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Abstract: - Current study aimed at examining the influence of PL on customer loyalty through the mediating
factor of customer satisfaction. Depending on quantitative approach; and distributing (197) questionnaires on
individuals; results of study indicated that private label has the ability to increase loyalty if it was accompanied
by high customer satisfaction. Among variables chosen, it appeared that product quality and store followed by
price are influential in increasing satisfaction and leading to better loyalty. Study recommended taking extra
attention in managing and manufacturing private brands in order to increase loyalty through satisfying

customers.
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1 Introduction

The brand plays a large and important role in the
commercial field in all countries of the world,
especially in the field of internal and external trade.
It has been agreed to define the brand as all that
distinguishes a product or service from other similar
or similar goods or services. The brands take forms
and are made up of many elements that are difficult
to enumerate. Therefore, in most trademark
legislation and methods of protection, the legal
legislator cited examples of what the trademark
might include names, figures, drawings, symbols,
addresses of shops, prominent inscriptions and a
group of colors that take a special form, as well as
any combination of these elements.

According to Kokilavizhi and Vanitha (2018)
technology and internet have played a role in
increasing the awareness of customer regarding the
private brand, it also played a role in increasing the
interest of retailors on the benefits of having a
private label that is custom designed for them. On
the other hand, Kumar and Kothari (2015) pointed
out that the customers' perception regarding the idea
of private label became more apparent with the
awareness of customers' regarding the ability of the
private label to serve them and give them the best of
their payment. Authors also added that having a
good level of customer satisfaction regarding a
private label brand can be considered as a good
indicator for an upcoming customer loyalty that
would appear along with the increased satisfaction.

Based on the above argument, current study
seeks to examine the influence of private label on
customer loyalty with the mediating factor of
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customer satisfaction. Researcher hypothesize that
the good level of satisfaction that private label may
develop among customers can be a good approach
in increasing customer loyalty.

2 Literature Review

2.1 Private Brand / Private Label

Many retailors nowadays are depending on the
concept of private brands in order to increase their
income. The reason for this dependency is attributed
to the fact that private labels are cost effective, it
means that private labels doesn't cost as much as
regular labels do so retailors chose to design their
own label and sell it to their customers due to their
ability to manufacture the item in house based on
their own specifications and their customer base
would help them promote this label. According to
Vargas-Hernandez and Noruzi Reza (201, 95)
private label is defined as “products produced by
one manufacturer and sold under the name of a
different company”. Xu et al. (2018, 4) saw that
private labels can be defined as "also called store
brands, are products produced by, or in the name of
the distributor and sold under the distributor's own
name and store”.
Kokilavizhi and Vanitha (2018) stated that the
PLMA - Private Label Manufactures Association —
founded in 1979 in America and aimed at
organizing the flow of private labeling in order for
them to be included under its territory and manage
all labels to be sold and processed under the
retailors' brand. The association has opened the
chances for manufacturers to choose the brand name
to either be the manufacturer name or any other
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name chosen by the manufacturer limited by the
declaration that this brand belongs to this certain
manufacturer. Chakraborty (2013) noted that private
labels are normally items/services or products that
are manufactured or provided by certain company
but promoted for in the name of another company.
With the development of private labels all over the
world, there are a wide range of private labels that
included foods, cosmetic, cars, furniture and even
web hosting.

There are many factors that influence customers'
satisfaction and loyalty towards PL; among these
aspects are (products, Prices and Store). Zain et al.
(2016) stated that product is influential as the
quality of the product is among the aspects that may
push customers towards purchasing private brand
specifically if they have received their needs and
desires. Weka, et al. (2019) stated that” The
consumer perceptions and preferences are based on
aroma, taste, texture, and color”. Casas Arizon
(2017) noted that price is among the influential
aspects that may change the customers' intention to
purchase a private label. Kremer and Viot (2012)
focused on the store in attracting customers to
private labels referring to it as more influential.

2.2 Customer Loyalty

When Reddy and Gowrishankar (2019)
examined the customer satisfaction private labels;
they have stated that among the challenges that may
face customer satisfaction towards certain private
labels is customer loyalty. Authors saw that the idea
of customer loyalty is one of the most influential
aspects that may have hindered the developments of
customer satisfaction regarding a certain private
label. They have also added that loyalty towards
private labels can only be reached when the
organization sores a high level of customer
satisfaction.
On the other hand, Abdullah et al. (2012) tried to
examine the influence of customer loyalty on
purchasing private labels. Depending on quantitative
approach authors found out that (product, price and
store) are influential on customers' loyalty, however,
product quality appeared to be the most influential
given that customers become more loyal when they
get eh best service that matches what they have paid
for.

2.3 Customer Satisfaction

Khadka and Maharjan (2017) defined customer
satisfaction as the overall evaluation that a customer
reach to through their process from purchasing in
item/ service or product, through consumption and
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reaching the after-sale service. Many studies have
focused on the relationship between customer
satisfaction and private labels. Khadka and
Maharjan (2017) in their study tried to examine the
customers" perception and satisfaction of private
labels. Depending on quantitative approach; total of
(293) individuals responded to the questionnaire
revealing that they were satisfied regarding private
labels due to its low cost, better quality and their
trust in the brand they are dealing with.

In a study by Reddy and Gowrishankar (2019);
authors aimed at examining the level of customer
satisfaction regarding private label. Through the
study; authors have employed the secondary data
regarding the main problem which were gathered
from different previous articles. Authors indicated
that private label is satisfactory for those who are
considered to be lifelong customers to a certain
manufacturer and who are willing to try any product
that has been developed by this certain organization.
Generally speaking, it was revealed that private
label influences customer satisfaction when the
organization is running a well-built customer-based
management that is able to attract their customers
regardless of the change in their orientation.
Another study by Casas Arizon (2017) who tried to
examine customers' satisfaction and intention to
purchase private labels items ad products and
through distributing (252) questionnaire on a
convenient sample; results of study indicated that
private labels are met by customers with acceptance
and intention to use due to their value and quality.

3 Methods

Current study depended on quantitative
approach. The main tool of study was a
questionnaire distributed on (250) individuals who
are shopping in different malls, commercial
complexes and retail stores. The After the
application process researchers were able to retrieve
(197) properly filled questionnaires which indicated
a response rate of (78.8%). The questionnaire
consisted of two main sections; the first took into
perspective the demographics of the sample (age,
gender, academic qualification, job title and
income), while the other was related to the study's
main variables (PL, CS and CL).

4 Results and Discussion
4.1 Statistical Analysis and Tastings
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AGE
Freq. Percent Valid Percent | Cumulative Percent
Valid -30 63 32.0 32.0 32.0
30-45 72 36.5 36.5 68.5
46-60 46 23.4 234 91.9
+61 16 8.1 8.1 100.0
Total 197 100.0 100.0
SEX
Freq. Percent Valid Percent | Cumulative Percent
Valid Male 83 42.1 42.1 42.1
Female 114 57.9 57.9 100.0
Total 197 100.0 100.0
EDUCATION
Freq. Percent Valid Percent | Cumulative Percent
Valid Secondary or | 62 31.5 31.5 31.5
less
Diploma 43 21.8 21.8 533
BA 76 38.6 38.6 91.9
Post 16 8.1 8.1 100.0
Graduates
Total 197 100.0 100.0
JOB
Freq. Percent Valid Percent | Cumulative Percent
Valid House Wife 54 27.4 27.4 27.4
Public sector | 25 12.7 12.7 40.1
employee
Private Sector | 38 19.3 19.3 59.4
Self employed | 47 239 23.9 83.2
other 33 16.8 16.8 100.0
Total 197 100.0 100.0
SALARY
Freq. Percent Valid Percent | Cumulative Percent
Valid -500 68 34.5 34.5 34.5
501-750 46 23.4 23.4 57.9
751-1000 30 15.2 15.2 73.1
1001-1250 30 15.2 15.2 88.3
+1250 23 11.7 11.7 100.0
Total 197 100.0 100.0

Table (1) above highlighted sample characteristics
according to variables; it appeared that the majority
of the sample was less than 30 years old forming
32% of the sample with frequency of 63
individuals. As for gender, the majority of sample
was females forming 57.9% with an educational
level of bachelor's degree forming 38.6% of the
sample. It also appeared that most of sample
individuals were house wives 27.4% followed by
self-employed individuals 23.9%. As for income; it
appeared that the majority of sample 34.5% had an
income of less than 500 JOD followed by an
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lack of any multicollinearity problem between the
independent variables.

Table 2. Variables' Analysis 7 Hypotheses Testing
Mini | Maxi Std.

N | mum | mum | Mean | Deviation H (1): There is a significant impact between
products ig; }gg :’gg ;gfi; ggggj PLB  dimensions and  Customer
prices : 3. 814 . : : -

Stores 107 | 1.00| 500| 3.9772] 77310 _ Satisfaction _

—— = H (2): There is a significant impact between
Satisfaction 197 | 1.00 500( 41282 70693 PLB di . d Cust L It
Loyalty 107 1.00| 3500 42162| 65787 Imensions and Lustomer Loyalty
Valid N 107 H (3): There is a significant impact between
(listwise) Customer Satisfaction and Customer

Loyalty

H (4): Customer Satisfaction mediates the
relationship between PLB dimensions on
Customer Loyalty

In table (2) analysis of variables response was done
highlighting that there was a positive attitude of
respondents towards the chosen variables as the
mean of the paragraphs scored higher than the

mean of the scale (3.00) referring to the results as a In order to test above hypothesis, Path analysis by

good indicator (see Appendices 1: Variables' using IBM SPSS Amos 21.0 program was used,
Analysis). and following results are found:
Table 4. Path Analysis
value
Through utilizing Cronbachs’ alpha test on tool
of study; the value was (0.97) which was greater 0.026 0.999 | 0.991 | 0.34 4 = 4.521
than the accepted percentage of 0.60(Caridi et al., GFI =0.90
2010) referring to the tool as reliable and there was CFI 20.90
internal consistency (see Appendices 2: Reliability RAMSEA <0.08
Test).
In order to test the structural model fit, the value of
X2 =4.521 is not significant at 0.05, (GFI = 0.991)
6 Co||inearity Statistics Test is an excellent indicator, the CFI = 0.999 is an
excellent value, (RAMSEA = 0.026) is an
Table 3. Collinearity statistics test acceptable value. )
Model Collinearity Statistics That means the structural model is fit.
Tolerance VIF . ,
Products 73] 4338 As Shown in the following table, study Hypotheses
Prices 257 3.895 were supported:
2 .
Stores o7 3.365 Table 5. Amos Results
Table (3) above highlighted results of Seiefaction | =—TF Esm;t; Ei I 6%?6 E::
Multicollinearity between independent utilizing Tovalty — 171 - 133 '100 4'331 e
Collinearity statistics: ~ and precisely (VIF) - Tovalty < | Satsfaction 2981 093 | 3.195 | 001
Tolerance and Variance Inflation Factor. The T
minimum acceptable cutoff value for tolerance is _
typically (0.10) as according to (Belsley, et al. e FI1:PLB Variable
2005) and maximum acceptable cutoff value for the e ** Significant at 0.05 level

VIF is (10). In other words, to indicate no problem
with multicollinearity tolerance value should not be
less than (0.10) while VIF value should not be
more than (10).According to table (3), (VIF) for
every variable sored less than (10) referring to
tolerance range of (0.231-0.297); this indicated the
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Table 6. Estimates for direct and indirect impact

Standardized

Indirect Standardized
Standardized Direct Effects P Effects Total Effects
PLE —»Customer
Satisfaction 0.848 0.000** 0.848
Customer Satisfaction
—Customer Lovalty 0.32 0.001** 0.32
PLB —» Customer
Lovalty 0.452 0.000** 0.272 0.724

** Significant at 0.05 level

Table (6) shows that C.R. Values are significant at
0.05 levels that means:

e There is a significant impact between PLB
dimensions and Customer Satisfaction

e There is a significant impact between PLB
dimensions and Customer Loyalty

e There is a significant impact between Customer
Satisfaction and Customer Loyalty

Also it was found that Standardized Indirect Effect
of Customer Satisfaction was significant at 0.05
level , that means Customer Satisfaction mediates
the relationship between PLB dimensions on
Customer Loyalty, as shown in the following chart:

ITT

Safisfaction

Fig.1 Path analysis

8 Discussion

Results of study indicated an influence of
private label on customer satisfaction which in its
turn can influence loyalty of customers. As a start,
demographic results indicated that majority of
sample was females who are either self-employed
or house wives with an income of less than 500
JOD or between 501-1000 JOD. Results seemed to
be valid given than females are more into shopping
and caring of brands compared to males. Through
testing the influence of dependent variables; it
appeared that private label brand has the ability to
influence customer satisfaction leading to better
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loyalty. Results were attributed to product followed
by store and the least influencing appeared to be
price. Results were seen to be logical given that
once a customer is satisfied with the product itself
and its quality, in addition to the store and price
there would be a better chance to develop loyalty
towards the brand. Study results met what came
along with Reddy and Gowrishankar (2019) who
noted that the reason for the private label's ability
to gain customer satisfaction is attributed to the fact
that it can meet the customers' expectations and
support them with the specifications of an
item/service that they look for in a brand. Pilar
Martinez-Ruiz et al. (2014) supported the same
results arguing that after being satisfied with the
brand customers are more willing to be loyal given
the fact that the brand was able to support them
with their needs and desires which makes them
more leaning towards choosing the same brand all
the time.

Looking through literature; it appeared that
results of current study matched results of many
previous studies which reached the overall theory
that gaining customer satisfaction can lead to
customer loyalty. In another meaning, the idea of
gathering between customer satisfaction and
customer loyalty is among the notions that
appeared to be widely adopted and generally
acceptable within more than one field. In order to
gain the best loyalty from your customers; all you
have to do is to gain their satisfaction through
presenting the best and most accurate service
quality there is in your brand. From that point,
there appeared the importance of service quality in
creating customer satisfaction. According to
Mohsan et al. (2011) the main reason or
organization's possession in gaining customer
satisfaction is to make them more willing to choose
the same brand all the time, this is a type of loyalty,
when a customer choses the same brand all the time
because they are satisfied with it then they are
being loyal to this brand. The same appeared by
Chinomona and Dubihlela (2014) who noted that it
is widely known that customer satisfaction leads to
customer loyalty as satisfaction from a certain
brand can help in developing the overall image
towards the brand, increase the level of security
and trust regarding it and make customer always
willing to take the same purchase decisions all the
time. Ibojo (2015) noted that the reason for
gathering between customer satisfaction and
customer loyalty is attributed to the fact that they
are both related to the concept of customer
behavior. Both of these behaviors are — if managed
in a smart way — can play a role in increasing the
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level of trust and retention of customers in order to
gain the best customer based and manage it for the
best of the organization. Awan and Rehman (2014)
also supported the results above and added that
private labels are mostly influenced by the
gathering between satisfaction and loyalty given
that the private brand is more able to control its
specifications and characteristic to reach more
customer satisfaction which leads to loyalty,
because increasing the degree of satisfaction
toward any private brand will lead to increase the
loyalty level for each customer.

9 Conclusion

The brand plays a large and important role in the

commercial field in all countries of the world,
especially in the field of internal and external trade.
It has been agreed to define the brand as all that
distinguishes a product or service from other
similar or similar goods or services. The brands
take forms and are made up of many elements that
are difficult to enumerate.
Therefore, in most trademark legislation and
methods of protection, the legal legislator cited
examples of what the trademark might include
names, figures, drawings, symbols, addresses of
shops, prominent inscriptions and a group of colors
that take a special form, as well as any combination
of these elements. Generally speaking, a private
brand it based on taking extra measure to present a
brand with the best and most accurate quality and
price; this has the ability to attract customer and
increase their satisfaction which in its turn can
influence their loyalty towards the brand.

The private label is more flexible, resilient, and
lean to match and react to all changes that may
appear in the market. It has the ability to disguise
itself in accordance with the universal trends that
keeps changing through the time. From that point,
there is a better chance for private labels to increase
customers' loyalty through focusing on meeting
their desires and needs so as to reach the best level
of satisfaction.

Based on study results, discussion and
conclusion, it was recommended to employ the
flexibility of private labels for the benefit of the
organization and develop the level of service
quality that is presents in order to be able to support
its customers with their needs and desires, in
addition to attract more potential customers and
increase the level of customer retention. Also,
Private label is all about the image, there is a need
to focus more on the image of the brand in
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accordance with the customers; preferences in
order to increase its chances in the market.
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Appendix
Appendix 1. Variables' Analysis
Minimu | Maximu Std.

N m m Mean Deviation

Products
High quality products 197 1 5 4.15 1.019
Healthy and nutritional products 197 1 5 4.09 1.031
Superior taste 197 1 5 4.11 955
Safe and less risky products 197 1 5 4.14 902
Fresh and daily products 197 1 5 4.13 .897
More durability and lasts longer 197 1 5 3.88 1.041
Has a good appearance 197 1 5 4.05 1.037
Natural and free from preservatives and
chemicals 197 1 5 3.92 1.085
Packaging is attractive and functional 197 1 5 3.99 1.076
I can purchase the quantity that suitable to
my needs 197 1 5 3.79 1.095

Prices
Prices are reasonable and affordable 197 1 5 3.78 1.115
I can get more quantity with a same price 197 1 5 3.86 972
High price premiums 197 1 5 3.86 1.040
Prices are competitive 197 1 5 3.76 1.148
Stores
The store enjoys a favorable reputation 197 1 5 4.05 .946
Has a good experience 197 1 5 3.99 901
Location is Convenience 197 1 5 3.98 917
Easy to find what I need because of wide 197 1 5 3.96 .900
range of products
The store offers high levels of service and 197 1 5 3.96 .889
convenience
The physical environment ( store design, 197 1 5 3.90 1.067
cold storage, cleanliness, atmosphere...)
is visually appealing
Customer Satisfaction

I am contended with the product 197 1 5 4.10 .875
I am satisfied with the product 197 1 5 4.01 1.076
I am pleased to purchase the product 197 1 5 4.16 .839
The product always meets my expectation 197 1 5 4.25 152

Loyalty
I am very loyal to this product 197 1 5 4.03 .994
This product will be my first choice 197 1 5 4.34 715
In the future, I plan to purchase the same 197 5 4.13 949
product
I will speak proudly and positively about 197 1 5 4.13 .865
the product
I will encourage others to purchase the 197 1 5 4.45 710
same product
Valid N (listwise) 197
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Appendix 2. Reliability Test
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Variables Cronbach’s alpha value Items
Private Label Dimensions 0.966 1-20
products 0.945 1-10
Prices 0.892 11-14
Stores 0.905 15-20
Customer Satisfaction 0.801 21-24
Customer Loyalty 0.828 25-29
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