Table of Contents

Preface ... e \Y,
ACKNOWIEAGEMENTES.....ooiiiiiiii e i
Table Of CONENES .....ooiiie e IX
LISt Of FIQUIES ..ttt XII
LiSt Of TADIES ..o e XV
List Of ADDreviations ..........cocuiiiiiiiiiiie e XVl
A. INtroduction.........cccevciiiin e ————————— 1
1. Relevance and FOCUS. .......c.ciiiiiiiiiiiie e 1
2. Research Gaps and QUESHIONS .........ccooiiiiiiiiiiie e 6
2.0, OVEIVIBW. ...ttt ettt 6
2.2. Literature Gap and Relevant Research Domains............ccccevevveenienne 6
2.3. TheoretiCal Gap ......cocuuieiiiiiiiie et 14
2.4. MethodologiCal Gap........cvureeeiieiieee e 15
2.5. General Research Objectives ... 17
3. Structure of and Contributions by the Studies............ccccooieiiiiiiiieiis 18
3.1. Reciprocal Effects in Retailing..........cccooeiiiiiiiiiiii e 18
3.2. Competition Effects in Local Markets .........c..ccccoeeveeiiiiiiieeniee e, 20
3.3. Format Perceptions in Developed Markets and Emerging
COUNTIIES 1ottt 23
4. FUrther REMArKS .........ooiiiiiiiie e 25

B. Study 1: Reciprocal Effects of the Corporate Reputation

and Store Equity of Retailers ..........ccoooeiiiirinciniceeccreee s 27
I [0 (o Yo [8 T 1o o N 27
2. LIterature REVIBW ..........oiiiiii et 29

2.1. Studies Considering Concepts at Different Perceptional
LEVEIS ..t 33



Table of Contents

C.

1.

2.2. Studies Considering Concepts at One Perceptional Level................ 34
Conceptual Framework and Hypothesis Development.............ccccccovuennne 35

3.1. Hypothesis Regarding the Reciprocity between Corporate

Reputation and Retail Store EQUIty ..........ccoovieiiiiiiiiieee 36
3.2. Hypothesis Regarding the Effects of Corporate Reputation
and Retail Store Equity on Story Loyalty........cccccccviiiiiiienieeees 38
EMPIrical STUAY ....ooooeiiieeee s 40
4.1. Study 1: Cross-Sectional Study..........c.oceiriiiiiiiiiiiii e 40
4.1.1 Aims and sample deSigN .........ccccvveiiiiiieeiiniiee e 40
4.1.2 MEaSUIEMENT ...ccuviiiiiiiiiiiie et 42
4.1.3 MEthOd ... 44
4.1.4 Results and lImitations ... 51
4.2. Study 2: Longitudinal Study...........ccoiiieiiiiiiiiieie e 52
4.2.1 Aims and sample deSign .........cccccveeiiiiiieeeiiiee e 52
4.2.2 Measurement and method ...........ccceviiiiniiiii e 54
4.2.3 Results and lImitations ... 62
4.3. Study 3: Experimental Study .........coocoeeiiiiiiiiii e 63
4.3.1 Aims and sample deSign .........cccccveeiiiiiieeeiiie e 63
4.3.2 Measurement and method ...........cccceeviiiiniiiiiee 65
4.3.3 Results and lImitations ... 67
Discussion and CONCIUSIONS ............coiuiiiiiieiiee e 68
5.1. Theoretical IMmpliCatioNS........cc.eeviiiiiiiee e 69
5.2. Managerial ImpliCatioNS..........coviiiiiiiee e 70
Limitations and Further Research ..o 71

Study 2: Retail Branding and Local Competition: The
Importance of Retail Brand Equity and Store Accessibility
for Store Loyalty in Local Competition ..........ccccciiniiiiininiiiinnincieeeenns 73

[N oo [ T3 110 o 73



Table of Contents X
2. Conceptualization and Hypothesis Development...........ccccoooeeiiiiiiiennnnns 76
2.1. Conceptual Framework and Theory .........cccccoovieeiiiieniie e 76
2.2. Hypotheses on the Perceptions of a Focal Retailer and its
COMPELILOTS ...t 79
2.3. Hypotheses regarding the Effects of the Objective
Characteristics of Local Competition..........ccccccooeiiiiiiiiiiiieiiieieene, 82
3. EMPIrical STUAY ..o 86
3.1, SamPIE DESIGN ... s 86
3.2, MEASUIEMENT.....ciiiiiiiiiiiie et 87
3.3, MELhOG. ... e e 89
34, RESUIS ...t 93
4. Discussion and CONCIUSIONS ........ccoiueiiiiieiiiieiiee et 97
4.1, Summary of FINAINGS......ccuiiiiiie i 97
4.2. Theoretical Implications..........ccooociiiiiiii e 97
4.3. Managerial Implications...........coooiiiiiii e 99
5. Limitations and Further Research ............cccccoiiiiiiiniieece 100
D. Study 3: International Transfer and Perception of Retail
Formats: A Comparison Study in Germany and Romania................ 103
1o INEPOAUCHION ...t 103
2. Retail Format Transfer and Perception ..........cccccveeeiiiiiiiiiiiiiiiiicceeeeeee 105
3. Conceptualization and Hypothesis Development............ccccoceerniinennnnn. 108
3.1. Perceptions of Format-specific Attributes............cccoooeiiiinnnnnen. 109
3.2. Format-specific Attributes as Antecedents of Retail Brand
EQUITY e 112
3.3. Retail Brand Equity and Store Loyalty........cccccceeiiiiiiiiiii 114
4. EMPINCal STUAY ..oeveiiiiiiie e 115
4.1. Context and SAMPIE ........coiueiieeeiiiiee e 115
4.2, MEASUIEIMENT. ..ottt 117



Xl Table of Contents
4.3, METhOG. ... . e 119
5. RESUILS ... 123
T I o0 111 o] o SR 128
7. Limitations and Further Research ............ccccccoiiiiiiiiiiic e 131
E. Final REMArKS ..o s s 133
1. Discussion and CONCIUSIONS .........ooeeiiiiieeeiiiiieeeeeeee e 133
1.1, Core RESUIS......ooiiie e 133
1.2. Research and Theoretical Implications ...........ccccccooeviiiiiiiiinienneenn. 137
1.3. Managerial Implications..........coocciiiiiiiie e 140
2. Further RESEarch ..o 143
I & =Y =1 (=Y o - 147
(CT Y o] o =Y ¢ T 1" PSS 175
1. Exogeneity Test of Instrumental Variables...........cc.ccccoviiiiiiiiiininene 175
2. Cover Studies of the Experimental Design .........ccccceeeiiiveeiiceee e 177
2.1. Cover Stories Concerning the Fictional Retail Brand...................... 177

2.2. Cover Stories Concerning the Real Retail Brand.............ccccceenee.. 179



2 Springer
http://www.springer.com/978-3-658-01595-4

Retail Branding and Store Loyalty

Analysis in the Context of Reciprocity, Store
Accessibility, and Retail Formats

Berg, B.

2014, XX, 180 p. 9 illus., Softcover

ISBEN: 978-3-658-01595-4



	Table of Contents



