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Abstract 

Purpose: The purpose of this study are to ascertain the linkages between brand and customer loyalty towards 
store brands especially in Malaysia, to investigate the factor that contributes to brand loyalty to increase the 
number of brand loyal customer and to determine the factors influencing the success of store brand in the market.  

Significance of the study (Theoretical aspect): It is hope that this research may create a niche understanding of 
a relationship between store brand and customer loyalty in Malaysia. The findings of this study also can be 
added into current knowledge and literature for future reference.  
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Significance of the study (Practical aspect): This research is also essential in practical aspect where it can be 
used as a guideline for the newly developed company to market their store brand. Furthermore, the findings of 
this study can also be used by other organization to solve problems occur in the future resulting from aggressive 
competition in the market. Hence, they may improve their performance in providing the best product or service 
to customers. Besides, this study also will ensure that the attributes of customer loyalty strategies and customer 
loyalty program can be implemented in the store brand business such as Mesra reward card and Giant 
membership card. 

Keywords: Customer loyalty, Branding, Private label, Retailing, Store brand 

1. Introduction 

Today, as markets become more aggressive and competitive, many organizations realize the significance of 
retaining existing customers and some of them have came out with a variety of activities to build a long term 
relationship or in other words loyalty in their customers. In general, Uncles et al. (2003) defined loyalty as 
something that customers may demonstrate to brands, activity, services, product categories or stores. They also 
added loyalty is mainly a positive attitude towards brand that sometimes may lead to a connection with it. 
According to Yen and Gwinner (2003), the main driver to a consumer decision for joining into and preserving a 
long term relationship with an organization is their evaluation of the organization’s core product or services and 
the relational characteristics of the exchange. Moreover, Oliver (1997) stated, allegiance or loyalty is a deep held 
dedication to repurchase or re used a particular product or services in the future consistently and automatically 
causing repetitive same brand purchasing.  

At present, most of retailers are likely to develop store brand as it has high potential in obtaining loyal customers. 
Besides, brand is one of many factors that may influence customer’s purchasing behavior because of the 
uniqueness and specialty of the product. Store brand can be determined as private label, own label or retails 
brand as noted by Huang and Huddleston (2009). A good brand name or symbol should be able to deliver 
product image to its customers and has value added in it. As stated by Palumbo and Herbig (2000), an excellent 
store brand should be identifiable and recognizable by customers, which highlight important characteristics such 
as quality and value of the product. Furthermore, there are plenty of store brands in the market today that serve 
customers a variety of choices. So, retailers should be more creative and innovative in developing store brand in 
order to attract customers and differentiate their product with competitors. 

However, the linkages between stores branding and customer loyalty in terms of private label branding products 
in retailing still possess a vague picture in Malaysia. Consumers in Malaysia are hypothesized to purchase 
private label branding due to pricing instead of being loyal to these brands. This research is conducted in order to 
ascertain the relationship between store brand and customer loyalty in retailing in Malaysia.  

2. Literature Review 

2.1 Store Brand 

Store brands are the most successful brands in the world. In general, it is considered as commodities owned, 
private-labeled and established by companies where their main economic obligation is distribution as compared 
to manufacturing (Schutte, 1969). Nowadays, there are many well established store brands in the world such as 
Tesco, Carrefour, Target, Wal-Mart, PARKnSHOP and Kmart. Tesco as one of the leading food retailer in 
Europe had gone through an incredible growth during the 80s. On the other hand, a France origin store brand, 
Carrefour has developed many types of food product such as yogurt, cereal and pasta. Furthermore, Target and 
Wal-Mart are the most popular retailers in the United States. Target offers a variety of store brands like 
household and beauty product while Wal-Mart has produced grocery products’ brands like Great Value and 
Sam’s Choice. PARKnSHOP is known to be a leading retailer in Hong Kong that sells grocery product and 
lighting equipment whereas Kmart provides products like snacks, beverages and household products. 

2.2 History of Store Brand 

According to Herstein and Gamliel (2004), a scenario of the retailing phenomenon discovers five eras in the 
history of store brands which (1) the starting of store brands in the industry (1840-1860); (2) the power and 
influence of store band decline (1861-1928); (3) store brand’s reemergence and ascend (1929- 1945); (4) store 
brand become stable in the market for two decades (1946-1975); and (5) intense competition between store 
brands and national brands era (1976-present). 
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2.3 Elements in Store Brand 

Based on research, there are few elements associated with store brand such as price and perceived quality, brand 
image and innovation. 

2.3.1 Price and Perceived Quality 

Price and perceived quality are considered to be related with each other as stated by Elliot (1996), consumers 
also consider price discrepancies as quality indication. In general, consumers purchase private label brand 
because of its slightly lower price rather than the other brand such as national brand. In the other hand, Zeithaml 
(1988) asserted perceived quality as consumer’s perception in relation to product’s supremacy or fineness. It is 
because positive consumer’s perception towards store brand is very essential to make them stick with that 
particular brand. Furthermore, consumer prefers to stay with recognizable name, as brand name brings higher 
value or perceived quality. Aaker (1991) added, a favorable and excellent store should promise assurance of 
product’s quality. In addition, Azzato (2009) stated lower-income and middle-income households prefer to buy 
store brand due to its lower price. 

According to Dick et al. (1997) private label gives lower price because of the low manufacturing cost. It is due 
to inexpensive packaging and slightly lower overhead cost. Hence, consumers prefer to purchase store brand 
because of its cheaper price. Bellizi et al. (1981) and Cunningham et al. (1982) argued that households refuse to 
purchase store brand as they think that it is poor in quality. Thus, most consumers start thinking that store brands 
is not good in quality because of the lower price than national brand that gives premium price. Premium price 
can be defined as a highest price that consumers may pay. But, nowadays we can see that store brand is 
improving in terms of quality (Dunne and Narasimhan, 1999). So, many manufacturers compete with each other 
to serve a brand that provides high value but slightly lower in price in order to attract more people. However, 
most of the retailers claimed that store brand has the same quality level as the national brand but at the lower 
price (“Target up & up Brand Offers Great Quality at Lower Prices”, 2009; Boyle, 2009).  

In addition, Richardson in his previous research asserts that a successful private label depends on the way how 
retailers deliver product quality rather than low price to its consumers (Richardson et al., 1994). Nevertheless, 
today’s researchers claim that gap in price is no longer an issue in determining the success of store brand in the 
market (Hoch, 1996).  

2.3.2 Brand Image 

According to Tepeci (1999), a good and strong brand image which comprises of logo, color and motto is very 
crucial for all retailers and customers to differentiate one product from others. Undoubtedly, people nowadays 
purchase products based on their preferences and familiarity with particular brand image. As stated by Keller 
(1993), brand image can be determined as an opinion or awareness of consumers to particular brand that is 
influence by brand perception in their mind. They will evaluate the product for its quality (Sheinin and Wagner, 
2003). Thus, store brand that come with differentiation may gain advantages as consumers nowadays pursue 
brand uniqueness.  

Furthermore, because of special brand image, consumers may recognize that particular product is pleasing 
compared to its competitor (Schiffman and Kanuk, 1991). For instance, researchers propose that the largest 
hypermarket, Tesco, to enhance positive and encouraging store image. Based on Martenson (2007), the purpose 
of it in retailing is to build better consumer’s perception towards private label brand. Hence, a pleasing image of 
own label will creates customer’s satisfaction and at the same time leads to store brand loyalty.  

2.3.3 Innovation  

Typically, innovation can be said as an improvement or product’s update done by retailer in order to retain their 
customers. According to Tepeci (1999), consumer’s awareness and sensitivity must be taken into consideration 
before retailers make any changes or innovations on the product. However, there are certain consumers who may 
accept it and may not. When the innovation does not meet consumer’s expectation, the retailers may not be able 
to deliver the specialty of the product to the consumers (Aaker and Keller, 1990) and also cannot retain brand 
loyal customer. Tepeci (1999) added that there is a relationship between product innovation and brand loyalty. 

Moreover, by creating product differentiation, consumers will have less intention to switch to another brand. 
Innovation also will make product look different and interesting to be tried by customers and let them shop with 
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confidence. So, consumers will enhance the store image that gives the opportunity to the retailers to create brand 
extension. For instance, British largest hypermarket, Tesco has expended its store in United Kingdom by 
opening sub-brands such as Florence and Fred (Elms et al. 2010). Stamer and Diller (2006) concluded that 
retailers or product innovators should seek for new knowledge and understanding about how to innovate store 
brand effectively regarding to fulfill consumers’ demands. Thus, consumers will become loyal to that store brand 
and always craving for product’s innovation. Here, it can be hypothesized that product advancement or 
differentiation may contribute to brand loyalty. 

In light of the above discussion, retailers should be alert of all those elements in order to retain customers. It is 
because an excellent private label may leads to higher numbers of brand loyal consumers. Besides, they are one 
of the main foundations contributing to company’s revenue. In conclusion, brand loyalty becomes a very 
essential tool in sustaining loyal customers and to compete with other industry players. 

2.4 Customer Loyalty  

According to Gonring (2008), in the middle 1980s, loyalty was only identified based on product or service 
quality. However, in the late 1980s, loyalty had slowly transformed into customer driven and in the early 1990s, 
company started focusing on customers need and responding to their grumbles. In the late 1990s, company focus 
began to shift to competitors and they tried to produce product through generating latest and distinctive benefit in 
order to be competitive in the market. Now, in the twentieth century, this concept has evolved to its current stage 
where customer is their primary target. 

In addition, customer loyalty or customer allegiance can be described as a concept that has changed over year. It 
has a very broad definition and hard to define. Loyalty exists when customer becomes conscious and alert to 
particular products it may be perceived differently by the customer in term of service. According to Reichheld 
and Sasser (1990), loyal customer is a customer who continues to maintain a positive behavior towards the 
service provider. Based on few researchers, there is a significant relationship between loyalty and service quality 
provided by a company. Getty and Thompson (1994), there is a positive link between customer loyalty and 
customer satisfaction toward lodging experience and service quality in hotel industry.  

2.5 Elements in Customer Loyalty 

According to few researchers, satisfaction, brand equity, commitment and resistance to change and, trust are 
elements related to customer loyalty.  

2.5.1 Satisfaction 

There is a consensus amongst practitioners and academicians that customer satisfaction is a necessary precursor 
of loyalty (Cronin & Taylor, 1992; Gremler & Brown, 1997; Fitzel, 1998; Sivadas & Baker-Prewitt, 2000). 
There are several researchers that describe satisfaction as an emotion (Westbrook, 1980; Woodruff et al., 1983) 
whereas other researchers have reduced it to a purely cognitive comparison (Churchill & Suprenant, 1982; 
Bloemers & Kasper, 1995). Oliver (1997) defined customer satisfaction as the consumer’s response towards 
fulfillment, the degree to which the level of fulfillment is pleasant or unpleasant.  

Many researchers have proved that there is a positive relationship between satisfaction and loyalty (Oliva et al. 
(1992); Heskett et al., 1994; Kandampully & Suhartanto, 2000; Szymanski & Henard, 2001). Rowley (2005) 
added satisfied customer is likely to be loyal customer with or without the mediation of other antecedents. 
However, there are few researchers that disagree since they have proposed several moderators of satisfaction and 
loyalty which are experience, quality (Oliver, 1993), price (Anderson et al., 1994) and also value that can be 
defined as the ratio of perceived quality relative to price (Zeithaml, 1988; Dodds et al., 1991; Holbrook, 1994). 
Here, it can be suggested that, the higher the level of satisfaction in customer, the higher the level of loyalty will 
be. 

2.5.2 Brand Equity  

In general, brand equity can be described as a value associated to the brand. According to Aaker (1991), brand 
equity can be defined as a set of brand assets and liabilities that are linked to a brand, its name and symbol which 
derived from value provided by a product to a company or to that company’s buyer. There are many variables 
which related to brand equity such as public relation, symbols and packages (Aaker, 1991), company image, 
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slogans or jingles, warranties (Boulding & Kirmani, 1993), promotional effect (Keller, 1993), brand-naming 
strategy (Keller et al., 1998) and promotional effect. 

The management and measurement of brand equity remains arguable issues in the marketing literature (Keller & 
Lehmann, 2006). According to Aaker (1991), there are four dimensions of brand equity which are brand 
awareness, brand associations, perceived quality and brand loyalty. Brand awareness can be illustrated as the 
probability that a brand will appear in mind and the degree to which it does so. In addition, brand associations 
are everything which is connected to a brand in the customer’s memory such as country of origin (Pappu et al., 
2007; Yasin et al., 2007), store (Yoo et al., 2000), competitors (Biel, 1993), product (Bullmore, 1984), retailer 
(Pettijohn et al., 1992; Buchanan et al., 1999), company (Roos-Wooldridge et al., 2004; Blomback & Axelsson, 
2007; Martenson, 2007) or users with certain demographic or lifestyle characteristics (Fournier, 1998; Patterson, 
1999).  

Perceived quality on the other hand is described as a core aspect in the customer-based brand equity frameworks 
(Farquhar, 1989; Keller, 1993; Aaker, 1996; Dyson et al., 1996). Keller (1998) and Aaker (1991) added brand 
loyalty is one of the attributes of brand possessing strong brand equity. In summary, many researchers concluded 
that there is a strong positive relationship between brand equity and loyalty. Product with high brand equity will 
lead to customer loyalty. 

2.5.3 Commitment & Resistance to Change 

Commitment has been recognized as one of the essential mediating variables in developing customer loyalty 
(Morgan & Hunt, 1994; Garbarino & Johnson, 1999). Assael (1987) added brand loyalty can be defined as a 
commitment to a particular brand or brand-set deriving from certain positive behaviors toward that brand. 
According to Geyskens et al. (1996), commitment can be divided into two categories which are affective and 
calculative commitment. Affective commitment is the desire to continue the relationship that has been built 
between the firm and the customer since the customer already like the firm while calculative commitment refers 
to the desire to retain a good connection between two parties in order to avoid high switching costs. 

Furthermore, Taylor et al. (2004) argued that resistance to change is the basis for commitment as well as the core 
indication of commitment. In general, resistance to change can be defined as the customers’ attitude of refusing 
to turn to other firm’s brand. They also added resistance to change is the key factor to loyalty. In light of the 
above discussion, regardless to any types of commitment, it can be hypothesized that loyalty is positively linked 
to commitment and resistance to change.  

2.5.4 Trust  

In general, trust can be defined as a willingness to depend on an exchange party when someone has confident to 
that party. Trust also refers to an advantage received by consumers in long-term relational exchange with the 
organization (Gwinner et al., 1998). Many researchers have suggested that trust acts as a mediating variables in 
the satisfaction-loyalty relationship (Singh & Sirdeshmukh, 2000; De Ruyter et al., 2001; Chaudari & Holbrook 
2001). However, Berry (1993), Gremler & Brown (1996) and Taylor et al. (2004) stressed that trust acts as a 
basis of loyalty creation. Moreover, Morgan and Hunt (1994) also proposed that trust is a precursor to 
commitment which eventually will lead to loyalty. Here, it can be concluded, trust plays an important role in 
creating loyal customer.       

In summary, it can be concluded that customer loyalty plays a significant role in many businesses since years 
ago. Therefore, if the company can sustain their customer well, the customers will have less attention to switch 
to its competitors and keep being loyal to the company and eventually lead to high profitability. 

2.6 Relationship between Store Brand & Customer Loyalty 

Over the past few decades, retailing has been the biggest single industry in most countries with the grocery 
sector being the most essential in terms of contributing high volume of profit and value (Ailawadi, 2001). This 
situation has attracted more retailers entering the industry and caused aggressive competition among them. Due 
to that, a company’s success largely depends on the number of loyal customers in that company. Here, store 
loyalty can be defined as the repetitive buying behavior for either the same products or any other products at a 
certain store (Osman, 1983). 
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Monroe (1990) asserted that price verifies the product’s quality and the willingness to pay for the product 
(Zeithaml, 1988; Dodds et al., 1991). As noted by Pechmann and Ratneshwar (1991), consumers perceive 
product quality based on its price. In the other words, product with high price will provide high quality value and 
vice versa. However, Richardson et al. (1994) argued, there are no gaps in quality of store brand and national 
brand although there is a difference in price. This can be proved by previous researches which in assuring 
products’ quality, information and prior knowledge of product are more important than price. In addition, Kwon 
(1990) noted, store brands with good image are more favorable and create more loyal customers rather than store 
brands with less positive image. This is because brand image will influence them in selecting good brand (Dolich, 
1969). Johnson and Puto, (1987) added, brand image also may manipulate customers’ purchasing behavior. 
Therefore, a superior brand image will remain in their mind and enable them to differentiate the brand and 
eventually contributes to loyalty.  

Moreover, Reda (2002) suggested that store brands help department stores in distinguishing their products and 
increasing their sales revenue. Similarly, by creating something new to the product, retailers may gain double 
profit and finally builds long term relationship with the customers. Due to that, there are lots of retailers today 
continuously doing research regarding on several ways in improving quality of the store brand (Tajeddini, 2011). 
Thus, innovative or differentiated products have to be distinctive in the market in order to gain more satisfied 
customers (Holbrook and Hughes, 1998).  

In general, loyalty and repurchase behavior are influenced by consumers satisfaction (La Barbera and Mazursky, 
1983) that leads to low intention to switch to another brand. Additionally, customers tend to be satisfied when 
their needs and wants are fulfilled by the retailer. According to Pepe et al. (2011), in the previous study it was 
verified that satisfaction is really affecting repurchase intention. Hence, retailers should determine the driver that 
enhances customer satisfaction which leads to loyalty. 

Furthermore, Ambler (1997) typically stated that customer loyalty has a positive relationship with brand equity 
and brand image (Nielsen, 1992). Hence, a store brand with high brand equity will be very useful in gaining 
more brand loyal customers. Ambler also added customers’ habit and attitude towards a particular brand will 
enhance the store’s future profit.  

In addition, Bloomer and Kasper (1995) found that loyalty entails repetitive purchasing through a high 
commitment towards a certain products. Thus, commitment emerged when customers think that the connection 
with retailer is essential in sustaining it in the long term period. Consumers usually preserve a business 
relationship with the retailer because they want (affective commitment), need (calculative commitment) or 
supposed (normative commitment) to do so (Meyer and Allen, 1991; Gundlach et al, 1995). Moreover, 
commitment also acts as a useful construct in measuring the level of customer loyalty and forecasting future 
purchase frequency behavior (Dwyer et al., 1987; Morgan and Hunt, 1994). 

Incidentally, past researchers have shed light that customer trust to store brand influence store patronage because 
it positively related to perceived value and intention to be loyal (Guenzi et al. 2009). Here, it can be illustrated 
that when customers have trust towards a particular product, they will become loyal to that brand since they 
perceived high value from it. Crosby et al. (1990) added that trust essentially influence commitment and building 
intentions to continue long term relationship with the retailers. In summary, establishing a loyal customer base 
should become the ultimate goal of any business in order to ensure the profit and longevity of the business. 

3. Findings 

According to Elliot (1996), consumers usually use price gap as a quality indication. Furthermore, for them, a 
recognizable name becomes a consideration when thinking about the quality of certain brand. Azzato (2009) 
noted that most of household purchase store brand because of its inferior price. In addition, consumers perceived 
that store brand and national brand are same in terms of quality but store brand offers a little bit lower price. 
However, based on Bellizi et al. (1981) and Cunningham et al. (1982), households not choosing store brand as it 
gives lower price. Thus, they perceived that store brand is poor in quality. Basically, consumers tend to purchase 
store brand because of preference and familiarity of one’s brand. Shiffman and Kanuk (1991) asserted that a 
brand with good image will be more pleasing compared to others. Besides, brand image also helps to grow more 
consumer perception towards store brand. Moreover, innovation also has a positive relationship with loyalty. 
Consumer awareness and sensitivity are two things that need to be considered when making an innovation to 
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products (Tepeci, 1999). Hence, retailers may lower consumer intention to switch to another and might give 
them a chance to create brand extension. Conversely, Aaker and Keller (1990) noted that retailer may not be able 
to convey the uniqueness of the product if it is not suit to consumer’s expectation.     

Based on the research by Oliver (1997), he asserted that a satisfy customer will respond when their needs are 
fulfilled by retailers and thus, will create loyalty. However, in previous research, there are some mediators that 
influence the relationship between satisfaction and loyalty which are experience, quality, price and value (Oliver, 
1993; Anderson et al., 1994; Zeithaml, 1988; Dodds et al., 1991 and Holbrook, 1994). Based on Aaker (1991) 
and Keller (1998), brand equity consists of brand awareness, brand association, perceived quality and brand 
loyalty contributes to brand loyalty. They end up with conclusion that there is a positive relationship between 
brand equity and customer loyalty. According to Geyskens et al. (1996), commitment which comprises of 
affective, normative and calculative commitment contributes to customer loyalty towards one brand. 
Nevertheless, resistance to change can be considered as foundation of commitment (Taylor et al., 2004). 
Gwinner et al., (1998) noted that when consumers trust to one brand, they may enjoy the benefits for being loyal, 
but Morgan and Hunt (1994) asserted that trust is one of the antecedents which lead to satisfaction, then to 
loyalty.  

4. Discussion and Conclusion 

Nowadays, there are lots of store brands emerge in the Malaysian market such as Giant, Carrefour and Tesco. 
This is because store brand may give high profit margins to retailer. As a result, retailers are being aggressively 
competing with each other in producing their own store brands. However, there are certain authors claim that 
store brand does not impose any relationship to loyalty especially in store branding products. According to them, 
people tend to purchase store brand products due to its lower price and not because they are loyal to that brand 
(Steenkamp & Dekimpe, 1997; Uncles & Ellis, 1989). Corstjens & Lal (2000) noted, during economy downturn, 
most of consumers are prefer to choose store brand due to its slightly lower price. It is because, at this time their 
incomes typically dropped and caused them unaffordable to purchase national brand which is much more 
expensive. However, when the economy recovered, consumers tend to switch back to national brand.  

According to Bellizi et al., (1981) and Cunningham et al., (1982), many families reluctant to buy store brand due 
to the low quality owned by it. Additionally, Elliot (1996), Zeithaml (1988) and Aaker (1991) noted, low price of 
private label brand usually leads to low quality products delivered. Moreover, Dodds et al., (1991) suggested, 
price offered by one brand will determine its quality and consumers’ willingness to spend money for the product. 
In the simpler words, consumers are willing to pay for lower price products rather than the higher one and higher 
price products are considered to have high quality compared to lower price products (Pechmann & Ratneshwar, 
1991).     

Conversely, although store brand offers lower price than national brand, it still have the same level of quality as 
national brand (“Target up & up Brand Offers Great Quality at Lower Price”, 2009; Boyle, 2009). In addition, 
Dunne and Narasimhan (1999) stated, the quality of store brand is improving from time to time. Moreover, Hoch 
(1996) added, today, different in price between store brand and national brand in deciding the success of sore 
brand is no longer debated since it depends on the way retailers distribute the products’ quality, not the price 
(Richardson et al., 1994). Furthermore, Dick et al., (1997) added, the lower price offers by retailers is due to its 
lower manufacturing cost and lower overhead costs.  

There is a positive relationship between store brand and customer loyalty (Nielsen, 1992). Kwon (1990) added, 
private label brands with superior brand image are more favorable and at the same time generate more loyal 
customers rather than those with less positive image. It also manipulate customers in choosing good brand 
(Dolich, 1969) since customers tend to evaluate certain product based on its quality (Sheinin & Wagner, 2003). 
In addition, Tepecci (1999) asserted, superior and strong brand image will create products differentiation. 
Therefore, customers tend to be loyal to products which possessed high differentiation compared to others.  

Store brands with good innovation will produce more satisfied customers and eventually will lead to loyalty 
(Holbrook & Hughes, 1998). This is because it will create differentiation and increase company’s profit (Reda, 
2002). Thus, retailers should look for new information on a certain products in order to please consumers’ 
demands (Stamer & Diller, 2006). However, Aaker and Keller (1990) stressed, if the innovation made does not 
fulfill consumers’ wishes, retailers may not be able to retain brand loyal customers.  
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Based on previous study conducted by a few researchers, satisfaction is a significance antecedent of loyalty 
(Cronin & Taylor, 1992; Gremler & Brown, 1997; Fitzell, 1998; Sivadas & Baker-Prewitt, 2000). Moreover, 
Rowley (2005) asserted, satisfaction will eventually lead to loyalty with or without the mediating variables. 
Nonetheless, there are several authors opposed Rowley statement since they suggested few moderators exists 
between the relationship which are value (Zeithaml, 1988), experience, price (Anderson et al., 1994) and quality 
(Oliver, 1993).  

Besides, Morgan and Hunt (1994), Garbarino and Johnson (1999) and Assael (1987) suggested, commitment 
plays an important role as the precursor of customer loyalty. In addition, commitment also is used for forecasting 
customers’ future purchase frequency behavior (Dwyer et al., 1987 and Morgan & Hunt, 1994). Meyer and 
Allen (1991) and Gundlach et al., (1995) noted, commitment can be categorized into three different types which 
are affective commitment, calculative commitment and normative commitment. Moreover, Taylor et al., (2004) 
stated, resistance to change is an essential element influencing commitment and it will finally lead to loyalty.  

Furthermore, brand equity also is significantly related to customer loyalty (Aaker, 1991; Ambler, 1997). In 
addition, there are several variables that may influence brand equity for a certain store brand which are public 
relation, symbols and packages (Aaker, 1991), firm image, slogans or jingles, warranties (Boulding & Kirmani, 
1993), promotional effect (Keller, 1993), brand-naming strategy (Keller et al., 1998) and promotional effect. 
Last but not least, Aaker (1991) also added few dimensions of brand equity; brand associations, brand awareness, 
brand loyalty and perceived quality. 

By previous research, trust is positively related to customer loyalty (Berry, 1993; Gremler & Brown, 1996; 
Taylor et al., 2004). It influences customers’ patronage towards certain brands since it is significantly associated 
with perceived value and customers’ loyalty intention (Guenzi et al., 2009). However, there are few researchers 
stated that trust is only the mediating factor between satisfaction and loyalty relationship (Singh & Sirdeshmukh, 
2000; Chaudari & Holbrook, 2001).  

Based on Schwendemann (2009), nowadays many store brand products have exceeded the ratings of national 
brand in the market such as Kroger Mini-Wheats. This situation proved that consumers also are likely to be loyal to 
store brand. Hale (2010) added, there are five factors which influence customer fulfillment towards store brand; 
store convenience, store format and variety of selection, effective pricing and value for money, products quality 
and efficiency of loyalty programs provided.  

Additionally, Corstjens & Lal (2000) stated, the quality of present store brands are equal to national brand. It also 
has been used as a mechanism for retailers to create product differentiation, maximize their profits and 
eventually create loyalty among customers. In the other words, although store brands provide lower price to the 
consumers as compared to national brand, however, the quality delivered is still the same. Thus, it is worth for 
customers to try (Silverstein, 2010). Furthermore, De Wulf et al., (2005) asserted, store brand does not generate 
any differences in term of brand equity compared to national brand. It shows that store brand also has its own 
brand equity which may attract loyal customers. 

Moreover, Silverstein noted most of store brands are produced by firms that also producing national brand. 
Therefore, both of the brands will account the same level of quality. In addition, price differentiation between 
both brands may be narrowing since national brands realized that it essential for them to lower their prices in 
order to remain competitive in the market. Besides, customers are willing to spend more money for product 
which has good brand image regardless of the quality possessed (“Store Brand vs Name Brand”, 2010).  

Furthermore, Silverstein (2010) opposed what have been said by Corstjens & Lal (2000) in which people only 
will buy store brand during recession and switch to national brand when the economy recover. This has been 
proved by a previous study conducted by Silverstein whereby 93% of consumers who bought store brand will 
keep purchasing it although the economy recuperates. 

Based on Steenkamp and Dekimpe (1999), Uncles and Ellis (1989) and Corstjens and Lal (2000), customers 
more prefer to purchase store brand since it offers lower price and usually they not loyal to one brand. However, 
through our findings, this statement is wrong since we have found that there are other elements potentially 
influence customer loyalty towards store brand as discussed above. Initially, the situation of our research, we 
want to ascertain the linkages between store brand and customer loyalty towards store brand in Malaysia. 



www.ccsenet.org/ass                       Asian Social Science                     Vol. 8, No. 2; February 2012 

Published by Canadian Center of Science and Education 179

Obviously, there is an emergent need for this research in Malaysian retailing industry in order to attract more 
retailers to join the industry.  

Nevertheless, previous researches are still applicable for current practice in order to enhance the knowledge of 
private label brand. However, this research may be used in certain country that suit to its economic conditions. 
Eventually, upcoming research should develop the capabilities of store brand in competing with other brands 
because store brand also can generate higher revenue same as supreme brand. It is hoped that the above 
discussion will serve as a tool for future research regarding store brands. In addition, this research is beneficial 
for future work especially as a guideline in conducting primary data research since the research regarding to 
store brand is limited in Malaysia.  
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