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Abstract

Following the development and gradual stabilization of international retailing businesses
in Taiwan, most retailers have actively launched their own brands to target specific market
segments. This trend is particularly apparent given the fierce competition driving the rapid
growth of Taiwan’s domestic logistics industry. Carrefour, which is one of the world’s top 3
retailers, is currently the largest discount supermarket chain in Taiwan. This study examined
Carrefour customers to identify the determinants of consumer purchase intention for pri-
vate-brand products offered by an international retail chain. The moderating effect of promo-
tional activity was also examined. A quantitative approach was adopted to analyze data col-

lected from 262 consumers. The results show that both perceived quality and store image
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were significantly and positively associated with consumer purchase intention. Conversely,
the association between price consciousness and consumer purchase intention was
non-significant. When promotional activity was introduced as a moderating variable, the rela-
tionship between price consciousness and consumer purchase intention reached statistical sig-
nificance. However, the moderating effect of promotional activity on the relationship between
perceived quality and consumer purchase intention was non-significant, as was the relation-
ship between store image and consumer purchase intention. Unlike previous studies, our
findings indicate that promotional activity can significantly improve the effect of price con-
sciousness but does not strengthen the effect of either perceived quality or store image on
consumer purchase intention for private-brand products in international retail stores. Further-
more, gender and marital status exerted a significant effect on consumer purchase intention,
with female and married consumers exhibiting stronger purchase intention than male and un-
martied consumers, respectively. Occupation did not exert similar effect. The managerial im-

plications of these findings are also discussed.

Keywords: Retail industry, Perceived quality, Store image, Price consciousness, Promotional
activity
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