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Abstract

The purpose of this study is to construct a structural model of consumers’ attitudes towards private labels of
discount stores and testing this model. Accordingly, three stores, which have operated in discount retailing
and largest store number in Turkey, were included in the study. Based on the Turkish Statistical Institute
Provincial Life Index report, the data were obtained from 14 provinces and 14 districts of these provinces,
randomly determined from the provinces where all three stores were located in the city center and at
least one district. The data obtained from 1230 respondents with a face-to-face survey and tested with
the Structural Equation Modeling (SEM) method using the AMOS statistical program. In the result of the
study, it was found that store atmosphere is the most influential variable to consumers’ perceived quality.
On the other hand, findings showed that price has the highest effect on attitude towards private labeled
products of the discount stores. Moreover, the model fit indexes result show that the use of the theoretical
model of the study is suitable for discount stores.
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Oz
Bu ¢aligmanin amacy, tiiketicilerin indirim magazalarinin 6zel markalarina yonelik tutumlarina iliskin bir

yapisal model olusturmak ve bu modeli test etmektir. Bu dogrultuda Tiirkiyede indirim magazas: olarak
faaliyet gosteren ve en gok magazaya sahip 3 magaza ¢alismanin kapsamina almmuistir. Veriler Tiirkiye
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A Structural Model Proposal for Attitudes of Turkish Consumers’ Towards Discount Stores” Private Labels

Istatistik Kurumunun illere gére yagam indeksi temel alinarak her {i¢ magazanin subesinin de bulundugu
ve tesadiifi olarak belirlenmis 14 il ve bu illere bagh 14 ilgede yerlesik tiiketicilerden elde edilmistir. Yiiz
yiize anket araciligiyla toplanan veriler, AMOS istatistik programindan faydalanilarak Yapisal Esitlik
Modellemesi (YEM) ile analiz edilmigtir. Calisma sonucunda tiiketicilerin indirim magazalarinin
driinlerine kars1 algiladiklar: kaliteyi en fazla magaza atmosferinin etkiledigi bulunmustur. Bununla
birlikte ¢aligmanin bulgularina gore, tiiketicilerin indirim magazalarinin 6zel markali iiriinlerine yonelik
tutumu en fazla fiyat etkilemektedir. YEM sonucunda ortaya ¢ikan model uyum indeksleri, ¢aligmanin
teorik modelinin kullaniminin indirim magazalari igin uygun oldugunu géstermektedir.

Anahtar Kelimeler: Ozel Marka, Algilanan Kalite, Algilanan Risk, Fiyat, Magaza Atmosferi.

JEL Siniflamasi: M30, M31, M39.

1. Introduction

Private labels are names owned by a retailer or wholesaler and used only by a particular retailer or
wholesaler (Berman et al., 2018). They emerged in the second half of the 19th century and have been
in the market over time as an alternative for national and international brands for consumers (Martos
Partal et al., 2015). Hence, the market shares of private labeled products have increased significantly
in the USA and Europe (plminternational, 2016). This increasing demand for private label products
also captivates researchers, and studies on the subject have been carried out in different countries
recently. However, in these studies, developing economies were not touched on sufficiently and were
focused on North America and Europe (Riboldazzi et al., 2021). Moreover, there are very few studies

investigating the attitudes of Turkish consumers towards private label products.

In this context, this study aims to propose and test a structural model on consumers’ attitudes
towards private labels of discount stores in Turkey as a developing economy. At the end of the study,

the following questions will be answered:

RQ,: Which features of discount stores affect consumers’ quality perception towards private label

products?

RQ,: Which features of discount stores affect consumers’ risk perception towards private label

products?
RQ,: Do consumers’ perceptions affect the attitudes towards discount stores’ private labeled products?

The study is organized as follows. In the next section, the concepts used in the study are explained, and
a conceptual model is created with the variables of the working model. Afterward, the methodology
section explains the scope of the study, its sample, measurement tools and analysis method. Then, the
findings attained as a result of the analysis are presented, and the study concludes with the discussion

and conclusion sections.
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2. Literature Review and Hypothesis Development

2.1. Store Atmosphere - Perceived Quality

The store atmosphere is the effort to design the store environment to create effects that will help
increase the customer’s probability of purchasing (Poncin and Mimoun, 2014). The store atmosphere
is more important for retailers than producers and wholesalers. Kotler (1973) claimed that the store
atmosphere is as important as the basic products and that there is a “silent language” to the retailer’s
communication with the consumers. Kotler (1973) stated that retailers could build their store
atmosphere on sensory elements such as visual, auditory, olfactory and tactile. On the other hand,
some authors (Miranda et al., 2005; Sirohi et al., 1998) considered the store atmosphere through
physical factors, such as the in-store placement of the products, the ease of access to the shelves,
etc. Atmosphere is crucial to retailers because the store atmosphere is one factor that affects the
consumers’ quality perception of the store’s products.

In previous studies, researchers revealed the effect of store atmosphere on consumers’ perceived
quality. Babin et al. (2004) found that atmosphere positively affected USA consumers’ perceived
quality. Baker et al., (2002) found that store atmosphere strongly affects university students’ quality
perception in the USA. Similarly, Dursun et al. (2011) showed that store atmosphere affects the
consumers’ quality perception of the store’s products. Vahie and Paswan (2006) revealed similar
findings, stating that atmosphere influences the consumers’ perceived quality of the store’s products.
In line with these findings, the first hypothesis of the study follows:

H.: Store atmosphere affects the consumers’ perceived quality to discount stores’ products.

2.2. Pricing Strategy - Perceived Quality

In the literature, price is addressed in two approaches, in terms of consumers and firms. For the
consumers, price is the cost incurred to obtain a benefit (Lichtenstein et al, 1993), while for the firms,
it is the value attributed to the product (Ahtola, 1984). In the context of the retailing industry, two
strategies have been generally used in pricing, namely promotional pricing and EDLP (Fassnacht and
Husseini, 2013; Kopalle vd, 2009; Trios and Hardesy, 2010). While promotional pricing is a strategy
generally used by hypermarkets, EDLP is the pricing strategy preferred by discount stores (Baran,
2019; Bardakci and Baran, 2019).

Discount stores reflect their low operational costs to consumers by offering their products at low
prices. In addition to the advantages of operating with low prices, there are some handicaps. Perhaps
the most important of these handicaps is that low price causes consumers to perceive that discount
stores’ products are low quality because price is one of the most important determinations of the
perceived quality (Zeithaml, 1988). Consumers generally evaluate a product’s quality by considering
the price of the product (AMA, 2021), consumers perceive a product as higher quality as the price
increases and lower quality as the price decreases (Aaker, 1991).
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Some researchers exhibited the effect of price on consumers’ quality perception. Agarwal and Teas
(2001) stated that price positively affected consumers’ quality perception. The study showed that
consumers think that the higher the price of a product, the higher quality of this product. Baran
(2021b) exhibited that the pricing strategy of discount stores has a strong positive effect on consumers’
perceived quality in Turkey. On the other hand, as the price decreases, so, too, does the product’s
perceived quality. Beneke et al. (2013) and Beneke et al. (2015) mentioned that price positively affects
the perceived quality of private label products. Dawar and Parker (1994) found that price is one of the
most important indicators of perceived quality in their studies. In the direction of these findings, the
second hypothesis of this study is as below:

H.: Price affects consumers’ quality perception.

2.3. Pricing Strategy - Attitudes towards Private Labels

In addition to being one of the most important indicators of quality, price is also a factor that affects
consumers’ attitudes towards private labeled products. Price is one of the most important tools
that firms use to pass on the message to consumers that their products or brands have different
characteristics than the competitors in the market (Ahtola, 1984).

The findings of studies have revealed the effect of price on consumers’ attitudes towards private
labeled products. Burton et al. (1998) stated that the price of private labeled products is one of
the determinants of the attitude towards these products. The study of Ahmad et al. (2014), which
covers Tesco’s private labeled products in Malaysia, showed that as the price increases, the attitude
of consumers towards private label products also changes positively. Similarly, in their study on
breakfast cereal in South Africa, Beneke and Zimmerman (2014) found that the price positively
affected consumers’ attitudes to private label products. Erdil’s study (2015) indicated that the price
positively affected consumers’ attitudes to private label products in Turkey. As a result of his study on
Thai consumers, Thanasuta (2015) revealed that the prices of private label products positively affect
the attitude towards these products. Zielke and Komor (2015) conducted their study in discount
stores and hypermarkets in Germany and Poland that deal with food, electronics, clothing and
cosmetic products. The findings exhibited that the price positively affects consumers’ attitudes to
private label products. With reference to findings of previous studies, the third hypothesis of the
present study was stated as follows:

H.: Price affects consumers’ attitudes to private labels.

2.4. Pricing Strategy - Perceived Risk

Pricing strategy has also affected the consumers™ risk perceptions, especially for discount stores
(Baran, 2021a). Bettman’s (1973) study, which included 123 housewives in the USA and covered
products in nine different categories, showed that the price has a negative effect on the perceived risk.
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According to the findings, as the price of the products in the categories increases, the level of risk
perceived by housewives against the product decreases, and as the price of the products decreases,
the level of risk perceived by housewives increases. Grewal, Gotlieb and Marmorsteins (1994)
study, involving 131 students in the USA, tested the effect of price on the perceived risk in a video
recorder. As a result, the authors found that similar to the findings of Bettman (1973), as the price
increases, the perceived risk by the students decreases, and as the price decreases, the perceived risk
increases. Narasimhan and Wilcox (1998) found that private label products are perceived as risky by
consumers, although the level of risk varies from person to person. Gonzalez-Benito and Martos-
Partal (2012) investigated the food, personal care and household goods belonging to 10 stores which
operate in Spain in their study. The study’s findings revealed that the price has a negative effect on
the consumers’ risk perceptions. Starting from these findings, the fourth hypothesis of the study is
expressed as follows:

H,;: Price affects consumers’ risk perception.

2.5. Perceived Quality - Perceived Risk

Perceived quality is the sum of consumers’ judgments about the overall excellence or superiority of
the product or brand (Aaker, 1991; Ophius & Van Trijp, 1995). Zeithaml (1988) defines perceived
quality as the set of feelings and thoughts developed by consumers about the product or brand during
the purchasing process. Perceived quality is different from actual quality. Actual quality refers to
measurable and verifiable excellence on some predetermined ideal standard or standard of product
or brand. However, perceived quality is the sum of judgments formed in the minds of consumers
about the product or the brand (Zeithaml, 1988).

The consumers’ quality perceptions are one of the important determinants of their risk perceptions
towards products or brands. Consumers perceive high-quality products or brands as less risky, and
products or brands with relatively low quality perception as more risky (Snoj et al., 2004). Studies
conducted reveal findings that support this claim.

Baran (2021b) revealed that perceived quality is an important antecedent of the perceived risk for
discount store customers. The author showed that as the consumers’ quality perception towards
discount stores’ products increases, the risk perceptions significantly decreases. Beneke (2012)
established that perceived product quality negatively affects the consumer’s risk perception. Beneke
et al. (2015) exhibited that the perceived quality of middle-income consumers in South Africa
strongly negatively affects their perceived risk to products. Kim and Lennon (2013) verified that the
consumers’ perceived quality against the online store negatively affects their perceived risk towards
this store in the USA. Snoj et al. (2004) found that the quality perceived by university students
against mobile phones in Slovenia has strongly negative affected their perceived risk. Hence, the fifth
hypothesis of the current study is presented as follows:

H.: Consumers’ perceived quality affects perceived risk.
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2.6. Perceived Quality - Attitude towards Private Labels

As mentioned before, perceived quality is the sum of judgments formed in the minds of consumers
about the product or brand. These judgments affect the consumers’ perceived risk towards a product
or brand as well as attitude towards such a product or brand (Baran, 2020). Many previous studies
have provided findings demonstrating this effect.

In their study, which includes five major retail stores in Spain, Calvo-Porral and Lang (2015) exposed
that the quality perceived by consumers towards private label products positively affected the attitude
towards these products. Cappliure et al. (2015) revealed that the perceived quality of private label
products positively affected the attitude towards these products. Konuk (2018) examined the effect of
the Turkish consumers’ quality perception towards organic products on their attitudes and revealed
that the perceived quality affects the attitude positively. In their study on coffee and detergent
products in Germany, Olbrich et al. (2017) executed that the perceived quality of private label food
and non-food products positively affect attitudes towards these products. Moreover, the effect of
perceived quality on attitude in private labeled products is more than the effect of quality on attitude
in nationally branded products. In this respect, the sixth hypothesis of the actual study is created as:

H_: Consumers’ quality perception towards products of discount stores affects their attitudes towards
private labels of discount stores.

2.7. Perceived Risk - Attitude towards Private Labels

The definitions of perceived risk, first used by Bauer (1960) in the field of marketing, focus on the
uncertainty (Cox and Rich, 1964; Truong vd., 2017) and loss (Marriott and Williams, 2018; Stone and
Grenhaug, 1993). In the context of uncertainty, perceived risk expresses the negative consequences
consumers will encounter after purchasing (Truong et al., 2017), while the context of loss is stated
as the sum of the losses that the consumer thinks can be incurred as a consequence of purchasing a
product or brand (Marriott and Williams, 2018). Whether in the context of uncertainty or loss, the
consumers’ perceived risk is one of the factors that affect their attitudes towards a product or brand.

In previous studies, Baran (2021b) revealed that Turkish consumers’ risk perceptions have a strong
negative effect on attitudes towards private labeled products. Batra and Sinha (2000) found that
as consumers risk perceptions increase, their attitudes towards private label products change
negatively. In the study carried out by Erdil (2015) in Turkey, it was found that the risk perceived
by consumers towards private labeled products negatively affected their attitudes towards these
products. In their study conducted in Spain, Gomez and Rubio (2010) examined seven stores, which
exposed that the consumers’ perceived risk strongly affects their negative attitudes towards private
label products. Semeijn et al. (2004) dealt with four different product groups belonging to three
retail stores operating in Dutch. They revealed that the risk perceived by consumers towards private
label products negatively affected their attitudes towards these products. Similarly, Sheau-Fen et al.
(2012), in their study, which investigated three large retail stores operating in Malaysia, disclosed
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that the risk perceived by consumers towards private label products negatively affected their attitudes
towards private label products. The findings of Wu et al. (2011) also indicated that the consumers’
risk perception strongly affects their attitudes towards private label products in a negative way in
Taiwan. In light of these findings, the last hypothesis of the study is as follows:

H_: Perceived risk affects consumers’ attitudes towards private labels of discount stores.

The structural model of the research, which was created in the light of the literature review and
hypotheses of the study, is presented in Figure 1.

Store
atmosphere

Perceived
quality

Attitude
towards private
label

Perceived risk

Figure 1: Theoretical model of the study

3. Methodology

This study focuses on consumers’ attitudes towards private labels of discount stores in Turkey as
a rapidly emerging market. The study involves three discount stores with more than 25,000 store
counts and are the most preferred (nearly 85%) discount stores by consumers in Turkey. The data
were gathered by a questionnaire from 1230 participants residing in 14 provinces and districts that
were determined randomly. The questionnaire was structured in two main parts. In the first part,
scales of the variables of the study were included. In this part, the store atmosphere scale, developed
by Koo (2003) and consisting of 4 items, was used (sample item; Products are well displayed at X).
Consumers’ evaluations towards prices of discount stores were obtained by using Zielke’s (2006)
price scale, consisting of 3 items (sample item, In the X, products are sold at low prices). Grewal et al’s
(1998) perceived quality scale was used to get the consumers’ quality perception towards discount
stores’ products (sample item, Products of X are durable in appearance). The perceived risk scale,
developed by Laroche et al. (2005) was used to gather consumers’ risk perceptions towards discount
stores’ products (sample item, Shopping at X is very risky). Finally, to measure consumers’ attitudes
towards private labels, the scale developed by Burton et al. (1998) was used (sample item, I feel good
when I buy X’s own branded products). All the scales were presented to participants as a 5-point Likert
type scale in the questionnaire, as it was easy to understand by the participants (Baran, 2020).
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The second part of the questionnaire involved from the demographics of participants (for example,
gender, household, age, occupation etc.). In the study, in addition to descriptive, the Structural
Equation Model was used to analyze data through the AMOS statistical program. The results are

presented in the next section in detail.

4. Findings

The gender distribution of the participants is equal (male 51,6% n= 635; female 48,4%, n=595).
According to the number of people living in the household, the lowest rate is the group of participants
with 2 or less households (%20,7), the participants with 4 or more households has the highest (29,3)
rate. In terms of age range, participants between the ages of 18-25 have the highest rate (n= 538,
43,74%), while the group of participants aged 56 and over has the lowest rate (n= 108, 8,78%). Over
30% data were obtained from all stores included in the scope of the study (BIM, 33.9%, n = 417;
A101, 32.4%, n = 399; Sok, 33.7%, n = 414). This is important due to the close representation of

discount stores to each other in the study.

Before proceeding to the SEM analysis, Confirmatory Factor Analysis (CFA) of the measurement

model was performed. Analysis results are presented in Table 1 in detail.

Table 1: CFA and Reliability Analysis of the Construct

Variable Item Factor Loadings Cronbach’s a AVE CR
ATT1 0,83
ATT2 0,82

Attitude ATTS 0.69 ,783 422 ,796
ATT4 0,21
ATTS5 0,49
ATT6 0,64
P1 0,66

Price P2 0,70 714 ,454 ,713
P3 0,66
ATM1 0,66
ATM2 0,77

Atmosphere 778 476 783
ATM3 0,71
ATM4 0,61
PR1 0,65

Perceived Risk PR2 0.76 812 529 817
PR3 0,79
PR4 0,70
PQl1 0,60

Perceived Quality PQ2 0,87 759 531 ,768
PQ3 0,69
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Cronbach’s a coefficients of all scales used in the study are above ,70 (store atmosphere ,778; price
,714; perceived quality ,759; perceived risk ,812; attitude towards private label ,783). Kline (2011),
Nakip (2013) and Nunnally (1978) stated that the a coefficient should be above .70 for the scale to be

considered reliable. In this context, it is seen that all scales used in the study are sufficiently reliable.

The values of the squared correlations of the scales” items, other than the fourth item of the private
brand scale, were calculated between .25 and .57. The squared correlation value of the item in question
remained below .04. Moreover, the items of the scales used in the study were analyzed with CFA, and
the fourth item of private label scale (In general, private labeled products of X are low quality), which
was found to be problematic among the items of all scales, was removed from the scale. After the
removal of this item, Attitude Towards Private Label Scale’s AVE value of the increased to .497 and
Construct Reliability (CR) value rose to .827. Average Variance Extracted (AVE) values for the scales
vary between .45 and .54, while all CR values are above .70.

According to the results of the fit indices of CFA regarding the construct validity of the model used in
the study (x% 796,435; df: 160; x¥/df: 4,978; p: <,001; CFI: ,856; RMSEA: ,060; GFI: ,929; AGFI: ,906;
SRMR: ,0655), it can be said that the construct validity of the study is at an acceptable level (Hooper
et al., 2008; Steiger, 2007; Stimer, 2000).

The correlations among the variables are presented in Table 2. Among the variables, it is found that
perceived risk has a low and significant relationship with price and atmosphere, while there is no
significant relationship with private brand attitude and perceived quality. On the other hand, it is

seen that variables other than perceived risk have statistically significant relationships with each

other.
Table 2: Correlation Coefficients among Variables
iPI iP iA'T'M iPR iPO
X, r 569" 1
X r 507" 476" 1
X, r -014 -,095" -069" 1
%0 r A64™ 389" 438" -019 1
X 3,29 3,50 3,46 2,74 3,38
S ,6964 7287 ,7436 ,8861 ,7637

X p<,001, Pp<,01, *p<,05

The effects among the variables in the theoretical model of the research are shown in Table 3. As
can be seen from the table, the highest direct and total effects among the independent variables is
the effect of price on attitudes towards private brands (3= ,613; f=,695, respectively). Among the
variables in the model, the highest indirect effect is the effect of the store atmosphere on the attitude
towards the private brand (=,101). On the other hand, among the mediating variables the highest
direct and total effect is the effect of perceived quality on attitudes towards private brands (5=,268).
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Table 3: Direct, Indirect and Total Effects among Variables of the Theoretical Model

Store atmosphere Price Perceived quality  Perceived risk
Direct effect 1375 274 - -
Perceived quality  Indirect effect - - - -
Total effect ,375 274 - -
Direct effect - -,154 ,048 -
Perceived risk Indirect effect ,018 ,013 - -
Total effect ,018 -,141 ,048 -
. Direct effect - ,613 271 -,056
P r;::it;g’:’el Indirect effect 101 082 003 .
Total effect ;101 ,695 1268 -,056

The results of the study hypotheses are exhibited in Figure 2, which includes the theoretical model.
Accordingly, our findings support all hypotheses except the fifth hypothesis of the study. Moreover,
among the hypotheses supported in the study, only the seventh hypothesis, which states that the
perceived risk affects the attitude towards the private brand, is at the ,05 significance level, while the

significance level of all the other hypotheses supported is ,001.

Store
atmosphere

Perceived
quality

Attitude
towards private
labels

Perceived risk

P p<,001, *p<,05

Figure 2: Theoretical model results

Fit indices results of the study model are shown in Table 4. Although the X?/df value is slightly above
the allowable level, it can be interpreted as moderately congruent. All other fit measurements are

within the acceptable range. This shows that the theoretical model created is convenient.
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Table 4: Fit indices of the theoretical model of the study

Current Acceptable

Indixes Values level Result Reference(s)
df 160
X? 812,863
) <001
X¥/df 5,08 <,05 Reasonable fit Siimer (2000)
NFI 1908 >0.90 Acceptable fit  Schumaker and Lomax, 1996; Tabachnik and Fidell, 2001.
TLI ,910 >0.90 Acceptable fit Bagozzi and Yi, 2012; Tabachnik and Fidell, 2001.
.. Cheung and Rensvold, 2002; Kunnan, 1998; Schermelleh -
CFI 925 090 Acceptable fit Engel e% al., 2003; Siimer, 2000; Tabachnik and Fidell, 2001.
RMSEA ,058 <,06 Acceptable fit Schreiber et al., 2006.
SRMR ,041 <,05 Acceptable fit Schermelleh-Engel et al., 2003.

5. Discussion and Conclusion

In this study, consumers’ attitudes towards private labeled products were investigated in Turkey. Data
were collected from randomly determined 14 provinces and a district of these provinces. In the
study, a questionnaire created by making use of the literature and a face-to-face approach was used.
The data obtained were analyzed with the Structural Equation Modeling in the AMOS software. The
findings of the study make important contributions to the literature in terms of both theoretical and
managerial aspects.

The findings of some studies (Babin et al., 2004; Baker et al.,, 2002; Vahie and Paswan, 2006),
conducted mostly in the USA as a developed economy, revealed that the store atmosphere affects
the quality perceptions of the consumers. This study supported the findings of previous studies by
proving that the atmosphere affects the quality perceptions of consumers in Turkey as a developing
economy.

Moreover, many previous studies exhibited the effect of price on consumers’ quality perception
(Agarwal and Teas, 2001; Beneke et al., 2015; Sweeney et al., 1999), risk perception (Gonzalez-
Benito and Martos-Partal, 2012) and attitudes towards private label products (Ahmad et al., 2014;
Thanasuta, 2015; Zielke and Komor, 2015) in different countries. The present study proved that a
similar situation is valid in Turkey and confirmed the findings of previous studies.

In the current study, it was also found that consumers’ perceptions of quality affect their attitudes
towards private brands. The finding is similar to the findings of the studies conducted in developing
economies such as Malaysia, China and India (Ahmad et al., 2014), as well as developed economies
such as Spain (Calvo-Porral and Lang, 2015) and Germany (Olbrich et al., 2017) and confirms
these findings. In the study, though not as strong as the perceived quality, it was also found that the
perceived risk negatively affects the consumers’ attitudes towards private label products. This finding
supports the findings of some previous studies (Gomez and Rubio, 2010; Rzem and Debabi, 2012;
Sheau-Fen et al., 2012).
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Perhaps the most interesting finding of the current study is that the consumers’” perceived quality
towards the products of discount stores does not affect their risk perception. Because, regardless of
the level of development, the findings of many previous studies (Benek et al., 2015; Kim and Lennon,
2013; Snoj et al., 2004) revealed that the quality perceptions of consumers have a significant effect
on their risk perception. However, the findings of our study, including discount stores in Turkey
revealed the opposite findings to previous studies.

The most important contribution of this study to the literature is that it reveals a model for consumer
attitudes towards private labeled products of discount stores. The SEM fit indices results of the model,
presented for the first time in the literature, showed that the model is a suitable and useful model.

In line with the findings, the study also offers important implications to managers. Our findings
revealed the effect of the store atmosphere on the perception of quality. In this sense, the right
strategies that managers should apply while designing their stores will make the quality perceptions
of the consumers towards the products of these stores positive.

On the other hand, the study’s findings showed that price affects both perceived quality, perceived
risk and attitudes towards private label products. Considering that discount stores operate with
EDLP, there are at least two alternatives for managers. First, discount store managers can practice
an optimal pricing strategy that, on the one hand, will not reduce the perception of quality, but on
the other hand, decrease the risk perception. However, this alternative means driving prices up and
operating with high prices, which contrasts with the philosophy of discount merchandising. The
second alternative is to persuade the consumer that the difference between discount stores and other
stores’ prices is not due to quality but to cost, as stated by Quelch and Harding (1996). The author of
the study suggests to the managers that the second alternative is pragmatic.

6. Limitations and Future Researches

As in every study, there are some limitations in this study. First of all, in the theoretical model of
the study, consumer attitudes towards private label products were tried to be explained with four
variables. Yet, it is highly likely that there are other variables that affect the consumers’ attitudes
towards private labels. Moreover, although the stores with the largest number of stores in Turkey are
included in the study, there are other stores that offer private label products to consumers.

In this context, in future studies, researchers can expand the model by adding new variables to the
model and use the model for other stores that are not included in this study. Moreover, this study was
carried out in Turkey as a developing economy. Researchers can compare the results with the results
of this study by testing the model in developed or underdeveloped economies. In this direction, it is
hoped that the present study will be a guide for future studies.
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