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Exploring the Image of Retail's Brands In Taiwan

*

Ping-Hong Kuo® Tam Chan™ Wu-YiHan™

Abstract

Upgrade of commodity image is the key to continual development of retail brands and falls in the clamant need.
Before we go any further into awareness of how to upgrade commodity image, the vcrjr urgent lesson to us 15 1 We must
tell how the private brand held by Taiwan retailers position themselves in public mind. '

Through surveys and statistical analysis, we in the study probe into the image of brand names held by retailers in
three phases. Phase 1: Interview by phone the head of "commodity " or "planning” departments in the headquarters of 28
retail firms to find out their viewpoints and look into the development of retail's brands in Taiwan. Phase 2 : Study into
the impression on private brand's commedities of four retail branches of convenience stores, hypermarkets , supermarkets
and department stores toward respondents in three background categories as consumers, experts/scholars and business
comncerms. Phése 3 : Analysis into consumer-oriented variables, to study into retail's brands images over three consumer
related variables "sex", "marital status" and "age". Through such effort, we will look into positioning of private brand as
the grounds for retailers in upgrading their private brand.

In Phase 1 probe, we notice significant insufficiency in image promotion of retail brands. That is to mean the
necessity to further strengthen promotion. In Phase 2 analytical study, we noticed that the commodities of retailer's
private brands compose of factors of favor, compactness and quality. Convenience stores carry the image of favor and
compactness; department stores higher in quality and favor image. Hypermarkets convey less significant characteristics.
In phase 3 : We notice four factors forming retail's brands images as intimacy, compactness, quality and stability.
Consumers older, married, male in attributes show stronger cognition of private brand image.

The study conducts preliminary probe into retail's brands image, the fundamental positioning and key factors
constituting retail's brands image. It as well, compares consumer-oriented variables in retail's brands positioning. The

findings yielded in the study provide concrete grounds for promotion of retail's brands images.

Key Words: Retail's brands, Product image, Semantic differential.
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