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ABSTRACT 

Title 

The Impact of Immediate and Delayed Monetary Promotions of Private Label Brands on 

Purchase Intention - Exploring the Role of Customer Perceived Value  

Author 

Catarina Isabel Arsénio Neves 

More and more customers are choosing to buy private label brands instead of national brands, 

and Portugal is a good example with a market share of store brands around 33% in recent 

years. Aligned with this phenomenon, customers are also buying a lot of their grocery 

products with some type of promotion. This forces brands to develop a very dynamic 

promotional plan, and the days when national brands were the only ones doing promotions are 

long gone. Nowadays store brands invest a lot as well in offering price discounts. As such, the 

purpose of this dissertation is to understand the impact of these monetary promotions 

performed by private label brands on purchase intention, differentiating between two discount 

levels and two gratification timings, and exploring the role of customer perceived value. 

In order to study this interaction, a pretest was conducted to more accurately define the 

stimuli, followed by a survey with five different promotional scenarios, including a control 

group with no promotion, for two product categories – shampoo and milk. The results from 

the survey indicate that monetary promotions of private label brands do not impact customers’ 

purchase intention. Relatively to the type of discount it is clear that a high immediate discount 

is preferred over all the others, but only under an immediate scenario do customers favour a 

high over a low discount. Retailers should rather invest in improving their brands’ perceived 

value, which does strongly impact customers’ purchase intention positively.     

Keywords    
Sales Promotions; Private Label Brands; Immediate and Delayed Price Discounts; Purchase 

Intention; Perceived Value  



 iii 

SUMÁRIO 

Título 

O Impacto de Promoções Monetárias Imediatas e na Próxima Compra de Marcas Próprias na 

Intenção de Compra – Explorar o Papel da Perceção de Valor do Cliente 

Autora 

Catarina Isabel Arsénio Neves 

Cada vez mais os clientes estão a comprar marcas próprias em vez de marcas de fabricante, e 

Portugal é um bom exemplo, com uma quota de mercado de cerca de 33% em anos recentes. 

Em linha com este fenómeno, os clientes também estão a adquirir muitos produtos com algum 

tipo de promoção. Isto obriga as marcas a desenvolverem um plano promocional bastante 

dinâmico, e os dias em que as marcas de fabricante eram as únicas a fazerem promoções já lá 

vão. Atualmente, as marcas próprias também investem muito em descontos no preço. Assim 

sendo, o objetivo desta dissertação é compreender o impacto destas promoções monetárias de 

marcas próprias na intenção de compra, diferenciando entre dois níveis de desconto e dois 

tempos de gratificação, e explorar o papel da perceção de valor do cliente.  

Para estudar esta interação, foi feito um pré-teste para definir os estímulos de forma mais 

precisa, seguido de um questionário com cinco cenários promocionais diferentes, incluindo 

um grupo de controlo sem qualquer promoção, para duas categorias de produto – champô e 

leite. Os resultados indicam que promoções monetárias de marcas próprias não têm impacto 

na intenção de compra do cliente. Relativamente ao tipo de desconto, um desconto elevado 

imediato é preferível em relação a todos os outros, mas apenas num cenário imediato é que os 

clientes preferem um desconto alto em vez de um baixo. Os retalhistas devem investir na 

melhoria da perceção de valor das suas marcas, o que influencia positivamente a intenção de 

compra dos clientes.     

Palavras-chave 
Promoções; Marcas Próprias; Descontos Imediatos e na Próxima Compra; Intenção de 

Compra; Perceção de Valor   
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CHAPTER 1: INTRODUCTION 

1.1 Background 

A “global phenomenon” was a term used in the past to describe private label brands, being 

nowadays an essential piece of the food retailing industry strategy worldwide (Chimhundu, 

2011). PLB, or store brands as they are also known, are brands of the retailer or wholesaler 

ownership that are sold exclusively in their stores (Hyman et al., 2010; Wu et al., 2011). 

Regarding strategic advantages from the distributors stand point of having PLB, there are 

many that should be outlined such as the rise of bargaining power over manufacturers of 

national brands (Batra and Sinha, 2000), the increase in store loyalty (Ailawadi et al., 2008), 

the higher margins achieved (Ailawadi and Harlam, 2004; Lamey et al., 2012) or the 

differentiation opportunity (Quelch and Harding, 1996; Wu et al., 2011). Simultaneously, 

PLB have been growing in popularity among consumers due to its lower prices versus NB, 

given that on average PLB are 30% cheaper than their direct national competitors (Kakkos et 

al., 2015). However, what seems to be even more important than the price for consumers is 

the high quality of the store brands, which is a determinant factor of their success (Hoch and 

Banerji, 1993). And this success has been growing over the last decade. According to Kumar 

and Steenkamp (2007), at that time PLB yearly sales revenue in the world was reaching the 1 

trillion US dollars mark and there was a growing trend (Wu et al., 2011), with PLB of 

consumer packaged goods existing in more than 90% of the categories (Cuneo et al., 2015). 

Considering the European market only, market shares averaged 30% in 2011 (Braak et al., 

2013), although there were substantial differences in shares and growth rates across product 

categories (Hoch and Banerji, 1993; Batra and Sinha, 2000). 

That being said, PLB have become a serious challenge for NB to cope with (Lamey et al., 

2012; Chimhundu, 2011). In order to do so, and re-attract those consumers who have started 

to move towards PLB, manufacturers of NB have engaged in deeper promotional activity to 

bring their prices closer to the ones of store brands (Manzur et al., 2011; Garretson et al., 

2002). By doing promotions, more specifically short-term price discounts, NB tend to see a 

temporary and significant positive effect on sales (Blattberg et al., 1995).  

In Portugal, the market share of PLB in CPG in the year of 2014 was 32.9%, one of the 

highest alongside countries like Switzerland (44.5%), Spain (42.0%), Great Britain (41.4%) 

and Germany (34.5%) (Olbrich et al., 2016). Regarding promotions, consumer behaviour has 
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changed in the last few years, with many consumers waiting for promotions to buy certain 

products, while average price discounts rise with time (Montez, 2016). For example, in the 

first trimester of 2016 the average price discount was of 33.7% (Montez, 2016), +4.6pp than 

in the same period of 2014. In 90% of the promotions, the price discount was immediate 

(Montez, 2016). As this battle between PLB and NB intensifies, the distributors start to invest 

more in promotions of their PLB, which also helps to attract customers to their stores since 

they are exclusive deals of each retailer that cannot be found elsewhere (Lombert, 2018). This 

phenomenon is quite popular in Portugal nowadays, with the major retailers Pingo Doce and 

Continente strongly investing in price cuts of their PLB, usually between 10 and 40%, in 

many product categories, as it can be noticed in their weekly promotional leaflets.   

With this in mind, the purpose of this thesis is to better understand the impact of PLB 

monetary promotions, differentiating them in terms of timing of gratification and discount 

level, on customers’ purchase intention, within two distinct product categories and testing for 

a possible mediation of customers’ perceived value.   

1.2 Problem Statement 

This dissertation aims to investigate what is the impact of different types of monetary 

promotions of PLB, at the specific cases of the shampoo and the milk categories, on the levels 

of PI of those products. Simultaneously, it also proposes to analyse whether or not CPV of the 

studied products mediates the previous relationship. In what concerns the type of promotions 

studied, this research will focus on immediate versus delayed monetary promotions, in which 

the gratification will be given either immediately at the moment of purchase or only at the 

next visit to the store, respectively. For the first situation an immediate price discount will be 

applied, whereas a price discount that is saved in the retailer’s loyalty card to use only in the 

next purchase represents the second condition.  In both cases the promotion will be 

announced in advance and at the same point in time, only the redemption of the gratification 

will differ. Additionally, two different discount levels will be considered, in order to assess if 

PI and CPV significantly vary depending on whether customers are offered a low or a high 

discount. Not only this, but the interaction between immediate and delayed gratification and 

the discount levels will be evaluated in the hope that some interesting results would come out 

of this relation. All of these effects will also be weighed against a condition where no 

discount is applied.  

In order to do so, some research questions were developed to guide this research. 
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RQ1 - What is the impact of monetary promotions of private label brands on purchase 

intention for the given product categories? 

RQ1A - What is the impact of immediate versus delayed monetary promotions on 

purchase intention? 

RQ1B - What is the impact of low versus high discount levels on purchase intention? 

RQ2 - What is the role of customer perceived value in the relationship between monetary 

promotions of private label brands and purchase intention? 

1.3 Relevance 

Academically speaking, although there is already plenty of research conducted on the PLB 

topic, that research is mainly focused on trends and success factors of this type of brands in 

the CPG industry. Simultaneously, for decades a lot of journals have published articles from 

many authors related to sales promotions, reporting the effects of monetary and non-monetary 

promotions on PI and brand equity, for example. However, almost all of them focus on 

promotions in general or associated with NB. One can notice the gap in the literature 

regarding specific research of promotions in the context of PLB, which is a current 

phenomenon that people are faced with every day and that deserves academic attention. 

Complementarily, the differentiation between immediate and delayed gratification has been 

widely studied in science and psychology journals but not as much on the marketing field 

associated with its impact on PI and CPV. As such, this thesis will contribute to academic 

research in the area of sales promotions of PLB. 

From a managerial perspective, with more and more people buying PLB in Portugal and 

retailers increasingly investing in price discounts of their own brands, it is relevant to 

understand if this investment translates into a significant positive impact in terms of 

consumers’ PI, which ultimately represents the impact on sales. At the same time, it is also 

valuable for distributors to understand what type of promotion is better in order to maximize 

PI of consumers, according to the product category, while controlling for its effects on CPV 

of their brands. Overall, this research aims to help retailers and wholesalers make better 

informed business decisions in what concerns their PLB’s promotional activity. 

1.4 Research Methods 

With the intention of exploring this topic and giving a thorough answer to each one of the 

research questions, on a first step a careful review of the existing literature was performed, 

mainly from academic papers of relevant marketing journals, on the topics of PLB, 
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promotions, CPV and PI. The secondary data obtained with this analysis was crucial to 

acquire in-depth knowledge regarding the concepts that were studied and served as a basis for 

the development of hypotheses. In turn, those were tested using methods of primary data 

collection. At this second stage, a pretest was conducted as a way to obtain relevant 

information to use later at the main questionnaire. This was followed by an online survey, in 

which five different promotional scenarios were created – no promotion, immediate and low 

promotion, immediate and high promotion, delayed and low promotion, and delayed and high 

promotion. One of these five scenarios was randomly assigned to a respondent, for each of the 

two product categories, and they had to mention their level of agreement with a series of 

statements aiming at measuring their CPV and PI. The participants that were not shown any 

promotion represent the control group, against which the other scenarios are going to be 

compared in order to test some of the hypotheses. This research method allowed for a 

generalization of the results, based on the quantification of the data.  

1.5 Dissertation Outline  

After this first introductory section, this dissertation is divided into four other main chapters. 

The next chapter comprises the literature review on the theoretical concepts covered, as well 

as the formulation of the hypotheses. Afterwards, the methodology used to find the answers 

for the research questions is presented, including the research approach used, and a detailed 

description of all the methods applied. Later on, the disclosure of the results takes place in the 

fourth section, where the hypotheses are either validated or not. Finally, a fifth chapter goes 

through the most important conclusions of this study, the main limitations encountered, and 

some indications for further research.  
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CHAPTER 2: LITERATURE REVIEW AND CONCEPTUAL FRAMEWORK 

In this section of the dissertation, a review of the previous literature concerning the main 

topics and theoretical concepts addressed in the introductory section is performed. It covers 

ideas and theories presented in relevant academic journals that serve as a foundation for the 

specific research problem this thesis proposes to explore, as well as the development of 

adequate hypotheses. As such, it starts with an overview of the PLB industry and its 

importance in today’s retailing environment. Afterwards, it focuses on the topic of 

promotions, where there is a clear distinction between immediate versus delayed gratification 

of promotion and some emphasis on the discount level concept. Then, previous research done 

on CPV is analysed, followed by another sub-section dedicated to PI.  

2.1 Private Label Brands 

Using a definition of Raju et al. (1995), “store brands, or private labels, are brands owned, 

controlled, and sold exclusively by a retailer”. The concept of PLB has emerged in the 

beginning of the twentieth century with retailers like A&P in the United States introducing a 

few store brands in specific categories such as tea (Raju et al., 1995). Although they have 

been having success with US consumers (Hyman et al., 2010), over the past decades this 

specific category of brands has been performing better in terms of sales in Europe (Hoch and 

Banerji, 1993; Nielsen, 2014). Even though PLB’s market share in Europe is quite significant, 

averaging 30% in 2011 (Braak et al., 2013), there are big discrepancies between countries 

(Hyman et al., 2010). According to data of 2014, Switzerland ranked very high in market 

share of PLB (44.5%), while Italy’s market share is more moderate (17.6%), and Ukraine has 

one of the lowest market shares in Europe (5.0%) (Olbrich et al., 2016; Nielsen, 2014). 

Outside Europe, there are countries such as China that does not go beyond a 1% market share 

for PLB, while the United Sates reaches a value of 18% in 2014 (Nielsen, 2014). This 

variance between countries can be explained at the market level for example, in which 

different market conditions such as retailers’ concentration are to be considered, or at the 

consumer level, in which diverse degrees of consumer price consciousness may affect their 

attitude towards PLB (Hyman et al., 2010). On a different note, market shares of PLB also 

significantly differ across product categories in the CPG industry and across retailers as well 

(Hyman et al., 2010; Méndez et al., 2008; Hoch and Banerji, 1993). According to a report by 

Nielsen (2014), a category clearly dominated by NB is hair care, where 98% of total sales do 

not come from PLB. The same report also pinpoints some category characteristics that may 
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lead to this scenario of low PLB penetration: strong brand equity of NB, which creates a 

willingness to pay a price premium; high product differentiation and rate of innovation; large 

marketing investment in the category; strong use of promotions; as well as a long purchase 

cycle when compared to other CPG categories (Nielsen, 2014). On the opposite side, milk is a 

category where PLB have a strong position in the market, given that in developed markets it 

usually represents around 40% of total sales. The factors contributing to this are basically the 

contrary of the hair care case: low brand equity and innovation rate; weak product 

differentiation; quite high purchase frequency along with consumers’ sensitivity to prices 

(Nielsen, 2014). Many scholars have tried to understand the factors that drive PLB’ PI 

purchase intention. Wu et al. (2011), for example, concluded that store image has a direct 

effect on PLB purchase intention and that service quality indirectly affects PI, through PLB 

image. According to Hoch and Banerji (1993), product categories in which there are high 

quality levels and lower variability are expected to lead to higher market shares for PLB. 

Additionally, Batra and Sinha (2000) concluded that consumers will more easily buy PLB in a 

category in which the consequences of doing a bad purchase are lower. Overall, there is a 

variety of factors that may explain the performance of PLB in the marketplace, 

notwithstanding there is one characteristic that consumers strongly value when buying PLB: 

quality (Hoch and Banerji, 1993; Nielsen 2014; Bao et al., 2011). Retailers have noticed this 

and have been investing in improving the quality of their PLB over the years, as well as 

allocating more resources to the marketing activity of their brands (Méndez et al., 2008). The 

difference in the quality levels of PLB and NB is now narrower, and some store brands can 

even surpass the quality of their direct competitors (Quelch and Harding, 1996; Méndez et al., 

2008; Hyman et al., 2010). Consequently, consumers have detected this shift since 71% of 

them, on average, consider that PLB have been improving their quality over time (Nielsen, 

2014). In fact, many times they cannot tell the difference between PLB and NB, which leads 

several consumers to believe that PLB possess similar quality at a lower price (Hyman et al., 

2010). Regarding prices, according to an analysis performed by Volpe (2011) in two 

supermarket chains in the US, prices of PLB are, on average, 23% lower than the ones of NB 

in a situation with no promotional activity from both sides. Nevertheless, this price difference 

drops to only 3% when NB are on promotion, triggering a response by retailers to protect 

their own PLB, also offering price discounts (Volpe, 2011). However, some authors such as 

Tellis and Zufryden (1995) or Ailawadi et al. (2001) have questioned the profitability of this 

type of promotional decisions, since it attracts a smaller portion of the market than NB 

promotions (Blattberg and Wisniewski, 1989).  
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2.2 Promotions 

While there is already a lot of research done on the topic of promotions, more specifically 

promotions performed by NB, there seems to be a gap in the literature concerning the study of 

promotions applied to PLB. It seems relevant to address this issue in order to better 

understand whether there are significant differences in customers’ perceptions and intentions 

towards NB and PLB sales promotions. 

Firstly, it is important to start with a definition of sales promotion. According to DelVecchio 

et al. (2006), “sales promotions are typically viewed as temporary incentives that encourage 

the trial of a product or service”. There is no clear direction on whether sales promotions 

bring more advantages or disadvantages regarding brand preference (DelVecchio et al., 2006). 

Some argue that doing promotions will damage the long-term value of a brand (Aaker, 1996), 

while others claim it can actually increase the preference for a brand in future occasions 

(Rothschild and Gaidis, 1981). A fact is that promotions are a significant portion of 

companies’ marketing budgets in various industries (Blattberg et al., 1995).  

It is quite common in the literature to come across the differentiation between monetary and 

non-monetary promotions (Buil et al., 2011; Lowe and Barnes, 2012). Monetary promotions 

most commonly refer to price discounts and coupons, whereas non-monetary ones include 

free samples and gifts, contests and sweepstakes (Buil et al., 2011). As concluded by Chandon 

et al. (2000), the first type of promotions is mainly linked with utilitarian benefits, while the 

latter relates more to hedonic benefits. Regarding monetary promotions, the most widely used 

type of promotion is price discounts (Darke and Chung, 2005). It is quite unanimous in the 

literature that temporary price discounts lead to a substantial short-term sales increase 

(Blattberg et al., 1995).  

H1: Monetary promotions of private label brands increase customers’ purchase intention. 

For the purpose of this dissertation only monetary promotions are analysed, focusing on the 

distinction between immediate versus delayed gratification of promotion, in which instant 

price discounts represent an immediate gratification and price discounts that are saved in the 

retailer’s loyalty card to use only in the next purchase represent a delayed gratification. 

Moreover, the impact of two discount levels against the no discount situation is also studied. 
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2.2.1 Immediate versus Delayed Gratification 

The topic of immediate versus delayed gratification has been broadly researched in the 

science and psychology fields for many years (Green et al., 1994; McClure et al., 2004; Hariri 

et al. 2006). In addition, some scholars have applied this concept to the management and 

marketing areas as well. Dowling and Uncles (1997) and Yi and Jeon (2008), for example, 

use immediate versus delayed rewards as a variable in their studies of customer loyalty 

programs. In the topic of sales promotions, scholars like Chatterjee (2007) or Kaltcheva et al. 

(2013) have also addressed these concepts in the past. 

Immediate promotions are characterized by offering an instant gratification or benefit to the 

customer, while delayed promotions gift customers with a gratification or benefit that can 

only be redeemed at a later point in time (Kaltcheva, 2013). Price discounts, the type of 

immediate promotion that is analysed, have the power to increase customers’ brand awareness 

as well as PI (Teng, 2009). This happens because these sales promotions will represent an 

economic benefit for customers, improving their savings and value perceptions, as well as 

positively influence their attitude towards the brand in relation to competitors; at the same 

time it also represents a large investment from companies that can result in reduced 

profitability and consumers’ reference prices (Teng, 2009). As for the delayed promotion, a 

price discount that is saved in the retailer’s loyalty card to use only in the next purchase was 

chosen as a representative, and this type of promotion stimulate immediate sales without 

compromising profit margins and raise future sales (Chatterjee, 2007). Even though in the 

present visit to the supermarket the regular price of the product is paid, since the customer is 

aware of the future gains, he or she will mentally incorporate that value on the current 

purchase, which leads to an increase in sales of the promoted brand (Kaltcheva, 2013; 

Chatterjee, 2007). Besides this benefit for the retailer it will also be an incentive for the 

customer to come back to the store in the near future to use the acquired discount; but there 

are also some that argue that this type of promotion allows for some customers that would 

have bought the product at a regular price anyway to do so at a discounted price in the next 

visit, lowering profit margins (Chatterjee, 2007).   

 As far as people’s preferences is concerned, they naturally desire to receive gratifications as 

soon as possible, taking into account that discounting rewards that will possibly occur in the 

future requires a more complex decision-making process that involves, for example, self-

regulation and impulse-control (Hariri et al. 2006). According to Green et al. (1994), people 
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from all age groups show the delay discounting phenomenon, which is “the change in the 

value of a reward as a function of its temporal proximity”. In other words, there is a decrease 

in the value attributable to a reward as times passes or the delay increases, which is associated 

with risk, as an immediate gratification is much more certain than a delayed one (Green et al., 

1994).  

In the context of retailers’ loyalty programs, the conclusion that immediate rewards are 

preferred by customers over delayed rewards in a low-involvement situation was reached (Yi 

and Jeon, 2003), since delayed rewards would function as a weaker motivator (Dowling and 

Uncles, 1997). 

H1A: A private label brand promotion with immediate gratification will generate a higher 

customer purchase intention than a promotion with a delayed gratification. 

2.2.2 Discount Level 

Price promotions are used by retailers to attract customers to their stores and stimulate 

purchases, but it also has a negative influence on consumers’ internal reference prices and 

perceptions of product quality, impacting consequently their value perceptions (Grewal et al., 

1998). According to Gupta and Cooper (1992) and based on the adaptation-level theory and 

assimilation-contrast theory, customers have their own internal reference prices that they use 

as a reference to compare against current prices of products. And this reference prices are 

gradually changed downwards every time there is a price discount (Grewal et al., 1998), 

which in turn leads customers to perceive discounts has having less value, since savings will 

be evaluated as the difference between the reference price and the discounted price (Gupta 

and Cooper, 1992). This process that makes the perceived discount inferior than the actual 

discount, named discounting of discounts by Gupta and Cooper (1992), is greater for higher 

discount levels and lower for NB than for PLB, meaning that the same discount on a NB and 

a PLB has more impact on the PI of the NB. Managers must take into consideration all these 

effects in order to determine the optimal discount level to apply to their products (Grewal et 

al., 1998). 

Additionally, it is important to notice that there is a threshold for price discounts, below 

which customers will not be influenced to buy the promoted product that Gupta and Cooper 

(1992) stated to be around 15 percent, although this value should be higher for PLB. They 

also suggest that the higher the discount, the higher the customers’ PI. This conclusion was 
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also verified by Alford and Biswas (2000), who found that a higher discount level 

significantly increases PI and value perceptions.  

H1B: A higher discount level will generate a stronger customer purchase intention of the 

private label brand than a lower discount level. 

2.2.3 Interaction between Gratification Timing and Discount Level 

It has been widely researched in the past the apparent irrational behaviour that makes many 

people favour smaller and immediate rewards over larger but delayed ones, which will result 

in a less significant total reward in the long-run (Green et al., 1994; Hariri et al., 2006). This 

behaviour is generally associated with individuals that lack self-control and are more 

impulsive, being also more prone to engage in certain behaviours such as gambling or 

cigarette smoking, which are considered to be addictive (Hariri et al., 2006). Moreover, 

although people act impatiently today, they plan to behave more patiently in the future, and 

this situation can be exemplified with the preference for $10 today instead of $11 tomorrow, 

but the preference for $11 in a year and one day instead of $10 in one year (McClure et al., 

2004). McClure et al. (2004) shows that the difference between these inconsistent preferences 

is related to the use of distinct neural systems, more precisely that “short-run impatience is 

driven by the limbic system, which responds preferentially to immediate rewards and is less 

sensitive to the value of future rewards, whereas long-run patience is mediated by the lateral 

prefrontal cortex and associated structures, which are able to evaluate trade-offs between 

abstract rewards, including rewards in the more distant future”. 

H1C: An immediate but lower discount will lead to a higher customer purchase intention of 

the private label brand than a delayed but higher discount. 

2.3 Customer Perceived Value 

The concept of customer perceived value has been extensively addressed in the past, being the 

central pillar of the research of many scholars (Grewal et al., 1998; Sweeney and Soutar, 

2001; Zeithaml, 1998; Dodds et al., 1991). As defined by Zeithaml (1998), “perceived value 

is the consumer's overall assessment of the utility of a product based on perceptions of what is 

received and what is given”. However, what someone gives and gets in this trade-off is not a 

straight forward relationship, since different customers value different things (Zeithaml, 1998; 

Sweeney and Soutar, 2001). At the same time, other authors also refer to CPV as the trade-off 

between the perceived quality of the product and its perceived price (Chen et al., 1998; 
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Grewal et al., 1998; Gupta and Cooper, 1992). Considering this approach, in order to 

maximize CPV towards a product, a company should either enhance the respective perceived 

quality or decrease their perceived monetary sacrifice (Li and Green, 2011), since quality has 

a positive effect on perceived value and price has a negative one (Sweeney and Soutar, 2001). 

There are some researchers as well who state that this approach is too basic and that one could 

include benefits such as after-sale service together with perceived quality (Sweeney and 

Soutar, 2001), and time and effort, which are non-monetary sacrifices, alongside the monetary 

one given by the perceived price (Li and Green, 2011). 

Perceived quality was defined by Zeithaml (1998) as “the consumer's judgment about the 

superiority or excellence of a product”. This concept is different from objective quality, which 

is the “actual technical superiority or excellence of the products” that can be accurately 

measured and verified against established standards (Zeithaml, 1998). However, it can also be 

argued that objective quality is not possible and that all evaluations concerning quality are in 

fact subjective (Zeithaml, 1998). There are intrinsic and extrinsic attributes that might be 

indicative of a product’s quality, in which intrinsic means the physical elements that cannot 

be altered without modifying the nature of the product, for example its color or texture; and 

extrinsic are also related to the product but not part of the product itself, like its price or brand 

name (Zeithaml, 1998). Quality differs from value in two ways, first quality does not involve 

a trade-off, while value does, and second value is a more personal and higher level concept 

compared to quality (Zeithaml, 1998). That being said, what does exist is a positive 

relationship between the quality and the value perceptions of a product (Grewal et al., 1998; 

Dodds et al., 1991).        

Regarding price, it can be defined as what a customer has to give up in order to acquire a 

product, and similar to quality it can also be differentiated between objective and perceived 

price (Zeithaml, 1998). While the first is the actual monetary price of a product, the second is 

related to the price that customers themselves encode, and although many times clients do not 

remember the objective prices of products, they translate them into price-related codes that 

have a stronger meaning to them, often resulting in inaccurate internal reference prices 

(Zeithaml, 1998). Consumers tend to believe that prices in the marketplace are based on the 

interaction between supply and demand, and therefore they use price as an indicator of the 

level of quality of a product (Grewal et al., 1998; Dodds et al., 1991). In this line of thought, 

price discounts would be likely to generate a negative impact on quality perceptions (Grewal 

et al., 1998). However, the hypothesis that the higher the price discount, the lower the quality 
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perceptions was rejected in the research conducted by Grewal et al. (1998) that found out that 

price discounts are not significantly associated with perceived quality.     

Perceived value is considered a determinant of customer satisfaction (Cronin et al., 2000), 

market share and customer loyalty (Li and Green, 2011). Although the constructs of perceived 

value and satisfaction might be mixed up sometimes, one is very different from the other in 

the sense that the first can occur at multiple phases of the process of purchase, even before the 

product is bought, while the latter is an evaluation performed only after using the product 

(Sweeney and Soutar, 2001). Additionally, the perceived value of a product is part of the on-

going process of nurturing the relationship between a customer and a retailer or manufacturer 

(Sweeney and Soutar, 2001). 

Relatively to the relationship between price discounts and customer value perceptions, Teng 

(2009) suggests that price discounts can be effective in the sense that they would improve 

customers’ value perceptions and savings. Similarly, Chen et al. (1998) state that by offering 

a price discount a retailer may reduce the perceived monetary sacrifice that a customer has to 

make in order to purchase a product, which in turn will boost perceived value of that product, 

given that it will not affect perceived quality as mentioned before. As such, price discounts 

that are wisely managed have the potential to impact customer perceived value without 

damaging the perceived quality of the product, which allows distributors to successfully 

provide high value (Grewal et al, 1998).   

H2: Monetary promotions of private label brands increase customers’ perceived value. 

2.4 Purchase Intention 

Using the definition of Wu et al. (2011), purchase intention is “the possibility that consumers 

will plan or be willing to purchase a certain product or service in the future”. It has been used 

multiple times over the years as a predictor of subsequent buying behaviour, since it is 

considered to be the step immediately before actual purchase (Grewal et al., 1998; Kakkos et 

al., 2015). In fact, an increase in PI is the same as saying an increase in the possibility of 

making a purchase, and it is a relevant estimator of the behaviour of consumers, in the sense 

that having a positive PI results in a positive brand commitment, which leads customers to an 

effective act of purchase (Wu et al., 2011). Nevertheless, customers’ decision to buy a certain 

product is influenced by physiological, social or psychological needs (Kakkos et al., 2015), 

and PI might as well be influenced by factors such as the price, the quality and consequently 
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the value perceptions of the given product (Jaafar et al., 2013). Grewal et al. (1998) is one of 

the past researches that has positively associated purchase intention and perceived value, 

being perceived value the relation between price promotion and quality perceptions, or in 

other words the balance between what customers give up against what they receive in 

exchange. Teng (2009) also mentions that customers tend to buy brands with a higher value, 

meaning a high quality/price ratio. Similarly, Dodds et al. (1991) verified as well the positive 

relationship between customers’ perceived value and their willingness to buy. 

H3: For private label brands, there is a positive relationship between customers’ value 

perceptions and their purchase intentions. 

H4: Customer perceived value mediates the relationship between monetary promotions of 

private label brands and its purchase intention. 

Finally, complementarily to previous information regarding variability in the market shares of 

different PLB product categories, there seems to be also some differences in the sales 

response to the same promotional activity across product categories. Raju (1992), for 

example, concluded in his research that bulky and highly competitive categories may present 

a lower potential for an increase in sales due to sales promotions. As such, studying the 

possible moderation effect of product category in the context of PLB promotions and its 

impact on PI might be of considerable interest.    

H5: Product category moderates the relationship between monetary promotions of private 

label brands and its purchase intention. 

2.5 Conceptual Framework 

 

Figure 1: Conceptual Framework  
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CHAPTER 3: METHODOLOGY 

In this third chapter of the dissertation, the methodology used in order to answer the proposed 

research questions and analyse the validity of each of the formulated hypotheses is explained. 

It starts with an overview of the research approach, followed by a description of the methods 

used for collecting secondary and primary data. 

1.1 Research Approach 

The objective of this dissertation is to explore the effectiveness of different types of 

promotions of PLB in generating sales for the respective retailers and wholesalers. By 

performing a review of the existing literature on these topics, it was possible to better 

understand how this relationship might work and which other variables are possible to 

influence it. This process allowed developing a specific conceptual model that was then tested 

to assess all significant associations between the constructs. 

In order to do so, first it is important to consider what type of research methods is to be used 

to better address the research objectives of this thesis. According to Kothari (2004), there are 

four main research methods: exploratory, descriptive, diagnostic and hypothesis-testing; each 

one being more appropriate to a specific research objective. In this case, both exploratory and 

hypothesis-testing research methods were used. Exploratory research has the aim of unveiling 

new insights about a particular phenomenon, while hypothesis-testing, as the name suggests, 

intends to test some hypothesis regarding a causal relation between variables (Kothari, 2004). 

As far as qualitative and quantitative research is concerned, both were used in this 

dissertation.  A quantitative approach consists of collecting the data in a quantitative way so 

that it can later be rigorously and quantitatively analysed in a formal and rigid style, and it can 

be sub-categorized into inferential, simulation and experimental approaches (Kothari, 2004). 

For the purpose of this study only an inferential quantitative approach was applied, whose aim 

is to study a sample of the population to infer characteristics or relationships of the population 

by conducting a survey research (Kothari, 2004). Complementarily, a qualitative approach 

was also implemented in the form of a pretest. This approach deals with subjective 

evaluations of attitudes, behaviours and opinions, which results in non-quantitative 

conclusions or conclusions that are not exposed to a rigorous quantitative analysis (Kothari, 

2004).               
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That being said, the exploratory qualitative research used consists of the collection of the 

secondary data, through a review of the literature, as well as a pretest employed in order to 

determine which type of immediate and delayed monetary promotions and discount levels 

would be better to implement in the main survey, as to avoid any type of bias of the 

researcher. Additionally, the quantitative hypothesis-testing research used involves an online 

survey that intends to investigate all proposed hypotheses, quantifying and generalizing 

results with the objective of thoroughly answer all research questions.    

3.2 Secondary Data  

Secondary data collection consists of the entire chapter 2 of the dissertation, in which a 

thorough literature review was performed as to gain a clear understanding of previous 

research findings on the topics covered in this thesis. Accordingly, data was collected mainly 

from relevant marketing journals and is used as a support for the development of the primary 

data collection methods that is described below.   

3.3 Primary Data 

Primary data was also collected in order to be able to give an appropriate answer to each one 

of the proposed research questions, and it includes both a pretest and a main survey. 

3.3.1 Pretest 

A pretest was conducted before implementing the main survey of this research as to define 

which type of promotions best represent in the respondents opinion an immediate and a 

delayed promotion, and which percentage levels represent a low and a high discount level for 

two PLB product categories. The two chosen product categories were based on the literature 

review findings that spotted a big discrepancy in market shares between several categories, 

being shampoo one of the categories with the lowest market share of PLB as opposed to milk 

that has one of the highest (Nielsen, 2014). That being said, both were studied so that the 

hypothesis of a product category moderation could be later tested. See appendix 1. 

3.3.1.1 Data Collection 

For the purpose of this pretest, 20 respondents from a convenience sample were asked to give 

their opinions regarding 8 promotions related questions, which according to Kothari (2004) is 

a reasonable number of respondents for a pretest. Although it is a non-probability sample, 
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which may produce biased results, an effort was made to make it as heterogeneous as 

possible, especially in terms of age. As such, participants were aged between 18 and 85 years 

old, with at least one respondent representing each decade in between these two values. All of 

them do grocery shopping at least occasionally and are familiar with the two product 

categories studied.  

3.3.1.2 Data Analysis 

After analysing the answers of all 20 respondents (see appendix 2), some conclusions can be 

drawn. In first place, when asked which promotion would better represent in real life an 

immediate promotion, the big majority (80%) chose the price discount option; while the 

results for a delayed promotion are not that straight forward. Half the respondents indicated 

that a price discount that is saved in the retailer’s loyalty card to use only in the next purchase 

is the best representative of a delayed promotion, being a coupon that can only be used at a 

specific future date the second most voted option by 30% of respondents. That being said, in 

order to study the differences in response between an immediate and a delayed promotion, 

which are independent variables in this study, a price discount and a price discount that is 

saved in the retailer’s loyalty card to use only in the next purchase were the selected stimuli 

that were used in the main study. Additionally, participants were asked three more questions 

for each one of the two selected product categories mentioned before. Firstly, as to make them 

think about the product beforehand they gave an estimate of the average price of a specific 

shampoo and milk of a PLB and results show that for both products the respondents reference 

prices are, on average, higher than actual prices. For a 250ml shampoo the average of the 

responses was 2,77€, while the actual price of a 250ml Cosmia shampoo for example, from 

Auchan, is 1,19€1. The same happened for the milk category, in which 0,92€ was the average 

price of respondents for a 1l milk package, whereas the actual price for a Continente half-fat 

1l milk is 0,51€2 for example. Nonetheless, although these two categories are very different 

intrinsically and in terms of market share of PLB, participants attribute approximately the 

same discount levels for both categories in terms of what they consider to be a low and a high 

discount. For a shampoo of a PLB, an average percentage level that was considered a low or a 

“bad” discount was 9%, and the same value applies for a PLB of milk. Regarding what 

participants considered a high or “good” discount, the average value found for shampoo was 

31%, while for milk it was 28%. Taking these pretest results into consideration, the discount 

                                                           
1
 From www.jumbo.pt accessed on 6

th
 April 2018 

2
 From www.continente.pt accessed on 6

th
 April 2018 
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levels set as stimuli for the main study were 10% representing a low discount and 30% 

representing a high discount.   

3.3.2 Main Survey  

As the main source of primary data, in order to quantity results and find the appropriate 

answers for the research questions of this dissertation, an online survey was conducted. This 

survey method was selected due to its relevant advantages compared to other methods, 

namely the lower costs associated with it even when reaching a large sample, which is a 

necessary condition as to make the results more reliable, the absence of interviewer bias, and 

also the fact that respondents have much more time to give well thought out answers (Kothari, 

2004).   

The online survey consists of a questionnaire with 16 questions, including control questions, 

questions to verify the results obtained in the pretest, a main question to evaluate PI and CPV 

relative to different stimuli within two distinct product categories, as well as demographic 

questions. On a first stage, a pilot survey was conducted with 5 respondents with the aim of 

uncovering potential weaknesses of the questionnaire and correct them. Afterwards, the final 

survey with the necessary adjustments was distributed via social media networks and email, 

with a Portuguese and an English version, from April 16
th

 to May 2
nd

 2018. 

3.3.2.1 Data Collection 

The target sample for the survey was anyone who had bought shampoo and/or milk in the last 

12 months, so that their answers would be as realistic as possible. In order to guarantee that 

respondents would meet this criterion, two control questions, one for each product category, 

were asked before presenting the respective stimuli. Non-probability samples were employed 

to collect the data, namely convenience and snowball techniques. These techniques, although 

susceptible to a degree of bias, were considered to be the best options given the constraints of 

the researcher, allowing for convenience as the name suggests and low costs (Kothari, 2004).    

For each one of the 5 scenarios of each product category, which can be seen in detail in the 

next sub-section, the target sample size was at least 100 valid answers per each evenly and 

randomly assigned stimulus, the equivalent of 500 valid answers per product category. The 

questionnaire was closed with a total of 802 answers, from which several were not considered 

since they represented answers in progress and respondents that did not pass the control 

questions. That being said, a final database with 617 valid answers was achieved.  
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3.3.2.2 Survey Design 

In order to study the proposed research problem five different shopping scenarios were 

created. There was a control group that was not shown any promotion, and then four different 

promotions resulting from the possible combinations of two discount levels: low represented 

by 10% and high represented by 30%; and two promotion types: immediate and delayed. 

These five different stimuli were applied individually to the shampoo and the milk product 

categories, in an even and random manner. Neither visual stimulus nor specific brands were 

used, in order to avoid any bias that the previous may suggest and be able to generalize the 

results as much as possible. A representation of the survey design, as well as the number of 

valid answers per condition in parentheses, can be found below in figure 2. 

Figure 2: Survey Design 

Respondents were asked whether they had bought the two above mentioned product 

categories in the past 12 months, and only those who answered positively would move on to 

the respective set of questions. That said, the majority of respondents shared their perceptions 

for both categories, while some answered only to one of the two, accounting for a total of 606 

valid answers in the shampoo category and 546 in the milk one.  

In addition, prior to responding to the block of questions that was just mentioned, participants 

were also requested to answer to four of the questions of the pretest that served as a basis for 

the definition of the type of immediate and delayed promotion, and high and low discount 

levels used. The final block of questions comprised only demographic questions.  

The full questionnaire in English and Portuguese can be found in appendices 3 and 4, 

respectively.       

3.3.2.3 Measurement 

With the aim of measuring PI and CPV deriving from each of the five different scenarios 

presented above, respondents were presented with 13 different statements taken from previous 
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academic articles of renowned authors and asked to rate them on a 7-point Likert scale 

according to their level of agreement. There were four statements regarding PI that were 

adapted from the studies of Grewal et al. (1998), Jaafar et al. (2013) and Bao et al. (2011). In 

what concerns CPV the questionnaire incorporated three direct statements about perceived 

value adapted from Dodds et al. (1991) and Grewal et al. (1998), and also three statements on 

perceived quality and another three on perceived price, all adapted from Sweeney and Soutar 

(2001), since in the literature review section it was established that perceived value could be 

defined as the ration between perceived quality and perceived price. An overview of the 

measurement model can be found in table 1 below. 

 

Table 1: Measurement Model 

3.2.2.4 Data Analysis 

Finally, in order to analyse the quantitative data collected from the online survey the 

computer program for statistical analysis SPSS was used. On a first stage a data validity 

process was undergone including the steps of cleaning the data, performing a reliability test 

on the constructs using Cronbach alpha, and verifying the adequacy of the stimuli used that 

were based on the pretest results. Simultaneously, descriptive statistics were applied with the 

objective of characterizing the sample of the study. Afterwards, in order to test the hypotheses 

presented earlier in the dissertation, a last chapter of inferential statistics was discussed. A 

series of independent-samples t-tests was conducted as to verify the impact of different 

promotion scenarios on PI and CPV, by comparing the different means estimated under each 

condition. Since the five different promotional scenarios were assigned randomly to the 

participants, the same person did not answer to more than one scenario within the same 

product category, and for that reason the samples are not the same, which requires an 

Construct Statement Adapted from Scale

I would purchase this shampoo/milk

I would consider buying this shampoo/milk under these conditions 

I would buy this private label shampoo/milk in order to save money Jaafar et al., 2013

My willingness to buy this product is very high Bao et al., 2011

The product is considered to be a good buy 

This shampoo/milk appears to be a bargain 

I believe this product is a great deal Grewal et al., 1998

This product has consistent quality 

I think this shampoo/milk has an acceptable standard of quality 

I believe this product would perform consistently 

I believe this product is reasonably priced 

This product offers value for money 

Buying this shampoo/milk would be economical

Purchase Intention 7-point Likert scale:   

1 - Strongly disagree  

2 - Disagree              

3 - Somewhat 

disagree                     

4 -  Neither agree nor 

disagree                     

5 - Somewhat agree      

6 - Agree                  

7 - Strongly agree

Perceived Value

Perceived Quality

Perceived Price

Grewal et al., 1998

Dodds et al., 1991

Sweeney and 

Soutar, 2001
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independent-samples test. Afterwards, in order to test a relationship between two metric 

variables, a Pearson Correlation test was used. Subsequently, to test whether the direct 

relationship between monetary promotions of PLB and its PI is mediated by CPV and 

moderated by product category, model 5 from SPSS’s tool PROCESS was ran and analysed. 

The statistical diagram representing this model is presented below in figure 3. Finally, an 

additional cluster analysis was conducted with the objective of identifying groups of 

consumers with distinct demographic characteristics and CPV and PI levels that could help 

provide more suitable managerial recommendations.           

For the purpose of this analysis a confidence level of 95% was applied throughout.     

 

 

 

 

 

 

Figure 3: Statistical Diagram PROCESS Model 5 
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CHAPTER 4: RESULTS 

This fourth chapter includes the presentation of the results reached from the analysis of the 

primary data collected through the online survey. Firstly, it covers a simple characterization 

of the sample population of the research, followed by an analysis of the reliability of the 

constructs used in the study. Afterwards, a thorough analysis and testing of the proposed 

hypotheses is performed alongside the comparison with expectations from the literature. 

4.1 Sample Characterization 

As previously stated, the analysis was based on a total of 617 valid answers collected. By 

using descriptive statistics in SPSS, more specifically the frequencies tool, it was possible to 

characterize the sample population relative to their demographic profile. Respondents were 

mostly women (71.6%) and the big majority (94.3%) was Portuguese. In what concerns age 

groups, the sample is quite disperse, with 27.2% of people ranging between 35 and 44, 21.1% 

belonging to the group 18 to 24, 19.0% corresponding to the 45 to 54 year old group, and 

17.7% fitting into the 25 to 34 group. Participants with 55 years old or older represented 9.9% 

of the sample, and the remaining 5.2% corresponds to the younger segment of respondents 

with less than 18 years old. Regarding the question where respondents were asked the highest 

degree they have achieved, the results show that almost half of them (47.3%) completed a 

bachelor degree, followed by 23.5% of people that finished either a master degree or an 

MBA, while 19.8% ended their high school education. The remaining 9.4% had either a PhD 

or did not finish high school. Moving on to the current occupation of participants, it can be 

said that the vast majority (67.6%) were employed, and another significant part (21.2%) were 

students. The conditions of student-worker, unemployed and retired had a way lower 

representativeness. Finally, respondents were also asked their gross monthly income, to which 

20.9% mentioned to have no income, 19.1% selected the 1000-1499€ option, and 18.2% 

chose the previous range 500-999€. Additionally, the income ranges of 1500-1999€ and 2000-

2999€ had some representatives as well, with 11.7% and 10.2% of the sample, respectively. 

7.9% of respondents chose not to disclose this information.  

In appendix 5 the graphic representation of all previous information is available for 

consultation. 

That being said, it is also important to take into consideration that a non-probability sample 

was used in this research. As a result, the sample cannot be considered representative of the 

population.                
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4.2 Constructs Reliability 

Before moving on to the analysis of the hypotheses of this research, a measure of internal 

consistency to evaluate the reliability of the constructs used was computed. As such, 

Cronbach’s Alpha for each of the 4 constructs in each of the 10 different scenarios was 

analysed for the given sample. In table 2 below, the full Cronbach’s Alpha results are 

presented.  

 

Table 2: Cronbach’s Alpha 

As it can be noted above, values for Cronbach’s Alpha range from 0.720 to 0.970. According 

to Gliem and Gliem (2003), coefficients higher than 0.9 are considered excellent, between 0.8 

and 0.9 are thought to be good, and values ranging from 0.7 to 0.8 are only acceptable. 

Additionally, the authors also mention that a coefficient of at least 0.8 should be aimed. Based 

on this information, the constructs of PI, perceived quality and CPV are quite reliable, since 

the three of them have a Cronbach’s Alpha higher than 0.8 in all scenarios. However, 

perceived price in the shampoo category do not present coefficients high enough to reach the 

0.8 threshold. After analysing these particular results it is possible to conclude that the 

Cronbach’s Alpha cannot be improved to an acceptable value by removing one of the items of 

the construct. That being said, and given the fact that perceived price was only an indirect 

measure in this study to reach a measure of perceived value through the relationship with 

perceived quality, it will be removed from the analysis. This way it is no longer necessary to 

use the perceived quality construct either, and the entire analysis from here on is exclusively 

based on the results of the perceived value construct alone, which is considered to be very 

reliable with coefficients close to 0.9.  

No promotion 0,856 0,754 0,840 0,870

10% immediate 0,938 0,720 0,867 0,805

30% immediate 0,929 0,788 0,873 0,851

10% delayed 0,914 0,775 0,872 0,902

30% delayed 0,946 0,733 0,884 0,895

No promotion 0,958 0,842 0,947 0,921

10% immediate 0,967 0,870 0,950 0,936

30% immediate 0,970 0,887 0,935 0,946

10% delayed 0,945 0,828 0,943 0,933

30% delayed 0,968 0,835 0,953 0,915

Shampoo

Perceived Value 

(3 items)

Milk

Product 

Category

Type of 

Promotion

Purchase Intention 

(4 items)

Perceived Price 

(3 items)

Perceived Quality 

(3 items)
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To sum up, all items used to measure PI and CPV were maintained in the analysis, since both 

constructs are reliable. Perceived price and perceived quality were no longer addressed.  

4.3 Pretest Results Check 

In the main survey, the same questions of the pretest were repeated as to verify whether the 

same results were achieved or not, as an indication of a correct choice of the stimuli. In order 

to do so, frequencies and descriptives in SPSS were used to analyse the appropriate 

immediate and delayed promotion as well as the two layers of discount levels, respectively.  

It can be concluded that 87.7% of respondents said that a price discount is the promotion that 

best represents in real life an immediate promotion, which was the same result achieved in the 

pretest. As for the delayed promotion, once again the results were not very straight forward, 

with three of the options reaching each around 23% of the answers, namely cash back, a 

coupon that can only be used at a specific future date and a price discount that is saved in the 

retailer’s loyalty card to use only in the next purchase. The latter, which was the type of 

delayed promotion used in the main study, seems therefore an appropriate stimulus. 

Nevertheless, since two other delayed promotions had a very high percentage as well, it could 

have been a good option to include all three in the main survey in an evenly randomized 

manner, in order to reach results closer to reality. It is however also important to notice that 

by doing so the complexity would have increased considerably since for each product 

category, instead of five different scenarios, it would have had nine.  

Regarding the discount levels, all respondents that answered the shampoo and/or the milk part 

were also asked which percentages of discount they considered to be low or “bad” and high or 

“good”, for each product category. Analysing the means of the two categories it can be 

concluded that a low discount is 12.5% for shampoo and 11.1% for milk; whereas a high 

discount is 38.5% for a shampoo and 32.2% for milk. It can be noted that customers are used 

to higher discounts in the shampoo category compared to the milk one. Abstracting from 

categories and combining the results, respondents consider a low discount a value around 

11.9% and a high discount a value close to 35.5%. Considering that the actual stimuli used in 

the main survey were 10% for a low discount and 30% for a high discount, the results do not 

differ a lot. In fact, transforming the results into rounder numbers that are found in real life 

when grocery shopping, 11.9% would be a 10% discount and 35.5% would be a 35% 

discount. That being said, the same results were achieved for a low discount, while the high 
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No promotion 4,1505 1,2839

10% immediate 3,9778 1,2589

30% immediate 4,3274 1,3400

10% delayed 3,9040 1,5708

30% delayed 4,0941 1,5626

No promotion 4,7040 1,4460

10% immediate 4,3727 1,6668

30% immediate 5,0885 1,48472

10% delayed 4,3956 1,6427

30% delayed 4,6758 1,5163

Type of 

Promotion

Mean 

CPV

Standard 

Deviation

Shampoo

Milk

Product 

Category

No promotion 3,6552 1,4298

10% immediate 3,4917 1,5983

30% immediate 3,9358 1,6760

10% delayed 3,4880 1,6622

30% delayed 3,4073 1,8278

No promotion 4,3692 1,7888

10% immediate 4,0545 1,9935

30% immediate 4,7611 1,8512

10% delayed 4,1893 1,8063

30% delayed 4,3555 1,8485

Shampoo

Milk

Product 

Category

Type of 

Promotion
Mean PI

Standard 

Deviation

promotion percentage was underestimated by 5ppt, but since it was based on the outcome of a 

pretest study its use is justified.           

4.4 Results from the Hypotheses Testing 

Primarily, a simple descriptive analysis was conducted in order to compute the means and 

standard deviations of the two constructs discussed in this research for each one of the ten 

different scenarios proposed. On a first stage, two new variables were created that represented 

PI and CPV. The first is the average of the results attributed to the four PI items, and the 

second is the average of the results attributed to the three CPV items, from the 1 to 7 Likert-

scale. Afterwards, descriptive statistics were applied to those two new variables, for each 

different scenario, and the results are showed in tables 3 and 4 below. 

        Table 3: Purchase Intention Means               Table 4: Customer Perceived Value Means 

By observing these results there are already a few conclusions that can be drawn. On the one 

hand, as it would be predictable by the information about market shares of the two product 

categories present in the literature review, on average, PI and CPV for PLB of milk are higher 

than for PLB of shampoo. An independent-samples t-test presented below can actually prove 

that the difference in PI between the two product categories is indeed statistically significant, 

representing shampoo a lower PI (Mean(M)=3.5899) than milk (M=4.3489). Interpreting the 

results from table 5 it can be said that for a 5% significance level the null hypothesis of equal 

means is rejected (t(1093)=-7.277; p=0.000), therefore confirming the above mentioned 

statement.     
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Table 5: Independent-Samples t-Test for Shampoo and Milk Purchase Intention             

On the other hand, it can be stated already that the only type of promotion that generates a 

higher mean PI and CPV versus the control situation with no promotion is a 30% immediate 

discount, independently of the product category. That said, in order to deepen this analysis 

and test all the previously stated hypotheses, a serious of independent-samples t-tests were 

performed, followed by a Pearson Correlation test, and also an analysis using the SPSS tool 

PROCESS by Andrew F. Hayes. 

4.4.1 The Impact of Monetary Promotions of PLB on PI 

H1: Monetary promotions of private label brands increase customers’ purchase intention. 

To test H1 two independent t-tests were conducted, one for each product category, in which 

the PI means of the scenario with no promotion and of the four promotion scenarios 

combined, were compared. Based on the group statistics alone for both categories, it can 

already be concluded that H1 is not validated, since shampoo PI mean in the situation with no 

promotion (M=3.66) is higher than in the situation with a promotion (M=3.57), and milk PI 

mean in the situation with no promotion (M=4.37) is also higher (M=4.34). To understand if 

these differences are significant, it is important to first take a look at the Levene’s test, and 

according to this result analyse the corresponding t-test outcome. For the shampoo category, it 

can be noted that for a 5% significance level the null hypothesis of equal means between the 

scenario with and without a promotion is not rejected (t(221)=0.548; p=0.585), which 

indicates that there is no statistical significant difference in the PI of PLB with a promotion or 

without. The same applies for the milk category (t(544)=0.125; p=0.901).    

Additionally, taking into consideration the results in table 3 above, it can be noticed that for 

both categories there is only one of the four promotion scenarios in which a PLB promotion 

could increase consumers’ PI, being a 30% immediate price discount that scenario. To test 

whether there is a significant difference between this scenario and the control group, another 

two independent t-tests were conducted. Once again, the results show that for a 5% 

http://www.afhayes.com/
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significance level the null hypothesis of equal means is not rejected, not only for the shampoo 

category (t(221)=-1.38; p=0.169) but also for the milk one (t(218)=-1.595; p=0.112). That 

being said, H1 is not validated for all scenarios. See appendix 6.  

H1A: A private label brand promotion with immediate gratification will generate a higher 

customer purchase intention than a promotion with a delayed gratification. 

Moving on to testing H1A, another three independent t-tests were performed, comparing only 

the same discount level. In the shampoo category, at the 10% discount level there is no 

significant difference between the means of the immediate and the delayed scenarios for a 5% 

significance level (t(243)=0.018; p=0.986), but the same is no longer true for the 30% 

discount level (t(235)=2.313; p=0.022). In this last case, since the p-value is lower than 5%, it 

can be concluded that for a high discount level of a PLB in the shampoo category, a 

promotion with an immediate gratification will indeed generate a higher customer PI than a 

promotion with a delayed gratification. Regarding the milk category, it is not necessary to 

perform an analysis for the 10% discount level situation since in table 3 it can be seen already 

that the immediate scenario presents a lower PI mean than the delayed one. For the 30% 

discount level condition there is not a significant difference in the PI of the two gratification 

timings for a 5% significance level (t(220)=1.633; p=0.104). As such, H1A is only partially 

validated, since the difference of the PI means between the immediate and delayed conditions 

is only significant for the high discount level in the shampoo category. See appendix 7. 

H1B: A higher discount level will generate a stronger customer purchase intention of the 

private label brand than a lower discount level. 

As far as H1B is concerned, the analysis was again based on three independent t-tests, 

comparing only the conditions with the same gratification timing. For the shampoo category, 

it was only necessary to perform a test on the immediate promotion scenario, as in the delayed 

one the PI means presented in table 3 already allow the conclusion that a higher discount level 

did not lead to a higher customer PI than a lower discount. That said, there is a significant 

difference in the PI means of a low and high discount level under the immediate promotion 

condition (t(231)=-2.071; p=0.040). For the milk category, in the immediate promotion 

condition the null hypothesis of equal means is also rejected for a 5% significance level 

(t(221)=-2.743; p=0.007), meaning that for this product category a higher discount level will 

generate a stronger PI of the PLB than a lower one. However, this result is no longer true for 

the delayed condition, since there is no significant difference in the means of the low and high 
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discount levels (t(214)=-0.668; p=0.505). As such, H1B is partially validated since the results 

only confirm it for a scenario with an immediate discount. See appendix 8. 

H1C: An immediate but lower discount will lead to a higher customer purchase intention of 

the private label brand than a delayed but higher discount. 

Finally, to test the last hypothesis of this section – H1C, an independent t-test was conducted 

comparing the PI means of the scenarios with an immediate but low discount and a delayed 

but high discount for the shampoo category. By observing table 3 it can be immediately 

concluded that for the milk category this hypothesis does not hold true. For the shampoo 

category, and for a 5% significance level, the p-value resulting from the t-test is clearly higher 

than 5%, which does not allow rejecting the null hypothesis of equal means between the two 

scenarios (t(240)=0.384; p=0.701). Consequently, H1C is not validated. See appendix 9.  

4.4.2 The Influence of CPV for the Customers 

H2: Monetary promotions of private label brands increase customers’ perceived value. 

Following the previous analysis and in order to understand if monetary promotions of PLB 

increase CPV, two last independent t-tests were performed. Based on the results from table 4, 

it can be noted that, similarly to H1, the only scenario in which H2 could be validated is when 

there is a high immediate discount, since for both categories it is the only occasion where 

CPV is higher than the one from the control group. That said, by the results of the t-tests it 

can be concluded that for a 5% significance level, there is no significant difference between 

the CPV means of the 30% immediate discount and the no promotion scenarios, both for the 

shampoo (t(235)=-1.034; p=0.302) and the milk category (t(218)=-1.945; p=0.053). 

Consequently, H2 is not validated. See appendix 10.    

H3: For private label brands, there is a positive relationship between customers’ value 

perceptions and their purchase intentions. 

To test H3 two Pearson Correlation tests were conducted, one for each product category. This 

specific test can be applied in this situation since both variables are metric. Both tests present 

a p-value lower than 5% (p=0.000), which means that CPV and PI have a statistically 

significant linear relation. By looking at the Pearson Correlation coefficient one can notice 

that there is a positive and strong relationship between the two variables, not only for the 

shampoo category (r=0.741) but also for the milk one (r=0.855). Having a positive relation 
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means that when CPV increases, PI will also tend to increase, and this association is 

particularly strong in the milk category since its value is not that far away from the maximum 

of 1 that represents a perfect positive linear relation. Taking this information into account, H3 

is supported by the data. See appendix 11.  

4.4.3 Mediation and Moderation Analysis 

H4: Customer perceived value mediates the relationship between monetary promotions of 

private label brands and its purchase intention. 

H5: Product category moderates the relationship between monetary promotions of private 

label brands and its purchase intention. 

In order to understand whether CPV represents a mediator and product category a moderator 

in the relationship between monetary promotions of PLB and PI, an analysis using PROCESS 

model 5 was conducted. To do so, the independent variable of PLB promotions was recoded 

into a dummy variable in which the control group with no promotion was differentiated from 

all the promotion scenarios that were combined. See appendix 12.  

By analysing the results from the SPSS matrix procedure, it can be concluded that almost all 

direct effects are not significant. Firstly, one can notice that the regression of the relationship 

between PLB promotions and CPV has an R² of 0.03%, which is extremely low, and therefore 

promotions are not a good predictor of CPV (𝑎1=-0.066; p=0.554). This information alone is 

enough to conclude that CPV does not represent a significant mediator and therefore H4 is not 

validated. Additionally, when PI is the outcome variable it is possible to say that the overall 

model is significant and explains a lot of the variation of the dependent variable (R²=0.66; 

F(4,1147)=551.47; p=0.000), but looking at the p-values of each variable individually one can 

note that CPV is the only with a p-value lower than 5% (b1=0.944; p=0.000). All other 

variables, including promotions (c1´=-0.006; p=0.952), product category (c2´=0.192; p=0.169), 

and the interaction term between promotions and product category (c3´=0.044; p=0.779), are 

not statistically significant at a 5% significance level. Since the interaction term mentioned 

above is not significant, H5 is also not validated. Another way to confirm that CPV is not a 

significant mediator is by looking at its bootstrapping confidence interval when analysing the 

indirect effect of X on Y (BootLLCI=-0.261; BootULCI=0.130) and noticing that it crosses 

the 0 value, which invalidates the mediation. For a graphical representation of the previously 

mentioned values see figure 4 below. 
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Figure 4: Statistical Model with Regression Coefficients 

To sum up, H4 and H5 are not validated meaning that CPV does not mediate nor product 

category moderates the relationship between monetary promotions of PLB and PI. 

4.4.4 Hypotheses Testing Overview 

 

Table 6: Results from the Hypotheses Testing 

4.5 Additional Analysis: Clusters 

Complementarily to the previous analysis, a cluster analysis was also conducted in order to 

better understand whether some demographic factors might help explain CPV and PI towards 

PLB products. By segmenting people into different groups with similar characteristics and 

Hypothesis Description Shampoo Milk

H1
Monetary promotions of private label brands increase customers' purchase 

intention.

Not 

validated

Not 

validated

H1A
A private label brand promotion with immediate gratification will generate a higher 

customer purchase intention than a promotion with a delayed gratification.

Partially 

validated

Not 

validated

H1B
A higher discount level will generate a stronger customer purchase intention of the 

private label brand than a lower discount level.

Partially 

validated

Partially 

validated

H1C
An immediate but lower discount level will lead to a higher customer purchase 

intention of the private label brand than a delayed but higher discount level.

Not 

validated

Not 

validated

H2 Monetary promotions of private label brands increase customers’ perceived value.
Not 

validated

Not 

validated

H3
For private label brands, there is a positive relationship between customers’ value 

perceptions and their purchase intentions.
Validated Validated

H4
Customer perceived value mediates the relationship between monetary promotions 

of private label brands and its purchase intention.

H5
Product category moderates the relationship between monetary promotions of 

private label brands and its purchase intention.

Outcome

Not validated

Not validated
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trying to comprehend their buying behaviour, it may be possible to give more appropriate 

managerial recommendations. Since there are respondents that answered only to one of the 

two product categories’ blocks, two separate cluster analysis were performed. See appendix 

13. 

A non-hierarchical clustering procedure, a K-Means Cluster to be more precise, was applied 

where four was the final number of clusters predefined for each product category. Although 

two distinct analyses were executed, the four-cluster solution showed that the characteristics 

of each cluster were quite similar in both categories, and for that reason the same cluster name 

was given and the results were combinable into four general clusters.       

There are two clusters whose members have exactly the same demographic characteristics, 

since they are mainly composed of Portuguese females with an age comprised between 35 and 

44 years old that hold a bachelor degree and are currently employed, earning a monthly gross 

income between 1000 and 1499€. What distinguishes them is the fact that one has the highest 

mean PI and CPV of PLB within the four clusters, and the other has the lowest. For that 

reason the first cluster was labelled “The Economical Twin” and the second “The Fancy 

Twin”. The factors that make them have such a different buying behaviour in what respects 

PLB cannot be explained by demographic factors, being an analysis of their psychographic 

profile probably more enlightening.   

Additionally, a third cluster that is also the one with less representatives can be described as 

having mostly Portuguese females slightly older than the previous ones, from 45 to 54 years 

old, holding a bachelor degree and being currently employed as well, but with a much higher 

gross income that is higher than 5000€ a month. This cluster was labelled “The Successful 

Lady”, and although they do not dislike PLB as much as “The Fancy Twin”, they still have a 

mean PI below 4 in both categories, which is the neutral point, and a mean CPV around this 

value too. 

Finally, a fourth cluster was identified that is also mainly composed of Portuguese females, 

but they are young adults with ages ranging from 18 to 24, a complete high school education 

and still studying, not having any income yet due to that fact. Their mean PI and CPV are 

quite high, especially in the milk category where it exceeds a value of 5 out of 7, but never 

surpassing the numbers of “The Economical Twin” for both variables. The name given to this 

last cluster was “The Broke Youngster”.    
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CHAPTER 5: CONCLUSIONS AND LIMITATIONS 

The last chapter of this dissertation summarizes the most relevant findings of this research, 

putting together all the previous chapters in order to draw the major conclusions of the study. 

Based on this, some important academic and managerial implications are outlined as well, 

finalizing with a short description of the limitations encountered throughout the process and 

an academic note with suggestions for further research.    

5.1 Main Findings and Conclusions 

The development of this dissertation, as previously stated, has the objective of studying the 

impact of immediate and delayed monetary promotions of PLB on the PI of customers in two 

distinct product categories, taking into account the role of CPV in this relationship. With this 

aim in mind, a survey with five different promotional scenarios for the shampoo and milk 

categories, including a scenario with no promotion as a control group, was conducted with 

more than 600 participants in order to find some answers to the research questions presented 

earlier in this thesis. These main findings and some conclusions are presented below.     

RQ1 - What is the impact of monetary promotions of private label brands on purchase 

intention for the given product categories? 

The major objective of this dissertation is to understand the impact of monetary promotions of 

PLB on the PI of consumers, and according to an endless amount of previous academic 

research on the topic of promotions, this relationship seemed quite straightforward. However, 

the results of this study demonstrate a very different outcome. In fact, considering four 

different promotional scenarios, varying according to the discount level and time of 

gratification, none of them proved to significantly impact the PI of consumers versus a 

situation with no promotion. This finding is true both for the shampoo and the milk 

categories. Even more surprising is the fact that, not only there is not a significant difference 

in the mean PI of the scenarios with and without a promotion, but it is also possible to 

conclude that when customers are presented with a delayed or a low promotion their PI is 

even lower, on average, than when there is no promotion at all. Although this can be 

observed, these differences in PI between the no promotion scenario and the three scenarios 

that include low or delayed promotions are not statistically significant either. The only 

scenario in which the mean PI of the control group is lower than a promotional stimulus is 

when customers are offered an immediate and high discount, and not even is this case this 
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difference is considered statistically significant. That being said, monetary promotions of PLB 

have no impact on PI, for both product categories. 

Though this conclusion might seem unexpected at first, if one takes into consideration the 

type of brand that is being studied, meaning PLB, these findings might actually have a 

possible intuitive explanation. Firstly, it is important to notice that existing literature that 

refers to promotions of PLB specifically are almost non-existent. Therefore, the review of the 

literature presented earlier based on which the research hypotheses were formulated focus on 

promotions and PLB separately, since articles about promotions mention only NB or brands 

in general. Taking into account that NB and PLB are intrinsically different from each other in 

many aspects, a conclusion that is reached for one of them does not imply that it is also true 

for the other. NB do promotions to get closer to the prices of PLB and decrease their prices 

temporarily versus other NB, in the hope of winning over more price sensitive consumers, 

while PLB are usually the cheapest offer in the market. If PLB do promotions, for those 

customers that prefer NB from the beginning, it is not because the price of PLB is even lower 

that he or she will buy it, otherwise they would always buy it since this type of brand is in 

theory always the cheapest. The other customers that already buy PLB on a regular basis 

might continue to do it anyway with a promotion, which does not present any gains in terms 

of new customers or sales for PLB.            

RQ1A - What is the impact of immediate versus delayed monetary promotions on 

purchase intention? 

According to existent literature, consumers would prefer to receive immediate gratifications 

rather than delayed ones, but the findings of this study show that it is not always the case. 

When they are offered a promotion that they consider as having a low discount level, it is 

indifferent whether this promotion is given to them now or only in the future, both for PLB of 

shampoo and milk. Nevertheless, in the case of a promotion with a high discount level, on 

average customers show a higher mean PI when this promotion is immediate over the 

scenario in which it is only redeemable at the next purchase. But although this difference 

exists for both product categories, it is only significant in the shampoo case, where an 

immediate good discount would allow more impactful savings, since prices are also higher 

than milk. It can then be concluded that immediate monetary promotions of PLB will 

originate a higher PI than delayed ones if the discount level is considered to be high, in the 

shampoo category. In all the other analysed scenarios there is no significant impact. 
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RQ1B - What is the impact of low versus high discount levels on purchase intention? 

Intuitively, one could say that rational consumers would prefer a higher discount level over a 

lower one, since it would allow them to pay less for the same product and therefore save 

money. This conclusion is confirmed in this study for both product categories, but only when 

the discount is immediate. When analysing this relationship under the delayed promotions 

condition, there is no significant difference in the PI levels of a low versus a high discount. In 

this case, it is not worth it for a retailer to do a high delayed discount of its PLB given that the 

same PI levels could be achieved with a low discount, which would be more profitable. On 

the contrary, if a retailer wants to do an immediate monetary promotion in one of its PLB, 

using a high discount level would lead to a higher PI of the customers.         

RQ2 - What is the role of customer perceived value in the relationship between 

monetary promotions of private label brands and purchase intention? 

Against the predictions from the literature, monetary promotions of PLB do not increase 

CPV; in fact all analysed promotional scenarios do not produce any significant impact on this 

variable comparing to the scenario with no promotion for both product categories. The fact 

that this relationship is not confirmed invalidates immediately the option of CPV being a 

mediator for the relation between PLB promotions and PI. From the answer to the first RQ, 

this conclusion was already evident as well, since monetary promotions of PLB do not 

significantly impact PI. The only effect that the findings of this dissertation were able to 

validate is that CPV positively impacts PI and that this correlation is quite strong. It is 

possible to say that when CPV increases by 1 unit, PI will increase by approximately 0.944 

units, everything else constant.         

5.2 Academic and Managerial Implications 

This dissertation brings new insights regarding both the sales promotions as well as the PLB 

territories, so far barely studied together in academia. Both subjects are far from being recent 

but the combination of both, together with all the specificities studied throughout this 

research, as well as the unpredictable results is what makes this piece of work academically 

relevant. Additionally, it also fills a gap regarding gratification timings associated with sales 

promotions and the study of concrete product categories in the CPG industry.     

In terms of managerial recommendations, retailers have to take into account when deciding 

their promotional strategy that although NB appear to benefit in terms of increased sales from 

monetary promotions, based on the innumerable research that has been conducted to date on 

the topic, the same does not occur in the case of PLB. Customers’ PI can be considered the 
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same whether there is a promotion of a PLB or not, at least in the shampoo and milk 

categories, indicating that profits would actually decrease since the number of customers 

would be approximately the same but margins would shrink. Nonetheless, CPV seems to be a 

good driver of PI of PLB, which establishes a possible strategic path to follow. In order for 

retailers to increase PI of their own brands, they should not invest in promotions but rather in 

ways to increase the value perceptions of their brands in the eyes of consumers.  Finally, 

based on the cluster analysis performed, this investment should be directed at two segments, 

“The Broke Youngster” and “The Economical Twin”, being that some additional research 

would need to be conducted to better understand what distinguishes the latter from its 

identical segment in terms of demographics, and better target retailers’ managerial efforts.     

5.3 Limitations and Further Research 

Naturally there are some limitations in this research, which provide avenues for future 

research. First, due to monetary and time constraints the sample is not representative of the 

population, since a non-probability sample was used, and the number of answers per 

condition does not exceed by much a hundred respondents.  In the future, it is advisable to 

apply a probability sampling technique and reach a larger number of participants to improve 

the findings’ external validity. Second, complementarily to an online questionnaire, a field 

experiment could be conducted where a recreated store environment with different 

promotional scenarios would probably lead to more realistic data regarding actual purchase, 

instead of the estimated PI. Third, the fact that only two product categories were examined 

may limit the generalizability of the results, since all products have different characteristics 

and customers’ attitudes towards different product categories of PLB may differ as well. As 

such, it is recommended that more product categories are studied in the future. Moreover, 

only one example of both an immediate and a delayed promotion was analysed, and 

especially in the case of the latter that got very close results between various options of 

promotions, future studies should incorporate other types of promotions. Furthermore, sales 

promotions proneness is a possible moderator that could be studied in future research with 

potential to impact the relationship between monetary promotions of PLB and PI. Finally, 

instead of PI it would be also interesting to investigate the effect of monetary promotions of 

PLB on store loyalty, for example.                  
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APPENDICES 

Appendix 1: Pretest  

Dear respondent,  

The aim of this pretest is to select the most appropriate type of immediate and delayed 

promotion of a supermarket product according to your perceptions, as well as some 

appropriate discount levels for two given product categories. Please note that there are no 

right or wrong answers and that answers are anonymous. First of all, you can find below a 

short definition of what is an immediate and a delayed promotion. 

IMMEDIATE PROMOTION – Promotions that offer an instant gratification or benefit to the 

customer. 

DELAYED PROMOTION - Promotions that gift customers with a gratification or benefit that 

can only be redeemed at a later point in time. 

1. Between the following options, which one do you believe best represents in real life an 

immediate promotion for a given supermarket product or brand? 

 Price Discount; 

 Cash Back (rebate in which you have to send your receipt to the manufacturer in order 

to receive part of your money back); 

 Coupon that can be used since the moment you get it; 

 Coupon that can only be used at a specific future date; 

 Price Pack (two units of a product are sold together at a reduced price); 

 Price discount that is saved in the retailer’s loyalty card to use only in the next 

purchase; 

 Bonus Pack (unit of a product offers extra quantity free of charge, more ml, gr, kg). 

 

2. Between the following options, which one do you believe best represents in real life a 

delayed promotion for a given supermarket product or brand? 

 Price Discount; 

 Cash Back (rebate in which you have to send your receipt to the manufacturer in order 

to receive part of your money back); 

 Coupon that can be used since the moment you get it; 

 Coupon that can only be used at a specific future date; 

 Price Pack (two units of a product are sold together at a reduced price); 

 Price discount that is saved in the retailer’s loyalty card to use only in the next 

purchase; 

 Bonus Pack (unit of a product offers extra quantity free of charge, more ml, gr, kg). 

 

3. For the shampoo category, please answer the following questions about a regular 250ml 

straight hair shampoo of a private label brand. (Note: private label brand is a brand that is 
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owned, controlled, and sold exclusively by a retailer. Example: a shampoo of the Pingo 

Doce or Continente brand.) 

3.1 What is your estimate of the average price of this product? _________ 

3.2 What discount level (%) do you consider a low or “bad” promotion for this product? 

___________ 

3.3 What discount level (%) do you consider a high or “good” promotion for this 

product? ___________ 

 

4. For the milk category, please answer the following questions about a regular half-fat 1L 

milk of a private label brand. (Note: private label brand is a brand that is owned, 

controlled, and sold exclusively by a retailer. Example: a shampoo of the Pingo Doce or 

Continente brand.) 

4.1 What is your estimate of the average price of this product? ________ 

4.2 What discount level (%) do you consider a low or “bad” promotion for this product? 

__________ 

4.3 What discount level (%) do you consider a high or “good” promotion for this 

product? ___________ 

 

Thank you very much for your cooperation! 

Appendix 2: Pretest Answers 

 

 

1 2 3.1 3.2 3.3 4.1 4.2 4.3

Price Discount Cash Back 3,50 €     10% 50% 0,80 €     5% 20%

Price Pack Loyalty Card 5,00 €     10% 25% 1,00 €     10% 25%

Price Discount Coupon future date 1,00 €     5% 20% 0,75 €     5% 20%

Price Discount Coupon future date 4,00 €     10% 20% 0,55 €     5% 10%

Price Discount Loyalty Card 5,00 €     10% 20% 0,75 €     10% 20%

Price Discount Coupon future date 3,00 €     3% 10% 0,80 €     5% 10%

Price Discount Loyalty Card 3,00 €     5% 20% 0,50 €     5% 20%

Price Discount Cash Back 1,00 €     10% 35% 0,70 €     10% 30%

Price Discount Loyalty Card 3,00 €     5% 50% 0,50 €     5% 50%

Price Discount Coupon future date 2,00 €     10% 20% 3,60 €     10% 20%

Price Discount Loyalty Card 2,00 €     10% 25% 0,50 €     10% 20%

Price Discount Loyalty Card 7,00 €     10% 50% 2,00 €     10% 50%

Price Discount Loyalty Card 1,20 €     10% 50% 1,75 €     20% 50%

Price Discount Cash Back 2,00 €     5% 25% 0,50 €     3% 20%

Price Discount Loyalty Card 3,00 €     10% 40% 0,59 €     20% 35%

Price Pack Loyalty Card 2,00 €     5% 30% 0,40 €     5% 30%

Price Pack Loyalty Card 2,00 €     10% 50% 0,80 €     10% 50%

Price Discount Coupon now 1,75 €     15% 25% 0,75 €     10% 25%

Price Discount Coupon future date 2,00 €     10% 20% 0,75 €     10% 20%

Bonus Pack Coupon future date 2,00 €     10% 25% 0,45 €     10% 25%
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Appendix 3: Online Survey – English Version 

Dear respondent, 

My name is Catarina Neves and this survey is about promotions of private label brands as part 

of my master thesis at Católica Lisbon School of Business and Economics. It will take you 

approximately 5 minutes to complete and keep in mind that there are no right or wrong 

answers - I am just interested in your sincere opinions and perceptions. All answers are 

anonymous and will only be used for the purpose of this dissertation. 

I deeply appreciate the time you took to help me graduate by answering this survey. 

Have a nice day! 

Part 1 – Immediate VS Delayed Promotions 

Just to warm up…  

1 - Between the following options, please select the one you believe best represents in real life 

an immediate promotion for a given supermarket product or brand. 

 Price Discount; 

 Cash Back (rebate in which you have to send your receipt to the manufacturer in order 

to receive part of your money back); 

 Coupon that can be used since the moment you get it; 

 Coupon that can only be used at a specific future date; 

 Price Pack (two units of a product are sold together at a reduced price); 

 Price discount that is saved in the supermarket’s loyalty card to use only in the next 

purchase; 

 Bonus Pack (unit of a product offers extra quantity free of charge, more ml, gr, kg). 

 

2 - Between the following options, please select the one you believe best represents in real life 

a delayed promotion for a given supermarket product or brand. 

 Price Discount; 

 Cash Back (rebate in which you have to send your receipt to the manufacturer in order 

to receive part of your money back); 

 Coupon that can be used since the moment you get it; 

 Coupon that can only be used at a specific future date; 

 Price Pack (two units of a product are sold together at a reduced price); 



 X 

 Price discount that is saved in the retailer’s loyalty card to use only in the next 

purchase; 

 Bonus Pack (unit of a product offers extra quantity free of charge, more ml, gr, kg). 

Part 2 – Control Question: Shampoo 

Now let’s talk for a while about the shampoo category. 

3 - Have you purchased shampoo over the past 12 months at least once? 

 Yes 

 No 

(If the answer is “yes” the respondent will take the shampoo survey, if it is “no” he or she will 

advance to part 5) 

Part 3 – High VS Low Promotions: Shampoo 

4 - What discount level do you consider a low or “bad” promotion for a shampoo? Please 

drag below to the percentage you see fit. 

 

5 - What discount level do you consider a high or “good” promotion for a shampoo? Please 

drag below to the percentage you see fit. 

 

Part 4 – Purchase Intention and Perceived Value: Shampoo  

(x5 – control, no promotion; 10% immediate; 10% delayed; 30% immediate; 30% delayed) 

Please imagine that you are in the shampoo aisle in the supermarket looking to buy a specific 

product. On the same shelf of the type of shampoo you usually buy, you find a shampoo of 

the supermarket’s private label brand. Remember that a private label brand is a brand that 

is owned, controlled, and sold exclusively by a retailer, and that it is usually sold at a lower 

price than all manufacturer brands when these are not on promotion (for example: a shampoo 

of the Pingo Doce, Continente or Auchan brand). 
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Additionally, consider that this private label shampoo has currently a 10%/30% immediate 

price discount/price discount that will be saved in your retailer’s loyalty card and that you can 

use only at your next purchase at the supermarket. 

(Do not show this paragraph to the control group, and vary the combinations of discount level 

and type of promotion to the rest of the respondents) 

 

6 - Based on the previous information please indicate your level of agreement with the next 

statements.  

(7-point Likert scale: 1 – strongly disagree; 4 – neither agree nor disagree; 7 – strongly agree) 

 I would purchase this shampoo 

 I would consider buying this shampoo under these conditions 

 I would buy this private label shampoo in order to save money  

 My willingness to buy this product is very high  

 I believe this product is reasonably priced  

 This product offers value for money 

 Buying this shampoo would be economical 

 This product has consistent quality  

 I think this shampoo has an acceptable standard of quality  

 I believe this product would perform consistently  

 The product is considered to be a good buy 

 This shampoo appears to be a bargain 

 I believe this product is a great deal 

Part 5 – Control Question: Milk 

Now let’s talk for a while about the milk category. 

7 - Have you purchased milk over the past 12 months at least once? 

 Yes 

 No 

(If the answer is “yes” the respondent will take the milk survey, if it is “no” it will either end 

the survey if he or she said “no” twice or go to part 8 if he or she answered the shampoo part) 

Part 6 – High VS Low Promotions: Milk 
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8 – What discount level do you consider a low or “bad” promotion for a milk? Please drag 

below to the percentage you see fit. 

 

9 - What discount level do you consider a high or “good” promotion for a milk? Please drag 

below to the percentage you see fit. 

 

Part 7 – Purchase Intention and Perceived Value: Milk  

(x5 – control, no promotion; 10% immediate; 10% delayed; 30% immediate; 30% delayed) 

Please imagine that you are in the milk aisle in the supermarket looking to buy a specific 

product. On the same shelf of the type of milk you usually buy, you find a milk of the 

supermarket’s private label brand. Remember that a private label brand is a brand that is 

owned, controlled, and sold exclusively by a retailer that is usually sold at a lower price than 

all manufacturer brands when these are not on promotion (for example: a milk of the Pingo 

Doce, Continente or Auchan brand). 

Additionally, consider that this private label milk has currently a 10%/30% immediate price 

discount/price discount that will be saved in your retailer’s loyalty card and that you can use 

only at your next purchase at the supermarket. 

(Do not show this paragraph to the control group, and vary the combinations of discount level 

and type of promotion to the rest of the respondents) 

 

10 - Based on the previous information please indicate your level of agreement with the next 

statements. 

(7-point Likert scale: 1 – strongly disagree; 4 – neither agree nor disagree; 7 – strongly agree) 

 I would purchase this milk 

 I would consider buying this milk under these conditions 

 I would buy this private label milk in order to save money  

 My willingness to buy this product is very high  
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 I believe this product is reasonably priced  

 This product offers value for money 

 Buying this milk would be economical  

 This product has consistent quality 

 I think this milk has an acceptable standard of quality 

 I believe this product would perform consistently 

 The product is considered to be a good buy 

 This milk appears to be a bargain  

 I believe this product is a great deal 

Part 8 – Demographics  

It is almost over! Just a few more questions about you. 

11 – What is your gender?  

 Female 

 Male 

12 - What is your age?  

 Under 18 

 18-24 

 25-34 

 35-44 

 45-54 

 55-64 

 65-74 

 75 or older 

13 - What is your nationality?  

 Portuguese 

 Non-Portuguese 

14 - What is the highest degree you have completed?  

 Lower than high school 

 High school or equivalent 

 Bachelor 

 Master or MBA 
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 PhD 

15 – What is your current occupation?  

 Student 

 Student-worker 

 Employed 

 Unemployed 

 Retired 

16 – What is your gross monthly income?  

 No income 

 Less than 500€ 

 500-999€ 

 1000-1499€ 

 1500-1999€ 

 2000-2999€ 

 3000-3999€ 

 4000-4999€ 

 5000€ or more 

 Prefer not to answer 

Appendix 4: Online Survey – Portuguese Version 

Caro participante, 

O meu nome é Catarina Neves, e este questionário é sobre promoções de marcas próprias ou 

marcas brancas, e faz parte da minha tese de mestrado na Católica Lisbon School of Business 

and Economics. Deverá demorar cerca de 5 minutos a completar e tenha em mente que não 

existem respostas certas ou erradas – apenas estou interessada nas suas sinceras opiniões e 

percepções. Todas as respostas são anónimas e serão apenas usadas para o desenvolvimento 

desta dissertação.  

Agradeço imenso o tempo que dispensou para me ajudar a terminar o meu curso ao responder 

a este questionário. 

Resto de um bom dia! 

Parte 1 – Promoções Imediatas VS Atrasadas 

Apenas para aquecer… 
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1 – Entre as seguintes opções, selecione por favor aquela que considera que melhor representa 

na vida real uma promoção imediata para um determinado produto ou marca de 

supermercado. 

 Desconto no preço; 

 Dinheiro de volta (desconto em que tem de enviar o seu recibo de volta para o 

fabricante de forma a receber de volta parte do seu dinheiro); 

 Cupão que pode ser usado a partir do momento em que o recebe; 

 Cupão que apenas poderá ser usado numa data futura específica; 

 Pacote de preço (duas unidades de um produto são vendidas juntas a um preço mais 

reduzido); 

 Desconto no preço que é guardado no seu cartão de fidelidade do supermercado, que 

apenas pode ser usado na próxima compra; 

 Pacote de bónus (a compra de uma unidade de produto oferece mais quantidade - mais 

ml, gr, kg, sem cobrar mais) 

 

2 - Entre as seguintes opções, selecione por favor aquela que considera que melhor representa 

na vida real uma promoção atrasada para um determinado produto ou marca de 

supermercado. 

 Desconto no preço; 

 Dinheiro de volta (desconto em que tem de enviar o seu recibo de volta para o 

fabricante de forma a receber de volta parte do seu dinheiro); 

 Cupão que pode ser usado a partir do momento em que o recebe; 

 Cupão que apenas poderá ser usado numa data futura específica; 

 Pacote de preço (duas unidades de um produto são vendidas juntas a um preço mais 

reduzido); 

 Desconto no preço que é guardado no seu cartão de fidelidade do supermercado, que 

apenas pode ser usado na próxima compra; 

 Pacote de bónus (a compra de uma unidade de produto oferece mais quantidade - mais 

ml, gr, kg, sem cobrar mais) 

Parte 2 - Pergunta de Controlo: Champô 

Agora vamos falar um pouco da categoria dos champôs. 

3 - Nos últimos 12 meses, comprou champô pelo menos uma vez? 
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 Yes 

 No 

Parte 3 – Promoções Altas VS Baixas: Champô 

4 – Que nível de desconto considera uma promoção baixa ou “má” para um champô? 

Arraste em baixe para a percentagem que considerar mais adequada, por favor.  

 

5 – Que nível de desconto considera uma promoção alta ou “boa” para um champô? Arraste 

em baixe para a percentagem que considerar mais adequada, por favor.  

 

Parte 4 – Intenção de Compra e Percepção de Valor: Champô 

(x5 – controlo, sem promoção; 10% imediato; 10% atrasado; 30% imediato; 30% atrasado) 

Por favor imagine que está no supermercado no corredor dos champôs à procura de um 

produto específico para comprar. Na prateleira onde está o tipo de champô que costuma 

comprar encontra um champô da marca branca do supermercado. Lembre-se que uma 

marca branca é uma marca que pertence, é controlada e vendida exclusivamente por um 

retalhista, e é normalmente vendida a um preço mais reduzido do que todas as marcas de 

fabricante quando estas não estão em promoção (por exemplo: um champô da marca do Pingo 

Doce, Continente ou Auchan). 

Adicionalmente, considere que este champô de marca branca tem atualmente um desconto no 

preço imediato/ desconto no preço que é guardado no seu cartão de fidelidade do 

supermercado, que apenas pode ser usado na próxima compra de 10%/30%. 

 

6 – Com base na informação acima, por favor indique o seu nível de concordância com as 

seguintes frases. 

(7-point Likert scale: 1 – discordo completamente; 4 – nem concordo nem discordo; 7 – 

concordo completamente) 
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 Eu compraria este champô 

 Eu iria considerar adquirir este champô tendo em conta estas condições 

 Eu compraria este champô de marca branca para poupar dinheiro 

 A minha vontade de comprar este produto é elevada 

 Eu acredito que este produto tem um preço razoável 

 Este produto oferece uma boa qualidade em relação ao dinheiro pago 

 Comprar este champô seria económico 

 Este produto tem uma qualidade consistente 

 Eu penso que este champô tem um nível de qualidade aceitável 

 Eu acredito que este produto iria apresentar uma performance consistente 

 O produto é considerado uma boa compra 

 Este champô parece ser um bom negócio 

 Eu acredito que este produto seja uma excelente transação 

Parte 5 – Pergunta de Controlo: Leite 

Agora vamos falar um pouco da categoria do leite. 

7 - Nos últimos 12 meses, comprou leite pelo menos uma vez? 

 Yes 

 No 

Parte 6 – Promoções Altas VS Baixas: Leite 

8 – Que nível de desconto considera uma promoção baixa ou “má” para um pacote de leite? 

Arraste em baixe para a percentagem que considerar mais adequada, por favor.  

 

9 – Que nível de desconto considera uma promoção alta ou “boa” para um pacote de leite? 

Arraste em baixe para a percentagem que considerar mais adequada, por favor.  
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Parte 7 – Intenção de Compra e Percepção de Valor: Leite  

(x5 – controlo, sem promoção; 10% imediato; 10% atrasado; 30% imediato; 30% atrasado) 

Por favor imagine que está no supermercado no corredor do leite à procura de um produto 

específico para comprar. Na prateleira onde está o tipo de leite que costuma comprar encontra 

um leite da marca branca do supermercado. Lembre-se que uma marca branca é uma 

marca que pertence, é controlada e vendida exclusivamente por um retalhista, e é 

normalmente vendida a um preço mais reduzido do que todas as marcas de fabricante quando 

estas não estão em promoção (por exemplo: um leite da marca do Pingo Doce, Continente ou 

Auchan). 

Adicionalmente, considere que este leite de marca branca tem atualmente um desconto no 

preço imediato/ desconto no preço que é guardado no seu cartão de fidelidade do 

supermercado, que apenas pode ser usado na próxima compra de 10%/30%. 

 

10 – Com base na informação acima, por favor indique o seu nível de concordância com as 

seguintes frases. 

(7-point Likert scale: 1 – discordo completamente; 4 – nem concordo nem discordo; 7 – 

concordo completamente) 

 Eu compraria este leite 

 Eu iria considerar adquirir este leite tendo em conta estas condições 

 Eu compraria este leite de marca branca para poupar dinheiro 

 A minha vontade de comprar este produto é elevada 

 Eu acredito que este produto tem um preço razoável 

 Este produto oferece um bom valor em relação ao dinheiro pago 

 Comprar este leite seria económico 

 Este produto tem uma qualidade consistente 

 Eu penso que este leite tem um nível de qualidade aceitável 

 Eu acredito que este produto iria apresentar uma performance consistente 

 O produto é considerado uma boa compra 

 Este leite parece ser um bom negócio 

 Eu acredito que este produto seja uma excelente transação 

Parte 8 – Perguntas Demográficas 



 XIX 

Está quase a terminar! Apenas mais algumas questões sobre si.  

11 – Qual é o seu género?  

 Feminino 

 Masculino 

12 – Qual é a sua idade?  

 Menos de 18 

 18-24 

 25-34 

 35-44 

 45-54 

 55-64 

 65-74 

 75 ou mais 

13 – Qual é a sua nacionalidade?  

 Portuguesa 

 Não-portuguesa 

14 – Qual é o nível de educação mais elevado que concluiu? 

 Inferior ao secundário (12ºano) 

 Secundário (12ºano) ou equivalente 

 Licenciatura 

 Mestrado ou MBA 

 Doutoramento 

15 – Qual é a sua ocupação de momento?  

 Estudante 

 Estudante-trabalhador 

 Empregado 

 Desempregado 

 Reformado 

16 – Qual é o seu salário bruto mensal?  

 Sem rendimento 
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 Menos de 500€ 

 500-999€ 

 1000-1499€ 

 1500-1999€ 

 2000-2999€ 

 3000-3999€ 

 4000-4999€ 

 5000€ ou mais 

 Prefiro não responder 

Appendix 5: Sample Characterization Graphics 
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            5.5 Current Occupation                            5.6 Gross Monthly Income 

Appendix 6: H1 Independent-Samples t-Tests 

 

 

6.1 Independent-samples t-test for the shampoo category (all promotion scenarios combined) 

 

 

 

6.2 Independent-samples t-test for the milk category (all promotion scenarios combined) 
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6.3 Independent-samples t-test for the shampoo category (only 30% immediate considered) 

 

 

 

6.4 Independent-samples t-test for the milk category (only 30% immediate considered) 

Appendix 7: H1A Independent-Samples t-Tests 

 

 

 

7.1 Independent-samples t-test for the shampoo category (10% discount level) 

 

 

7.2 Independent-samples t-test for the shampoo category (30% discount level) 
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7.3 Independent-samples t-test for the milk category (30% discount level) 

Appendix 8: H1B Independent-Samples t-Tests 

 

 

8.1 Independent-samples t-test for the shampoo category (immediate gratification) 

 

 

 

8.2 Independent-samples t-test for the milk category (immediate gratification) 
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8.3 Independent-samples t-test for the milk category (delayed gratification) 

Appendix 9: H1C Independent-Samples t-Test 

 

 

 

9.1 Independent-samples t-test for the shampoo category (low immediate VS high delayed) 

Appendix 10: H2 Independent-Samples t-Tests 

 

 

 

 

10.1 Independent-samples t-test for the shampoo category (only 30% immediate considered) 

 

 

 

10.2 Independent-samples t-test for the milk category (only 30% immediate considered) 
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Appendix 11: H3 Pearson Correlation Test 

 

 

11.1 Pearson Correlation PI and CPV shampoo       11.2 Pearson Correlation PI and CPV milk 

Appendix 12: H4 and H5 - PROCESS Model 5 Output 

Run MATRIX procedure: 

 

**************** PROCESS Procedure for SPSS Version 3.00 ***************** 

 

          Written by Andrew F. Hayes, Ph.D.       www.afhayes.com 

    Documentation available in Hayes (2018). www.guilford.com/p/hayes3 

 

************************************************************************** 

Model  : 5 

    Y  : PI 

    X  : Promotio 

    M  : CPV 

    W  : ProdCat 

 

Sample 

Size:  1152 

 

************************************************************************** 

OUTCOME VARIABLE: 

 CPV 

 

Model Summary 

          R       R-sq        MSE          F        df1        df2          p 

      ,0174      ,0003     2,3006      ,3501     1,0000  1150,0000      ,5542 

 

Model 

              coeff         se          t          p       LLCI       ULCI 

constant     4,4070      ,0998    44,1598      ,0000     4,2112     4,6028 

Promotio     -,0660      ,1116     -,5917      ,5542     -,2850      ,1529 

 

************************************************************************** 

OUTCOME VARIABLE: 

 PI 

 

Model Summary 

          R       R-sq        MSE          F        df1        df2          p 

      ,8111      ,6579     1,1072   551,4715     4,0000  1147,0000      ,0000 

 

Model 

              coeff         se          t          p       LLCI       ULCI 

constant     -,2631      ,1281    -2,0543      ,0402     -,5143     -,0118 

Promotio     -,0064      ,1060     -,0605      ,9518     -,2143      ,2015 

CPV           ,9440      ,0208    45,3410      ,0000      ,9032      ,9849 
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ProdCat       ,1917      ,1393     1,3760      ,1691     -,0816      ,4650 

Int_1         ,0436      ,1552      ,2811      ,7787     -,2609      ,3482 

 

Product terms key: 

 Int_1    :        Promotio x        ProdCat 

 

Test(s) of highest order unconditional interaction(s): 

       R2-chng          F        df1        df2          p 

X*W      ,0000      ,0790     1,0000  1147,0000      ,7787 

 

****************** DIRECT AND INDIRECT EFFECTS OF X ON Y ***************** 

 

Conditional direct effect(s) of X on Y: 

    ProdCat     Effect         se          t          p       LLCI       ULCI 

      ,0000     -,0064      ,1060     -,0605      ,9518     -,2143      ,2015 

     1,0000      ,0372      ,1135      ,3280      ,7430     -,1854      ,2598 

 

Indirect effect(s) of X on Y: 

        Effect     BootSE   BootLLCI   BootULCI 

CPV     -,0623      ,0984     -,2606      ,1297 

 

Partially standardized indirect effect(s) of X on Y: 

        Effect     BootSE   BootLLCI   BootULCI 

CPV     -,0347      ,0548     -,1438      ,0721 

 

*********************** ANALYSIS NOTES AND ERRORS ************************ 

 

Level of confidence for all confidence intervals in output: 

  95,0000 

 

Number of bootstrap samples for percentile bootstrap confidence intervals: 

  5000 

 

NOTE: Variables names longer than eight characters can produce incorrect output. 

      Shorter variable names are recommended. 

 

------ END MATRIX ----- 

Appendix 13: Cluster Analysis Results 

 

13.1 Clusters description for the shampoo category  

Cluster Shampoo 1 2 3 4

Cluster Name "The Economical Twin" "The Fancy Twin" "The Successful Lady" "The Broke Youngster"

# Cases in Cluster 167 213 95 131

Purchase Intention 5.10 2.21 3.28 4.13

Customer Perceived Value 5.25 3.09 3.85 4.40

Main Gender Female Female Female Female

Main Age Group 35-44 35-44 45-54 18-24

Main Nationality Portuguese Portuguese Portuguese Portuguese

Main Educational Level Bachelor Bachelor Bachelor High School

Main Occupation Employed Employed Employed Student

Main Montly Income Level 1000-1499€ 1000-1499€ >5000€ No income
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13.2 Clusters description for the milk category 

Cluster Milk 1 2 3 4

Cluster Name "The Successful Lady" "The Economical Twin" "The Fancy Twin" "The Broke Youngster"

# Cases in Cluster 73 220 136 117

Purchase Intention 3.63 5.57 2.04 5.19

Customer Perceived Value 4.23 5.61 2.84 5.22

Main Gender Female Female Female Female

Main Age Group 45-54 35-44 35-44 18-24

Main Nationality Portuguese Portuguese Portuguese Portuguese

Main Educational Level Bachelor Bachelor Bachelor High School

Main Occupation Employed Employed Employed Student

Main Montly Income Level >5000€ 1000-1499€ 1000-1499€ No income


