand or Anne Klein shirt is only meaningf|u| to

the extent that the brand makes a difference in the shirt's utility or its ability to enhancef an
|

individual's self esteem. Although the focus of the recent consumer value literature ha;s been
on the trade-offs of consequences, it is important to note that consumers may consideri other

types of brand associations, such as attributes and attribute performances, when evaluating a

brand.
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Understanding how consumers make trade-offs at the brand level can assist

compan}es in developing brand strategies that deliver consequences not generally

associat;ed with the product category. For example, as discussed in Chapter 1, Coca-(::ola
may be }aerceived by consumers as providing consequences such as "makes me feel I:ike a

|
kid again” or "reminds me of being an American." Based on the furor that arose when the

I
original Coke was replaced by New Coke, these consequences would seem to be a critical

|
part of the value consumers associate with the Coca-Cola brand. However, these |

. |
consequences are not necessarily associated with the soft drink product category. In other

words, if Coke were not available, a consumer might not evaluate other soft drinks (such as

private label soft drinks) based on their ability to "make me feel like a kid again.” This !

example supports the idea that understanding the trade-offs that consumers make at tr;|e

brand level may provide actionable information about the value of a brand to consumelj's.
| |
Value May Involve Consequence Trade-offs that are Functionél, Psycho-social, or Both
Although consumer value is generally considered to result from trade-offs, the ;rlature
of these trade-offs may vary (Burns 1993; Holbrook 1994; Woodruff and Gardial 1996).i

Burns (1 993) identifies two types of consequences that may be relevant in consumer '
assessments of value, functional consequences and symbolic (or possession)
consequences. Functional consequences are those aspects of "consumer perceptionsi of
what they want to have happen (Woodruff and Gardial 1996, p. 54)" that relate to the uiility of
the product (such as "easy for me to use" or "keeps my family safe"). Symbolic, or
possession, consequences are benefits and sacrifices associated with a product that aire

I I

|
based on aspects of the product other than functional utility, such as self-expression (Walker

and Olsc%n 1991) or meaning (Levy 1959; McCracken 1986, 1988). Some examples of!
' |

symbolic consequences which may be relevant for a consumer are "makes me look like a

|
movie stgr" (self-expression) or "reminds me of an old friend" (meaning). The distinction

between| the functional and symbolic nature of consequences has also been characterized as

a continuum ranging from intrinsic (symbolic) value to extrinsic (functional) value (Holbrook
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and Corfman 1985; Holbrook 1994). These distinctions in the nature of value form the Fasis

for a discussion of the various types of trade-offs that consumers may make in assessi;ng the
value ofla brand.

Value in use. First, consumers may make trade-offs among a set of purely functional

consequences. In this case, a brand would be evaluated solely on its ability to provide!
consequences that relate to its performance on key product attributes (Sheth, Newman, and
Gross 1 991) For example, a consumer may evaluate Zest soap solely on its ability toi
provide .onsequences such as "leaves my skin clean," "available when | need it," and "Iasts

for a long time." Burns (1993) characterizes trade-offs among functional consequence§ as
|
“value in use (p. 66)." Private label brands that are perceived by consumers to have si;milar

product attributes (and attribute performances) as national brands in the same product;

category are considered to be similar in value-in-use.

As described in Chapter 1, many national brands are supported by marketing ! '
|

strategies that seek to differentiate the brand by creating a unique brand image. The sgction

below describes the trade-offs made by a consumer when assessing the value of a bra;nd
based solely on image-related attributes (such as manufacturer reputation, advertlsmg,: [or
symbolic meanlng) In most cases, however consumers make trade-offs that include i |mage-
related and functional attributes (such as product, packaging features, warranty, price, ietc.).
Possession value. For a few products, consumers make trade-offs of conseqtilences

. - . |
that are purely symbolic, or psycho-social, in nature. Psycho-social consequences are.

conceptualized as higher order consequences that link product knowledge to self-knoWIedge

(Walker and Olson 1991). For example, an individual may value a Christian Dior dress| based
on its pe'rformance in providing psycho-social consequences, such as "having the kind LJf
dress a r'fnovie star would wear" or "making me feel pretty." Sheth, Newman and Grossf
(1991) suggest two types of value that may emerge from the symbolic aspects of a pro<:1uct:
social and emotional. Social value stems from trade-offs in which the basis for evaluatiL;n is

how the brand represents the user to other people or contribute to self-expression. In the

example above, "having the kind of dress a movie star would wear" may contribute to the
46




social value a consumer attributes to the Christian Dior brand. Emotional value emerges

from trade-offs in which the enhancement of emotional well-being is the primary
consideration. Continuing with the example above, "making me feel pretty" is a consequence
that contributes to emotional value. The psycho-social consequences that contribute to
emotional and social value are termed emotional and self-expressive consequences,
respectively (Gutman 1982). Burns (1993) characterizes trade-offs among consequences
that involve the symbolic nature of a product as "possession value (p. 72)."

Overall value. In many cases, trade-offs of consequences may involve all aspects of
a brand, including functional, symbolic, and other aspects. For example, a consumer might
evaluate an Saturn based on functional consequences, such as "safe for me to drive" and
"helps me get where | need to go," as well as psycho-social consequences, such as "makes
me look cool to my friends" and "fun to drive." To capture this kind of evaluative situation,
Burns (1993) characterizes the summary judgment of value that a consumer makes as
"overall value (p. 73)." Interestingly, the rise in popularity of private label brands suggests
that an emphasis on trade-offs of functional consequences (value-in-use) may be occurring
for many products.

Summary. To summarize, consumers may make trade-offs at the brand level that
involve evaluations of consequences that are functional in nature, psycho-social in nature, or
both. Table 2-1 summarizes the three different types of consequence trade-offs that
consumers make when evaluating a brand.

Table 2-1. Summary of consequence trade-offs.

, Typeof Consequences |  Nature of Consumer Value
1 Functiohal conséduehces ohly VaIue-in-dse | — |
2 | Psycho-social consequences only Possession value
3 | Functional and psycho-social Overall value

consequences

47



Consumers Organize Thoughts about Value According to Levels of Abstraction i

The literature on consumer value suggests that consumer thoughts related to %Jse of

a particulllar product or brand can be organized in a hierarchical form, called a value hierarchy

(Gutman and Reynolds 1986; Woodruff and Gardial 1996). The value hierarchy frameiwork

serves as the foundation for this dissertation's examination of consumer value that mafy be
created by branding. In particular, the value hierarchy illustrates how certain characteg’istics
of a brand (brand associations) can create value (in the form of consequences) by hel;:)ing

consumers reach individual end states (related to their own personal goals). .

The value hierarchy framework is based on means-end categorization theory :

(Gutman 1982), which suggests that (1) end states desired by the consumer play a doiminant

role in guidi'ng choice patterns, and (2) that people cope with diversity of products and l
i

choices by grouping them into sets in order to reduce complexity. Means end chains are
considered to be a theoretically robust conceptualization of thé varying levels of abstraliction
that compriée a consumer's product, or brand, knowledge (Gutman 1982; Olson and :
Reynolds 1983; Reynolds and Gutman 1988; Reynolds and Whitlark 1995; Walker and Oison

1991). In agdition, means-end theory has been supported as a usable framework for i
developilng marketing communication strategie§ that are based on an understanding ofi
consumer value (Gengler and Reynolds 1995; Reynolds and Gutman 1984, 1988; Reyjnolds
and Craddock 1988; Reynolds, Cockle and Rochon 1990). !

i

A complete means-end chain includes constructs that represent six levels of

consumer knowledge, ranging from concrete knowledge of brand attributes to much more

abstract knowledge of self. Figure 2-1 illustrates the six levels of knowledge that togett;1er

compris? the means-end chain.

! ;
The value hierarchy represents a condensed version of the means-end chain shown

| \
above. Although the importance of all six levels of consumer knowledge is recognized|

|
(Reynolds and Gutman 1984, 1988; Reynolds and Whitlark 1995), the constructs

representing the varying levels of knowledge are typically consolidated into three more;
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Concrete > Abstract 3| Functional 1
Attributes Attributes Consequences _I i

Psycho-social > Instrumental | > Terminal
Consequences Values Values

Figure 2-1. Means-end chain model.
Source: Adapted from Walker and Olson (1991).

|
general|categories: attributes, consequences, and desired end states. Thus, the value

hierarchy pictorially represents the consequences (benefits and sacrifices) and end sta‘ltes

! |
(goals) that attributes provide for the consumer (Reynolds and Gutman 1988). In addition,

because veilue is thought to be created within a use situation, value hierarchies explicitlly

recognize the importance of placing consumers in the context of use situations in whicjh they
routinely use a product, or brand (Gutmah 1982; Reynolds and Gutman 1988). The géneral
framework !representing a value hierarchy is illustrated in Figure 2-2.
As :depicted in Figure 2-2, the value hierarchy is made up of three constructs, Yvhich
vary in Ievél of abstraction. The relationships between these constructs illustrate the li‘nkages
that consur?ners find in felating a brand and the consequences associated with using the
brand to théir own personal values, or goals (Gutman 1982; Woodruff and Gardial 1 999).
Each of the three constructs that make up the value hierarchy is discussed in more deiiail

below.

Attributes. Product attributes represent the most concrete form of knowledge that a

consumer holds relative to a brand (Bartels 1988; Burns 1993). They are perceived !

characterisfics of the product itself and are typically more objectively identifiable than other
constructs in the value hierarchy. Product attributes have also traditionally been the
foundation for understanding brand knowledge (Burns 1993; Ratchford 1975).
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Consequences

Figure 2-2. Value hierarchy. j
Source: Adapted from Woodruff and Gardial (1996).

As shown in Figure 2-1, means-end theory recognizes the existence of two tyqes of

|
attributes, concrete attributes and abstract attributes. Concrete attributes tend to repre:sent

the physical aspects of a product. In addition, concrete attributes are measurable on s!ome
sort of physical scale (Myers and Shocker 1981). For example, the color, temperature,j or
sweetness 9f a cup of coffee would all be concrete attributes of the product. Abstract i
attributes, also known as pseudo-physical characteristics, are “objective in nature but nfot as
measurable on a physical scale (Myers and Shocker 1981, p. 213)." Aithough not |
measurable, abstract attributes (such as the smell of a cup of coffee or the memory of tihe
brand jingle from a television advertisement) are often part of the basis for a consumer?s
evaluation of a brand. ‘

n addition, product attributes may be classified as either continuous and categiorical.
Continuouslattributes are those on which brand delivered value varies along a continuous

dimension. For example, the degree of “comfort” or “confidence” provided by a particul:ar

|
brand of|athletic shoe may vary from high to low. Categorical attributes are those on which a
50 :




brand’s

i

delivered value is either in one category or another category, such as “an official

I
sponso‘r of the Olympic games” or “not an official sponsor of the Olympic games.” This same
!

| : 1
distinction applies to both attributes and consequences. Brand strategies can be designed to

either position a brand as a particular point within a continuous attribute dimension (i.é.,

Charmin is squeezably soft) or promote a brand as providing a desired categorical attl?ibute

(i.e., Nike is the only brand of athletic shoe recommended by Michael Jordan).

Understanding the trade-offs consumers make among attributes is an area of !

research that has received considerable attention in the marketing literature (e.g., Bass and

Talarzyk 1972; Cohen 1979; McAlister 1982) and forms the basis for the multi-attributtia

models
has not
brand’s

the rest

that have been presented (e.g., Fishbein and Ajzen 1975). This research, hov?/ever,

yet incorporated a framework for classifying the types of attributes that comprifse a

identity as more or less likely to create consumer value. Burns (1993) characterizes

It of trade-offs at the attribute level as "product value (p. 58)." ;

) [
Means-end theory and the value hierarchy concept make important contributions to

marketing thought by illustrating that trade-offs at the attribute level are important only:to the

extent that the attributes deliver consequences to consumers during use, which in turn

facilitate (or impede) a consumer's ability to reach a desired end state. Means-end theory
i

and the

consum

ers make in assessing value at the brand level.

value hierarchy both underscore the need for understanding the trade-offs that

|
When developing a framework that can be used to categorize types of product

attributes which have the potential to deliver value at the brand level, several considerations

emerge

attribute

First, an important purpose for identifying valued product attributes and assefssing
;

performances is that this information provides a basis for understanding the

consequences that consumers think are important. A framework that identifies various types

of attribLtes should incorporate the idea that valued attributes are important in large part

because of their linkages to valued consequences and desired end states.




|
i
|
|
i

i
Second, developing a categorization of product attributes that have the potent|ial to

deliver \[Ialue suggests the need to identify attribute level brand associations that are fcl:rmed

during the use situation as well as brand associations that are created prior to |
the use Litt.;ation and are stored in memory (such as messages from marketing |
communications). Based on consumer research lv'elated to memory-based judgments (Lynch
and Srull 1'.%)82) and effects of prior knowledge on evaluation and choice (Bettman and Park

1980), at least some of the brand associations and consequences stored in memory may be
i

activated dﬁring the use situation. If so, these consequences may have an important eleffect
on the value judgments consumers make relative to the brand. Thus, brand associatiojns

stored in memory (and which are recalled or reinforced during the use situation) may hlave
|

|
significant. pfotential to contribute to the value consumers. associate with a brand (Wood:ruff
and Gardial 1996).

n s%um, the inclusion of the concept of product attribute:in the value hierarchy |
framework demonstrates the importance of connecting concrete knowledge about a prladuct

!
with more abstract knowledge that a consumer may hold relative to self. The challenge in

developing a categorization that highlights the potential of several different types of product

attributes'to: contribute to consumer value is ensuring that the types of brand associations
‘r

included specifically reflect the range of brand associations that a consumer may hold,}

including those on which multiple brands are perceived to perform equally as well as th:ose

that are perceived as points of brand differentiation. !

1
1

Consequences. Because they form the link between concrete product-related |

knowledge and more abstract self-knowiedge, consequences are often the focus of efforts to
: |

|
identify and measure sources of consumer value (Woodruff and Gardial 1996; Woodrm{‘f

1997). In fdct, value is often defined in terms of consequences, which highlight the {
|

relationship.'and meaning a product or service holds for the consumer. Woodruff and Gardial

(1996), for éxample, define value as "the consumers' perception of what they want to hgve

|
[

happen (i.e., the consequences) in a specific use situation, with the help of a product or

service cffelf'ing, in order to accomplish a desired purpose or goal (p. 54)."
‘ 52
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As discussed earlier, consequences can take several forms, functional (related to the

utility a product provides) or psycho-social (related to the intrinsic benefits a product may

create f;or a consumer). In addition, psycho-social consequences can be classified into two
types, émotional and self-expressive (Gutman 1982; Reynolds and Whitlark 1995; Valfette-

Florence and Rapacchi 1995). Based on this classification, the emergence of function:al
|
consequences suggests that consumers are making trade-offs related to value-in-use, while

I
the emergence of psycho-social consequences suggests that consumers are making !
|

assessments of possession value. |

Interestingly, the levels of abstraction concept (e.g., Reynolds and Gutman 19184;
|

Reynolds and Craddock 1988; Walker and Olson 1991) defines functional consequenc?és as

. |
lower-order consequences, which have the potential to create psycho-social consequences,

or higher-order consequences, for a consumer. For example, drinking a milk shake may

, |
create ﬂantional consequences for a consumer such as “satisfies me,” "refreshes me,' or

!
“makes ’my hunger go away." These consequences have the potential to create psych'o-

social consequences (emotional or self-expressive consequences). In this example, thje

i
functional donsequences of "satisfies me" or "makes my hunger go away" may in turn ci:reate
an emotionlal consequence for the consumer, such as "makes me feel good." The Iiter?ature
on the nature of consumer value reviewed earlier, however, suggests that value-in-use:
(involving trade-offs of functional consequences) and possession value (involving trade:-offs
of péycho-social consequences) may occur independently. For example, a consumer !may
evaluate a work of art only on the emotional consequences it creates, such as "makes ;me
feel good" or "provides a pleasing aura in my room." i

The suggestion that functional consequences are necessary for the creation f

psycho-social consequences is contradictory to the notion that consumers may consider
|
either (or both) functional or psycho-social consequences when evaluating a brand (Bu'rns

1993; Holbrook 1994). When examining the value consumers associate with brands, one
must consider that consequences may be created via a variety of brand associations. !
|

|
Interestingly, many brand associations created through exposure to image-related marl|<eting
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activities are intended to create psycho-social consequences. For example, as descrit:

Chapter

brand and Michael Jordan. The intention is that an association with Michael Jordan pr

direct benef

1

i

ed in
1, Nike invests heavily in creating a link in the consumer's mind between the Nike
ovides

its for the consumer, which may be emotional ("makes me feel like | am wearing

the shoes Michael Jordan would wear") or self-expressive ("makes me look like a basketball

star”). T

his lack of agreement in the literature about the structure of linkages between

attributes and consequences that consumers find valuable suggests that further exami

and clanfica'ition of the relationship between functional and psycho-social consequences is

needed.

consequ

brand, the ir:nportance of consequences (both lower order.and higher order) appears

essentia

theory représents the "ends;" or desired end states, that consumers may use brands to

Althfough the categorization of psycho-social consequences as highér—order

Desired end states. The most abstract level of knowledge captured by means-

ences may limit our understanding of the ways in which consumers evaluate a

to the understanding of consumer value.

nation

end

help

them achieve. As shown'in Figure 2-1, means-end theory discriminates between two levels

of desire

conceptualization of end states is based on the work of Rokeach (1968, 1973, 1979).
Terminal values represent preferred end states related to human existence, such as

happiness, freedom, or a world of beauty. In contrast, instrumental values represent m

of behav

instrume

provided

1977, 19

achieve are aspects of the consumer's activated self-schema. Thus, value is created to

A

d end states, those representing instrumental and terminal values. This

or fhat assist individuals in reaching their desired end states. Some examples

ntal values are honest, courageous, imaginative, polite, etc.

B3)'suggests that the desired end states that a consumer may use a brand to

odes

of

\dditional insight regarding how consumers relate products to desired end states is

by the literature on self-schema. Self-schema theory (e.g., Epstein 1973; Marcus

the

extent that the consumer’s brand knowledge can be linked to the consumer's self-knowledge

(Walker and'Olson 1981). A primary focus of laddering, a commonly used means of lea

54
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about value, is connecting products to self (Gutman 1991). Thus, the literature suggests that

value at the brand level may be linked to the brand's ability to help a consumer achiev:e

desirediend states (Gutman 1982; Walker, Celsi and Olson 1986). !

Desired end states may apply to both the individual and the organization. Burlns

(1993) identifies three types of values, or desired end states, that may be relevant for :

. |
understanding consumer value. These are personal values (which are salient to the i
|

individual),;organizational values (which are salient to a group or organization) and roltla
values .wh';ch are salient to an individual only to the extent that they occupy a certain ;::osition
relative to another person, or play a certain role). ‘ |

Understanding desired end states is important for the measurement of consuni1er
value at the brand level because they provide insight into the standards consum‘ers use in
judging performance and the motivations that guide consumer behavior and judgments

(Rokeach 1973, 1 979). For example, a consumer may value the benefit of "makes me feel

like a ki(’d again" that is associated with Coke because it provides a "sense of security.") This
insight may assist marketers of Coke in developing other strategies that enhance the “sense
of security".a Coke can provide. It is generally assumed that consumers value brands to the

extent that the brand helps the consumer achieve desired end states (Gutman 1991;

Woodruff and Gardial 1996). !

Linkages. In addition to understanding the individual components of the mean;s-end
|
chain, or value hierarchy, the linkages between constructs also provide information that is
fundamental to understanding consumer value (Gengler and Reynolds 1995; Reynolds and
|

Gutman|1988). In fact, the paths by which consumers relate attributes, conseguences! and

desired end states may provide important information about the structure of the consumer's

brand evaluations. This information can be used in the development of brand marketing

strategies (Reynolds and Whitlark 1995).

|
|
|
i

For example, consider the benefits of identifying linkages between attributes and
consequences. This type of linkage may relate a specific characteristic of the brand to|a

particular consequence (benefit or sacrifice) that the brand provides for a consumer. This
55 |




informatiori may not always be intuitive. In a hypothetical example, suppose that a consumer
|

value study discovered that many consumers associate the loudness of a Chevrolet |

Suburblan's horn (attribute) with the ability to avoid accidents (consequence) provided :by the

| !
automobile. Knowing that this linkage exists would provide a car manufacturer with very

actionable information that could be used in designing future products. In addition, idgntifying

|

attribute - consequence linkages can provide information that allows companies to identify

groupings of attributes that work together to create a common consequence. For exarinple, a
soap anufacturer that recognizes how the attributes of "clean smell," "white color," ar:md
"easy to rinse off my skin" work together to create the consequence of "makes my skiriI clean"
might have;some important insights that would help in the design of brand extensions %hat
may be valued by consumers. |
Identifying specific linkages between consequences and end states is critical to
understandiing the effect of brand strategies on consumer value. These linkages highIi:ght
sources|of meaning that the product may hold for a consumer (Gutman 1991; Olson a?nd
Reynolds 1983). In addition, although there is much to be learned about how to determine
the strength of these linkages, knowledge of the attribute, consequence, desired end s:tate
relationships consumers use in evaluating a product has been shown to be useful in stlrategy
development (Gengler and Reynolds 1995; Reynolds and Whitlark 1995; Valette-FIoreénce
and Rapacchi 1991). For instance, knowing that the consequence of "easy to maintair%“

|
(provided by' using a Toro lawn mower) is linked to the desired end state of "a peaceful life"

provides some important insights that can be used as a basis for introducing brand

extensions and developing more effective communication strategies. The challenge fo:r

marketers is to differentiate their brands based on linkages that cannot be easily replicéted by

|

competing brands.
i
The branding literature reinforces the idea that the levels of abstraction concept may

be relevant for understanding knowledge structures at the brand level. For example,
Reynolds and Gutman (1987) and Reynolds and Whitlark (1995) suggest that the laddering
|

technique may elicit insights that may be helpful in developing marketing communicatio!n
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strategies for individual brands. In addition, brand researchers have suggested that atitribute-
consequence linkages are an important component of consumer value at the brand Ie\f/el

(Oison and Reynolds 1983; Zaltman and Coulter 1985).

Value May’ Be Either Desired or Received |

[
In describing the concept of consumer value, Woodruff (1997) distinguishes between
I
desired value and received value. Desired value represents preferences for certain vail.ue
' |

dimensions (i.e., attributes, consequences, or desired end states) based on positive |

outcomes that the consumer associates with the value dimension. For example, a corisumer
1

may desire a real estate agent “who makes the process of buying a house easy” when!

l
purchasing a home. This desire is independent of the actual performance of any real t:astate

agent who has helped the consumer. Received value, on the other hand, represents |

. . . |
consumer evaluations of brand performances on key value dimensions. In the example

i
above, an evaluation of a particular realtor on a continuum of “excellent” to “terrible” on

“making the process of buying a house easy” is an example of received value. Desired value

can provide a marketer with an outline of consumer expectations, while received valuei
provides indicators of actual brand performance. The insights about the nature and structure
of consumer value that are discussed in this section are applicable to both desired and
received value; however, the ability to differentiéte between and measure both types o%

|
consumer evaluations is critical (Woodruff 1997). ;

1

The six insights discussed above represent an important foundation for

understa‘mding consumer value at the brand level. In addition, these insights represent
' |

!
commonalities in marketing thought that exist within a diverse body of literature. Table: 2-2

summarizes the relationship between the types of value presented in the marketing literature

~ !
Relationship Between insights and Types of Value Presented in the Literature i

and the insights related to value at the brand level that were discussed in this section.
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Table 2-2. Summary of the relationship between type of value
and insights from the consumer value literature.

Type of Value

. Economic | Product | Value-in-Use Possession Overall Value
. Value ~ Value | (Burns 1993; Value = | (Burns 1993;
(Ratchford | (Burns | Holbrook | (Burns1993; |  Holbrook
1975) | 1993; | 1994;Sheth, | Holbrook | 1994; Sheth,
. - Ziethaml | Newman,and | 1994; Sheth, | Newman,and
- 1988) | Gross1991) | Newman,and | Gross 1991;
=] - Gross 1991) |  Woodruff

Fio < 1997)

Insight Related
to Consumer |
. Valueatthe

~ Brand Level

1| Valueis a
subjective X X X X
assessment
made by the
consumer.

2| Value is situation
specific. X X X
3| Value is the result
of trade-offs. X X X X X

4| Value can involve X
trade-offs of
consequences
that are
functional,
psycho-social, or
both.

5| Consumers X X X
organize thoughts
about value
according to
varying levels of
abstraction.

6| Value may be X X X X
either desired or
received.

Strategic Process for Determining Consumer Value

In order to extend thought related to consumer value, it is important to understand
how the literature related to the nature and structure of consumer value fits in to a larger
strategic process of value determination and measurement. Woodruff and Gardial (1996)
propose a five step Customer Value Determination (CVD) Process that can be used for
measuring consumer value. This methodology is illustrated in Figure 2-3.

The CVD process makes three important contributions to the consumer value
literature. First, it relates the concepts of desired value (reflected by identification and

prioritization of value dimensions) and received value (reflected by customer value and

satisfaction measurements). Second, it suggests a framework whereby both quantitative and
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Se‘glect target |

consumers

‘ |—, Identify consumer »

value dimensions

v

Determine strategically
important value dimensions

Predict change| in

|

v ' consumer value
. ) |
Determine consumer . ;
1

satisfaction with value delivery

v ] l

Explore causes of value
delivery problems

Develop/
implement action
plans

Figure 2-3. Customer value determination process.
Source: Woodruff and Gardial (1996).

|
|
qualitative techniques are used to provide an ongoing assessment of how consumers !

evaluate products over time. Third, the CVD process recognizes the potential for both

{
continuous and categorical brand associations to contribute to consumer value. As théa

previous discussion suggests, when examining value at the brand level, it is important!to

understand brand associations that are associated with multiple brands in a product cétegow

|
(continuous associations) as well as brand associations that are unique to a particular/brand

in a product category (categorical associations). For example, a consumer may belie\}le that

Coca-Cola'performs better than other soft drink brands on the consequence *makes rrfle feel
|

like a kid again (a continuous association).” Alternatively, a Coca-Cola employee mayi
purchase Coke because “it is made by the company | work for (a categorical associati%;n).” In

general; both continuous brand associations (associations where the performance of different
|
brands or product categories is evaluated on a continuum) and categorical brand |
' 59 i
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associations (associations that are either present or absent in terms of consumer thoughts
about the brand or product category) may occur at the product category and brand levels.
The discussion presented in this chapter suggests that marketing thought may not
adequately reflect the potential of brand strategies to contribute to consumer value. For this
reason, it is critical to further define and clarify the constructs that can be used to examine
consumer value at the brand level. Gaps in marketing knowledge related to the value that is
created by brand strategies may impair a marketer's ability to implement the CVD process
effectively at the brand level. Because it focuses on understanding the specific value
dimensions that comprise consumer thought about a preferred brand, the research described

in this dissertation employs only the first step of the CVD process.

Summary of the Consumer Value Literature

This section has highlighted a number of insights found in the consumer value
literature that are relevant to understanding consumer value as it relates to an individual
brand. In addition, it has described a strategic process for understanding and measuring the
value of brands to consumers. The insights discussed in this chapter, which are summarized
in Table 2-3, provide useful guidance in developing a study that implements the first step of
the Customer Value Determination Process with specific attention to issues that may affect

consumer value at the brand level.

Table 2-3. Summary of insights from the consumer value literature.

r_isl_ght Reliat‘e)d"io consumgf:».yglqe. kat?;thg'_a_ra)nd.l.evel_;z Lo

1 | Value is a subjective assessment made by the consumer.

2 | Value is situation specific.

3 | Value is the result of trade-offs.

4 | Value can involve trade-offs of consequences that are functional, psycho-social,
or both.

5 | Consumers organize thoughts about value according to varying levels of
abstraction.

6 | Value may be either desired or received.
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In total, the consumer value literature presents an important conceptual foundation

for examining the effect of brand strategies on consumer value. A significant contribution

made by this literature is establishing the importance of the consumer, product, and use

situation to,the creation of value. In addition, this literature conceptualizes value as

construct that:

* Is multi-dimensional

. ' Varies in terms of level of abstraction a‘nd:

- Involves trade-offs made by consumers.

| |
Means-end theory provides additional contributions to the development of a study

that examines the effect of specific brand strategies on consumer value. Perhaps its most

notable cor1:tribution is providing a framework for defining the relationship between the

attributes a':nd consequences that are important to consumers in helping (or hindering) ‘them

in achieviné desired end states, or goals. The adaption of the means-end framework to
“capture the essence of consumer value (Woodruff 1997, p. 142)" provides an importalzwt
conceptual foundation for understanding and measuring consumer value at the brand Ilevel.
Thése contributions of the literature reveal that marketing thought has already |begun
to address h’iany questions that are specific to understanding consumer value as it relates to
branding. Examples of these questions are:
° :What are some of the things that consumers value about their use of particular

‘brands? !

» What is the role of situation in consumer valuation of a brand?

» How is consumer value at the brand level related to desired consequences and
P

!

[

end states?

e 'How might consumer value at the brand level change over time?




| ~orbrand pr@cing.

t

Although this literature review reveals many conceptuél contributions, it also

highlights several issues (that can affect the value consumers attribute to a brand) on \llvhich

|
further research is needed. In particular, the lack of a framework for specifying the different

types of attribute level brand associations that have the potential create value may limit our

understrnding of the potential of brand strategies to create (or reinforce) attributes anc

consequences that are valued. Although current definitions include the potential for all types

of attribLte level brand associations to contribute to value, these definitions do not provide a

framework for guiding the collection of information about the various types of attributes. The

lack of a framework may be particularly important for marketers whose brands compete in

environments where both product features and other brand marketing activities (such as

image advértising, promotions, etc.) are expected to contribute to consumer value. For

!

!
example, in the brand situation where private label and national brands compete head }‘to

head, marketers who do not know the effect of image-related marketing strategies (which are

typically|used more heavily for national than private label brands) on overali value are limited

in their ability to make decisions about future marketing efforts, such as changes in promotion

|

Second, aithough the consumer value literature recognizes the potential of brand

associations that are created prior to as well as during use to create value in a particular use

situation, few efforts have been made to document similarities and differences in how t'arand

associations formed at different times can affect consumer value. As a resuit, the extent to

which brand associations created prior to the use situation (also known as formative
experiences) contribute to consumer value is not clear. This knowledge is particularly

. |
important to brand marketers since many promotional efforts focus on creating brand |

associat

understanding of the added value that national brands (which are supported by extensive

marketing communication efforts) have the potential to provide for consumers.

regardin

ion$ that are formed prior to use. Again, future research in this area may aid our

Third, there are conflicting viewpoints presented in the consumer value literature

g tﬁe nature of the linkage between emotional and self-expressive consequences
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and attribute level brand associations. Means-end theory suggests that emotional and

self-

expressive consequences are linked to attributes indirectly through functional consequences

(e.g., Gutnjan 1982; Reynolds and Gutman 1984), while other authors suggest that these

constructs may be directly linked (e.g., Burns 1993; 1994). Future research in this area is of

: , . . [
particular importance for understanding consumer value at the brand level since many brand

marketing activities focus on building brand associations that can be directly linked to

emotional and self-expressive consequences.

questions that marketing thought related to consumer value cannot yet answer. Thes?

include: ’

1 created by branding?

|

influence consumer thoughts about value? |

In t:otal, the insights about consumer value that were introduced in this section

Thus, the literature review in this section has raised several interesting research

* How can the conceptual frameworks and processes currently used to und!erstand

- consumer value be modified to better understand consumer value that may be

e . How do consumers incorporate thoughts about an individual brand (including
brand name, image, and personality) into their assessments of overall value?

|
» How might specific brand strategies (e.g., national and private label branding)

suggest a solid foundation for examining the effect of specific brand strategies on consumer

value. The unanswered research questions presented above, however, suggest |

!
I

opportunities for further research as well as the need for a conceptual framework that (}:Iarifies

and defines specific ways in which brand strategies may contribute to consumer value,

means to this end, the next section reviews the literature related to branding. Next, a

As a

conceptual framework is introduced that can be used for examining the value to consumers

that may be created by branding.
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|
enhance our understanding of the potential of brand strategies to affect consumer value.

This lite

potentia

Contributions of Branding Literature

Like the consumer value literature, the branding literature has much to offer thalat may L

rature is very relevant in that it demonstrates that brand strategies have significant

to influence consumer preferences and purchase intentions (Cobb-Walgren, Ruble,

!

and Donthu 1995) as well as evaluation of brand extensions (Broniarczyk and Alba 19#4).
1

This sec

understanding of ways that brand strategies can affect consumer value. These are:

Brand Associations Held in Memory May Contribute to Value

tion reviews three potential contributions of the branding literature to an
1

* Reinforcing the idea that brand associations created prior to use and heid in

: consumer memories (i.e., férmative experiences) may contribute to consu!mer
i value
e Introducing a categorization of types of attribute level brand associations tl'!aat
. have the potential to create valued consequences

1

o . Reinforcing the idea that brand associations can create emotional and self:

expressive consequences for consumers independently of functional

.consequences.

The value hierarchy framework described in the previous section is particularly| useful

for understanding consumer value because it links product attributes with the consequénces

and desi

addressed by Reynolds and Gutman (1988) in presenting the value hierarchy framework,

however

red end states that a consumer uses the product to achieve. One issue not e)éplicitly

, is the extent to which brand associations created prior to use may contribute to
]

| !
consumer value. Although at least one consumer value study has successfully demonstrated

that bran

experien

d associations created during early or initial use experiences (such as formati\lle

ces) are linked to valued consequences and desired end states (Pecorella, Plt‘lsker,

and Comstock 1993), there is far more evidence in the branding literature that brand

|
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'

associations held in memory have the potential contribute to consumer assessments of

value. [To provide additional support for the potential of formative experiences to contri

bute to

consumer value, this section reviews consumer research related to memory, including forms

of memory and the process by which brand associations are stdre'd and retrieved. |

|

Forms of memory. Consumer research suggests that knowledge structures h

eld in

consumer memory can play a vital role in brand evaluation and judgments. In fact, Farquhar

and Herr (j 993) suggest that knowledge held in memory can affect the value consume

rs

associate with a brand. Sherry and Schacter (1987) suggest that memory systems cén be

classified into one of two forms: declarative and procedural. Declarative memory systems

support rabid learning which occurs within single trials and situations. For example, a person

who has never seen snow may develop and store a number of memories related to snow in

the context of one winter visit to Montana. Episodic memory systems, on the other hand,

support grédual, incremental learning based on a number of different experiences. An

example of an episodic memory system would be a person whose memories related t?

snow

includefa variety of experiences and associations, such as being present during a number of

different snowfalls, reading about snowfalls in various locations, and hearing stories of other

people's experiences in the snow.

declarative memory systems are active in consumer assessments of value. In situations

where brarid associations are created prior to brand use and activated during the use

situation, episodic memory systems play a much larger role. A number of scholars sug

that episodic memory systems are often used to support learning related to an individual

brand (Alba, Hutchinson, and Lynch 1991; Keller 1993). In fact, the recent interest in

i 1
integrated marketing communications is based on the idea that consumers accumulate

Interestingly, in situations where brand associations are created during brand use,

gest

knowlque;about product, services, and brands gradually and across a number of exp|osures,

I !
including use experiences, marketing communications, word of mouth, etc. (Fortini-CafmpbelI

1992, 1995; Schultz, Tannenbaum, and Lauterborn 1994). In total, memory research

suggests trjat brand associations held in both declarative and episodic memory systems have
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the potential to contribute to brand value. It also suggests that understanding the brand

associations that consumers hold in memory as well as brand associations that are created
during use ihas the potential to assist marketers in de\./eloping sfrategies that support }
consumer learning about a particular brand.
' In faddition to classifying memory based on type of learning supported, the branding
literature also suggests that memory can be classified based on an individual's recognition

that the me;mory exists. Thus, the distinction is often made between explicit and implicit

memory (K'rishnan and Chakravarti 1993; Richardson-Klavehn and Bjork 1988; Roediger,
: |
Weldon|and Challis 1989). Explicit memory occurs when the individual consciously |

rememb ers; experiencing the stimulus through which the memory was created. For example,

a consumefr who remembers watching an advertisement that described Bounty as the |

“quicker picker upper” would be said to hold the brand association "quicker picker uppc:ar“ in

his or her éxglicit memory. Alternatively, brand associations that are accessed without the

consumer's conscious knowledge are termed implicit memory. For example, a consumer

. |
who associates Bounty with "absorbancy" but cannot recall why may hold the brand }

' {
|
association "quicker picker upper" in his or her implicit memory. Although consumers are

best able td verbalize information about brand associations that are held in explicit mer'nory,

brand associations held in both explicit and implicit memory have the potential to'contrfbute to
|

consumer \|lalue.

Process by which brand associations are stored in memory. Because the spreading
: . '

activation view (e.g., Collins and Loftus 1975) provides the most detailed account of m;emory.

structurT (as a set of linked nodes) and because it most explicitly describes the nature:

relationship between explicit and implicit memory, this view of memory has received |

of the

considerable attention in the branding literature. In particular, the spreading activation: view

of memory has formed the basis for conceptual development related to consumer—baséd
1

brand equity (e.g., Keller 1993; Aaker 1996), which is considered to be influenced by

consumer vaiue. !
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The spreading activation memory model views semantic (or procedural) memory as a

set of nodes, consisting of stored information, that are connected by links, which may vary in
!

strength (Collins and Loftus 1975; Keller 1993). When memory is either encoded in or]

retrieved from a node in memory, this action may activate memory of information storeld in

linked nodes. For example, when aconsumer sees a bottle of Heinz ketchup, this visi,on may

stimulat

e remembering of other pieces of information related to Heinz ketchup, such as

"thick" or "anticipation.” When an individual is cued to remember information stored .inl one

node, the étrength of associations linked with that node determine the extent of memo:ry

retrieva

|
(Collins and Loftus 1975; Raaijmakers and Shiffrin 1981; Ratcliff and McKoon 1988).

Thus, the §trength of the association between the activated node and the linked nodes of

information guides the "spreading activation" memory process.

consum

|
|
'

The spreading activation view of memory forms the basis for many discussionfs of

er knowledge structures that appear in the branding literature. For instance, Keller

(1993) conceptualizes brand knowledge as “consisting of a brand node in memory and to

which a

understanding consumer value because it suggests that, in some cases, temporarily

activated brand associations can affect evaluative judgments (Krishnan and Chakravarti

variety of associations are linked (p. 3)." This view of memory is relevant to |

As stated earlier, research on branding suggests that knowledge held in memory can

play an jmportant role in brand judgments and, ultimately, brand choice (Alba, Hutchin}son,

and Lynch 1991; Bettman and Park 1980; Haugvedt, Leavitt, and Schneier 1993; Sujaln

1985). This is partly because, in real world settings, all of the information needed to m

|

ake

judgments (or choices) rarely exists as stimuli in a particular situation (Lynch and Sruli|1982).

In cases such as these, the "ease with which information is retrieved from memory has

important implications for subsequent decision outcomes (Haugvedt, Leavitt, and Schneier

1993, p.

recall and recognition.

25b)." This viewpoint forms the basis for branding research in the areas of brand
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Although the consumer value literature goes beyond the idea of recall and

recognitiionito suggest that valued brand associations must be related to consequences that

!

are |mportant to consumers, the idea that strongly held brand associations have a greater

potential to contribute to consumer value is intriguing. In addition, this discussion of thc|=

spreading éctivation memory model suggests that brand associations may contribute ¢
through the creation of information that is stored in a unique set of nodes and linkages

can only be retrieved by an effort on the part of the consumer to access brand-related

information. In brand situations where national and private label brands directly compete,
.‘ i
knowledge about how brand associations formed prior to use as well as during use affect

desired value may offer significant opportunities (particularly for manufacturers of natio

branded products) to increase the value to consumers that their brands provide.

Various Types of Brand Associations May Contribute to Value
|

|
|

In addition to reinforcing the idea that brand associations held in memory have the

0 value

that

nally

potential to:contribute to consumer value, the literature on branding suggests that a vairiety of

brand assoeiations (created by many different sources) may be stored in consumer

memories. ' Some examples of brand associations stored in memory that consumers may find

relevant in assessing value include consequences of prior brand use (Bettman and Pa

1980), bran:d name awareness (Keller 1993), and image perceptions derived from marl

communications (Biel 1993). Interestingly, the types of brand associations explored in
branding Iiterature are similar to those that are presented as product attributes in the

literature on consumer value. The branding literature, however, provides a basis for

rk

keting

the

extending thought related to consumer value by suggesting a categorization of types of

product attr;ibutes that have the potential to deliver value.

i
'

|

Several attempts have been made in the branding literature to identify the variclety of

brand a.?socratlons that consumers hold in memory. This is a complex task, given that5 the

nature and content of these associations may vary by consumer, brand and product category
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|
The two most common conceptualizations, brand image and brand identity, are discu§sed

below. '

{ Brand image. The concept of brand image is one way of characterizing the oyerall
knowledge structure that consumers relate to a particular brand (Haugtvedt, Leavitt ar;1d
Schneier 1993). Specifically, brand image is defined as "the cluster of attributes and :
associations that consumers connect to the brand name (Biel 1993, p. 71)." |
Although it is a commonly used term, there are multiple conceptualizations prtiasented
in the Iiteréture regarding the specific types of brand associations that brand image isi
expected to include. For example, Biel (1993) suggests that brand image has three
contributing sub-images:

» The image of the provider of a brand

¢ ' The image of a typical brand user, and

s . The image of the product itself.

The relative contribution of each of these sub-images can vary by consumer, by brand, and

by product category. An important contribution of this perspective is that the image of the

. ; : - |
manufacturer, or provider, of a brand can create brand associations that are relevant to

.

consumers in making brand evaluations. Second, the introduction of type of user as a sub-

image trat contributes to brand image affirms the idea that a brand's character, or |

|
personality, can create brand associations that can affect brand evaluation. Finally, Biel

acknowledges that image related to a product may inciude both "hard" and "soft" attributes.

Hard attributes are those that represent functional aspects of the brand, while soft attributes
relate less to the functionality of a product. Some examples of soft attributes include '

emotional associations (such as associating Hallmark with “caring enough to send the1very
|
best") and symbolic associations (such as associating Wells Fargo with the "spirit of the

' |

West").
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Keller (1993) suggests an alternative characterization of brand image that
discriminates between type of brand association held in memory. Keller suggests that brand
image may include brand associations related to attributes, benefits, and attitudes. Attribute

associations are considered to include both product attributes and non-product attributes

(which he specifically defines as price, packaging, user imagery, and usage imagery). |
' |

Benefits are conceptualized in a manner similar to that of the consumer value Iiteraturle,
including ft;mctional, experiential (similar to emotional), and symbolic (similar to self- !
expres ivel). The third component of Keller's conceptualization of brand image is attitqde,
which represents a consumer's overall evaluation of a brand (Keller 1993; Wilkie 1 9863[).
Keller (1 993) suggests attiiude is needed to understand brand image because since "i'!t is
difficult Lo specify correctly all of the relevant attributes and benefits, researchers buildi!ng
multi-aﬁﬁbqte models of consumer preference have included a general component of %mitude
toward t’he :brand that is not captured by the attribute and benefit values of the brand ([!). 5)."
Interestingly, the elements in Keller's (1993) conceptualization of brand image;can be
related to the literature on consumer value. The concepts of attributes and benefits are very
close to the; concepts of product attributes and consequences (although consequences
include 'botﬁ positive and negative associations) that make up the value hierarchy. Tht’B
concept of fl':lttitude (which results from an evaluation based on the "goodness" or "badness"
of attributes; and benefits received) is similar to the concept of overall consumer satisfaction
judgments I(in which a consumer evaluates the usefulness of product attributes and }
consequ enées in helping achieve desired end states). Because they represent overall
judgments 6f brand performance, both of these constructs relate most closely to recei\)ed,
rather than desired, value. i
It IS interesting that conceptualizations of brand image are more closely linked ;to
received value than they are to desired value. In fact, brand image has been criticized|as a
tool for dev@aloping brand strateg.ies because it is reactive in nature (Duncan and Caywood

t

1996). Aaker (1996) suggests a conceptualization of brand knowledge that is more pr&active

in nature than brand image. This concept is known as brand identity. Because it is not
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limited to jgdgements of brand performance, brand identity may be related to both desired
and receiwiad value.

5 Brfand identity. In his recent book, Building Strong Brands (1996), Aaker proposes
that markeiers need to devélop proactive strategies that allow for targeted positioning of a
brandin a Econsumer's mind.' He characterizes brand image as "how the brand is now
perceived (p. 71)," but clearly differentiates this cénstruct from brand identity, which he
considers tb be "what the organization wants the brand to stand for in the consumer's mind
(p. 25)." A:':lker (1996) notes several distinctions between brand image aﬁd brand identity.

|

He suggests that brand irhage results from evaluative opinions or feelings that result from

past exposfures to the product and represents the sum of consumer thoughts (including
{
attributes and attribute performancés) about the brand as it currently exists. For example, a

brand imag'e study may reveal that a majority of consumers consider the Audi brand to be

|

“unreliable, although this characteristic may not be desirable for either consumers or the
| :

manufacturer. All consumer thoughts about a brand are inciuded in a brand’s image,

however, re%gardless of whether they have an effect on consumer decision-making or brand
evaluati ans;.
Alt?rnatively, brand identity reflects “the associations that are aspired for the brand
(p. 70)" anci provides an ‘indication of what the organization (or the consumer) wants the

brand to be. In the above example, Audi may want its brand to be perceived as “reliable”

instead of “bnre‘liable” and consumers may want to purchase a car that is “reliable” as well.
In addition, x;the study of brand identity includes only those brand associations that consumers
find either “desirable” or “undesirable” and thus which have the potential to affect consumer

|
value. ldeally, a brand's identity (as desired by the organization) and its image (as perr|:eived

by consumgrs) are consistent.
Aaker (1996) suggests a view of brand identity that includes four components:
> :Brand as product

» Brand as organization

7




o | Brand as person

|
i
|
|
i
!
I
|
e Brand as symbol. \
|
|
|

X ) |
These components, which represent different types of brand associations that can create

consequences for the consumer, are illustrated in Figure 2-4.

In Aaker’s conceptalization, the brand as product includes product features,
perceptions of quality and value, consumer associations with the product category, and
perceptions of use situations, or occasions, for which the product is appropriate. Thus
Aaker's (1 9i96) conceptualization of the brand as product includes both hard and soft
attributes as described by Keller (1993) and Biel (1993). In his view, attributes associaftted

with the brand as product include the tangible set of features or conditions that consumers

associate with a particular product or service offering. For example, a clean bed, frienc;ily
|

’ Brand Identity I <
f al ~

Brand as Brand as Brand as Brand as |
Product Organization Person Symbol
- Product category - Organizational - Personality (e.g., - Visual imagery and
- Product attributes | |oharacteristics (e.g., genuine, energetic, | [metaphors (e.g.,
- Quality/ value innovation, consumer |  {rugged) logos, graphics,
- Associations with concem, - Brand- customer taglines, ties to
specific use trustworthiness) relationships (e.g., brand strengths,
situations (e.g., - Size of company friend) such as the
orange juice is a - Local versus global Energizer bunny as
breakfast drink; orientation a symbol foriong |
baking soda takes battery life)
odqr froma - Brand heritage
reéré%irt?;og orighn (e.g., brand history,
- Gountry of Ougin family brand use,

etc.)

Figure 2-4. Brand identity.
Source: Adapted from Aaker (1996).




front desk personnel, and accurate billing are attributes consumers might associate wi

hotel stay.. Percepﬁons of quality and value refer specifically to quality/price trade-offs and

suggest an overall assessment of the desirability of the brand, given the price. Assoc

th a

jations

with the product category reveal how consumers relate the brand to competing brands on the

market inci:luding brands with varying strategies (such as national and private label brands).

Consumer associations with specific use situations provide information about when pe

ople

think use of a brand is most appropriate. For example, milk may be appropriate o serve at

breakfast, but not at a cocktail party. In order to develop brand strategies that have the

potential to create consumer value, understanding perceptions of the brand as product is

critical, iparticularly in product categories where multiple brands are perceived 1o be ro ughly

equal in performance.
1

brand to aﬁect consumer knowledge and evaluation of a brand. Like in Biel's (1993)
l

Brénd as organization highlights the potential of the organization that provides a

description of image related to the provider of a brand, Aaker's (1996) idea of the brand as

organiz atiqn focuses on attributes of the organization rather than attributes of the prod

offering itself. In some cases, characteristics of the company that owns a brand may h

1

the potential to affect the value a consumer assesses to a brand. For example, consu

uct
ave

mers of

1
Ben & Jerry's Ice Cream are often drawn by the company's well-publicized commitmerllt to

; |
helping the environment as well as the taste of the company'’s ice cream (Donnelly 1995;

Judge 1996). The company even maintains a database of people who would like to be

contacted to act against legislation that would be detrimental to the environment (Raphel

1994). In this example, the value that consumers attribute to the Ben & Jerry's brand extends

far beyond fattributes, consequences, and desired end states related to the product, ice

cream. No't cénsidering the potential of the provider of the brand to contribute to value/would

cause the company to miss an important benefit consumers receive from using Ben &

products.

Jerry's

Bra'lnd as organization associations may involve the manufacturer (as in the Ben &

Jerry's example above) or the retailer (as in the case of many private label brands, such as
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Sam’s Cola’s tie with Wal-Mart). Because the literature suggests a strong association| of

retailer
of branc

markete

consum

when they think of raisins. For many, this image was created by the dancing raisins that

maige with private label brands (e.g., Mogelonsky 1995), understanding the po‘tential

 as organization associations to influence consumer value may be relevant for
|
3rs of national brands as well as private labels. |

Brénd as person suggests the potential of a brand to have its own personalityiin a

er's mind (Aaker 1996). As an example, consumers may think of dancing and|energy

were a Tarf of an extensive marketing communications campaign, which influenced the brand

personality:.consumers typically associate with raisins. Brand personality has aiso been

included in'conceptualizations of brand image (e.g., Biel 1993).

several

personality of a Hallmark card may provide an emotional benefit. Or, drivers of a Mazda

Brand associations related to the brand as person have the potential io create

typés of consequences for consumers. For example, the warm and caring
|

Miata might realize self-expressive benefits from driving a car that they identify as fun-loving

and creative. In addition, a brand personality may form the basis for the relationship between

the consumer and the brand. Many consumers consider the Craftsman brand to be

“trustworth)ir" and “reliable” and therefore buy multiple tools that bear the name of this brand.

As indicated by the Craftsman and Mazda examples, both national and private label br!ands

have the potential to evoke brand as person associations in the mind of the consumer.

symbolic (and sometimes nonverbal) brand associations to create positive outcomes for

consum

any industry, for any customer base, for profit or not-for-profit, governmental or private

consum

Fin:ally, Aaker's conceptualization of the brand as symbol recognizes the poter{tial of

ers. This idea is shared by marketing scholars — “any organization whatsoeve+, in

er, industrial, or service, can benefit from using aesthetics (Schmitt and Simonson

1997, p./4)" — and practitioners — “properly cared for, a brand can be a badge, an emblem, a

global symbol that can bestow credibility and attract instant attention in a new country,ia new
|

category, or a new industry (Morris 1996, p. 74).”
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The construct of brand as symbol comprises the graphical and visual compon|ents of

|
a brand, such as brand name, logos, and/ or spokespeople. For example, the Nike swoosh is

|
a graphic that is symbolically associated with Nike athletic shoes. Brand associationsgrelated

to the brand as symbol have the potential to create value by providing self-expressivei

benefits for some consumers. In the above example related to Nike, associations relalted to

the brand as symbol may reinforce the energy and athleticism that consumers associate with

the brand. . Brand associations related to the brand as symbol may also provide functional

consequences by enhancing perceptions of brand performance (people may believe

|
Energizer batteries last longer) or emotional consequences by creating positive feelings

|
about a|brand (using Allstate insurance makes people feel like they will be taken care :of,

since Allstate representatives are the “good hands” people). Because the symbolic

i
. |
1

components of a brand's identity (i.e., logo, packaging design, brand history) are often
reinforced through the more extensive marketing strategies that support national brands,
|

national brr-;\nds are expected to have a higher ratio of brand as symbol associations (relative

to othericomponents of brand identity) than will private label brands. This research

proposition:is more fully developed later in this chapter. !
|

Summary of brand identity. The literature suggests that brand associations related to
the brand ais organization (“the Body Shop is a company that cares about the environrr;1ent”),
brand as pérson (“Little Caesar's is a ‘wild and crazy’ place”), and brand as symbol (I t:rust
Allstate bec“ause they are the ‘good hands’ people”) can be important drivers of consuriner
behavior (Bélk 1988; Edell and Burke 1987; Schmitt and Simonson 1997; Solomon 19é3).
Interestingly, Aaker (1996) suggests that brand identity should create a "value proposit:ion" for
a consumer, which facilitates the functional, emotional, and self-expressive consequen:ces
offered by a brand. This line of thinking strongly underscores the importance of |
understanding how branding can create value (in the form of consequences) for consumers.

One benefit of using the components of brand identity as a basis for understanding

the consequences and desired end states that consumer use brands to help them fulfill is that

it may provide marketers with insights that can be used to develop brand strategies thalt have
75
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i
|

the pote ntiél to create value. For example, companies have paid litile attention “in the‘
branding phase of marketing to how a symbol is strategically created; how the brand d;oes
what it does; how it conveys a positioning; how it provides tangible value; and how bra:nds

need tobe fmanaged on an everyday basis (Schmitt and Simonson 1997, p. 17).” As ll\aker

(1996) suggests, taking a broad view of the kinds of brand associations that may create

consequences for consumers provides an opportunity for companies to proactively use brand
marketing strategies to enhance the value of a brand. For example, Saturn considers all of
its dealers and communication suppliers to be partners in the development of a brand identity

based on the emotional consequence of “buying a car from someone you trust - a friend”

(MorianL 1994). Because of its commitment to delivering this benefit, the company he:zs

taken actions, such as replacing rather than recalling problem vehicles, to maintain anc;i

increase cdnsumer loyalty (Serafin 1993). If Saturn had not had a clear understanc:!ing| of the

potential damage to the consequence of “dealing with someone who treats you like a friend”

that would be created by negative associations of product performance (created by press,

word of mobth, or the experience of going through the recall process), the company mil‘ght
have opted for a less relationship-oriented approach to handling complaints about vehi;cles
that did not:function‘properly. ;

The concept of brand identity, as conceptualized by Aaker (1991, 1996) makesi an

important contribution to marketing knowledge in that it provides a broad categorization of the

types of attribute level brand associations that have the potential to affect consumer v. lue.
By speci fyiﬁg different types of brand associations, the categorization offers a foundation that

marketers may use in considering the relative impact of specific types of associations on

!
consumer vlalue.
t

Aaker’s conceptualization also has several limitations, however, which currently

constrair|1 its ability to serve as an operational model for assessing (or measuring) consumer

|
value at the brand level. In particular, the constructs of brand as product, brand as

organizTion, brand as person, and brand as symbol are defined broadly, so that the potential

for overlap between constructs exists. For example, Aaker defines user imagery as a
: 76 '

i
i
| |
|
|

}
i



brand; h

compon
brand a

brand’s

|

|

|

- |
ent of the brand as product, but the potential exists for user imagery to influence
s person and brand as symbol as well. Alternatively, certain characteristics of a

personality may be associated with the manufacturer as well as the product itself (for

example, associations of Nestle as a “global brand”). Conceptually, Aaker's work offers an

importal

framewe
review ¢
of empir
identity

construc

in the branding literature makes an important contribution to this dissertation study. |

Specific
created

be modi

thoughts about brand value.

Emotional and Self-Expressive Consequences May Create Value Independently of

Functio|

literature) tf:1at psycho-social consequences (i.e., emotional and self-expressive

nt guide for understanding the perspectives through which a consumer may view a

owever, the constructs require further definition and clarification before this

ork can be operationalized. In addition, Aaker's framework is based on a conceptual

of tﬁe branding literature and has not yet undergone modification based on the |results

|
. ]
ical testing. Thus, an empirical assessment of Aaker’s conceptualization of brand

may suggest the potential for further refinements to and/ or clarifications of the|
' |
ts described here. :

Despite these limitations, Aaker's concept of brand identity that has been developed

I
|

ally, it provides a guide for understanding the types of brand associations that r:nay be
by various brand strategies. In addition, it offers a categorization scheme that |may

fied and used to examine the potential of brand strategies to affect consumer

nal. Consequences

Finally, the branding literature reinforces the idea (introduced in the consumer value

consequences) that are created by an individual brand may be created both (1) as a result of

and (2) i

ndépendently of functional consequences. As discussed earlier in this chapter, some

of the consumer value literature suggests that both value-in-use (which results from trade-offs

of functional consequences) and possession value (which results from trade-offs in psyicho-

social consequences) can exist independently (Burns 1993; Holbrook 1994). Reynolds: and

Gutman

(1984), on the other hand, conceptualize psycho-social consequences as high'er-
77
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order consequences, created only as a result of functional consequences. These differences

in theoretical approachs suggest the need to examine the relationship between functional and

psycho-soéial consequences in further detail. ‘
!

. . . |
Psycho-social consequences appear to be an important influence on consumer value

at the brand level. For example, in their discussion of brand‘ evaluations, Park, JaworT:ki, and

Maclnnis (1986) describe three types of brand concepts. These are: '

e . Functional brand concepts, which emphasize a brand's functional performance
*  Symbolic brand concepts, which emphasize a brand's relationship with glroup

members or self, and

e ' Experiential brand concepts, which emphasize the emotional, sensory, or
v |
fantasy aspects of a brand. i

In addition, the framework depicted in Figure 2-5 illustrates that functional, emotional,

and self-expressive consequences created by brands, as well as products, have the potential

to influence the brand-consumer relationship.

This framework makes an important contribution to the literature by suggestmg that
functional, emotlonal and self-expressive consequences aII have the potential to cont||'|bute
to consumer value. Although this framework is helpful in explalmng the types of i

consequences that may contribute to consumer value, the figure presented above Iaclls the
depth provided by thought in the area of consumer value. Specifically the above framework
does not show (1) how the types of consequences illustrated in the figure are related to

specific|attribute level brand associations, (2) how the types of consequences illustrated in

the figure can be related to each other, (3) how consequences are created for the consumer,
and (4) |Lov'v consequences are related to the desired end states that consumers use

productls to help them achieve.
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Value Proposition
- Functional benefits - Emotional benefits
- Self-expressive benefits

Brand - Customer Relationship

Figure 2-5. Value proposition.
Source: Adapted from Aaker (1996).

Although descriptions of the linkages between brand associations, consequences,

and desired end states are less clear in the branding literature, there is evidence to suprport

. . . . . |
the importance of psycho-social consequences in consumer evaluation and choice (e.g., Isen

|
1993; McCracken 1993; Aaker and Keller 1990). Thus, the branding literature reinforc<:as the
|

idea that emotional and self-expressive attachments to a brand may occur independenitly

from functional consequences (e.g., Aaker 1996; Kroeber-Riel 1986; McCracken 1 993)'.

Emotional consequences. Social science research includes a number of studies on

the role of emotion in individual evaluation and choice (Carnevale and Isen 1986; Isen i1993;

|
Isen, Shalker, Clark and Karp 1978; Murray, Sujan, Hirt and Sujan 1990). Interestingly, there

is evidence to suggest that brand loyalty is strongly related to emotional attachment (Kroeber-

|
Riel 1986; McQueen, Foley and Deighton 1993).

i
The evidence suggested by empirical research is echoed in conventional wisdci>m.

|

|

For example, Max Blackston, head of the Olgivy and Mather research and planning

department, has been quoted as saying: “In an age when most products do the same thing,
|

| |
the emotional relationship is the only thing that gets people to pay a premium for a part?cular

brand (Smothers 1993, p. 107)." Thus, the importance of emotional consequences for i

|
consumers is widely recognized. !
|
he creation of emotional consequences is often associated with marketing I
, i
communications (Aaker 1996). Therefore, the opportunity to show the linkage between the
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creation of emotional consequences and consumer value has extensive implications fior
communication strategies that are designed to differentiate a brand. As is discussed later in
this chapter, this dissertation specifically examines the linkages between attribute Ievél brand
associations and the emotional consequences that contribute to consumer value. i
Self-expressive conseguences. In addition, branding research suggests that :self-
expressive: consequences may be reasons in and of themselves for consumers to use: a
particular brand. McCracken (1993), for example, suggests that "strong brands are |

storehouses of the meanings consumers use to define their actual and aspirational selves (p.

129)." Other literature suggests that a brand's personality has the potential to create self-

expressive consequences for consumers (Aaker 1996). For example, self-congruency theory
|
(e.g., Sirgy 1982) suggests that consumers seek brands with personalities that are consistent

with (1)|their own personality and/or (2) the personality to which they aspire. Thus,

Singh 1993; Belk 1988; Grubb and Grathwohi 1967).

I
. , 4 !
consumers use brands to define and fulfill their own sense of self (Batra, Lehmann, an;d
I
|
|
Summary of Contributions of Branding Research i

This section highlights three contributions that the branding literature makes to our
|

understanding of consumer value at the brand level. Although these insights are also :evident

in the consumer value literature, the branding literature reinforces assertions, clarifies !
concepts, and in some cases, provides significant empirical support for these ideas. i

A summary of insights from the literature on branding is included in Table 2-4.| These
contributions, along with thé insights related to consumer value at the brand level that

emerge|from the consumer value literature, form a basis that can be used to examine the

effect of brand strategies on consumer value. i

I
Development of a Conceptual Framework |
|
In total, the review of the consumer value and branding literatures suggest nin;e

. . I
insights jabout the nature of consumer value at the brand level. These insights, which|are
80 '
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Table 2-4. Summary of insights from the branding literature.

Insight Related to Cons :me"r\(I'aﬁlfqe‘é'ti;the;:‘Bra:hd‘;Lg\‘ie‘l‘

1 | Brand associations held in memory have the potential to contribute to consumer
value.

2 | Various types of attribute level brand associations may contribute to consumer
value.

3 | Emotional and self-expressive consequences may be created independently of
functional consequences.

summarized in Table 2-5, form the basis for the conceptual framework that is developed in
this section.

The purpose of this section is to introduce a conceptual framework that (a) integrates
marketing thought related to branding and consumer value and (b) can serve as a guide for
learning more about consumer perceptions of brand value. After the framework is described,

potential contributions to understanding consumer value at the brand level are discussed.

Description of the EVH Framework

The Extended Value Hierarchy (EVH) framework (depicted in Figure 2-6) integrates
thought from the consumer value and branding literatures to describe and clarify ways in
which specific brand strategies may affect overall consumer value. Like the traditional value
hierarchy, the EVH framework consists of three general categories, which represent
consumer knowledge of varying levels of abstraction. The categories are: (1) attribute level
brand associations, (2) consequences, and (3) desired end states.

As conceptualized in the EVH framework, attribute level brand associations can be
categorized into one of four different constructs. These four constructs are based on Aaker's

(1996) conceptualization of brand identity and include the brand as product, brand as
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Table 2-5. Summary of insights from the consumer value and branding literatures.

1 | Value is a subjective assessment made by the consumer.

2 | Value is situation specific.

3 | Value is the result of trade-offs.

4 | Value can involve trade-offs of consequences that are functional, psycho-
social, or both.

5 | Consumers organize thoughts about value according to varying levels of
abstraction.

6 | Value can be either desired or received.

7 | Brand associations held in memory have the potential to contribute to
consumer value.

8 | Various types of attribute level brand associations may contribute to
consumer value.

9 | Emotional and self-expressive consequences may be created
independently of functional consequences.

organization, brand as person, and brand as symbol. Briefly, brand as product refers to
product attributes that consumers associate with product features or the product category;
brand as organization refers to characteristics of the manufacturer or retailer that consumers
associate with a brand; brand as person refers to the image, or personality, that consumers
perceive in a brand; and brand as symbol refers to the graphical, visual, and symbolic
components that consumers perceive in a brand (Aaker 1996). Specific operational

definitions of these constructs are provided in Chapter 3.

Defining the concept of product attribute as including four specific types of attribute
level brand associations makes two contributions to marketing thought. First, it helps to
ensure that attribute level brand associations that may be created or reinforced by brand
marketing strategies (particularly brand as person and brand symbol) are operationally as
well as conceptually included in studies of consumer value. Second, the categorization

introduced in the EVH framework provides a mechanism for comparing the relative
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Desired
End States

Consequences

Attribute
Level Brand
Associations

Brand as Brand as

Organization Person

Brand as
Symbol

Linkage predicted in the existing literature
Linkage not predicted in the existing literature

Figure 2-6. Extended value hierarchy.
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|
|
|

effectiveness of different types of attribute level brand associations in creating desirec!

consequences for consumers.

potential to create higher order consequences that are emotional or self-expressive in

it also recognizes the potential of brand associations (except for the brand as product

Although the EVH framework acknowledges that functional consequences have the

nature,

to be

linked directly to emotional and self-expressive consequences. Because brand as product

association

produc

indirectly (through the creation of functional consequences).’

the one used in the traditional value hierarchy. Functional, emotional, and self-expressive
consequences are all expected to be important to consumers to the extent that they h

them achieve desired end states.

level of

s are conceptualized as purely functional in nature, it is expected that "bra?d as

" associations would be linked to emotional or self-expressive consequences c:mly

The concept of desired end states represented in the EVH framework is the sa

(1)

me as

p

The shaded boxes in Figure 2-6 represent constructs that have received the greatest

attention in the literature on consumer value. The unshaded boxes indicate concepts

which have received less explicit attention, but which have significant potential to enhance

the valu

relationships between constructs that are examined in the research study. !

function

1996).

e consumers associate with individual brands. The dotted lines represent

As described earlier in this chapter, the branding literature stresses the importance of
al, emotional, and self-expressive benefits to the creation of consumer value (Aaker

|
The EVH framework, however, suggests that functional, emotional, and self- | _

expressive benefits are only one side of the equation. As described in the consumer value

literatur

order to receive the benefits of a product or service. Therefore, the EVH illustrates the

potential for both positive and negative associations by using the term “consequences

'This e

xpectation is empirically tested in research proposition #1.
3 84

e, there may be negative associations (i.e., sacrifices) required of the consumer in



(rather than Aaker’s more narrow term “benefits”) to describe the things that consumers use

products to: achieve. The idea that functional, emotional, and self-expressive consegulences
all have|the potential to contribute to consumer value is strongly supported in the cons:umer
value literature (Burns 1993; Walker and Olson 1991). i
Finally, Figure 2-6 illustrates a number of possible “attribute-consequence-des:ired

|
end state” (A-C-DES) linkages that consumers may consider when evaluating a brand.l ltis
not expected that all linkages would be present for every brand, particularly since all bliands
may not provide functional, emotional, and self-expressive consequences. For exampie, a
private label brand that is supported only minimally by marketing activities may be assc!)ciated
only with functional consequences emerging from thoughts about the “brand as product.” In
this case, only a few of the linkages depicted in Figure 2-6 would be relevant. In otherlcases
(such as a prand supported by many different types of marketing activities), it is possib:Ie that

| |
more of the'linkages included in the figure would be relevant for describing the range of
‘ |
|

thoughts (or value dimensions) that a consumer associates with a brand.

Potential dontributions of the Framework
The traditional value hierarchy framework (described earlier in this chapter) provides
an important foundation for integrating the insights about value at the brand level that are

listed in Table 2-5. Since the traditional value hierarchy is the basis for the EVH framework

(depicted in Figure 2-6), the contributions of the traditional value hieararchy to marketir}g

knowledge also define coﬁtributions of the EVH framework. In addition to its grounding| in
| ‘ |

means-end theory (Gutman 1982), the value hierarchy framework has three characteriétics

that make it especially appropriate for examining the value that consumers attribute to

I
individual brands. They are: |
|
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incomoratés the first five insights about consumer value at the brand level that are inc
Table 2-5. ' For example, the value hierarchy framework as developed in the literature

acknowledges that consumer value may vary by consumer and by situation. Thus, it

sugges

relevant in}assessing value are dependent on the individual and the use situation. In

addition

consum

recognizes that trade-offs between consequences may involve functional consequenc

psycho-
desired
based ¢

abstrac

concepts introduced in the value hierarchy framework to include the three insights about

consum

reason,

Hierarchy (EVH) framework. The remainder of this section describes the extensions to the

1

1

As described below, the traditional value hierarchy framework (see Figure 2-2]

. The framework suggests that these attribute level brand associations can

attribute level brand associations (e.g., associations with particular endors

channels of distribution, types of user, etc.)

used as a basis for learning about the consequences associated with a br;

The hierarchy emphasizes the linkages between attribute level brand

associations and the consequences and goals of interest to the consumer.

+ The concept of product attributes is defined broadly, to include many types of

Sers,

be

and

)

uded in

s that the aftributes, consequences and desired end states that consumers may find

, the value hierarchy framework suggests that value results from trade-offs tha

i

ers make between attributes, consequences and desired end states. Italso

social consequences, or both. Futhermore, it is acceptable for examining both
and received value. Finally, and most important, the value hierarchy framewo

n the,idea that consumers organize knowledge according to varying levels of

i

jon.

t

2S,

rk is

Th:e conceptual framework presented in this dissertation further defines and clarifies

!
i

er value at the brand level that are supported by the branding literature. For this

the conceptual framework introduced in this dissertation is called the Extended Value
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traditional value hierarchy and suggests research propositions that can be used to evaluate

the pote

proposi

earlier,

ential contributions of the EVH framework to marketing thought. These researc!:h

tions provide the basis for the research hypotheses that are introduced in Chapter 3.

Introducing a categorization of types of attribute level brand associations. As \Ltated

the EVH framework introduces a categorization of attribute level brand associations

that consumers may consider when evaluating a brand. The review of the components of

brand identity presented earlier demonstrates that many types of brand associations |

(including organizational attributes, brand personality, visual imagery, and others) may

contribL
emerge
a part in
linked tc
harder i
concept

brand a

associa
the way

product

) hélping consumers feel “confident” in their athletic ability. This consequence

n my game,” and "helps me win." The EVH framework uses Aaker's
ualization of brand identity as a basis for categorizing the types of attribute lev
ssociations that have the potential to contribute to consumer value.

tions are expected to be related to consequences in a manner that is different

the other three types of brand associations are linked. By definition, brand as

associations are expected to be functional in nature (Aaker 1996). Thus:

P1: Brand as product associations will be (a) directly linked to
functional consequences and (b) not directly linked to emotional
and self-expressive consequences that are considered by

consumers during a brand use situation.

87

te to a consumer's evaluation of a brand. For example, brand associations that

> other consequences and end states that are important, such as "makes me v~|lork

Of these four types of attribute level brand associations, brand as product |

fro:m knowledge related to the brand as symbol (such as the Nike swoosh) may play

may be

e

han




of functional conseguences. Because it explicitly includes four different types of attrib

_Reinforcing the idea that psycho-social consequences can be created independently

ute

level brand associations, the Extended Value Hierarchy framework provides an opporltunity

for testing the idea (introduced in both the consumer value and branding literatures) that

" emotional and self-expressive consequences can be created independently of functio;nal

I
consequences. In the EVH framework, like in the conceptualizations of brand identityi

presented in the branding literature, value has the potential to emerge not only from I

. | .
functional consequences but from any number of consequences that consumers associate

with a brand, includihg those that are emofional and self-expressive in nature. Therefqre, the

EVH framéwork suggests that emotional and self-expressive consequences can be cr|eated

. Lo . . . |
both in conjunction with and independently of functional consequences.

It is predicted that the value hierarchy concept is relevant for non-brand as br(
attributes. Hence:

P2: Brand associations for (a) brand as organization, (b) brand as

person and (c) brand as symbol will be linked to evaluative
consequences for consumers (which may be functional,

emotional, or self-expressive) that are considered during a brand

use situation.

yduct

i

Clarifying the potential of knowledge held in memory to influence consumer va‘lue.
‘ |

The branding literature strongly supports the idea that brand associations held in mem:ory

and act vath in the use situation (e.g., formative experiences), as well as brand assocliations

formed during use, have the potential to contribute to consumer value at the brand Ievfel (e.g.,

Farquhe'lr and Herr 1993; Keller 1993). The brief summary of memory research presen:ted in

this dissertation, as well as consumer value research on formative experiences, sugge‘:sts that

) . . I .
the consequences that are relevant for a consumer in assessing value may be created in part
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by brand jassociations that are activated in memory during the use situation, consistent with
|

the spreading activation process. The EVH framework includes four constructs (brand as

product, brand as person, brand as symbol, and brand as organization) that may includef

‘ |
brand associations that consumers hold in memory. While it does not explicitly differentilate

| |

between brand associations held in memory and those created during brand use, the EV!

framework recognizes the potential of both types of attribute level brand associations to iaffect

|

consumer thoughts about the overall value of a brand. !

Summary. In total, the categorization of attribute level brand associations introduced

{
in the EVH framework provides opportunity for examination of (1) the types of brand |

associations that can provide consequences for the consumer, (2) the relationship beMgen
functional, emotional and self-expressive consequences, and (3) the potential of brand
associationsi held in memory (which may be created by brand marketing strategies) to i
contributi to; consumer value. In total, the EVH framework incorporates each of the ninei
insights from the marketing literature that have been reviewed in this chapter. The resea:rch

1

propositions that are used to evaluate these contributions of the EVH framework are

|
|
illustrated in Figure 2-7. !

Application of the EVH Framework
to National and Private Label Brand Situations

|
|
|
The context that was used for the study - private label and national brands - pro{/ides
the opportunity to further advance marketing thought related to consumer vaiue as perce;ived
by loyal national and private label brand users. In particular, comparing consumer value!

|
associated with private label and national brands provides an initial basis for understanding

the effect of level of marketing support on consumer value created by a brand.
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Desired Desired
End States End States

Consequences

Attribute Level
Brand Associations

— Linkage predicted in the existing literature
..... Linkage not predicted in the existing literature

Figure 2-7. Summary of research propositions based on the EVH framework.

90



national brands (Mogelonsky 1995). Specifically, the comparison of value as perceived! by

This is because private label brands typically receive less marketing support thaln do

national and'private label brand users allow the examination of the following reéearch ‘

questions: |

!
How might the components of consumer value (i.e., type of attribute level br"and

associations, consequences, desired end states) vary between loyal users of

hational versus private label brands? ‘

+« How might the complexity of consumer value (i.e., number of attribute level brand

associations, consequences, desired end states) vary between loyal users of

national versus private label brands?

The following discussion further describes each of the above research question's and

suggests four additional research propositions that are tested in the study. |

Content

brands offers a promising opportunity to test the potential 6f brand strategies to affect

consume
marketin

for consu

positionir[(g (in terms of price, quality, and image), consumers might be expected to make

different

versus p

The application of the EVH framework to the context of national and private label

!
i

of I\lalue Dimensions Considered

r thoughts about value. Private label brands are often supported with smaller
g budgets than are national brands, which typically translates into lower retail prices

mers (Halstead and Ward 1995; Reda 1995). Because of the differences in brand

inds of trade-offs (at all levels of the value hierarchy) when considering national

|
i

rivate label brands (Mogelonsky 1995). Therefore, it is proposed that: i
°3:+  There will be differences in the overall meaning of value, as
' shown by value hierarchies, between users of national brands

and users of private label brands.
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Figure 2-8 summarizes the test of this research proposition.

Number of Value Dimensions Considered

In addition to differences in the content of the value dimensions that consumers
consider when evaluating national and private label brands, it is also expected that the
number of value dimensions consumers use in making assessments of value may vary.
Because national brands are typically supported by more extensive marketing communication
strategies, consumers may have greater opportunity to develop brand associations related to
a national brand. When an advertisement creates brand associations that are stored in
memory, the exposure has the potential to contribute to consumer value, which in turn may

increase brand equity (Keller 1987, 1991).

Desired
End States

Desired
End States

Emotional
Consequences

Functional
Consequences

Summary Value Hierarchy Summary Value Hierarchy for
for National Brand Users Private Label Brand Users

Figure 2-8. Summary of research proposition #3.
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Marketing communications are considered to affect consumer value (and thus have

the potential to influence brand equity) in two ways. First, it can influence brand attitude,
' i
which in turn can affect consumer preferences as well as the value of a brand to a consq‘mer

(Edell 1992; ;Edell and Moore 1993). Second, as described earlier in this chapter, marke]ting

communications have the potential to influence consumer memory structures relative to a

|
brand (Aaker 1991, 1996; Krishnan and Chakravarti 1993). When it creates relevant and

highly accessible brand associations that are easily retrieved from consumer memories,

marketing communications have the potential to influence desired value and thus brand |
equity. ‘

Because many national brands are supported by marketing communication strategies

1
i

that are ﬁesi‘gned to create brand associations (such as brand as person and brand as ‘

'

symbol) that are difficult to replicate (Aaker 1991, 1996), it is expected that consumers o{‘
national I.'Lrar;ds will associate a larger number of value dimensions (and linkages between
value dirr'enisions) with national brands than consumers of private label brands will associate
with private label brands. Therefore, it is proposed that:

P4: . The number of (a) attribute level brand associations, (b)
consequences, (c) desired end states, (d) attribute level braﬁd i
association-consequence linkages, and (e) consequence-desired

' end state linkages considered when assessing consumer value

will be higher for national brands than for private label brands.

Figure 2-9 summarizes the test of this research proposition. I
|
!
!

Type of Consequences Considered

. ) |

n addition to being thought to increase the accessibility of brand associations (Keller
|

1987; 19 91),.‘ marketing communications have also been linked with the creation of psycpo-

: ’ ‘
social benefits (or consequences) for consumers (Aaker 1991, 1996; Reynolds and Gutman
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Desired
End States

Emotional
Self-Expressive Consequences

Consequences

Functional
Consequences

Functional
Consequences

National Brand Users Private Label Brand Users

Figure 2-9. Summary of research proposition #4.

1984). For example, watching the Nike "Just Do It" ads may reinforce both emotional
("makes me feel like | can win my game") and self-expressive ("helps me show that | am a
good athlete") consequences for a consumer.

Aaker (1996) suggests that the potential contributions of marketing communication to
the development of psycho-social consequences is often underestimated. Aaker cites a
study by Stuart Agres (1990) to support this assertion. Agres' study, which used a
standardized commercial laboratory testing procedure, found that television commercials that
included both an emotional and functional benefit in their messages had a significantly higher
effectiveness score than commercials that only included a functional benefit.

Findings such as this suggest the importance of marketing communications
(particularly those which help shape the psycho-social consequences consumers associate

with a brand) to the formation of consumer value. Because national brands tend to be
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!
cuses

supported by more advertising than private labels and because this advertising often fo
on the pyscho-social benefits created by a brand, it is anticipated that;

P5: The ratio of psycho-social (emotional and self—expreésive) to
functional consequences will be higher for national brands than

|
|
1
|
!
|
! . for private label brands. }
|
| |
The test of this research proposition is illustrated in Figure 2-10. i

|

Type of Attribute Level Brand Associations Considered

™

\pplying the EVH framework in the context of national and private label brands also

|
provides [an opportunity to examine differences in the relative influence of the four types|of

Emotional Self-Expressive
Consequences Consequences

. [ Self-Expressive
+ Conseguencas

Emotional
Consequences

Functional
Conseguences

Functicnal

Consegquences

|
National Brand Users Private Label Brand Users!
|

Figure 2-10. Summary of research proposition #5.
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brand associations (brand as product, brand as organization, brand as symbol, and brand as

person

on consumer value. The relative influence of these types of brand associations is

. |
expected to vary based on basic differences between private label and national brands. For

example, because private label brands are associated heavily with the retailer of the brand,

the influence of the brand as organization on consumer value associated with private label

brands
brands

associa

are typically supported by higher levels of marketing activity, the influence of

is expected to be stronger than for national brands. Alternatively, because national

tions related to the brand as symbol and brand as person are expected to be more

prominent for national brands than for private label brands. These distinctions are discussed

in more

levels o
this qua
Increas

label m

private
private
utility, a
brands

associa

testing the following research proposition:
i

This research proposition is summarized in Figure 2-11.

arkét (Private Label Manufacturers Association 1997). |

detail below. |
I

|
Brand as product. Private label brands have traditionally been associated with lower

f product quality than national brands (e.g., Dwyer 1995; Sivakumar 1995); however,

|
lity gap is perceived to be narrowing (Mogelonsky 1995; Halstead and Ward 1995).

es in private label brand quality have contributed significantly to growth of the private

L

Although this growth has been substantial, most consumers still prefer nationa;l over

' |
abel brands (Jap 19985). This may be in part because consumers often consider

abel brands to be alternatives to national brands that compete based on functi|on, or

lone (Mogélonsky 1995). In fact, the focus on product quality related to private label

may be expected to cause consumers to consider more brand as product

tions when evaluating private label brands. This study examines this expectaticim by

P6a: The ratio of brand as product associations to the sum of the

other attribute level brand associations will be higher for private

label brands than for national brands.
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Na'tional Brand Users Private Label Brand Users

Figure 2-11. Summary of research proposition #6a.

Brand as organization. Most private label brands build name recognition that is
"based on the reputation of the retailer whose name appears on the label (Mogelonsky|1995,
p- 35)." In ﬁact, many retailers are actively capitalizing on this association and increasing
marketing support for their private label brands. Target, for example, uses upscale in-store
display§ such as the ones found in department stores to feature its private label brand
(Stankevich. 1996).

Both national and private label brands often rely on brand as organization
associat onsl, such as organizational reputation for quality or associations with service-
oriented retailers, as opportunities to create consumer value. Because private label brands
typically have less marketing support and thus may be associated with fewer brand as person

and brand as symbol associations, it is expected that relative influence of brand as
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organization:would be greater for private label than for national brands. Therefore, itis
proposed th%t:

F’6b; The ratio of brand as organization associations to the sum of
other attribute level brand associations will be higher for private

label brands than for national brands.

The test of tihis research proposition is similar to the test of proposition 6a and is illustrated in
Figure 2-1 2.‘
ESrarlnd as person. As stated earlier, manufacturers of national brands often strive to
create a brand personality that increases the value of their brand to consumers. These
personalities may be based on product attributes, such as the "snap, crackle, and pop” of

Rice Krispie's, or on elements of a marketing communications campaign, such as the “cares

enough to send the very best" message of Hallmark cards. Because manufacturers of

'

National Brand Users Private Label Brand Users

Figure 2-12. Summary of research proposition #6b.
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private la bel brands typically do not make similar efforts, it is expected that the influence

brand as|

addition, |although consumers may transfer brand as person associations linked with the
retailer to a private label brand, these are expected to include fewer brand as person
associations than those of national brands, which benefit from brand as person associa

created by retailers as well as by other marketing activities. Thus:

This research proposition is summarized in Figure 2-13.

P6c: The ratio of brand as person associations to the sum of other

person would be greater for national brands than for private label brands. In

attribute level brand associations will be higher for national

brands than for private label brands.

s of

tions

National Brand Users Private Label Brand Users

Figure 2-13. Summary of research proposition #6c.
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Brand as symbol. The influence of brand associations related to the brand as szmbol
is expected to be similar to that of the brand as person. Brand as symbol associations‘are
typically created by marketing efforts to build, maintain, or change a brand's personalit)‘/. In
some cases, symbolic associations may even help to reinforce brand personality (Aakér
1996). Although many private label brands do have distinctive logos, these graphics are
designed primarily to increase recognizability within the store. National brand logos anerally ‘
serve a dual purpose of increasing brand recognizability and reinforcing brand identity (Aaker
1991). Because of the greater focus of national brand marketing efforts on building bra;md
associations related to the brand as symbol, it is expected that the influence of brand al‘s
symbol associations would be greater for national than for private label brands. Thus:
Ped:  The ratio of brand as symbol associations to the sum of other
attribute level brand associations will be higher for national

brands than for private label brands.

Again, this research proposition is summarized in Figure 2-14.

National Brand Users Private Label Brand Users

Figure 2-14. Summary of research proposition #6d.
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Summary of Research Propositions Related to National and Private Label Brands
|

As evidenced bykthe previous discussion, evaluating the EVH framework in thie
context of product categories Where national and private label brands directly compet? offers
a significant opportunity for understanding the potential of brand strategies to affect cc%nsumer
value. Support for the research propositions presented in this section would confirm ejxisting

thought related to private label and national brands. Disconfirmation of any of the abdve

propositions would suggest that the existing literature should be reexamined. i

When considering the above research propositions, one caveat is needed. Tr?e basis

for the development of the research propositions is that private label brands, while |

presumably comparable to national brands in product quality, receive less marketing s}upport

than do competing national brands. Although in most cases this is an appropriate

assumption, the trend is toward less differentiation in terms of marketing for national al‘nd

private label brands (Halstead and Ward 1995; Mogelonsky 1995). For exémple, in thé case .
' 1

|
of natiopal brands, manufacturers (such as Procter & Gamble and Kellogg's) are discounting

prices and reducing promotion expenditures to remain competitive with private label bl;'ands
(Berman 1994; Coeyman 1994; Liesse 1992). At the same time, manufacturers and rétailefs
of upscale ‘private label brands (such as Target and J.C. Penney) are developing aggriessive
marketing communication st(ategies for their private label broducts (Moukheiber 1993;3
Stankevich 1996; Underwood 1993). Taken together, these actions are narrowing thej gap in
consumer berceptions between national and private label brands. Table 2-6 summariizes the
researciw questions and propositions related to private label and national brands that giuide

i

the research study.
Conclusion ‘
This chapter suggests nine insights from the literature that can help to enhanc:e our
’ [
understanding of the potential of brand strategies to create consumer value. These insights:
e Provide a strong foundation for the development of a conceptual framewmi'k that

can be used to examine consumer value at the brand level and
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Table 2-6. Summary of research propositions
suggested by the context of national and private label brands.

. Research Question

‘ Rasearﬁh Proposition

o B

How might the conceptual frameoworks and
processes currently used to understand consumer
value be modified to better understand consumer
value that may be created by branding?

P1: Brand as product associations will be (a) directly

linked to functional consequences and (b) not directly

linked to emotional and self-expressive consequences
that are considered by consumers during a brand use
situation.

P2: Brand associations for (a) brand as organization, (b)
brand as person and (c) brand as symbol will be linked to
evaluative consequences for consumers (which may be
functional, emotional, and self-expressive) that are
considered during a brand use situation.

How might the components of consumer value
(i.e., type of attribute level brand associations,
consequences, desired end states) vary between
loyal users of national versus private label brands?

P3: There will be differences in the overall meaning of
value, as shown by value hierarchies, between users of
national brands and users of private label brands.

How might the complexity of consumer value (i.e.,
number of attribute level brand associations,
consequences, desired end states) vary between
loyal users of national versus private label brands?

P4: The number of (a) attribute level brand associations,
(b) consequences, (c) desired end states, (d) attribute
level brand association-consequence linkages, and (e)
consequence-desired end state linkages considered
when assessing consumer value will be higher for
national brands than for private label brands.

P5: The ratio of psycho-social (emotional and self-
expressive) consequences to functional consequences
will be higher for national brands than for private label
brands.

P6a: The ratio of brand as product associations to the
sum of the other attribute level brand associations will be
higher for private label than national brands.

P6b: The ratio of brand as organization associations to
the sum of the other attribute level brand associations will
be higher for private label than national brands.

P6c: The ratio of brand as person associations to the
sum of the other attribute level brand associations will be
higher for national than private label brands.

P6d: The ratio of brand as symbol associations to the
sum of the other attribute level brand associations will be
higher for national than private label brands.
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\
¢ . Form the basis for the development of the research questions and propositions

that guide the dissertation study.

1

The Extended Value Hierarchy framework (illustrated in Figure 2-6) integrates

ithe
insights that emerge from the literature review and provides a basis for learning about
consumer ;/alue. The framework provides opportunity for examination of (1) the types\; of
brand associations that can provide consequences for the consumer, (2) the relationsli'lip
between functional, emotional and self-expressive consequences, and (3) the potentiajl of
brand associations held in memory (which may be created by brand marketing strategies) to
contribute to consumer value. ‘
The insights from the literature, as well as the EVH framework, suggest a numjber of
interesting research questions. In particular, one might question the extent to which th;e EVH
framework, when implemented, can contribute to marketing knowledge. Fiﬁdings fi'omj the
tests of research propositions 1 and 2 address this question. In addition, the context n;'n which
the EVH framework is applied - product categories in which national and private iabel Iiarands
directly compete - provides the opportunity for evaluating the effect of two specific brarj‘ud
strategies (e.g., national and private label branding) on overall consumer value. Findirirgs

|

from the tests of propositions 3-6 assist in this evaluation. The methodology for testiné the

research propositions presented in this chapter is described in detail in Chapter 3.
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. Chapter 3 ' j
Research Methodology 1

Introduction

Chapter 1 describes the importance of examining what consumers value abouit
brands and of exploring the extent to which brand associations that are the result of spjecific

‘
brand strategies (such as private label or national branding) can create valued consequnces
for consumers. Chapter 2 reviews the relevant literature related to consumer value anjd
research on branding. In total, the literature review illustrates that marketing thought does
not currently contain a conceptual framework that allows marketers to gain a compreheiensive
understanding of the effect of branding on consumer value. To that end, an Extended iValue
Hierarchy (EVH) framework is presented. This framework clarifies the concept of procht'
attributes used in the existing framework, called the traditional value hieraréhy, to incluae four
types of attribute-level brand associations that may have the potential to create }
cbnseqL ences that are valued by consumers. In addition, the EVH framework adknowjledges
the potential of attribute-level brand associations to create psycho-social consequenceé

(emotional and self-expressive) independently of functional consequences and recognfzes
the potehtial of brand associations held in memory to contribute to consumer value. |
The purpose of this chapter is to describe a research study that evaluates the ‘
usefulness pf the EVH framework. The study invoived sixty in-depth interviews with

consumers who are loyal users of the “leading” national or private label brand in one of two

product categories. Specifically, the chapter:

. Reviews the research propositions and hypotheses that are addressec%
. Explains operational definitions for the construct; that are examined
. Describes the context for the research study ‘
. Describes the methodology and the rationale for its selection 1
»  Reviews contributions and limitations of the study }
J Explains the criteria that are used to assess the overall quality of the dlata.
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Research Propositions and Hypotheses !

As stated in Chapter 1, this dissertation has two purposes:

e To clarify and extend concepts presented in the literature that suggest spécific

aspects of consumer value that may be affected by branding |

|

e To empirically compare the potential of two specific branding strategies (brivate

label and national branding) to contribute to consumer value.
|
|

The review of literature and the development of the EVH framework presented in the brevious

chapter, as well as the study that is discussed in this chapter, address the research qlijestions
|

that were introduced earlier in this dissertation. These research questions are:
e How should the conceptual frameworks and processes currently used to |

understand consumer value be modified to better understand consumer value

' that may be created by branding? !

e How might the components of consumer value (i.e., type of attribute Ievel}brand

|
associations, consequences, desired end states) vary between loyal users of

1
|

national versus private label brands? |
|

e How might the complexity of consumer value (i.e., number of attribute level brand

|
associations, consequences, desired end states) vary between loyal users of
\

national versus private label brands? !
|
In addition, Chapter 2 suggests a number of research propositions that were ‘
specifically examined in the study. Table 3-1 provides a summary of these propositions.

|
Table 3-1 also illustrates how the research propositions (where appropriate) are translated

\
' J
into research hypotheses.
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Table 3-1. Research propositions and hypotheses.

SRR

v zeResearchiProposition::

AR

G SR

:Research: Hypothasl

Brand as product associations will be (a) directly linked to

|-|1a (BAPr-FC) = 0"

sum of the other attribute level brand associations

will be higher for private label than national brands.

(b) The ratio of brand as organization associations to
the sum of the other attribute ievel brand

- associations will be higher for private label than
national brands.

(c) ' The ratio of brand as person associations to the sum

of the other attribute level brand associations will be

higher for national than private label brands.

(d) The ratio of brand as symbol associations to the

sum of the other attribute level brand associations

will be higher for national than private label brands.

functional consequences and (b) not directly linked to g
emotional and self-expressive consequences that are m”‘_ gﬁg:_ggé) 9 0
considered by consumers during a brand use situation. b2 -

P2 ||Brand associations for (a) brand as organization, (b) H2.:: (BAO-FC)=0 !
brand as person and (c) brand as symbol will be linkedto | H2,: (BAO-EC) =0
evaluative consequences for consumers (which may be ‘H2.3: (BAO-SEC)#0 !
functional, emotional, or self-expressive) that are H2:,: (BAPe-FC) =0 -
considered during a brand use situation. H2.2: (BAPe-EC)=0

H2y3: (BAPe-SEC) =0

H2:1: (BAS-FC)=0

‘H2: (BAS-EC)# 0 i
H2e: (BAS-SEC)= 0 ‘

P3 | |There will be differences in the overall meaning of value, This research question is tested qualltatlvely.
as shown by value hierarchies, between users of national | thus no specific research hypotheses are
brands and users of private label brands. suggested. The data for evaluating this

'research proposition are summary value

hierarchies. The analysis examines the

meaning of differences in value dimensions
1 rather than number of differences. |

P4 | |The number of (a) attribute level brand associations, (b) . ) ko
consequences, (c) desired end states, (d) attribute level ::‘“: gﬁgr""’w:: :g T prvate !
brand association-consequence linkages, and (e) H 4::: B AP;“’"“‘“‘ >B AP’:@ |
consequence-desired end state linkages considered Hior BAS T AS e -
when assessing consumer value will be higher for g chﬁ"f‘.;:"; FC m’:‘"“" '
national brands than for private label brands. Hdrz: ECnatoras > ECpriats ‘

H4pa: SEChationat > SECpuvate
H4.: DESmuona] > DES private
H4q: [(BAPT-FC)nationa: + (BAPr-EC),.a,m. +
(BAPI-SEC)national + (BAO-FC)nationas + (BAO-
EC)rational + (BAO-SEC)nationa + (BAPé-FC)mw
+ (BAPe-EC)nationat + (BAPe-SEC)patiohas + (BAS-
FC)muoml + (BAS EC)muonal + (BAS SEC)nauonaﬂ>
[(BAPr-FC)orivate + (BAPT-EC)private + (BAPr-
SEC)piivate + (BAO-FC)privato + (BAO-EC),..We +
(BAO-SEC)private + (BAP€-FClprivate + (BAPe-
EC)private + (BAPe-SEC)puvate + (BAS-FCprvate +
(BAS-EC)piivate + (BAS-SEC)private] !
H4,: (FC-DES)nationat + (EC-DES)rationds + (SEC-
- DES)nationay > (FC-DES )private + (EC-DES)me+
(SEC-DES)orivate

P5 IT he ratio of psycho-social (emotional and self-expressive) | H7,: EChational /FCnationat > ECoprivate / Fdevaia
consequences to functional consequences will be higher H5p: SEChationat /FChationat > SECp.m,I FCprivate
for national brands than for private label brands.

P6 | (a) The ratio of brand as product associations to the H6a: BAPrpivate / (BAPTpivate + BAome-i-

BAPepivate + BASprvate) > BAPratonat / (BAPnatonas
+ BAOnauom: + BAPepaiona + BASnaw)

HSb BAO,,M,., / (BAPrp.wa + BAOpnvae +
BAPE€private + BASprivate) > BAOnational / (BAPrmw
+BAO, + BAPeratona + BAS

H6.: BAPe€nasiona / (BAPTnatonat + BAOmasonas +
BAPe€rationat + BASational) > BAPEpivat /
(BAPrprivate + BAOpsivare + BAPeme+ BASMQ)
HBa: BASrasonat / (BAPfratonat + BAOnatcnar +
BAP@rationas + BASrational) > BASprivate / (BAPfpiate
+ BAOprivate + BAPGgrvato + BASprivate) |

*(BAPr-FC) is read “linkages between brand as product associations and functional consequences”.
** The
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Operational Definitions of Constructs that Were Examined

1
In total, the research propositions and hypotheses shown above provide a tesi of the
EVH framework described in Chapter 2. The EVH framework is comprised of three types of
constructs: desired end states, consequences, and attribute level brand associations.' This

section outlines the operational definitions that were used to represent the constructs in the
EVH framework.

|
Desired End States !

Because the construct of desired end states has been thoroughly described inv the

consumer value literature, the following instructions found in Woodruff and Gardial (1 996)

) |
|

served as a guideline for identifying desired end states:

[The identification of desired end states] should inciude any desired end
states, values, purposes, or goals that the consumer wishes to achieve ....
some end states are served relatively directly by the product; that is, product
nutrition leads to 'good health,' family programs at the health and fitness
center provide 'quality time with family,' and so forth. On the other hand,

there are some instances where product consumption indirectly contributes

to a desired end state. For example, a consumer may like to play basketball
in a local league because it serves a goal of community involvement. In this ‘
case, consuming the sports beverage does not directly keep the user |
involved in community. However, sports beverages are a part of the activity
(league basketball) that does achieve that desired end state, so there may be
an indirect linkage in the consumer's mind. Both directly and indirectly

'served end states are important to capture (p. 211).

Of all of the constructs in the EVH framework, desired end states are the most endurinb as

well as the most broad and abstract in nature. In addition, desired end states "may be
appropriate across any number of products or use situations (e.g., 'love my family,' ‘harmony,’

or 'peace of mind') (Woodruff and Gardial, pp. 213-214)."

Consequences

The idea that a product can create consequences for a consumer has also beén
presented in detail in the consumer value literature. Consequences can be operationalized
as "outcomes that the user experienced as a result of buying, owning, using, or disposing of
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the product or service (Woodruff and Gardial 1996, p. 211)." It should be noted that ‘

consequences can be positive or negative (with positive consequences occurring in thc]-:- form
of benefits, gains, or advantages and negative consequences occurring in the form of costs,
problems, or frustrations). In addition, consequences occur in the context of particulariuse
situations (e.g., getting dehydrated while playing in a basketball game). As shown in tl'llie EVH
framework, consequences can be of three types: |
*  Functional

e Emotional

e Self-expressive.

L
| - |
Because several research hypotheses compare the number and nature of consumer
|

thoughts about different types of consequences, it is important that the distinctions between

types are very clear. The following guidelines were used to distinguish between types Ff

|
consequences. |

|

Functional consequences. Functional consequences are by definition outcomes that

are directly related to the utility of using a product or service. For instance, "easy for m;e to

use" or 'keeps my family safe” are both examples of functional consequences. Because they
|

relate to|the utility of using a product or service, functional consequences are often directly

linked to specific product attributes. For example, in the statement "the taste of Coke r;'nakes
my moulh tingle," the consumer clearly links a specific brand as product association (th:e

taste of Coke) with a functional outcome (makes my mouth tingle).

Emotional consequences. Sometimes, consumers speak about outcomes of using a
- |
product ‘hat relate to emotional well-being, rather than functional utility. These !

consequences are categorized as emotional consequences. They are most easily

recogniJabl’e for their use of emotions or feelings as part of the description of the outcohue.

For exanle, "makes me feel good" and "frustrates me" can both be classified as emo:tional

consequences.
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Self-expressive consequences. Self-expressive consequences are outcomes; that
relate to how the consumer is seen by others or that contribute to an individual's powér of
self-expression. For example, two consequences of wearing a particular dress, "makes me
seem more attractive” or "reminds me of something a movie star would wear," are both
examples of self-expressive consequences. Self-expressive consequences are recog“nizable

because they refer to changes (real or perceived) in the way that consumers believe that a

third party might view them.

Attribute Level Brand Associations
The consumer value literature operationalizes attributes as:

... any attribute level features or characteristics that were used to describe
the product or service. These would include physical characteristics (e.g.,
size, packaging, labeling, container type, ingredients, parts, or construction),
service characteristics (e.g., delivery, service, availability, order processing,
distribution, service provider helpfuiness and demeanor, and efficiency), and |
even features of the "extended" product, including advertising, reputation,
brand/company awareness, trade promotions, and the like (Woodruff and
Gardial 1996, p. 211).

This discussion of attributes is distinctly different from the discussion of consequences
present’ed above because attributes are tied directly to the product (although product |s used
in a broad sense to include more than just the physical product) and thus do not vary across
use situations. The attributes that a consumer finds most important or relevant, however,
may vary across use situations.

Because this dissertation draws from both the branding and consumer value

literature, the terms "attribute level brand association” and “product attribute” are used

interchangeably. As described earlier, the term “product attribute” is most commonly used in

the consumer value literature, while the term “ attribute level brand association” is more

recognizable to those familiar with branding research. The latter term suggests a subset of

thoughtL that might be included in a branding study that examines "brand associations."

“Brand association” is a term commonly used in the branding literature that defines consumer

thoughts related to a brand, however, it does not differentiate between attributes and |
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consequences. The term “attribute level brand association” explicitly suggests a great?r

!
emphasis on associations refated to the extended product (such as specific associations that
result frci>m exposure to promotional strategies, including advertising, in-store displays, brand

name, eltc.), although the term “product attribute” is operationalized in the consumer v%lue

literature to'include all of these aspects of the brand.

The suggestions made by Woodruff and Gardial (1996) for distinguishing between
attributes and consequences were applied in this research. Specifically, Woodruff and*;
Gardial suggest that attributes are dimensions clearly associated with the product and :thus
do not vary across use situations. Consequences, on the other hand, may vary significantly
across use situations.

Of course, once attributes are separated from consequences, the most critical step is

" categorizing attributes mentioned (where appropriate) as representing one of the four types

of attribute level brand associations described in the EVH framework. As stated in Chapter 2,
the catejorization of attributes into the various types of attribute level brand associatior;s that
are presented in the EVH framework is an important contribution of this dissertation. Tlhe
EVH framework depicts four types of attribute level brand associations:

¢ Brand as product

» Brand as organization

» Brand as person

» Brand as symbol.

Through pilot testing of the coding process, Aaker’s initial definitions of attribute level
brand associations (see Figure 3-1) were modified so that it was possible to easily cIaséify an
attribute level brand association into one of the four categories of brand associations listed
above. As nofed in Chapter 2, one of the limitations of Aaker’s framework is that the
categories as he defines them are not mutually exclusive. In order to use the framework as a

basis for evaluating the effect of brand strategies on consumer value, it was necessary to
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develop discrete categories into which the various attribute level brand associations ‘

|
. I
The modifications to Aaker’s initial definitions primarily involved clarifying concepts

mentioned by consumers could be classified.

and providing examples and additional definitions that allowed coders to discriminate E
between categories. For example, Aaker’'s concept of “product attribute,” which he Iisfts asa
component of the brand as product, was defined as spécifically including physical pro:duct
characteristics (such as “blue color,” “comes in liquid and granular form,” or “sweet ta%te”).
By clearly deliniating the types of product attributes included in fhis component of the ;brand

as product, it was possible for coders to easily these as recognize brand as product

associations. Other brand as product associations include consumer thoughts about ;specific

‘ ) |
use situations for which a product is appropriate (e.g., “a morning drink”) and thoughts about

overall product quality (e.g., “a better made product than its competitors”). '
Similarly, any attribute level brand association that specifically refers to the ‘
manufacturer (or retailer) rather than the brand itself was defined as a brand as organfization

association. These references to the organization may be either objective (e.g., “a large

Brand as Brand as Brand as Brand as
Product Organization Person Symbol
- Product - Organizational | . |- Personality - Visual imag}ery
category characteristics (e.g., genuine, and metapho{rs
- Product (e.g., innovation, energetic, rugged) (e.g., logos, ,
attributes consumer concem, | (- Brand- customer graphics, taglines,
- Quality/ value trustworthiness, relationships (e.g.,| [tiestobrand
- Associations reputation) friend)- strengths, such as
with specific use - Size of company the Energlzer‘
situations (e.g., - Local versus bunnyasa |
orange juice is a global orientation symbol for long
breakfast drink; battery life) |
baking soda takes - Brand heritage
odor from a (e.g., brand °
refrigerator) history, family
- Country of origin brand use, eff‘:-)

Figure 3-1. Aaker’s definitions of attribute level brand associations.
Source: Adapted from Aaker (1996).
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company”) or subjective (e.g., “a reputable place to shop”). For example, both “a corr?pany

that cares about its employees” and “clean store” were characteriized as brand as |

organization associations.

Because they are more subjective concepts than the brand associations just |

described, it was especially important to develop clear definitions for brand as person and

brand as symbol associations. For this study, brand as person associations were defined as

any attribute level brand association that referred to: |

* A personality trait (such as “friendlf’ or “familiar”)

¢ A demographic characteristic associated with the brand (such as “youthfujl" or
“feminine”), or

e Alifestyle characteristic associated with the brand (such as “energetic” or

“conservative”).
In order to be defined as a brand as person characteristic, the personality description was
defined as needing to refer to the brand itself,,rather than a characteristic of a paniculér

product attribute. For example, if a consumer prefers Kraft because the brand is “consistent”

or “dependable,” this association is classified as a brand as person association. If a

consumer, however, refers to a specifc aspect of the product itself as consistent (suchj‘as

“consistent taste” or “consistent texture”), the the association is classified as brand as

product; because a product attribute is driving the thought expressed by the consumerl.

- |Brand as symbol associations were perhaps the most difficult to operationally ?define

because these associations are of a symbolic, rather than functional, nature. Brand as

symbol associations were defined as falling into one of three categories:

» A characteristic of image-related brand promotion, including brand name, jbrand
logo, tagline from a commercial (non-informational), or description of non-product

elements of a commercial or advertisment

e Graphics or design elements related to the brand, promotions, or packaging
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o Brand history or heritage, such as the length of time the brand has been lm
existence, brand promotions that have been phased out (e.g., the “Pepsi .

|
Challenge”), or family use of a brand (e.g., “my mother always used this brand").

B
. L .
It should be noted that only symbolic aspects of promotional efforts were included in

the definition of brand as symbol associations.” For example, if a consumer referred to:-a

purely functional aspect of a product's package, such as “resealable top on packaging;” this is

noted as a brand as product association because the packaging adds to the functiona%ity of

|

the product. Alternatively, as is made clear by the definition above, references to package

graphics or logos (such as “the Nike swoosh” or “legitimate package design”) were cla;ssified
|

as brand as symbol associations. This is because these brand associations add to a :

consumer’s perceptions of the overall brand image, or identity. Likewise, if a consumer

mentior]ed a commercial, or advertisement, that provided information about the produc}:t (such
as “the commercials remind me that Kraft cheese is made with real milk”), this associa:tion
was classified as a brand as product association. In this case, the commercial serveq' asa

cue for reinforcing consumer thoughts about a specific product attribute, healthy ingredients.

If a consumer referred to a non-informational, or non-product based, aspect of a
commercial’s content (such as “involves the world in their commercials” or “sponsors kraft
Theater’), the association was classified aé a brand as symbol association because, again,
the promotional effort created or reinforced the consumer’s perception of the brand’s overall
image. [Table 3-2 illustrates the operational definitions that were used to distinguish bétween

|
types of attribute level brand associations. }
|
|

Summa'ry

Some examples that illustrate the constructs included in the EVH framework a:re
|

included in Table 3-3. These examples are the result of initial pilot testing of the framework.

|
\
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Table 3-2. Operational definitions of attribute level brand associations.

The following guidelines were used for coding the four types of brand associations. ‘

Brand as Product — Brand as Product associations are consumer thoughts that are
specifically tied to characteristics or use of the product itself.

A brand association was coded as Brand as Product if the consumer mentioned:

e |a characteristic of the physical product itself, including overall quality, price, and
country of origin
e |acharacteristic of the product’s packaging that is functional in nature (e.g., resealable
top)
e acharacteristic of a product promotion that provides information about the product
itself or reinforces a perception currently held regarding product characteristics or
performance
e 1a use situation or occasion in which use of the product is deemed appropriate or
inappropriate.

Brand as Orgamzatlon Brand as Organization associations are consumer thoughts that are
speclflcally tied to the manufacturer or retailer of the product.

A brand assoclatlon was coded as Brand as Organization if the consumer mentioned:
 lacharacteristic of the brand manufacturer (e.g., an “international company”) 7
. L characteristic of the brand retailer (e.g., “clean stores”)
. 'a perception of the brand manutacturer (e.g., “a reputatable company”)
. 'a perception of the brand retailer (e.g., “a store that is interested in keeping

|customers happy”).

Brand as Person — Brand as Person associations recognize the ability of a brand to have a
personality (including human characteristics) in the consumer’s mind.

A brand lsséciation was coded as Brand as Person if the consumer mentioned:
e apersonality trait associated with a brand, such as "it just seems like an easy-going
rand"
L demographic characteristic associated with the brand (e.g., age, gender, or social
class), such as “a feminine brand” or “a youthful brand”
* lifestyle characteristic associated with the brand (e.g., activities, interests, and
opinions), such as “an energetic brand” or “a conservative brand"

Brand as Symbol - Brand as Symbol associations recognize the ability of a brand to
symboliz concepts represent meaning, or bring back memories to a consumer.

A brand assoclatlon was coded as Brand as Symbol if the consumer mentioned:
. a characteristic of image-related brand promotion, such as brand logo, (non-
||nformat|onal) tagline, or description of non-product elements of a television
ommercial
rand graphics (i.e., graphical elements of commercials, packaglng, etc.) 7 A Hforr s
rand history or hentage (i.e., length of time the brand has been in exnstence,
commercials which are no Ionger running, family use of a brand (i.e., “my mother
always used this brand,” etc.).

s O I:.j " 6’\14_»\ "
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Table 3-3. Examples of constructs included in the EVH framework.

.+ Construct

~ Sample Comment(s) from a Loyal Brand User

Brand as Product

"1 liked the smell of Pantene."

*Bud Light is the beer that tastes best to me."
"Nike tennis shoes have good arch support."

Brand as Organization

"Coca-Cola's headquarters are in Atlanta, GA."
"Budweiser sponsors the SAE-Budweiser boxing tournament every year."
"Columbia House always has good prices."

Brand as Person

"I perceive it [Diet Coke] as a friendly brand.”

"To me Abercrombie and Fitch clothing has a relaxed look but at the same time it is
sophisticated."

"Coca-Colais a caring brand .... "

Brand as Symbol

"Tide reminds me of washing clothes for my family when my kids were small. | like
to use Tide because it reminds me of when my kids were here at home."
“*Coca-Cola represents America in my mind."

"The Tide symbol is one of the most recognizable symbols for me personally in the
entire grocery store. All the other detergents look to me like they are trying to copy
the Tide symbol. Most of them use the same colors as Tide, the same style of
logo, and usually the same container."

Functional Consequences

*With Tide my clothes would come fresh and clean."
"With Pantene my hair stayed clean all day, and it began looking very healthy."

Emotional Consequences

"When | wear Nike tennis shoes | feel confident ...."
“Diet Coke makes me happy.”

"When | do not have a Diet Coke | can get grumpy.”
"Tide connects me with my family."

Self-expressive Consequences

*I wish that the [Ralph Lauren] brand did not have that littie horse on it though. |
almost think that it is 'cheesy’ to be flaunting around the Polo horse [brand as
symbol] ... for everyone to see [self-expressive consequence).”

"] wear Levi's because they are the 'in' jean to wear."

Desired End States

“[Having basketball shoes that provide comfort and support for my feet] are an
investment in my health and well-being."

"I give my kitten Nine Lives because it keeps her healthy, and the doctors say | am
a good mother to her."

Context Description

In designing a study that addressed the above research questions and provided a

strong basis for evaluating the EVH framework, a number of context considerations emerged.

First, it was important to find a context in which attribute level brand associations resulting

from brand strategies were likely to influence consumer evaluation and preference. Second,

it was important to test the framework in a context in which both functional as well as psycho-

social consequences were relevant. Finally, a context in which consumers could easily

assess and describe differences between brands was needed. Given these considerations

and the pressing need to understand value at the brand level expressed by marketers of

national and private label brands, the context of product categories in which national and

private label brands directly compete was chosen.
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Private label brands can be classified into two categories: (1) regular private label

and (2) generic brands (Private Label Manufacturers Association 1997). Regular privgte

. |
label brands, also known as store brands, are typically of similar quality to branded products,
|

but are|labeled with a brand name that is associated exclusively with a particular retaijer.
Regular private label brands typically have packaging that is similar to that of national*y

\
branded products, but are supported by marketing budgets that are significantly lower than

national brands. Sam's Choice (distributed through Wal-Mart) and Craftsman (distribﬁted by
|

Sears) are both considered to be regular private label brands. |

Generic brands are typically of lower quality and have more basic packaging fhan

their nationally branded competitors. These brands are distributed exclusively through a
|

particuILr retailer, but are typically supported with minimal marketing dollars. Because; growth

- \
in the private label industry is occurring primarily in the area of regular private label brands,
|

only users of this type of brand were included in this research. Thus, consumer value!
|

associated with a regular private label brand was compared with consumer value asscj>ciated
|

with a leading national brand in the same product category. j
Given this context, several specific decisions were made which potentially aﬁécted

the outcomes of this research. These are:

e Choice of product categories

= Choice of specific brands within the selected product categories
s Selection of brand consumers i
e Choice of use situation
¢ Focus on desired or. received value. !
Choice of product categories. Perhaps the most important criteria for selectioh of the
product|categories of interest was that they provide a rich environment for addressing the
research propositions introduced in Chapter 2 and the research hypothesis derived in t:his

chapter. In order to maximize differences between brands product categories in which
|
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private
recogn

“leadin

label dollar volume is high, but where a national brand also has high name
‘ .
tion, were appropriate. Thus, it was important that there be a “leading” national and

g” private label brand within each product category. For this study, “leading” brand
J

was defined as a brand with greater than 20% of overall market share. Consumer pa:ckaged

goods sold in supermarkets were selected because they tend to be:

\
!
e Frequently purchased f

e A genre in which private labels are gaining market share |
e An area where national brands are typically supported by strong promotidnal

budgets while private label brands are not.

\
Given this general interest, Table 3-4 lists the top 20 product categories in which

1996 supermarket sales (by dollar volume) of private label brands were highest (Priva:te

Label Manufacturers Association 1997). These provided a starting point for selecting

appropriate product categories.

Two similar product categories were chosen for investigation, one for an initiai test of

the EVH framework and the second for a replication of the test. Similar product categ(j)ries

were used because this condition was anticipated to provide the greatest opportunity for

replicat

nationa

i
on of the research findings. |

|

Based on a review of the above table, the top two product categories with a “Igading”
‘ !
and “leading” private label brand were chosen. These are: ‘

. Cheese (product category #1)

¢ Carbonated beverages. (product category #2).
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able 3-4. Top 20 private label categories by dollar volume — supermarkets.
!

L : Product Category. i . wai v 10 Dollar.Volume:

1 $6.2 billion

2 Fresh Bread and Rolls $1.9 billion

3 Cheese $1.8 billion

4 Fresh Eggs $1.6 billion

5 | Ice Cream , $976 million

6 | Carbonated Beverages $856 million

7 Frozen Plain Vegetables $740 million |

8 | Sugar $689 million |

9 Vegetables $645 million |

10 | Juice - Refrigerated $643 million

11 | Cold Cereal $531 million |

12 | Bottled Juices - Store Shelf $480 million 1

13 | Canned/ Bottled Fruit $471 million |

14 | Cookies $444 million ‘

15 | Juices — Frozen $419 million |

16 { Chips and Snacks $397 million |

17 | Luncheon Meats $395 miillion !

18 | Food and Trash Bags $392 million

19 | Cups and Plates $379 million ‘

20 | Diapers $351 million :
' Source: Private Label Manufacturers Association 1997, ‘

'To'narrow the focus of the study, sub-categories within each product categoryiwere

also selected. For cheese, shredded cheddar cheese was the product of interest. For

carbonated beverages, the product category was limited to non-diet, caffeinated carbohated

beverages.

Choice of specific brands within the selected product categories. The specific brands
!

chosen for investigation were the “leading” national brand and “leading” private label bll'and in
each product category for the retailer from which participants were recruited. It was veirified
yvith the retailer that the market share for each brand selected was 20% or greater. Kr<;>ger, a
leading grocery chain, agreed to allow recruitment of participants in Knoxville area stor:es. As
was expect@ad, the Kroger-manufacturered private label brand was the brand selected f:or use
in both product categories. For the shredded cheese product category, Kraft was used1 as the
national brand of interest, while the Kroger brand was the private label brand of interes?t. For
carbonated beverages, Coke Classic was the national brand of interest, and Big K Colé

|

(manufactured by Kroger) was the private label brand of interest.
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. Kroger

that the
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name,
would |
where t

brands

participants in the study. As stated earlier, all participants were recruited in Knoxville area

miles o

Shoppers in the four Kroger stores selected were expected to represent a variety of ‘

demographic profiles (e.g., some urban, some suburban; a mix of ages and incomes, étc.).

questio

being ¢

One criteria for brand selection that was considered desirable, but not required, was

> brands chosen represent different brand identity strategies (i.e., brand name is

t from manufacturers name, such as “Crest;” brand name and manufacturers r"tame

d, §uch as “Bravada by Oldsmobile;” or brand name is the same as the manuf}alcturers

\
such as “Kellogg’s Corn Flakes”). It was originally anticipated that the nationa‘l brands

1ave differering brand identity strategies; however, both Coke and Kraft use strlategies

he 'l;rand name and the manufacturer name is the same. It was the private Iat1>el

(Kroger and Big K) that actually varied according to brand identity strategy. ‘
\

Selection of brand consumers. In-store recruitment was used to identify prosbective

|
|

grocery stores. Four Kroger stores were used, all of which were located within six

the university campus. The same four stores were used for each product category.

Consumers who were observed purchasing a selected brand were asked a series of

ns and, if they fit the profile for participation, were asked to participate in an interview
bnducted as part of a university study. Consumers were screened based on:
. Brand loyalty

e ' Knowledge of brand manufacturer

e Age of participant.

Brand loyalty was operationalized in terms of frequency of purchase as a percentage

of the time the consumer purchases a brand for that product category (Crimins 1993; Jacoby,

Chestnut ahd Fisher 1978; Wansink and Ray 1993). Fifty percent is the percentage that is

|

|

commonly used (Jacoby, Chestnut and Fisher 1978; Wansink and Ray 1993). Knowle‘dge of

l

the manufacturer was operationalized as ability to accurately name the company that makes

the specified brand. This knowledge provided a validity check for the brand as organization
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associations held by the consumer. Because the human subjects process requires a
different application for non-adult interviews, this study included only consumers who were
over 18 years of age. Table 3-5 illustrates the three screening questions that were used to
screen prospective participants.

Choice of use situation. Because in-store recruitment was used as a way of selecting

participants in the study, it was expected that the sample of shoppers who agreed to
participate would be representative of the population of supermarket shoppers, specifically
buyers of shredded cheese and soft drinks, respectively. The population of buyers of
shredded cheese and soft drinks, however, is most likely not the same as the population of
shredded cheese and soft drink users. Because the sample is a reflection of those who
engage in frequent purchase situations relative to the selected product categories, the
supermarket purchase situation was chosen as the use situation of interest.

Focus on desired or received value. Conceptually, it is possible to examine the effect
of brand strategies on the value that is desired or received by the consumer. As stated in
Chapter 2, desired value represents preferences for certain value dimensions (i.e., attributes,
consequences, and desired end states) based on positive outcomes that the consumer
associates with having the value dimension. Alternatively, received value represents

consumer evaluations of product or brand performances on desired value dimensions. In

Table 3-5. Screening questions used to select consumers for participation.

. Construct Screening ~ Criteria for -
Brand loyalty Thinking back over the [NAME OF Purchase 50% or

PRODUCTS IN PRODUCT more of time
CATEGORY] that you have purchased
in the past year, what percent of time

have you purchased [name of selected

brand]?
Knowledge of What is the company that manufacturers | Accurate name of
manufacturer [NAME OF SELECTED BRAND]? manufacturer
Age of Are you currently over 18 years of age? | Must answer “yes”

participant
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|
short, desired value provides information about consumer expectations, while receivep value

provides information about brand performance in meeting those expectations. BecauFe it is

most Iikely that branding strategies (such as national and private label branding) woulg affect
perceived‘brand performance, this study focused on unde'rstanding the overall value M
by consumers. Given the design of this study, examining the effect of branding stratejgies on
desired value would have been very difficult. This is because loyal users of brands wiould
have many thoughts about previously received value, which might confound thoughts about

desired value. Future research offers the opportunity for examining the effect of brant}jing

strategies on desired value. The next section reviews considerations that were relevant in

developing the research methodology.

Development of the Research Methodology

In order to evaluate the EVH framework, a methodology was developed that elicited

information about the various types of brand associations that were included in the frajmework
|

and enabled evaluation of the extent to which these brand associations were consider}ed

during consumer assessments of brand value. As would be expected, the choice of
\

methodology for this study was dependent on the research questions presented in Chapter 2.

In developing the methodology, two key decisions were made:
|
e The nature of the data analysis process used (e.g., qualitative vs. quantitétive).

e The nature of the data collected (e.g., structured vs. unstructured)

Because consumer value is by definition a subjective concept, the collection oif
unstructured data (i.e., data that differs between consumers in terms of content) to evéluate

‘
the EVH framework has an important advantage. Using unstructured data allows the
consumer to completely direct the number and type of attribute level brand associatiorjls that
are discussed. For example, some consumers may bring up ten different attribute Ievejal
brand associations when thinking about a specific brand, while others may consider or}lly two
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or three. Learning about attribute level brand associations via the collection of structtfned
|

data (such as a survey or list format) would require the researcher to prompt the consumer

regarding the content and number of brand associations that might be considered. THus,

using a less structured format for data collection allows the consumer to direct the conitent of
the value dimensions that are discussed. This is important because it provides a recojrd of
consumer thoughts about value that is created with minimal demand effects. In additicim, a
potential contribution of the EVH framework is that it provides a categorization schem{e, or
structure, for organizing attribute level brand associations. Having an unbiased record of
consumer thoughts about value adds credibility to the findings related to the structure jof
attribute level brand associations that emerge from this research. A disadvantage of dsing
unstructured data is that the data may or may not be directly comparable across consv.j:mers.
For example, if a value dimension is not mentioned by a consumer, it is unknown whefher the

value dimension is unimportant, or simply failed to come to the consumer’ s mind. In

addition, unstructured data is expensive to collect and time-consuming to code and an?lyze.
Because of the importance of allowing the consumer to direct the content of the discusjsion of
attribute level brand associations, an unstructured format for data collection was chosejn for
this study. Future studies may use structured or unstructured techniques for data collejction.
As stated earlier, a primary purpose of this study was to test and evaluate the ‘
usefuiness of the EVH framework. Thus, an analysis process that is conducive to theojry
jlas‘appropriate. In addition, as stated earlier, a primary contribution of the EVIj-I

|
framework is a categorization scheme that describes the structure (or types) of attributé level

testing

brand associations considered by consumers. For this study, the tests of the researchl
hypotheses suggested the need for comparing consumers across product categories a‘%s well
as across branding strategies. Since a specific categorization scheme was used, statisjtical
comparilsons that quantify similarities and differences between groups were needed. T\jhe
discussil.)n of research design presented later in this chapter outlines the coding and ar:1alysis

process lused for the study. |
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An alternative approach to this research area (consumer value as it relates to

- branding) Would have been to use qualitative analyses to identify categories (or themeTs) that

|
emerged from the data collected. This type of analysis would have allowed a rich ‘

understanding of various types of thoughts about brands that consumers consider whclan

assess

concep

ng value and would have likely led to future theory building. Because several ‘

tuaj frameworks related to brand value have already been proposed in the marketing

literature (e.g., Gutman’s 1982 levels of abstraction concept and Aaker's 1991 brand identity

concep

may be

), however, this dissertation adopted the approach of theory testing. Future studies

developed that focus on theory building or theory testing.

Technique for Data Collection

As described earlier, the data collected for this study were unstructured, allowing the

consumer to direct the content of the brand associations discussed. Three methods have

been pr

patterns

how these patters are linked with each other (Marshall and Rossman 1989). These are:

is that c

esented in the literature as appropriate for better understanding the “salient themes,

, and categories in participants’ meaning structures (p. 78)” as well as underst‘anding

o Participant observation (e.g., Blumer 1969)
» ! Focus group interviewing (e.g., Morgan 1988)

¢ ' In-depth interviewing (e.g., McCracken 1988b).

An important perspective presented in the literature and adopted by this dissertation

onsumer value results from a cognitive evaluation process. As described earlier in

this disJertation, value is created in the mind of the consumer. Although an observational

study m
cognitive
was not

disserta

|
ght have provided important insights that could have been used to understand this

3 process, the focus of observation is not on cognitive evaluation. Thus, observation

the best technique by which to address the research questions presented in th:is

tion. (
|
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dimens

. |
In addition, the outcomes of a consumer's cognitive evaluation (the value

ons) are presumed to be unique to the individual. Thought as well as empirica}tl

research clearly suggests that value dimensions differ across consumers (Gardial et. al.

1994; Reynolds and Gutman 1988; Woodruff and Gardial 1996). Because focus grouPs are

best su

ted for understanding commonalities across multiple individuals, use of focus éroups

may not have provided the information necessary to identify differences in value acros%s

individuals. ;

i
As stated in Chapter 2, this dissertation focused only on the first step .of the Cpstomer

Value Determination (CVD) process, which involves identifying attributes and consquences

|
(called value dimensions) that are relevant to consumers when making assessments of

i

value. Because the dissertation study emphasized identification of consumer value

dimens|

In-depth interviewing techniques are well-suited for understanding participant meanind

perspec

. |
ons, a technique that was appropriate for this step in the CVD process was needed.

tives as well as exploring cognitive evaluation processes (McCracken 198b; MPrshaII
|

and Rossman 1989). In addition, in-depth interviews are an established methodology Mithin

the consumer value literature (e.g., Reynolds and Gutman 1 988; Woodruff and Gardiai 1996).

identify

usefulne

In-dept

asszfor the dissertation study. ‘

. !
This section first reviews in-depth interviewing techniques that are commonly L}lsed to

desired value dimensions. Next, it evaluates these techniques based on their |

h Interviewing Techniques Used for Assessing Consumer Value

. o . . . . \
In general, identifying consumer value dimensions requires a measurement

techniq

}
e that encourages consumers to provide detailed information about what they value.

This information may vary widely from consumer to consumer. Depth interview technic}aues

"can be

is knowr

used to uncover and understand what lies behind any phenomenon about whic;:h little

1 (Strauss and Corbin 1990, p. 19)."

The techniques described in this section are consistent with means-end theoryi and

i

thus have the potential to be used for identifying value dimensions that consumers ass;ociate
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with a brand. Table 3-6 provides a brief overview of the interviewing techniques that have
been introduced in the consumer value literature. As is seen from this table, a variety }of
intervie wing techniques may be used for identifying desired value dimensions. Each |
technique has strengths and weaknesses, which are summarized later in this section. ‘

In total, these techniques have contributed greatly to our understanding of the%
knowledge structures that consumers use to assess value. For example, the sources Fited in
|

the table above clearly demonstrate the potential of these techniques to provide rich |
information about what consumers value. Furthermore, they provide support for the m‘eans-
end chain and value hierarchy concepts as useful theoretical bases for understanding value
In addition, the existence of multiple techniques for learning about consumer value pro‘vides a
significant opportunity for broadening marketing knowledge. Although few individual studies
have employed triangulation of the methods listed above, comparing what is learned apout
consumer value across studies has the potential to offer additional important insights. 1

Table 3-7 summarizes the strengths and weaknesses of the methods which hajlve

been used for identifying value dimensions.

Evaluation of the Usefulness of these Techniques for the Dissertation Study

While all of the interviewing techniques listed above have the potential to enha%nce
understanding of consumer value at the brand level, the choice of technique for a singlLe
study is best determined based on the specific research questions to be addressed. Tr%ws, in
selecting thle interviewing technique that was most appropriate to achieve the research‘j
objectives qf this study, several important considerations were used. j

Firgt, the discussion presented in this chapter makes it clear that identifying deisired
end states, or values, that are important to consumers is fundamental to understandiné
consumer value. Reynolds and Gutman (1988) carefully review the limitations of both jthe

Kelly Reperatory Grid and the Grey Benefit Chain in this area. These methods typicall‘y

1
capture information about consumer knowledge structures that reach only the attribute\(KelIy
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Table 3-6. Description of interviewing techniques used to identify value dimensions.

map. Consumers can also create
summary visual images and
vignettes which can be used to
assist in the creation of advertising
design and copy.

Johnson 1980)

Laddering In-depth interview used to Means end Reynolds and Attributes,
understand how consumers theory Gutman (1988), Consequences,
translate product attributes into (Gutman 1982) | Woodruff and and Desired end
meaningful associations with Gardial (1996) states
respect to self. Uses directed
probes, such as "why is that
important to you?* to determine
linkages between key perceptual
elements across the range of
attributes, consequences, &
values.

Grand Tour In-depth interview used to Means end Woodruff and Attributes,
understand value hierarchies theory Gardial (1996) Consequences,
indirectly by exploring the (Gutman 1982) and Desired end
consumer use experience. Uses states
directed probes, such as “what are
you feeling at this point during
your activity?" to learn about
consequences & values relevant
during use.

Grey Benefit In-depth interview beginning with None, although | Young and Attributes,

Chain a product description including a means end Feigin (1975) Consequences
specific product attribute. The theory offers a (benefits only)
consumer provides 2 benefits reasonable
derived from the attribute & 2 explanation
benefits derived from each of the (Gutman 1982)
initial 2 benefits. Process is
repeated, yielding a total of 14
benefits.

Kelly Respondents state how 2 Categorization Kelly (1955) Typically

Repertory products in a set of 3 are similar theory (e.g,. attributes only

Grid and how they differ from a third Rosch 1978)

(Triadic product. Elicits distinctions made

Sorting) by an individual conceming
perceived, meaningful differences
between products.

Zaltman In-depth interview technique used | Categorization Zaltman and Attributes,

Metaphor to understand consumer images theory (Rosch Coulter (1995) Consequences,

Elicitation of brands, products, and 1978); Means and Desired end

Technique companies, brand equity, product end theory states

(ZMET) concepts and designs, etc. (Gutman 1982;

Consumers bring in photographic nonverbal
images which serve as a basis for | communication
guided conversation that uses a (Birdwhistell
combination of Kelly Repertory 1970;

Grid and laddering techniques to metaphor

elicit constructs that can be elicitation
organized into a summary mental (Lakoff and
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Table 3-7. Strengths and weaknesses
of techniques used to identify value dimensions.

‘Method | =~ = Strengths . , Weaknesses =

* Provides understanding of how consumers * Nature of probes ("why") can lead to
Laddering | translate the attributes of products into respond fatigue, which may cause omission

meaningful associations with respect to self of some information

* Structured interview which eases * Respondents catch on to what interviewer is

moderator's task, makes training easier looking for; can lead to social desirability

* Reasonably short interview time frame responses and the creation of linkages that

(about 45 minutes to one hour) don't really exist

* Connections between attributes, * Does not reveal much about how use

consequences, and desired end states are situations and other activities influence the

explicitly made by the consumer value consumers place on a product or

* Relative strength of individual A-C-DES service

linkages can be determined

* Provides in-depth understanding of * Interview requires significant amount of
Grand consumer use situations and use of a product | consumer time (usually one to two hours)
Tour or service within a given situation * Requires more intensive training of

* Expected to yield more information about all | interviewers because of lack of structure and

levels of the value hierarchy as compared to need for probing

laddering * Connections between levels of the value

* Yields consumer insights related to product/ | hierarchy are rarely explicit and must be

service use; can help managers uncover inferred from consumer responses

strategic opportunties

* Identifies consumer brand associations at * Does not illustrate how attributes and
Grey the attribute and benefit (consequence) levels | benefits related to personal values, desired
Benefit * Distinguishes between type of benefit end states
Chain (functional, practical, emotional) provided to * Only "physical® (brand as product) aspects

the consumer of a product are used as a basis for

* Relatively easy cognitive task for the questioning

consumer - interview can be short (15-30 * No theoretical basis for technique

minutes)

* Effective at eliciting bases by which * Typicially elicits distinctions based on
Kelly consumers distinguish between products physical (brand as product) aspects of a
Repertory | * Can be used to idenfity distinctions between | brand
Grid attributes, consequences, and values * No quantitative way of determining
(Triadic (although primarily used to elicit attribute level | relevance of basis for distinction to the
Sorting) distinctions) consumer

* Provides insight about how consumers

make sense of large amounts of product-

related information

* Taps nonverbal channels of communication * Is not grounded in the use situation
Zaltman in a manner that elicits consumer insights * Does not clearly describe linkages between
Metaphor * Makes use of metaphors on the basis that attributes, consequences, and values
Elicitation | they are fundamental to leaming and * Requires extensive training of interviewers
Technique | communication * Requires trained graphics imaging
(ZMET) * Generates core constructs and the technicians

reasonings that connect them to form mental
models that represent consumer thinking
about a brand

* Provides visual as well as written data,
which is helpful for the development of
marketing communication strategies based on
consumer needs

* Requires a large amount of consumer's time
(5 hours preparation plus 2 hour interview)

* Analysis is labor intensive

* Requires graphics imaging hardware and
software

* Does not provide quantitative estimates of
the relative strengths of associations between
constructs

* Photographic images selected by
consumers are limited to concepts they find
familiar and thus could narrow the range of
discussion

* Does not provide estimates of percentage of
larger population who believe a certain way
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perceived to be superior (Reynolds and Gutman 1988; Woodruff and Gardial 1996; Za’ﬂtman

and Coultqr 1995).

Next, although it captures information about attributes, consequences, and de]sired
end states; the Zaltman Metaphor Elicitation Technique (ZMET) is not often cited in th}e‘
\

consumer value literature. One reason for this may be that these discussions of attrib‘utes;

consequences, and desired end states are not grounded in the use situation. This Iim‘itation

‘ . . . . |
of the method seriously hampers its usefulness as basis for understanding consumer value.

For this reason, and because of the extensive training and expensive equipment required to
conduct the interviews, the ZMET did not seem to be the most appropriate method for
beginning to examine consumer value as it relates to branding.

|

'Given the above considerations, both the laddering and grand tour methods seemed

to hold promise for exploring consumer value at the brand level. Laddering, however, offers

the two stréngths that made it preferred for the study described in this dissertation. Fillst,

laddering is a method which has received considerable attention in the literature (Gengler
|

and Reynolds 1995; Reynolds and Gutman 1984, 1988; Reynolds and Whitlark 1995;
Vallette:Florence and Rapacchi 1991). Because itis an established methclat;'! for ‘
understanding consumer value, it is appropriate to use laddering as a basis for collecti‘ng data
to evaluate; the EVH framework. Second, and most importantly, laddering interviews are
structured .fo ensure that the information elicited about attributes, consequences, and cLesired
end states Ican be clearly related in the form of a value hierarchy. Thus, in laddering
interviews, the connections between attributes, consequences, and desired end states' are

explicitly made by consumers (Woodruff and Gardial 1996). Being able to identify explicit

linkages was necessary to evaluate the extent to which branding can create consequences in

a particular use situation. In sum, the laddering technique offered the most potential to

|

provide data that could be used to evaluate the EVH framework as well as make an |

1
assessment of the effects of national and private label brand strategies on overall cons“umer

value. Since laddering is the technique that was selected for use in this dissertation sthdy, a

brief ovirvigw of this method is presented.
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Overview of the Laddering Technique 1

As stated earlier, laddering is a well known technique based on the means-edd
framework (Gutman and Reynolds 1979; Reynoids and Gutman 1984, 1988). In addiéion, the
laddering téchnique has been used "to develop effective communication strategies for“ many
leading| corporations, industry organizations, public service groups, and political candijdates
(Reynolds and Whitlark 1995, p. 9)." ‘

A feature of the laddering technique that makes it particularly appropriate for tjhe
study of consumer value is its focus on the attributes, consequences, and end states tjhat are
importaht to a consumer, as well as its ability to represent the nature and strength of /%-C-
DES relationships (Gutman 1991). A particular strength of the laddering technique is ijts
ability to reveal A-C-DES linkages that consumers may consider during brand evaluatijon.
Because of the extensive resources (in terms of time and cosi) requifed to corT\d‘uct
laddering interviews, several modifications of the technigue havé been discussed in the
literature. Gengler (1990), for example, proposed a method in which consumers usedian
interactive computer program to provide information about the strengths of A-C-DES Iijnkages
that were important to them. In this method, relevant attributes, consequences, and dtjesired

2 |
end states were determined a priori using focus groups. Walker and Olson (1991) also

developed a technique in which consumers read a brief decision scenario and then
completed a pencil-and-paper laddering task. The written responses were content anélwed
for the purpose of identifying relevant attributes, consequences, and desired end states. Ina
|
similar method, Vallette-Florence and Rapacchi (1990) used a card-sorting task to get?

consumers to identify linkages between pre-determined attributes, consequences, and;

desired end states. In these cases, the modifications were deemed to yield informatioh that

is inferior to that provided by traditional laddering interviews (Gengler and Reynolds 19:95). A

recent study also applied the laddering methodology in a telephone survey format to

understand consumer value related to recycling (Bagozzi and Dabholkar 1994). The

|
telephone application was found to yield information about attributes, consequences ar:1d
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desired

end states; however, the shorter time frame which is often required for the teléphone

|
interviews suggests the need for a fairly narrowly defined scope for consumer comments. In

addition

, @ telephone format may have limited consumer abilities to choose from lists of

elicited |associations, which was an essential part of this study.

Limitations of the Laddering Technique

|
|

As stated earlier, the laddering technique is based on the traditional value hier}archy

framework described in Chapter 2. Because it uses the traditional value hierarchy as its

basis, laddering has several limitations. First, and most importantly, laddering general;ly uses

a globa
that are

of testin

construct, called product attributes, as its basis for understanding the conseqfi:ences

relevant to consumers in making assessments of value. In order to provide a means

g the EVH framework, the basis for eliciting attribute level associations must allow for

identification of the four types of associations depicted in the framework. Secondly, Iaadering

has been limited in its focus related to the relationship between functional and psycho-isocial

conseqt

Jjences. In order to provide an adequate test of the EVH framework, the laddering

technique was extended to encourage elicitation of direct linkages between brand ;

associal

tions and psycho-social consequences.

Pre-testing of Technique for Data Collection

i
In order to address the limitations of the laddering technique discussed above, it was

necessary to address several issues through pre-testing. This was done for the purpoée of

adapting the laddering technique to be consistent with the constructs represented in thé EVH

framework., In total, 32 mini-interviews were conducted to address key issues. The mi;ni-

‘ |
interviews lasted about 15 minutes each and involved the initial elicitation of attribute level

brand associations, participant selection of important brand associations, and initial laddering

probes.

The interview was terminated once it became clear that the participant could (or

could not) link the selected attribute level brand associations to consequences of brand use.

Key findings from the pre-test interviews are summarized in this section. In total, this section
|
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reviews the pre-testing that was conducted to refine the interview technique used in tﬁis

study.
Evaluation of Existing Elicitation Techniques
The primary adaptation of the laddering methodology that was needed for thisi study

was the development of an elicitation technique that could specifically capture the four types
|

|

of attribute level brand associations (brand as product, brand as organization, brand as

person, and brand as symbol) included in the EVH framework. Several different elicit%ttion
techniques for exploring consumer value have been suggested in the literature. Thes?
include triadic sorting (Kelly 1955; Reynolds and Gutman 1988), preferred brand (Rey:nolds

and Gutman 1988), and specification of use situation or occasion (Reynolds and Gutman

1988; Woodruff and Gardial 1996). In addition, many studies in the branding literature simply
: i
use the|brand name as a cue for generating brand associations related to value (e.g., Edell

1

and Keller 1989; Keller 1987; Riezebos 1994). Table 3-8 briefly highlights the strengtrils and

weaknesses of existing elicitation techniques. |
. From the table, it appears that no existing elicitation technique adequately cap}tures
all of the types of brand associations needed to evaluate the EVH framework. In partic%:ular,
these techniques tend to view brand as a global construct, rather than discriminating b:etween
types of brand associations as does the EVH framework. This reinforces the idea thait an
existing| elicitation technique needed to be modified and/ or refined to provide the infor%nation
necessary to examine the various types of brand associations depicted in the EVH

framework. Because this dissertation adopted a definition of consumer value that is bajlsed in

brand use, an elicitation technique that specified use situation was selected.
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Table 3-8. Strengths and weaknesses of elicitation techniques.

~ Elicitation o . Strengths ' = ~ Weaknesses
* May provide information * Tiring for the consumer
Triadic Sorting about trade-offs consumers * Reduces the number of attributes
make between attribute level that can be covered during an
brand associations interview
Product Attribute * Focuses primarily on product | * May miss brand associations
Elicitation attributes related to areas of brand identity
* Simple for the consumer to other than brand as product
understand
Brand Preference * Allows flexibility to discuss * Tends to use brand name as the
the brand to which a primary cue for attribute elicitation
consumer is most loyal * May miss brand associations
* Simple for the consumer to related to some areas of brand
understand identity
Use Situation / * Allows flexibility to discuss * Tends to focus on brand
Occasion the use situations or occasion associations created during use (as
with which a consumer is opposed to prior to use) as the
most familiar primary cue for attribute elicitation
Brand Name * Simple for the consumer to * May miss some brand associations
understand associated with brand identity, such
as brand as organization

Pre-testing of Elicitation Techniques

Because of the need to make comparisons between the four types of attribute level
brand associations shown in the EVH framework, it was essential that the elicitation
technique used for this study prompt consumers to consider the possibility that brand
associations of four different types may influence their evaluations of a particular brand. On
the other hand, caution was taken so that the technique minimized the demand effects that
could be created by prompting consumers to consider the different types of brand
associations.

Table 3-9 illustrates the five elicitation techniques that were pre-tested, as well as the
operationalization of each technique. Four mini-interviews per technique were conducted for
each elicitation technique (a mini-interview involves only the elicitation questions and two to
three laddering probes, the purpose of which was to ensure that an elicited attribute can be

linked to consequences by the interview participant).
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Table 3-9. Elicitation techniques pre-tested.

ntroduction Used for Testing
Elicitation Technique

“Tell me about a national brand td which you are very loyal.
What is that brand? OK, tell me about using [BRAND NAME].”

2 | Separate question about each of the | BAPr - “Tell me about what the product [BRAND NAME] does
four types of attribute level brand for you?”

associations (BAPr, BAO, BAPe, BAO - “Tell me about what the manufacturer of [BRAND

BAS) NAME] provides?”

BAPe - “If BRAND NAME] were a person, what kind of person
would it be?”

BAS - “Tell me about the graphics, visuals and history you
associate with [BRAND NAME]?”

(the order of the above questions is varied across interviews)

3 | Visual (published advertisement) that | BAPr - picture of product in packaging

1 Biand name only

suggests each of the four types of BAO - picture that includes manufacturer name or label

attribute level brand associations BAPe - picture that includes user imagery

(BAPr, BAO, BAPe, BAS) BAS - picture of brand logo and (if possible) indicator of brand
heritage.

4 | Combination of #2 and #3 Use of visual from #3 and corresponding verbal question from

#2.

5 Review of all four types of brand Used visual of a circle divided into four quadrants; each
associations (to give the participant quadrant is labeled with the name of one of the four types of
an idea of possible associations), attribute level brand associations. A brief description of the
then an individual question about model is given, followed by the questions used in #2.

each type of brand association

A summary of the brand associations elicited by the pilot tests is included in Table 3-
10. In each cell, the number before the slash represents the total number of attribute level
brand associations that were elicited. The number after the slash indicates the total number
of attribute level brand associations that were selected as important by the interview
participant.

The criteria used to evaluate alternative elicitation techniques were as follows:

* Number of attribute level brand associations elicited

e  Ability of technique to elicit responses that included all four types of attribute level

brand associations
e Ease of consumer understanding/ response

e Relative speed of elicitation.

Table 3-10 provides an indication of how well the elicitation techniques performed on

the first two criteria. Table 3-11 summarizes how the various elicitation techniques ranked

133



Table 3-10. Summary of brand associations elicited during pilot testing.

1 28/9 3/2 9/3 4/2 44/16
2 24/6 14/4 16/3 16/5 70/18
3 18/7 41 11/4 12/2 45/13
4 2317 15/4 15/3 18/5 7119
5 15/8 7/4 5/2 6/3 33/17

on all of the above criteria. For this table, a “1” indicates “good,” a “2” indicates “average,”
and a “3” indicates “poor.”

As seen in the above tables, asking individual questions about the four types of
brand associations (such as in elicitation techniques #2, #4, and #5) helped to ensure that the
four types of attribute level brand associations were considered by interview participants.
Elicitation techniques #1 and #3 (using the brand name only and visual aid only as elicitation
cues) were less effective than technique #2 in generating attributes which represented all four
types of attribute level brand associations.

Elicitation technique #5 was found to be relatively difficult for consumers to
understand. This is because consumers, in some cases, felt pressured to specifically place a
brand association within a certain category in the framework. This task prompted a number
of questions and slowed the speed of elicitation as well as ease of consumer response. As a
result, the number of brand associations elicited was limited.

Based on Table 3-11, it appears that techniques #2 and #4 would both be
appropriate for use in this study. During the pre-tests, however, an important additional

selection criterion was discovered. This criterion is the ability of the elicitation technique to
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Table 3-11. Ranking of alternative elicitation techniques.
- | Numberof | MixofFour | Easeof | Relative | Average
' Elichation | Assoclations | Typesof | consumer | speedof | ' ranking
‘Technique | icited | Assoclations | response | elicitation | acrossthe
: ‘::: s . % A'S-H(’;“j E"c‘ted ' i : /;_ } 1; Y i »\‘< .;: 5 : 'our ef'w'.
1 2 3 1 1 1.75

2 1 1 1 1 1

3 2 2 2 2 2

4 1 1 1 1 1

5 3 3 3 3 3

allow consumers to consider all of their thoughts and experiences about the brand when
naming brand associations. Techniques #3 and #4 (which used a visual stimulus) were
found to limit consumer responses to attributes that were present in the advertisement
shown. In fact, for both of these techniques, six of the seven most frequently mentioned
brand associations were obvious components of the advertisement used as the stimulus.
This finding is consistent with the literature on cueing (e.g., Nicolas and Carbonnel 1996),
which suggests that if individuals are provided with pictorial stimuli as cues, context effects
are highly likely to emerge.

Based on the above findings, elicitation technique #2 (which asks four separate
questions about the four types of attribute level brand associations) was chosen as most

effective for this study.

Pre-testing of Least Important Consequences
Given that the selected elicitation technique specifically asked about the four types of
attribute level brand associations depicted in the EVH framework, an important consideration
in this study was to reduce demand effects created by the elicitation process. Several steps
intended to reduce demand effects were taken, including:
o Stating up front in the interview that participants should feel free to say they have
never had any thoughts about an issue and that they should feel free to pick any
of the elicited brand associations as important

e Varying the order of the four elicitation questions
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In additi
differenc

ability to

e Writing down the attribute level brand associations elicited in random order so

that the consumer did not associate the selection of an attribute level brand
\
association with the question that prompted its elicitation |
i

* Reminding consumers that there are no right or wrong answers and that they

should only consider attribute level brand associations that are important to them

- \

- when selecting the attributes to be considered for the laddering portion of the
|

interview ‘

o Clearly specifying the purchase or use situatioﬁ for the importance questiojns
(e.g., “what are the five or so most important attributes that you consider v‘flhen
you are deciding which detergent to purchase?”’or “what are tﬁe fivé or soi most
important attributes of [NAME OF BRAND] you consider when you are wa%hing
clothes for your family?”). |

on to these precautions, pre-testing was done to determine if there were notice‘able
\

ces when laddering on important versus non-important brand associations. Th;e

recognize differences in value hierarchies between important and non-important
!

: \
attribute level brand associations was important because study participants were prompted to
!

build va

ue hierarchies based on the important attribute level brand associations they |

selected. Where differences in value hierarchies were observable, this provided a basis for

evaluati

\
ng whether or not study participants selected important brand associations and for

demonstrating the extent to which demand effects created by the interviewer importance

prompt were minimized. |

respons

case, a

Four mini-interviews were conducted for the purpose of understanding consum;er

e to the application of laddering questions to non-important consequences. In this

mini-interview included eliciation technique #2 as described above, followed bj the

question, “néxt, of all of the ideas about [NAME OF BRAND] we have discussed, could‘ you

pick up to five ideas that are LEAST important when deciding which detergent to purch?se?”
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The concept of “least important” ideas was selected to maximize potential differencesin

consumn

BRANL

ner value hierarchies. Initial laddering probes, such as “tell me what [NAME OF
|

) ASSOCIATION] does for you?,” were used to understand how a consumer mfight link

these ideas to consequences. As was expected, consumers had difficulty in making these

linkages. Common responses included “what do you mean?,” “it doesn’t do anythingjfor

me,” of]

had diff

“l don't really understand the question.” |

This finding suggests that interview participants in this research study would ﬁave

iculty expressing attribute-consequence linkages if the attribute level brand

|
association elicted was not important in the stated use situation. It also provided some

|
additional confidence that the interviewing methodology was not creating strong demand

effects

!
(in terms of causing participants to elaborate on brand associations that were not

actually important to them) among interview participants. For example, the pre-tests

supported the idea that if an attribute level brand association was not important to a |

consumer, the value hierarchies related to the attribute would be less complex (and Ie%ss

comple

e) than the value hierarchies for very important attributes. This suggests that, even if

the elicitation process prompted a consumer to list an attribute level brand association; that

|
was not really important in the use situation, linkages would be few (or none) in number.
|

Pre-testing for Ability to Separate Attribute Level Associations from Consequenges

|
|
|
{

Finally, additional pre-testing was conducted to develop a process so that |

i

|
interviewers could adequately separate attribute level brand associations from consequence

level brand associations that were mentioned during the elicitation phase of the interview.

For example, because consumers do not typically discriminate between attributes and;

consequences, it would have been possible for an elicitation question (such as “tell me what

you think of when you think of the product [BRAND NAME]") to elicit consequences (eig., “it's

a brand|that makes my feet feel good”) as well as attribute level brand associations (e.g.,

Nike sh

Oes have cushioned innersoles”). For this reason, interviewers needed guidance

regarding how to separate attribute level brand associations from consequences.
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Eight mini-interviews were conducted to address this issue. Again, the mini- ‘

interviews involved elicitation technique #2 followed by selection of up to five important
|

attribute|

.
four min

level brand associations and initial probing on the chosen brand associations.| In

i-interviews, the interviewer laddered down (i.e., probed so that the participant was

encouraged to talk about attribute ievel brand associations that helped to create a

consequ
elicitatio

consequ

|
ence) whenever a consequence level brand association was mentioned during;
n. in the remaining four interviews, the interviewer laddered down only if a i
ence was selected as one of the most imponanf asso-c‘iétions for follow-up. \

Each technique for separating attributes and consequences had strengths and!
|

weaknesses. For example, probing whenever a consequence level association is meqtioned

slows down the elicitation process. On the other hand, it helps to ensure that all attribu;te

level bra

|
nd associations are given equal consideration during the selection of most important

attributes step. Probing only on the brand associations selected as important make thé

elicitatio
participa
Mixing a
process
weightin

initially m

I
n stage faster and more consumer-driven; however, the mini-interviews showed that

|
nts were very likely to choose any consequences that were listed as important,

ttribute level brand associations and consequences during the importance sele;ction
was somewhat confusing to consumers and provided a disproportionate imporjtance

g to those attribute level brand associations that were linked to the consequenc{:es

nentioned. Based on the results of these interviews, the elicitation section of tﬁe

interview structure was modified to include an instruction to interviewers to “ladder down” on

all brand

mentione

evaluate

This section describes in detail the process by which the EVH framework was

|
associations (including both attribute level brand associations and consequences)

ed during elicitation.

Research Design

d. As stated earlier, the study compares brands with maximally different branding

strategies (specifically, national and private label branding). The data for the study consisted
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of 60 in-depth interviews with consumers using a modification of the laddering techniqpe

(Reynolds and Gutman 1988). |

Participants in the study were loyal users of private label or national brands in/two

product categories. The study compared loyal users of a national brand with loyal users of a
\

private label brand in the same product category. As stated earlier, the concept of onJ‘aI users
was operationalized as those consumers who purchaseci a specific brand more than 50% of
the time they made a purchase within the product category during the past year.

Fo‘r replication purposes, private .Iabel and national brands in two similar prodt%ct
categories (shredded cheese and soft drinks) were compared. The sample was expected to

reflect the demographic profile of adult supermarket shoppers who routinely purchase]
1
products in each product category.

Several reviews that cover in-depth interviewing suggest that sample size is Iéss

important than repetition of themes across consumers (e.g., Marshall and Rossman 1989,

McCracken 1988b). Although it varies by research question, McCracken (1988b) sugéests
that repetition of themes generally occurs somewhere between 8-20 interviews. Because the
research hypotheses were evaluated by using coding schemes that were set up a priori, it
was important that a large enough number of interviews be conducted to provide an 1
appropriate degree of confidence in this type of analysis. The basic research design foir the

study is|illustrated in Table 3-12. Fifteen interviews per cell were conducted.

Table 3-12. Research design.

“Replication with
Pro atego
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|
|
|

The research design enabled comparisons between national and private label brand
\
purchasers with regard to specific characteristics of constructs in the EVH framework|(such

. \
as number of attribute-consequence-desired end state linkages, number of desired end
states, type of consequences, number of consequences, type of attribute level brand ‘

associations, and number of attribute level brand associations). In total, these compa;risons

provided a basis for testing the research hypotheses that were introduced at the begiriming of

this chaptér. In addition, the research design provided the opportunity for replicating t;he

researlh findings in a second product category similar in characteristics to the first. T;he

opportunity for replication provided a basis for evaluating whether the comparisons m;ade in

i
the first study were typical of private label and national brand buyers and provided Iim‘ited, but
not conclusive, evidence of the applicability of the findings across product categories. !

Process: for Conducting the Research ]
\

In order to provide an appropriate test of the above research design, the following

steps were employed:

e . Recruiting participants

Conducting interviews |

" Transcribing interviews

Coding interviews

Analyzing the data. |
o : . |
This section details the process which was used for conducting each step of the research.

|
Recruiting Participants f

In-store recruitment was used to select interview participants. This method for
|

selecting participants involved in-store observation of consumers who were purchasing the

brands selected for investigation. Upon observation of purchase, a researcher approa;ched
|
the consumer and briefly described the research effort and screening process. Three i
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screening questions were asked to determine if the consumer would be appropriate fdr

inclusio

|
n in this study. These screening questions, discussed earlier in the chapter arj\d

1
included in Table 3-5, assessed brand loyalty, product knowledge, and age. If the criteria for

participation were met and the individual was willing to participate in the study, then a

personal interview was scheduled.

|

i
Each interview participant was provided a $50 cash incentive for participating|in the

study. It was anticipated that the demographic profile for the sample would mirror thatj of all

loyal adult product supermarket purchasers for each brand selected. Adult users weré

defined

Conducting interviews i

for the i

room in

|
|
as users over 18 years of age. ‘

The interviews were conducted in person at a location that was mutually conannent

|
nterviewer and participant. Typicaily, this was a small room (such as a conference
|

thé library or the University Center) on the university campus. The interviews

included questions designed to provide an understanding of:

The interview included simple, straightforward questions, which were followed up with inon-

threater

e The attribute level brand associations that consumers consider to be impdrtant in
|
a specified use situation

e The ways in which important attribute level brand associations are linked tjo

|
t
consequences and desired end states. !

ing probes, such as asking “what would happen if [NAME OF BRAND] was ndt

available?” or “what does [NAME OF BRAND)] help you accomplish?” The interview p}otocol

used fo

verbatim. Individual names were not linked with interview transcripts or statements. |

- this study is included in Table 3-13. |

Th§ interviews were audio-taped (with permission of the participant) and trans;cribed

Because of the assurances of confidentiality of participation, no follow-up was made toi the
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Table 3-13. Interview protocol.

2o S ectionss:

‘s ,” ety \,Purpose R W *./2{:‘,::5" :' mm(\\;

Question(s) <~

Introduction

To bund rapport and explam the

purpose of the study

No questlons interviewer provnded background

about the study and outlined guidelines for
participation |

Elicitation

To elicit a set of attribute level
brand associations (with the
potential to include BAPr, BAO,
BAPe, and BAS) that consumers
associate with a particular brand

BAP - "Tell me what you think of when youthink
of the product [BRAND NAME]?

BAO - *Tell me what you think of when you‘ think

of the manufacturer of [BRAND NAME]?
BAPe - "If [BRAND NAME] were a person, what
kind of person would it be? ‘
BAS - "Tell me about the graphics, visuals and
brand history you associate with [BRAND |
NAME]? \
THE ORDER OF THE ABOVE QUESTIONS
WERE VARIED ACROSS INTERVIEWS. |
CLARIFICATION QUESTIONS WERE ASKED
UNTIL THE CLASSIFICATION OF THE BRAND
ASSOCIATION WAS CLEAR. INTERVIEWERS
LADDERED DOWN ON ALL ASSOCIATIONS
UNTIL IT WAS CLEAR THAT A'ITRIBUTE‘
LEVEL BRAND ASSOCIATIONS WERE {
IDENTIFIED.

Selection of
Important Attribute
Level Brand
Associations

To narrow down from the larger
list of attribute level brand
associations to a short list of up to
5 associations that have the
potential to create value for the
consumer

"Now, looking at the complete list of [NUMBER

OF] brand associations you just told me abput

I'd like you to pick out the five or so that are most
important to you when you are in the grocery
store purchasing this brand [NAME OF !

PREFERRED BRAND).

Laddering'on 1~
Attribute Level
Brand Asslociation

To understand more about the
valued association, including how
the association is related to
consequences and desired end
states

|
(1) *"When you say [ASSOCIATION NAME], tell
me a little more about the kinds of things you are
thinking about?" (to obtain additional definition of
the association) ‘
(2) "Now | think | have a better understanding of
[ASSOCIATION NAME]. Next, can you telllme a
litle more about why [ASSOCIATION NAME] is
important to you?® ... INTERVIEWER ]
CONTINUED LADDERING AND PROBING
FROM HERE TO GET CONSEQUENCES ,;AND
DESIRED END STATES (to understand the
consumer's value hierarchy related to the !

Repeat Laddenng
Exerclse for 2™

5™ Attribute Level
Brand|Assoc|at|ons

Same as above

|

association) :
Same as above !
|

|

Other |Stones To understand how the consumer | “Tell me about any stand out experiences you
Relateld to Use of views national and private label have had with a [NATIONAL/ PRIVATE LABEL]
National or Private brands in a broader, less brand.” THIS DATA WAS NOT ANALYZED\ FOR
Label Brands structured context THE DISSERTATION STUDY.
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individuals who participated. The incentive for participation ($50 in cash) was given e;t the
conclusion of each interview. Participants did, however, haye written documentation jof
individuals that they could contact (via the informed consent form) should they have ajny
questions or require more information about the research. ;

The researcher as well as the interviewers who participated in this study had }
considerable experience in conducting laddering interviews. The researcher had con1ducted
laddering interviews for several previous projects and personally conducted the 32 pil;ot
interviews for this project. The other interviewers had conducted laddering interviewsi for
previous hrojects and received additional training regarding the specific interviewing
technique used for this study. While the interviewers were not aware of the specific research
hypotheses, they.understood the four types of attribute level brand associations, waysj of
differentiating between attribute level brand associations and consequences, and howi to

ladder down from consequences to understand key attribute level brand associations.} In

addition, the interviewers were familiar with the purposes of each section in the interview

structure.

Transcribing Interviews

After each interview was conducted, it was transcribed by a professional trans;criber.

The transcriber was instructed to make a verbatim transcript of the interview, includind exact
|

wording as well as pauses, notations of laughter, etc. Each audio tape was identified ‘only by

a number, and all transcribers were asked to sign a confidentiality statement.

Coding Interviews ‘
|

After the interviews were transcribed, each transcript was coded by two individuals,
who then compared codes and reconciled any differences. The coding process is desjcribed
in more detail in Chapter 4. The reliability of the coding process was measured by the
percentage agreement between coders for each line on the intercoder agreement logs kept
| |
143 1‘
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for each interview. These inter-coder reliability measures provided a way of assessing

confidence in the categorization of the brand associations discussed in the inien)iews.

Because the research hypotheses are very specific, the coding scheme used for this

study was very tight, with specific information coded for each attrlbute level brand ass?C|at|on

that was sélected as imboﬂant by the consumer. The coding scheme for this study is‘

illustrated in Figure 3-2.

A completed coding sheet (based on findings from a combination of mini-interviews

conducted ‘during the pre-testing) is illustrated in Figure 3-3. Once the coding was complete,

\
each coding sheet was transferred to an SPSS spreadsheet. From the spreadsheet, the

variables shown in Figure 3-4 were created for each interview. Interviews were also

categorized into groups based on product category, type of brand strategy (e.g., national or

private label), and interviewer.

The coding sheets also served as a basis for drawing value hierarchies for each

individual interview. Value hierarchies for individual interviews were merged into a summary

value hierarchy for each group of users using a computer software program developed

James Foggin at The University of Tennessee. Comparisons of the summary value

by Dr.

hierarchies formed the basis for the evaluation of the research proposition that suggests that

there are differences in the overall content (or meaning) of value.

The coders were all familiar with the value hierarchy concept and the concepte of
|

attributes, consequences and desired end states. The coders received additional train‘ing on

these concepts as well as training regarding operational definitions of all constructs lncluded

in the EVH framework Again, the coders were knowledgeable about the concepts in the

framework, but they did not know the specific research propositions that were tested.

Analyzing the Data

The data collected for this sti.ldy was used in two different ways — to analyze the

structure of the value dimensions discussed as well as to compare the content of the velue
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:ASS0C. 2 -

etc.)

L e s LwR AT e Ty [ ASS0C. T <ASs0C;:'37]|. Assoc. 4 .| Assoc. 5
1 Association Name (word) |
2 Association Type (BAPr, BAO, \

BAPe, BAS) ‘
3 Linked to Consequence 1 (yes/ no) 1
4 Consequence Name (word) ‘
5 Consequence Type (FC, EC, SEC)
6 Type of A-C Linkage (BAPr-FC,
etc.) - LIST ALL THAT APPLY
7 Consequence - Consequence
Linkage (yes/ no) - IF NO, GO TO
LINE 15 :
8 Consequence Name (word) ‘
9 Consequence Type (FC, EC, SEC) i
10 || Type of C-C Linkage (FC-EC, etc.) |
11 || Consequence - Consequence |
Linkage (yes/ no) - IF NO, GO TO 1
LINE 21 i
12 | Consequence Name (word) |
13 | Consequence Type (FC, EC, SEC) 1
14 | Type of C-C Linkage (FC-EC, etc.) ‘
15 | Linked to Desired End State (yes/ ‘
no) - IF NO GO TO NEXT !
ASSOCIATION ;
16 Desired End State Name (word) !
17 | Name of C-DES Linkage (FC-DES, |
etc.) |
18 | Linked to Desired End State (yes/ |
"no) - IF NO GO TO NEXT !
ASSOCIATION i
19 | Desired End State Name (word) ;
20 | Name of C-DES Linkage (FC-DES, ‘
etc.) ;
21 | Linked to Desired End State (yes/ |
no) - IF NO GO TO NEXT |
ASSOCIATION
22 | Desired End State Name (word)
23 | Name of C-DES Linkage (FC-DES,

interview.

145

Figure 3-2. Blank coding sheet. Coders completed the above sheet for each



1486

Figure 3-3. Example of completed coding sheet.

| RN < ] JAssoc. 1 [¢Ass0e. 2~ i |:ASS0C.3 -4 | /ASS0C. 4 51| JASSOC.5 ¢
1 Association Name (word) | Fresh Brand is Orange ‘t Woman in Made by
smell fresh'and color of ad reminds Procter“&
) springy package me of mom | Gamble
2 || Association Type (BAPT, BAPr BAPe BAS BAS BAO
BAO, BAPe, BAS)
3 Linked to Consequence 1 | Yes Yes Yes Yes Yes
(yes/ no)
4 Consequence Name Makes Makes me Makes me Makes me | know it is
(word) ‘ clothes think my happier feel like 'm | a quality
, smell clothes will | aboutdoing | buying product
' good be clean laundry something
mom would
5 Consequence Type (FC, FC FC EC EC FC
EC, SEC) .
6 || Type of A-C Linkage BAPr-FC | BAPe-FC BAS-EC BAS-EC BAO-FC
(BAPr-FC, etc.) ~ LIST
ALL THAT APPLY
7 Consequence — Yes Yes Yes Yes Yes |
Consequence Linkage - ‘
IF NO, GO TOLINE 15
8 || Consequence Name Makes .lam Makes me | Showsmy | | don't have
(word) me feel confident ' | feel more mother that | to worry
i good that Tide worthwhile | care about | about sl$in
} won't let as a person | what she that breaks
' me down thinks out
9 Consequence Type EC FC EC SEC FC
10 || Type of C-C Linkage FC-EC FC-FC EC-EC EC-SEC FC-FC
11 || Consequence — No No Yes Yes Yes
Consequence Linkage -
IF.NO, GO TO LINE 21 :
12 || .Consequence Name Shows my Can focys
{word) mother that | on other,
‘ | love her things in life
13 | Consequence Type SEC FC
14 | Type of C-C Linkage (FC- SEC-SEC FC-FC
EC, etc.)
15| Linked to Desired End Yes Yes
State - IF NO GO TO
NEXT ASSOCIATION
16 | Desired End State Name | ama good | Can get
(word) daughter ahead in
‘ my career
17 | Name of C-DES Linkage SEC-DES FC-DES
(FC-DES, etc.)
18 | Linked to Desired End No Yes
State - IF NO GO TO
NEXT ASSOCIATION
19 | Desired End State Name Wiltbe a
(word) more
successful
20 | Name of Linkage (FC- DES-DES
DES, DES-DES, efc.) |
21 | Linked to Desired End Yes Yes Yes |
State (yes/ no) - IF NO \
GO TO NEXT
ASSOCIATION ‘
22 | Desired End State Name | lama One less | feel better ‘
(word) happier thing to about my i
. person worty about | life ‘
23 | Name of Linkage (FC- EC-DES FC-DES EC-DES ‘
DES, DES-DES etc.) |




‘ \

' i
. BAPr . BAS-FC . SEC|
e | ' BAO. . BAPr-EC . FCuotos
. BAPe . BAO-EC . ECuords
. BAS . BAPe-EC . SECworss
. BAPrucras . BAS-EC . FC-DES
. BAOords . BAPr-SEC . EC-DES
o BAP€uords . BAO-SEC . SEC-DES
. BAS words . BAPe-SEC . DES'
. BAPr-FC . BAS-SEC . DESords
. BAO-FC . FC |
. BAPe-FC . EC ‘

|
I
Figure 3-4. Variables created based on input from coding sheet. !

dimensions. To analyze the structure of the value dimensions discussed, an SPSS !

spreadsheet was used. The spreadsheet consisted of categorical data that indicated the
!

presence or absence of the various constructs in the EVH framework for each brand

association discussed in the interviews. This spreadsheet included responses from 6¢

e |
i

consumers (30 per product category). Five of the six research propositions were exan:'lined

using the SPSS data.

i
I
|
|

To compare the content of important value dimensions, the summary value

hierarchies created for each individual interview were used. A total of sixty individual 1

consumer value hierarchies (30 per product category) were created. The value hierar?hies

formed a basis for evaluating research proposition #3, which suggests that there are ?

' i
differences in the overall meaning of value between consumer groups. To evaluate tth
|

proposition, summary value hierarchies were created for each consumer group interviewed

(e.g., uTers of national brand #1, users of national brand #2, users of private label brar}ud #1
and users of private label brand #2). Comparisons of the four summary value hierarch;ies

were used to evaluate similarities and differences in meaning. The criteria used for |
|

comparing the summary value hierarchies are described in more detail in Table 3-14. :
|
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Table 3-14. Evaluation of research propositions.

esearch

S Proposition ~ ol Analysisi o ; :

P1 | B and as product assocratlons Consumer Hia: (BAPr-FC) #0 One sample t test
WI|| be (a) directly linked with (n=30 per H1y: (BAPr-EC)=0 (p< 0.05 is the ‘
functional consequences and product H1p2: (BAPr-SEC)=0 criterion for rejectlng
(b)} not directly linked with category) null hypothesrs)
emotronal and self-expressive
consequences that are }
cons:dered by consumers
dunng a brand use situation.

P2 | Brand associations for (a) brand | Consumer H2.y: (BAO-FC) %0 One sample t—test (p<
as lorga,nization, (b) brand as (n=30 per H2..: (BAO-EC) #0 0.05 is the criterion for
person and (c) brand as symbo! | product H2.: (BAO-SEC) %0 rejecting null ‘
will be linked to evaluative category) H2s: (BAPe-FC)# 0 hypothesis). |
consequences for consumers H2y2: (BAPe-EC)#0 ‘
(whuch may be functional, H23: (BAPe-SEC) 0
ernotronal or self-expressive) H2.y: (BAS-FC) =0
that are considered during a . ;
brand use situation. :z fgﬁg:gg@; g 0 ;

P3 There wnII be differences in the Summary This research question was Differences in the
overall meaning of value, as Value tested qualitatively; thus no meaning of value
shown by value hierarchies, Hierarchy for | specific research hypotheses | hierarchies was‘
between users of national each were suggested. The analysis | evidenced by use of
brands and users of private Consumer examined the meaning of different value i
label brands. Group (2 differences in value dimensions to form

brands in 2 dimensions. the value hierarchy

product and differences \in the

categories, number and strength

n=4) of linka linkages (strength
is represented by the
# of mentions, with a
max. of one mention

| per value dimension

per consumer). |

P4 The number of (a) attribute level | Consumer H4a1: BAPFnationat > BAPT pivate | Independent sar‘nples
brand associations, (b) {n=30 per H422: BAOnationat > BAO private t-tests (p< 0.051 isthe

sequences (c) desired end product H4as: BAPepationas > BAPe criterion for rejectlng
sta tes, (d) attribute level brand category, private null hypothesrs)
assocratlon-consequence n=15 per H4a4: BAShnationat > BAS prvate :
lini ages, and (e) consequence- | brand) H4p1: FCrationat > FC private i

desrred end state lmkages
consrdered when assessing
consumer value will be higher
for national brands than for
pri\}ate label brands.

H4b2: ECnalional > ECpmme
H4us: SEChatona > SECpnvate
H4c: DESmnom| > DES private
H44: [(BAPr-FC)national +
(BAPr-EC)nationa: + (BAPI-
SEC)nationat + (BAO-FC)nationas +
{(BAO-EC)nationat + (BAO-
SEC)national + (BAPe-FC)pationar
+ (BAPe-EC)nationas + (BAPe-
SEC)national + (BAS-FC)nationat +
(BAS-EC)nationat + (BAS-
SEC)national]> [(BAPr-FC)private
+ (BAPr-EC)private + (BAPT-
SEC)private + (BAO-FC)private +
(BAO-EC)pate + (BAO-
SEC)pmvate + (BAP-FC)private +
(BAPe-EC)private + (BAPe-
SEC)prvate + (BAS-FC)private +
(BAS-EC)privaie + (BAS-
SEC)prvate]

H4,: (FC-DES)nationat + (EC-
DES)national + (SEC-DES)natonat

> (FC-DES)pﬁvate-t- (EC'
DES Jprvato + (SEC-DES)omate
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Table 3-14 {continued).

searc -/Research Statistica
e, AR Proposition At i > R Hypotheses RS Test A e
P5 | The ratio f psycho-social Consumer H5a: ECrational /FCrationar > Independent samples
(emotional and self-expressive) { (n=30 per ECepsvate / FCprivate t-tests (p< 0.05} is the
consequences to functional product H5b: SEChational /FCrationat > criterion for rejecting
consequences will be higher for | category, SEConvate / FCprvate null hypothesis).
national brands than for private | n=15 per ‘
label brands. brand)
P6 | (a) The ratio of brand as Consumer H6a: BAPrgivae / (BAPIvze + | Independent samples
product associations to the | (n=30 per BAOQgprvate + BAP€giivate + t-tests (p< 0.05| is the
| sum of the other attribute product BASgivato) > BAPTnationas / criterion for rejecting
level brand associations category, (BAPrnationat + BAOnationas + null hypothesis).
will be higher for private n=15 per BAPe€nationat + BASrational)
label than national brands. | brand) i
(b) The ratio of brand as H6b: BAOgprivate / (BAPpivate +
organization associations BAOpsivate + BAPpsivate +
to the sum of the other BASpsivate) > BAOnations /
attribute level brand (BAPfnational + BAOrationat +
associations will be higher BAPenationa + BAShationat)

©

@

for private label than
national brands.

The ratio of brand as
person associations to the
sum of the other attribute
level brand associations
will be higher for national
than private label brands.
The ratio of brand as
symbol associations to the
sum of the other attribute
level brand associations
will be’higher for national
than private label brands.

f

+ BAOhationas + BAP@national +
BAShatonat) > BAPEprato /
(BAPTpivate + BAOgivate +
BAPEpvate + BASpivato)

H64: BAShationar / (BAPI’mgna]+
BAOrationat + BAP€nationat +
BASnahonal) > BAspﬂvale/
(BAPrprivale + BAOpm/ale +
BAPepyivme + BASpnvma)
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were an

categon

findings

For all analyses, the relevant data for the first product category (shredded che?se)
alyzed. Then, the analysis process was repeated using data for the second pr‘pduct
y (soft drinks). The second analysis was conducted for the purpose of replicating

from the first product category. The analysis procedures used for evaluating e:ach

research hypothesis are illustrated in Table 3-14 and discussed further in Chapter 4. |

provide

addition
and priv
the over
steps ta

the assu

Criteria L

'
|
|

Assessing the Quality of the Data and Interpretations
The research design and methodology described in this chapter was develope} to

data that are trustworthy and offer a solid basis for evaluating the EVH framew:ork. In

the data provide a Basis for comparing the value dimensions discussed by naztional
ate label Ibrand buyers. This section outlines four criteria that can be used to assess
all cjuality of the data, provides a rationale for use of these criteria, and describ;'es

ken in the research process to increase data quality. In total, the discussion sujpports

imption that the data used in this study are sound. !

Used for Evalution

In order to have confidence in the findings that will be presented in Chapter 4, one
\

must assume that the data used in this study are “sound” (Marshall and Rossman 1‘98é, p.

144) or
suggest

derived

ave “truth value” (Lincoln and Guba 1985, p. 290). Marshall and Rossman (1 989)

following four questions that should govern a researcher in evaluating findings?

from unstructured, or qualitative, data: ‘
e How truthful are the particular findings of the study? By what criteria can We

judge them? :
, !
» How applicable are these findings to another setting or group of people? |
|

e How can we be reasonably sure that the findings would be replicated if the study

were conducted with the same participants in the same context?
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e How can we be sure that the findings are reflective of the subjects and thé inquiry

itself rather than the product of the researcher’s biases or prejudices?
‘ |

Lincoln and Guba (1985) propose four constructs that summarize the above ‘

questions:: credibility, transferability, dependability, and confirmability, respectively. T}hese

are the

criteria by which the quality of the data used in this study is evaluated. :

Rationale for Using Criteria for Assessing Qualitative Data

At first, this dissertation might appear to be a hybrid from a methodological stajlndpoint

because both quantitative and qualitative analyses of the data are presented. The basic data

set used for evaluating the research propositions and hypotheses, however, is essentﬁally a

set of sixty transcripts that provide a verbatim account of personal, in-depth interviewsf. As

described earlier in the chapter, the interview data is unstructured, or qualitative, and \jNas

used as the basis for assessing all research propositions and hypotheses. ‘

For the proposition that examines the content of what consumers value (propésition

3), summary ladders and summary value hierarchies that represent the linkages most|

|
commonly discussed by consumers in the interviews served as the basis for examining the

content!

of what is valued by study participants. The ladders and value hierarchies

summarized both the content of what was said, as well as the categorization (e.g., brand as

product

association, emotional consequence, etc.) for each value dimension. Clearly, the

summary ladders and value hierarchies contained qualitative data.

For the remaining research propositions and hypotheses, the qualitative interview

1

data was coded in such a way that it enabled the use of statistical analysis techniques;. In

this case, consumer thoughts mentioned in the interview transcripts were categorized :

according to the construct in the EVH framework they represented (using the coding pﬁ'ocess
|

described earlier in this chapter). From the coding sheets, an SPSS spreadsheet was'

developed. The spreadsheet consisted of categorical data that indicate the presence cl:r
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absence of the various constructs in the EVH framework for each brand association

discussed in the interviews. }

Although the analysis used for examining some of the research propositions dnd

hypotheses was quantitative (.e.g., involved statistical tests), the data used throughou;t this

dissertation study were derived directly from the qualitative interview data. In addition; the

purpose of the statistical tests was to describe the phenomenon of interest (consumer value

that may be created by branding) as it exists rather than to predict relationships betwelen the

variables examined. For these reasons, it seems appropriate to assess the overall unIity of
the data using the criteria that govern qualitative research. As a note, where statisticz:al tests

were used, the data were examined to be sure that it met the assumptions required for use of

the test. The extent to which the data met the assumptions required for the statistical tests

used injthe analysis is discussed in Chapter 4.

Evaluation of Data Quality |
Thé above sections outline the criteria that are used for evaluating the quality iof the
data and review the rationale for using the selected criteria. In total, the constructs of |
credibility, transferability, dependability and confirmability guide the evalution of data qyality.

This section describes how the quality of the data was evaluated for each criterion. |
. ‘ -
Credibility. First, the credibility of the data should be considered. In order for the

|

findings frdm this study to be credible, the thoughts mentioned by consumers in the f

interviews (which served as a basis for the development of the summary ladders and $PSS
|

spreadsheet) must appear to accurately represent the totality of thoughts that the consumers
interviewed have about their preferred brand. For this to be so, one assumes that the

consumers who participated in the study did not consciously withhold information (because of

social desirability or other reasons) or unconsciously withhold information (because thtla right

questions were not asked to prompt a certain set of consumer thoughts). As described
|

earlier in this chapter, the study incorporates precautions to maximize the number of tﬁoughts
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expres sed by the consumers who participated and minimize the likelihood that the interview

participants would withhold information.

To minimize the possibility that consumers would consciously withhold inforqation,
the interviewers assured participants of the confidentiality of their comments and reinfjorced
the idea tHat there are no right or wrong answers to the interview questions. So that |
participants would be assured that the study was in fact sponsored by the University,
interviews were held on the university campus. In addition, the interviewer carefully
explained the purpose of the study (e.g., to learn more about what consumers think about a
specfic|brand) and answered any questions that the participant might have before the
interview siarted.

To minimize the possibility that consumers would unconsciously withhold information,

the literature related to consumer thoughts about value and about branding was thoroughly

reviewed (see Chapter 2) and used as the basis for the development of the interview

prompts. Thus, the theoretical constructs and frameworks that have been presented in the
literature guided the method for data collection. In addition, a pilot test was conducted to
evaluate various; interview prompts. The prompts which elicited the greatest number of .
consumer thoughts (as well as allowed consumers to consider the widest variety of attribute
level brand associations) were selected for use in the study.

To increase the credibility of the process of data collection, three different

interviewers (all of whom were experienced in customer value interviewing) conducted

intervieI/s for this study. This helped to ensure that the data collected was indeed an
accurat re;presentation of consumer thoughts and, as will be discussed in the section on
confirmability, did not occur as a result of interviewer bias. For similar reasons, two or/more

individuals also participated in each step of the coding process.

To help ensure credibility in the organization of data during the coding process, the

individual value hierarchies were reviewed after the coding process was completed and
|

clarifica"ion:s in terms were made as necessary so that the summary codes would provide an

accurate representation of the individual interview data. For example, the summary code of
: 153
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“taste/ flavor” was found to include consumer thoughts about “unique, sweet taste” in ;the

nationa

brand”

| brand soft drink product category, but thoughts about “tastes as good as the hational

in the private label brand soft drink product category. The labels included in tHe

summary ladders and value hierarchies that were developed from the data (and are J

discuss

data is

ed in Chapter 4) reflect these adjustments and clarification.

These precautions help to increase the credibility of the data. To the extent tﬁat the

considered to be credible, the findings from the study can be assumed to accuirately

represent thoughts that are common to the group of consumers who were interviewed.

useful i

groups

Transferability. A desirable outcome from this study would be for the findingsfto be

n understanding not just the group of consumers who were interviewed, but other

of consumers as well. This is the essence of Lincoin and Guba'’s (1985) const;ruct of

transferability. To assess transferability, one must evaluate the extent to which the finbings

from this study can be used as a basis for understanding (1) thoughts of all consumers who

prefer t

private

he brands examined in this study and (2) consumer thoughts related to national and/or

abel brands in all product categories.

In order to assess whether the findings can be used to understand all consumers

who prefer the brands examined in this study, it is necessary to determine the extent tb which

the con
brands.
- shoppe

differen

sumers interviewed are representative of the population of consumers of the sélected
A comparison between the sample of study participants and Knoxville superrﬁarket
s is provided in Chapter 4, and as will be noted, there are some demographic |

|

ces between the consumers interviewed and the population of interest. Specifically,

the sample of study participants was found to represent a more heavily female, younger, and

more hi

the tran

selecte

ghly educated population than that of Knoxville area Kroger shoppers. This lesjsens
sferability of the findings, but does not eliminate their usefulness. 1

To evaluate the transferability of findings to private label and national brands njot

for examination in this study, one must assess the extent to which the product

categories selected (shredded cheese and soft drinks) are representative of the population of

product

|
categories in general. Clearly, since both product categories represent food items
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sold in|grocery stores, it would not be reasonable to generalize beyond that populatioh of
A \
product categories. The shredded cheese and soft drink product categories, althougt?

chosen because they were anticipated to be similar, were found to have somewhat différent
|

characteristics. This increases the likelihood that findings from the study would be

transferable to other food product categories that are sold through grocery stores. For
|

exampie, shredded cheese tends to be used as an ingredient, while soft drinks are a ’;stand-

alone product. Shredded cheese is also more likely to be privately consumed (e.g., a:t home

with a family meal), while soft drinks may be publicly or privately consumed. As futur¢

research in conducted using additional product categories, the ability to draw conclusions that
are transferable across product categories will further increase. 1
|

An additional way that this study was designed to increase the transferability of the
findings is that the conceptual model that shaped the design of the interview prompts ;was

developed: using theoretical constructs and frameworks that have been proposed in thje
|

marketing literature. These constructs and frameworks were developed by researchejrs who
considered their applicability in a variety of product categories. For example, the valué

hierarchy framework has been found to be useful in understanding customer and cons;umer

behavior in consumer goods, consumer durables, business-to-business, and service |

industries (Woodruff and Gardial 1996). While it is impossible to know for sure if the

consumer thoughts that form the data for this study are generalizable, the recurrence Qf

common themes across consumers and the consistency of consumer thoughts with thie levels

|
of abstraction concept (Gutman 1982; Reynolds and Gutman 1984) introduced in the |

marketing literature support the transferabilty of the data.

Dependability. Third, one must assess the dependability of the data, or the exjtent to
which the same consumer thoughts would be expressed if the study were repeated wi’ith the
same consumers under the same conditions. The design of the study — with two differient

!
productcategories being selected and analyzed separately — helps to increase the |
‘ 1
dependabilty of the data. Although different consumers were interviewed for each product
[ .
category, the selection process and interview conditions were very simitar. Thus, the ¢ ent
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to which findings are consistent between the two product categories provides evidencej to

support the dependability of the data.

!
Also, the repetition of similar attribute level brand associations and linkages (as

depicted in the EVH framework) provides further evidence of the dependibility of the daita. As

discussed earlier in the chapter, McCracken (1988b) suggests that repetition of themes

generall’y occurs somewhere between 8-20 interviews. The number and complexity of the
summary ladders that will be presented in the next chapter suggest that repetition of tHemes
across consumers did occur and increases the dependability of the data. ‘
Finally, careful efforts were made to ensure that the coding process was condt;ucted in

such a way that it increased the dependabilty of the data. As a measure of the dependability

of the codirig process, two coders independently reviewed each transcript and made tHe

appropriate categorizations. Next, the two coders compared their category assignmen{s.
Where d’ifferences occurred, the coders provided rationales for their choices and camei toa
conclusion regarding the best classification for the construct. In cases where agreemeint
could not bé reached, a third coder reviewed both categorizations and served as a tie-
breaker.
The primary researcher participated in some of the coding, however, a third co%ier
participated in all of the reconciliation sessions where the primary researcher was invoIVed.
In these cases, for each difference in coding, the third coder reviewed both categorizati:ons
and served as a tie-breaker. This measure was undertaken to reduce the likelihood thailt the
second coder would defer to the primary researcher in a disproportionate number of cafses.
As part of the reconciliation process, coders kept a log of the number of assignjments
of each type on which they agreed without the need for additional discussion. A summjary of
these logs is provided in Chapter 4. As will be detailed in Chaptgr 4, the level of agree%nent
between coders was 80% or higher for all constructs in the EVH framework. These resjults
increase| researcher confidence in the dependabilty of the data. ‘

Confirmability. Fourth, Lincoln and Guba (1985) suggest that one should consider

the confirmability of the data, or the extent to which the data is free from the- researcherj’s
156 ‘
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|
personal biases. Several precautions were taken to minimize the introduction of researcher
bias. First, as will be described in Chapter 4, two interviewers in addition to the researcher _

were used to collect the data, and the consistency of findings between the three interviewers

was assessed. No noticiable differences were found in the content or structure of the{
interviews between interviewers.
Second, all categorization of consumer thoughts (i.e., assigning of thoughts as

respresenting a construct in the Extended Value Hierarchy framework) was done by ‘

!
independent coders who were not familiar with the EVH framework. Finally, two coders

participated in each step of the coding process and reconciled each code assigned. 'ﬁhe
intercoder agreement level was very high (81% or higher, as will be described in the nfext

chapter).

i
I
|
1

Third, as described earlier, the conceptual framework and research method uéed in

this study were developed based on the theoretical constructs, frameworks, and |
methodologies that have been established in the marketing literature. The developmeht and

implementation of a research process grounded in existing theory increases the confir}nability

of the data. !

Overall Assessment of Data Quality

The previous discussion supports the idea that the data used in this study arej
reasonably credible, dependable and confirmable. Because the research design and ‘

methodology are grounded in the theoretical constructs and frameworks that have bee;n
|

presented in the marketing literature, the overall quality of the data is increased. Pilot iesting,
among other steps, was undertaken to increase the credibility of the data. The intervie:ws did

|
appear to include a wide range of thoughts presented by consumers, which provides spme

assurance of the credibilty of the data. The consistency, or dependabilty, of the data cjan be

evaluated in part by the repetition of the themes across interviews. The complexity anc}'.i
|
number of summary ladders that will be presented in the next chapter provide support for the
|

dependabilfy of the data. Next, the use of independent coders helped to provide evide}lce of
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the confirmability of the data. As will be deécribed_ in the next chapter, a relatively high level

|

of intercoder dependability was achieved.
The criterion upon which the study is weakest is the transferabilty of the data.

Because the study design involved examination of only two product categories, and because

the demographic profile of participants was somewhat different than that of the popula:tion of
i
interest, transferablity of the findings from the study is somewhat limited. It is anticipated that

future research will help to address this weakness.

|
{
1
{
1
'

Summary of Research Methodology

This chapter describes a research study that focused on the following researc;h

questions:

e How do consumers incorporate thoughts about an individual brand (including

1

brand name, image, and personality) into their assessments of overall valpe?

® How might the content and structure of consumer value (i.e., number and itype of

attribute level brand associations, consequences, and desired end states
. |

considered) vary between loyal users of national versus private label branfis?

Furthermore, four criteria for assessing the quality of the data are introduced and discussed.
\

|

In addition to addressing the above research questions, this study has several other

interesting features. Specifically, the study demonstrates a new elicitation technique which
prompts consumers to consider four specific types of attribute level brand associations;.
Additionally, the analysis process provides a comprehensive basis for comparing consjumer
value across brands and product categories. Finally, several criteria for comparing su%nmary

value hierarchies are introduced. These methodological considerations may suggest |
‘ l
i
|

additional opportunities for building brands that can effectively sustain é competitive

advantage in today’s marketing environment.




While this study has the potential to make several contributions, it also has se‘veral
limitations. Perhaps most importantly, this study attempts to demonstrate that consumer
value created by branding can be quantified based on number and type of value dimensions
considered. Such a premise is contradictory t'o other research that suggests that the nature

and meaning of consumer value does not lend itself to summarization in the form of

numerical evaluations (McCracken 1993; Schmitt and Simonson 1997). In addition, tf‘we
choice of consumer packaged goods (as opposed to product categories with higher‘ Ie}vels of
consumer involvement) as the context for investigation may have limited the breadth c‘:f
attributes gnd consequences that consumers considered. The evaluation of the EVH i
framework and the effect of branding on overall consumer value that is presented in Chapter
4 should be considered in light of these limitations.
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Chapter 4
Analysis and Findings

Introduction |
This chapter reviews the research propositions developed in Chapter 2. It alsé
provides a demographic profile of the sample and describes the process by which the :data
(using the methodology described in Chapter 3) were coded and analyzed. Finally, fin}dings
from the aﬁalyses are presented. While each finding is briefly reviewed in this chapteri, a
discussion of the implications and future research directions is reserved for Chapter 5;
In total, the findings presented in this chapter provide encouragement that theiEVH
framework has merit and is worthy of further investigation. In fact, the data indicate erhpirical
supportfor the majority of the linkages illustrated in the model. In addition, consumer

thoughts related to private label and national brands are shown to differ in several intéresting
1
and important ways. |

. i
4

Review of Research Propositions and Techniques for Evaluation
Table 4-1 reviews the research propositions, hypotheses, and techniques for ‘
evaluation that have been previously developed. As illustrated below, hypotheses 1 and 2

suggest|the need for quantitative tests of the linkages in the EVH framework; propositic}an 3

calls forja comparison of the content of consumer thoughts related to national and priv?te
label brands; and hypotheses 4, 5 and 6 focus on the structure of consumer thoughts r‘elated

|
to national and private label brands. Each of these sets of research hypotheses required a

slightly different process for examining the data. The data, as well as the coding and a{nalysis

processes, for the tests of each hypothesis are described in the following sections.
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Table 4-1. Evaluation of research propositions.

ran as product assoclatlons

Consumer

THa: (BAPI-FO) 2 0

One sample t-test

state linkages considered
whlen assessing consumer
value will be higher for national
brqnds ‘than for private label
brands.

H4.: DESrationa > DES private
H4q: [(BAPr-FC)pationa + (BAPT-
EC)nationa + (BAPTr-SEC)nationa +
(BAO-FC)nationas + (BAO-
EC)rationas + (BAO-SEC)nationat +
(BAPe-FC)natonal + (BAPe-
EC)nationat + (BAPe-SEC)natonal +
(BAS~FCrationas + (BAS-
EC)ratiorat + (BAS-SEC)atonal]>
[(BAPr-FCpiivate + (BAPT-
EC)priato+ (BAPF-SEC)prvate +
(BAO-FC)private + (BAO-EC)private
+ (BAO-SEC)prvate + (BAPe-
FC)orwato + (BAPe-EC)priato +
(BAPe-SEC)private + (BAS-
FC)pnvalo + (BAS EC)pﬂva:g +
(BAS'SEC)pmalB]

H4,: (FC-DES)natonal + (EC-
DES)national + (SEC-DES)nationa >
(FC-DES)prvate + (EC-DES)private

+ (SEC-DES)orvate

wulll be (a) directly linked with (n=30 per H1w: (BAPr-EC) =0 (p< 0.05 was the
functional consequences and | product H1p2: (BAPr-SEC)=0 criterion for rejectlng
(b> not directly linked with category) - null hypothesns)
emotional and self-expressive
consequences that are
ﬁnsmered by consumers
ng a brand use situation. ‘

P2 Bfand ,associations for (a) Consumer H2a:: (BAO-FC)= 0 One sample t-test
brend as'organization, (b) {n=30 per H2.5: (BAO-EC) # 0 (p< 0.05 was the
brand as person and (c) brand | product H2.5: (BAO-SEC) =0 criterion for rejectmg
aj symbol will be linked to category) H2y: (BAPe-FC)20 null hypothesis).
3valuative consequences for H2.: (BAPe-EC) 0
consumers (which may be H2: (BAPe-SEC) =0
functnonal emotional, or self- H2.: (BAS-FC)# 0 |

1o
expressnve) that are H2e: (BAS-EC) # 0 ‘
:ﬁﬂ::ie‘red during a brand use H2.: (BAS-SEC) 20 ‘

P3| There will be differences in the Summary This research question was Differences in the
overall meaning of value, as Value tested qualitatively; thus no meaning of value
shown by value hierarchies, Hierarchy for | specific research hypotheses hierarchies were
between users of national Each were suggested. The analysis | evidenced by use of
brands and users of private Consumer examined the meaning of different value {
label brands. Group (2 differences in value dimensions to form

‘ brands in 2 dimensions. the value hlerar‘chy
product and dlfferences in the
categories, number and strengm
n=4) of linkag linkages (strength

i was represented by

the # of mentions,
with a max. of one
mention per value
dimension per
consumer).

P4 | The number of (a) attribute Consumer Hda1: BAPrnationat > BAPT private™ | Independent samples
le el brand associations, (b) (n=30 per H442: BAOnationas > BAO private t-test (p< 0.05 was
consequences, (c) desired end | product H423: BAPEnationas > BAPe pivate | the criterion for
states,: (d) attribute level brand | category, H4as: BASraionas > BAS private rejecting null
assoclatlon-consequence n=15 per H4p1: FCrationa > FC private hypothesis).
lmkages, and (e) brand) H4p2: ECnatonat > ECpiivate
consequence-deslred end ‘Haws: SEChatona > SECprvate
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Table 4-1 (continued).

P5

The ratio of psycho-social

Consumer

H5a: ECnatonal /FChrationat >

ndependént samples

(eqﬁotidnal and self- (n=30 per ECprivate / FCprivate t-test (p< 0.05 was
expressive) consequences to product H8s: SEChationat /FCrationat > the criterion for
functional consequences will category, SECervate / FCprivate rejecting null

be higher for national brands n=15 per ' hypothesis).

than for private label brands. brand) .

P6 | (a)| The ratio of brand as Consumer H6a: BAPIpivate / (BAPTprivate + Independent samples
product associations to (n=30 per BAOgsivate + BAP€prvare + t-test (p< 0.05 was
the sum of the other product BAS;vate) > BAPInationat / the criterion for
attribute level brand category, (BAPTnationat + BAOnational + rejecting null
associations will be n=15 per BAPe€nationat + BASnational) hypothesis).
higher for private label brand)
than national brands. H6y: BAOgsivate / (BAPTprvate +

(b)| The ratio of brand as BAOprivate + BAP€prvate +
organization associations BASgprivate) > BAOnationat /
to the sum of the other (BAPrnational + BAOnationa +
attribute level brand BAP@hationas + BASrationat)
associations will be
higher for private label
than national brands. H6.: BAP@national / (BAPThationat +
(c)| The ratio of brand as BAOrationat + BAP€nationat +
person associations to BAShationat) > BAP€pivate /
theé sum of the other (BAPpiivate + BAOpivate +
attribute level brand BAPe€pivae + BASpivate)
associations will be
higher for national than
private label brands. H64: BAShationar / (BAPFnationas +
(d) | The ratio of brand as BAOhational + BAP€nationar +
symbol associations to BAShnationat) > BASprivate /
the sum of the other {BAPrpivats + BAOpnvate +
attribute level brand BAP€prvate + BASprivate)
associations will be
| higher for national than
_private label brands.
*(BAPr-FC) is read “linkages between brand as product associations and functional consequences”.

** The suﬂ»scripts “private” and “national” refer to private label and national brands, respectively.
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Demographic Characteristics of the Sample
As described in Chapter 3, the trustworthiness of the findings from the hypoth?esis
1
tests is|in part dependent on the transferability of the findings (which emerged from a Eample
\

of the total population of interest) to the population of interest at large. The populatioﬁs of
\
interest are U.S. shredded cheese and soft drink buyers. Participants in this study were

recruited in Kroger grocery stores in Knoxville, Tennessee (which is a medium-sized

1
|
|

Southeastern city).
Demographic characteristics of study participants are described below. The

\

\

|
characteristics of the selected sample are then compared with demographic informati?n

about Knoxville Kroger supermarket shoppers, a population which is used to approxinj\ate the
populations of interest. Next, similarities and differences in demographic characteristii‘cs
between b}ands {e.g., national and private label brand buyers) and product categories,f (e.g.,
shredded cheese and soft drink buyers) are presented and discussed.

\

1

Sample Characteristics ‘
!

As noted in Chapter 3, each participant in the study was asked to complete a brief

\
demographic questionnaire at the conclusion of the laddering interview. Variables captured

in the questionnaire include: ‘
e Gender
e Age

o | Education i
* Income

e Loyalty to Brand Discussed in Interview

e % of Private Label Products to Total Grocery Products Purchased. |
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findings

The demographic profiles provide a basis for evaluating the transferability of the

to the total population of Knoxville Kroger supermarket shoppers and therefore to the

population of U.S. supermarket shoppers at large.

Characteristics of the Overall Sample. Characteristics of the study participan:ts as

compared to Knoxville Kroger supermarket shoppers are illustrated in Table 4-2. The

demog

aphic information about Knoxville Kroger shoppers was provided by the Kroger

Company. This data represents a composite of demographics from the sixteen Knoxvjille

|

Kroger stores. Four of these sixteen stores (those located closest to the University) were

used as a basis for recruiting the sample of study participants.

the sam

two tabl

As illustrated in Tables 4-2 and 4-3, there are several significant differences btjatween
ple and the estimates of the overall population of Knoxville Kroger shoppers. The

|
es are needed because of the small sample size of consumers that participated in the

study. For several variables (e.g., age, education, and income), chi-square tests on th}e data

(using the response categories as collected) were not possible because of cell sizes fc;:r some

cells that are less than five (which is a violation of an assumption necessary to conduct a chi-

square 1

sample

est). In these cases, categories were combined to provide the necessary minimum

size required for a statistical test. The combined categories, where used, are

illustrated in Table 4-3.

more hi

Knoxuvill

The data indicate that members of the sample are more likely to be female, younger,
;hly educated, and of slightly lower income than the estimates for the populatidn of

e Kroger supermarket shoppers. As a result, the transferability of this study is limited

because the male, senior citizen, non-college educated, and higher income populations are

1

underrepresented. Some possible explanations for the differences between the sampile and

population of interest are: (1) the study was sponsored by the university thus attracted !more

college

students (who may have higher education but lower incomes) as participants a‘nd 2

recruiting occurred in geographic areas that were close to the university, which could b:e

populated with younger, more highly educated individuals.
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compared to Knoxville supermarket shoppers.

Table 4-2. Demographic characteristics of the overall sample i

-Sample of: Study Ki nglllo Kroger|-
‘Participants 3ers* SRR TR
Gender Male 17 (28.3%) 44.92% 2°(1, n=60) = 6.672
Female 43 (71.7%) 55.08% Asymp. Sig. =.01**
Total 60 (100%) 100% Sample and
Populatron Are
Different
Age 18-19 2 (3.3%) 3.08% Cell srzes for some
20-29 29 (48.3%) 17.95% cells are
30-39 15 (25.0%) 20.84% Less than five -
40— 49 6 (10.0%) 22.32% combined categories
50 — 59 5 (8.3%) 14.17% are needed - see
60 — 69 2 (3.3%) 10.45% | aple 4-3 for analysis
70 or over 1(1.7%) 11.19% ;
Total 60 (100%) 100% ;
Highest Level of Some high school 2 (3.3%) 18.44% Cell sizes/for some
Education Achieved Completed high school 7 (11.7%) 31.61% cells are
‘ Some college 23 (38.3%) 25.79% less than five —
Completed college 19 (31.7%) 11.07% combined categories
Graduate school 9 (15.0%) 13.09% are needed — see
Total 60 (100%) 100% Table 4-3 fpr analysis
Household Under $25,000 26 (43.3%) 32.70% Cell sizesfor some
Income $25,000-$39,999 16 (26.7%) 19.93% cells|are
$40,000-$59,999 8 (13.3%) 19.79% less than five —
$60,000-$74,999 4 (6.7%) 10.48% combined categories
$75,000-599,999 3 (5.0%) 8.84% are needed - see
Over $100,000 3 (5.0%) 8.26% Table 4-3 for analysis
Total 60 (100%) 100% |
% of Times Purchased Mean % 82.1% Not Applicable Not
Preferred Brand within Applicable
Selected Product :
Caltegory
% of Private Label Mean % 43.0% 18.8%" Not
Brands|Purchased 'Applirﬁable
1
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*This statistic provided by the Private Label Manufacturing Association (1997). All other
statistics provided by the Kroger Company (1998).
**Significant differences between groups are indicated by p-values of less than 0.05 or greater
than 0.95. Marginally significant differences between groups are indicated by p-values between
0.05 and 0.10 or p-values between 0.80 and 0.95. No differences between groups are indicated |
by p-values between 0.10 and 0.90.



|
Table 4-3. Demographic characteristics of the overall sample |
compared to Knoxville supermarket shoppers (combined categories). |

Sampile of Study - Knoxvllle :Kroger|:
articipants’. i) Shoppers * oot i L Gy
Age 18-29 31 (51.6%) 21.03% 7°(3, n=60) = 39.822
30-39 15 (25.0%) 20.84% Asymp. Sig. = .000*
40 - 49 6 (10.0%) 22.32% Sample and
50 or over 8 (11.4%) 35.81% Population Are
Total 60 (100%) 100% D"fe"’e"f
Highest Level of Some high school or 9 (15.0%) 50.05% xr s, n-60) 41.548
Education Achieved completed high school Asymp. Slg =.000
Some college 23 (38.3%) 25.79% Sample and
Completed college 19 (31.7%) 11.07% Population Are
Graduate school 9 (15.0%) 13.09% Different
Total 60 (100%) 100% |
Household Under $25,000 26 (43.3%) 32.70% . x°(3, n=60) =7.296
income $25,000-$39,999 16 (26.7%) 19.93% Asymp. Sig. =
$40,000-$59,999 8 (13.3%) 19.79% Sample and
$60,000 or over 10 (16.7%) 27.58% Populatlon Are
Total 60 (100%) 100% Marginally
leferent

and, 0.90.

*Significant differences between groups are indicated by p-values of less than 0.05 or greater than 0.95.
Marginally significant differences between groups are indicated by p-values between 0.05 and 0. 10 or p-
values between 0.90 and 0.95. No differences between groups are indicated by p-values between 0.10

Despite|the differences between study participants and the estimates of demographicsj for

Knoxville Kroger shoppers, the sample used for this study represents an important cro:ss-

section of supermarket purchasers. In this sense, the data collected provide a useful basis

for examining consumer value at the brand level.

i

Demographic Comparisons Between National and Private Label Brand Buyers‘.

Tables 4-4 and 4-5 compare the demographic characteristics of national and private Iapel

brand buyers. The only significant difference (p < 0.05) between national and private label

brand buyers that is observable relates to the highest level of education achieved. |

Interestingly, education levels in this sample are slightly higher for private label brand biuyers.

In addition, the sample of buyers of national brands tended to be somewhat more onali to

!

their preferred brand than were the sample of buyers of private label brands. As would be

expected, the private label brand buyers in this sample tended to buy more private label

products as a

v
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Table 4-4. Comparison of national and private label brand buyers.

|

AR S

10 (33.3%)

7 (23.3%)

Gender Male 2 (1, n—60) 739
Female 20 (66.7%) 23 (76.7%) Asymp. Sig. =.390*
Total 30 (100%) 30 (100%) 'Groups
Not Different
Age 18-19 2 (6.7%) 0 (0.0%) Cell sizes for some
20-29 14 (46.7%) 15 (50.0%) ‘cells are
30-39 4 (13.3%) 11 (36.7%) less than five ~
40— 49 4 (13.3%) 2 (6.7%) comblned categories
50— 59 3 (10.0%) 2 (6.7%) are Peeded see
60— 69 2 (6.7%) 0 (0.0%) Table ‘4‘5 for analySIs
70 or over 1(3.3%) 0 (0.0%) ‘
Total 30 (100%) 30 (100%)
Highest Leve) of Education Some high school 1 (3.3%) 1 (3.3%) Cell sizes for some
Achieved Completed high school 2 (6.7%) 5 (16.7%) }cells are
Some college 17 (56.7%) 6 (20.0%) less than five —
Completed coliege 6 (20.0%) 13 (43.3%) combined categories
Graduate school 4 (13.3%) 5 (16.7%) are needed - see
Total 30 (100%) 30 (100%) Table 4-5 for analysis
|
Household Under $25,000 13 (43.3%) 13 (43.3%) Cell sizes for some
Income $25,000-$39,999 5 (16.7%) 11 (36.7%) cells are
$40,000-$59,999 3 (10.0%) 5 (16.7%) less than five —
$60,000-$74,999 4 (13.3%) 0 (0.0)% combined categories
$75,000-$99,999 2 (6.7%) 1 (3.3%) are needed - see
Over $100,000 3 (10.0%) 0(0.0%) Table 4-5 for analysis
Total 30 (100%) 30 (100%)
% of Times|Purchased Mean % 84.5% 79.7% X (10,‘ n=60) = 6.485
Preferred Brand within Asymp. Sig. =.075
Selected Product Category Groups
Are Marginally
Different
% of Private Label Brands Mean % 35.4% 50.6% x“(19, n=60) = 26.676

Purchased

Asymip. Sig. =.082
‘Groups
Are Marginally

Different

and 0.90.
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*Significant differences between groups are indicated by p-values of less than 0.05 or greater than 0.95.
Marginally significant differences between groups are indicated by p-values between 0.05 and 0. 10 or p-
values between 0.90 and 0.95. No differences between groups are indicated by p-values between 0.10




Table 4-5. Comparison of national and private label brand buyers
{combined categories).

Age 18-29 16 (53.4%) 15 (50.0%) a, n—60) 0.067
30 or over 14 (47.6%) 15 (50.0%) Asymp Sig. =.796"
Total 30 (100%) 30 (100%) Groups
Not Different
Highest Level of Education {Some high school, compieted 20 (66.7%) 12 (40.0%) %-(1, n=60) = 4.286
Achieved high school or some college Asymp. Sig. =.038
Completed college or 10 (33.3%) 18 (60.0%) Groups
' graduate schol |Are nt
Total 30 (100%) 30 (100%) ‘
Household Under $25,000 13 (43.3%) 13 (43.3%) 2@, n=60) = 4.250
Income $25,000-$39,999 5 (16.7%) 11 (36.7%) Asymp. Sig. =.119
$40,000 or over 12 (40.0%) 6 (20.0%) Groups
Total 30 (100%) 30 (100%) NOt Different
\

__ "Signifi icant differences between groups are indicated by p-values of less than 0.05 or greater than 0.95. Marginally
significant differences between groups are indicated by p-values between 0.05 and 0.10 or p-values between 0.80
and 0.95. | No differences between groups are indicated by p-values between 0.10 and 0.90. |

percentage of their total grocery purchases than did the buyers of national brands. These
latter two findings were marginally significant (0.05<p<0.10).

|
i
|
|

Demographic Comparisons Between Shredded Cheese and Soft Drink Users.ir

Tables 4-6 and 4-7 compare demographic characteristics based on buyers of products{ in the
product categories included in this study, shredded cheese and soft drinks. As might b;e
expected, few differences in the sample demographics were observable across produdt

categories. One difference that did appear in the sample was that education levels were

significantly higher for buyers of shredded cheese than for soft drinks (p=.010).

Summary C :

Dverall the demographic characteristics of the sample are somewhat different; than

the demographics of Knoxville Kroger supermarket shoppers. Specifically, the sample ‘;of
study participants represents a more heavily female, younger, more highly educated, ahd

\
lower income population than that of Knoxville Kroger shoppers. Although findings frorp the

study may not be transferable to the population of supermarket shoppers (even in the |
|

|
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- Table 4-6. Comparison of soft drink and shredded cheese buyers.

(1, n=60) = .082

Gender Male 9 (30.0%) 8 (26 7%)
Female 21 (70.0%) 22 (73.3%) Asymp. Sig. =.774*
Total 30 (100%) 30 (100%) Groups
Not Different
Age 18-19 2 (6.7%) 0 (0.0%) Cell sizes for some
20-29 17 (56.7%) 12 (40.0%) ceIIs are
30-39 5 (16.7%) 10 (33.3%) less than five ~
40 - 49 4 (13.3%) 2 (6.7%) cc;rpeb:?::d :«';teg:nes
50-59 1(3.3% 4 (13.3% ee
60 — 69 1 gS.ﬁ 1((3.3%)) Table 4'7 for analySIs
70 or over 0 (0.0%) 1 (3.3%) |
Total 30 (100%) 30 (100%) 3
Highest Level\of Education Some high school 0 (0.0%) 2 (6.7%) Cell SIZes for some
Achieved -_Completed high school 0 {0.0%) 7 (23.3%) cells are
Some college _ 11 (36.7%) 12 (40.0%) less than five —
Completed college 13 (43.3%) 6 (20.0%) combined categories
Graduate school 6 (20.0%) 3 (10.0%) are needed - see
Total 30 (100%) 30 (100%) | 12ple 47 for analysis
\
Household Under $25,000 14 (46.7%) 12 (40.0%) Cell sizes for some
Income $25,000-$39,999 6 (20.0%) 10 (33.3%) cells are
$40,000-$59,999 3 (10.0%) 5 (16.7%) less than five -
$60,000-$74,999 3 (10.0%) 1 (3.3%) combmed categories
$75,000-$99,999 1 (3.3%) 2 (6.7%) are needed — see
Over $100,000 3 (10.0%) 0 (0.0%) Table 4-7 for analysis
Total 30 (100%) 30 (100%) |
% of Times Purchased Mean % 81.6% 82.6% 2°(10, n-60) 9.816
Preferred Brand within Asymp Sig. = .491
Selected Product Category Groups
Not‘ Different
% of Private Label Brands Mean % . 41.1% 44.8% 2 (18, n-60) =19.476

Purchased

Asymp Sig. =.813
Groups

Not Different

and 0.90.
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*Significant differences between groups are indicated by p-values of less than 0.05 or greater than 0.95.
Marginally significant differences between groups are indicated by p-values between 0.05 and 0. 10 orp-
values between 0.90 and 0.95. No differences between groups are mdlcated by p-values between 0.10



Table 4-7. Comparison of soft drink and shredded cheese buyers
(combined categories).

Shredded Cheese “Soft:
Drinks
Age 18-29 7o (63. 4%) 12 (40.0%) (2, n=60) =3.533
' 30 -39 5 (16.7%) 10 (33,3%) Asymp. Sig. =.171*
40 or over 6 (19.9%) 8 (26.7%) Groups
Total 30 (100%) 30 (100%) N°t Different
Highest Level of Education [Some high school, completed 11 (36.7%) 21 (70%) x°(1, n=60) = 6.696
Achieved high school, or some college Asyrﬁp Sig. =.010
Completed college or 19 (63.3%) 9 (30.0%) Groups
graduate school Are Different
Total 30 (100%) 30 (100%) i
Household Under $25,000 14 (46.7%) 12 (40.0%) x°(2, n=60) = 1.376
income $25,000-$39,999 6 (20.0%) 10 (33.3%) Asymp. Sig. = .503
$40,000 or over 10 (33.3%) 8 (26.7%) Groups
Total 30 (100%) 30 (100%) Not Different
\

'Slgmflcant differences between groups are indicated by p-values of less than 0.05 or greater than 0.95.
Marginally significant differences between groups are indicated by p-values between 0.05 and 0. 10 orp-
values between 0.90 and 0.95. No differences between groups are indicated by p-values between 0.10
and 0.90.

Knoxville area), they are transferable to one segment of the population of supermarketj
shoppers. In addition, differences in demographics between cells (e.g., private label ahd
national buyers; shredded cheese and soft drink buyers) are few, but in the directions -

expected.

Coding Process

As described in Chapter 3, the interviews conducted as part of this study were,

audiotaped and transcribed. The transcripts of the interviews corhprised the raw data fbr the
|

study. Before the analyses could be conducted, however, the raw data had to be code;d to

relate consumer comments to the EVH framework developed in Chapter 2.
Coding of the interviews occurred as a two-step process. The first step was to

identify value dimensions discussed in the interviews and to categorize each value dimension
|
|

accordirllg to its level in the consumer’s value hierarchy (i.e., attribute level brand association,
|
conseqtllence, or desired end state). The definitions of these three constructs included: in

Chapter| 3 were used as the basis for making the categorizations. Only attribute level 6rand

associations selected as “important” by the consumer and the consequences and deswed
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end states directly linked to these brand associations were included in the coding process.

: L
Once agreement was reached on the value dimensions to include, as well as their level in the

value hierarchy, two different coders reviewed the attribute level brand associations and

consequences that were selected. These coders assigned each item to one of the sub-

categories depicted in the EVH framework (i.e., brand as product, brand as organizatibn,

brand a

s person, brand as symbol, functional consequence, emotional consequence, and

self-expressive consequence). One purpose of the two-step coding process was to make

coding more straightforward for the coders. A second purpose was to make the first étep
. |

consistent with the coding process described in Woodruff and Gardial (1996). ‘

Two coders reviewed each transcript in the first step of the coding process
|

(assignment of attributes, consequences and desired end states), and two additional coders

reviewed each transcript to complete the second step of the coding (assignment of specific

constructs in the Extended Value Hierarchy framework). All of the coders participatinfg in this

study w
concep

attende:

Thus, a
researc

in the fir

ere familiar with the traditional value hierarchy and the theory which supports t,his

. In addition, the coders who participated in the second step of the coding projcess
d a training session that introduced the constructs present in the EVH framewo‘jrk.
The training session for the coders did not review any of the research hypothéses.
| coders for the second step were naive regarding the specific objectives of thijs

h. The primary researcher for this study did participate in the coding process, but only

st step. The assigning of value dimensions to sub-categories in the EVH framfework

was done only by coders who were not familiar with the hypothesis tests.

Depend

coders i

Next, th

lability in the Coding Process
As‘described in Chapter 3, to increase the dependability of the coding process, two
ndependently reviewed each transcript and made the appropriate categorizations.

e two coders compared their category assignments. Where differences occurred, the

coders provided rationales for their choices and came to a conclusion regarding the best
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classification for the construct. In cases where agreement could not be reached, a third

coder reviewed both categorizations and served as a tie-breaker.

)

The primary researcher participated in some of the coding, however, a third coder

participated in all of the reconciliation sessions where the primary researcher was involved.
|

In these cases, for each difference in coding, the third coder reviewed both categoriza'%ions
and served as a tie-breaker. This measure was undertaken to reduce the likelihood thjat the
second coder would defer to the primary researcher in a disproportionate number of ceses.
As part of the reconciliation process, coders kept a log of the number of assigrlmments
of each type on which they agreed without the need for additional discussion. A sumnjlary of

these logs is included in Table 4-8. ;

Results of the Coding ;

'The coding process resulted in the assignment of codes (or categories) to the :
attribute level brand associations selected as “important” by the consumer, as well as the
consequences and desired end states that were linked to each brand association. Tatj>le 4-9

illustrates the percentage of total attribute level brand associations, consequences and

desired end states assigned to each sub-category represented in the EVH framework. |

Table 4-8. Summary of intercoder agreement logs.

tep 1:| ‘
Attribute Level Brand Associations 100% (120/120) 100% (110/110) 100% (230/230)
Consequences 81.0% (383/473) 86.0% (362/421) 83.3% (745/894)
Desired End States 85.6% (167/195) 88.1% (170/193) 86.9% (337/388)
|
Step 2: |
Brand as Product 91.4% (85/93) 95.0% (76/80) 93.1% (161/173)
Brand as Organization 100.0% (6/6) 91.7% (11/12) 94.4% (17/18)
Brand as Person 85.7% (6/7) 100.0% (5/5) 91.7% (11/12)
Brand as Symbol 78.6% (11/14) 84.6% (11/13) 81.5% (22/27)
Functional Consequence 91.8% (336/366) 92.6% (299/323) 92.2% (635/689)
Emotional Consequence 95.9% (93/97) 94.4% (85/90) 95.2% (178/187)
Self-éxpressive Consequence 90.0% (9/10) 87.5% (7/8) 88.9% (16/1 8)

Note: The percentages included in this table represent the number of codes on which the
coders initially agreed (the numerator of the fraction in parentheses) in relation to the total
number of codes eventually assigned to the category (the denominator of the fraction in
parentheses).
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Table 4-9. Resuits of the coding process.

roductf’gatego;

4 (Soft Drinks)::":

roduct Category 2.

Attribute Level Brand Associations 100% (120/120) 100% (110/110) 100% (230/230)
Brand as Product 77.5% (93/120) 72.7% (80/110) 75.2% (173/230)
Brand as Organization 5.0% (6/120) 10.9% (12/110) 7.8% (18/230)
Brand as Person 5.8% (7/120) 4.5% (5/110) 5.2% (12/230)
Brand as Symbol 11.7% (14/120) 11.8% (13/110) 11.7% (27/230)

| 1

Consequences 100% (473/473) 100% (421/421) 100% (894/894)
Functional Consequence 77.4% (366/473) 76.7% (323/421) 77.1% (689/894)
Emotional Consequence 20.5% (97/473) 21.4% (90/421) 20.9% (187/894)
Self-expressive Consequence 2.1% (10/473) 1.9% (8/421) 2.0% (18/894)

| ‘\
Desired End States 100% (195/195) 100% (193/193) 100% (388/388)

Note: The percentages included in this table represent the number of associations assigned to |
each sub-category (e.g., brand as product, brand as organization, brand as person, brand as |
symbol, functional consequence, emotional conseguence, and self-expressive conseguence) as |
compared to the number of associations assigned to the total category (e.g., attribute level brandl

association, consequence or desired end state).

1
I
|

The table provides an interesting review of the proportion of consumer thoughis

assigned to each of the categories included in the EVH framework. As illustrated by the

percentages depicted in the table, brand as product associations (which comprise 75.?% of

total attr

i
ribute level brand associations) and functional consequences (which comprise'77.1%
|

|
of total consequence associations) appear to dominate consumer thoughts. These ar¢ also

the constructs that are most often discussed in the marketing literature. This finding is

interesti

function

i
ng and raises the question: was the dominance of brand as product associatigns and

al consequences a result of the product categories chosen for study (e.g., freqhenﬂy
\
!

purchased, low price, non-durable), the use situation used as the context for interview:

participants (e.g., product choice), or the fact that only the “most important” brand werje

discussed in the interviews? Future research using different contexts will address this;

question.

disserta

Notably, however, the extensions of the value hierarchy framework introducedi in this

tion (brahd as organization, brand as person, and brand as symbol) comprise i;n total

almost one-fourth (25%) of consumer thoughts about their preferred brand. Although no

major di

construc

fferences in proportions were observable between product categories for mosti

’ts, almost twice as many thoughts about the brand as organization appeared i in the

|
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soft drink product category as compared to the shredded cheese product category. The idea

that certain types of brand associations may be more important for specific product |

categories provides an intriguing future research possibility.

|
Tests of Research Hypotheses ‘
Related to the Structure of the Extended Value Hierarchy Framework

Hypotheses 1 and 2 provide an empirical test of the linkages between the aﬂribute

level brand associations and consequences that are proposed in the EVH framework.; As

described in Chapter 2, linkages between four types of attribute level brand associatiobs

|
(brand as product, brand as organization, brand as person, and brand as symbol) and|three
|

types o

This section reviews the analysis and findings related to these hypotheses.

consequences (functional, emotional, and symbolic consequences) are examined.

Description of Data Used

in each

the shre

For the tests of the EVH framework, the data used is the set of thoughts consumers

product category have about their preferred brand. Each hypothesis is tested first for

dded cheese product category. The soft drink product category is then used as an

: i
opportunity for replication. Overall findings (which include the combination of both product

categor

evidenc

es) are also presented. The overall findings provide limited, but not conclusivé,

e of the transferability of the findings across product categories. 1

Unit of Analysis. As described in Chapter 3, the data set used for this analysis
4

consists of categorical data that indicates the presence or absence of the various constructs

inthe E

that the

consum

consum

|
VH framework for each brand association discussed in the interviews. Please recall

data were coded so that it could be analyzed according to responses from indi;vidual
ers (for a total of 60 consumers, 30 per product category). Using the individuai

er as the unit of analysis provides a small sample size, but enables use of statistical
|

tests (such as the independent samples t-test) that require interval data.

Variables Used. The following variables are used to test hypotheses 1 and 2:

|
» Brand as product association to functional consequence linkages (BAPr-FC)
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» . Brand as product association to emotional consequence linkages (BAPr-EC)

e Brand as product association to self-expressive consequence linkages (BAPr-
SEC)

{e Brand as organization association to functional consequence linkages (BAO-
’ |

FC)

|

» Brand as organization association to emotional consequence linkages (éAO-
EC) |

e Brand as organization association to self-expressive consequence Iinkagés

(BAO-SEC)

* ' Brand as person association to functional conséquence linkages (BAPe-FjC)
l

e Brand as person association to emotional consequence linkages (BAPe-EC)

e Brand as person association to self-expressive consequence linkages (BAPe-
|

SEC) | |
» Brand as symbol association to functional consequence linkages (BAS-FC%)
e Brand as symbol association to emotional consequence linkages (BAS-E¢)
e Brand as symbol association to self-expressive consequence Iinkagés (B/j\S-

SEC).

|
The number of observations of each variable that was found in this study is ilILIl!strated
in Figure 4-1. .

Assumptions Related to the Data. The statistical tests conducted to evaluate |

hypotheses 1 and 2 (the results of which are described below) require two assumption]s about
the data which are deserving of further discussion. These assumptions are: !
e Assumption of normality

e Assumption of independence of observations.
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Figure 4-1. Hypotheses 1 and 2: Number of observations of variables examinéd.

T-tests using large samples assume that the mean of the sample (i.e., the
observations included in the study) is normally distributed. In samples with over thirty
observations per cell, the Central Limit Theorem (which states that when a random sa‘jmple of
n obseryvations selected from a population is sufficiently Iargé, then the sampling distril:)ution
of the mean will be approximately a normal distribution), the assumption of normality is
considered reasonable. When a sample is made up of less than thirty observations, the
assumption of normality described by the Central Limit Theorem can no longer be applied. In
this case (which applies to the dissertation study), one can only assume normality if the
population being sampled is normal or approximately normal. For this dissertation stuéiy, the
populations being sampled (purchasers of shredded cheese and soft drinks) are assur;1ed to
have relative frequency distributions that are approximately normal.

For the assumption of normality of the population (stated above) to apply to the
sample lused in the study, a random sample of independent observations must be drawn. For
the dissertation study, this means that the buyers of shredded cheese and soft drinks »jvho
chose to participate in the study were randomly selected from the population of shredded

cheese and soft drink buyers in the grocery stores visited. Although some self-selection did

occur since the participants in the study had to agree to take part, the researcher addressed
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the assumption of normality by recruiting every person who was observed purchasing;
shredded cheese or soft drinks in specified stores during recruiting hours. Recruiting ﬁours
were varied to included weekdays and weekends, as well as day and evening hours. The
assumption of indendence also means that the selection of any one particular participent in
the study did not influence whether or not any other person participated. The researeher
addressed this assumption by only allowing one person per household to participate in the
study. In éddition, only individuals who had received an information card directly from an in-
store recruiter were granted an interview. Individuals who called and had heard about the

study from a friend or relative were not allowed to participate.

Hygothesns 1: Brand as product associations will be (a) directly linked with functional
consequences and (b) not directly linked with emotional and self-expressive
consequences that are con3|dered by consumers during a brand use situation.
Hypothesis 1 specifically examines the nature of the relationship between bramd as
product|associations and the three types of consequences included in the EVH framework. }
To evaluate hypothesis 1, a one-sample t-test is used to compare the sample means to a
constant (in this case, 0). Using a one-sample t-test is possible because, although the data
are not normally distributed, the one-sample t-test is robust to violations of the assumption of
normality (Ott 1993).

The one-sample t-test enables the evaluation of all three sub-hypotheses (except in
the soft|drink product category, where no brand as product to self-expressive consequence
linkages were observed). As illustrated in Table 4-10, one-sample t-tests indicate that the
mean for the observed number of brand as product association to functional consequence
linkages is significantly different from zero. This finding provides support for sub-hypot:hesis

1a, which predicts that there is a direct linkage between brand as product associations and

functional consequences.
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Table 4-10. Hypothesis 1: One sample t-tests to compare means. |

Rese
X ’Sxtﬁ B
H14: (BAPr-FC) 0 , n=30) = 14.698 t (29, n=30) = 15.922 1(59, n=60) = 20.920
(H1a: (BAPr-FC)=0) | Sig. =.000" Sig. =.000 Sig. = .000 |
| R.H. Supported** R.H. Supported R.H. Supported |
H1y: (BAPr-EC) = 0 (29, n=30) =2.693 (29, n=30) = 3.247 (59, n=60) = 4.328
(H1y: (BAPr-EC)=0) | Sig.=.012 Sig. =.003 Sig. =.000 i
. R.H. Not Supported; R.H. Not Supported; R.H. Not Supported;
Difference From Zero Difference From Zero Difference From ,
' _ Was Supported Was Supported Zero Was Supported
H1i¢: (BAPr-SEC)=0 (29, n=30) = 1.00 Linkages observed = 0 (59, n=60) = 1.000
(H1.: (BAPr-SEC)=0) | Sig.=.326 NA Sig. =.321
R.H. Not Supported NA R.H. Not Supported
*Significance is indicated by p-values of less than 0.05 or greater than 0.95. Marginal significance is

indicated by p-values between 0.05 and 0.10 or p-values between 0.90 and 0.95. No significance is
indicated by p-values between 0.10 and 0.90. !

The t-tests also indicate that the mean for the observed number of brand as pl;'oduct

| NPT 4
association to emotional consequence linkages is significantly different than zero. This

finding is in contrast to the prediction made by sub-hypothesis 1b, which states that there is

. . A . :
no direct linkage between brand as product associations and emotional consequences.

|
Thus, sub-hypothesis 1b is not supported. !

Interestingly, the data provide no support for sub-hypothesis 1c (which predict:is that
there isjno :direct linkage between brand as product associations and self-expressive |

consequences) in the shredded cheese product category. In the soft drink product catjegory,
the sub-hypothesis could not be tested because no direct linkages between brand as ;;roduct

.l . . |
associations and self-expressive consequences were observed in the study. ‘
! |

i

Hypothesis 2: Brand associations for (a) brand as organization, (b) brand as perfson
and (c) Ibrand as symbol will be linked to evaluative consequences (which may be
functional, emotional, or self-expressive) that are considered during a brand use;

‘situatio'n.

|
Hypothesis 2 examines the nature of the relationship between the three types bf
attribute level brand associations that represent extensions of the traditional value hierfarchy
|
framework (brand as organization, brand as person, and brand as symbol) and the

i

consequences that consumers associate with a brand. Findings from the tests of hypo:thesis

2 are depicfed in Table 4-11.
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Table 4-11. Hypothesis 2: One sample t-tests to compare means.

i A
H2,:: (BAO-FC) #0

1(29, n=30) = 1.980

(29, n=30) = 3.808

t(59, n=60) = 4.086

(H2m (BAO-FC) = 0) Sig. = .057* Sig. =.001 Sig. =
R.H. Marginally R.H. Supported R.H. Supported
Supported
Hzaz (BAO-EC) = 0 t (29, n=30) = 1.000 (29, n=30) = 1.439 (59, n=60) = 1.762
(H2a: (BAO-EC) =0) Sig. =.326 Sig. =.161 Sig. =.083 ;
R.H. Not Supported R.H. Not Supported R.H. Marginally
Supported |

H2:3: (BAO-SEC) = 0

Linkages observed = 0

Linkages observed = 0

Linkages observed =0

1

R.H. Supported

R.H. Supported

R.H. Supported

(H2:5: (BAO-SEC) =0) | NA NA NA !

' NA NA NA i
H2b:: (BAPe-FC)= 0 1(29, n=30) = 2.971 T(29, n=30) = 2.408 1(59, N=60) = 3.841 |
(H21: (BAPe-FC)=0) | Sig.=.006 Sig. = .023 Sig. = .000 ‘

H2.: (BAPe-EC)= 0

1(29, n=30) = 1.439

29, n=30) = 1.000

1(59, n=60) = 1.762

1

R.H. Supported

R.H. Supported

(H2pz: (BAPe-EC)=0) | Sig.=.161 Sig. = .326 Sig. =.083
' R.H. Not Supported R.H. Not Supported R.H. Marginally

Supported |

H2is: (BAPe-SEC) #0 Linkages observed =0 | Linkages observed =0 | Linkages observed =0

(H2ws: (BAPe-SEC) =0) | NA NA NA 1

| NA NA NA
H2l:: (BAS-FC)#0 t(29, n=30) = 3.067 (29, n=30) = 3.266 1(59, n=60) = 4.666
(H2:1: (BAS-FC)=0) Sig. = Sig. =.003" Sig. =.000

H2,
(He

2: (BAS-EC) =0
2. (BAS-EC) =0)

(29, n=30) = 1.000
Sig. =.326
R.H. Not Supported

t(29, n=30) = 1.000
Sig. = .326
R.H. Not Supported

t(59, n=60) = 1.426 |
Sig. =.159
R.H. Not Supported

|
|
R.H. Supported |
\

(H:

H2%4: (BAS-SEC) 0

o (BAS-SEC) = 0)

Linkages observed =0
NA
NA

t(29, n=30) = 1.000
Sig. = .326
R.H. Not Supported

(59, n=60) = 1.000 |
Sig. =.321 \
R.H. Not Supported
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*Significance is indicated by p-values of less than 0.05 or greater than 0.95. Marginal sngnmcance
indicated by p-values between 0.05 and 0.10 or p-values between 0.90 and 0.95. No sugnlﬁcance
indicated by p-values between 0.10 and 0.90.
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The one sample t-tests suggest that the means for the observed number of Iinkages
between each of the three types of attribute level brand associations introduced in the!
Extended Value Hierarchy framework (brand as organization, brand as person, and briand as
symbol) and functional consequences are significantly different than zero. These findihgs
specifically support the three sub-hypotheses (2ay, 2b,, and 2¢,) that predict linkages j

between attribute level brand associations and functional consequences. The only |

qualification to the support for these sub-hypotheses is that, in the shredded cheese J

category, sfub-hypothesis 2a, (which predicts a direct linkage between brand as organigation

associations and functional consequences) was marginally supported.

In contrast, the t-tests provide little evidence of direct linkages between the attlj'ibute

level brand associations introduced in the EVH framework and emotional consequencz?s. For
all of the product category-specific tests, the data do not support the research sub-

hypotheses (2a, 2b,, and 2c;) that predict linkages between attribute ievel brand ‘

|

associations and emotional consequences. The only exceptions to this finding are found in

the anal yées that examine the overall data. First, in overali data, a linkage between brand as

organization associations and emotional consequences was marginally supported. Second,

the overall data provide marginal support for the existence of a linkage between brand; as

person associations and emotional consequences. These exceptions are interesting in that

they suggest that, for sub-hypotheses 2a, and 2b,, a larger sample size might have provided
support l/vithin a particular product category. |

The low number of observed linkages between attribute level brand associatior:15 and
self-expressive consequences (2 linkages of 230 in the overall data) meant that two of ;(he
three sub-hypotheses related to self-expressive consequences (2a3 and 2bs) could not!be
evaluated. Sub-hypothesis 2c3, which predicts a direct iinkage between brand as symti>ol
associations and self-expressive consequences, could only be tested for the soft drink |
product category. The findings from this test provide no support for the research hypot:hesis.

The fact|that only two linkages out of 230 (less than 1%) were observed in the overall data,

however, suggest a low likelihood that support would have been found for the sub- \
‘ 180 :
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|
hypotheses that predict a relationship between attribute level brand assocations and s;elf-

expressive consequences, even if the sample size for this study had been larger.

& |
Summary. of Research Findings

In total, the findings from the tests of hypotheses 1 and 2 suggest support for}the
introduction of the EVH framework. The existence of linkages between the four typesj of
attribute lével brand associations (brand as product, brand as organization, brand as person,
and brand as symbol) and functional consequences are supported by the data. Next,%the
data suggest the possibility of direct linkages between several attribute level brand |
associations and emotional consequences. For example, a direct linkage between bfrand as

product associations and emotional consequences was found to exist. In addition, direct

linkages between brand as organization associations and brand as person associations and

|
emotional consequences received marginal support. Although most of the sub-hypotheses

t

that predict a linkage between attribute level brand associations and self-expressive

consequences could not be evaluated statistically, the small number of occurrences of

attribute level brand association to self-expressive consequence linkages supports thé
conclusion that a direct linkage between these constructs does not existy. These findin;gs
suggest several interesting avenues for future research, which are discussed further ln
Chapter 5. |
}
i

Test of Research Hypothesis that ‘
Examines the Content (or Meaning) of Consumer Value Hierarchies |

An alternative way of examining consumer thoughts related to brand value is by
focusing on the content (or meaning) of consumer thoughts as well as their structure. ;
Woodruff and Gardial (1996) suggest value hierarchy analysis as one way of understajnding
the content (or meaning) of what consumers value. This section provides a descriptionj of how
the data were organized, a review of the data analysis process (e.g., value hierarchy ;
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analysis) that was used, and a discussion of the findings from the summary ladders and

J
, \
value hjerarchies that were developed. |

Description of Data Used

|
J
The raw data for the analysis of research proposition #3 (as noted in Chapter 3,

because this research proposition is examined qualitatively, no specific research hypotheses
were deveioped) consisted of the 60 individual interview transcripts from the in-depth i

interviews. To begin organizing the data, the content (or<me'aning) of what was said w;as

carefully reviewed and a categorization (i.e., type of attribute ievel brand association o:r

conseqLen‘ce) for each consumer thought related to an important attribute level brand‘

i
association was assigned. Next, individual value hierarchies (that reflected the value !

dimensions chosen as important for the individual consumer) were drawn for each interview.

The value hierarchies summarized both the content of what was said, as well as the i

categorization (e.g., brand as product association, emotional consequence, etc.) for ea;ch
value dimension. |

In addition, summary tables were developed that reflected the va.lue dimensioﬁls
discussed iln each interview. The overall summary tables, which list all of the attribute I:evel
bll'and assobiations selected as important by interview participants, as well as the
consequences and desired end states that were linked to these attribute level brand
associations, are in(;Iuded in Appendices A, B, and C.

|

1

The summary tables provided a basis for creating a shorter list of summary codes,

which are broad enough to allow categorization of similar concepts mentioned in the ‘

1
summary tables. For example, the consequences of “avoid health problems,” “can eat

healthy,’ and “can get my nutrients” were all classified under the summary code of “he[ps me
stay healthy.” Lists of the summary codes used for attribute level brand associations, J
consequences, and desired end states are included in Appendices D, E, and F, respecftively.
As described in Woodruff and Gardial (1996), developing summary tables (which

outline the key attributes, consequences, and desired end states discussed by consurﬁers)
182 !
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|
\
1
|
|
\
|

and summary codes can provide a logical basis for creating summary ladders and summary

value hierarchies. <Summary ladders and summary value hierarchies were used in this‘ study

to summarize the content of what consumers (in each product category) value about n‘ational

and private label brands.
A summary ladder represents one chain of consumer thoughts about an attribute

level brand association that was frequently mentioned in the interviews. It essentially

represents'a set of linked thoughts (that emerged from a discussion of one particular attribute

level brand association) that was commonly described by ihdi;/iduals within a parti;:ulaﬁ' group
of consumjers. For this study, summary ladders were created for each attribute level b‘rand
association that was mentioned by four or more éonsumeré in the interviews. ‘
In contrast, a summary value hierarchy illustrates the entire set of value dimensions

(including all of the attribute level brand associations commonly fnentioned, as well as

consequences and.desired end states) that were most commonly expressed by a group of

individuals.: The summary value hierarchy represents the sum of all thoughts that a group of
consumersfappear to share about a product or brand. |

As ]:a note, summary Iaddefs are presented as figures in this chapter to support‘ the
discussion felated to proposition #3. The summary value hierarchies for each group of‘
consumers interviewed (which essentially represent an alternative way of presenting the data
included in the summary ladders) are included in Appendices G, H, |, and J. Since the data
presented in the summary value hierarchies and the summary ladders are very similar,
unless otheinlvise noted, the term “summary value hierarchies” is used to refer to the figures

{which Te éummary ladders) as well as to Appendices G-J (which are summary value

hierarchjes).

Description of Analysis Process
As discussed above, summary tables were developed to identify all of the different
attribute|level brand associations, consequences, and desired end states discussed by,

participants in the study. Each attribute level brand association, consequence, and desired
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end stat

te is listed only once in the summary tables (included in Appendices A-C), regqrdless

. |
of how many times it was mentioned by consumers. The summary tables do, however, note

the product category(ies) for which consumers mentioned each association. In total, 86

differen

desired

t attribute level brand associations, 391 different consequences, and 84 different
end states were mentioned as important by the 60 consumers interviewed.

In addition to recording all of the value dimensions that study participants mentioned

as important, the summary tables served as input into a more detailed coding process,i which

led to the development of the summary ladders and value hierarchies. As described above,

the summary tables provided a basis for creating a shorter list of summary codes (see'

Append
product

dimensi

ces D-F). Again, the lists of summary codes included in the appendices indicéte the
category(ies) for which consumers mentioned each association. In total, the value

ons listed in the summary tables were collapsed into 27 summary codes for attribute

level brand associations, 69 codes for consequences, and 22 codes for desired end states.

Once the list of summary codes was developed, each value dimension depicted in

the individual value hierarchies was assigned a code. Then, the codes from the individual

value hi

erarchies were entered into a computer program developed by Dr. James Foggin in

the Department of Marketing, Logistics and Transportation at The University of Tennessee.

|

The computer program aggregates the data from the individual value hierarchies to form

summary ladders for groups of interest. This output from this program was used to develop

the summary ladders and summary value hierarchies discussed in the next section.

value hi
provide
viewing

defined

As a check to increase the credibility of the data, after the summary ladders and
erarchies were created, the individual hierarchies were qualitatively reviewed tq
additional detail regarding any nuances of meaning that may not be reflected b:y just
the summary codes. For example, for the private label brands, “taste/flavor” was

Dy buyers as tasting the same as the leading national brand. For national bradds,

“taste/flavor” was described as a unique and positive aspect of the preferred brand. The

addition

al definitions are reflected in the labeling of the constructs in each summary ladder

and summary value hierarchy.
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|
Proposition 3: There will be differences in the overall meaning of value, as shown by

value hierarchies, between users of national brands and users of private label brands
\
Like the analysis process for testing hypothesis 1 and 2, the data from produ¢t

category 1 (shredded cheese) were analyzed first, with the data from product categor}y 2 (soft
|
drinks) being used as an opportunity for replication of findings. Because the literature‘i

’ !
suggests that there may be differences in the content (or meaning) of what is valued between
' [

users of national and private label brands, separate summary ladders and summary v‘alue

hierarchies were developed for each group. ‘

As noted earlier, the summary ladders and value hierarchies discussed in thisj section
include only attribute level brand associations that were mentioned by at least four of jthe
fifteen interviewees for the brand and product category of interest. The number of buyilers
who mentioned each attribute level brand association is represented by the italicized ‘
numbers below the association name in the summary figures. As described in Chaptt%ar 3, the
summary value hierarchies can be evaluated by examining the content (or meaning) c%f the
value dimensions included, the complexity (e.g., number of value dimensions) includeid in the
value hierarchy table, and the relative strength (as represented by number of mention%) of the
associations shown. Also as stated earlier, the summary ladders are represented in ﬂj1e
figures presented in this section; the summary value hierarchies are included in Apperhdices
G-J. For simplicity, and because the data presented in the summary ladders and sum;mary
value hjerarchies are very similar, the term “summary value hierarchy” is used to refer; to
information presented in both the summary ladders and summary value hierarchies. ‘

Figure 4-2 summarizes the number of each type of value dimension that is indluded
in the summary hierarchies presented in the éppendix. Value dimensions mentioned énore
than more than once by a group of consumers are only counted once in the numbers !shown
in the figure. The findings from this figure, as well as from the content of the value dimLensions

\
contained in the summary ladders and value hierarchies, are next reviewed.
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C
< FEFRE 3ot g e RN DD Gl
Brand as Product 3 2
Brand as Organization 0 0 0 1 1
Brand as Person 1 0 0 0 1
Brand as Symbol 2 0 2 0 4
Total Attribute Level Brand
Associations 8 3 4 5 20
Functional Consequences 20 7 9 14 50
Emotional Consequences ' 6 2 8 7 23
Self-Expressive Consequences 0 0 0 0 0
Total Consequences 26 9 17 21 73
Desired End States 6 6 6 7 25
Toétal Number of Value ‘
| _Dimensions 40 18 27 . 83 118

’ .

Figure 4-2. Number of value dimensions included in the summary value hierarchies.

Summary Value Hierarchy for Shredded Cheese National Brand Buyers

Interestingly, the summary ladders and summary value hierarchy for shredded
cheese nhational brand buyers are the most complex (in terms of total number of value

|
dimensions, attribute level brand associations, total number of consequences, and nurﬁber of
functional consequences listed by consumers) of all of the summary value hierarchies.l The
most common ladders stemming from attribute level brand associations that were desq‘ribed

by the fifteen loyal users of Kraft (the leading national brand of shredded cheese), as well as

associated consequences and desired end states, are listed in Table 4-12.

Notably, the summary value hierarchy for shredded cheese national brand buyers
(illustrated in Appendix G) includes 40 different value dimensions. This is significantly f‘1igher
than the number of value dimensions included in the summary value hierarchy for any other
consumer group. In comparison, the summary value hierarchy for shredded cheese private
label brand buyers included only 18 different value dimensions. The national and priva;te

label brand summary value hierarchies for the soft drink product category included 27 and 33

value dimensions, respectively. The larger number of total value dimensions included ih the
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summary value hierarchy for Kraft was influenced primarily by larger numbers of attribute

. |
level brand associations and functional consequences that were discussed by consunﬁers.

Specifically, the Kraft interviews yielded eight important attribute level brand
|

associations: ‘
e Tastes like real cheese (creamy, not dry) - BAPr

e . Smooth texture - BAPr

e Price similar to other brands — BAPr

Pre-shredded - BAPr

_ Consistent/ dependable - BAPe

. Healthy ingredients - BAPr

Brand is well-known - BAS |

Commercials/ ads/ coupons - BAS.

Of these eight associations, the majority (5) are brand as product associations. One

1

(consistent/ dependable) is a brand as person association. This is the only brand as pérson
|

association that was included in any of the summary value hierarchies. The remaining two

associations are brand as symbol associations and refer to the promotions that have |
|
|
|

supported the Kraft brand as well as the brand’s popularity, or image.

The inclusion of such a large number of common attribute level brand associations
\

may at first indicate a higher number of total consumer thoughts about Kraft, as compaired to

the other brands studied. In fact, this is not the case. Overall, consumers expressed a
similar number of total thoughts about each of the four brands of interest (see Table 4-9).

Although more attribute level brand associations are included in the Kraft summary valhe

hierarchy, most that are included are not very widely held across brand buyers. For ex}ample,

six of the eight associations were deemed important by only four or five buyers (one-th;ird or
|

less of the total buyers interviewed). This finding suggests that there may be multiple ;

|

segments of Kraft shredded cheese buyers represented in the sample. Some buyers, for
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|
Table 4-12. Summary ladders
‘ for shredded cheese, national brand (Kraft).
Tastes likereal | Makes mymeal | Enjoy eating my Happiness/
cheese (creamy, taste better meal pleasure
. not dry) FC EC DES
. BAPr (9)
Smooth texture | . Looks more Makes my meal | Enjoy eating my . Happiness/
. BAPr (6) appealing taste better meal " pleasure
j FC " FC EC " DES
Easier to eat/ Feel better after Stay healthy/
digest eating live longer
. FC EC DES
Price similar to Stay within my Feel like | am ‘Sense of
other brands/ grocery budget being personal
good product for FC responsible responsibily
the money EC DES
‘BAPr (5)
Get what you Happiness/
want pleasure
FC DES
Save money in
the long run
FC
Consistent/ Know it will be Don't have to Saves time Makes life
dependable- good/ not afraid think about it FC easier/ comfort
BAPe (5) to buy brand FC DES
FC
Won't ruin my Won't waste my Can buy other
meal money/ save things with my
FC money money
FC FC
Will be satisfied | Need fulfillment
. FC DES
Pre-shredded More Not as stressed Enjoy eating Happiness/
-BAPr (5) convenient/ less or frustrated more pleasure
‘ hassle EC EC DES
FC
Brand is well- Means thatthe | Trust/rely on the Comforts me/ Peace of mind
‘ known brand is good brand less worry DES
'BAS (4) quality EC EC’
. FC
i Brand will be Wan't create Stay healthy/
safe for me to bad side effects live longer
eat FC DES
, ' FC
‘Healthy Put good food in Helps me stay Stay healthy/
ingredients my body/ Avoid healthy live longer
BAPr (4) eating things FC DES
. that are bad for
me
FC
Feel good about Peace of mind
what | am eating DES (7)
. EC
Commercials/ More familiar Gives me Makes me more | Peace of mind
ads/ coupons with the brand something to comfortable/ DES
BAS (4) FC trust/ rely on worry less
EC EC
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instance, may consider superior performance on product attributes (e.g., brand as peruct

associations, such as healthy ingredients or pricing similar to other brands) to provide the

i
most value. Others may find more value in the idea that the brand is widely known and

advertised.
The inclusion of two brand as symbol associations and one brand as person
assocation in the summary value hierarchy suggests that marketing communications can
create Value, at least for a certain set of brand buyers. Notably, however, the primary?

‘

consequences created by the advertising and promotion are that it seems to enhancei brand

i

familiarity and reinforce the idea that the brand is consistent, dependable, high quaIiM and
safe to|use. These findings suggest opportunity for further investigation and are discussed
further jn Chapter 5.

In addition to including a large number of attribute level brand associations, tﬁe Kraft

summary value hierarchy included considerably more functional consequences than d:id any

other hierarchy. In total, 20 functional consequences were included. The next highest

number of functional consequences in a single summary value hierarchy was found ini the
hierarchy for Big K Cola (which included 14 functional consequences). A possible

explanation for the large number of functional consequences mentioned by Kraft buyers is

the relatively large number of attribute level brand associations mentioned. It is logical that
consumers who choose more attribute level brand associations as important would mention

|
more consequences in a laddering interview. As is described in the discussion of attribute

level brand associations mentioned in the Kraft interviews, it is interesting that (while QIentiful

in number) the functional consequences discussed were varied, but not necessarily wihely
|

1

held across consumers. This is a function of the fact that the attribute level brand
associations that were discussed are not widely held among consumers.

Interestingly, the content of the functional consequences discussed by consunHers is

diverse] Consumers found value in the idea that Kraft shredded cheese “makes my meal

taste better,” “looks more appealing,” is “more convenient,” “is easier to digest,” “is a gbod

|
quality brand,” and is a brand | am “not afraid to buy,” just to name a few. While several of
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thesec

“convenience” are included only in the shredded cheese national brand summary value

hierarchy.

summa

onsequences appear in other summary value hierarchies, the ideas of “health"iand
(

It is interesting that the number of emotional consequences (6) included in the Kraft

+

ry value hierarchy was much higher than the number of emotional consequenc;es (2)

included in the private label brand shredded cheese value hierarchy. The ideas relatec;i to

emotional consequences that were unique to the Kraft summary value hierarchy (as

compared to the Kroger shredded cheese value hierarchy) were “feel good after eating,” “feel

like I am responsible,” “feel good about what | am eating,” “gives me something | can trust/

rely on”

and “makes me more comfortable.” Several of these ideas appeared in the vajlue

hierarchies for the soft drink product category and will be discussed later, however, thé

consequence of “feel good about what | am eating” appears to be unique to Kraft.

value hi

Finally, although the number of desired end states (6) included in the Kraft surﬁmary

erarchy is similar to the number included in the summary value hierarchies for the

other brands examined in this study, the content of the desired end states mentioned By

consum

ers differs somewhat. One desired end state in particular is unique to the Kraft

summary value hierarchy. This is the desired end state of “stay healthy’/ “live longer.”' Again,

buyers of Kraft appear to value the health benefits of the product (this is particularly

interesti

ng since cheddar cheese, which is relatively high in saturated fat, is not universally

perceide asa healthy food). Other desired end states that were valued by Kraft buyerjs were

“happiness”/ “pleasure,

sense of personal responsibility,” “peace of mind,” “need fuifillment,”

and “makes life easier’/ “comfort.” These are discussed in greater detail later in this chapter.
|

Summary Value Hierarchy for Shredded Cheese Private Label Brand Buyers

hierarch

Kraft gh

1
As illustrated in Figure 4-2, the Kroger brand shredded cheese summary vaIué:

y includes only 18 value dimensions, as compared to 40 value dimensions in the

redded cheese value hierarchy. One might first assume that this means Kroge‘r

I
brand shredded cheese buyers have fewer total thoughts about their preferred brand than do
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Kraft buyers. In fact this is not the case, as similar total numbers of attribute level brahd

' !
associations, consequences and desired end states were found for national and private label
|

brand shredded cheese users. This suggests that consumer thoughts about Kroger b‘jrand
|

shredded cheese were more consistent across consumers than thoughts about Kraft 1

shredded cheese. In fact, the data provide an indication of this assertion. i:or exampFe, 14 of

|
15 consumers interviewed mentioned “low price” as an important attribute level brandi

associal

tion in the choice situation.

Unlike the summary value hierarchy for national brand buyers, this summary value

hierarchy includes only three common attribute level brand associations, all of which

represe

In additi
held foc
and tasf
cheese,

sufficier

nt thoughts about the brand as product:
e . Low price/ iess expensive — BAPr
e Tastes as good as the national brand — BAPr

e Texture — BAPT.

common use situations. Consider the following quotes:

going to return to that product (PD1).”

191

“Well if the price is lower than most of the others first of all, that's the first
half of it. The second half would be how I, my experience with the product
itself when | used it. A lot of times I've paid less money for a house brand
and found it to be just as good tasting and work in recipes as far as, you
know, cooking and melting and things like that. Then, you know, then I'm

“It's my money. | want it [the product | am buying] to be something that's
gonna, you know, be perfect for what | want it for. | don’t want to get
something that's like, you know, okay but could be better. | don't think it's
true that if you spend more it's better ... | just want it to be something good
and | want to be happy with it. | want to have a pleasant experience when| |
go get the product and | don'’t want to be sorry that | spent the money (PC1).”

|
|
1
|

on, the summary value hierarchy for Kroger shredded cheese buyers reflects % widely
us on the brand’s performance relative to specific product attributes, paniculariy price
e. Overwhelmingly, buyers received value from the low price of Kroger shredéed
although comments from the interviews support the idea that low price alone |s not

t, but must be accompanied with an acceptable level of brand performance in |

1
|
|
|



Table 4-13. Summary ladders
for shredded cheese, private label brand (Kroger).

Link Ik 2 5 LInK 3.0
e R X & SRR BT 3G T Ko
Can save Can buy other Happiness/ ‘
Low price money things/ more pleasure !
BAPr (14) Fc things DES :
FC 1
Can live within Sense of \
my budget personal ‘
FC responsibility
DES ‘
Can accomplish Successin
my goals areas of my life 3
FC that are |
important to me |
DES |
Don’t feel | am Sense of ‘
being cheated/ faimess/ equity \
feel that | was DES ;
treated fairly \
EC !
Tastes as good | Makes mymeal | Enjoy eating my Happiness/
as the national taste good meal pleasure ;
brand FC EC DES !
BAPr (8) :
Need [
satisfaction/
fulfillment \
DES 1
Makes food Canfeedmy - Good parent/ j
taste better/ family/ survive provider |
Does its job as FC DES }
' an ingredient 1
FC ‘
‘Texture Melts well Makes my meal | Enjoy eating my Happiness/ |
BAPr (4) FC taste good meal pleasure
FC EC DES
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The inclusion of “tastes as good as the national brand” as an important brand
o - ]
association, which was mentioned by eight Kroger shredded cheese buyers, and “texture,”

which was mentioned by four consumers, provides additional evidence that price is nc‘:)t the

only reason private label shredded cheese buyers purchase the brand they do. It is ‘
interesting that ideas of taste and texture were mentioned by much smaller numbers (?)f
consumers (8 and 4, respectively) than was price (which was mentioned by 14 consumers
intervieweLi). This suggests that there may be different segments of‘ consumers withir‘w the
group of pfivate label buyers interviewed: one which focuses specifically on price andi one
where consumers attempt to find a balance between price and indicators of product anlity,
such as taste or texture. The idea that there are different market segments within the§
population of private label brand buyers offers opportunity for future research and is
discussed further in Chapter 5. ’

The relatively small number of consequences observed in the Kroger shreddéd
cheese suhmary value hierarchy (as compared to the Kraft shredded cheese summairy value
hierarchy) lends additional support to the idea that the value created by Kroger shred?ed
cheese is more consistent across consumers than is the value created by Kraft shredéjed
cheese. Only seven functional consequences and two emotional consequences are i!ncluded
in the summary value hierarchy. One consequence that was unique to the Kroger shr;edded
cheese su:rnmary value hierarchy (as compared to the Kraft hierarchy) was the ability “of the

I
“low price” to help consumers “save money” and thus “accomplish my goals.” Interestingly, a

similar line of thinking was apparent in the soft drink private label brand summary valu:e
hierarchy. - In addition, the Kroger brand shredded cheese summary value hierarchy ir}ncludes
one of the few negatively phrased consequences that were mentioned by enough con!sumers
to be inclucjed in a summary value hierarchy. This is “don’t feel that | am being cheat?d." For
a group of consumers, the “low price” of Kroger shredded cheese provided a valued J

assurance that the consumer was not being “cheated” when making his or her purchase.

The existence of this consequence occurred in the context of discussion related to the taste
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of Kroger brand shredded cheese. These consumers believed that “cheese is cheese‘ (PA3,

. : -
PC2, PA4, PD1)" and the value of the brand was reduced when manufactures or retailers

would ¢

harge more simply for a national brand name. This finding reinforces the idea‘ that

there are sub-segments of private label brand users who have differing needs and whtla value

differen

t a#pects of a brand. A |

Surprisingly, the number of desired end states included in the Kroger brand swmmary

value hjerarchy (6) is exactly the same as that of the Kraft summary value hierarchy. +hree

of these si)fc desired end states appear in both of the summary value hierarchies. These are

“happi

end states can be considered to be important overall for the shredded cheese product

ess”/ “pleasure,” “need satisfaction,” and “sense of personal responsibility.” These

category. The remaining three desired end states are “be a good parent,” “success inareas

of my lif
parent”

hierarck

e that are important to me,” and “sense of faimess and equity.” Of these, “be a good
and “sense of fairness and equity” are found only in the Kroger brand summary value

1y. Thus, these end states were not mentioned as relating to any other brand

examined in this study. The fact that two of six desired end states were unique to the Kroger

brand suggests that this branding strategy (used in the shredded cheese product category)
\

offers somé interesting opportunities for brand differentiation.

Summary Value Hierarchy for Soft Drink National Brand Buyers

commo
cheese.

brand o

The soft drink product category was selected for investigation in part because |

1

n use situations for the product are somewhat different than those for shredded
For example, shredded cheese is most often used as a cooking ingredient a?d the

f choice is not always visible to individuals besides the cook. Alternatively, soft‘ drinks

are generally served directly from the container in which they are packaged or are consumed

in public. In either case, choice of preferred brand tends to be more visible and more likely to

be noticed by others. Findings from the summary ladders for soft drink national brand buyers

are outlined in Table 4-14. Coca-Cola (or Coke) was used as the national brand of interest.
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In several ways, the éummary value hierarchy for Coke buyers is different fro:m that

) of natio naI brand buyers in the shredded cheese product category. For example, thelle are
fewer tJtaI attribute level brand associations considered (4 as compared to 8), fewer brand as
product associations (2 as compared to 5), fewer functional consequences (9 as compared to
20), and fewer total consequences (17 as compared to 26). ‘

These differences are interesting and are discussed below; however, severali
intriguiﬁg similarities between the national brand summary value hierarchies in the tw¢
product cétegories examined in this study should first be noted. For example, while ti;lere are
fewer brand as product associations (two rather than five) included in the summary vajlue
hierarchy, one of these associations (the unique, sweet taste of Coke) clearly provideie, a

strong basis for the value that is provided by the brand. In fact, fifteen of the fifteen buyers

interviewed mentioned the unique or sweet taste of Coke as an important driver of value.

Taste was also the most commonly mentioned important attribute level brand association in
the shredded cheese product category. It was mentioned by 9 of 15 consumers. ;

In addition, brand as symbol associations appeared only in the national brand%value
hierarchies and were present for both product categories. In fact, the specific brand a§

1

symbol associations included in the Coke summary value hierarchy are “commercials/ ads”

and “brand image,” which are the same two brand as symbol associations that appearﬁed in
the Kraft summary value hierarchy. Interestingly, the consequencés related to |
“‘commercials”/ “ads” were similar for Coke and Kraft buyers. In both national brand Sli.ummary
value hierarchies, “commercials”/ “ads” provided the consequences of “something | cajn trust”
and a feeling of security in buying the product.

Alternatively, the concept of “brand image” was important for different reasonsl for
Kraft and Coke buyers. “Brand image” (specifically, knowing that the brand was the market
leader) made Coke buyers more likely to “pay attention to the brand” and to “feel impo}tant"

because they were able to consume the brand. Feeling important is linked to the desi?red end
|

states of “pride in self” and “happiness”/ “pleasure.” For Kraft buyers, “brand image” |

(specifically, a brand that was well-known) provided the consequences of ensuring that the
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“pbrand is good quality,” and the “brand is safe to use.” As shown in the summary value

”

hierachy, these consequences are related to the desired end states of “peace of mind

“staying healthy,” respectively.

most popular soft drink:

“ICoke] has got to be the most popular soft drink in the world and that, you
know, that influences other people ... because you know, you think, it has got,
fo be better.... If| had a can of Coke and | had a can of Pepsi, and it's the
same price,.and I guess it’s like, you know, supply and demand. There is
more demand for Coke, so to most people’s eyes — or to my eyes, the Coke
is more valuable than the Pepsi.... It's kind of like, you know, the best of
Knoxville ... if there is a best thing, you definitely have to try what the best is
(CA1).”

As shown in the summary value hierarchy for Coca-Cola, brand as symbol

associations were mentioned by a relatively small number of consumers (five for

“commercials/ ads” and four for “brand image”). This reinforces the finding from the shredded

and

The following quote highlights the contribution of Coke’s brand image as the world’s

cheese |national brand buyers that there may be a certain sub-segment of buyers who ffind

more value in marketing communications than others.

proportion of emotional to functional consequences than does the Kraft summary valuq‘e

At the consequence level, the summary value hierarchy for Coke indicates a different

hierarchy. In the Kraft summary value hierarchy, only 6 of 26 (or 23%) of all consequences

included in the hierarchy were categorized as emotional consequences. In the Coca-q:ola

summary value hierarchy, 8 of 17 (or 47%) of all consequences included were emotior‘mal

consequences. This clearly suggests that the number of emotional consequences

considerediby consumers varies across product categories. From the perspective of content,

a portion of the emotional consequences considered varied between national brand buyers in

the soft drink and shredded cheese product categories. Coke buyers, for example, more

commonly mentioned emotional consequences related to lifting one’s spirits, such as

“rejuvenates me,” “reminds me of being a kid,” and “makes me feel secure.” Kraft buyers,

however, more commonly discussed emotional consequences that relate to self-worth, such

as “feel like | am being responsible,” “feel good about what | am eating.” The summary
: 196 '
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Tastes goodin | Simple pleasure/ Happiness/ |
taste my mouth enjoy drinking it pleasure |
BAPr (15) FC EC DES |
b Comfort/ i
* contentment/ :
balance :
DES
Quenches my Energizes/ Success in
thirst rejuvenates me | areas of my life
FC EC that are :
important to me :
DES '
Gives me a pick [ Can accomplish Success in
me up my goals areas of my life
FC FC that are ;
important to me
DES |
Gives me some Feel better Happiness/ i
' variety emotionally pleasure I
FC EC DES :
Reminds me of Connect with ;
being a kid past/ heritage |
EC DES \
Caffeine Keeps me Can pay Success in |
BAPr (5) awake/ gives me attention/ areas of my life j
energy/ pickme | accomplish my ‘that are !
up goals important to me ;
FC FC DES :
Energizes/ Comfort/ i
rejuvenates me contentment/ ‘
EC balance |
DES ;
Commercials/ Makes me Gives me Makes me feel Peace of mind |
ads notice/ pay something ! can secure DES
BAS (5) attention to the trust/ rely on EC
brand EC
FC |
Can evaluate You get what Comforts me/ Peace of mind ‘
the company/ you expect less worry DES i
brand better FC EC !
FC )
Brand name/ Know that the Makes me feel Pride in self
image (most brand is high important/ DES
popular soft quality/ in wealthy/ special ‘
drink; market demand EC |
. leader) FC ‘
BAS (4) i
Happiness/ !
pleasure ;
DES
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hierarch ies: for both product categories included emotional consequences related to the
enjoyment bf consuming the product.
It is also interesting that the summary value Hierarchy for Coca-Cola buyers includes
only ninev fqnctional consequences. This may suggest that (1) Coke provides less value in
terms of functional consequences for loyal consumers or (2) that the functional

consequences provided by Coca-Cola were more consistent across consumers and thus

fewer different functional consequences emerged. In fact, the summary ladders provid?
evidencehofj the latter explanation. As described earlier, the “unique, sweet taste” of C(Bke
was the prédominant attribute level brand association discussed by consumers. In fact,
“unique, sw:eet taste” was chosen as important by all fifteen of the consumers interviewed.
The attribute level brand association of “unique, sweet taste” is directly linked to five of|the
nine functiofnal consequences included in the summary value hierarchy. Thus, these
functional consequences were also predominant in the minds of many Coke buyers. In
terms of cofntent, the functional consequences mentioned by consumers differed considerably
between s;ﬁredded cheese and soft drink national brand buyers. In fact, none of the specific
functional cbnsequences included in the Coke summary value hierarchy were present in the
Kraft summjary value hierarchy. For example, Coca-Cola buyers talked about “gives me pick
me up,” “‘gi\)es me some variety,” and “can evaluate the company better.” Kraft buyers|talked
about fupctional consequences such as “more convenient,” “won’t ruin my meal,” and “stay
within my grocery budget.” Differences in the content of the functional consequences
discussed V;IOU|d be expected given the differences in attribute level brand associations
observed between these two groups.

The differences in the content of the attribute level brand associations and
consequences considered by Coke and Kraft consumers are also evidenced by differences in
the content of the desired end states included in the summary value hierarchies. Three|of the
six desired ?tates included in éach summary value hierarchy appear in both product

categories. These are “happiness”/ “pleasure,” “peace of mind, and "comfort.” The
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|

remaining ihree desired end states mentioned by Coke buyers were “pride in self,” “cajn
connect with my past,” and “success in areas of my life that are impgrtant.” The first two of
these did not appear in any of the other summary value hierarchies developed for this|study.
Thus, thesé appear to be unique to Coca-Cola.
Thie differences between the summary value hierarchies developed for Kraft and
Coke b ‘Jyejrs suggest that the yalue created by national branding may vary by product
category. The next section reviews the summary value hierarchy for soft drink private label
buyers and;.addresses the question: “does the value created by private label branding vary

between product categories as well?”

Summary Value Hierarchy for Soft Drink Private Label Brand Buyers

Thjt=.l summary value hierarchy for private label soft drink buyers is much more
complex than the one for private label shredded cheese buyers. Specifically, the summary
value hierarchy for Big K buyers includes more total value dimensions (33 as compared to
18), more ;ﬁribute level brand associ\ations (5 as compared to 3), a brand as organization
association, more functional consequences (14 as compared to 7), more emotional

consequences (7 as compared to 2), and more total consequences (21 as compared to 9)

than does the summary value hierarchy for Kroger brand shredded cheese buyers. |

in terms of number of total value dimensions elicited, the Big K summary valut‘a
hierarchy |s actually more similar to the Kraft value hierarchy than it is to the other sum!mary
value hiera:rchy within its product category (e.g., the Coke summary value hierarchy) or the
other summary value for a private label brand (e.g., the Kroger brand summary value
hierarchy). 'The Big K summary value hierarchy includes a total of 33 value dimensions; the

Kraft value hierarchy includes a total of 40 value dimensions. These are the summary|value

ies with the largest number of value dimensions that were observed in this stu<‘iy.

hierarch

The coanlexity of the summary value hierarchy for Big K buyers was unexpected, in that
researcrL hypothesis 4 predicts more consumer thoughts about all value dimensions for

national|than for private label brands. The wide variation in the number of total value |
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|
dimensions considered by private label brand buyers suggests that the number of total value

~ \

dimensions considered may be product category specifilc and not necessarily a functi?n of

branding strategy. |

The summary vaiue hierarchy for Big K buyers does contain the same emphajsis on
brand as product (particularly price) associations as the summary value hierarchy for kroger
shredded cheese (private label brand). The summary value hierarchy for Big K buyerjs in
included in Table 4-15. As evidenced in the table, price (and related consequences, %uch as
“save monéy’ and “can bdy more”) appears to be a primary source of value for Big K %uyers,
with fourteen of fifteen of the interview participants mentioning it as important. As in trile
shredded cheese product category, however, the desire of private label buyers for Iowj price
apears to be tempered (for at least one segment of consumers) by brand performancé on key
product attributes. The specific product attributes of interest are somewhat broader thian for
shredded c::heese and include not only “tastes as good as the name brand,” but “good {(sweet
or citrusy) taste” and “caffeine” as well. ‘
Interestingly, the idea of taste, or flavor, is described in both the Big K and Krc%ger
value hierarchies as “tastes as good as the national brand.” This is a very different ide;a
related to taste than the taste, or flavor, descibed by buyers of national brands. For thé
national brand buyer, a particular taste (such as the “unique, sweet taste” associated vivith
Coke and the “real cheese” taste associated with Kraft) is important. For the private Iajbel
brand buyer, however, a specific standard for evaluating taste is introduced. This is thje taste

provided b)ll the leading national brand. This suggests that private label products simp}ly need

\
to meetjthe standard set by the national brand, and that additional consumer value is not

created (at least for the private label buyers interviewed in this study) by developing a private

label product that performs better on specified attributes than the national brand. Thisi idea is
discussed further in Chapter 5. J
Finally, an additional attribute level brand association was apparent for this gr$up of
consumers as compared to the private label buyers of shredded cheese. “Availability %t

Kroger,” which is a thbught about the brand as organization, was mentioned as import?nt by
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four the of the fifteen consumers interviewed. This was the only brand as organizatidn
association included in a summary value hierarchy. Consequences associatéd with j
“availability at Kroger” can be classified into two categories: (1) saving time and haséle and
(2) providing a sense of trust and security in purchasing the brand. It is notable that t;he
second cétegory of consequences is similar to those provided by brand as symbol ‘
associations for the national brands. |

It is also interesting that the summary value hierarchy for Big K includes man?y more
emotional consequences than the Kroger brand summary value hierarchy (7 as comp;ared to
2). This finding raises the possibilities that (1) Big K is simply a brand to which consu'jmers

are emotionally attached and/ or (2) private label consumers are more likely to associate their
|

preferred brand with emotional consequences in the soft drink product category than i;n the

shredded cheese product category. The content of the emotional consequences included in
the Big K summary value hierarchy suggest that the latter explanation may be appropjriate.
For example, both the Coke and Big K summary value hierarchies include emotional ;
consequences related to happiness (or enjoyment) as well as relaxation or rejuvenatiti)n.
While the exact words vary slightly in some cases, the emotional concepts discussed by
national and private label brand buyers in the soft drink product category are very simjilar. In
addition, several functional consequences are included in both the Big K and Coca—C?Ia
brand summary value hierarchies. For example, the functional consequences of “que}mches
my thirst” and “gives me a pick me up” are valued by both national and private label bjrand
buyers! This discussion reinforces the idea that consumer value is product category sjpecific.
In this case, it appears that the product category has a more dominant effect on numl:;er and
content of emotional consequences considered than does branding strategy (e.g., nat:ional
versus private label brand). ‘

The desired end states included in the two private label brand summary value
hierarchies vary somewhat as well. Shared desired end states between Kroger and B?ig K

. |
buyers are “happiness” “pleasure,” “success in areas of my life that are important to me,” and

201




Table 4-15. Summary ladders

for soft drinks, private label brand (Big K).

Low price Save money Can use your Happiness/
BAPr (14) FC money to buy pleasure
other things DES
: FC
Can live within Survival
my budget DES
FC
Pride in self/
makes others
proud of me
DES
Can buy more/ Makes home/ Good person/
don't run out life a little nicer provider
FC ’ FC DES
Tastes as good | Know the brand Feel more Comfort/
as the name is good quality comfortable contentment/
brand (Coke) FC buying it/ less balance
‘BAPr (6) worry DES
- EC
Gives me Can accomplish Success in the
energy/ picks my goals areas of life that
me up FC are important to
FC me
DES
) Can please Less worry/ Comfort/
others (kids, more convenient contentment/
husband) EC balance
FC DES
Satisfies me | enjoy my drink Happiness/
FC EC pleasure
DES
Good taste Quenches my Makes me Happiness/
(sw"eet, citrusy) thirst happy pleasure
BAPr (5) FC EC DES
Cools me off/ Can accomplish Success in the
refreshes me my goals areas of life that
FC FC are important to
me
DES
Relaxes me Comfort/
EC contentment/
balance
: DES
Available at Easy to find/ Gives me Makes me feel Peace of mind
* Kroger access something | can secure DES
'BAO (4) FC trust/ rely on EC
EC
More convenient | Saves time/ less Comfort/
FC worry/ hassle contentment/
EC balance
DES
Caffeine Gives me Can be more Success in the
BAPr (4) energy/ pick me productive/ areas of life that
up accomplishmy | are important to
FC goals me
FC DES
Energizes/ Pleasure/
rejuvenates me happiness
: EC DES
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the concept of need satisfaction, or survival. The desired end states that appear in the Big K

summary value hierarchy, but not the Kroger summary value hierarchy, are “comfort"/t

“contertment"/ “palance,” “peace of mind,” and “pride in myself.” Interestingly, these three

desired

end states are present in the Coca-Cola summary value hierarchy as well. This

o . |
again suggests that several of the value dimensions identified in the soft drink product

category may be product category specific. Further discussion of these findings, as w:ell as

[

more detail and interpretation of the similarities and differences noted here, can be foﬁnd in

Chapter 5.

Summary of Research Findings

The findings from the evaluation of the content (or meaning) of consumer thoughts

about their preferred brands are generally consistent with the findings from the tests of

hypotheses 1 and 2 discussed earlier. Both analyses suggest that the four different

constructs included in the Extended Value Hierarchy (EVH) framework do exist. While brand

as product associations were predominant in consumer thoughts about value, the three

|
additional types of attribute level brand associations (brand as organization, brand as person,

and bra

hierarct

value hi
content
summa
perform

brands.

|
nd as symbol) were each represented in at least one of the summary value

ies from the study. 1
In addition to providing evidence that the EVH framework has merit, the summjary
!

erarchies presented here suggest that there are several important differences |n the

of what is valued by national and private label brand users. Specifically, the
|

ry value hierarchies support the strong role of price (as balanced with brand

|
ance on specific product attributes) in value creation for buyers of private label|

Next, the summary value hierarchies for national brands suggest that at least'one
\

segment of national brand buyers receive value from the symbolic aspects of the brana, as

created
value hi

that the

by advertising and promotions to enhance or reinforce brand image. The sumrjnary
earchies for the private label buyers interviewed in this study also indicate evidence

e dre sub-segments of private label consumers who may have differing values. For
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example, some private label consumers may buy almost solely on price, while others pook for
' |

a balance between price and indicators of product quality.

|
|
i

The findings discussed in this section suggest differences in the content and
structure of what is valued between national and private label brand buyers. Differencjes in
the content of what is valued by consumers (in terms of both branding strategy and prbduct

category) were noted at the attribute level brand association, consequence, and desiréd end
' i
state levels. Differences in the structure of what is valued between national and private label

brand buyers are statistically examined in the next section.

Tests of Research Hypotheses that
Quantitatively Compare the Structure of What is Valued by
National and Private Label Brand Buyers

In total, hypotheses 4, 5, and 6 provide a statistical basis for comparing the structure
|

of thoughts expressed by national and private label brand buyers. Specifically, hypothesis 4

suggests that buyers of national brands will have more thoughts than buyers of private; label
brands related to each construct illustrated in the EVH framework. In addition, the hypjothesis
suggests that the total number of attribute level brand association to consequence Iink?ages,
as well as consequence to desired end state linkages, will be higher for buyers of naticjmal

than private label brands. Hypothesis 5 proposes that the ratio of emotional and self- ‘

expressjve consequences as compared to functional consequences will be higher for buyers
of national brands than for buyers of private label brands. Finally, hypothesis 6 predictjs
several ways that the ratio of a particular type of attribute level brand association (whep

compared to the sum of the other attribute level brand associations) will differ between:
|

national|and private label brand buyers. This section reviews the analysis and findingg
|
related to these hypotheses. |

Description of Data Used |

[

‘ . i . |
n order to compare thoughts generated by national and private label brand buyers,
{

the set of thoughts that consumers in each product category have about their preferred brand
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is used as data. These thoughts were extracted from the interview transcripts and
categorized according to the construct in the EVH framework they represent (using thé
coding process described earlier in this chapter).

As in the analyses discussed previously, each hypothesis is tested first for thg
shredded cheese product category. The soft drink product category is then used as an
opportunity for replication. In addition, overall findings (which include the combination of both
product categories) are reported. ‘
Unit of Analysis. As described in Chapter 3 and earlier in this chapter (in the |

discussion accompanying the analysis of hypotheses 1 and 2), the coding process provides

only categorical data for each attribute level brand association. The categorical data can be

aggregated, however, so that the interview participant (e.g., consumer) is used as the qunit of
analysis. Aggregating the data and using the consumer as the unit of analysis creates a data
set of interval data, which enables the use of independent samples t-tests for evaluatirﬁg the
research hypotheses.

Variables Used. The data set used to test hypotheses 4, 5, and 6 (which compare
buyers of national and private label brands) includes responses from a total of 60 con#umers
(30 per product category). Within each product category, fifteen consumers were onail
purchasers of a leading national brand and fifteen were loyal purchasers of a leading private
label brand. In addition to the variables used for testing hypotheses 1 and 2, the following
variables are of interest for testing hypotheses 4, 5, and 6: J

e Total brand as product associations (TotBAPr)

e Total brand as organization associations (TotBAO)

e Total brand as person associations (TotBAPe)

» Total brand as symbol associations (TotBAS)

e Total brand as product + brand as organization + brand as person + brand as

symbol associations (Total Associations)

e Total functional consequences (TotFC)
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e Total emotional consequences (TotEC)

» Total self-expressive consequences (TotSEC)

» Total desired end states (TotDES)

e Total functional + emotional + self-expressive consequences (Total
Consequences)

* Ratio of emotional consequences to functional consequences (TotEC/TotFC)

* Ratio of self-expressive consequences to functional consequences (TotSEC/

TotFC).

Figure 4-3 illustrates the number of observations of the variables listed above.

Assumptions Related to the Data. The statistical tests used to evaluate hypotheses
4, 5, and 6 were similar to those used to evaluated hypotheses 1 and 2. The primary
difference is that the tests used for evaluating hypotheses 4, 5 and 6 enable comparions

between groups (i.e., national and private label brand buyers) within each data set (i.e.,
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Figure 4-3. Hypotheses 4, 5, and 6: Number of observations of
variables examined.
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product category). Thus for evaluating hypotheses 4, 5 and 6, independent samples t-tests,

rather than one-sample t-tests, are used.
These statistical tests require the following two assumptions about the data:
e Assumption of normality

e Assumption of indepedence of observations.

Each of the above assumptions are discussed in detail earlier in this chapter. As descjribed

1

earlier, the assumption of normality is assumed to be reasonable because the populations

that are being sampled (purchasers of shredded cheese and soft drinks) are assumed to

have relative frequency distributions that are approximately normal. The assumption of
independence of observations is assumed to be reasonable because of precautions th{at the
researcher took in recruiting participants for the study.

In addition to the assumptions noted above, the analysis related to hypotheses 4, 5,

and 6 necessitated the use of the Bonferroni correction (Howell 1997). Briefly, the Bonferroni

correction reduces the chances of Type | error in situations where a family of tests are-

conducted. For this dissertation, the Bonferroni correction is applied only where the same
variable is included in multiple hypothesis tests. In cases where the Bonferroni correct:ion is
used (all sub-hypotheses in h4, h5, and h6), the alpha is divided by the number of within-

variable hypothesis tests used.

Hygothesns 4: The number of (a) attribute level brand associations, (b) consequences,

(c) desired end states, (d) attribute level brand association-consequence Imkages, and

(e) consequence-desired end state linkages considered when assessing consumer
value will be higher for national brands than for private Iabel brands.

Hypothesis 4 specifically compares buyers of national and private label brands, in

terms of number of thoughts considered, for every construct in the EVH framework. In

addition, itqcompares these groups in terms of total consequences and total desired end

states considered. Table 4-16 illustrates findings related to this hypothesis.
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As illustrated in Table 4-16, few of the hypothesized differences in the numberj of
thoughts articulated by buyers of national and private label brands are empitically supborted.
In most cases, the analysis provides no support for the research hypotheses in either g single
product|category or the overall data. Findings from the analyses of the overall data arie
presented because this analysis (which combines data from the shredded cheese and; soft
drink product categories) uses a larger sample size (30 consumers rather than 15) anc?i thus
have more statistical power.

As.stated above, for most variables, there is no indication of differences in thei
number of thoughts expressed by national versus private label brand buyers. One exc%aption
is marglnal‘support in the overall data for the sub-hypothesis that consumers of nationél
brands consider more brand as product (h4a,) associations than do consumers of priviate
label brands. In addition, sub-hypothesis 4bs (which states that consumers of national‘ brands
will consider more self-expressive conséquences than consumers of private label branids)
would have been marginally supported in the soft drink product category if it had been iwritten

in the opposite direction. This finding suggests that the private label brand buyers

. . . . : . |
interviewed in the soft drink product category considered more self-expressive consequences

than did national brand buyers.

Perhaps the most notable finding from the tests of hypothesis 4 is partial support for

the sub-hypotheses that consumers of national brands consider more desired end states and
|

consequence to desired end state linkages (4c and 4e) in-assessing brand value than bo

consumers of private label brands. Both of these sub-hypotheses are supported for thé
overall data. Interestingly, however, both hypotheses were strongly supported for the
shredded cheese product category, and this support influenced the finding for the overiall
data. For the soft drink product category, both sub-hypothesés were specifically not

supported, and the data provide evidence that differences between groups are in the 1
i
opposite direction than was predicted. This is notable in that it indicates that, in some |

product categories (such as shredded cheese), consumers may hold a more explicit

awareness of the national brand as directly linked to overall end states, or goals. in other
208 ‘

!
!
i




Table 4-16. Hypothesis 4: Independent samples t-tests
to compare national and private label buyers.

Sig. = .832
R.H. Not Supported

Sig. = .983
R.H. Not Supported;
Support for R.H. in
Opposite Direction

BAPrnaum > BAPr prvate t(28 n=30) = 2. 010 (28, n=30) = .888 1(58, n=60) = 2.039
Sig. = .064" Sig. =.382 Sig. =.046 1
R.H. Not Supported | R.H. Not Supported R.H. Margmally
Supported |
H4a2: | BAOnationas > BAO private (28, n=30) = 1.954 (28, n=30) = (58, n=60) = 1.761
Sig. =.061 Sig. = .523 Sig. =.084 J\
R.H. Not Supported | R.H. Not Supported R.H. Not Supported
H4.3: | BAPenatonal > BAPE prvate (28, n=30) = -.048 (28, n=30) =-1.16 (58, n_60) =- 476
Sig. = .962 Sig. =.256 Sig. = |
R.H. Not Supported | R.H. Not Supported R.H. Not Supported
H4a4: | BASpationa > BAS prvate (28, n=30) =-.165 t(28, n=30) = -.870 (58, n=60) = -.764
Sig. =.870 Sig. =.392 Sig. = .448 !
R.H. Not Supported | R.H. Not Supported R.H. Not Supported
H41: | FCrationat > FC prvate (28, n=30) = .679 t(28, n=30) = .869 (58, n=60) = 1.116
Sig. =.502 Sig. =.392 Sig. =.269
R.H. Not Supported | R.H. Not Supported R.H. Not Supported
H4s2: | ECratonar > ECprivato (28, n=30) =635 (28, n=30) = .324 t(58, n=60) = .680
Sig. =.530 Sig. =.748 Sig. = .499 \
R.H. Not Supported | R.H. Not Supported R.H. Not Supported
H4ya: | SEChationat > SECprvate (28, n=30) =-.214 (28, n=30) = .021 (58, n=60) = -.158

Sig. = .875 i
R.H. Not SUpported

H4c: )Esmml > DES private

t(28, n=30) = 4.472
Sig. = .000™
R.H. Supported

(28, n=30) = .042
Sig. = .967

R.H. Not Supported;
Marginal Support for
R.H. in Opposite

|
(58, n=60) = 2.815
Sig. =.007"" |
R.H. Supported

(BAO-FC)mw + (BAO-EC)nationat
+ (BA D-SEC)namml + (BAPe-
FC)rational + (BAP&-EC)nationas +
(BAPe-SEC)nationas + (BAS-
FC)nationa) + (BAS-EC)nationat +
(BAS-SEC)naronal]> [(BAPT-
FC)private + (BAPF-EC)private +
(BAPFI-SEC)prNato + (BAO-FC)pnvate
+ (BAO-EC)piivate + (BAO-
SEC)private + (BAPe-FC)private +
(BAP@-EC)private + (BAPe-
SEC)pMG + (BAS'FC)pnvate +
(BAS-EC)private + (BAS-SEC)private

R.H. Not Supported

R.H. Not Supported

Direction )
Hdg: [(BAPF-FCnatonat + (BAPI- | (28, n=30) = .882 t(28, n=30) = 1.057 1(58, n=60) = 1.394
EC)naionat + (BAPr-SEC)raiona + | Sig. =.385 Sig. =.299 Sig.=.169 |

R.H. Not Supported
\

Hébo: (FC-DES)atonas + (EC-
DES)nbtona + (SEC-DES )natonar >
(FC-DES)orvato + (EC-DES)priate +
(SEC-DES)prvato

(28, n=30) = 4.472
Sig. =.000
R.H. Supported

1(28, n=30) = .042
Sig. =.967

R.H. Not Supported;
Marginal Support for
R.H. in Opposite
Direction

(58, n=60) =2.815
Sig. =.007 \
R.H. Supported

|‘The Bonferroni correction (e.g., Howell 1997) was applied to all sub-hypotheses The p-value of 0 05 was
adjusted in all cases to reflect the fact that each variable is tested in two different sub-hypotheses., For
lthls hypothesis, significant differences between groups are indicated by p-values of less than 0. 025 or
greater than 0.975. Marginally significant differences between groups are indicated by p-values between
0 025 and 0.05 or p-values between 0.95 and 0.975. No differences between groups are lndlcated by p-

values between 0.05 and 0.95. |
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product categories (such as soft drinks), private label brand buyers may find it easier to relate
|
use of a particular brand to their overall goals.

|
Hygothes:s 5: The ratio of psycho-social (emotional and self-expressive) !
consequences to functional consequences will be higher for national brands than for
private label brands. i
Hypothesis 5 compares the ratio of psycho-social consequences (e.g., emotiobal and
self-expressive) to functional consequences for buyers of national and private label br‘;ands.
Findings from the analyses related to hypothesis 5 are reviewed in Table 4-17. As no’fed in
the table the data provide no support for this research hypothesis, with the exception of

partial support (in the soft drink product category) for sub-hypothesis 5b (which states that the

ratio of self-expressive consequences to functional consequences will be higher for

consumers of national than private label brands). The lack of overall support for hypotl}'nesis 5
|

is not surprising given that when hypothesis 4 was tested, there were no significant

differences between national and private label brand buyers in terms of the total number of

functional, emotional, or self-expressive consequences considered.

Table 4-17. Hypothesis 5: Independent samples t-tests
to compare national and private label buyers.

: H{RH) edC (7 (Sott Drinks). S
: ECrationat /FCrationat > | (25, n—30) =- 288 (27, n=30) =-.528 (54, n=60) = -.575
ECgavate / FCorivato Sig. =.775" Sig. =.602 Sig. = .568

. R.H. Not Supported R.H. Not Supported R.H. Not Supported
H5b! SEChnational /FChational 1(5, n=30) = -.637 (2, n=30) = -5.858 t(9, n=60) =-1.210 |

> SECoivate / FCprivate Sig. = .652 Sig. = .028" Sig. =.257 .
R.H. Not Supported R.H. Marginally R.H. Not 8upported‘

Supported

“The Bonferroni correction (e.g., Howell 1997) was applied to all sub-hypotheses. The p-value of 0 05 was

adjusted in all cases to reflect the fact that each variable is tested in two different sub-hypotheses. \ For

ithls hypothesis, significant differences between groups are indicated by p-values of less than 0. 025 or

lgreater than 0.975. Marginally significant differences between groups are indicated by p-values between

|0 025 and 0.05 or p-values between 0.95 and 0.975. No differences between groups are mdlcated by p- i
values between 0.05 and 0.95. |
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Hypothesis 6: There will be differences between national and private label buyers

relate

to the ratio of brand as product, brand as organization, brand as person, and

brand as symbol associations to total attribute level brand associations. \

|

HYpothesis 6 compares the ratio of each type of attribute level brand associat;ion

considered to the total number of attribute level brand associations considered for natﬁonal

and private label brand users. Specifically, it suggests the following:

evident

e The number of brand as product associations considered as compared toitotal
brand associations considered will be higher for private label than for natic‘)nal

brand buyers.

|
|

i

» The number of brand as organization associations considered as comparg:ad to
total brand associations considered will be higher for private label than for%
national brand buyers. ‘

e The number of brand as person associations considered as compared to t;otal
brand associations considered will be higher for national than for private I?bel
brand buyers. |

e The number of brand as symbol associations considered as compared to total
i

brand associations considered will be higher for national than for private label

brand buyers. |

Firidings from the independent samples t-tests are reported in Table 4-18. Asg

from the table, the data provide no support for research hypothesis 6. The lack of

overall support for hypothesis 6 is not surprising given that limited differences in the raw

number,

of the four types of attribute level brand associations were found in the test of

hypothesis 4. ]

Summary of Research Findings

support

|
In fotal, the findings from the tests of hypotheses 4, 5, and 6 provide very Iimitéd

for differences in the structure of consumer thoughts between buyers of natior{al and
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private

have d

label brands. This suggests that, while national and private label brand buyers; may

ifferent priorities regarding the content of attribute level brand associations consTidered,

1
the structure (in terms of total number of the various types of value dimensions mentiqned) of

the associations deemed important by consumers is similar across groups.

) !
Independent samples t-tests provide limited evidence that buyers of national brands

may consider more thoughts related to the brand as product and desired end states when

evaluating their preferred brand, as proposed in hypothesis 4. Because the basic strucjture of

consumer thoughts about preferred brands were so similar between national and private label

brand buyers, it is not surprising that hypotheses 5 and 6 (which propose differences in ratios

between specific types of consumer thoughts) were not supported.

Table 4-18. Hypothesis 6: Independent samples t-tests
to compare national and private label buyers.

BAP(orvate / (BAPTorivate + 1(28, n=30) =-.256 | (28, n=30) = 1.631 | (58, n=60)

H6.: 702!
BAOpivate + BAPepvate + BASpivate) | Sig. = .800" Sig.=.114 Sig. = .485 '

> BAPTnatonal / (BAPInationa + R.H. Not Supported | R.H. Not Supported | R.H. Not Supported
BAOniuonal + BAP€nationa) + !
BAsnaﬂanaI)

H6b: BAO rvato / (BAPTpate + (28, n=30) = .959 t(28, n=30) = 1.981 1(58, n=60) = 1 949
BAOpsvate + BAP€pivate + BASpivate) | Sig. =.346 Sig. =.942 Sig. =.944 |

> BAOnationat / (BAPTnational + R.H. Not Supported | R.H. Not Supported | R.H. Not Supponed
BAOziionas + BAP€national + i
BAShationa)

H6c: BAPEratons: / (BAPToatona + (28, n=30) =-1.424 | {28, n=30) = .223 (58, n=60) = -.205
BAOhziional + BAP€naiona + Sig. =.165 Sig. = .825 Sig. =.838 ‘
BASntiona)) > BAP€pivate / R.H. Not Supported | R.H. Not Supported | R.H. Not Supported
(BAP [private + BAOp;iVale + i
BAPGM + BASM) !
H6a: BASnationat / (BAPTrational + (28, n=30) =-1.071 | 428, n=80) =356 | t(58, n=60) =-.775
BAOnationat + BAP€pationa + Sig. =.293 Slg =.724 Slg =.441 \
BASnationat) > BASprvate / R.H. Not Supported | R.H. Not Supported | R.H. Not Supported

(BAP private + BAOpﬁvam + |
BAP€priate + BASpruete) ‘

"The Bonferroni correction (e.g., Howell 1997) was applied to all sub-hypotheses. The p-value of 0.05 was
adjusted in all cases 1o reflect the fact that each variable is tested in two different sub-hypotheses., For
this hypothesis, significant differences between groups are indicated by p-values of less than 0.025 or
greater than 0.975. Marginally significant differences between groups are indicated by p-values between

0.025 and 0.05 or p-values between 0.95 and 0.975. No differences between groups are indicated by p-
\/alues between 0.05 and 0.95.
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Summary of Analysis and Findings 1

This chapter reviews the analysis and findings related to the data collected fojr this

dissertation study. The findings are encouraging in that they provide support for the

constructs that differentiate the EVH framework from the traditional value hierarchy. Thus,

the data suggest that the conceptual framework proposed in this dissertation does cor‘litribute
to marketing knowledge. :
The summary value hierarchies included in this chapter reveal several intereéting

differences in terms of the content of what is valued between national and private Iabél brand

buyers. Specifically, they suggest the importance of price (in relation to brand perforni'lance
on key product attributes) in creating value for private label buyers and indicate there jmay be
\
differences among groups (or sub-segments) of private label consumers regarding the

specific role of price. In addition, the summary value hierarchies for national brand bu‘:yers
\

suggest that at least one segment of consumers finds value in the symbolic aspects ojf the

brand created in part by marketing communication efforts.
Notably, however, very limited statistical differences in the overall structure of‘
thoughts e‘xpressed by national and private label brand buyers were evident from this istudy.
This is in contrast to some of the marketing literature related to national and private Iaé:el
brands. This finding suggests opportunities for further clarification within marketing thti)ught
regarding the ways in which national and private buyers may differ in terms of the valu:e

dimensions they associate with their preferred brand. Implications of those findings are

discussed in more detail in the next chapter.
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Chapter 5
Discussion and Directions for Future Research

Introduction
This chapter summarizes the research findings described in Chapter 4 and dis;cusses
these findings in the context of the consumer value and branding literature reviewed |n
Chapter 2. A discussion of how the findings support and diverge from the existing Iiteriature is
provided, and implications of the findings for marketing thought are discussed. In addiition,

this chapter reviews limitations of the dissertation study as conducted and suggests

directions for future research.

Review of Research Propositions and Findings

Table 5-1 summarizes the research findings reported in Chapter 4. It restatesithe

|
research propositions and hypotheses that were developed in Chapters 2 and 3and |

highlights key findings related to each. As described in Chapter 4, the findings illustralted in

|

the table (particularly those related to hypotheses 1 and 2) provide empirical support fér the

existence of several different types of attribute level brand associations, as discussed m the
consumer \I/alue and branding literatures and clarified in the EVH framework. In addition,
these findings empirically support the existence of psycho-social (e.g., emotional and s}elf-
expressuve) consequences as well as the role of psycho-social consequences in creatihg
value for the consumer. The examination of the content (‘or meaﬁing) of what is valuedj by
consumers (as expressed by the consumer value hierarchies referenced in propositionl 3)
provides interesting insights related to similarities and diffeirelnces between: (1) buyersi of
brands with different branding strategies (e.g., national and private label brands) and (2)
buyers of brands with similar branding strategies in different product categories (e.g., njational
brand of shredded cheese and national brand of soft drinks). While the statistical tests}that

|
compared the structure of consumer thoughts about value for national and private label brand
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Table 5-1. Summary of research findings.

Brand as product assocnatlons wxll

be/(a) directly linked with
functional consequences and (b)
not directly linked with emotional
and self-expressive consequences
that are considered by consumers
during a brand use situation.

T H1,: (BAPRFC) 2 0
H1p: (BAPF-EC) = 0
H1yz: (BAPF-SEC) =0

H1a Supponed
H1p1: Not supported;
supported in the opposite
direction

H1pa: Not supported
(shreeded cheese
product category only; not
tested in the soft drink

: product category)

P2 | Brand associations for (a) brand H2q: (BAO-FC)# 0 H2,4: Supported

as Iorgamzatnon, (b) brand as H2,: (BAO-EC)= 0 ‘H2,;: Marginally

person and (c) brand as symbol H2.: (BAO-SEC)# 0 supported

wﬂ# be linked to evaluative H2.1: (BAPe-FC)# 0 H2a3: Not tested

| consequences for consumers H2y: (BAPe-EC)# 0 H2p1:Supported

(which may be functional, H2:s: (BAPe-SEC)+ 0 H2s2: Marginally

emotional, or self-expressive) that H2.y: (BAS-FC) =0 supported

a% considered during a brand use HZ»_’: (BAS-EC)= 0 H2p3: Not tested

situation. ! H2:..: Supported

H2:: (BAS-SEC)= 0

H2e: Not supported

H2:3: Not supported (soft
drink product category
only; not tested in the
shredded cheese product

category)

P3

There will be differences in the
ovelrall meaning of value, as
shown by value hierarchies,
between users of national brands
and users of private label brands.

This research question was
tested qualitatively; thus no
specific research hypotheses

were suggested. The analysis

examined the meaning of

differences in value dimensions.

‘Cola soft drinks (national

Price plays a stronger
role for private label
brands; Advertising and
promotion plays a strong
role for one segment of
national brand buyers.
Consumer thoughts about
Kraft shredded cheese
(national brand) were
more complex than
thoughts about Coca-

brand); thoughts about
private label brands in

consequences, (c) desired end
states, (d) attribute level brand
association-consequence linkages,
and (e) consequence-desired end
state hnkages considered when
asslessmg consumer value will be
higher for national brands than for
private label brands.

both product categones
were of a similar level of
) complexity.
P4 | The number of (a) attribute leve! H4a1: BAPrnationat > BAPT prvate H4,,: Marginally
brand associations,. (b) H42: BAOqatonal > BAO private supported

H4.2: BAPe€nationa > BAPe private

H4as: BASnanona > BAS privae
H4b12 chﬁm >FC private
H4p2: EChanonat > ECprivate
H4pa: SEChationat > SECpmae
H4:: DEShaona > DES prvare

H4.: Not supported
H4.3: Not supported
H4.4: Not supported
H4:y: Not supported
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Table 5-1 (continued).

P4 H4q: [(BAPr-FC)nationat +.(BAPr- | H4o: Not supported

EC)nationat + (BAPr-SECnaticnal + H4:s: Not supported
(BAO-FC)nationat + (BAO- H4.: Supported
EC)nationat + (BAO-SEC)nationat + (shredded cheese
(BAPe-FC)natonar + (BAPe- product catégory only)
EC)nationat + (BAPE-SEC)nationas + | Hda: .Not supported
(BAS-FC)rationat + (BAS-EC)nationas | H4o: Supported (shredded

j + (BAS-SEC)natiora> [(BAPI- cheese product category
FC)gprivate + (BAPT-EC)prvato + only)
(BAPr-SEC)private + (BAO-
FC)pmm + (BAO'EC)pﬁvaXe +

) (BAO-SEC)pivaie + (BAPe-

i FC)private + (BAP&-EC)jpivate +
(BAPe-SEC)puivate + (BAS-
FC)private + (BAS-EC)private +

! (BAS-SEC)pivate}

: H4,: (FC-DES)natiorat + (EC-
DES)nationat + (SEC-DES)nationar >
(FC-DES)pmvate + (EC-DES)private +

! (SEC-DES)omate_

P5 | The ratio of psycho-social H5a: EChationat /F Crational > H5a: Not supported
(emotionat and self-expressive) ECqivate / FCprivate H5p: Not supported
consequences to functional H5p: SEChational /FChational >
consequences will be higher for " SECgpiivate / FCprivate
nat,ona,l brands than for private
label brands.

P6 | (a)| The ratio of brand as product | H6a: BAPTpivaie / (BAPTmivate + H6a: Not supported

associations to the sum of the | BAOpivate + BAPEprvase + Hép: Not supported
| other attribute level brand BASprivate) > BAPTnationat / H6.: Not supported
associations will be higher for | (BAPTnationa + BAOnationa + H64: Not supported
private label than national BAPe€nstional + BASnationa)
" brands.
(b)| The ratio of brand as H6b: BAOgrivate / (BAPTprivate +
organization associations to BAOgrivate + BAPEpivare +
the sum of the other attribute | BASprivate) > BAOhationat /
level brand associations will (BAPrnationat + BAOnationat +
be higher for private label BAP@naiionat + BAShationa)

than national brands.

The ratio of brand as person
associations to the sum of the
other attribute level brand
associations will be higher for
national than private label
brands. .

The ratio of brand as symbol
associations to the sum of the
other attribute level brand
associations will be higher for
national than private label
brands.

©

@

H6:: BAPenstional / (BAPnationat +
BAOnationa + BAP€nationas +

BAS ationa) > BAPepvate /
(BAPrprvate + BAOprvate +
BAPe€psivata + BASpevate) -

H64: BASnationat / (BAPThationat +
BAOrationst + BAP€national +
BASrationar) > BASpsvate /
(BAPTpdvate + BAOprivate +
BAPeprivae + BASpivate)
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buyers (hypotheses 4, 5 and 6) provided little support for the research hypothesis, there is

some limited directional support and encouragement for future research in this area. Tl'his

chapter discusses the research findings illustrated in Table 5-1 in more detail.
|

|

Discussion of Research Findings |
Related to the Structure of the Extended Value Hierarchy Model |

The first set of research hypotheses (hypotheses 1 and 2) relate specifically té the
i

structure of what consumers value about brands, as illustrated by the Extended Value;

Hierarchy (EVH) framework. Essentially, these hypotheses test for the existence of th}e four
types of attribute level brand associations included in the EVH framework. In addition}, the
hypotheses propose specific relationships between each type of attribute level brand

|
association and functional as well as psycho-social (e.g., emotional and self-expressive)
| 1

consequences. Support for hypotheses 1 and 2 would suggest that the EVH framework
accurately describes the structure of consumer thoughts about brand value (at least for
national and private label brand buyers in the shredded ch‘eese and soft drink producti
categories), while a lack of support for these hypotheses might indicate either that: (1)1 the

test of the framework as conducted was inadequate, (2) alterations in the EVH frameﬁork are

needed, or (3) the associations/ relationships do not exist.

Summary of Findings Related to Hypotheses 1 and 2
In sum, the tests of hypotheses 1 and 2 provide support for the linkages betwcieen
each of|the proposed types of attribute level brand associations (brand as product, bra}nd as
organization, brand as person, and brand as symbol) and functional consequences. 'i'his
finding is important because it supports the inclusion of all four types of attribute level jbrand
associations in the EVH framework. This research provides support for the traditional?
customer value hierarchy concept as well. :

In addition, the one sample t-test (which uses the individual consumer as the l:mit of

analysis) suggests the existence of a direct linkage of brand as product to emotional
|
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consequences (BAPr-EC). The t-test analyses provide marginal support for brand as|

organization to emotional consequence (BAO-EC) and brand as person to emotional :
conseJuence (BAPe-EC) linkages. Finally, the t-tests provided no support for the exi$tence

of a brand as symbol to emotional consequence (BAS-EC) linkage. This is an interes:ting

finding sinée one might expect that brand as symbol associations (which include thouéhts
about brand image and history) would be likely to elicit emotional consequences for |
consumers. This finding is discussed in more detail later in this section. |
Because of the small number of self-expressivé consequences that were obséwed,
many of the sub-hypotheses related to this construct could not be statistically tested. iTwo of
the proposed linkages — brand as organization to self-expressive consequence (BAO-§EC)
and brand as person to self-expressive consequence (BAPe-SEC) — could not be evaliuated
in either product category because there were no observations of the the linkages in trlle data.
The remaining two linkages could only be tested in one of the two product categories
examined. The linkages that could be examined statistically were brand as product toi self-
express.ivel consequence (shredded cheese product category only) and brand as symﬁol to

self-expressive consequence (soft drink product category only). No support for the res;earch

hypothesis was found in these tests. |

Discussion of Hypothesis 1
As.stated in Chapter 4, hypothesis 1 specifically examines the nature of the
relationship between brand as product associations (BAPr) and the three types of !

consequences included in the EVH framework (functional, emotional and self—expressi&e).

Interestingly this dissertation provides strong empirical support for h1a, which propose:s that

|
brand as product associations are directly linked by consumers to functional consequences.
\

This finding is important in that it reinforces the existing marketing literature. Both meéns-end
theory (e.gz, Gutman 1982) and later discussions of the consumer value hierarchy (e.g.,

Woodruff and Gardial 1996) have as their base the assumption that product attributes jalre

directly linked to functional (or lower-order, as Gutman defines them) consequences. Since
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many of the examples in these discussions of attribute to functional consequence Iinkjages
involve brand as product to functional consequence linkages, the finding that h1a is
supported provides an empirical example to support existing discussions of consumer value.
H1b proposes that brand as product associations and emotional consequences are
not directly related. This hypothesis was developed based on Gutman'’s (1982) reasoning
that attributes are directly related to functional consequences, which are in turn linked to

|
pyscho-social consequences (e.g., emotional and self-expressive consequences). According
to Gutnnaﬁ's theory, attributes and emotional consequences can only be indirectly rele?uted.
Functional consequences (which may be explicit or implicit in the mind of the consumér) will

alwaysiintérvene.

The t-test analysis related to h1b shows that the hypothesis is not supported, but

there is evidence for the alternative research hypothesis (p<.000). Thus, this analysis
suggests that a direct linkage of brand as product associations to emotional consequences
does exist. The empirical finding from this dissertation can be explained according to
Gutman’s logic. Gutman would suggest that the direct linkages between brand aé pro;duct
and em’otional consequences that were observed in this s’;udy are a result of consumers who
hold implicit, rather than explicit, brand as product to emotional consequence linkages in
memory. For example, the summary value hierarchy for private label buyers of shredc:jed
cheese|depicts a brand as product ass'ociation to emo‘tional consequence linkage. This value
hierarchy slhows that the “low price” (BAPr) of Kroger shredded cheese is directly Iinke;d to
the emotional consequence of “don't feel like | am being cheated/ feel that | was treated
fairly.” Gultman would suggest that there is an intervening functional consequence (smljch as

“can save money”) that may not have been directly mentioned by consumers but which

moderates the realationship between the brand as product association and the emotional

consequence.
From the study conducted in this dissertation, one cannot conclusively say whether
brand as product associations and emotional consequences are directly related (as the

empirical data indicate) or indirectly related through implicit functional consequences (as
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means-end theory would suggest). This dissertation does, however, indicate the need for

further research in this area. A difficulty with this line of research will be: how can one tell if a

|

consequence is implicit in a consumer's mind or if it does not exist? This methodological

|

question will need to be addressed before additional empirical testing can be conducted.

Meanwhile, the existing marketing literature is neither proven nor disproven regarding the

relationship between brand as product associations and emotional consequences.

The final part of hypothesis 1 (h1c) proposes that there is no direct relationship

between brand as product associations and self-expressive consequences. Because of the

small number of observations of direct linkages between brand as product associations and

|

self-expressive consequences, this sub-hypothesis could only be statistically tested in the

shredded cheese product category. Logic, however, would suggest that the appearance of

only one brand as product association to self-expressuve consequence linkage in a saﬁnple of
230 total brand association to consequence linkages means that the likelihood of a dw‘ect

linkage between brand as product associations and self-expressuve consequences exnstlng is

very small. Thls finding strongly supports the existing literature, including Gutman’s (1982)

|

discussion of means-end theory. Thus, from this dissertation and the marketing Iiteratt‘J.re, a.

researcher would find little encouragement for cursuing research to show direct linkages

between brand as product associations and self-expressive consequences.

Discussion of Hypothesis 2

Hypothesis 2 examines the nature of the relationship between the three types of

consequences that represent extensions of the traditional value hierarchy model (brancl as

organization, brand as person, and brand as symbol) and the consequences that conSL‘:mers

associate w:ith abrand. The hypothesis is broken down into three sub-hypotheses which
examine brand as organization, brand as person, and brand as symbol associations,
respectively.

H2a focuses on the relationship between brand as organization associations and

consequences. Specifically, it proposes that brand as organization associations will be
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directly linked to the three types of consequences proposed in the EVH framework |
(functional, emotional, and self-expressive). With one exception, there is no support for any
part of this sub-hypothesis. |
The exception to the finding of no empirical support for this sub-hypothesis is} product
category-specific and suggests that, in the soft drink product category, a brand as
organization to functional consequence linkage may exist. Interestingly, twice as maﬁy brand
as organization to functional consequence linkages were observed in the soft drink prpduct
cétegory as compared to the shredded cheese product category (ten as compared to jfive). It
could be that people associaté characteristics of the manufacturing or retail organizatiion
more with soft drinks (i.e., Coca-Cola as a manufacturer or Kroger as a retailer) than w
shredded cheese (i.e., Kraft as a manufacturer or Kroger as a retailer). Alternatively, js,ince
both product categories examined used the same private label brand (e.g., Krogen), it icould
be tha,t the individual national brand names (e.g., Coca-Cola and Kraft) vary in the
organizational attachments consumers associate with them. This supposition is form%lly
examined in hypothesis 4 and is discussed in more detail later. :
H2b proposes that there are linkages between brand as person associations zjmd
functional, emotional, and/or self-expressive consequences. This dissertation study p;rovides
no evidence to support this sub-hypothesis. In fact, only 15 brand as person to consehuence
linkages were observed in the entire study, including both product categories. These 15
linkages represent only 6.1% (15/246) of the total linkages observed in the study. |
Additionally, brand as person associations represent only 5.2% (12/230) of the total brand
associations observed in the study. Given the small number of brand as person assoc;:iations
mentioned by consumers, it is not surprising that a statistically significant relationship ‘
between this construct and consequences was not found. The lack of support for this }
hypothesis is in contrast with the existing branding literature, which suggests that branfd

|

personality may cue functional benefits, elicit consumer feelings and emotions, and/or'

provide a vehicle so that consumers may express their own identities (Aaker 1996). The
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contradiction between the findings of the study and the literature represents a possiblej.

avenue|for future research. |
H2c proposes a relationship between brand as symbol associations and functi:onal,
emotional, and self-expressive consequences. In constrast to the brand as person 1
association to consequence linkages, brand as symbol association to consequence qukages
represent 11% (27/246) of the total linkages observed. Brand as symbol associations%
represent 11.7% (27/230) of the total number of attribute level brand associations menitioned
by consumers in the interviews. Perhaps because of the larger number of brand as syimbol
observations, a portion of this sub-hypothesis was empirically supported. Specifically,ithe

brand as symbol association to functional consequence linkage was found to be statist;ically

significant. This finding is important because it suggests that the symbolic aspects of a brand

can create value for consumers, as represented by the consumer value hierarchy. It ajlso
provides empirical support for the existing marketing literature, which suggesfs a prodl;ct or
brand may have symbolic (or possession) value as well as functional value for consum?ers
(Belk 1988; Burns 1993; Sheth, Newman and Gross 1991). Thus, this finding helps toi

|
integrate marketing thought related to consumer value and branding, one of the dbjectives of
this dissertation.
Interestingly, the sub-hypotheses that relate specifically to the linkages betweén
brand as organization and brand as person attribute level brand associations and emotiional
consequences (H2,,, and H2,) were marginally supported by the empirical data. ‘
This is consistent with the finding from hypothesis 1 that suggests that a brandjlas
product to emotional consequence linkage may exist. The finding that there are may bie
direct linkages between brand as organization and brand as person attribute level branb

associations and emotional consequences in inconsistent with the levels of abstraction|
concept (e.g., Reynolds and Gutman 1984; Reynolds and Craddock 1988; Walker and EOIson
1991), which defines emotional consequences as higher-order consequences (resulting from
functional consequences rather than from the attribute level brand association itself). This

finding may be replicated or contradicted in future studies. Based on the empirical evidence
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|
presented here, the EVH framework should retain the direct linkages beween brand as

organization, and brand as person associations and emotional consequences. The value

hierarchies described by consumers also support an indirect linkage (via functional

consequences) between these attribute level brand associations and emotional

- . |
consequences. These value hierarchies are described in more detail in the discussion of

proposition 3.

Post Hoc Analysis Related to Hypothesis 2

In total, the findings from the evaluation of hypothesis 2 suggest that the consjtructs
that were introduced in the EVH framework (brand as organization, brand as person, énd
brand as symbol) have the potential to create value for consumers. This is evident by% the
statistical support for the presence of individual linkages ,between these attribute Ievelibrand

associations and functional as well as emotional consequences that was discussed above.

The essence of this finding is that, in total, the attribute level brand associations other ithan
the brand as product that were examined in this dissertation (e.g., brand as organizatijon,
brand as person, and brand as symbol) have the potential to contribute to consumer vglue.

A post hoc analysis was conducted to determine the extent to which the data ?support
the presence of non-brand as product association to consequence linkages. This anajlysis
was conducted in the same manner as the test of hypothesis 2, except the number of |

linkages involving brand as organization, brand as person, and brand as symbol were |

combined to form a summary variable, called non-brand as product associations (NBAPr).

The results of this analysis are shown in Table 5-2.
|

Interestingly, the combination of the individual types of brand associations provided
additional statistical support for a direct linkage between these attribute level brand |
associations and emotional consequences. When evaluated individually, no support fjor this
linkage was found in product category-specific data, and only marginal support for thei
hypothesis was present in the overall data. In the post hoc evaluation that uses the

combined data, marginal support for the linkage between non-brand as product associjations
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' Table 5-2. Post hoc analysis related to hypothesis 2:

One sample t-tests to compare means of attribute level brand associations other than

brand as symbol (BAS) associations observed.

and 0.90.

the brand as product. }
(NBAPr*-FC) =0 (29, n=30) = 5.757 t(29, n=30) = 5.757 (59, n=60) = 8.211
(NBAPr-FC) =0) Sig. = .000** Sig. = .000 Sig. =.000 \
R.H. Supported R.H. Supported R.H. Supported |
(NBAPr-EC) = 0 t(29, n=30) = 1.795 t(29, n=30) = 1.795 1(59, n=60) = 2.560
(NBAPr-EC) = 0) Sig. =.083 Sig. = .083 Sig. =.013 \
R.H. Marginally R.H. Marginally R.H. Supported ‘

Supported ' Supported
(NBAPr-SEC) # 0 Linkages observed =0 | t(29, n=30) = 1.000 (29, n=30) = 1.000
(NBAPr-SEC) = 0) NA Sig. = .326 Sig. = .321 |

‘ NA R.H. Not Supported R.H. Not Supported
*NBAPr (which is an abbreviation for non-brand as product assocations) is a summary variable created (o]

T

this analysis. NBAPr equals the sum of the brand as organization (BAO), brand as person (BAPe), and

**Significant differences between groups are indicated by p-values of less than 0.05 or greater than 0.95.
Margmally significant differences between groups are indicated by p-values between 0.05 and 0. 10 orp-
values between 0.90 and 0.95. No differences between groups are indicated by p-values between 0.10

and emotional consequences was found in both product categories and full support for the

linkage
for future research that examines the possibility of a direct relationship between attribu

brand associations and emotional consequences.

Summary of Discussion and Directions for Future Research

In summary, the findings from the data analysis related to hypotheses 1 and 2
provide support for the constructs that are included in the EVH framework. Brand as p
brand as organization, brand as person and brand as symbol associations were each

discussed by consumers as part of their totality of thoughts about a preferred brand. T

fewest instances of thoughts observed were related to the brand as person, which mig

was evident in the overall data. This analysis provides édditional support for the need

te level

roduct,

he
ht

suggest|that (1) brand as person associations provide less value (in the form of

consequences) for consumers than other types of attribute level brand associations, (2) the

product categories chosen do not lend themselves to brand as person associations, or

interview prompt used to elicit brand as person associations was inadequate to elicit th
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range of consumer thoughts about the brand as person. The latter explanations repra.iasent

interesting areas for future research.

data su

Another interesting finding related to the analyses of hypotheses 1 and 2 is tHat the
\

ggest there may be a direct linkage beween brand as product associations and

emotional consequences. This linkage is illustrated by the bold dotted line in Figure 5—1. The

' |
potential existence of this linkage represents an intriguing avenue for future research,}

particu

arly since the marketing literature suggests that a direct linkage would not be ﬁresent.

I
In addition, marginal support (in the overall data) was found for direct linkages betwee;n brand

. . o g . |
as organization and brand as person associations and emotional consequences. A post hoc

|
analysis revealed marginal support (for product categories) and support (in the overall data)

for a direct linkage between attribute level brand associations other than the brand asiproduct

and em
betwee

conseq

the con

otional consequences (NBAPr-EC). These findings suggest that the direct linkjages

n the attribute level brand associations other fhan the bfand as product and en}wtional
ﬁences should be retained in the EVH framework. |
Although the analysis of data related to hypotheses 1 and 2 supports the exis';(ence of

structs in the EVH framework, several linkages depicted in the framework are hot

|
supported. Specifically, there were so few observations of self-expressive consequen]ces

that nor
conseq
betwee

study, b

ne of the linkages between attribute level brand associations and self-expressi\j/e
|
uences could be fully tested. The low number of observations of direct Iinkagejs
| |
n attribute level brand associations and self-expressive consequences found iﬁ this

\
owever, provide a logical (rather than a statistical) rationale for lack of suppon}for the

existence of these linkages. The lack of support for these linkages suggests the EVH;

framew

reflecte

ork should be modified so that these linkages are removed. This modification is
d in Figure 5-1.

Figure 5-1 illustrates a modified Extended Value Hiearchy framework, which has

been adjusted based on the empirical findings from this study. As can be seen from the

figure, all of the original constructs have been retained. The linkages have been modified as

discuss

ed above. In its modified state, the Exended Value Hierarchy framework retair;s the
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Desired
End
States

Consequences

Attribute Level Brand as Brand as Brand as
Brand Organization Person Symbol
Associations ~

Indicates linkage that is consistent with the marketing literature

Indicates linkage not predicted in the literature but suggested by the
data from this study

Figure 5-1. Modified extended value hierarchy.
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three contributions to the literature that were discussed in Chapter 2. These are:

|
|
¢ Introducing a categorization of types of attribute level brand associations |
\
|

il

* Reinforcing the idea that pyscho-social consequences can be created

independently of functional consequences |

s Clarifying the potential of knowledge held in memory to influence consumer

value.

Evidence to suggest that the modified EVH framework clarifies the potential of
' |
|

knowledge held in memory to influence consumer value is discussed in more detail in ithe

next section.

Discussion of Research Findings
Related to the Content (or Meaning) of Consumer Value Hierarchies

Hybotheses 1 and 2 examined the structure of consumer value as it relates toi

preferred brands. Proposition 3 examines consumer value as it relates to preferred briands in
|

an alternative way: by focusing on the content (or meaning) of what is valued as well és the

structure. As described in Chapter 4, a value hierarchy analysis process was used for the

|
analysis related to proposition 3. The value hierarchy analysis uses data from the codsumer
interviews as a basis for building summary ladders and value hierarchies, which reﬂec:t the
|
content|as well as the categorization (i.e., type of attribute level brand association or ;

consequence) of consumer thoughts. This section reviews the findings from the sumrﬁary

value h erafchies and provides discussion of findings and directions for future researclﬁ.
|

Summary of Findings Related to Proposition 3 |
|

A summary value hierarchy illustrates the most common value dimensions ex?ressed

by a group of individuals. In total, four summary value hierarchies were developed forlthis
|

study: national brand buyers (shredded cheese), national brand buyers (soft drinks), érivate
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|
|
l
| \
| |
| |

label brand buyers (shredded cheese), and private label brand buyers (soft drinks). The

summary value hierarchies are discussed in Chapter 4. For the shredded cheese pro&iuct
category, ttPe Kraft (national) and Kroger (private label) brands were chosen for evaluatlon.

|
| |
For the soft drink product category, the Coca-Cola (national) and Big K (private label) ?rands

{
were used. :

Int«[arestingly, the summary value hierarchy for shredded cheese national brant# users

i
is the most|complex (in terms of total number of value dimensions, attribute level brand

associations, total number of consequences, and number of functional consequences listed
\
by consumers) of the summary value hierarchies. The summary value hierarchy included 40
|
total value dimensions, including eight attribute level brand associations, 26 consequences
|

(20 functional and 6 emotional), and 6 desired end states. ‘
The Kraft interviews yielded eight important attribute level brand associations: i
o | Tastes like real cheese (creamy, not dry) — BAPr :
e | Smooth texture — BAPr ;
¢ | Price similar to other brands — BAPr ‘
e | Pre-shredded — BAPr |
¢ | Consistent/ dependable — BAPe

e | Healthy ingredients — BAPr

. ; Commercials/ ads/ coupons — BAS.

l

\
|
|
e |Brand is well-known — BAS ;
|
|
\
|

As Ftated earlier, the relatively large number of vaiue dimensions that are inclu‘ded in

the sum naH value hierarchy for Kraft buyers may at first indicate a higher number of tbtal

(

consumer thoughts about Kraft as compared to the other brands studied. In fact, however

this is not the case. Consumers listed a similar number of total thoughts about each of\ the

four brands; studied (see Table 4-9). This suggests that each individual consumer thOLJJght

|
about Kraft ‘is perhaps less widely held across consumers than the individual consumell'
|
l i

|

|

|

r

\

|
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thoughts e\:xpressed about other brands in the study. It also suggests that there may pe

multiple St:egments of Kraft consumers who participated in this study. i

Tbe summary value hierarchy for the fifteen buyers of private label (Kroger b%and)

shredded cheese is quite different from the Kraft summary value hierarchy. When co‘rnpared
|

|
to the summary value hierarchy for national brand shredded cheese buyers, the summary

value Heriarchy for Kroger brand buyers includes fewer total value dimensions, fewer lattribute

level b

|
|
| . e . .
and associations, fewer functional consequences, fewer emotional consequen;ces,

and fewer|total consequences. Specifically, the private label brand vélue hierarchy foir Kroger

brand shredded cheese includes only three attribute level brand associations:

e | Low price/ less expensive — BAPr

* | Tastes as good as the national brand — BAPr i
|

s Texture — BAPr.

|
As seen above, all of these attribute level brand associations represent consumer thoughts

related

|
to tlhe brand as product. It is interesting that ideas of taste and texture were ‘
\

| .
mentioned by much smaller numbers of consumers (8 and 4, respectively) than was drice

(which

different si:gments of consumers within the group of private label buyers interviewed: }one

which {

betwee

18 valu
value h

buyers

was mentioned by 14 consumers interviewed). This suggests that there may de
- !

Dculses specifically on price and one where consumers attempt to find a balancje
n p:rice and indicators of product quality, such as taste or texture.

In total, the Kroger brand shredded cheese summary value hierarchy includes} only
e dimensions, as compared to 40 value dimensions in the Kraft shredded chee‘jse

|

erarchy. One might first assume that this means Kroger brand shredded cheese
|

ha\Te fewer total thoughts about their preferred brand than do Kraft buyers. In fact this
!

is not the c;ase, as similar total numbers of attribute level brand associations, consequences

and des

l

| i
ired end states were found for national and private label brand shredded cheese
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users. [This suggests that consumer thoughts about Kroger brand shredded cheese w

more consistent across consumers than thoughts about Kraft shredded cheese.

ere

Finally, the number of desired end states included in the Kroger brand summary

value hierarchy (6) is exactly the same as that of the Kraft summary value hierarchy. Tl'hree

1

of these six desired end states appear in both of the summary value hierarchies. These are

“happiness”/ “pleasure,” “need satisfaction,” and “sense of personal responsibility.” Th

end states 'can be considered to be important overall for the shredded cheese product )

category. The remaining three desired end states are “be a good parent,” “success in

ese

areas

of my Ii)e that are important to me,” and “sense of fairness and ‘eﬁuity." Of these, “be a good

parent” and “sense of fairness and equity” are found only in the Kroger brand summan
hierarchy. The fact that two of six desired end states were unique to the Kroger brand
suggests t 'at a private lablel branding strategy (used in the shredded cheese product

category) offers opportunity for brand differentiation.

y value

In terms of number of value dimensions included in the summary value hierarchies,

the soft drink product category is somewhat different than the shredded cheese product

A

category. For instance, the summary value hierarchy for Coke buyers is different from

national brand buyers in the shredded cheese product category. For example, there a

that of

re

fewer total T\ttribute level brand associations considered (4 as compared to 8), fewer brand as

product associations (2 as compared to 5), fewer functional consequences (9 as comp.
20), and fewer total consequences (17 as compared to 26).

Two important similarities between national brand buyers, however, were note

ared to

d.

First, taste was an important driver of value both shredded cheese and soft drink natior"nal

brand buye‘rs. Second, both the Kraft and Coke summary value hierarchies included two

brand as symbol associations. In total, the Coca-Cola summary value hierarchy includ
following four attribute level brand associations:
» |Unique, sweet taste — BAPr

o |Caffeine — BAPr

230
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Commercials/ ads — BAS

I
|
|
|
|
|
| Brand image (most popular soft drink; market leader) — BAS.
l

|
Initerms of consequences, the summary value hierarchy for Coke indicates a,
|

different pll'oportion of emotional to functional consequences than does the Kraft sumrnary

|
value hiera'trchy. In the Kraft summary value hierarchy, only 6 of 26 (or 23%) of all
|

consequences included in the hierarchy were categorized as emotional consequences In

the Coca-?ola summary value hierarchy, 8 of 17 (or 47%) of all consequences includéd were

emotional consequences. This clearly suggests that the number of emotional consequences

conside req by consumers varies across product categories. ;
| !
It is also interesting that the summary value hierarchy for Coca-Cola buyers includes

only nine functional consequences. This may suggest that (1) Coke provides less value in
terms of fu’nctional consequences for loyal consumers or (2) that the functional
conseq Jen:ces provided by Coca-Cola were more consistent across consumers and thus

fewer different functional consequences emerged. In fact, the summary ladders provide

evidence of the latter explanation. |

Th:e summary value hierarchy for private label soft drink buyers is much more:

complex th!an the one for private label shredded cheese buyers. Specifically, the summary

value hi’eratrchy for Big K buyers includes more total value dimensions (33 as compared to
| ‘

i |

18), more attribute level brand associations (5 as compared to 3), a brand as organization

|
association, more functional consequences (14 as compared to 7), more emotional
|

consequen’ces (7 as compared to 2), and more total consequences (21 as compared to 9)
4

than does t:he summary value hierarchy for Kroger brand shredded cheese buyers.

In tierms of number of total value dimensions elicited, the Big K summary value

hierarchy is actually more similar to the Kraft value hierarchy than it is to the other surnmary
‘\ |
value hierarchy within its product category (e.g., the Coke summary value hierarchy) or the

other sumn|1ary value for a private label brand (e.g., the Kroger brand summary value
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hierarchy)., The Big K summary value hierarchy includes a total of 33 value dimensions; the

Kraft va‘lue[ hierarchy includes a total of 40 value dimensions. These are the summary value
hierarchies; with the largest number of value dimensions that were observed in this study.
Th\e private label summary value hiérarchy for the soft drink prbduct category actually
- includes the following five attribute level brand associations:

e | Low price — BAPr

e | Tastes as good as the name brand (Coke) — BAPr \
* | Good taste (sweet, citrusy) — BAPr A
o | Caffeine —~ BAPr

e | Available at Kroger ~ BAO.

It is interesting that the summary value hierarchy for Big K includes many more

emotional consequences than the Kroger brand summary value hierarchy (7 as compared to

2). This finding raises the possibilities that (1) Big K is simply a brand to which consumers

are emotionally attached and/ or (2) private label consumers are more likely to associate their

|

preferred brand with emotional consequences in the soft drink product category than,iq the

(

shredded cheese product category. The content of the émotional consequences inciuded in
the Big K summary value hierarchy suggest that the latter explanation may be appropr"ate.
While the number of value dimensions included in the various summary value
hierarchies differs across the product categories chosen for this study, the types of

associations important to national brand buyers is surprisingly similar across the two product

categories.' For example, brand as product and brand as symbol associations were

predom narf)t for national brand users in both product categories. The main difference
between prioduct categories is that shredded cheese national brand buyers included a brand
as person association (“consistent/ dependable”) in the summary value hierarchy.
The types of associations common to private label brand buyers are also similar

across product categories. In the case of private labels, however, brand as product
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l
|
|
I
|
|

associatior{us dominate the summary value hierarchies for both the shredded cheese aind soft

|
drink prodlrjct categories. An interesting difference between product categories is that, in the
I ' |

soft drink pfroduct category, a brand as organization association (“available at Kroger”) was

| |
mentiorlledqby enough consumers to be included in the summary value hierarchy. o

| |

In Fddition to similarities in the types of attribute level brand associations that iare

mentioned|most often, the content of what is deemed important (or valued) by consun?ers
[ |

] . . . |
also appears to be similar across product categories. For example, price seems to play a
|

|

stronger role in consumer valuation of private label brands for both product categoriesi
| ,

studied, In particular, low price is important. While the inclusion of other attribute level brand
|

associations suggests that private label buyers do make trade-offs between price and bther

|
product feqtures, low price itself seems to dominate the evaluation process. In fact, fo;urteen

of the fiitee:n consumers interviewed in each product category mentioned low price as ‘fan

i
important attribute associated with their preferred private label brand.
ThL content of what consumers value is also similar among national brand use%jrs in
the shreddéd cheese and soft drink product categories. For both product categories, tjwo
similar brar[\d as symbol associations emerged as part of the summary value hierarchiés.
First, the ccEancept of brand image (including how weli-known the brand is) was express;ed by
|

\ i
consumers as a concept that adds value to their preferred national brand. Commercials or

| ‘
advertisemEents were also mentioned in both product categories as a concept that creajtes
value. T'heLe two brand as symbol associations were not as widely held as some othei
assocat on{s (each of the brand as symbol associations was mentioned by only four or :five of
the fifteen consumers interviewed in each product category). Still, the inclusion of brar‘!1d as

|

symbol asslociations in the summary value hierarchies suggests that advertising and

. |
promotion can create value for at least one segment of consumers.

|
|
1
|
|
|
|
|
i
|
I
|

|
l
Discuss:orl\ of Proposition 3

| |
Th‘ére are several ways in which the findings from the summary value hierarchies

b . ‘
support the existing literature on consumer value. First, the general structure of the suhmaw
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1
|

value hierarchies reinforces several important frameworks that have been developed in the

|
marketing literature. For example, the fact that the data from this study could be organized
. i

|
according tlo three general levels (attributes, consequences, and desired end states) supports

|
means-end categorization theory (Gutman 1982), the levels of abstraction concept (thtman
!

1982, Reyr%olds and Gutman 1988), and the traditional value hierarchy framework (Gu"tman

\
and Reynolds 1986; Woodruff and Gardial 1996). :
[ |

Next, the summary value hierarchies developed in this study reinforce the ideaj that
|

value hierarchies may vary in complexity (Reynolds and Gutman 1988; Woodruff and f?ardial

1996). In tpis study, complexity of consumer thoughts related to a brand can be evalurthed in

two ways. iFirst, complexity is indicated by the number of means-end chains, or ladder;s,

\ |
included in ’the summary value hierarchies. The four summary value hierarchies described in

|
|
Chapter 4 r:ange in terms of the number of means-end chains included. The least complex

summary v!alue hierarchy is the private label brand shredded cheese hierarchy, which :
[ :
includes only eight different ladders. In contrast, the national brand shredded cheese |

hierarchy and the private label brand soft drink value hierarchies each include fifteen di:fferent
|

Second, complexity of consumer thoughts related to a preferred brand is represented
|

means-end chains.

by the length of the ladders included in the summary value hierarchies. The means-enh
I ‘

chains depi[cted in the summary value hierarchies range from two to five constructs in I;ength.

The shorteslt means-end chain in a summary value hierarchy occurs in the shredded cl’ineese,

i

national braind summary value hierarchy and involves only two value dimensions. This!
means-end|chain relates “price similar to other brands” (a brand as product association}) 1o

“save money in the long run” (a functional consequence). In contrast, some means-en#

|
chains link five different consumer thoughts. For example, the shredded cheese, national

brand value hierarchy also highlights the following set of linkages: “tastes like real che?se” (a

brand as pr?duct association” to “looks more appealing” (a functional conseguence) to !
* !
“makes my [meal taste better” (another functional consequence) to “enjoy eating my mgal” (an

emotional c[onsequence) to “happiness/ pleasure” (a desired end state). Table 5-3 reviews
234 |




' Table 5-3. Review of means-end chains in éummary value hierarchies.

nd Chains 15
Foy

Shredded Cheese, National Brand

Shredded Cheese, Private Label Brand 8 2
Soft Drinks, National Brand . 12 2
Soft Drinks, Private Label Brand 15 2
Total | 50 11

the ladders included in the summary value hierarchies based on the number as well as length

of the means-end chains.

The range in number as well as length of the means-end chains included in the

summary value hierarchies also supports the brand identity literature (e.g., Aaker 1996; Biel

1993; Keller 1993), which-suggests that consumers may have more or less complex thoughts
related to a brand’s identity. As a footnote, the branding literature maintains that complexity

of consumer thoughts about a brand is not an indication of brand success in the marketplace
(Aaker 199’6). Brands with both simple (e.g., Morton salt) and complex (e.g., Marlboro

cigarettes) brand identities have been successful.

In addition to supporting the existing marketing literature, the summary ladders and

value hierarchies developed in this study reinforce the contributions of the Extended Value

Hierarchy framework that were described in Chapter 2. First, while no one summary vailue

hierarchy inclvudes all four types of attribute level brand associations described in the EVH

framework |(brand as product, brand as organization, brand as person, and brand as symboil),

each of these constructs is represented in at least one summary value hierarchy. The
inclusion of( all four types of attribute level brand associations in the summary value
hierarchies pr‘oﬁdes evidence of the usefulness of the EVH framework. In addition, th‘is
represe ntatiion reinforces the idea that knowledge can be gained by integrating marketing
thought|in t{he areas of consumer value and branding.
]

Second, two of the four summary value hierarchies described in Chapter 4 depict

direct linkages between an attribute level brand association and a psycho-social
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|
consequence. Specifically, the shredded cheese private label brand hierarchy includes a

direct li 1ka'ge between “less expensive/ low price” (a brand as product association) an}d “don't

|
feel like | a}m being cheated” (an emotional consequence). Also, the soft drink national brand I

value hleralrchy includes a direct linkage between the “unique, sweet taste” of Coke (a1 brand

|

as product association) and “reminds me of being a kid” (another emotional conéequehce).

While these represent only two of the fifty means-end chains included in the summary\value
, :

hierarchy, they do provide encouragement for research that might further evaluate the!

possibility of direct attribute level brand association to pycho-social consequence linka;ges.
N

Fir:IaIIy, the inclusion of consumer thoughts about a brand’s image and commericals/
\

advertisemlents in the two national brand summary value hierarchies reinforce the idea
\

suggested yln the literature that consumer thoughts held in memory have the potential t ‘o

!
Create valuie during a specific purchase or use situation (Keller 1987, 1991). While thls

dlssertatlor't did not specifically measure the extent to which individual consumer thoughts
were cr=ated prior to the use situation of interest, it seems likely that consumer thoughts

about ¢ 3mmercuals and brand image were not created at the point of purchase, which was
|

the use sitl;1ation used for this study. This finding implies that, at least for national braﬁds,

| :
consumer thoughts about the brand formed prior to purchase can influence the decisiqn

made at the point of sale. Future research may be directed toward identifying brand i
associations held in memory that have the potential to influence the value created in a'
|
particular use situation.

t

Th:ere are several interesting findings from proposition 3 that are surprising an:d
I |

contradict the existingv literature. For instance, some aspects of the data (including the‘i direct

|
linkage bet?ve’en attribute level brand associations and emotional consequences that is‘

included mjthree of the four summary value hierarchies) is in contrast to the more complex

means-end chain model illustrated in Figure 2-1 and proposed by Walker and Olson (1 991)
l

The means;end chain model (as well as the discussions of consumer value that suppo‘rt the

\

value hiera{rchy framework) recognizes a specific and ordered relationship between tyAes of

|
consequences. Specifically, it suggests that there are lower-order consequences (e. g .
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functio
conseq
that att
conseq
howeve

and em

dimensionj}s included in the Big K and Kroger brand summary value hierarchies (18 and 33,

respect

private

the objectiives of this research is to contribute to existing knowledge related to consurﬁer
|

nal [consequences) and higher-order consequences (e.g., psybho-social
uerlwes). The summary value hierarchies developed for this study support thelidea

.
ribu:te level brand associations can be directly linked to lower-order, or functlon‘al,

{
uences and indirectly linked to higher-order, or psycho-social, consequences;

|
S, t;hey also suggest that a direct linkage between attribute level brand associations
oti<E)naI consequences may exist. Furthermore, the very different numbers of value

iveiy) suggest that the structure of consumer thoughts about value at it relates/to

I
|

Inladdition to evaluating the merit of the Extended Value Hierarchy framwork,}one of
|

label brands may be highly product-category specific.

| |

purchases of national and private label brands. Specifically, it was suggested in Chapter 1
\

that this dissertation might provide the following benefits to managers who are interesfeg in

nationa

proposi
CONSUIT;
(e.g., M
thought
vaiue h

thought:

| ar’1d private label branding: ;
|
» | Insights about similarities and differences in the content (or meaning) of v‘jlhat

consumers value about national and private label brands }
i
.| Insights about the structure (i.e., type and complexity) of consumer thouglpts
|
related to national and private label brands.

In fact, the summary value hierarchies developed as part of the evaluation of
1

tior? 3 provide some interesting insights related to similarities and differences in
|

|
|
i
|
|
i
|
|
\
|
|

| |
rer thoughts related to national and private label brands. Consistent with the Iit;erature

og?lonsky 1995), brand as produc:t associations were found to dominate consﬂ:mer

; \
S in'[ both the national and private label brand hierarchies. In addition, the sumr"nary

erarchies revealed no patterns that might suggest differences in overall complexity of
! i
s between national and private label brand users. ;
! | \
|
!
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Injterms of content, however, there appear to be some unique aspects to the fnational

versus |private label brand summary value hierarchies. As discussed earlier, low price

appears tc:'> play a much larger role in the value created by private label as compared tjo

‘ !
national brands. This is consistent with the literature, which indicates that private label

brands are‘ typically supported by lower levels of marketing activity and thus use low pjrice as

an imp'artallnt point of differentiation (Ashley 1998; Private Label Manufacturers Associhtion

!

1997). | The summary value hierarchies also indicate, however, that consumers consider

|
attributes other than low price when evaluating a private label brand. For example, th;e

[ !
private label brand shredded cheese value hierarchy includes “texture” and “tastes as|good

\
as the national brand” as important attribute level brand associations. This finding is also

1

consistent iwith the existing literature, which suggests that quality and price are both inhportant

[ i

to consum;er evaluations of private label brands (Dwyer 1995; Halstead and Ward 19d5).

and privatei label brand consumers. Specifically, the idea of taste, or flavor, is describe}ad in

| |
Additionally, the role of “taste” in creating value was found to differ between national

both the Bi;g K and Kroger value hierarchies as “tastes as good as the national brand.” This

is a very di!fferent idea related to taste than the taste, or flavor, descibed by buyers of national

brands.

For the national brand buyer, a particular taste (such as the “unique, sweet taljste”

associated with Coke and the “real cheese” taste associated with Kraft) is important. For the

private labt:-:‘l brand buyer, however, a specific standard (e.g., the taste provided by a

nationa

|
ly t:)randed product) for evaluating taste is introduced. This finding suggests that

t ‘
private label products simply need to meet the standard set by the national brand, and that
|

additional consumer value is not created (at least for the private label buyers interview:ed in
|

| |
this study) [by developing a private label product that performs better on specified attributes
|

than the

i
na!tional brand. It should be noted that the code of “tastes as good as the national

|

brand” doe;s not indicate whether (1) the consumer finds the taste of the private label p:roduct

to be diﬁen{ent, but equally as good as, the national brand or (2) the consumer finds thé taste
|

of the p 'ivalte label product to be the same as the national brand. Additional investigatjon is

needed

to address this issue.
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An important contribution of this study is that it provides empirical support for the

|
stronger rolle of brand image and marketing communications in creating value for natio"nal
!

brand buye{rs. Although the literature (e.g., Jap 1995, Mogelonsky 1995) suggests that

nationa brands may be preferred because they offer benefits that go beyond product ﬂtility,

little evi :ience has been provided to support this assertion. In fact, the growing popularlty of

private Iabel brands (Private Label Manufacturing Association 1997) suggests that natlonal

t
brands may be limited in the value that they create, as compared to private iabel branqs.

In r%tddition to differences in the content of the summary value hierarchies betw;een

national and private label brand buyers, this study provides several interesting msrghts
regarding the structure of what national and private label buyers might value. Interestmgly,

the only|brand as organization association appearing in a summary value hierarchy apbeared
i
ina private!label brand value hierarchy. This supports the idea presented in the Iiteratlj‘rre

' |
(e.g., Mogellonsky 1995) that the role of the brand as organization association might be
. |

greater for private label than for national brands. The results of this study are mixed on this

issue, however, because brand as organization associations do not appear in the priva;te

label brand summary value hierarchies for both product categories.

Another way that the structure of the national versus private label brand summary

|
value hlerar[chres differ is that the role of the brand as symbol association appears greater for

the natlonal, brand as compared to the private label brand. Both national brand summary
value hierarchies include two brand as symbol associations, while the private label brarjtd
summary value hierarchies include none. Since national brands tend to be supported Ey
greater Ieve;ls of marketing activity, this finding is consistent with the brand identity literature

(e.g., Aakerl 1996; Biel 1993; Keller 1993), which suggests that identity-building brand :

|

. ! . . |
marketing strategles can add value for consumers. !

Surbrisingly, the summary value hierarchies revealed mixed resuits for the role|of
|

brand as person associations in creating value for national brand buyers. Only one of the two
I i
national brand summary value hierarchies included a brand as person association, whlle

neither of the private label brand summary value hierarchies included one. This is in contrast
! 239
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|

with the brtand personality literature (e.g., Aaker 1996), which suggests that brand as berson

associatio%s should be present, particularly in cases (such as with the national brands;
|

examined ilin this study) where a brand is well-known, has a long-standing reputation, jand

| |
supported by image-building marketing activities. The differences between national and
| ‘

private IabLl brands suggested by the study overall are discussed later in this chapter.i

I

Summary|of Discussion and Directions for Future Research

In [total, the evaluation of proposition 3 supports some of the findings from the{tests of
\
hypothesis 1 and 2, reinforces the need for a framework that integrates the consumerivalue

and bra ndi[ng literatures (such as the modified EVH framework discussed earlier in thi$
‘ |
chapter), and provides empirical support for existing frameworks in the consumer value and

branding Ii'iterature. In addition, the summary value hierarchies developed as part of tﬁe

analysis fo;r proposition 3 provide empirical support for the idea that there are diﬁerenées in

thoughts a:bout value between national and private label brand buyers. ‘

Th'e design of this study and the findings related to proposition 3, however, rai‘lse
severalinteresting questions that should be addressed in future research projects. Asj
discussed earlier, there are mixed results regarding the roles of brand as organizationiand
brand as person associations in creating value for national and private label brand buy:ers.
Next, the sltudy is not conclusive regarding the potential of brand associations held in rfnemory
to ianuencz{a the value consumers attribute to a preferred brand. These issues and j

|
opportunities for future research will be discussed in more detail later in the chapter.

|

Discussion of Research Findings that 1
Compare the Structure of What is Valued by |
National and Private Label Brand Buyers

 —— — — ——

|

The above discussion draws several conclusions regarding differences in the

|
the summary value hierarchies for national and private label brand buyers.!
|

4, 5 and 6 also compare the structure of consumer thoughts related to naﬁional

—_——

structure o

Hypothese
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|
|

or private label brands; however, these hypotheses examine all value dimensions mer?tioned

A I
as impo rta?t by the consumers interviewed, not just the ones included in the summary} value
l 1
hierarchies. This section summarizes findings related to hypotheses 4-6 and discusses

{ ,
findings as|well as opportunities for future research. = - !

Summary of Findings Related to Hypotheses 4, 5, and 6

|
I
|

|
|
|
!
[
!
|
|

national anfl private label brand buyers. Hypothesis 4 suggests that buyers of national

|
In total, hypotheses 4, 5 and 6 compare the structure of thoughts expressed by

i
brands will ihave more thoughts than buyers of private label brands related to each construct
illustrated ip the EVH framework. In addition, it suggests that the total number of attriBute

- , Co ]
level brand'assocnatlon to consequence linkages, as well as consequence to desired epd

state lin <agres, will be higher for buyers of national than private label brands. Hypotheéis 5

|
compares the ratio of emotional and self-expressive consequences to functional |
|

l . . o . 1
consequences for buyers of national and private label brands. Specifically, it proposes that
|
the ratio of emotional and self-expressive consequences to functional consequences will be

higher for b)uyers of national than private label brands. Finally, hypothesis 6 predicts séveral
|

ways that tt{me ratio of a particular type of atribute level brand association (when compalf'ed to

the sumof the other attribute level brand associations) will differ between buyers of natjional
[

1

versus priv?te label brands.

As detailed in Chapter 4, the data provides limited support for hypothesis 4.

Specifically1 the combined data (which includes data from both the shredded cheese ar;\d soft
\
|
drink product categories) indicate marginal support for sub-hypothesis 4as, which states that

buyers of n%tional brands will have more thoughts about the brand as product than buy:ers of
|

| ‘
private label brands. }

l

|
n the t-test analyses that compare consumer thoughts about desired end states, hdc

l |
and hde|were supported. These sub-hypotheses state that buyers of national brands will

have more tthoughts about desired end states (h4c) and consequence to desired end st;ate

1
i
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i
\
i

: |
linkages (h4e) than buyers of private label brands. For the remaining five sub-hypotheses

(hday, hdb;, hdb,, h4bs, and hdd), the data provide no support for the predictions made in the
C |
dissertatio;n. |

Tﬂe data also provide no support for the predictions made in hypothesis 5, wﬁich

' | , |
compare tpe ratio of emotional and self-expressive to functional consequences expre§sed by
!
national arLd private label brand buyers. As explained in Chapter 4, the lack of suppor;'t for

this hyp otrlesis is not surprising given that, when hypothesis 4 was tested, there were 1no

differences between national and private label brand buyers in terms of the total numb{er of

functional, emotional, and self-expressive consequences considered. !

Finally, the data provide no empirical support for the predictions made by hprthesis

b

6. Again, the lack of overall support for hypothesis 6 is not surprising given that Iimite(?i

' !
differences! in the raw number of the four types of attribute level brand associations (bli'and as
\

product, brland as organization, brand as person, and brand as symbol) were found in 1the test
\

of hypothesis 4. The findings related to hypotheses 4, 5 and 6 are discussed in more detail
!

later in this section. |

Discussion of Hypothesis 4
Altihough the support for hypothesis 4 found in the study is limited, the findings that
are evident[ from the data are interesting. First the data suggest that, for one of the fouir
constructs ’in the EVH framework, there are limited differences in the number of fhoughts
mentioned ;by buyers of national brands as compared to buyers of private label brandsi.
Specifically;, the overall data provides marginal support for the idea that national brandlj buyers
express mcf;re thoughts about the brand as product (when considering their preferred b?rand)
than do pri\tlate label brand buyers. J

Thi:s finding is consistent with the branding literature, whicHimplies that consur‘jners of
national brands will have more thoughts in general about their preferred brand than i
consumers of private label brands. For example, since national brands are generally 1

supported by larger marketing communication budgets than private label brands (e.g., ]
242

|
i
|



Mogelonsky 1995), it is assumed that consumers of a national brand will be exposed t}o more

commumcatlons that promote their preferred brand. The branding literature suggests that

marketing communlcatlons can influence the value of a brand to a consumer through brand
attitude (Edell 1992; Edell and Moore 1993) and/or through changes in consumer memory
structures ll'elatlve to the brand (Aaker 1991, 1996; Krisnan and Chakravarti 1993). The basis

| |
for hypothe;sis 4 is that, because they are exposed to more marketing communications efforts

|
related to their preferred brand, consumers of national brands will have more complex}
|
memory stTuctures (as evidenced by more thoughts expressed in consumer value inte{views)

l 1
related to their preferred brand than consumers of private label brands. The findings related

to hypothesis 4 are not as conclusive as expected and suggest the need to further exqmme
this line|of thinking.

It |s‘ notable and interesting that the findings related to this hypothesis were mdch
weaker tha’n expected. As described in Chapter 4, the one finding outlined above is e\fndent
|

only in the 'overall data. This may be due to the relatively small number of interviews }
|

conducted |as part of the study, which means that only a smail number of observations [of

each type of attribute level brand association could be analyzed. Alternatively, the weak

1

support could be a function of the two product categories chosen for examination. Finélly,
\

the lack of support could be an artifact of the interview method, as the same interview time

frame and structure was used for both buyers of national and private label brands. i
|

t |s interesting that, for the sub-hypothesis that was marginally supported in thé

overall data:, the product category that contributed most to the support was the shredd?d

cheese pro‘duct category. In fact, the finding for the shredded cheese product categoryi
|

mirrored th? finding for the overall data. In addition, no support for any part of hypothejsis 4
was found i;n the soft drink product category. These findings suggest that the number cj)f
thoughts abiout a preferred brand may be dominated more by the product category of interest
than by the {branding strategy. This finding is consistent with the results from the analyisis of

| \
proposition 3, which was based on the summary value hierarchies. |
|
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to the brarl1

1
|
i

J

It is also notable that no differences were apparent in the number of thoughts] related

|
d as symbol that were expressed by national and private iabel brand buyeljs. This
\

is especially interesting since the summary value hierarchies developed as part of thé
|

evaluaiion1

of proposition 3 include greater numbers of thoughts about the brand as symbol in
|

the hierarchies for buyers of national brands. This suggests that, for national brand bjuyers,

thoughts about the brand as symbol may be more consistent than they would for private label

brand buyers (thus, brand as symbol thoughts would be more likely to be included in the

summary value hierarchies for national brand buyers). This contradiction within the data

: suggests all

Pe

n important opportunity for future research. 1

rhaps the most conciusive findings related to hypothesis 4 are the support for the
|

|
sub-hypotrEleses that buyers of national brands consider more desired end state and J

|
|
consequen

ce to desired end state linkages than do buyers of private label brands. Ur{tlike the
\

sub-hypotheses related to attribute level brand associations, the sub-hypotheses relat:ed to

desired end states (h4.; and h4,) were supported for both the shredded cheese and séﬂ drink

|
product categories, as well as in the overall data. The findings related to desired end :states

are consistent with the line of thinking introduced in the branding literature, that the Iariger

marketing communication budgets that typically support national brands have the pott%ntial to

influence consumer value and/ or brand equity. One object of marketing communications can

be to show[

(Kotler 199

1
consumers how a product relates to personal end states, motivations, or goals

1). Thus, one can assume that if consumers are exposed to more marketlng

communications that promote their preferred brand, they may potentially find it easier to link

the preferred brand to end states, or goals, and may be more readily able to discuss desired

end states|in consumer value interviews. The idea that marketing communications may

influence al

interesting lavenue for future research.

{

|
consumer’s ability to link a product to desired end states also represents an -
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attribute
study (e

means

ocC

a.g.!,

|

| ;
Analysis Related to Hypothesis 4 |
|

As a note, a post hoc analysis was conducted that combined the three types of

> levl brand associations other than the brand as product that were examined i m this

\

brand as organization, brand as person, and brand as symbol) and compa;red the

of tLhe combined variable between private label and national brand users in each

!
product category. Table 5-4 illustrates the results from this analysis. As depicted in tﬁe

table, usmg the combined variable as the basis for the analysis provides marginal support for

the idea that attribute level brand associations other than the brand as product are m

prevale

buyers.

by the dateT in either product category. Thus, while this analysis provides some suppoh for

differen

|

ore
nt in the minds of national brand buyers than in the minds of private label brand

This support is only found, however, in the overall data. This finding is not su;pponed

ces in the number of associations other than the brand as product that were .

considered by national versus private label brand buyers, the support is very limited. Again,

aithoug

product

h eyidence for differences in the number of associations other than the brand as

thz-it were considered by national as compared to private label brand buyers m‘ay be

weak, ther? is evidence from the analysis of the summary value hierarchies dlscussed‘ earlier

that the

categor’

content of the associations considered vary by branding strategy as well as product

y. 'll'hus, the most interesting avenue for future reseach is to further mvestlgatel

Table 5-4. Post hoc analysis related to hypothesis 4a: |

Independent sample t-tests to compare means of attribute level brand associations

other than the brand as product. \

NBAPrmuomP NBAPrpmme t(28, n=30) =1 525 t(28, n=30) = 0.968 t(5 n-60) =1 803‘
, Sig. =.148™ Sig. =.349 Sig. =.081 |
‘ .| R.H. Not Supported R.H. Not Supported R.H. Marginally
\ Supported ‘

'NBAPr (which is an abbreviation for non-brand as product assocations) is a summary variabie created for
thls[analySIs NBAPr equals the sum of the brand as organization (BAO), brand as person (BAPe), and
braqd as symbol (BAS) associations observed.

"'Slgnlﬁcant differences between groups are indicated by p-values of less than 0.05 or greater than 0.95.
Marglnally significant differences between groups are indicated by p-values between 0.05 and 0. 10 orp-
valu{es between 0.90 and 0.95. No differences between groups are indicated by p-vaiues between 0.10
and!0.90. \
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|

differences in the content of what is valued by national and private label brand users rather

than the n}.lmber of various types of value dimensions considered.

|

DiscussioEn of Hypothesis 5
|
P

The data provide no support for the predictions made in hypothesis 5, which compare§ the

[

ratio of pys[cho-social (i.e., emotional and self-expressive) to functional consequenceé for

buyers of rilational and private label brands. As explained in Chapter 4, the lack of sup}port for

l
this hypotHesis is not surprising given that, when hypothesis 4 was tested, there were no

- , . . . J
dlfference§ between national and private label brand buyers in terms of the total numper of

functional, emotional, and self-expressive consequences considered. |
|

The lack of support for hypothesis 5 is noteworthy in that it contradicts the line; of

\
thinking from the branding literature that is discussed in the previous section. Why, for

example, would there be evidence of more complex thoughts held by national brand buyers

related to a:ttribute level brand associations and desired end states, but not for

|
conseq Jen:ces? The literature (e.g., Aaker 1991, 1996; Edell and Moore 1993) implie% that

the greaterl levels of marketing communications activity that is associated with nationajl

brands wom{:ld influence consumer thoughts about consequences as well as attribute Ie\‘vel

brand assolciations and end states. In fact, a potential role of marketing communicatio‘ns is to

|

commu nica[tte to the consumer the benefits of using a particular product, or brand (Kotl‘er

[ I

1991). i |
|

A 6ossible reason for the lack of difference between national and private label brand

buyers in terms of number of consequences considered is that the study has a samplej size
that is too simall for differences to be apparent. This is possible, but given the fact thait no

differen :es? were found even in the overall data (which is the combination of the shred%led
cheese ané soft drink product category data), it is unlikely that a larger sample size wojuld

have made{ a difference in this research. Alternatively, the lack of difference between i
|

national and private label brand buyers in terms of ratio (and number) of consequences

p |

|
consideredimay not be a functional of method, but may suggest the need for additiona!
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conceptual
common to

determinar(}t of number of consequences considered than is marketing communications.

consideration and study. It may be that brand use and experience (which i

loyal buyers of both national and private label brands) is a more importanti

Thirdly, thelre may be similar numbers of consequence level thoughts between nationajﬂ and

private lab{el brand buyers, but the

content of the thou

ghts may be markedly different.i In

|
fact, the anfalysis related to proposition 3 strongly supports this theory. An understand‘ing of

|
how th co\ntent and structure of national and private label brand buyer thoughts about value

differ repre‘sents an important contribution of this research and provides an intriguing

for future study.

DiscussiorL of Hypothesis 6

Hypothesis 6 compares national and private label brand buyers based on the
| .

|
a'}venue

|
J'atio of

each type Af attribute level brand association considered to the total number of attribute level

brand associations considered. The data provide no empirical support for the predictions

made by hypothesis 6. Again, the lack of overall support for hypothesis 6 is not surpri?ing

given that limited differences in the raw number of the four types of attribute level brand

!

associations (brand as product, brand as organization, brand as person, and brand as}

symbol) we[re found in the test of hypothesis 4.

Summary ?f Discussion and Directions for Future Research

nationaliand private label brands, provide only limited support for the research hypoth

l

|
i
\
\
|
|
n ti)tal, the findings related to hypotheses 4, 5 and 6, which compare buyers o:f
\

eses.

!

The primary exceptions are the findings related to hypothesis 4, which suggest that buyers of

national bralnds consider more brand as product, desired end state, and consequence lfo

desired end; state linkages than do buyers of private label brands. These findings are |

importan

consumT

l
|

tin

|

that they suggest that the EVH framework may be a useful tool for comparing

!
the research hypotheses that were proposed.
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The lack of support for these hypotheses, however, offers some potential |

- opportunities for future research. For example, the lack of support for the idea that
{

consumer;s of national brands would have more thoughts related to consequences than

would con’sumers of private label brands suggests the need for further investigation. 1
|

Although t;he idea that the content of consequence level thoughts about value differs FeMeen
national a!nd private label brand buyers, the question arises as to whether the lack of fsupport

for the sub-hypotheses that compare the number of consequences considered is a function of

|

the method or context (e.g., situation and product category) chosen for this pamcularlstudy

If so, future research could provide empirical support for the research hypotheses proposed

in this dissertation. If not, future investigation about how consequences are created could

clarify and provide additional detail to extend conceptual frameworks that have been
i
presented|in the literature. It is hoped that future research will provide additional data that

can be usciad for evaluating the merit of hypotheses 4, 5 and 6 and which may further é‘:larify

| . . . !
similarities and differences between consumers of national and private label brands. |

Contributions of the Study and Directions for Future Research

The previous sections discuss the findings from this dissertation study in the <i:ontext

of the existing marketing literature. This discussion suggests several potential contributions

of the dissertation to marketing knowledge. For example, the finding that supports a c‘iirect

| 1
linkage be}ween brand as product associations and emotional consequences is inconsistent
. |
with the ex:isting literature related to means-end theory. This inconsistency indicates the

need for fu:rther investigation, which could reconcile the empirical finding from this stuay with

l
marketing Fhought. This section reviews potential contributions of the study and suggests
i
related dirt-L.ctions for future research. '
1

' |
COntnbutlons Related to the Structure of What Consumers Value about Brands |

The findings from the evaiuation of the EVH framework (as described in hypofheses

|
1and 2) pr[ovide several interesting new insights that may be of value to marketing théught.
248
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First, the s’upport for the existence of the four attribute level constructs included in the EVH

frameworkl (brand as product, brand as organization, brand as person, and brand as symbol)

sugges|ts tpat one contribution of this study is the development of the EVH framework jitself.

j
The berl'nefit of including the EVH framework as a part of the body of marketing thought is that

it provides a conceptual framework that can be used for understanding the effect of specific

branding strategies (such as private label or national branding) on consumer value. The EVH

framework|allows for comparison of the attribute level brand associations created by various

I

brand strategies in more detail than existing frameworks for understanding consumer value.
Because the EVH framework includes four different types of attribute level bra‘nd
associations, it clarifies and defines the construct of product attributes in greater detail than is
typcially done in the consumer value literature. In addition, by explicitly including three types
of attribute|level brand associations that may not be directly related to product features (e.g.,
brand as organization, brand a; person, and brand as symbol), the EVH framework

underscores and clarifies the potential of brand associations that are not related to the

product|(or service) itself to create value for consumers. Since approximately one-fourth

(25%) of the attribute level brand associations mentioned as important in this study were

related to the brand as organization, brand as person and brand as symbol, the clarification

of these constructs (in part via studies that test the EVH framework in different product

|

categories) may offer marketers an important framework for better understanding the role of

|

attribute level brand associations other than the brand as product in creating consumer value.

Next, the dissertation study provides empirical support for the idea that both brand as
product and other types of attribute level brand associations may be directly linked to

emotional consequences in the minds of consumers. While this finding may be explained in

|

the contextjof existing marketing thought (e.g., Holbrook 1994), the empirical data staqd in
|

contrast to the outcome that means end theory would predict (as described earlier, means

end theory predicts only an indirect relationship between attributes and emotional
consequences). This suggests that future research and examination of attribute level brand

association!to emotional consequence linkages is needed. This research could help
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determ

ine|whether the result of this study is because functional consequences were i‘fnplicit

(but not directly expressed) in the attribute level brand association to emotional consejquence

|

] -( - - ] . |

relationships discussed by consumers or because direct brand as product association to
i

1
emotional 'consequence linkages may be present in consumer value hierarchies.

|

In[total, the evaluation of hypotheses 1 and 2 directed the development of the
’ i

modified EVH framework depicted in Figure 5-1. This framework also represents a pétential
\

contrib
created

for futu

brand &
consist

level br:

relatatlons’hlp suggested by the EVH framework. Thus, the modified EVH framework does

not incl

linkages.

conseq

ution of this study to the marketing literature. The modified EVH framework wa}s

\
ballsed on the empirical findings from this study. It suggests two intriguing avénues

|
re research. |

|
First, based on the results of this study, a direct relationship between attribute: level

ssociations and emotional consequences is suggested. The EVH framework is
ent with this finding. The study, however, provided little evidence of direct attribute

\
and association to self-expressive consequence hnkages This is in contrast to the

JdeI any direct attribute level brand association to self-expressive consequence

\
It should be noted, however, that the small number of self-expressive |

uences elicited in the study could be a function of the research method or cont:ext

(including situation and product category) chosen, rather than a limitation of the EVH |

framew

interviey

ark{ Future research opportunities include the need for the development of a set of
| \

W plrompts which better elicit self-expressive consequences as well as the need to

examine the content of self-expressive consequences in consumer value hierarchies which

involve

1

|

oth:er product categories and contexts. i
{

Se[cond the modified EVH framework offers the opportunity for evaluating the‘relative
\

potential of’ the four types of attribute level brand associations included in the model to| create

consequen{ces that are valued by consumers. For example, in this study only a small number

of brand as person association to consequence linkages were found. It would be mterestlng

to deter*mn’e whether this finding is because brand as person associations are simply I‘ess

likely to

create valued consequences for consumers or because the design of the studg/ or the
| 250 ‘
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choice of eroduct category limited the number of brand as person association to

|

conseq Jen;ce linkages that were elicited.
1
l

Contrib uti{ons Related to the Content of What Consumers Value about Brands

|

WrI1iIe the summary value hierarchies created as part of the evaluation of proposition

|
\
\
i
|
|
|
i,
\

i
| ‘

3 offer a number of interesting insights, three appear to be important enough to repreant

potential contributions to the marketing literature. First, the summary value hierarchies for

i |
the two pri\‘/ate label brands examined in the study clearly indicate that “low price” plays a

strong role in creating value for private label brand buyers. While price is not the only :
attribute level brand assocation considered by private label brand buyers, it was mentibned
as important by 28 of the 30 private label brand buyers interviewed for this study. This

|

finding suggests the need for further research related to the role of price in purchase ;

| |

decision-m%—.lking for private label brand buyers. For example, it raises the question: urhder
;

what co nditlions is price more or less important to private label brand buyers?
|

In éddition, the role of price appears to vary across private label brand buyers,iwith

\ |

some buyelf's being more focused on price as the primary buying criterion and some lobking
|

for a balance between price and other indicators of product quality, such as taste or te)‘(ture.
i

|
The idea thta\t there may be sub-segments of private label consumers who have differing
| |
needs is an important contribution of this research. This finding is a timely one, particularly

|

given the broad range of private label brands that are on the market today. The privatq label
i
market is expanding to include upscale products (which perform as well as or even bet‘ter

than the| national brands on certain product attributes) as well as products with more limited

|

I |
attribute peFormances (e.g., generic brands) (Hoch 1996; Mogelonsky 1995). The abili‘ty to

target this v‘ariety of private label branded products based on consumer needs may prdvide
|

|

an important advantage for private label brand marketers. In addition, the segment of pjarivate

. . |
label brand lconsumers who value a balance between price and attribute performance may

represent an attractive potential market for some nationally branded products.

|
|
|
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The second major finding related to the content of what consumers value about
brands is that brand as symbol associations (particularly commercials and advertiserr:ments
and brand; image) appear to play an important role in value creation for at least one s{agment
of national brand buyers. For both product categories studied in this dissertation, brand as
symbo aslsociations were present in the summary value hierarchies for national brantéi
buyers. This finding is interesting in that it provides emprical support for the claim thait
marketing|communications that focus on the symbolic aspects of a brand have the potential

|

to create consumer value. Of course, the findings from this study represent only a srﬁall step

| .
in understanding the potential of brand as symbol associations to create value for consumers.

Further research is needed to determine more about the kinds of consumers who areimore
|

likely to Iin‘k brand as symbol associations with valued consequences. In addition, adtjiitional
|
| i
research i$ needed to investigate the conditions (i.e., types of product categories, levels of

consumer knowledge about the category, etc.) under which brand as symbol associat;ions are

|

most likely to create value. !

Finally, the third major finding is that the number and content of the value dimfensions
i

included in the summary value hierachies for each group of consumers vary by brand

strategy and by product category. Although not examined in this study, it is anticipated that

|

the number of value dimensions included in the hierachies would vary by research corf!text (or

use situation) and by market segment as well. '

Th‘e variation in number of total value dimensions included in the summary vallue
hierarchies: (which range from 18 to 40) suggests that the consistency of consumer thbughts

I
about a brand may be dependent on branding strategy as well as product category. In
1
addition, tlflie range in terms of total number of value dimensions considered by consumers

may be a r'esult of the effectiveness (rather than the type) of the brand strategies selected for

. L . . !
investigation. For example, a possible explanation for the less complex summary valu‘!e

hierarctl'nies| for Kroger and Coca-Cola buyers is that the implementation of the brandinb

strategies used by these companies are more effective (and thus creates greater cons:istency

of consumer thoughts) than the strategies of the other companies examined in this stddy.
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Alternatively, the differences in the complexity of the summary value hierarchies developed in
this study could be.en artifact of the proeluct categories chosen. Future research that
evaluates t;he potential of branding to con’&ibute to consumer value might examine the role of

branding strategy effectiveness and/ or product category in defining consumer value as a way

of addressing this issue.

Contributions Related to National versus Private Label Brand Buyers
As described in Chapter 1, one objective of this dissertation was to provide empirical

evidence of differences in consumer thoughts about value (i.e., number and type of attribute

level brand|associations considered, number of consequences considered, etc.) that may be

associated with national and private label branding strategies. The discussion presented in

this section demonstrates how the dissertation has accomplished this objective.

First, this dissertation provides empirical evidence that the complexity of consumer

thoughts about value is not necessary dependent on branding strategy. The complexity of

consumer thoughts related to a brand was evaluated in two ways. First, complexity was

|

indicated by the number of means-end chains, or Iadders, included in the summary value

hierarchles.l Second, complexity of consumer thoughts related to a preferred brand was

represented by the length of the ladders included in the summary value hierarchies. The

means-end|chains depicted in the summary value hierarchies range from two to five ‘

constructs in length. Third, complexity was indicated by the number of occurrences of each

|

contruct|illustrated in the EVH framework in a summary value hierarchy. The four summary

value hierarchies developed for this study revealed no clear patterns that might suggest

differences in overall complexity of thoughts between national and private label brand users.

In addition, the findings from the test of hypothesis 4 suggested limited differences in the

|

number of value dimensions considered by national versus private label brand consumers.

n general, the finding that the complexity of consumer thoughts about a preferred

|

brand may \'/ary by branding strategy, product category, or other factors is important because

it suggests that developing a set of general guidelines for when to use particular branding
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i
|
strategies may not be possible or appropriate. Instead, a contingency framework for ;

V
unders"anding the conditions under which branding strategies are more or less likely tL)
| \

contribute to consumer value appears to be needed. Building such a framework offers an

important direction for future research. !

Se{cond the dissentation provides empirical evidence that non-brand as product

L . . . .
associations have the potential to contribute to consumer value for both natlonal and private
\

label brand users. As noted earlier, the three types of attribute level brand associations

other than tthe brand as product that were examined in this study (brand as organization,
|
|

In addition, a post hoc analysis'that evaluated differences in the mean number of
| |

| - . ;
occurrencos of non-brand as product associations between national and private label prand

brand as person, and brand as symbol) all appeared in at least one summary value

hierarchy.

\
buyers pro:vided marginal support that national brand consumers consider more brand‘ as
|
product as:sociations than do private label brand consumers.
| |
Th’ird, there appear to be some unique aspects to the national versus private I%bel
|

brand summary value hierarchies in terms of content. For example, low price appearé to play
|

a much! larger role in the value created by private label as compared to national brandjs,

|
althougr there is evidence to suggest that, even among private label buyers, the ‘

predominapce of price as a decision criteria varies across individuals. This suggésts that

there are multiple segments of private label brand users, one for whom price is very irﬁportant

l

and one for whom price is balanced with considerations of product attribute performance.
i
Additionally, the role of “taste” in creating value was found to differ between nétional

and private label brand consumers. Specifically, the idea of taste, or flavor, is descnbed in
l

both the B|g K and Kroger value hierarchies as “tastes as good as the national brand.” Th|s

1

finding 'na)’I be of importance to brand marketers because itsuggests that private Iabel\
products S|mply need to meet the standard set by the national brand, and that addltlonal
consumer \:/alue is not created (at feast for the private label buyers interviewed in this s‘,tudy)
by deve-lopling a private label product that performs better on specified attributes than fhe

national brand.
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|
Anlother important contribution of this study is that it provides empirical suppoﬁt for the

1

\
stronger role of brand image and marketing communications in creating value for national
\

brand buye:rs. The findings from the summary value hierarchies indicate that the role cf the
\

{
brand as symbol association appears greater for the national as compared to the priva:te label

|

brand. T hIS[ finding suggests that identity-building brand marketing strategies can add value

1
|
for consumers. |
|
|

Next, the findings discussed in this section suggest differences in the content nd

structure oﬁ what is valued between national and private label brand buyers. Differencés in
|

the content! of what is valued by consumers (in terms of both branding strategy and prcduct
category) were noted at attribute level brand association, consequence, and desired end
|

state levels. in terms of structure, the data indicate that buyers of national brands mentioned
more brandI as product and brand as organization associations as important in evaluatiing
their prefent'ed brand than did buyers of private label brands. This finding is important ;
because it piarovides empirical evidence to support the assertion, made in the branding }

\

literature (Aaker 1991, 1996; Edell 1992; Edeli and Moore 1993), that marketing i

brand v: Iue[. It is interesting, however, that there was no difference in the number of bl;and
|

as person Ar brand as symbol associations (which may also be created by marketing ‘

|

commu llcatlons (which typically support national brands) have characteristics that can add to

communica'tions) between buyers of national and private label brands.
|
Thé data also indicate that buyers of national brands may consider more desired end

state and consequence to desired end state linkages than do buyers of private label brands.
This raises the question of whether the number of desired end states considered is reajlly
' |

greater or V\:/hether exposure to brand marketing communications (which are assumed ':to

|
more heavilty support the national brands examined in this study) or the choice of prodt.‘;ct

categories examined in this study simply make it easier for some consumers to mentally link
1

consequences to desired end states. In other words, does this finding suggest the need for

reevaluating!; theory or method? Future research is also needed to explore the extent tcia

|
|
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which this finding is applicable to other product categories, particularly those where marketing

communiclations efforts tend to be more informational in nature. ;

Stfjrprisingly, the data indicate no difference in the number of consequences .

considerec"i by national and private label brand buyers. This finding is inconsistent with the
, ‘

- C o . ‘
existing Iltglerature and counter-intuitive, given the findings related to attribute level brand

associations and desired end states that are discussed above. Why would national brand

|

buyers|consider greater numbers of attribute level brand associations and desired enc}l states
|

than private label brand buyers, but consider the same number of consequences? A bossible

explanatioln is that the number of attribute level brand associations and desired end s'fates

|

consumers consider may be more heavily influenced by marketing communications, vo‘/hile the
number of consequences consumers consider may be more heavily influenced by bra:nd use
or experience. Alternatively, the lack of difference in number of consequences considered

could be a'result of the sample size used in this study. It should be noted, however, that this

finding applies only to the number of consequences considered by national versus pri\:/ate
label brand buyers. The content of the consequences considered was found to differ }

considerably between these groups.

i
Summary|of Contributions

In total, this dissertation makes a number of potential contributions to the Iitergture.
In addition;to introducing the EVH framework, the dissertation offers several interesting
|

insights about users of national and private label brands. The potential contributions of the

study and related directions for future research are summarized in Table 5-5. !

: Limitations of the Study and Directions for Future Research

Asﬁ can be noted from the discussion above, this dissertation has the potential%to

I
1

make several contributions to the marketing literature. The value of these contributions must
|
be balance;d, however, against limitations that are inherent in the design of the study and the

way in whic]:h the research was conducted. This section reviews limitations associ_ated; with
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|
i
!
|
|
I
|
|
|



Future Research

5 “ot Y.
Development of and emprical
support for the construets included
in the EVH framework.

l

How useful is the EVH
framework for understanding the
effect of brand strategies on
consumer value?

To what product categories is
the EVH framework applicable?

Additional research that i
compares consumer thoughts
about value for brands with
differing brand strategies. |
Additional research that '
examines product categoriés
other than the ones included in
this study.

Clapficatron of types of attribute
level brand associations that have
the potenhal to create value for
consumers.

To what extent are the attribute
level brand associations
depicted in the EVH framework
useful for categorizing
consumer thoughts about
brands?

Examination of attribute level
brand associations mentioned
by consumers to determine|if
additional types of attribute
level brand associations exist
and/or if associations included
in the EVH framework should
be eliminated. |

Empirical support for a direct
Imkage between brand as product
assocratrons and emotional

What is the relationship (direct,
indirect, or both) between brand
as product associations and

Further examination and |
clarification of the relationship
between brand as product |

consequences emotional consequences? associations and emotronal
| consequences.

lntroductlon of the modified EVH What is the potential for attribute | Further examination and

framework. level brand associations to be clarification of the potential of

directly linked to psycho-social
consequences?

What is the relative potential of
brand as product, brand as

attribute level brand |
associations to directly create
psycho-social consequences
Examination of relative |mpact
of various attribute level brand

organization, brand as person association to consequence
and brand as symbol linkages on consumer value,
associations to create valued satisfaction, and/or brand :
consequences for consumers? equity. |
Suggests the strong role of “low How do private label brand Further examination of price

price” as a driver of value for
private label brand buyers.

buyers make the trade-offs
between price and other
attribute level brand
associations?

Under what conditions is price
more or less important to private
label buyers?

versus benefit trade-offs made
by private label brand buyers.

Additional research on what is
valued by private label brand
buyers using different brands
and product categories.

Suggests the strong role of “tastes
as good as the national brand” as
a driver of value for private label

brand buyers

|

How do private label brand
buyers define “tastes as good
as"?

To what extent is value created
bya private label brand than
performs better than the leading
national brand?

Further examination of taste]‘
as defined and assessed by,
private label brand buyers.
Additional research on what is
valued by private label brand
buyers using different brands
and product categories. .

Suggests that the role of the brand
as symbol is stronger for one
segrlnent of buyers of national
brands than for buyers of private
label brands.

For which segments of national
brand buyers are brand as
symbol associations most
important?

Under what conditions are
brand as symbol associations
more or less important to
national brand buyers?

Further examination of the :
construct of brand as symbol;
additional research to identify
consumers who are more |
likely to link brand as symbal
associations with valued i
consequences. |
Additional research on whatiis
valued by national brand ‘
buyers using different brands
and product categories.
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Table 5-5 (continued).

of the" ‘Study

-Additional:Researc|
Questions:Raised"

Suggests that national brand
buyers' as compared to private
label brand buyers, have more
thoughts related to the brand as
product brand as organization,
and brand as person.

Why don’t national brand

consumers consider more
thoughts related to the brand as
symbol when compared to
private label brand consumers?

To what extent does this finding

Further examination of the
construct of brand as symbol;
additional research that
examines the role of the brand
as symbol in creating value for
national and private label ‘
brand users. :
Additional research that |

apply to other brands and examines brands and product

| product categories? categories other than the ones
| included in this study. ]
Suggests that national brand To what extent do marketing Further examination of the ‘

buyers, as compared to private
label brand buyers, have more
tholights refated to desired end
states and consequence to desired
end state linkages.

communciations (that typically
support national brands) help
consumers link attribute level
brand associations and
consequences to desired end
states?

To what extent does this finding
apply to other brands and
product categories?

construct of desired end states
as well as the role of 1

marketing communications in
creating desired end states‘

Additional research that ;

examines brands and product
categories other than the ones
included in this study. \

Indlcates no differences in the
number of consequences
consndered by national and private
label brand buyers.

Why does the relative number of

consequences considered by
national versus private label
brand buyers not vary in the
same way that the number of
attribute level brand
associations and desired end
states considered vary?

To what extent does this finding

Further study related to how

consequences are created for
consumers (i.e., relative 1
influence of brand use versus

marketing communications)!.

|
\
Additional research that 1

apply to other brands and examines brands and product
product categories? categories other than the ones
included in this study. \
[
’ |
|
1
\
|
\
|
|
|
|
|
|
i
|
|
[ [
' \
| |
[ |
\
|
|
i
1
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|
the study apd suggests opportunities for addressing these shortcomings through futur?

| \
research. Specifically, the section reviews limitations related to the test of the EVH '
|

framework, the sample of consumers interviewed, the choice of product categories examined,
|
\
|
|
|
|
|
!
|
\
|

|

and the intclarviewing method.

|
Limitat on[s Related to the Test of the EVH Framework

Essentially, this dissertation study provides a quantitative test of a conceptual }
\

framework that is based on existing marketing theory. The EVH framework was deve:loped

\

based on ideas drawn from the consumer value and branding literatures. The framework
addresses research questions that are raised in or can be inferred from the literature, sjuch

i
as: ‘

e | Can consumer thoughts about value be categorized according to the consjtructs
\
included in the EVH framework? i

|

|

e | Is additional knowledge gained by developing the concept of product aﬁriqutes in

detail so that four different categories of attribute level brand associations ;(brand

as product, brand as organization, brand as person and brand as symbol) 1can be
|

examined? |
|

What is the nature of the relationship (i.e., direct, indirect, or both) between attribute Ie\;lel

brand associations and the different types of consequences included in the EVH framework

|
|

(functional, emotional and self-expressive)?

The nature of the development of the EVH framework assumes that existing tthW

1
provides an adequate framework for understanding consumer value that may be create;d by
|
brand stratelgies. Because of the way in which it was developed, there are some questions
[
the EVH fra:mework cannot answer, such as: }

!
» Do the categories of attribute level brand associations depicted in the fram"ework

|
|represent the totality of different attribute level thoughts that consumers haive
!

about preferred brands?
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\ Ar'm alternative way of addressing the general research question of how consumer

value can

consumer

Are there particular themes, or lines of thinking, that are common to consumers

|
when talking about their preferred brands? ‘

- |
To what extent do consumers mention outcomes of brand strategies when talking

1

about the value created by a preferred brarjd?

l
|

be understood as it relates to brands would be a qualitative examination of}

thoughts about value. These thoughts would then serve as the basis for !

developing theory (including a categorization scheme) rather than being used as a bafsis for

evaluating
study was
Hierarchy

| Limitation
As
differed|so
shoppers.

|

younger, m

| shoppers.

in evaluatin

’ |
a pre-conceived conceptual framework, as was done in this study. Since this

designed specifically to provide an opportunity for evaluating the Extended iVaIue

framework, future research might address questions such as:

Is the EVH framework the best model to use for understanding consumer value
|
at the brand level? ;
|
Are there themes in the interview data not brought out by the EVH framework?

How do consumers talk about the value of preferred brands when unpromjpted by
; questions that are designed to elicit various types of attribute level brand ‘ |
associations? '

|

|
s Related to the Sample
discussed in Chapter 4, the demographic characteristics of the study particfipants

mewhat from the characteristics of the population of Knoxviile Kroger super}market

Specifically, the sample of study participants represents a more heavily ferr!lale,
ore highly educated, and lower income population than that of Knoxville Kroger

The differences between the general characteristics of the sample and theJ‘

| population of supermarket shoppers does not take away from the usefulness of this reisearch

!
g the EVH framework. They do, however, limit the transferability of the findings to

\
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|
|
|

the larger population of supermarket shoppers, even in the local area. In addition, the}
limitations ?f the sample make it difficult to assess the applicability of the study to othe“r

brands and; product categories. ‘

Thte design of the sample selection process also limits the transferability of thei study.

\

‘

Because recruiting of interview participants took place in a supermarket setting, the |

population of consumers studied was limited to loyal buyers, rather than users, of the brands

|

of interest. | To fully assess the merit of the EVH framework as well as to draw conclusi‘ons

about the value created by national and private label brand strategies, research that focuses

\
on users as well as buyers is needed. ‘

Finally, the small sample size that was part of the design of this study created an
[ |
unexpected. limitation. Although a total of 60 consumers were interviewed for the stud)‘/, the
interviews Jnelded a very small number of brand as person associations (12) and attnbute

\
value hlerarchles Because of the small number of observations of these constructs, the sub-

|
hypotheses; related to brand as person associations and self-expressive consequences were

level brand {assomatlon to self-expressive consequence linkages (1) as part of the cons‘umer

difficult or ir'npossible to evaluate.

\
Limitations Related to the Context Chosen for the Research ;
|

The findings from the research study are also limited because of the context chosen

|

for the research. Specifically, the study focused on specnflc product categorles (shredqed

cheese and| soft drinks), a specific use situation (product choice), and on a subset of al,
attribute level brand associations considered by the consumer (those which were selected as
most important). These limitations are discussed below. ‘ :

lrst two closely related product categories (shredded cheese and soft dnnks)}were
chosen as t:he setting for understanding how brand strategies can create value for :
consumers., These product categories were chosen because they are the top two procht
categories f.or private label supermarket sales where the product category also includes a
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“leading” national brand. “Leading” national brand is defined in this study as a nationa;l brand

3

with greate;r than 20% of overall market share. ‘
\
|

Th:e product categories chosen for the study were intended to be similar, so that the
‘ i
second prc;duct category would provide a good setting for replication of the research fi;ndings

from the first product category. Although expected to be similar, there are some interesting
|

differences between the product categories which were noticed as consumers discussied

i

purchase and use experiences during the interviews. For example shredded cheese :tends
|
. to be used as an ingredient and is consumed privately, while soft drinks tend to be usz%d asa

|
stand-a]one product and are consumed both publicly and privately. In addition, shredded
|

cheeselis a} perishable item and tends to be purchased weekly, while soft drinks are nén-

‘ |
perishable i::md are more likely to be purchased in bulk when on sale. ‘

In 'Tlddition, the product categories chosen for investigation were low in consur:ner

involvement. It is anticipated non-brand as product associations might be even more i

important to consumers for. high involvement products. The limitations created by the <j:hoice

|
of product categories raise the question: was this a good setting for evaluating the pot;ential

of branding to create consumer value? Future research that examines additional pI’Odl.jICt -

categories will help to address this question. 3

i

Next, a specific use situation (product choice) was used as the context for‘heléing
consumersitalk about their preferred brand. Since consumer value is dependent on thje use
situation (Woodruff and Gardial 1996), it is likely that the attribute ievel brand associatibns

|

|
that were selected as most important (and which were then discussed in the interviews)
\
would vary by use situation. ‘

Acc{:ording to the consumer value literature, consumer value is created in large]‘ part

|
during the t‘xse experience (Burns 1993; Woodruff and Gardial 1996). Thus, one would

expect that/only a portion of the thoughts that are important to a consumer about a bra;nd

would be s<lalected as most important in the purchase situation. Future research that
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|
examines a'dditional use situations is needed to better understand how the findings from this
1
|
\
|
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i

study (such as the strong representation of brand as product associations and function;al

consequences) vary across use situations.
\

Fin{ally, after the elicitation phase of the interview, consumers were asked to choose

the attri :)utfe level brand associations that were most important to them in making the decision

J

to purch ascfa their preferred brand. Only the attribute level brand associations chosen a‘:1s most

important v[vere further discussed in the interview (this decision was made as a part of f‘he

research design to reduce the time that consumers were asked to spend in an intervie\;/v).
|

!
There is some evidence from this study that basing the laddering portion of the intervie“w on

the most important attribute level brand associations changed the proportion of the different

types of attribute level brand associations that were discussed. Figure 5-2 relates the

|

l

number|of each type of attribute level brand association elicited to the number of attribute

level brand associations chosen as most important by consumers. As evidenced from“the

figure, a much greater percentage of the brand as product associations elicited were chosen

as important. It should be noted that the number of brand associations elicited is stron;gly

\
influenced by the fact that the interviews prompted elicitations of all four types. Despite this

limitation, however, the graph below suggests the need for examining consumer thoughts

7
|
!

about attribute level brand associations other than those selected as most important.

|
|

Limitation§ of the Interviewing Method
I

.
I
!

In addition to the limitations discussed above, the interviewing method may ha}/e also

constrai nedt the ability of the study to address the issue of what consumers value aboujt
|

preferred brands. Although a pilot test was conducted which included 32 mini-interviev:vs, the

interviews prompts that were used to elicit consumer thoughts about attribute level braind

association,s were newly developed for this dissertation. One assumes that the prompfs used

i 1
to elicit consumer thoughts were non-leading and comprehensive; however, there is always

opportunity[for improvement. Future research in the area of method might address

1

alternative \;Nays to prompt consumers to talk about the attribute level brand associatiorps,

consequen(":es, and desired end states that are important when evaluating a preferred
263
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100.00%

50.00% Elicited

H Chosen as Important

Brand as Brand as Brand as Brand as
Product  Organization Person Symbol

Figure 5-2. Comparision of attribute level brand associations elicited with those
chosen as most important by consumers.

In addition, future research might focus on evaluating whether consumers are
including the totality of their thoughts about a particular brand in the interview discussions. If
the interviewing method used in this dissertation is to contribute to marketing knowledge, a
greater understanding is needed of the extent to which consumers are consciously or
unconsciously withholding information about important attribute level brand associations
and/or related linkages when talking about their preferred brands.

In addition, the interviewing method may have been a contributing factor to the weak
support found for hypotheses 4, 5 and 6. The same interview structure and time frame was

used for both buyers of national and private label brands, which may have prompted similar

numbers of value dimensions to be discussed by each consumer who was interviewed.




Summary of Limitations |

ThiTe, section has reviewed some of the limitations of the study, which should bt-'f
|

considered :when evaluating its contribution to marketing knowledge. These Iimitations;,'inhibit

the transferiability of the findings to a broader population of consumers as well as the ‘
applicabllity{ of the findings to other brands and product categories. In general, conduc’ifing
additional interviews that include a more representative sample of consumers and prefcfarred
brands in more product categories would allow more definitive and specific conclusions; to be

|
I'able 5-6 summarizes the limitatations discussed in this section and outlines specific

drawn.

directions for future research and investigation.

|
!
1
Priorities for Future Research i

I'he previous discussion suggests a number of opportunities for future research, all of
which build on knowledge gained from conducting this study. In fact, the role of brandir"ug in

creating consumer value is complex and requires much further examination. Because the
|

findings from this study suggest many avenues for additional investigation, it seems

necessary to suggest a set of research priorities, or areas where the greatest advantage can
. be gained from further theory development and testing. This section highlights four arejas for
further investigation that appear to have the greatest potential for contributing to market?ing

thought.

Further Examination of the Four Types of Attribute Level Brand Associations

The first area of research that seems to be a priority, based on the findings from this
study, is furt'her examination and refinement of the four categories of attribute level brarf;d
associati ons| suggested by the EVH framework (brand as product, brand as organizatiofn,
brand as|person and brand as symbol). The elaboration of the types of attribute level b:rand
associations that may contribute to consumer value is an important element of this resegarch.

Since the fi

ndings from the study support the four categories of attribute level brand

|
265 ‘
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Table 5-6. Summary of limitations and directions for future research.

v

:Proposed ‘Adjustments:t
inimize Limitation.

EVH framework is based on theory
rather than an empirical
exammatlon of consumer thoughts
about value.

Address the issue of how brand

strategies affect consumer value

with a focus on theory building
rather than theory testing.

Qualrtatrve research that }
examines consumer thoughts
about value without |
attempting to categorize !
thoughts according to a
previously developed
conceptual model. |

Sarnple demographics somewhat
drfferent than population
demographrcs

I

Screen participants according to
demographic characteristics
when selecting the sample.

Research involving additional
interviews with sample of
consumers that is more
representative of the
population of interest.

Stuldy focuses on buyers rather
than users.

Change recruiting location away
from the supemnarket setting, so
that a balance of users, buyers,
and buyer/ users are recruited
for the study.

Research involving addition?l
interviews that focus on brand
use rather than brand }
purchase (or choice) and
involve a representative !
sample of brand users. |

Small sample size.

Increase sample size and select
brands which are expected to
elicit a variety of types of
attribute level brand
associations and consequences
from consumers.

Further research/ consumer,
value interviews which can pe
combined with the data from
this study to begin building a
database of interviews that
focus on understanding
consumer thoughts about |
brand value, i

Product categories chosen for
mvestrgauon have somewhat
drfferent characteristics, which
Irmlts the opportunity for replication

of ﬁndm"gs

|

Select product categories that
are similar with respect to
consumer purchase patterns,
public versus private
consumption, and popular use
situations.

Further research that includes
an examination of additional
product categories.

Context of study limited to the
most |mportant conseguences for
consumers during the product
choice situation

Select additional use situations
and ways of selecting attribute
level brand associations for
discussion for future research.

|
Further research that includes
an examination of additional
contexts. i

Intervrew prompts were developed
as part of this dissertation and
have unfdergone limited testing
and evaluation.

Conduct additional testing and
evaluation of interview prompts.

Further examination of
altemative interview prompts;
additional research that uses
and evaluates the |
interviewing method used i |n
this study.
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| |

, associatior}ls included in the EVH framework, further investigation and clarification in this area

seems ap;?ropriate.

relative

In ,particular, it would be interesting to understand more about the nature, som"ce, and
!

stré—:-ngth (e.g., strongly versus weakly held) of the different types of attribute Ie‘vel

associations included in the EVH framework, as well as the timing of association }

develop

each type c|>f association are included in the dissertation; however, additional clarification

would be u’seful. Given the small number of brand as person associations observed uv the

study, a

consum

associations would be useful in developing frameworks that could aid marketers in
developing specific brand strategies. Future research should address such questions as:

|
what kinds|of marketing activities are more or less likely to create each specific type of

attribute

created

( ‘
|
me’nt (e.g., prior to versus during use). Conceptual and operational definitions for

|
|

worthwhile direction for further research is determining how better to encouraée
I

ers to talk about brand as person associations.

!

\

o

Next, understanding more about the source of the different types of brand ;
i

|

level brand association? Are certain types of brand associations more likely to be

. . . ' \
by multiple exposures to a single source or by multiple sources? Because thel

summary value hierarchies indicated that some national brand buyers found brand as symbol

associa

ions to be important in creating value, a promising direction in this stream of research

is to examine the role of marketing communications in creating brand as symbol associations.

a greate

. . i
Also, in order to guide the development of frameworks related to brand management,

r understanding of the relative strength (i.e., strongly vs. weakly held in consur;ner

memories) of the various types of associations would be advantageous. For instance, ‘are

brand assoFiations that are more strongly held by consumers more likely to contribute jto

consumer \{/alue? Do certain types of attribute level brand associations tend to be more

strongly|

types of

practitio ner's in developing the brand strategies that would utilize their resources most !

effective

\
held than others? Additional knowledge about the relative impact of the differe;nt

att'lribute level brand associations on consumer value would assist marketing |

ly. |
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F

inally, this dissertation did not specifically investigate the timing of brand asséciation
[

development (e.g., prior to use, during use, etc.); however, the literature (e.g., Aaker 1;996;

Pecorella, Plusker and Comstock 1993) suggests that brand associations created botH prior
‘ |

| .
to and during use may affect the value a consumer associates with a product or brand.l

memorable[ situations (also called formative experiences) in which the product or branq or

Brand asso[ciations that are created prior to a particular use situation often result from |

interest may have been present. Formative experiences may include being in a situati}on
where the brand was used as well as being exposed to a particular brand marketing

|

|

. . . . 1
communication effort, such as a commercial or advertisement. Because perceptions of the

brand as organization, brand as person and brand as symbol may be more likely to be;

|
\
|
formed prior to product use (Aaker 1991, 1996), the categorization of attribute level brand
|
2
1

associations developed in this dissertation would be much more effective if one knew:

» | The extent to which formative experiences contribute to consumer value
. |
. : \
e | The conditions under which a formative experience is most likely to affect \:/alue.

| 4

Further Exiamination of the Conditions Under Which Brand Strategies Can Affecti
Consumer Value ‘

|
In addition to providing more detail related to the categorization of attribute Ievél

brand associations presented in the EVH framework, future research is also need to ex“amine

the situations and conditions under which brand strategies are more or less likely to inf[uence

consumer value. This dissertation focuses only on one particular set of conditions, purt;:hase

behavior of|loyal buyers of a national and private label brand in two food-related producj:t

categories. [ Also, only the attribute level brand associations that were selected as “mos‘t
As described earlier, additional research is needed to increase the transferabiliry of
the researci[1 findings to a broader group of consumers, brands, and product categories}.

| i
| 268 |
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important” I:Ty the interview partiicpants were discussed.




Specifically, future studies might investigate the roie of brand strategies in influencing ,

consumer value across: |

e Situations (e.g., use, purchase, etc.)

e Types of users (e.g., loyal users, occasional users, former users, etc.)

e Brands (e.g., market leader, market follower, etc.), and

e Product categories (e.g., publicly consumed goods, privately consumed goods,
etc.)

* Segments of consumers (those who are focused primarily on price, those Ifor

whom price is less important, etc.).

Further Integratioﬁ of the EVH Framework with Customer Value Theory

The Extended Value Hierarchy (EVH) framework was developed based on a review
of the consumer value and branding literatures. It is intended to represent an extension of _
existing customer value theory. As such, and now that the framework has received initiial
empirical support, additional research is needed to show that the EVH framework is
consistent with existing theory.

A possible avenue of investigation in this area is examining the role of brand
strategies in contributing to desired (rather than received) value. As described in Chapter 2,
consumer value may be either desired or reLeived. Desired value represents preferen%:es for
certain value dimensions (i.e., attributes, consequences, and desired end states) basea on
positive outcomes that the consumer associates with the value dimensions. In contrast,
received value represents consumer evaluations of brand performances on key value
dimensions (Woodruff 1997). This dissertation has focused on understanding the role of
brand strategies in contributing to received value, but it is possible that brand strategies may

affect desired value as well. !

Another way that future research can more closely integrate the EVH framework with

existing customer value theory is by examining the relationship between the four types of
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attribute

level brand associations included in the framework, their contributions to consumer
|

value, and desired outcomes for the marketer (e.g., increased brand equity, loyalty, eté )-

This area of research has the potentlal to extend existing theory and to better explain the role

of branding in creating value for corporations as well as the consumer. For example, |f the

EVH framework can be used as a point of entry for understanding how brand assoc1at|9ns,

i
consumer value, and other outcome variables (such as brand equity and consumer loyalty)

are linke

d, this would be a valuable contribution to marketing thought. In addition, the ‘

|
interviewing method used in this study may represent an alternative to traditional Iadde:ring

interviews for initiating the customer value determination process described in Woodruif and

Gardial

Theory-Building Research

research
framewo
guided tf

question

1996).

Finally, the approach taken in this dissertation study and in the directions for future

discussed above is that of theory testing. In other words, for this study, the E}/H

|
rk (which was based on existing theory and developed prior to the collection of data)
\

ne research questions and hypotheses. An alternative way of addressing research
|

|
s regarding the role of brand strategies in creating consumer value would be tq‘ set

aside marketing theory and use the consumer interviews as the basis for understanding how

people talk about the brands that they value. In this scenario, conclusions about the role of

l

brand strategies in contributing to consumer value would emerge from the data (rather jthan

being dri

|
ven by theory and research propositions). This approach could then be used to build

theory related to the role of branding in creating customer value. Although the constru'f:ts

included

and usef

building,

in the EVH framework were supported by the interview data, it would be intere‘sting
\

ul to examine consumer value at the brand level from a qualitative, or theory |

\
perspective. This line of research has the potentlal to contribute to marketing \

thought by introducing new themes and perspectives that may extend marketing thought

related to the role of brand strategies in creating consumer value. In addition, the findings

J
J
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from a theory-building approach may suggest possibilities for improving the interviewing

method used in this study.

Summary of Research Priorities

The findings from this dissertation offer numerous interesting avenues for future

|

research. This section combines and organizes these many options for future knowledge

|

development into four major research streams, or priorities. Table 5-7 summarizes the

researlh priorities that are discussed above.

Summary of Discussion Chapter and Conclusion

In total, this chapter summarizes findings from the dissertation study and disc‘usses

l

these findings in the context of the consumer value and branding literatures. The discussion

that is presented highlights several potential contributions( of the research to marketing

thought. In addition, limitations of the study are noted and discussed.

Table 5-7. Summary of research priorities.

SSEriptionor
sed: Research

| Further exammatlon and refinement of the four Enhance understandmg of the nature, source, and

caflegones of attribute level brand associations relative strength (e.g., strongly versus weakly

suggested by the EVH framework (brand as held) of attribute level brand associations, as well

product brand as organization, brand as person
and brand as symbol).

as the timing of association development (e.g.,
prior to versus during use).

Further examination of the situations and
conditions under which brand strategies are more
or less likely to affect consumer value.

Provide understanding of the role of brand
strategies in influencing consumer value across
various situations (e.g., use versus purchase),
types of users (e.g., loyal versus not so loyal),
brands (e.g., market leader versus follower), an
product categories (e.g., public versus private
goods).

Increase transferability of research findings to a
broader group of consumers, brands, and product

categories.

o

Research that further integrates the EVH
framework with customer value theory.

Understanding of the effect of brand strategies on
desired (rather than received) value.
Understanding how brand strategies can enhance
consumer value to achieve desired outcomes for
the marketer (e.g., increased brand equity, loya‘ty,
etc.).

Theory-building research which would examine
consumer value related to preferred brands from
a qualitative perspective.

Introduction of new themes and perspectives thgt

may extend marketing thought related to the role
of brand strategies in creating consumer value.
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Overall, the contributions of the study (such as the development and testing oﬁ the
1

EVH framework and the insights regarding buyers of national and private label brands)

suggest that this research met its objectives, which are outlined in Chapter 1. The bull;< of the

\
IimitatioLs are a result of study design (and were anticipated) rather than being a resul‘t of

implementation. Thus, addressing the limitations of the study will require further research

|

and investigation. ‘

interesting directions for future research. Those that are priorities are listed below:

potentia
importan
addition,
strategie
equity. |

achieved

s Further examination and refinement of the constructs in the EVH framework

e Further examination of the situations and conditions under which brand

As might be expected, the findings presented in this dissertation suggést several

|
1

strategies may affect consumer value

e Further integration of the EVH framework with existing customer value the}ory
|

|
 Theory-building research which would examine what consumers value about

\
brands from a qualitative perspective. ‘
|

Additional research that examines consumer value as it relates to branding has the

\
to further the contributions made by this study. First, it may underscore the !

ce of understanding the value that consumers associate with preferred brandsi. In
it may provide direction to marketers who are charged with developing brand i
s that enhance consumer value, build consumer loyalty, and/ or increase branr#l

|
n serving as the springboard for these lines of furture research, this dissertation has

one of its most important original goals.
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Appendix A. Summary table of attribute level brand associations.

Assocn ntent of Attfibute Level
:Number:}" E rand Association R
101 X Caffeine !
102 X No caffeine i
103 X Sweet taste i
104 X Bubbly taste !
105 X Strong taste
106 X Taste
107 X Unigue taste |
108 X Sassafras taste i
109 X Good taste f
110 X Citrus taste {
111 X Smooth taste
112 X X Tastes the same as leading national brand
113 X Taste is not syrupy ‘
114 X X Consistent taste 1
115 X Tastes like real cheese |
116 X Creamy taste
117 X Shamp taste
118 X X Competitive price
119 X X Price
120 X X Low price
121 X X Price is lower than leading national brand
122 X X Frequent price promotions (sales, coupons)
123 X X More expensive
124 X X Consistent price
125 X Acid/carbonation
126 X Color
127 X Best overall product
128 X . Comes in glass bottles
129 X Comes in cans
130 X Comes in 2 liter bottles
131 X Cheddar cheesy smell
132 X X Consistency (product guality)
133 X X Consistent package
134 X Diet product / low or no fat
135 X Expiration date
136 X Fine shred or texture
137 X Thick shred or texture
138 X Texture of product
139 X Stringy texture
140 X Smooth texture
141 X Not dry in texture
142 X Pre-shredded
143 X Flavor selection
144 X Fresh product
145 X Not enough carbonation
146 X Greasy (store brand)
147 X Have herbs and seasonings in bag
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148 X Healthy ingredients (milk, less oil, natural)
149 X Consistent ingredients

150 X No moisture in the package

151 X No dust in bag _

152 X Resealable bag

153 X X Size of package

154 X X Variety of flavors

201 X Nice company employees

202 X____1 Available at Kroger

203 X X Clean store

204 X X Store guarantees the product

205 X X Company name is familiar

206 X X Company provides jobs for the Knoxville area
207 X Large chain

208 X Never heard anything bad about the company
209 X Well-managed company

301 X X Brand is concerned about me

302 X X Brand is consistent/ dependable

303 X X Brand is familiar

304 X Brand is honest presentation of what it is
‘305 X Brand is successful

401 X X Brand name is well-known

402 X X Commercials are everywhere

403 X Commercial with little girl 1
404 X Commercials show people drinking Coke i
405 X Involve the world in their commercials ‘
406 X Kraft Theater

407 X X Recognizable symbol and trademark

408 X Color of the Coke trucks

409 X | Colors on package as good as other brands
410 X Dark colors on the package

411 X X Familiar packaging

412 X X Good package design

413 X X Legitimate packaging / logo

414 X X Packaging doesn't look cheap

415 X Leader in soft drinks

416 X My grandmother only buys Coke

417 X X What | grew up eating / drinking

418 X Ritual of drinking at work

Il\lote: Attribute level brand associations coded in the 100’s represent brand
s product associations; codes in the 200's represent brand as organization
associations; codes in the 300’s represent brand as person associations;
d codes in the 400's represent brand as symbol associations.
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Appendix B. Summary table of consequence level brand associations.

it rand.Associat

Am ‘reoa'dy‘for work the next day

Avoid health problems

Better for your body

Big relief

Breaks the monotony of driving

x

Brings out the flavor of the food

Builds commaraderie with other drinkers

Burns as it goes down

Buy a little more of it

A
xIx<[<[x| |>¢|x|x[x|x|5 e

Can accomplish my plan for the day

1 Can avoid eating oil

Can be attentive with my learning

Can be creative

Can buy clothes

Can buy more (bigger quantities)

Can buy more dolls

Can buy on my lunch break

Can buy other things (Cokes or groceries)

Can buy something for the house

Can buy something for the kids

Can buy things other than food

Can concentrate better

Can cut corners

Can do all my errands there

Can do better at my job

b P Bad Bad Pad Pad Pad Pad Baq Bad Bad Pad b

Can drink more of it

Can eat healthy

Can eat more

Can enjoy something different

Can feed a family of five on my budget

Can feed my family

Can find it in a rush

Can find it in a strange city

Can find something that fits my need

Can getatan

Can get in and out of store quickly

Can get more done at work

Can get my nutrients

Can get on with my day

oy Bad B B Do I B Pad Do d Bad P Bad Bad o I B d N - d B D4 P2d d Do d I P24 B B4 P BT B4 P B2

Can get something extra for my children

Can get teeth fixed

Can get twice as much for the same price

Can give you bad side effects

Can go about my job/ get through my day

Can go golfing

Can go to garage sales

XU KKK X XXX X< X

Can go to Wal-Mart
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1048 X Can handle the kids

1049 X X Can have extra money in my pocket

1050 X Can have it in my refrigerator

1051 X Can keep the cans in my office/ not
refrigerator

1052 X Can keep your job

1053 X X Can make it to the next payday

1054 X Can make more meals with cheese

1055 X X Can make my car and mortgage payments

1056 X Can make my stomach cramp

1057 X Can offset growing appetites in my family

1058 X X Can pay off debt

1059 X Can pick a size that won't go stale

1060 X Can pick the cheese that goes best with my
meal

1061 X Can please everyone in my house

1062 X Can promise quality to my clients

1064 X Can really taste the cheese

1065 X Can recycle them

1066 X Can rely on my ingredients to be right

1067 X Can reseal bag when you don't use it all

1068 X Can see ingredients more easily

1069 X Can sleep longer

1070 X Can spend a relaxing evening with my
husband

1071 X Can stay in business

1072 X Can stay out in the sun longer

1073 X Can stop smoking

1074 X X Can take advantage of sales

1075 X Can talk to them while they are stocking
shelves

1076 X Can taste all the flavors in the dish

1077 X X Can tell they put time into their advertising |

1078 X X Can try something different

1079 X Can use my skills as a cook

1080 X X Can watch my weight

1081 X X Can wear bathing suits

1082 X. Catches your eye

1083 X Cheese doesn't dry up

1084 X Cheese doesn't go bad

1085 X Cheese is more appealing

1086 X Cheese is not stuck together in a lump

1087 X Cheese melts better

1088 X Conserve my energy

1089 X Cools me off

1090 X Do your part for the world

1091 X Does its job as an ingredient

1092 X Doesn't burn your nose

1093 X Doesn't clog your arteries

1094 X Doesn't detract from the meal

1095 X .| Doesn't fizz

1096 X Doesn't give you heartburn
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1097 X X Doesn't go on your hips

1098 X Doesn't have an aftertaste

109% X Doesn't leave me still wanting something
else

1100 X Doesn't mess up my day

1101 X Doesn't sink into the pizza sauce

1102 X Doesn't stand out on my food

1103 X Doesn't taste as good

1104 X Doesn't taste like an imitation

1105 X Don't buy food in store that | don't need to

1106 X Don't drink as much

1107 X Don't feel bad physically after | eat

1108 X Don't feel well physically

1109 X Don't get a headache

1110 X Don't get as tired

1111 X Don't get edgy

1112 X X Don't get sick

1113 X Don't get stomach cramps after drinking it

1114 X X Don't get your money's worth

1115 X Don't have extra cheese left over

1116 . X Don't have to brush my teeth

1117 X Don't have to change my grocery routine

1118 X X Don't have to cut back in other areas

1119 X Don't have to get out the cheese shredder

1120 X Don't have to go to another store

1121 X Don't have to go to the store as much

1122 X X Don't have to guess whether product will be
good

1123 X Don't have to put it in Tupperware

1124 X Don't have to take it back

1125 X Don't have to tell guests they are having a
different meal

1126 X Don't have to tell kids they can't have it

1127 X Don't have to think about buying different
cheeses

1128 X Don't have to wait as long for meal to cook

1129 X X Don't lose money on it

1130 X Don't risk having a bad meal

1131 X Don't run out

1132 X Don't snap at my kids

1133 X X Don't waste money

1134 X Don't waste my time buying something bad

1135 X X Don't waste time on routine things

1136 X Easier for my daughter to help me cook

1137 X Easier to digest

1138 X Easier to get it to spread out

1139 X Easier to get the taste out of your mouth

1140 X Easier to make dinner for my family

1141 X Easy to chew '

1142 X Easy to take to work

1143 X Eat less

1144 X Eliminates a step for you
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1145 X Food is more appealing

1146 X Food is more satisfying

1147 X Food tastes good

1148 X Fulfills a craving

1149 X Get full more quickly

1150 X X Get out of the store more quickly

1151 X X Get value for my money

1152 X X Get what you expect when you are buying

1153 X X Get what you want

1154 X X Give up some taste for the private label

1155| X Gives me a break in the morning

1156 X Gives me a citrusy feeling in my mouth

1157) X Gives me a filling sensation

1158 X Gives me a pick me up/ energy

1159 X Gives me milk substitutes

1160 X Gives me variety

1161 X Goes down smoothly

1162 X Goes well with the dishes | am making

1163 X Good for my environment/ community

1164 X Have dollars to give my child lunch money

1165 X Have done my job to keep me safe

1166 X Have to dab pizza with a paper towel

1167 X Helps me stay healthy

1168 X Helps me wind down (after work)

1169 X Helps me keep my costs down for clients

1170 X Helps my numbers for my business

1171 X X Helps me look better physically

1172 X Keeps families from having to apply for
assistance

1173 Keeps kids thin

1174 X Keeps me from having a diabetic reaction

1175 X Keeps me from spending as much money

1176 X Keeps me from wanting a cigarette

1177 X Keeps me out of crowds/lines

1178 X Keeps my kids from being addicted to sugar

1179 X Keeps my mouth from being dry

1180 X Keeps taxes lower

1181 X Kids don't complain about it

1182 X Kids don't spit up as much

1183 X Kids won't be dependent

1184 X Kids won't tear up the house

1185 X X Know brand is good to give your family

1186 X Know brand is in demand

1187 X X Know brand must be high quality

1188 X Know brand will have the same texture

1189 X X Know brand will taste the same every day

1190 X Know the cheese is fresh

11N X | Know the cheese won't be moldy

1192 X X Know company will stand behind its product

1193 X X Know the cost of it

1194 X Know the product is clean

1195 X Know what | am putting in my body
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1196 X X Know you are buying a store brand

119T X X Know you will make good use of your
money there

1198 X Lets me belch

1199 X Lets me save sugar for something special

| (eg cake)

1200 X X Lets you buy something big and fun

1201 X Looks cleaner

1202 X Looks more like a restaurant

1203 X Looks more professional

1204 X Lowers insurance costs

1205 X X Make good decisions

1206 X Make time to talk to my daughter

1207 X Makes a meal look better

1208 X Makes a meal taste good

1209 X Makes a Mexican dish more Mexican

1210 X Makes a party in my mouth

1211 X Makes cooking easier

1212 X Makes home a little nicer

1213 X X Makes life easier

1214 X X Makes me a better party host

1215 X ; Makes my business more profitable

1216 X Makes my meal a little different

1217 X Makes my mouth water

1218 X X Makes purchasing quicker

1219 X X Makes the brand seem familiar

1220 X Makes your food exciting

1221 X X Makes your money stretch more

1222 X Makes your mouth feel clean

1223 X Meal is more hearty

1224 X More attractive appearance

1225 X More consistent

1226 X More convenient to add to a recipe

1227 X More filling

1228 X More pleasant to drink

1229 X More portable

1230 X X More productive

1231 X Motivated to cook my own meal for dinner

1232 X My clients will use me again

1233 X X My clothes fit better

1234 X No bitter taste in my mouth

1235 X No gray hair

1236 X No one has died from drinking them

1237| X No taste

1238 X Not heavy on your stomach

1239, X People are eager to eat the food you make

1240 X Perform better in class or rehersal

1241 X Pizza has little pools of grease

1242 X X Pleasant in my mouth

1243 X Provides relief ,

1244 X Put less chemicals in your body

1245 X Quenches my thirst
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1246 X Reminds me to be alert

1247 X Replenishes me

1248 X X Safe to use

1249 X X Satisfies me

1250 X Satisfies my hunger

1251 X Satisfies my thirst

1252 X Save energy for important things in life

1253 X Save gas

1254, X X Saves money

1255 X X Saves time

1256 X X Saves frustration

1257 X X Saves resources

1258 X X Saves time for something special

1259 X Saves time when you are cleaning up

1260 X Saves waste

1261 X X Saves worry

1262 X Shocks my taste buds

- 1263 X Shows me that this cheese has a milk (not

oil) base

1264 X X Shows company takes time to make a
decent product

1265 X Smells good

1266 X Smooth going down my throat

1267 X X Something different for me

1268 X Sounds ltalian

1269 X X Spending money there is like an investment

1270 X Stays in refrigerator better/ fresher

1271 X Stays with me

1272 X Stuns you

1273 X Substitutes for exercise

1274 X Support Knox Co. schools (my work)

1275 X Tastes cool in my mouth

1276 X Tastes cool in the summer

1277 X X Tells you if it is same product as national
brand

1278 X Tells you if the cheese has been aged

1279 X X Think the brand is worth trying

1280 X Tingles in your mouth

1281] X Treat for my kids

1282 X Visible at work

1283 X Wakes me up

1284 X Want to help a company that helps others

1285 X X Will help me have money to retire

1286 X Will last longer

1287 X Won't have a hyperactive baby

1288 X Won't raise my daughter's blood pressure

1289 X Won't ruin my craving

1290 X X ‘Worth my effort to take home

1291 X X Worth paying a little extra for-

1292 X You get the full impact of the cheese flavor

1293 X X You know what the brand stands for

2001 - X Calms my nerves
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2002 X X Can buy from a company that cares

2003 X Can enjoy myself

2004 X Can see people grow in a positive way

2005 X X Can take pride in the product

2006 X X Don't feel bad about spending the money

2007 X Don't feel disgusting or uncomfortable

2008 X X Don't feel like | am being cheated

2009 X X Don't feel like | am giving money away

2010 X X Don't get in a bad mood

2011 X Don't get scared

2012 X X Don't have to worry

2013 X Don't have to worry about a recall

2014 X X Don't have to worry about choosing
between brands

2015 X Don't have to worry about it being moldy

2016 X X Don't have to worry about money as much

2017 X X Don't have to worry about trying something
new

2018 X | Don't have to worry about your food

2019 X X Enjoy my meal

2020/ X X Everything else in life falls into place

2021 X X Feel better about my diet

2022 X X Feel better emotionally

2023 X X Feel comfortable buying there

2024 X X Feel comfortable with the brand

2025 X X Feel confident in the product

2026 X Feel energized

2027 X Feel good about helping good people

2028 X Feel good about my meal

2029 X X Feel good about myself

2030 X Feel good about what you are eating

2031 X X Feel good about your purchase

2032 X X Feel important as a customer

2034 X X Feel less stressed

2035 X X Feel like a good shopper

2036 X Feel like everything is just right

2037 X X Feel like | am getting a deal

2038 X X Feel like | am indulging myself

2039 X X Feel like | am not wasting my money

2040 X Feel like | am supporting a smaller company

2041 X X Feel like | am valued

2042 X X Feel like | cut corners

2043 X X Feel like | have wasted

2044 X X Feel like | outsmarted the store

2045 X Feel like you can go on

2046 X Feel more refreshed

2047 X Feel more relaxed

2048 X Feel ready to go for my day

2049 X Feel resentful that we can't buy what we
want

2050 X X Feel that you have more choices

2051 X Feel that you have more wealth
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2052 X Feels like a change
2053 X Feels like paradise in my mouth
2054 X Gives me a feeling of relief
2055 X Gives me a moment to myself
- 2056 X Gives you an authentic feeling
2057 X Feel like | am connected to what is going on
2058 X | feel special drinking it
2059 X Keeps me from embarrassing myself
2060 X X Know Kids will be satisfied
2061 X X Know they will be there in future years
2062 X My security blanket
2063 X X Not afraid it will hurt me
2064 X X Not afraid to buy the product again_
2065 X Not afraid to drink it
2066 X X Not disappointed
2067 X X Not embarassed
2068 X Puts me in my comfort zone
2069 X X Reminds me of being a kid
2070 X Reminds me of mom
2071 X Simple pleasure
2072 X X Something | can rely on
2073 X Tells me company is considerate of vision
impaired
2074 X X Trust brand
2075 X X Trust the company
2076 X Wouldn't feel bad about getting a larger
package
2077 X X You don't worry
3001 X Don't have reputation of falling asleep at
work
3002 X Don't want to lose your friends over a meal
3003 X X Guests might think | am cheap
3004 X Helps my reputation as a cook
3005 X X My family is pleased
3006 X Grandmother is proud of me if | buy Coke
3007 X No one sees what brand of cheese | buy
3008 X ‘Not authentic
3009 X See yourself as different that non-drinkers
3010 X See yourself as similar to other drinkers
3011 X Shows | am open to new ideas
3012 X X Shows my children | love them
3013 X X Shows my friends | want the best for them
3014 X X Shows you are using common sense
3015 X X They might look down on me
3016 X You think of new possibilities for yourself
Note: Consequence level brand associations coded in the 1000’s represent
functional consequences; codes in the 2000’s represent emotional
consequences; and codes in the 3000s represent self-expressive
consequences.
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Appendix C. Summary table of desired end states.

‘Content:of::
ﬁ’dh a0 e
801 X X Balance
802 X X Better appearance
803 X X Better host
804 X X Can control my weight
805 X Can deal with things more easily
806 X Can get through my day
807 X Can live on my disability income
808 X Can pass my class
809 X Can rest at night
810 X X Can stay in graduate school
811 X Can take pride in the meals | cook
812 X X Can treat myself
813 X Comfort
814 X X Community/ local orientation
815 X Conflicts with Italian heritage
816 X X Connect with my past
817 X X Conservation
818 X X Consistency/ habit
819 X Contribute to society's welfare
820 X X Do well in areas of life that are important to
me
821 | X Don't give as much money to corporate
America
822 X X Enjoyment/ pleasure
823 X X Environmental concern
824 X X Good health
825 X X Good judgement
826 X X Good parent to my kids
827 X X . Good person
828 X X Good provider
829 X Good reputation as a businessperson
830 X X Happiness/ pleasure
831 X X Have no friends
832 X Have time to relax -
833 X X Helps me take advantage of what God has
- given me
834 X X Helps us get by on our (low) income
835 X X | am a good homemaker.
836 X X | am a wise shopper
837 X | am an opinion leader among my friends
838 X X | am content
839 X X | am making good decisions
840 X X | am responsible with my money
841 X X | did God's will for the day
842 X X Improve my relationship/ marriage
843 X X Keeps me in control
844 X X Knowledgeable
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845 X X Less hassle

846 X -Let me live more of life
847 X Lets me serve others

848 X X Live longer life

849 X | Loss of self respect

850 X Maintain a vegetarian lifestyle
851 X X Makes life easier

853 X Mom would be proud of me
854 X My hunger is satisfied
855 X My vice ("drug of choice")
856 X X Need fulfillment

857 X X Nice appearance

858 X X No surprises

859 X X Not in control

860 X X Not pleasant

861 X X Peace of mind

862 X X Personal safety

863 X X Pride

864 X X Pride in my heritage

865 X X Pride in my work

866 X X Productivity

867 X X Prudent

868 X Reassuring

869 X X Recognition

870 X X Reflects well on me

871 X Respect for family

872 X X Safety

873 X X Satisfies/ fulfills me

874 X X Security

875 X X Self-importance

876 X X Sense of being treated right
877 X Sense of belonging

878 X X Sense of equity

879 X Sense of freedom

880 X Something special for me
881 X X Stability in life

882 X X Validates you

883 X X Vanity

884 X X Variety

Note: Desired end state associations are coded in the 800’s.
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Appendix D. Summary codes for attribute level brand associations.

. Shredded.

S

=
2.

cio1

Caffeine
C102 X Taste/ flavor
C103 X Price
c104 Carbonation
C105 X Color
C106 X Product quality
C107 X Characteristics of packaging
C108 X Smell
C109 X Low fat
C110 X Texture
Ci11 X Shred
C112 X Freshness/ healthiness of ingredients
C113 X X Variety of flavors
C201 X X Employees
C202 X X Store facility/ locations
C203 X X Store guarantee
C204, X X Store name/ organizational reputation
C301 X X Brand is concerned/ cares about me
C302 X X Brand is consistent/ dependable
C303 X X Brand is familiar
C304/ X X Brand is honest
C305 X X Brand is successful
C401 X X Brand name/ image
C402 X X Commercials
C403 X X Logo/ trademark
C404 X X Meaning conveyed by packaging
C405 X X Past experience/ rituals associated with

the brand

Note: Attribute level

symbol associations.

prand associations coded in the 100’s represent brand as product
associations; codes in the 200s represent brand as organization associations; codes in the
300's represent brand as person associations; and codes in the 400's represent brand as
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ndix E. Summary codes for consequence level brand associations.

Helps me stay healthy

X

C503 X Breaks the monotony/ gives me something
different

C504 X Makes my food taste better

C505 X X Makes me more productive

C506 X X ___| Can buy more things

C507 X X Can save money

C508 X X Can drink/ eat more

C509 X X Easy to find/ access

C510 X X Can feed my family/ survive

C511 X Can give you bad side effects

C512 X X Can stay/ live within my budget

C513 X X Gives me choices

C514 X X Can please others

C515 X X Can reduce waste / recycle

C516 X X Less hassle

C517 X Can sleep /rest / helps me wind down

C518 X X Lets me treat myself

C519 X X Can accomplish my goals

C520 X X Can socialize more/ be more friendly

C521 X X Can evaluate the company/ brand better

C522 X X Makes me more attractive

C523 X X Makes me notice/ pay attention to the
brand

C524 X Makes my food more attractive

C525 X Makes me more refreshed/ cooler

C526 X X Can do good for others / my community

C527 X X Fills me up/ satisfies my hunger

C528 X X More convenient for me

C529 X Don’t drink as much

C530 X X Less risk for me

C531 X Lasts longer

C532 X X Get what you expect

C533 X X Gives me a pick me up/ energy

C534 X Safe for me to eat

C535 X Helps me avoid bad habits | have

C536 X X Good for my kids/ family to eat

C537 X X Know that the brand is high quality/ in
demand

C538 X X Consistent every time

C539 X X Makes my home/ life a little nicer

C540 X Makes my business more profitable

C541 X Makes my mouth feel clean

C542 X People are more eager to eat the food you
make

C543 X Makes my food less attractive/ appealing

C544 X Quenches my thirst
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C545 X X Saves time/ energy

C546 "X Shows me food is 'good for me/ natural
ingredients

C547 X Stays fresh longer

C601 X X Feel like the company cares about me

C602 X Calms/ relaxes me

€603 X X Makes me happy

C604 X X Makes me proud

C605 X X Comforts me/ less worry

C606 X X Makes me feel that | was treated fairly

C607 X X Reassures me/ feel better emotionally

€608 X X Gives me confidence

C609 X Energizes/ rejuvenates me

C610 X X Makes me feel like | am a good/
responsible person

C611 X X Makes me feel important/ wealthy/ special

C612 X X Feel like a new/ different person

C613 X X Makes me feel secure/ not afraid

C614 X X Brings back good memories for me

Ce15 X X Gives me something | can trust/ rely on

C701 X X Helps my reputation

C702 X X Pleases others

C703 X X Shows others that | want the best for them

C704 X X No one else sees what brand | buy

C705 X Differentiates me from others

C706 X Affiliates/ associates me with others

C707 X X Shows others | am an interesting, creative
person

Note: Consequence level brand associations coded in the 500's represent functional
consequences; codes in the 600’s represent emotional consequences; and codes in the
700's represent self-expressive consequences.
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Appendix F. Summary codes for desired end states.

T'Shredded|; Soft Sode T
‘Cheese " |:Drinks |0 7 2 Definition::
X Physical appearance/ beauty

Consistency/ habit

Connect with past/ heritage

Contribute to the welfare of society

Success in areas of life that are important to me

Pleasure/ happiness

Healthy/ long life

Good person/ provider

Comfort/ contentment/ balance

Survival

Wisdom/ leadership

Sense of personal responsibility

Loss of friends/ self-respect

Pride in self/ make others proud

Need satisfaction/ fulfilment

Peace of mind

Personal safety

Affiliation/ sense of belonging

Sense of fairness/ equity

Sense of freedom

b Dot Py I Pad Bad B Bad B bod Bad Dod B4 Bad P B g bq PV PR ¥4
P Pad Pad Bad Bad Pad boq Padq Pad bod Bod Dod P2 Poq Pod b4 R4 B0 B4 pod g B

Variety/ change

|
|
|
]
|
\
|
|
|
|
|
|
\
i
|
|
: — \
Glorify God/ spiritual peace \
|
|
|
|
|
|
\
\
1
|
|
|
|
Note: Desired end state codes are in the 800’s. \
|

|
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Amy Cathey was born in Knoxville, Tennessee on November 19, 1966. She attended

in Knoxville, Tennessee, where she graduated from Bearden High School in June, 1985.

eived a Bachelor of Arts degree in June of 1988 and a Master of Business Adr{ninistration

|
in May of 1990, both from The University of Tennessee, Knoxville. ‘

Amy has worked in market research in the hospitality and technology industriés and for

!
market research consulting companies. Amy’s interest in market research led| her to

enter the doctoral program in marketing, also at The University of Tennessee, Knoxvill‘e. As part

1
of her work in the doctoral program, Amy refined her research interests, becoming specifically

interested in understanding customer value. \

inthe D

\
During her doctoral program, Amy was a member of the Customer Value Reséarch Team

epartment of Marketing, Logistics and Transportation. She also served as project

manager for several customer value determination studies. These studies helped her learn about

a number of industries, including consumer packaged goods, consumer durables, business

1

services, insurance, business-to-business, and higher education. Amy received her dc;)ctoral

degree in August 1999,
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