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ABSTRACT

Growing sales of Private Label Brands (PLBs) isaegk and global phenomenon which increasingly draws
scholars and managers’ interest. Simultaneouslyailexs are concentrating their effort at an intational
level. The purpose of this study is to investightedetermining factors of PLBs purchase in emeygirarkets
(EMs) and to propose and discuss a model that iateg these factors. So, we first review the liier@
regarding PLBs in relation with the internationaldmd and retail theory. We then derive some hymabehat
will be assessed by an exploratory study in thezilem retailing market in two product categoriegocery
and home appliances. Findings reveal that threennfatctors - Acculturation to Global Consumer Cuéur
(AGCC), Value Consciousness (VC) and store Couwfti@rigin Image (COI) - may directly influence PLBs
choice in emerging markets or indirectly via thedmtor effect of PLB Purchase Intention. Important
theoretical contributions of this study are propasia model that depicts PLB choice in emerging ties As

for managerial implications, retailers must be awathat determining factors of PLBs choice may diffe
depending on whether they are in Western countieim emerging markets. The cultural dimension &mel
store country-of-origin image must be taken int@wamt in consumers PLBs purchase in EMs as these
consumers tend to develop strong preferences feigio products.

KEY WORDS: PRIVATE LABEL BRANDS, INTERNATIONAL BRAND MANAGEMENT,
INTERNATIONAL RETAILING, ACCULTURATION TO GLOBAL CONSUMER CULTURE,
VALUE CONSCIOUSNESS, STORE COUNTRY OF ORIGIN IMAGEMERGING MARKETS.

INTRODUCTION

One of the most distinctive features of grocery katw is the extent and commercial success of rbtaihd
ranges which are now present in many product cdaS§s®ese product ranges changed over the past fyears
private label offering the consumer a lower quafitpduct brand alternative for a lower price tailebrands
offering a true quality brand alternative. This kexion reflects the application of a clear markgtapproach in
the retail environment [10]. Own label productsRrivate Label Brands (from now on PLBs) are defiasd
consumer products produced by, or on behalf odilezs and sold under the retailers’ own name add@mark
through their own outlets. The expansion of pridateel brands has been driven by many key factbnst, for
consumers, most previous research on private brautsess focused on consumer features such as
demographic characteristics, value consciousnegs pensitivity, etc. Second, for retailers, PLB&ned and
branded by them, generate higher margins, increasgrol over shelf space, and give retailers greate
bargaining power in the channel of distributioncBese of their exclusiveness, they also increase $taffic
and ultimately lead to customer store loyalty. Pleeformance of private label brands is reportedaity across
different product categories. According to ACNigisg], refrigerated food and paper products arengfr
players in private label sales, while personal @weds such as toothpaste and cosmetics hold ta#estm
market share. The inter-category differences mayirked to the effect of perceived product charasties
[26].
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The success of private labels has been even mgnessive internationally as private label volumarshof
grocery sales reached important parts in variougkets HoweverPrivate Label Brand market shares vary
across countries. In 2005, private brands held érécpnt of retail sales in USA, compared to 45 qent in
Switzerland and 28 per cent in Great Britain [1].

The focus on PLBs internationalization is a rekfjwrecent subject in the literature on internagiomarketing.

In fact, for decades, PLBs were not consideredraads but as sub-brands of poor quality and lowepri
imitating National Brands in their marketing stigite Consequently, our understanding of PLBs inrivd&onal
markets is limited [24]. Besides, despite provenatspic significance and wide acceptance of private|
products, most prior studies have been performethenUSA [38] [12] [8]. However, we believe thatis
paramount for the future of marketing science amdfe that we conduct more research in so-calhedrging
markets(EMs). According to Burgess and Steenkamp [9, 8],38Ms institutional contexts present significant
socioeconomic, demographic, cultural, and regutatiepartures from the assumptions of theories dpedl

in the Western world and challenge our conventionatlerstanding of constructs and their relations.
Therefore, we need to conduct more research in HM# to further advance marketing as an academic
discipline and maintain its managerial relevance.

The objective of this paper is to investigate festdetermining foreign PLBs choice in EMs basechmt the
international brand and retail literature and thepropose a simplified model of determinants oBBLchoice

in these markets. The remainder of this articlerganized as follows. First, we present a briefditure review
regarding PLBs in relation with the internationahtd and retail theory. Second, we present the fagiors
determining PLB choice in emerging markets andveesome hypotheses. Then, we present and discaiss th
proposed simplified model of PLB choice in emergmgrkets. Finally, we conclude with a discussiorthef
implications of the study, its limitations and segtions for future studies.

PRIVATE LABEL BRANDSIN INTERNATIONAL BRAND AND
RETAIL THEORY

International branding

In their study on international brand-name standatibn Alashban and al. claimed that “... the litara on
branding in an international context is somewhatrsg’ [4, p.38]. Given the increasing internatiaration of
firms, a reasonable expectation would be that matwnal branding should have important positionhimi
international marketing. However, many questioriseaabout international branding in the literatufest of
all, authors paid attention to the meaning of imional branding. According to Whitelock and Fat@43], a
review of the major works in the field suggestst ttteere has been no debate in relation to whatéhms
“branding” or “international branding” refer to eotly for many years. Therefore, the literature oteiinational
branding co-exists with the international marketiitgrature rather than finding a place within As a
consequence, many definitions of international Biragn have been proposed by some authors. For oestére
Chernatony and al. [14, p.10] talk about the “intgional brand-planning process” as one of thagcadf
decisions in relation to two elements of a brartte brand’s “core essence” (i.e. brand personalitg a
positioning) and the brand execution (trough, media and advertising). Let us precise that thiirdition
between brand core essence and brand executioarysugeful as far as international brand manages a
concerned. Generally, two points of view are opdasedefining international branding: a narrow care a
broad one. In the case of a narrow understandingtefnational branding, the term refers to brasdne
decisions at an international level. This view mamained current [4] but does not take into accalht
situations in which international brands are inealv By contrast, a broad definition internationgraling
refers to “the process of developing a firm’s braplity that appeals to overseas target consurpesstive
attitudes about the brand” [32, p.505]. But thisdater view raises the question of how this proiede be
operationalised. In order to give a more synthdgfinition of the term, Whitelock and Fastoso [43266]
propose the following definition of internationalanding: “international branding is field withint@rnational
marketing concerned with the challenges that comegaface when their brands cross national bordérese
challenges relate to the essence of the brandnmstef brand name, brand visual (e.g. logo, coloansl sound
elements (e.g. jingles, music) and brand persgfialitis definition is interesting in the sensésitmore precise
and refers both to the strategic aspect of thedyraamely “challenges” and to the marketing oneneilg,
“brand name”, “brand visual” and “sound elemeniierefore, this definition of international brangliwill be
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retained in our study. Another question is how tanage brands in an international context. Accordong
Onvisit and Shaw [35], international brand manag#nig relatively more complex than domestic bragdin
because it involves at least four levels of bragdand these decisions levels are: brand vs. nodbran
manufacturer brand vs. private label brand, onadss. multiple brands for the same market and dvaide
brands vs. local brands. Each of these decisioeldelvas advantages and disadvantages and managgrs m
combine them in an optimal way depending on mathatacteristics (heterogeneity/homogeneity or nurnbe
segment segments, market size) and consumer ok@stcs (price sensitivity, value consciousneds,)e
International brand management raises many quastir example, questions related to brand adaptas.
standardization arise in international markets [43&ditionally, standardization and adaptationemtrought as
binary opposites. However, today, standardizatiwh @daptation are more properly viewed as two edgeon

a continuum, with most companies adopting a styategmewhere between the twmmternational brand
managers confront also difficult questions whenedigping the ideal international brand portfoliypically,

the firm's international branding strategy is fodrhrough an evolutionary process that results fdawisions

to enter new country markets or expand productriofjs within an existing country [16]. These deuis
should provide strategic directions and indicatacthbrands should be emphasized at what level$én t
organization, how brands are used and extendedsgmduct lines and countries, and the extentrafich
coordination across national boundaries. This m®and outcome is termed the firmmgernational brand
architectureby Douglas and al. [16]. According to these authtine questions faced by the firm in developing
an international branding strategy depend on hohag expanded internationally and how its intecmeti
operations are organized. In this respect, somesfitike Coca Cola, have expanded through levegatiiair
domestic "power" brands in international marketsuplis and Fournioux support this type of
internationalization in the retailing sector [17]hey suggest that firms must first succeed in theimestic
market before their international expansion and tnmgssure that their domestic market advantagelsbail
transferable in the host market. Other firms sushNestle have traditionally adopted country-cemtere
strategies, building or acquiring a mix of natioaatl international brands. Such companies mustiddww far

to move toward greater harmonization of brands ssuntries and how to do so. However, some aithor
consider decisions related to what has been refeaas “brand architecture” as external to bragdinlicy,
even if they may affect branding decisions, as dranchitecture appears to be more closely related t
organizational decisions within a company [43, p]26

International retailing

According to Pederzoli [36], the retail sector basr the past years encountered a trend for a lpiiiffasion of
styles of consumption and increasingly similartattes amongst consumers. Therefore, to react ® thi
development, retailers are concentrating theirreffat an international level or even global level.fact,

in terms of retail company strategy, it is usefudi mecessary to take into account the internatidimaénsion as

a fundamental element of thinking and of strategittions. Theoretically, early studies or empiricaés have
documented a range of factors that motivate rétails to internationalize and illustrated the coexity and
range of influences on international retail decaisinaking. More precisely, Treadgold [41] identifieasrious
“push” and “pull” groupings of motives along maaeavironmental and micro-firm-level dimensions. Push
factors included, for example, industry competiti@eonomy, legislation, and domestic saturatiord pull
factors include, for example, economic and polit&ability in international markets and the oppaity for
profit in the foreign market [23]. In the 1990s,lIpiactors, i.e. international opportunities forogrth were
considered to be more important factors behindileetinternationalization. As a consequence, it bagn
recommended that research on the reasons foreretai€rnationalization must be viewed in termsnyérnal
factors specific to the organization, in additioneixternal environmental motives [42] [6]. Somehaus noted
that retailers more often internationalize to expocompetitive or differential advantage [42] [1&s Burt and
Mavrommatis note, “an original concept or a uniquel distinctive retail product, is the source ofmpetitive
advantage for global retailers” [11, p.398]. Adatiag to Hutchinson and al., for smaller speciadttailers with
international operations, differentiation is mart®sda niche strategy and brand recognition, whadu$es on a
narrow group of products, a clearly defined masdesttor, or a specific customer segment [23]. Caricgrthe
choice of foreign markets, two general theoriesettgped in international business are particulaglgwant. On
the one hand, the eclectic framework of foreigediinvestment may be a starting point for develg@ model

in retailing [40]. On the other hand, based upoe Hehavioral theory of the firm, models of a grddua
internationalization process have been proposethénretailing sector and have focused on the impéct
cultural distance [20]. As to PLB strategy in enieggcountries, one can expect large margin betvegedal
brands and local mainstream brands. According tgevland Yen [31], globally, three types of branditstgies
can be implemented in emerging countries (FiguréAg think that international retailers may usefubply
these strategies in emerging markets.
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FIGURE 1. WHERE TO USE WHICH SRATEGY ?
(Meyer and Yen, 2006, p.180)

Global Brand Strate Local Brand Strate(
Industry Industry
= technologydriven products. = culturally-embedded and context-
Global lifestyles brands specific products
Locality Locality
= culturally open and rapidly = Tradition oriented and nationalist
changing environments environments
Core competences Core competences
= product and brand based = process-based competences
competence

Multi-Tier-Strategy

Industry

= segmented industries (specially mass
market vs. premium segment)
Locality

= highly segmented locations (e.g. urban
vs. rural markets)

Core competences

= product/brand and process based
competences

First, a global brand strategy allows a focus @angtemium segment. This segment is often smallatitactive
because of the substantial purchasing power ofrtigglle class in emerging economies, even whereageer
incomes are low [30]. This strategy requires, f#stl foremost, a recognized global brand, alonp thi¢ ability

to communicate the brand’s values and to delivaliyueven under adverse conditions. Second, d lmeend
strategy allows companies to serve markets thatliistenct from global markets. In particular, a fholio of
local brands may not generate huge sales margintst ban build market share and lower unit costsigh
economies of scale and volume sales. Success imalss market requires operational capabilitiesufpsrt
low-cost strategy. Third, in a multi-tier stratedgreign entrants can combine global and local tisan achieve
synergies. This is especially appropriate in enmgrgiconomies where markets are highly segmenteti-fidu
strategies join global and local brands so thaallicands cater to the medium or low-price segmehthe
market, while global brands aim to the upper endiniplementing their strategies, retailers must meglect
local brands. In fact, in the past yediisms’ focus on the development of internationahits has had a
negative impact on local brands. Many brands haem leliminated from international brand portfolimg only

in the fast-moving consumer goods sector but atsanany other types of industry, including banking,
insurance, oil, and retailing [39]. However, congusnmay develop close relationships with local dsaaver
the years. Therefore, it may be useful to implengntulti-tier strategy in emerging countries. Butsuch a
case, Ming-Sung and al. suggest to distinguishrigiéaternational PLBs and Local Brands in orderatmid
any confusion [32]. In fact, emerging market constsnare supposed to make distinction between foreig
brands and Local Brands but not always betweeroNaltiBrands and International PLBs.
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FACTORSDETERMINING PRIVATE LABEL CHOICE
AND MODEL PRESENTATION

Three main factors for PLB choice in emerging caest

We must first of all precise that there are a gethof country classification schemes and the digaeoterm
“emerging markets” has been inconsistent in theketarg literature and practice. According to Bugesd
Steenkamp, emerging markets are broadly “couninié¥hich PPP-adjusted GDP per capita, convertddSo
dollar and smoothed for three-year currency fluidwes, are equal to or less the highest ranked topun
classified as “middle income” by the World Bankyremtly Equatorial Guinea ($19780)9]. The analysis of
the literature in the field of international brangiidentifies interesting patterns with past reseam terms of
authorship, analyses show that a clear majoritystftutions involved in research on internationednding are
either North American or European whereas instihgifrom other parts of the world have only plagedery
minor role in the development of the figldi3]. According to Nakata and Huang, this fact is veuyprising
given the economic significance of several Latinekitan Economies such as Brazil, Mexico and Argenti
[33]. Consequently, the need of further consumer rekeam emerging markets has been highlighted by many
scholars[30] [9]. Past research shows that emerging markets consumag attention to many factors in
purchasing products or brands such as value carswss [26] or the country of origin image [21].tCual
variables (Acculturation to Global Consumer Culthexe) are also depicted as main determinantsaafugt
choices in emerging countries. In line with pricesearch, we suppose that these different variables
(Acculturation to Global Consumer Culture, ValuenSciousness and Country of Origin Image) can imitee
consumers’ PLB choice in emerging markets.

Culture: Acculturation to Global Consumer Culture

Retailers are required, if they are to be succéssfuespond to the culture of their customersh# relevant
literature contains many definitions of culture,ist however undisputed that the culture of humaimgse
influences their decisions and behavior [18]. lotfahe different components of culture, (languagdigion,
values, etc.) influence the way in which individugderceive different things. For example, De Mamid
Hofstede posit that collectivism cultures are Iissly to exhibit preference toward PLB than indiualism
cultures, since collectivism cultures tend to rety extrinsic cues such as well-known brands [15kréfore,
brands may be better received by the people of rcplar culture if they are congruent to the crddu
perceptions of that culture. It is true that Hodets cultural dimensions (Collectivism/collectivism
Masculinity/feminity, Power distance and Performamcientation) are the most frequently used in istidf
culture [18]. However, there are many questionsuatize reliability and the validity of Hofstede inds and
about their applicability to individual-level analg. So, we think that other dimensions must bedtigated
especially in the marketing field which has notrbéee investigation field of Hofstede’s seminal oin this
paper, we use “Acculturation to Global Consumernt@el (hereafter AGCC)” as a cultural variable thmaty be
a determinant of PLB choice in emerging markets.

Consumer acculturation is a subset of acculturafmcusing on how individuals acquire the knowledglells,
and behaviors that are appropriate to consumeaureulAs with acculturation in general, consumeéacation
occurs along two-often conflicting-dimensions, tbathe original and mainstream cultures [13] [2Bjom a
consumption perspective, in certain situationss tesults in the direct adoption (without modifioa) of the
alternative (foreign or global) behavior (e.g.telconsumers in Third-World countries, global tgefs other
situations, this result involves mixing of alterimatbehavior with local elements, or hyper-ideotfion with
the culture of origin. Simply stated, Global ConsurCulture (GCC) is a “cultural entity not assoedhtvith a
single country, but rather a larger group generadigognized as international and transcending iddal
national cultures” [5, p.80]. Thus, in emerging kes, other things being equal, greater exposuf@G€ may
lead to greater foreign PLB purchase intentionamuice:

H1-1: The more consumers are exposed to the GlGbasumer Culture (GCC), the more they will have
intention to purchase foreign Private Label Braradatively to those who are not exposed to GCC.

H1-2: The more consumers are exposed to Global @oeis Culture, the more they will purchase foreign
Private Label Brands relatively to those who areexposed to GCC.
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Store Country of Origin Image

Retailer's image, as a mixture of tangible andrigthle dimensions with various meanings attributeca
retailer, is important in its internationalizatiom fact, as retailers in domestic markets are lbpieg their
brand image as a key of competitive advantage,paneaiation of the transferability of this imagecisicial
when moving into non-domestic markets [10]. Howeverthe case of PLBs, consumers in emerging msrket
may tend to focus on store country of origin imdgeause of PLB’s weakness of brand name (Jo and al.
2003). In other words, in emerging markets, consameay not evaluate the PLB product itself but thgly
use the country of origin image as a cue to evalilatquality.

The growth of hybrid (or bi-national) products imérnational markets has encouraged researchdustier
study the concept of country of origin image andjitee more attention to it. Although globalizatioan render

a product’'s country of origin less clear to constsné also gives managers more control over cimgptie
countries associated with the product [21]. Fotainse, several studies find that national or caltanimosity
can affect attitudes toward products or brandscatenl with particular countries. So, in certaircamstances,

it might be necessary to emphasize the origingftérdnt product attributes to avoid this animosityWe know
that brand can be a signal of quality, and the dsimns of brand image and its country of origineeff
consumer perceptions and preferences [34]. Culjumald economically, emerging countries differ digantly
from Western countries. For instance, several esudonducted in developed and mostly Western reatibow

a significant preference for domestic versus imgmbior foreign) products. However, preference foparted,
branded products over domestic ones seems to p@wang consumers in developing countries sugggstin
some reverse ethnocentrism [7] [21]. Thereforehwmothesize:

H2-1: The Store Country of Origin Image will havepasitive influence on foreign PLB Purchase Int@mtin
emerging markets.

H2-2: The Store Country of Origin Image will havepasitive influence on foreign PLB Choice in emeagi
markets.

Value Consciousness

Value consciousness is defined in the literaturétlaes quality one gets for the price one pays” [28hlue
consciousness implies consideration of qualityinatbsolute terms, but in relation to the priceagfarticular
brand. In fact, price and quality should be examhijpéntly since the concepts are interrelated. tealstein et al.
viewed price in relation with quality when they fied multidimensional aspects of price [28]. Forewple,
purchasing at the lowest price may be the bestcehfir some consumers, however, for others, prite w
respect to quality may be more important. Conttargommon perception that price is the premierdiaot PB
success, Hoch and Banerji found that quality ofi®Biwuch more important than the level of price disa in
determining the PLB category share [22]. This iatks that perceived quality is an equally imporfantor of
PLB success. Empirical research has confirmedvidlae-related measures are positively related t@@Ride
[12] [38]. Recently, Garretson et al. [19] and Kwand al. [26] provided further evidence that value
consciousness is strongly and positively relateattitudes toward both Private Label Brand andometi brand
(NB). Therefore, other things being equal, greatdue for money perceptions of PLB will lead to lég levels
of PLB Purchase Intention and PLB Choice:

H3-1: The greater the Value Consciousness, thaagréee PLB Purchase Intention in emerging markets.
H3-2: The greater the Value Consciousness, thaagréiee PLB Choice in emerging markets.

Proposed model of PLB choice in emerging marketdisclission

As mentioned above, the literature to date hastiitksh a humber of consumer factors correlated gitbre
brand preferences in various markets. However,teamat to integrate these disparate findings intsokd
model for better comprehension of PLBs’ purchasfagtors is lacking. Additionally, a number of mass
merchandisers, such as Wal-Mart and Target, hareased PLBs in many product categories other fitnaoh
such as apparel [24]. This fact reinforces the nedthve a PLB choice model, especially in emergnagkets.

A review of the literature reveals that the majoigf consumer factors correlated with PLB attituma be
classified in one of three categories: personflig} [18], perceptual [e.g. 19] and socioeconon®k[B8] [27].
However, these factors have been considered waffert of consumers in industrialized countrieseA®rging
market consumers experience alternatives lifestydesthink that researchers may focus their attenin other
factors such as culture and country of origin imagaddition to the prior factors.
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In the proposed model, there are three independaidbles: Acculturation to Global Consumer Culture
Consumer Value Consciousness and Store Countryiginmage (Figure 2).

FIGURE 2: PROPOSED MODEL OF PRIVATE LABEL BRAND CHOICE
IN EMERGING MARKETS
Acculturation to
™| Global Consumer
Culture
Category product
y
Consumer Value Foreign PLB Foreign PLB
Consciousness Purchase Choice
Intention
Y
Socio-economic variables
Store Country of
» Origin Image
Independant Variables Intermediate Variable Result

The premise of the model is that the three independariables influence foreign PLB choice direably
indirectly (mediated by foreign PLB purchase intemy. Note that in the previous literature, manysamer
perceptual variables have been identified to imfbge PLB purchase intention but the terms the tdpinB
Purchase Intention and PLB choice have been usectimngeably [i.e. 38]. Here, we decide to distisly the
two terms because we think that PLB Purchase liotemiay be a necessary but not sufficient conditibRLB
Choice. A review of the studies shows that a sigaift attention has been given to consumer peepdiward
price and quality of PLB in PLB Purchase Intentgince these factors have been identified as twthef
important reasons for purchasing PLB [22]. In theark on PLBs in the Korean retailing sector, Jid &uh
identified four main consumer characteristic fastmfluencing PLB intention, including price consasness,
value consciousness, perceived quality variationd @mnovativeness [24]. It has been shown alsohm t
literature that culture can influence purchaseniid®. For instance, Rawwas and al. demonstratadHighly
world-minded consumers will rate foreign/domestioducts higher/lower in quality perception thanstavho
are low in world-mindedness [37]. Since consumeqsosed to GCC may base their purchase on cues in
relation with foreign products, one can also expeditive relation between AGCC and store Countr@iagin
Image as hypothesized in the model.

Other variables may also have a moderating infleeno PLB choice. For example, socio-economic
characteristics will obviously have moderator effean PLB choice. In fact, numerous studies hatengited

to discover whether the propensity to buy PLBs ssoaiated with demographic and socio-economic
characteristics. According to Ailawadi and al., thenefits and costs of PLBs suggest seven demagraph
characteristics: income, employment status, childinehe household, type of residence, age, sekeduncation
[2]. Much research has hypothesized direct relatigps between these socio-economic characteriaticls
PLBs purchase. However, these hypotheses ofteroretye association for theoretical support. Fanexle,
income is expected to be negatively related to PuBhase, because higher-income households arpriess
conscious but in emerging markets, these housemégsbase their foreign PLB choice on Store Couafry
origin Image. Some literature suggests that there link between Private Label Brand success andogaic
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conditions. In this, according to Lamey and al..caasumers’ ability and willingness to buy goodsrdase
during economic contractions, they may want to eatime on their expenditures by reducing the quantit
bought or by economizing on price and given thatawerage, PLBs are priced 25-30% below natiorahds
(ACNielsen, 2005), they become an obvious candittagsvitch when the economic turns sour [27].

The moderating effect of category product on PLBagice has also been reported in prior research.v@yein
which consumers mitigate the risk to which they arposed is through their reliance on brand nanses a
heuristics. Therefore, when confronted with riskther than purchasing a Private Label Brand, coessimre
often motivated to select a National Brand as anfaf insurance. For example, convenience goods are
purchased frequently at low prices and with aelittbnsumer planning or shopping effort because #rey
considered as with low purchase risk [32]. Numbleauthors has recognized that the strength of tcpéar
influence may vary from product to product. Diffeteoroduct types have inherently different chanasties.
Based on the above discussion, we can hypothdsieptoduct category will moderate the relatiomsen
foreign PLB purchase intention and foreign PLB chkoi

CONCLUSION: IMPLICATIONS, LIMITATIONSAND ORIENTATIONS
FOR FUTURE RESEARCH

It is generally thought that the complex naturecofisumers’ decision making often makes it diffictdt
construct a theory which satisfactorily explaing thutcomes of these processes, i.e. consumersvibeha
Nowhere this has been true than with respect tsuwmers choice of PLBs in emerging markets. These
consumers are witnessing two opposing, yet simetiasly occurring and reinforcing movements: the
homogenization and heterogenization of culturegorétically, first, this study has proposed a sifigal model
that depicts determinants of PLBs choice in emergiarkets. The proposed model is interesting instese
that not only it recognizes the weight of some comsr factors in PLB purchase (relation price/qyakiut also

it tries to give importance to other factors thas mot been taken into account in the literatush @8 culture
and country of origin image in PLB choice. Secandtead of focusing on earlier conceptualizatiohsubture

in international marketing (Hofstede's dimensiors)s study proposes to explore the impact othdtual
variables (Acculturation to Global Consumer Culjuom consumer purchase behavior. Finally, reacting
scholars’ call for further studies in emerging neskin order to improve generalization of resus[B] [30]

[9], this study gives more understanding of conswmdéehavior in these markets. As for managerial
implications, retailers benefit from this study gaining an understanding of Ems consumers’ attitosard
Private Label Brands and learn what factors detesrfiLB choice. Following this study, retailers mietfirst
aware that determining factors of PLBs choice m#ferddepending on whether they operate in Western
countries or in emerging markets. Therefore, in rging markets, they should take into account théural
effect, such as Acculturation to Global Consumett®®e or the Store Country of Origin Image effeEor
instance, if prior research posits that in indasizéd countries high income households do nomnofierchase
PLBs because of their low price/poor quality petiep this may not apply to emerging markets where
consumers may be delighted to purchase foreign Ri&&ed on the store country of origin image. 8e, t
success of international retailers may vary dependin how congruent cultures of emerging markegsimar
comparison to those of their own country. Secdnahultinational retailers want to develop and leage PLBs

in their management, it will be important to exaeithe moderating effect of category product on PLB
preferences in emerging markets in which they dper@lobally, contrary to prior studies that empbas
consumer factors or category factors [i.e. 24% study shows that PLBS’ choice in emerging markefzend
not only on consumer-level characteristics and ategory-level characteristics but also on cultdaators.
This study is one of scarce studies on PLBs irctmext of emerging markets. It analyses and dissifactors
determining PLB choice in these markets. Howevegmains theoretical. Empirical studies in spediMs are
necessary to confirm determining factors of PLBichalrawn from the literature. First, it would bgetul to
conduct an exploratory study in order to have nieseghts about PLBs perceptions by EMs market comwss.
Then, measurement scales of the constructs in theelrmay be developed or adopted from the liteeatur
Second, quantitative research is of course desiratid would permit to assess the proposed modédityaFor
instance, Structural Equation Modeling can be ueseabsess hypothesized relationships between tistroots.
Besides, while the virtue of any model is the sifigation it provides through focusing on key factpour
model does not incorporate all of the interactiagtdrs. So, others determining factors may be trgeged in
order to improve the proposed model and to giveettieb understanding of PLBs perceptions in emerging
markets.
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