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The Antecedents and Consequences of Store Personality: A 
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The purposes of this study are (i) to develop store personality 
measurement scale tailor-made for technical consumer goods store chains 
in Vietnam, An Asian transitional economy, (ii) to explore the impact of 
store personality antecedents (store attributes) on store personality 
dimensions, and (iii) to examine the degree of influence of each store 
personality dimensions on store loyalty. The scale development was 
conducted in two stages: Item generation and item purification. The new 
scale was applied for a data survey of 310 shoppers in Ho Chi Minh City 
(Metropolitan city in the Southern Vietnam) by quotasampling. Multivariate 
data analysis techniques like exploratory factor analysis, structural 
equation modeling were used to analyze the data. The results revealed 
that store personality was constructed by four dimensions: Sophistication, 
enthusiasm, economy, and reliability, Subsequently, commercial store 
image, social store image, and strategic store image had positive 
significant impact on sophistication dimension whereas commercial store 
image and strategic store image affected on enthusiasm dimension. 
Reliability and economy dimension was not significantly found to be 
correlated with any store image dimensions. Finally,there is positive link 
between store personality dimensions and store loyalty. The findings 
contribute to the existing literature in brand personality as well as help retail 
management to understand the symbolic value in branding and brand 
management. This paper is the first to explore the antecedents and 
consequence (i.e. loyalty) of store personality in Vietnam and in specialty 
store chain context. 
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1. Introduction 
 
With nearly 100 million population, Vietnam has a potential retail market. However, the competition 
is very strong since several new retail formats are emerging together with the arrival of giant foreign 
players, such as Aeon (Japan), Auchan (France), Central Group (Thailand), Lotte (Korea) … in spite 
that some retail markets seem saturated. Moreover, shopping behaviour is changing rapidly. 
Particularly, consumers have more shopping options than before and customer loyalty is decreasing. 
To survive in current tough retail environment and to create sustainable development, retail 
companies have to stand out from the competition and have to become brands themselves. Thus, 
branding the store is becoming crucial for success, because retail differentiation cannot be achieved 
without branding (Floor, 2006). 
There are three main benefits of a brand to users, including functional, experiential and symbolic 
(Keller, 1998). Functional benefit describes the problem-solving capacity of a brand, for example, 
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OMO can remove dirt from clothes. Experiential benefit mentions about the sensory pleasure,(e.g. 
the feeling of driving a BMW) or cognitive arousal (e.g. Playing with LEGO) derived from using 
brands. Lastly, the symbolic benefit is the signal effect of using brands, which refers to what the 
brands say about the consumer to consumer and to others, based on the image of a generalized or 
typical users of the brand and/or the personality of the brand itself (Helgeson and Supphellen, 2004). 
Brand personality is defined as “a set of human characteristics associated to a brand” (Aaker, 1997, 
p.347). For instance, the personalities of Pepsi are young, cheerful, and dynamic. 
 
In recent time, branding and brand management are not only applied for product brands, but also 
for retail brands (Ailawadi and Keller, 2004). One of the most important trends in retail branding 
research is the attribution of human personality characteristics or traits to retail brand. It is a logical 
proposition to the coning of the term – Retail brand personality or retailer personality or store 
personality (Das, 2014). Store personality, a multi-dimensional construct, is defined as “a 
consumer’s perception of the human personality traits attributed to a retail brand” (Das et al, 2012a, 
p.98). Then, store personality is considered a sustainable competitive advantage of retailers since it 
is a powerful tool to position and differentiate a retail store from its competitors (Merrilees and Miller, 
2001). Furthermore, consumers are likely to choose brands whose personalities match their own 
(Wee, 2004; Kotler, 2003, Floor, 2006) and to select retailers for shopping when price, quality and 
service are the same (Martineau, 1958). Previous studies also found that store personality 
contributed to the overall store image, help to obtain positioning goals, and enhance store loyalty, 
purchase intentions, sales and profitability (Moller and Herm, 2013). Additionally, some researches 
found the process of store personality formation over time through an examination of antecedents 
(Brengman and Willems, 2009; Das et al, 2013; Merrilees and Miller, 2002; Zentes et al, 2008). 
However, to best of our knowledge, till date there are no previous empirical studies that bring the 
antecedents and consequences of retail store personality together in the same research framework. 
Therefore, the present paper attempts to fulfill this gap. 
 
Furthermore, even though several studies focus on developing store personality measurement scale 
(d’Atous and Levesque, 2003; Helgeson and Supphellen, 2004; Willems et al, 2011; Das et al, 
2012a), store personality may be changed from format to format and from culture to culture 
(Brengman and Willems, 2009; Das et al, 2014) and then the existing scales could not be used for 
this study. Therefore, the first objective of this paper is to develop store personality scale tailor-made 
for specialty store chains in Vietnam. The second objective is to explore the impact of store 
personality antecedents on store personality dimensions. The final objective is to investigate the 
influence of each dimensions of store personality on store loyalty in Vietnamese retail context.The 
findings on these relationships not only help to enhance the knowledge generalization about 
customers’ perception of store personality but also to cover the research gaps that previous studies 
in this regard have neglected. Particularly, personality scale for specialty store chains is developed 
and the comprehensive research model of the antecedents and consequences of store personality 
is proposed and examined. 
 
The remainder of the paper is structured as follows. The next section goes through the literature 
review in store personality with its antecedents (store image) and consequences (store loyalty). This 
is followed by research methodology through store personality scale development and testing 
research model and hypothesis. The results are discussed subsequently. Next the theoretical 
implications and implications for managers are presented. Finally, the paper concludes by 
recommending directions for future research. 
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2. Literature Review 
 
2.1 Retail Brand 
 
Zentes et al (2008, p.167) stated that “a retail brand is a group of the retailers’ outlets which carry a 
unique name, symbol, logo or combination thereof” Ailawadi and Keller (2004, p. 332) argued that 
“retail brand identifies the goods and services of a retailer and differentiates them from those of 
competitors. Zentes et al (2008) also differentiate retail brand from store brand when implies that 
retail brand refers to a retailer as a brand, while store brand refers to brand owned by a retailer. For 
instance, Big C is a retail brand and WOW is a store brand/private label of Big C. 
 
2.2 Retail Brand (Store) Personality 
 
Store personality plays an important role in perceived differentiation, satisfaction, store patronage 
and loyalty behaviour (Chun and Davies, 2006; Zentes et al, 2008; Das, 2013, 2014). The power of 
these durable brand personality traits in the consumer’s mind springs from human need to simplify 
buying decisions by creating symbolic representations (Lindquist, 1974-1975), which serves as a 
decision heuristic in situations of uncertainty. 
 
General definition of retail brand personality has been shown on marketing literature starting with 
the concept of brand personality defined as “a set of human characteristics associated with a brand” 
(Aaker, 1997, p. 347). A large number of studies have been conducted on product brand personality, 
whereas research on retail brand/store personality is rare. Surprisingly, the idea of store personality 
was firstly mentioned almost 60 years ago in Martineau’s seminal article. Store personality was 
identified as “the way in which store is defined in the shopper’s mind partly by its functional qualities 
and partly an aura of psychological attributes”. However, Martineau pointed out four store personality 
dimensions, namely, layout and architecture, symbols and colours, advertising and, sales personnel, 
that were actually considered the concept of functional store image. Consequently, d’Atous and 
Leveque (2003, p. 456-457) distinguished store personality from store image when they argued that: 
“Whereas store image is mental representation that encompasses all dimensions that are associated 
with a store (value for money, product selection, quality of service, ect.), store personality is restricted 
to those mental dimensions that correspond to human traits”. For example, although product variety 
is an important attribute of an overall store image, it is clearly not a personality trait, as it is not 
attributed to a human being. In the light of this conceptualization, Das et al (2012b) also clarified 
department store personality as a consumer’s perception of the human personality traits attributed 
to a department store. 
 
Store personality is a multi-dimensional construct (d’Atous and Levesque, 2003; Helgeson and 
Supphellen, 2004; Willems et al, 2011; Das et al, 2012a). Each different research context has 
different dimensions (See table 1). From this table, it may be stated that the dimensions of store 
personality of various retail formats and cultures are quite different. Different from product brand 
personality which refers to all positive dimensions (Aaker, 1997), the store personality is also 
mentioned into negative ones such as unpleasantness (d’Atous and Levesque, 2003), deceitfulness 
(Ambroise and Valette – Florence, 2010), and chaos (Willems et al, 2011). Besides, the 
measurement instrument for specialty store chains is not determined as a result it is necessary to 
develop this scale to add to the existing scale list. 
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2.3 Store Personality and its Antecedents 
 
Several researchers recommend store personality antecedents as a promising and highly relevant 
field in future retail branding research (Das et al, 2012a; d’Atous and Levesque, 2003; Helgeson and 
Supphellen, 2004; Zentes et al, 2008). However, the question that which antecedents (store 
attributes) influence on which dimensions of store personality is still disputed in scientific community. 
Merrilees and Miller (2002) made their efforts to identify the antecedents of Australian discount store 
personality dimensions in terms of various controllable store image attributes (Merchandise, staff, 
store atmosphere, price and location). The results revealed that atmosphere and combination of 
merchandise and pricing determined two dimensions: Sincerity and competence whereas, others 
showed no statistical significance. Brengman and Willems (2009) also explored that store 
environment and store design were essential factors in determining the personality of fashion store, 
together with other factors such as corporate social responsibility (CSR), reputation, service level, 
sales people, merchandise, price/quality perception and consumer base. 
 

Table 1: Retail brand personality dimensions 
No Authors & year Context Dimensions 

1 Aaker (1997) Products in general Excitement, Competence, 
Sophistication, Sincerity, and 
Ruggedness. 

2 Alain d’Atous and 
Levesque (2003) 

4 department store and 2 
Automobile & Electronic 
equipment store in Canada. 

Enthusiasm, Sophistication, 
Genuineness, Solidity, and 
Unpleasantness. 

3 Helgeson&Supphe
llen (2004) 

Swedish clothing retailers Classis (Sophistication) 
Modern (Excitement). 

4 Davies et al (2004) Grocer sectors Agreeableness, Competence, 
Enterprise, Chic, 
Ruthlessness, Machismo, 
and Informality. 

5 Louis &Lombart 
(2011) 

Grocery & clothing sector Elegant/glamorous 
Reliable/rigorous 
Exciting/cheerful 

6 Ambroise and 
Valette – Florence 
(2010) 

French retailers in general. Introversion, congeniality, 
seduction, creativity, 
conscientiousness, originality, 
preciousness, deceitfulness. 

7 Willems et al 
(2011) 

Fashion stores Chaos, Innovativeness, 
Sophistication, 
Agreeableness, 
Conspicuousness. 

8 Das et al (2012b) Indian department stores Sophistication, Vibrancy, 
Dependability, Authenticity, 
and Empathy 

(Source: The authors’ synthesization, 2016) 

 
In the context of Indian department store, Das et al (2013) found that store ambience, product style 
and variety, general attitude towards retailer, store name, carried brand name, word of mouth, 
product quality, service quality and advertising were the determinants for five store personality 
dimensions (developed by themselves), including sophistication, empathy, dependability, 
authenticity and vibrancy. Regarding Turkey electronics chain store, Ventura et al, 2013) stated that 
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layout, interior colour, product availability, crowded effect and sales people attitude made the 
characteristics “Pleasantness” while accurate product information, value for money, accurate 
information in advertisement, knowledgeable sales people, price-quality fit decided “The reliability”. 
Besides, “The welcoming” was built by interior design, window display, in store music. Furthermore, 
the perception of store personality was significantly affected by the website colour for e-tailers (Fortin 
and Clark, 2005) or by customers’ bodily experiences (Moller and Herm, 2013). 
 
In this research, store image attributes were also considered as store personality antecedents and 
classified into three dimensions: Commercial image, social image and strategic image of store. 
Commercial image of store is defined in terms of functional (tangible) attributes such as 
merchandise, price, location convenience, atmosphere and so on; and psychological (intangible) 
attributes such as service quality, sales people attitude. Social image of store comes from CSR 
activities and strategic image of store is expressed through strategic behaviour of retailers such as 
culture adaptation, innovation and accumulated know-how (Beristain and Zorrilla, 2011). 
 
2.4 Consequence of Store Personality  
 
In this paper, only one consequence of store personality, namely store loyalty, is considered since 
customer loyalty is considered as an important key to organizational success and profitability. 
Loyalty has over the past decade become a crucial construct in marketing, and particularly in the 
burgeoning field of customer relationship management (Soderlund, 2006). Store loyalty is defined 
as “the tendency to be loyal to a focal retailer as demonstrated by the intention to buy from the 
retailer as a primary choice” (Pappu and Quester, 2006, p. 320). 
 
Though several studies have found the positive link between product brand personality and 
customer loyalty (Fournier, 1998; Villegas et al, 2000), the research on the relationship between 
store personality and store loyalty is limited. As mentioned above, store personality positions target 
customers, enhances customer loyalty, retail sales and profit-ability (Moller and Herm, 2013). By 
using general brand personality scale (Aaker, 1997), Zentes et al (2008) found direct influence of 
retail brand personality dimensions on store loyalty in German different retail sectors (food, furniture, 
books, beauty and health care, clothing, consumer electronics). Previously, Merrilees and Miller 
(2002) demonstrated that only “Sincerity” dimension had a direct influence on store loyalty without 
commenting on the other four dimensions. Subsequently, Lombart and Louis (2012) empirically 
showed that customer satisfaction and loyalty were two important consequences of store 
personality. In 2014, with partial least squares analysis (PLS), these two authors also asserted that 
CSR and price image impacted significantly on store personality and store personality had influence 
on satisfaction, trust and loyalty towards retailers (measured by their attitude and future behavioral 
intentions) in French grocery retail context. Recently, Das (2013) indicated that Indian department 
store personality positively affected on store loyalty with age and gender moderator. However, the 
authors only considered the construct “store personality” as a single dimensional construct and 
invited future research to investigate store personality as multidimensional construct and explore 
which dimension had the strongest influence on loyalty. Besides, Zentes et al (2008) argued that 
retail brand personality could be used to adequately explain the attitudinal loyalty of consumers 
toward the retail brand, but it was not sufficient to explain behavior. Thus, this study looks at store 
personality as multidimensional construct that impacts on both attitudinal and behavioral loyalty. 
 
Generally, some aforesaid research tried to explore the store personality antecedents from different 
perspectives and others investigated the impact of store personality dimensions on its 
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consequences. However, the research on the combination of both antecedents and consequences 
of store personality in the same context is still almost nil till date. Hence, this research gap motivated 
us to conduct this study. To complete this objective, first of all the measurement scale for specialty 
store chains must be built and the following section presents the step by step procedure of this 
development. 
 

3. Research Methodology 
 

3.1 Sampling 
 
The survey was carried out with 310 shoppers in Ho Chi Minh City, the biggest city in Vietnam on 
the purpose of developing store personality scale, investigating the impact of three dimensions of 
store image on new store personality dimensions and the impact of these store personality 
dimensions on store loyalty. Quota sample was collected from five top technical consumer goods 
store chains, namely, Dien May Xanh (76 stores), Nguyen Kim (36 stores), Cho Lon (24 stores), 
PhanKhang (8 stores), and ThienHoa (5 stores) at different time slots of the day, weekdays and 
weekends to avoid periodicity and non-coverage problems (Pappu and Quester, 2008). The authors 
were there to assist and supervise trained marketing staffs for doing interviews with the shoppers 
sitting on waiting benches for a rest. The sample was collected with the range of ages from 18 to 
60, in which the age between 30 and 45 accounted for roughly 60%. Males occupied for 63,4% 
compared with 37,6% of females. Regarding education level, above 60% of respondents were 
bachelor holders with the income of more than 10 million Vietnam dongs (US$ 450).  
 
3.2 Retail Brand/Store Personality Measurement Scale Development 
 
So far, there is no study on developing measurement scale of retail brand personality for any retail 
formats in Vietnam. Therefore, retail brand personality scale was developed especially for this study 
since the scale may be varied depending on culture and retail format. The scale development 
process was carried out in two stages: Item generation and purification. 
 
Item generation 
 
The first list of retail brand personality was collected from existing scales including, Aaker (1997), 
d’Atous and Levesque (2003), Helgeson and Supphellen (2004), Davies et al (2004), Willems et al 
(2011) and Das et al (2012b) (See Table 1). 
 
After generating all items from the above mentioned scales and deleting the synonym items, the 
extensive list consists of 69 items. Next, the authors conducted 10 interviews (5 men and 5 women, 
age range: 20-50 in Ho Chi Minh City) in order to validate the list of 69 items and to get more relevant 
adjectives for technical consumer goods store personality. In the interviews, we introduced the 
concept of retail brand personality and 69 traits. By using triadic sorting method (showing one set of 
three retail brands of specialty store chains), respondents were asked to select some important 
personality traits from these three stores when they considered for shopping and to point out which 
items were similar in two stores and different from others. Data saturation point was obtained when 
respondents could not find out any new adjectives. There were 7 more adjectives to be added to the 
list such as economical, easy-going, chastity, hard-working, shy, considerable, and caring. 
Subsequently, the preliminary reduction stage was carried out following to Das et al (2012b) 
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procedure. Twenty shoppers were required to rate these 76 items with 5-point interval scale (1: very 
uncharacteristic and 5: completely characteristic). With three criteria: The items must get minimum 
point rating of 4, the item should be rated by at least 25% of respondents and they must be suitable 
for human beings, the result of this analysis remained 24 personality items and was used for next 
purification. 
 
Item purification 
 
Due to the fact that customer perception of store personality differ from format to format and from 
culture to culture (Brengman and Willems, 2009; Das et al, 2012a; Willems et al, 2011), this research 
only selects one retail format, specialty stores (particularly, technical consumer goods 
supermarkets/centres) for analysis. There are some reasons for this choice. Firstly, household and 
electronics commodity has higher symbolic meaning than food (Zentes et al, 2008). Additionally, 
Willems et al (2011) argued that store personality of non-food retailers was different from those of 
food retailers. Buttle (1992) also asserted that shopping for non-food products is a scope for self-
expression. Besides, previous studies found the links between non-food choice, personality, self-
concept and personal value (Das et al, 2012b). 
 
The purification was conducted through the general survey as mentioned in sampling section. The 
respondents were asked to select one of five technical consumer goods stores and rate these retail 
brands with 24 personality traits by using 5 – point interval scale (1: Very uncharacteristic and 5: 
very characteristic). After that, exploratory factor analysis was processed to extract dimensions and 
purify the items by using principal component analysis and varimax rotations with SPSS version 22. 
Six rounds of item elimination based on loading factors (below than 0.50) and the gap between two 
figures of the item (less than 0.3) (Nunnally, 1978). Four – factor structure was formed with the 
Eigenvalues of each factor was 4.358, 3.861, 2.301 and 1.503 (greater than one) and cumulative 
variance explaining 66,814%. This structure was also meaningful, interpretable and renamed with 
18 items: Reliability (5 items), sophistication (5 items), economy (4 items) and enthusiasm (4 
items)(See table 2).Cronbach’s alpha coefficients were then analysized. The Cronbach’s alpha if 
item deleted for punctual and stylist was higher than the average index as a result, these two items 
was eliminated from Reliability and Sophistication. The new Cronbach’s alpha was 0.801 for 
Reliability, 0.821 for Sophistication, 0.899 for Economy and 0.902 for Enthusiasm, higher than 0.70 
that met the minimum statistics requirement (Nunnally and Bernstein, 1994).  
 
Next, confirmatory factor analysis (CFA) was done to reconfirm the above result by AMOS software 
(Version 22). The results indicated the good model fit with Chi-square =238.428, degrees of freedom 
= 98, probability level = 0.000, CMIN/df = 2.433 (within 2 and 5), GFI = 0.905, CFI = 0.946, TLI = 
0.933 (Greater than 0.9) and RMSEA = 0.068 (smaller than 0.08) (Hair et al, 2008). All loading 
factors were higher than 0.50 and satisfied convergent validity according to Gerbing and Anderson 
(1998) with the highest factors: 0.86 for ECO02, ENT02, ENT03 and the lowest factor: 0.59 for 
SOP01. Then, the final list of Vietnamese technical consumer goods store chain personality 
remained 16 items in four dimensions. 
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3.3 Store Image Scale 
 
Commercial store image scale (COI) was measured by five items, namely, convenience, product 
quality, price, product variety, and service but convenience was eliminated since it did not meet the 
reliability (The corrected item-total correlation for Convenience was only 0.217, lower than 0.3). 
Social store image scale (SOI) had four items: Concern for environment, commitment to society, 
ethical behaviour, and concern for consumers’ health and welfare and strategic store image (STI) 
was measured with four indicators: company experience, culture adaptation, company future, and 
new product launching (Beristain and Zorrilla, 2011). All questionnaires were evaluated with 5-point 
likert scale and the final Cronbach’s alpha was 0.777 for COI, 0.866 for SOI and 0.871 for STI. All 
indicators were greater than 0.7 and met the minimum statistics requirement (Nunnally and 
Bernstein, 1994). An exploratory factor analysis (EFA) was also analysed with initial Eigen values of 
3.341, 2.669 and 2.289 (greater than 1) and cumulative variance explaining 69.139% (greater than 
50%). All loading factors were higher than 0.50 (The lowest one: 0.646 and highest one: 0.894). 
 
3.4 Store Loyalty Scale 
 
Store loyalty was measured based on four items, namely intention to recommend to friends and 
family (Osman, 1993), commitment to store as the first choice, considering oneself loyal to the store, 
and not buying products from other retailers if the store has (Pappu and Quester, 2006). Respondent 
evaluation was based on 5-point Likert scale (1: do not agree at all, 5: fully agree). Cronbach’s alpha 
was 0.852 and an exploratory factor analysis (EFA) was done to confirm the factor value for store 
loyalty measure. 
 
 
 
 

 Table 2: Rotated Component Matrix and loading factors 

 

Name of items 

 Component 

Code 1- ECO 
(Economy) 

2-ENT 
(Enthusiasm) 

3- SOP 
(Sophistication) 

4- REL 
(Reliability) 

HARD WORKING ECO01 .881    

ECONOMICAL ECO02 .870    

CHASTITY ECO03 .853    

EASY GOING ECO04 .828    

ENTHUSIASTIC ENT01  .871   

ENERGETIC ENT02  .862   

CHEERFUL ENT03  .852   

FRIENDLY ENT04  .836   

GLAMOROUS SOP01   .839  

CHARMING SOP02   .821  

TRENDY SOP03   .788  

CLASSY SOP04   .704  

STYLIST SOP05   .552  

RELIABLE REL01    .759 
GENUINE REL02    .722 
REALITIC REL03    .719 
PUNCTUAL REL04    .683 
HONEST REL05    .679 
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3.5 Research Proposed Model 
 
Based on the theoretical background and new developed scale, the research model was proposed 
and the hypotheses were constructed as follows (See figure 1): 
 
H1: Commercial store image (COI) has impact on reliability (H1a), sophistication (H1b), economy 
(H1c), and enthusiasm (H1d). 
 
H2: Social store image (SOI) has impact on reliability (H2a), sophistication (H2b), economy (H2c), 
and enthusiasm (H2d). 
 
H3: Strategic store image (STI) has impact on reliability (H3a), sophistication (H3b), economy (H3c), 
and enthusiasm (H4d). 
 
H4: Store personality dimensions of reliability (H4a), sophistication (H4b), economy (H4c), and 
enthusiasm (H4d) have impact on store loyalty. 

 
Figure 1: Research model describing the link between retail brand personality and its 

antecedents (store image) and consequence (loyalty) 

 
 
4. Data Analysis and Findings 
 
4.1 Measurement Model 
 
The full measurement model which was constructed including 32 items as indicator variables, and 
8 constructs as latent variables, was analyzed by performing CFA. The results revealed an 
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acceptable model fit: Chi-square = 985.479; degrees of freedom = 451; probability level = 0.000; 
and CMIN/DF = 2.185. Other fit statistics were GFI = 0.833, IFI = 0.901, CFI = 0.900, TLI = 0.891, 
RMSEA = 0.062 (<0.08). To improve some statistics indicators for better model fit, the errors of item 
ECO01 and ECO02, SOI03 and SOI04, STI03 and STI04 were covarianced since the MI 
(Modification Indices) of this pair was the highest (Hair et al, 2008). All t-test of the indicator variables 
were significant at the 0.001 level (See Figure 2). 

 
Figure 2: CFA results for measurement model (Standardized estimates) 

 

 

 
4.2 Structural Model 
 
The results indicated that the structural model also achieved an acceptable level of fit: Chi-square = 
881.545; degrees of freedom = 442; probability level = 0.000; and CMIN/DF = 1.994. Other fit 
statistics were GFI = 0.850, IFI = 0.919, CFI = 0.918, TLI = 0.908, RMSEA = 0.057. The SMC 
(Squared multi correlations) was 0.561for store loyalty, 0.151 for sophistication, 0.056 for 
enthusiasm, 0.019 for reliability and 0.004 for economy. Therefore, the model showed considerable 
insights with regard to antecedents and consequences of store personality. The results also 
exhibited that sophistication was significantly determined by all three dimensions of store image with 
regression weight estimates of -0.493 for commercial image, 0.429 for social image and -0.164 for 
strategic image of store whereas both of commercial image and strategic image was a significant 
predictor of enthusiasm with estimates of -0.307 and0.245. However, the other two dimensions, 
reliability and economy were not influenced significantly by store image. Next, all store personality 
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dimensions had impact on store loyalty at the significant level of 0.001. Economy and enthusiasm 
had negative impact whereas sophistication and reliability had positive impact on loyalty (See Table 
3).  

 
Table 3: Estimates of structural equation coefficients 

Hypothesis Relationships Estimate S.E C.R. P 

H1aRejected Economy <--- Commercial image -.021 .148 -.139 .890 

H1b Supported Enthusiasm <--- Commercial image -.307 .153 -2.008 .045 

H1c Supported Sophistication <--- Commercial image -.493 .165 -2.993 .003 

H1dRejected Reliability <--- Commercial image .116 .126 .924 .355 

H2aRejected Economy <--- Social image -.077 .082 -.936 .349 

H2b Rejected Enthusiasm <--- Social image -.009 .082 -.111 .912 

H2cSupported Sophistication <--- Social image .429 .090 4.793 *** 

H2d Rejected Reliability <--- Social image .125 .070 1.791 .073 

H3a Rejected Economy <--- Strategic image .015 .076 .201 .841 

H3bSupported Enthusiasm <--- Strategic image .245 .077 3.178 .001 

H3cSupported Sophistication <--- Strategic image -.164 .079 -2.075 .038 

H3d Rejected Reliability <--- Strategic image -.034 .064 -.536 .592 

H4aSupported Store loyalty <--- Economy -.158 .055 -2.862 .004 

H4bSupported Store loyalty <--- Enthusiasm -.290 .059 -4.946 *** 

H4cSupported Store loyalty <--- Sophistication .239 .049 4.916 *** 

H4dSupported Store loyalty <--- Reliability .504 .090 5.575 *** 

 
4.3 The Findings and Discussion 
 
There are three separate parts to be carried out in this study including (i) store personality scale 
development, (ii) exploring the impact of store personality antecedents, namely, store image, on 
store personality dimensions, and (iii) investigating the impact of store personality dimensions on 
store loyalty. Due to the fact that store personality is different from format to format and from culture 
to culture (Brengman and Willems, 2009; Das et al, 2012b), the new scale was developed based on 
technical consumer goods supermarkets/centres in Vietnam, Pacific Asia Transitional Economy. 
The result of new scale was extracted to four factor-structure, different from several previous five - 
factor scales, for example, department store personality of Das et al (2012a,b); general brand 
personality of Aaker (1997), or retail brand personality scale of d’Atous and Lévesque (2003). There 
are three dimensions nearly the same as other existing scales, namely reliability, sophistication, and 
enthusiasm whereas, the dimension “Economy” is completely different. This dimension consists of 
four new items: chastity, easy-going, hard-working and economical. This may be explained that 
Vietnamese collectivism culture, family oriented traditions, and hard living conditions contribute to 
form the specific characteristics of Vietnamese people, such as saving, laborious and sympathy.   
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Regarding the second research objective, the analysis result presented evidence that only two 
dimensions of store personality, namely sophistication and enthusiasm were determined by 
consumer perception of store attributes. Particularly, functional/commercial store attributes had 
negative impact on sophistication and enthusiasm whereas CSR behaviour of store had positive 
impact on sophistication. Strategic behaviour of store had positive impact on enthusiasm but 
negative impact on sophistication. As a result, to enhance the sophistication for store, retailers 
should maximize the social image of store by increasing CSR activities, especially, sponsoring 
programs and commitment for society. Enthusiasm should be developed through retailer culture 
adaptation or launching innovative products. Reliability and economy were not affected by any store 
images. This can be implicited that reliability was formed through retailer long term prestige, not from 
external store attributes while economy was the general character of low class consumers which 
retail management did not expect to build for his/her stores. 
 
The third research objective found that reliability was the most influencing trait for consumer loyalty 
for store since it must take long time duration to measure the quality of technical products. Then, the 
purchase decision depends much on the belief of consumers toward a certain retailers and the belief 
comes from retailer reputation and reliability. Next, the positive estimate of sophistication on store 
loyalty indicated that nowadays, consumers purchased technical goods not only for the purpose of 
functional use, but also for self-expression. This may be the reason why “Economy” and 
“Enthusiasm” have negative effect on store loyalty. The result could be explained by situational 
factors (e.g. budget restrictions, location convenience, etc.). Consumers do not like to be considered 
as low class or cheapness but they act differently, for instance they sometimes buy some products 
on sales promotion with cheaper price. 
 

5. Conclusions, Implications and Future Research 
 
5.1 Conclusion 
 
Overall, the present study has fulfilled the research objectives by developing a new scale for the 
personalities of specialty store chains, identifying three determinants to store personality 
(commercial image, social image and strategic image of store), and exploring the influencing level 
of each store personality dimensions to store loyalty. 
 
5.2 Theoretical Implications 
 
First of all, the new scale developed in this paper may be significant contribution for existing 
marketing literature by adding to measurement scale list for specialty store chain personality. With 
four factor structure and a new dimension “Economy”, this scale should be considered as a 
necessary complement rather than a substitute to other current scales. It will be the source of 
reference for future research in this regard.  
 
Secondly, with reference to store personality antecedents, previous studies only focused on 
functional store attributes (Brengman and Willems, 2009; Das et al, 2013; Merrilees and Miller, 
2002). However, the present paper looked into these antecedents not only through commercial 
image of store (functional attributes) but also through social image and strategic image of store. This 
is also considered a new point of the paper. 
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Thirdly, the research results revealed all four store personality dimensions had impact on store 
loyalty in which the trait “reliability” was strongest. This implication reinforces the generalization of 
the causal relationship between store personality and store loyalty. Finally, based on empirical 
results of this study, we propose a theoretical model in which store personality is centred, its 
antecedents are store images and its consequence is loyalty. This model will provide a significant 
insight into retail branding and management. 
 
5.3 Managerial Implications 
 
This study has several managerial implications. Firstly, the findings will help retail managers to 
realize that the symbolic image of store plays a crucial role in consumer shopping behaviour. In the 
past, the retail managers only focus on the functional attributes of store such as price discount or 
sales promotion but neglect its symbolic values. Thus, retail managers should orient marketing and 
communication activities aimed at improving the congruence between target customers’ self 
perception and store personality. Secondly, retail managers must be memorized that not only which 
personality traits are important to their target customers but how to create these dimensions of 
personality. While it is quite difficult to measure the store personality but to monitor the controllable 
variables which create store personality is under the control of retailers. Particularly, for technical 
consumer goods centres/supermarkets reliability is the most important characteristics to make store 
loyalty. Then, retailers should only focus their marketing activities on enhancing retailer’s reliability. 
For instance, the retailers absolutely say “No” with fake products with relatively cheap price and only 
sell genuine products with clear origin and approved quality. In addition, sophistication is also 
desired characteristics to be built by an attractive and classy in-store environment together with 
professional staff. Finally, retail managers should employ the outcome of this study for long-term 
benefits and sustainability. With the argument that store personality is central to customer loyalty, 
retail managers should develop an effective positioning strategy and marketing tactics in terms of 
building positive store personality in their target customer perception.  
 
5.4 Limitations and Future Research 
 
The paper has some limitations. Firstly, the paper was conducted for one retail format, specialty 
store chain (technical consumer goods stores) and in one city (Ho Chi Minh City). Thus, future 
research should be done for other formats such as generalized supermarkets including food sector, 
department stores, coffee shops, restaurants, etc. and in other regions as well. Service providers, 
where the symbolic image and self-expression are highly appreciated, should be recommended for 
testing. Secondly, the paper only looks at the impact of store personality on loyalty without referring 
to other consequences (e.g. satisfaction, trust, store choice, purchase intention, etc.) and other 
factors contributing store personality. Therefore, future studies should take into consideration on 
these constructs and extend the model. Finally, the moderating variables were not included, as a 
result, we call for future studies to explore the moderating role of age, gender, income, shopping 
experience mood, culture, and so on in this relationship. 
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