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The Inflnence of Consummer Innovatveness, Price Consciousness, and Parcerved
Fask on Retaler’s Brand Evaluation of Prvate Brand
—A Case of Camrefour

Stdent : Guan-Vin Liou Adwizors ! Dr. Hui-Chung Yeh

Deparment of Business Administration
Wational Kachsiung University of Applied Sciences
Abstract

Prvate brand has won its popalarify o the consumer market worldwide Alhough
consumers have stoong intention to buy the products with privage brand in Taiwan, sales are
srill relatively weak, compare fo the market in the United States and seme European counfries.
It is, therefore. expected i provide practical recommendations to the owners i refailing
‘asiness to mprove their sales by undersanding the faciors that mizht afect consumers
parchasmg process on private brands fom the research findmgs.

Thiz smdy iowestgates the direct effects of consumer immowvativensss and price
conscicnsness on brand evaluation for a retailer’s private brands. This study also imvestizates
how perceived risk mediated the direct efect of consumer mnovativensss on brnd evaluanon
for povate brands. 191 effective samples from Camefour consumers are used amd the
hypothesis relationships were examined by Structoral Equation Mathod

The results shews that price consciousness and consumer nnovativeness have a direct
mnd positive effect oo the band evaluaton of the private baod; perceived risk has a direct
md pegative effact on the brand evahation of the private brand Fetailers could change
consumers” low perception on the private brand’s imape, by chanzing the private brands”
focus to oo its guality and price. Therefore, increase comsumers” sense of st oo prvate
brand. Innovative consumers’ purchase of private wand might be due to their interest of it
instead of a continaeus behavior Consumers mipht fee] novelty of the product if refatlers oy
fo create special features fior their private brands.

Eevwords @ private brands - consumer inmovativeness - price Consciusness - perceived msk -
brand evaluation
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