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ABSTRACT: 

This is a scientific article that aims to investigate how Swedish consumers (university students) 

perceive laptop brand image in association with retailers image.  Furthermore this study takes a 

step further from mainstream research to investigate how gender and age influence consumer 

perception. The aim is answered using a research model that is based on 4 hypothesis. A 

quantitative survey is conducted on 334 respondents. Findings show that three of the hypothesis 

are significant, while two are accepted while two are rejected. If high image laptop Acer is sold 

in low image retailers, the brand image significantly decreases. If low image laptop Acer is 

placed in high image retailers, brand image significantly increases. Contrary to expectations 

results also show that if a high image laptop Apple is placed in a high image retailer, the brand 

image significantly decreases instead of increasing. Thus it is the factors age and gender that help 

reveal in particular among respondents, it is the female respondents and respondents above 23 

year of age that perceive high image laptop Apple if placed under high image retailer the brand 

image significantly decreases instead of increasing.  
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1Introduction 
1.1 Background  

Nowadays Laptop computers have become a necessity for university students. Doing projects, 

writing assignments and all academic related work is greatly dependent on using a computer. 

Because it is a necessity, every university student goes through an experience of purchasing a 

laptop once or several times during their academic period. When this decision is made several 

factors affect how these consumers perceive laptop brands. One factor that influences the image 

of brands is the retailer's image (Cohen and Jones, 1978).  

The point of departure of this paper is Sweden. Consumers in this specific market may perceive 

retailer image influence on brand image differently from other developed countries because 

Sweden unlike many developed countries has a strong welfare system that provides financial 

assistance to its citizens. For example through study loans if people wish to study, receive 

unemployment benefits, free medical care etc (Ginsburg and  Rosenthal : 2006). More 

specifically university students in Sweden receive sufficient funds for living expenses and these 

students even have the facility to purchase a laptop on monthly installment if they can't pay in 

one (Mecenat 2012).  

1.2 Problem Discussion and Purpose 

There is a lot of research conducted to see if retailers image and brand image of merchandise 

sold affect one another. Most of this research was conducted between the 1970's-90's (Jacoby 

and Mazursky, 1984; Pathak, Crissy and Sweitzer, 1974-75;Cohen and Jones, 1978; McCLURE 

and Ryans, 1968). Later on in the 1990's research in this area shifted towards retailer brands, 

how retailer brands are perceived in relation to manufactured brands (Bellizzi et al. 1981; 

Liljander et al. 2009). What is important to note here is that the results of these studies are 

dependent upon the context in which they are carried out and these results are not necessarily 

universal. This means that consumers who perceive retailer image and its influence on brand 

image of merchandise sold are subject to the industry the merchandise belongs to which can be 

electronic, clothing or cosmetics. Then there are social, political and economic factors of a 

society.  For example in Pettijohn et al. (1992) studied how shoes and clothing brands were 

affected by retailers, results show that for low image shoes were affected positively by high 
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image retailers while low image clothing bought from high image retailers did not have a 

positive influence on brand image. 

One important point to note here is that there is plenty of research conducted on how a brand 

image shares relationship with retailers image, but there is not much research that takes into 

account individual factors that could possibly influence consumer perception towards retailing. 

Such as ethnic background, family structure, social class, gender, age, sexuality, health, local 

citizen or immigrant and the list can goes on.  

Moving on to Swedish consumers, in the Swedish electronics market the various retailers 

available for purchasing a laptop are Siba, Elgiganten, Mediamarkt, Netonet, PC world and many 

more. Also there are single stores as well which are run by a sole trader. From all these retailers 

several laptop brands are available such as HP, Samsung, Packard Bell, Apple, Sony, Acer, 

Asus, Dell, Fujitsu and the list goes on. Each brand has its own unique image and appeals to 

consumers differently. And each retailer that sells these laptops has an impact on these laptops 

brands. But one thing that troubles the authors of this study is that, in this unique market that has 

unique set of cultural values and generous government subsidy, how would consumers perceive 

brand image in relation to retailers image? Also how does gender and age affect Swedish 

consumer perception? These curiosities followed by a lack of knowledge on how Swedish 

consumers perceive brand image in relation to retailers image, is what forms the foundation of 

this study.  

1.3 Aim and Research Question 

The aim of this paper is to explore how retailer’s image high or low, affect the end products 

brand image for computer-laptops. Furthermore this study takes one step further,  mainstream 

research in their area do not take individual factors into consideration when studying consumer 

perception. Therefore this study explore how individual factors such as gender and age influence 

consumer perception. This aim will be answered with the help of a research model which is 

based on four hypothesis. This research model is explained in detail in section 2.5.  

The following is the presentation of the research question which is then split into many smaller 

research questions.  
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Research Question 

Q. How does low/high image retailers affect high/low brand image of merchandise, computer-
laptops?  

a- in general how does high/low image of retailers influence high/low brand image of laptops? 

b- the individual factors that make up the brand image, how are they affected by high/low image 
of retailers? 

c- how does gender and age influence consumer perception of laptop brands? 

In order to answer this aim and research question it is important to address the level of analysis. 

This study can be conducted from B2B-(Business to Business) or B2C-(Business to consumer) 

perspectives. From a B2C level of analysis consumer perception can be studied. For example 

how consumers perceive the brand images under the influence or retailers. And it is at this B2C 

level of analysis this study is conducted. From a B2B level of analysis a study can be conducted 

to explore how manufacturers perceive their image is affected under retailers image. For example 

HP laptop manufacturers perceive that their brand images is increased by selling in exclusive 

high image retailers, then HP would sell their laptops in exclusive high image retailers. Similarly 

the other way around retailers image can also be influenced by the brands they sell. And by 

selling some brands if retailers image is damaged, such brands would probably be banned.  

Thus this paper offers managerial implication especially for Marketing (Brand) managers who 

are responsible for placing their company products in different retailers. 

1.4 Limitation 

Firstly this study can only be generalized on Swedish urban life, consumers living in cities. Since 

rural areas can have limited number of electronic stores, they are excluded from this study. Cities 

have more variety of shopping outlets. So the generalization of this study is strictly for university 

students living in urban areas.  

Secondly the generalization of this study is not applicable for urban areas of other countries 

because socio-economic and cultural differences affect consumer buying behavior. So 

generalization can only be extended to countries that share similar socio-economic and cultural 

characteristics like Sweden, mainly neighboring Scandinavian states.   
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Thirdly this study seeks to understand the perceived brand and retailers image, it does not 

necessarily mean that students would purchase laptops in the manner they perceive. For example 

many studies have been conducted in which consumers say that they prefer to purchase a product 

but in reality they do not (Bird & Ehrenberg,1966; Vermeir and Verbeke, 2006). So similarly in 

this study consumers buying behavior may also differ from what they perceive. 

Finally the fourth limitation of this study is that there are many factors that influence brand 

image and retailers image. However due to limited time only some of these factors are taken into 

account. For brand image only four factors are taken into consideration in this study: perceived 

quality, design, value of money and how well known/famous a brand.  For measuring retailers 

only 5 factors are taken into consideration and they are: internal environment, customer/after 

sales service, access, promotions and well known/famous. It is possible that if more factors are 

used, results could differ.   

 1.5 Disposition 

The first chapter provides the background, problem discussion, aim, research questions and the 

limitation of this study.  

The second chapter is of theory and previous research. This chapter highlights literature review 

regarding retailer’s image and then brand image. In this section previous research of scholars is 

also put forward. Then theory on age and gender in relation to retailing is provided. Then this 

chapter is summarized and the main points are highlighted.  In end a research model is presented 

which will be used to answer the aim of the study.  

The third chapter is of methodology. Here the quantitative method used for this study is 

elaborated.  

The fourth chapter is of Analysis. This chapter puts forward the collected empirical data. Results 

obtained from the quantitative study are presented in section 4.1 and 4.2. Section 4.1 describes 

the sample and section 4.2 answers the three research question of the study in line with the 

research model.   

In last the fifth chapter is of Discussion and conclusion. In this chapter theory and empirical data 

are critically analyzed and discussed. Any similarities or dissimilarities empirical data shares 
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with theory are discussed here. Finally managerial implications and direction of future research 

is suggested. Also the questionnaires used in the study are attached in Appendix I, II and III. The 

last Appendix III also illustrates in the end how to interpret 'brand image'.   

2 Previous research and Theoretical Framework 

This chapter outlines the theory, previous research and a model which will be used to answer the 

aim and research questions of this study. The aim of this study is to explore retailers image 

influence on laptops brand image. But in order to do so it is important to address this study in 

connection to relevant theoretical foundation regarding retailers image, brand image, previous 

research and theory of age + gender and its influence on consumer perception. This chapter 

presents the theoretical foundations in the following sections. Section 2.1- highlights theory on 

retailers image, 2.2-brand image, 2.3- previous research and 2.4- role of age and gender. In the 

end section 2.5 presents a research model which will be used to answer the aim the study which 

is to explore how retailers image influences brand image of laptop manufacturers.   

2.1 Retailers Image 

Retailing is the sale of services and goods to a consumer for personal or household use. Retailing 

is more than just selling tangible products. Purchases of services such as dry cleaning is also 

considered a retail transaction. However purchases for industrial or business are not retail 

transactions (Cox and Brittain 2004: 3). 

Image possessed by a retailer is measurable, one may use different techniques to measure 

retailer’s image, this image is a measurable construct (Arons, 1961; Berry, 1969; Hildebrandt, 

1988; Lindquist, 1974-75; Martineau, 1958; May, 1971; Oxenfeldt, 1974-75; Rich and Portis, 

1964).       

 
Operating in an competitive environment, retailers are inclined to achieve greater profits. And in 

able to do this retail managers are well aware that retail image perceptions influence a critical 

role (Zimmer and Golder, 1988). Retail image can be described as “the total conceptualized or 

expected reinforcement that a person associates with shopping at a particular store” (Berry, 

1969 p.4).  In other words retail image can be described as “complex by nature and consisting of 

a combination of tangible or functional factors and intangible or psychological factors that a 
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consumer perceives to be present” (Lindquist, 1974 p.31).  Thus an image a store carries is 

perceived differently by every individual shopper, depending on the functional qualities and aura 

of psychological attributes (Mazursky and Jacoby, 1986).     

 

Factors influencing retailers image: 

Derived from the examination of prior research, a retailer’s image is capable of being altered 

(Myers, 1960).A retailers image is subject to several key variables, plenty of literature in this 

area devises similar concepts and operational dimensions which derive from a variety of sources. 

According to Porter and Claycomb (1997) these key variables are quality of merchandise, 

fashion selection, sales personnel, customer service and store atmosphere. In contrast Lindquist 

(1974) describes nine variables that encompass the views of most studies; merchandise, service, 

physical facilities, clientele, promotion, convenience, institutional features, store atmosphere, 

and post-transactional satisfaction. Thus according to Grewl et al. (1998), a stores perceived 

image is influence by the brand quality the store carries.  

Retailers can also be single stores who are run by sole traders. These special retailers have some 

advantages and disadvantages associated with them. Some disadvantages single stores are : price 

competition from multiple retailers that have economies of scale. Single stores can have lack of 

specialist expertise, a lack of capital to improve business and expand,  increased car usage of 

customers have led them to better well located 'one-stop- shops (Cox and Brittain 2004: 10-11). 

However some advantages of single stores are that they can build personal relationships, more 

flexible merchandising policy,  they can have more convenient and longer opening hours and at 

times overheads can be kept low with family assistance (Cox and Brittain 2004: 11). 

In this study the variables used to investigate high/low image retailers on brand image of 

merchandise sold the following are used; access, store atmosphere, customer/ sales service, 

quality of merchandise and price/promotions. Due to limited time only six variables are taken 

from the study conducted by Porter and Claycomb (1997) and from Lindquist (1974) and they 

are internal environment, customer service, after sales service, promotions, variety of products 

and how well known/famous.  
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2.2 Brand Image  

The definition of brand image is complex because it has not remained constant over time (Dobni 

and  Zinkhan 1990: 111). Some definitions  of brand image used by scholars are very broad for 

example, "Brand image is the sum total of impressions the consumer receives from many 

sources..All these impressions amount to a sort of brand personality which is similar for the 

consuming public at large, although different consumer groups may have different attitudes 

toward it " (Herzog 1963).  Some scholars describe brand image by emphasizing on symbolic 

values for example Frazer (1983) uses the term 'symbol' while Noth (1988) uses the concept of 

semiotics. Some scholars have also emphasized brand image definition based on personification 

for example,  "Also known as "brand personality" or "brand character", it involves nothing more 

than describing a product as if it were a human being. This is an effective way of generating 

interest because people favor products that match their own self interest."- (Hendon and 

Williams: 1985). There are also scholars who define brand image based on psychological and 

cognitive  elements for example, "...(brand image is) an attitude about a given brand" -(Bird, 

Channon and Ebrenberg, 1970).  In order to simplify this phenomena the definition of brand 

image used in this study is of Feldwick (1996) who states that brand image is, 'a description of 

the beliefs and association the consumer has about a brand'. This definition of Feldwick (1996) 

is based on the consumers perception of a brand. 

 
Having described the different variations over the definition of brand image, there is also no 

standard or one way of measuring brand image. Over past 4 decades several routines, methods 

and tools have been used to gain insight into the organization and content of brand image. in 

order to identify important attributes of brand image some scholars have conducted focus groups, 

depth interviews and free responses. Some scholars who created a measurement instrument used 

semantic Differential, Stapel scale and Thurstone scale. While those who tried to calculate brand 

scores used multivariate models, factor analysis, discriminant analysis, Trimodel scaling and 

many more (Dobni and M. Zinkhan 1990: 117). 

 
Factors that influence brand image:  

Aaker in 1996 illustrated a foundation to measure brand image. The author suggests 8 factors to 

measure brand image. These factors are price, satisfaction, perceived quality, leadership, 

perceived value, brand personality, organizational association and brand awareness (Aaker 1996: 
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105).  However due to limited time and space only 5 factors will be taken into account and they 

are: quality, value, brand personality, brand awareness and leadership.  

 
2.3 Previous research: Relationship between Brand image and Retailer’s image 

 
According to Semeijn, Van Riel and Ambrosini (2004) they conducted a study to evaluate how 

retailers own brand products are perceived in comparison to manufacturer products. Their results 

reveal that product categories that were perceived with low functional, psychosocial and 

financial risk were areas in which retailers could sell their own retail brands under the condition 

that retailers have a strong image.   

Pettijohn et al.(1982) conducted a study within the shoe and clothing industry to see how 

retailers image influence brand image.  Their study concluded that a low image clothing brand 

was not positively affected by a high image retailer and a high image brand was not negatively 

affected by a low image retailer. But in comparison with shoes brands, a high image shoe brand 

was not significantly influenced by a high image retailer. But a low image shoe brand was 

significantly influenced by a low image retailer. The point to be noted here is that retailers 

influence on brands are not industry specific, this relationship between a retailer and a brand 

depend on the context in which the study takes place in.  

In a study how store brands are perceived by consumer liljander et al. (2009) conducted a study. 

Their results revealed that value and quality of the store brand were main drivers of purchase. 

Also the results indicated that store quality reduces financial risk of store brands while and store 

atmosphere reduces psychosocial risk associated with store brand. But store atmosphere positive 

affects store brands its affect is small on purchasing store brands.  

2.4 Importance of Gender and Age to Retailers 

The major environmental factors that affect retailing are demographic i.e.  population and age, 

Social i.e. product and service preference and economic i.e.changes in real income " (Cox and 

Brittain 2004: 6).  The demographic segmentation of the consumer is of great importance to the 

retailer. Some of these factors are age and sex. For example teenage consumers demand for 

cinema tickets, records and cosmetics is replaced by young adulthood by convenient food and 

home furnishing. The consumers gender is also of great important to a retailer because certain 
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business are gender driven for example a specialist sewing machine retailer or fishing tackle 

retailer " (Cox and Brittain 2004: 90).  

Retailers can be affected by macro-environment demographic factors. For example according to 

a study in the UK the population at present has a slow rising population but in terms of age 

distribution there is an increment in older age groups (people are now living longer). Women 

have started to delay their first child and focus on having fewer children. Household numbers 

have increased but his increase is for a one parent type or one person.  Women now are working 

more than before (8.4 million in 1971 and 12.2 million in 2003). These women's profile have 

changed since they are likely to be married and have children, working for personal satisfaction 

than money. With less time for shopping and preparation for meals there is an increase in one-

stop shopping and purchasing convenient foods  (Cox and Brittain 2004: 72). 

Moving deeper into consumer psychology it is worth mentioning that female brains are 

fundamentally different from male brain. According to Pradeep (2010: 66-67). and his company 

who performed thousands of tests realized distinct gender differences across 90% of their 

studies. In neurological testing for insurance, men were found to be more strongly concerned 

with price and women were more concerned with the character of the spokesperson. In 

automotive ads men were more appealed while women were more interested in safety measures 

and storage capacity.   

Gender differentiating starts at a very early age, even diapers are sold in blue for boys and pink 

for girls. Many products from footwear to fragrances are targeted either for men or women.  

Many studies have shown gender differences in terms of consumption for example men eat more 

meat, women eat more fruit. According to researchers at  Hershey they discovered that women 

eat smaller quantities of candy, the company created a white chocolate confection called 'Hugs' 

which is one of the most successful food introductions of all time (Solomon 2007: 10, 164). 

Apart from gender age also is an important factor in understanding consumers impact towards 

marketing strategy. consumers at different age groups have different wants and needs.  Although 

people who belong to the same set of age group differ in many ways, they do tend to share 

common cultural experiences and values they carry throughout life (Solomon  2007: 10).  
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'Age cohort' consists o people of similar ages who have been through similar experiences. This 

age group shares similar common memories about cultural heroes, important historical social 

events and so on. In order to utilize these age groups Sony Electronics is one example which 

tried to enter the US market advertising quality and technical prowess of its car stereo's. This 

type of marketing strategy did help Sony electronics achieve its maximum sales. Realizing that 

their main target group was from 16-24 they started sponsoring events such as beach volleyball 

to get attention of young people. This change doubled Sony electronics car stereo revenues 

(Solomon  2007: 512).  

2.5 Research Model 

The aim of this study is to explore how Swedish consumers perceive retailers image influencing 

brand image for laptop manufactures. In order to conduct this investigation theory and previous 

research regarding brand image, retailer image and retailers influence on brand image are 

explored.  

Theory and previous research state that brand image and retail image both are measurable 

constructs. There are many factors that influence retailers image according to Porter and 

Claycomb (1997) and Lindquist (1974) but in this study only 6 factors are taken into account in 

this study and they are access, internal environment, promotions/discounts, well known/famous 

and customer service and after sales service. Similarly there are many factors that influence the 

brand image of a product according to Aaker (1996), but in this study only 5 factors are taken 

into account and they are quality, design, well known/famous, value of money and innovation.  

Previous research conducted to see how retailers image influences brand image of products show 

a variety of results. These results help understand that a retailers image influences a brand image 

depending on the context in which a study is carried in. This context is subject to factors such as 

the industry of a product, products belonging to different industries are perceived differently 

under retailers influence. For example low or high image shoe brands would be affected by 

retailers differently than the high or low image clothing brands. Also there are macro level 

factors that influence consumers perception such as social, economic, political and demographic 

factors of a society. For example if high image shoes are perceived to be significantly affected by 
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low image retailers in society A, consumers in society B who have a different set of social, 

political and economic factors would not necessarily perceive the same.  

In light of the above discussion and in line with the aim of this study, the authors construct a 

research model consisting of four hypothesis. These four hypothesis are assumptions of the 

authors on how Swedish consumers would perceive laptop brands in the Swedish market. This 

model will be used to answer the aim of the study. It would help reveal how consumers perceive 

brand image of laptops in relation to retailers. Also if gender and age influence how consumers 

perceive laptop images.  

 

Research Model 

 

 

 

 

 

 

 

 
The above Research Model illustrates four hypothesis.  

First hypothesis: if a high image brand are sold in a high image retailer, the brand image 
significantly increases. 

Second hypothesis: if high image brands are sold in a low image retailer, the brand image 
significantly decreases.  

Third hypothesis: if low image brand are sold in high image retailer, brand image significantly 
increases.  

H3- low image brands 
sold by high image 
retailers, positively 
effects brand image 

? 

H1- high image brand 
sold by high image 
retailers, positively 
effects brand image   

? 
H4- low image brands 
sold by low image 
retailers, negatively 
effects brand image  

? 

H2- high image brands 
sold by low image 
retailers, negatively 
effects brand image   

? 
Low image brand High image brand 

High image retailer 

Low image retailer 
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Fourth hypothesis: if low image brand are sold in low image retailer, brand image significantly 
decreases.  

These four hypothesis that build  the research model will be used to answer the aim and research 

questions of this study. Furthermore it is research question 'C'  in line with the research model 

that will help identify how gender and age differences might influence brand image of laptop 

manufacturers in relation to retailers image. For example males might perceive brand image of 

Apple differently from females, or younger students perceive Asus differently from older 

students or younger males might perceive brand image of Dell differently from younger females.  

In short the research model helps break down factors gender and age into several combinations 

that would help explore how they influence consumer perception.  

3 Method 
The aim of this study is to explore how retailers image influences brand image of laptop 

manufacturers. In order to address this study a quantitative approach is implemented through 

questionnaires and a t-test is conducted to explore what factors have significant explanatory 

power. Other approaches to this study could be qualitative interviews and focus groups. But due 

to the limited time and aim of the study, a qualitative approach won't be possible to spread over a 

large number of respondents and since that would be time consuming a low number of 

respondents would make it difficult to generalize the results. Therefore only a quantitative 

questionnaire design best suits the aim of the study in order to reach a broad range of 

respondents as possible and to make generalizations.  

This chapter of Method consists of three sections. Section 3.1 presents the 'research design ' of 

the study. This section is divided into three steps. Step 1 illustrates the pre-study conducted on 35 

respondents  to investigate the strength and weakness of the questionnaire and the choice of 

retailers selection process. Step 2-  based on 147 respondents helps explore and  identify 

high/low image retailers and laptop brands. And finally in step 3- the respondents were asked to 

rate their perception of laptop brand image.  These three Step's are presented below in a diagram 

called  Research Design'. The next section 2.2- describes the sample of the study, how the 

participants were selected and approached. Finally section 2.3 presents the validity, reliability 

and ethical considerations taken into account.  
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Research Design 

 

 

 

 

 

These steps are explained in detail below in research design. 

3.1 Research Design 

 Step 1- Preliminary Study 

In order to carry out this quantitative research it is extremely important to take measures in 

strengthening the questionnaire. The stronger the questionnaire the more valid and reliable the 

results would be. 

Therefore a preliminary version of the questionnaire was made and tested on 35 respondents. 

The purpose of conducting a preliminary study was to test the format/structure of the 

questionnaire that would be used to rate retailers, brand imaged and retailers image on brand 

image. The feedback derived from this preliminary study would help make the final 

questionnaire more reliable and valid. 

So what retailers and brands to chose for the preliminary study?  

The retailers were listed down based on internet research. These seven retailers are Mediamarkt, 

Elgiganten, Siba, Single stores, TeknikMegasnet, PC City and Netonet. Having identified these 

retailers the laptop brands were selected by benchmarking these retailers, to make only those 

laptop brands are used which are common to all the above seven listed retailers. These common 

brands are eight in total, namely; Apple, HP, Dell, Samsung, Asus, Acer, Lenevo and Packard 

Bell.  

Step-1 

Based on 35 
respondents what are 
the most relevant 
retailers, brands and 
individual variables. 
Strength and 
weakness of 

 

 

Step-2 

Based on 147 
respondents, 
high/low image 
retailers and 
high/low image 
brands were 
identified  

Step-3 

Based on 152 
respondents, identify 
brand image of 
laptops 
independently and  
then in association 
with retailers. 
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In the preliminary study the respondents were asked to fill two sections. The first section aimed 

to test how respondents rate retailers image and brand image of laptop manufacturers. Based on 

theory the retailers image is based on several factors but in this study we use 6 variables. These 

variables are taken from the study conducted by Porter and Claycomb (1997) and Lindquist 

(1974). The respondents were asked to rate each variable from a scale 1-7. An example is 

provided below: (for details please see Step 1 from Appendix I) 

Example) Retailer XYZ: 

                  Environment       Access              customer service     after sales service    well knows/famous    Discounts/promotions    Total                                                

                         1-7                    1-7                          1-7                           1-7                              1-7                                  1-7                              

                   bad-good           easy- difficult           bad-good                 bad-good                  less-very much      less often- more often       

                       ( 5 )                        (  4 )                      (  6  )                       (    4   )                         (   2   )                         (   1    )                   ( 22  ) 

 

Once respondent rated each variable from a scale of 1-7 the total score was calculated. This score 

was then divided by number of variables for i.e. 5+4+6+4+2+1= 22/6 = 3.667. This calculation 

gave the overall mean how respondents perceive a retailer. This helped provide more accurate 

picture of a retailers perceived image instead of just asking respondents to rank different 

retailers.  

To measure brand image of manufacturers 5 variables were used from Aaker (1996). The 

respondents were asked to rate each variable from a scale 1-7. An example is provided below:  

(Example) Brand XYZ: 

                  Quality              Value of Money                Design                       Innovation                         well knows/famous               Total                                                

                    1-7                            1-7                                 1-7                                1-7                                            1-7                                       

                 bad-good        not worth- worth it                bad-good                less inno- more inno                    less- very much 

                    ( 5 )                        (  4 )                                 (  6  )                           (    4   )                                         (5)                              (24) 

 

Similarly the score for all 5 variables was added and divided by number of variable i.e. 

5+4+6+4+5= 24/5= 4.8. This calculation helped calculate the overall perceived brand image. 

This method helps provide a more accurate image of laptop brands instead of having respondents 

to rank different brands.  
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In the second session of the preliminary survey, respondents were asked to rate brands in 

association with retailers. This process can be seen in Appendix 1 - preliminary study.   

These two section of the preliminary survey helped understand several weaknesses and 

challenges associated with the survey. Based on respondents feedback their main concern was 

that the survey is too long. The respondents stated that there are too many retailer, brands and too 

many variables to be rated. Based on this feedback in order to strengthen the actual questionnaire 

the number of retailers were reduced from 7 to 4 and they Mediamarkt, Elgiganten, Siba and 

Single store. The variables used to measure retailers image were reduced from 6 to 5 and they are 

Internal environment, access, customer/after sales service, promotions/discounts and 

popularity/famous. Similarly the number of brands were reduced from 8 to 4 and they are Apple, 

HP, Dell, Acer. Also the number of variables were reduced from 5 to 4 and they quality, value 

for money, design and well known/famous.  

Step 2- Identifying high/low image retailers and brands:  

Based on the preliminary study and feedback from 35 respondents 4 retailers and 4 brands have 

been shortlisted. Therefore the purpose of Step 2 is to identify high/low image retailer and 

high/low image brand. This part of the survey was conducted on 147 respondents. 

To explore how respondents perceive retailers image the five variables used are illustrated below 

in an example: (for details please see Step 2 from Appendix-II)  

Please rate each variable of the retailer from a scale of 1-7 units, in which 1 represents extremely 

low image and 7 represents extremely high image.  

 

(Example) Retailer XYZ: 

                   Internal Environment    Overall Quality of products     Customer/ After sales service      Access        Discounts/promotions   Total                                                

                               1-7                                   1-7                                                 1-7                               1-7                       1-7                              

                         bad-good                           bad-good                                       bad-good                    difficult-easy       less - more often        

                           ( 5 )                                    (  4 )                                               (  6  )                            (   2   )                  (   1    )                ( 18  ) 
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In order to calculate the perceived image of the retailer all the score for five variables were 

added. The total was then divided by 5 variables in order to get an overall mean image of the 

retailer. For i.e. 5+4+6+2+1= 18/5= 3.6. The results on how 147 respondents perceive these 4 

retailers image is presented below:  

Table 1 gives the results of retailers image, this helps identify high image retailer Elgiganten 

with mean 5.9 and low image retailer Single stores with mean 3.6.  

Table 1 

Retailers Overall score: Mean 

Elgiganten 5.9 

Mediamarkt 5.6 

Siba 4.1 

Single Stores 3.6 

 

Six different laptop brands were tested in Step 2. 4 variables were rated to calculate the 

perceived brand image as shown in the example below:  

Please rate each variable of the brand from a scale of 1-7 units, in which 1 represents 

extremely low image and 7 represents extremely high image. 

 

(Example) Brand XYZ: 

                          Quality              Value of Money                  Design              popular/famous                         Total 

                            1-7                            1-7                                  1-7                              1-7 

                        bad-goo d        not worth- worth it               bad-good               less- very much 

                       ( 5 )                    (  4 )                         (  6  )                      (5)                                (20) 

 

In order to calculate the perceived image of the brand all the score all four variables were added. 

The total was then divided by 4 variables in order to get an overall mean image of the retailer. 



20 
 

For i.e. 5+4+6+5=20/4=5. The results on how 147 respondents perceive these brand image of 

laptop manufacturers is presented below in table 2:   

The results from table 2 help identify the highest brand image Apple with mean 6.0 and lowest 

brand image Acer with mean 3.4.  

Table 2: 

Laptop Brands Overall score: Mean 

Apple 6.0 

HP 5.6 

Dell 4.1 

Packard Bell 3.9 

Asus 3.5 

Acer 3.4 

 

Having identified the high/low image retailer and high/low image brand, this information will 

now be used to rate brand image in association with a retailers image in the next Step.  

Step 3- Brand image association with retailers image 

In the third step 152 questionnaires were tested. Here we tested how consumers rate a brand and 

then how they perceive it once it is sold by a high image retailer and then a low image retailer.   

In the beginning of the survey the respondents were introduced  the purpose of the study and 

how to fill up the questionnaire. The respondents were asked to carefully read the scenario given 

in the questionnaire and to read the instructions before filling out the survey.  

Once the respondents had read the instructions, they were told to imagine they have been saving 

money for the last six months and money is not an issue when purchasing a laptop brand.  They 

are then asked to rate the different variables of the brand image of Apple and Acer laptops. This 

way respondents are free to perceive laptop brand images since they do not have to worry about 

financial budgets.  
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Then the respondents are notified the results of Step 1. That 147 respondents rated four different 

retailers image; Elgiganten, Mediamarkt, Siba and Single Stores. These retailers were rated on 

factors such as: internal environment, quality of products, customer/after sales service, access 

and discounts/promotions.  The results helped identify high image retailer Elgiganten and the 

low image retailer single stores.  

Then the respondents are asked rate Acer laptop image if sold under a high image retailer -

Elgiganten and then a low image retailer- single store. Then they are asked to do the same for 

Apple laptops. This process can be seen from Step 3 Appendix-III. 

How to calculate retailer influence on brand image 

In order to see if a retailer’s image affects brand image of merchandise sold the following 

equation is used and is inspired from a similar study conducted by Pettijohn et al.(1992: 319). 

RB= BR- B                  

Here ‘B’ is the mean image of a laptop brand rated by 152 respondents. "BR" is the perceived 

laptop brand image in association with a retailer. From ‘BR’, ‘B’ is subtracted and the results is 

‘RB’ which shows the influence of a retailer’s image on brand image of a product. 

 For example a low image brand laptop Zee (B) has mean image rating of 5 out of a scale of 1-7. 

If Zee is sold at a low image retailer (BR) the mean of the perceived brand image now is 4. Then 

(RB) the retailers influence on the brand is RB= BR-B,    RB  = 4-5  = -1.  

This negative 1 means that the retail image decreases the image of the laptop brand Zee, 

therefore a low image retailer selling a low image laptop brand decreases the overall brand image 

of the product sold.  

Then the final version of the questionnaire was tested on 152 respondents. Out of this 11 

questionnaires were excluded because they were incomplete. Therefore Step 3 results are based 

on 141 respondents.  

Statistics were calculated using SPSS version 16.0. A t-test was used to accept or reject 

hypothesis.  
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3.2 Sample 

Since this study aims to understand how consumers perceive brand image of a product depending 

on where the brand is sold, in a low or a high image retailer, there were many conditions which 

had to be strictly kept in order to extract valid and reliable data. Firstly it was made sure that all 

respondent students were studying in Sweden for at least 2 years, because exchange students 

who come from different socio-economic countries may perceive brands and retailer images 

differently.  It was very important that respondents have some know-how of Swedish culture, 

buying behavior and norms. So our main sample consists of Swedish native students and 

international students who had been in Sweden for at least 2 years. Secondly, it was made sure 

that all respondents had some know-how of the retailers and laptop brands used in the study. 

Because if a respondent only knows about some laptop brands and does not know about the rest, 

then their rating of the unknown brands would obviously be incorrect. Therefore it was made 

sure that all respondents had some knowledge about the different laptop brands and retailers used 

in the final questionnaire Step 2 and Step 3.  

The respondents were all university students and the questionnaire was carried out at Uppsala 

University, Swedish University of Agriculture Sciences, Stockholm University, KTH- Royal 

Institute of Technology, Karolinska Medical Institute and Soderton University. The students 

were approached at random. After approaching the respondents they were asked if they could 

participate in a questionnaire that takes 8-10 minutes to fill up. Upon agreement the respondents 

were explained the purpose of the study and they were then provided a pen and paper format 

questionnaire. During this process some distance was kept with respondents so they freely fill up 

the questionnaire without any kind of hesitation form interviewer distance. Also if they needed 

any assistance or clarification the interviewer was always at an approachable distance to help 

interviewees.  

3.3 Design and Measures 

Reliability: 

To get reliable results it is important that the findings are error free. So one of the first errors this 

study overcomes is subject error. Subject error occurs when results are not the same throughout 

time. This study investigates the perception consumers have over retails image on brand image 
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of merchandise sold. The results will remain valid as long as socio-economic characteristics of 

Sweden remain the same. Another challenge is to limit the bias to make the results reliable. In 

this study the respondents are only asked to state their name, gender and age only. This helps 

limit respondent biasness since their response are completely anonymous. Observer error can 

occur if a question is asked differently and this leads to different answers. However in this study 

respondents are asked to rate a variable of brand image or retail image on  Likert scale which is a 

7 unit scale. If a different scale and technique is used, depending on the context results could 

possible differ. In end it is important to mention that this target group is highly educated and 

being university students they understand the importance of scientific research, therefore they are 

a reliable audience to answer questionnaires.   

Validity: 

In order to increase validity of a study it is important to understand that the background of a 

respondent can affect results. In this case if respondents background is not familiar with the 

different laptop brands images used in the questionnaire, it is likely that they would not give a 

fair rating to the variables being tested in the questionnaire. Therefore it is extremely important 

to make sure that all respondents approached had some know-how of the different retailers and 

brands used in this study. Also results tend to be more reliable if respondents don’t fear any 

individual or institution. As stated earlier, the questionnaire respects respondents anonymity and 

does not ask for personal information such as name, Swedish personal number or contact 

information. So respondents don’t need to fear who will judge their responses. In order to 

overcome "mortality error", incomplete questionnaires that can affect the validity of the study 

were discarded. In Step 3 out of 152 questionnaire 11 were incomplete, so 141 questionnaires 

were taken into account. Maturation-  a challenge arising if the external environment affects 

respondents answers. In this study it is important to understand that there has been a world 

economic crises in 2008 which even affected Sweden, most countries including Sweden are 

under recovery. So buying power of consumers is affected by the aftermath of the world 

economic crises. However this challenge to ‘maturation’ is overcome to an extent in the Swedish 

context since all Swedish students receive financial assistance from the Swedish government, 

enabling them to purchase laptops on monthly installments.  Several measures were taken to 

increase face reliability of the study- this was done by testing the preliminary version of the 
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questionnaire as illustrated above in Step 1. This helped identify the strength and weaknesses 

which were taken in consideration and helped the design of the final questionnaire used for this 

study. For example the number of retailers and laptop brands were narrowed down. This helped 

decrease the time to complete the questionnaire. This is explained in detail in section 3.1   

Ethical considerations:  

In order to increase the validity of the study it was first and most of all important to be value 

free, to present the results the way they are. Ethical considerations regarding respondents 

anonymity was kept so they do not fear anyone judging the way they perceive brands in relation 

to retailers. Also the respondents were not forced to fill out the survey. But instead they were 

requested to fill out this questionnaire which is being conducted for scientific reasons. The 

author’s and thesis tutor details are mentioned on the first page of the questionnaire along with a 

letter of intent, illustrating the purpose of this study. So if any respondent wanted to contact or 

clarify a query were welcome to do so.  

Some Common Mistakes: 

In quantitative study many times a common mistake that arises is that researchers don’t analyze 

beforehand what type of data they will gather and how they would analyze their collected data. 

Earlier in this study this was kept in mind and the authors are aware of what type of data is to be 

collected and how to analyze the collected data. In respect to this study only one type of variable 

is used that is ‘ordinal’- in which categories can be ranked. This is done by a 7 unit Likert scale, 

which respondents use to rate a variable. The second type of variable in this study is 'nominal', in 

this type of variable answer choices are selected for example gender can be male or female.  

Time constraints - Challenges:  

In 8-9 weeks we designed the questionnaire and analyzed the data from 152 respondents. We 

used three steps to design the final questionnaire. Each step was tested and in total 335 

questionnaire were evaluated. The first step was tested on 35 respondents and helped narrow 

down retailers , brands and variables. Then the second step was tested on 147 respondents to 

determine the high/ low image retailer and high/low image laptop brands. Then in the third step 

which was the final questionnaire, was tested on 152 respondents. 
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4 Analysis 
This section is divided into two parts section 4.1 and section 4.2. Section 4.1 describes the 

sample, gender distribution, age distribution and where the respondents.  

Section 4.2 is the result of the survey. This section explains results derived from testing the 

research model in relation to the aim and research question. In this analytical section three results 

are put forward: i) the results derived from testing the research model on the sample, this is 

simple rejection or acceptance of  hypothesis. ii) testing the research model on individual factors 

that make the brand image. iii) testing the research model in relation to the sample's gender, age 

and then the combination of the two.  

4.1 Description of Sample 

In this study the sample consisted 152 respondents. Out of which 141 questionnaires were taken 

into consideration and 11 questionnaires were excluded since they were incomplete. This was 

done to make the results more reliable. The following described the gender,  age and city of the 

respondents.   

Table 3 shows that majority of the respondents in this study are female and they represent 

approximately 57% of the sample. 

Table 3: Gender 

 Males Females 

Total (n) 61 80 

Total % 43.3 56.7 

 

Table 4 shows that the age range of respondents is between 19 to 42 years. Most respondents are 

aged 22 and there were exactly 21 respondents out of 141 who were 22 years old. The median 

age among the respondents is 23 and the average age (mean) of 141 respondents was 

approximately 24. 
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Table 4: Age 

Mean Median Mode Range St.Deviation 

23.9787 23 22 19-42 3.69260 

 

Table 5 shows the city distribution in which the respondents live. All he respondents of this 

study live in urban areas and majority are from Stockholm city.  

Table 5: City 

 Stockholm Uppsala Norrkoping 

Total (n) 87 52 2 

Total % 61.7 36.9 1.4 
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4.2 Statistical Analysis: Results from Research Model 

Table 6: Part i- General results of sample 

 

Hypothesis # 

Influence of  retailer (high/low) on brand image (high/low) T 

value 

Significance 

(2 - tailed) 

Standard. 

Deviation 

 

Hypothesis 1 

High image brand  in  High image retailer 

 

Apple Image in Elgiganten -    Apple.Image       

    

 5.367                                   -        5.5816              =     -.2199 

 

 

 

 

-2.564 

 

 

 

 

.011* 

 

 

 

 

1.0183 

 

Hypothesis 2 

High image brand  in  Low image retailer 

 

Apple Image in Single Store     –    Apple Image   

  

           4.9344                              -      5.5816         =  - 0.6472                          

 

 

 

 

-6.679 

 

 

 

 

.000* 

 

 

 

 

1.15056 

 

Hypothesis 3 

Low image brand  in  High image retailer 

 

Acer Image in Elgiganten      –     Acer Image         

 

        4.7518                             -       4.3067           =   0.4451                             

 

 

 

 

5.378 

 

 

 

 

.000* 

 

 

 

 

0.98266 

 

Hypothesis 4 

Low image brand  in  Low image retailer 

 

Acer Image in Single Store    –      Acer Image   

  

       4.1897                             -         4.3067            =  - 0.117                       

 

 

 

 

-1.352 

 

 

 

 

.179 

 

 

 

 

1.02770 

*Those variables significant at <0.05 level 

From Table 6 results shows that two of the three hypothesis are significant, two accepted and 

two rejected.  

The formula used above in Table 6 is the one presented in section 3.1. How a retailer influence 

brand image can be calculated according to the following equation :  
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RB= BR- B 

Here 'B' is the mean rating of brand image. 'BR' is the mean rating of brand image associated 

with a retailer. 'RB' shows the difference, how a retailer's image influences brand image. Thus a 

t-test is conducted to see if the result is significant or not. So in this study there were 141 

respondents so the mean of the brand image 'B' and brand image associating under a retailers 

image 'BR' is based on what 141 respondents perceive on a scale from 1-7 units. The following 

are the results of the hypothesis.  

Hypothesis 1: high image brand if sold in high image retailer, brand image significantly 

increases. Hypothesis 1: Rejected. Contrary to expectations, the brand image of Apple laptop 

significantly decreases under high image retailer Elgiganten. 

Hypothesis 2: if high image brand is sold in low image retailer, the brand image significantly 

goes down. Hypothesis 2: Accepted. Brand image of Apple significantly decreases under low 

image retailer single store. 

Hypothesis 3: if a low image brand is sold in high image retailer, the brand image significantly 

increases. Hypothesis 3: Accepted. Brand image of Acer significantly increases under high image 

retailer Elgiganten. 

Hypothesis 4: if low brand image is sold in low image retailer, the brand image significantly 

goes down. Hypothesis 4: Rejected. Brand image of Acer does not significantly decrease under 

low image retailer single store.  

An important point to note here is that 62% respondent of this study are from Stockholm city and 

approximately 37 % from Uppsala. A comparison was done to see if respondents from these two 

cities perceived the research model the same way or not. Because this study aims to generalize 

university students living in urban areas, both Stockholm and Uppsala are urban areas and the 

results should be similar.  The results reveal that respondents from both the cities perceive the 

research model in a similar fashion. So the results illustrated above for the whole sample, are in 

line with respondents from Uppsala alone and for respondents from Stockholm alone as well.     
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Part ii- Individual factors of Brand image that are most affected by retailers: 

Table 7 - Individual factors of brand image under by retailers image: 

 Quality Value for Money Design Warranty/After 

sales service 

 

H1 

.000** 

 

t-value = -4.508 

.076 

 

t-value = 1.785 

.000** 

 

t-value = -6.457 

.425 

 

t-value = .800 

 

H2 
.000* 

 

t-value = -6.558 

.159 

 

t-value = -1.415 

.000* 

 

t-value= -8.422 

.000* 

 

t-value = -3.979 
 

H3 

.000* 

 

t-value= 5.865 

.526 

 

t-value= -.636 

.000* 

 

t-value= 5.139 

.000* 

 

t-value= 6.637 
 

H4 

.536 

 

t-value = .620 

.000* 

 

t-value = -7.041 

.001** 

 

t-value = 3.248 

.478 

 

t-value = -.712 

*Those variables significant at <0.05 level 

Table 7 above shows how individual factors which influence the brand image are influenced 

under retailers image. 

Hypothesis 1: when high image laptop-Apple is sold in high image retailer-Elgiganten the results 

show that individual factors 'quality' and 'design' significantly decrease. Contrary to expectations, 

a high image retailer Elgiganten significantly decreases perceived quality and design of high 

image Apple laptops.  For these individual factors Hypothesis 1 is rejected. 

Hypothesis 2: when a high image laptop Apple is placed in a low image retailer single store 

individual factors 'quality', 'design' and 'warranty/after sales service' significantly decrease. For 

these individual factors Hypothesis 2 is accepted.   
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Hypothesis 3: when a low image brand-Acer laptop is placed in high image retailer-individual 

factors 'quality', 'design' and 'warranty/after sales service' significantly increase. For these 

individual factors Hypothesis 3 is accepted.  

Hypothesis 4: when a low image brand-Acer laptop is placed in a low image retailer- individual 

factor 'value for money' significantly decreases. However contrary to expectations individual 

factor 'design' significantly increases. Here the results are mixed and not as expected.  

Part iii- Influence of Gender, Age and combination of the two: 

The following table 6 shows results of the research model conducted over gender, age and a 

combination of age and gender. 

 

Table 8: Results derived from testing the research model on Gender: 

 H1 H2 H3 H4 

 

Male 

 

.241 

 

t-value= -1.184 

.000* 

 

t-value= -5.386 

.003* 

 

t-value= 3.051 

.032* 

 

t-value= -2.202 

 

Female 

 

.023** 

 

t-value= -2.322 

.000* 

 

t-value= -4.331 

.000* 

 

t-value= 4.413 

.872 

 

t-value= .161 
*Those variables significant at <0.05 level 

According to results of table 8 shown above there is a difference how male and female 

respondents perceive brand image in relation to retailers image. From the results the similarity is 

that both male and female respondents perceive Hypothesis 2 significantly- if high image brand 

Apple laptop if placed under a high image retailer-Elgiganten, the brand image of Apple laptop 

significantly decreases. Hypothesis 2 is accepted.  

Also both genders similarly perceive Hypothesis 3- if a low image brand Acer laptop is placed 

under a high image retailer-Elgiganten, the brand image of Acer laptop significantly increases. 

Hypothesis 3 is accepted. 
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However the there are two differences among the gender perception as well. Male respondents 

perceive that Hypothesis 4 significantly- if a low image brand Acer laptop is placed in a low 

image retailer- Single store, the brand image of Acer laptop significantly decreases. Hypothesis 4 

is accepted.  In contrast the female respondents do not perceive this at all.  

The second difference among the gender is that the female respondents perceive Hypothesis 1 

significantly- if a high image brand Apple laptop is place under a high image retailer-Elgiganten, 

the brand image of Apple laptops significantly decreases. Hypothesis 1 is rejected.  

Table 9: Results derived from testing the research model on Age: 

Segment 

(n) 
H1 H2 H3 H4 

 

Above 23 

(66) 

.036** 
 

t-value= -2.143 

.000* 
 

t-value= -4.801 

.001* 
 

t-value= 3.371 

.129 

 

t-value= -1.538 

23 and 

Below 

(75) 

.439 

 

t-value= -.779 

.000* 
 

t-value= -4.191 

.001* 
 

t-value= 3.631 

.401 

 

t-value= -.847 

*Those variables significant at <0.05 level 

According to table 9 the results show that there are similarities between the young and older age 

groups but also one difference. The similarity is that both the age groups perceive Hypothesis 2 

significantly, if a high image brand-Apple laptop is placed under a low image retailer- single 

store, the brand image of Apple laptop significantly decreases. Thus Hypothesis 2 is accepted.   

Another similarity is that both the age groups perceive Hypothesis 3 significantly - a low image 

brand- Acer laptop is placed under a high image retailer-Elgiganten, the brand image of Acer 

laptop significantly increases. Thus hypothesis 2 is accepted. 

However the difference is that the age group 'above 23', perceive Hypothesis 1 significantly - if 

high image brand-Apple laptops are placed under high image retailer-Elgiganten, the brand 

image of Apple laptop significantly decreases instead of increasing. Thus Hypothesis 1 is 

rejected.  



32 
 

 Table10: Results derived from testing Research Model on combination of Gender and 

Age: 

Segment 

(n) 
H1 H2 H3 H4 

Males 

above 23  

(28) 

.386 

 

t-value= -.878 

.001* 
 

t-value= -3.729 

.241 

 

t-value= 1.193 

.016* 
 

t-value= -2.523 

Female 

above 23  

(38) 

.028** 
 

t-value= -2.320 

.004* 
 

t-value= -3.097 

.000* 
 

t-value= 4.042 

.657 

 

t-value= .449 

Males 23 

and below  

(33) 

.754 

 

t-value= -.318 

.005* 
 

t-value= -3.208 

.003* 
 

t-value= 3.494 

.320 

 

t-value= -1.023 

Females 23 

and below 

(42)  

.479 

 

t-value= -.715 

.006* 
 

t-value= -2.890 

.019* 
 

t-value= 2.456 

.767 

 

t-value= -.298 

*Those variables significant at <0.05 level 

According to table 10 above results show many similarities and some difference when age and 

gender are combined. Based on the first hypothesis, results show that female respondents 'above 

23' perceive Hypothesis 1 significantly - is a high image brand-Apple laptops when under the 

influence of high image retailer-Elgiganten, the brand image of Apple laptops significantly is 

decreased.  

For the second hypothesis, when a high image brand-Apple laptop is places in a low image 

retailer-Single store, all segments of age and gender perceive that the brand image significantly 

decreases. This result is uniform for all segments and hypothesis 2 is accepted for all segments.  

For the third hypothesis, when low image brand-Acer laptop is placed under a high image 

retailer-Elgiganten, most segments three out of four perceive that the brand image of Acer laptop 

significantly increases. It's only the Males above 23 years of age that do not perceive the same. 

So here hypothesis 3 is accepted for three out of four segments.  
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In last for the fourth hypothesis, when a low image brand-Acer laptop is placed under a low 

image retailer-Single store, the brand image significantly decreases. Only one out of four 

segment perceive Hypothesis 4 significantly and these are males above 23 years of age. This 

shows that majority do not perceive Acer laptop image to decreases under single stores. Here 

hypothesis 4 is accepted for only one out of four segments.  

5 Discussion 
This study aimed to explore how consumers in the Swedish market perceive brand image of 

laptops under retailers influence. But before the aim and research question are answered it is 

important to keep in mind that this study is subject to certain limitations. Firstly it does not aim 

to explain buying behavior, so the way consumers perceive does not reflect their buying 

behavior. Secondly this study can only be generalized to university students living in urban areas 

and possible to countries that share similar socio-economic characteristics like Sweden, mainly 

neighboring Scandinavian countries Denmark and Norway. Also there are many different ways, 

tools and methods to measure brand image and in this study a quantitative t-test is done based on 

152 respondents perception. This study reveals results based on the factors it has taken into 

account (quality, design, well known/famous and value of money). If more of these factors are 

used in a study it is possible that results might provide even deeper understanding of the subject. 

Thus an individual's perception is influenced by many factors such as political status, family 

structure, sexuality, gender, age etc. And in this study only gender and age are taken into account 

of.  

In relation to the aim of this study, there are three research questions that are addressed by the 

help of the research model. The results of the study are discussed below:  

 

5.1 Influence of retailers on brand image  

Based on previous research such as Petijohn et al.(1992) a retailer influences brand image of 

merchandise sold, this relationship is not constant for all industries. In this study laptop brands 

are taken into consideration and the results according to the research model show that three 

hypothesis are significant, two hypothesis are accepted while two are rejected.  
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Hypothesis 1 states that if high image brands are sold in high image retailers the brand image is 

significantly increased. According to table 6 Apple's brand image is significantly affected in 

association with Elgiganten but the brand image decreases instead of increasing. Here the result 

contrary to earlier assumptions is unexpected. Therefore hypothesis 1 is rejected.  This means 

that Elgiganten despite being a high image retailers in Sweden, decreases the brand image of 

Apple. One possible explanation for this could be that Apple products are not just of high image 

but also very exclusive. Although not tested in this study one possible explanation for this could 

be that Apple have their own retailers through which they sell their products. These retailers are 

very exclusive and they provide a unique experience to its customers (Montgomerie and Roscoe 

2012: 4). So in order to sustain this exclusive image, Apple products are probably best associated 

by their own retailers.  

For the second hypothesis, if high image brands are placed in low image retailers the image of 

the brand significantly decreases. According to table 4 this is true since placing Apple laptops in 

Single stores the perceived image of Apple brand significantly decreases. Therefore Hypothesis 

2 is accepted. This means that Apple must be very careful when distributing its laptops to 

different retailers in Sweden.  Cox and Brittain (2004:11) state that single stores have some 

advantages such building personal relationships, flexible opening hours etc. Despite these 

advantages in the Swedish market these single stores are perceived with the lowest image in 

comparison to its competitors. And according to the study they can significantly damage Apples 

image.  

For our third hypothesis, if low image brands are placed in high image retailers the brand image 

significantly increases. This hypothesis is significant and accepted. According to table 4 the 

results show when Acer products placed in Elgigaten, he brand image of Acer significantly 

increases. This means that low image laptop brands are best perceived when placed under high 

image retailers. Overall this results suggests a wise strategy for laptop manufactures whose 

brands are perceived as low image. These manufactures are at most advantage with retailers that 

are perceived high image.  

The fourth hypothesis, if low image brands are placed in low image retailers, the brand image 

significantly decreases. According to table 4 results show that when Acer laptops are placed in 

single stores the brand image does  not significantly decreases. So for the whole sample it can be 
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said that there is no problem in placing Acer laptops in single stores. However this results is not 

constant, it changes when gender and age is applied, this is later discussed in section 5.2.  

It is important to mention here that all these four hypothesis stated above are the same for 

respondents living in Stockholm and in Uppsala city. Because of this similarity, it helps confirm 

that respondents living in urban areas perceive laptop brands in a similar fashion. Also the 

overall relationship that comes out of the results listed above is that Apple's image is damaged 

under Elgiganten and also under single stores. This means that Apple laptops brand image is 

extremely sensitive to its retailer. And Acer's image increase with Elgiganten.  

5.2 Influence of retailers on individual variables of brand image  

According to table 7 retailers that influence individual variables of brand image are shown. The 

table shows many interesting findings. 

For the first hypothesis the results show that if high image brand Apple laptop is placed in high 

image retailer Elgiganten the image significantly decreases. This is because out of four variables 

consumers perceive that 'quality' and 'design' of Apple laptops significantly decreases.  This 

means that despite Elgiganten being a high image retailer, it fails to sustain the exclusive brand 

image of Apple laptops.  

Secondly for the second hypothesis, when a high image brand Apple laptops are placed in low 

image retailers- single stores the brand image of Apple significantly decreases. This is because 

out of four variables, consumers perceive that three variables that are 'quality', 'design' and 

'warranty/after sales service' significantly decrease.  

For the third hypothesis, when a low image brand Acer laptop is placed in high image retailer 

Elgiganten the brand image of Acer increases. This is because out of four variables which 

influence brand image, consumers perceive three variables to significantly increase and they are 

'quality', 'design' and 'warranty/after sales service'.  

For the fourth hypothesis, when a low brand image laptop Acer is placed in a low image retailer- 

single store the brand image of Acer is not significantly influenced. This is because out of four 

variables, one variable 'value for money' significantly decreases while one variable 'design' 



36 
 

significantly increases. Because one variable significance increase while another decreases, the 

overall result is not significant.  

Individual factors which influence brand image according to Aker (1996) four factors were used 

in this study. The overall relationship that can be drawn from the above results is that two 

variables 'quality' and 'design' are most sensitive to consumers. These two individual factors are 

significant in Hypothesis 1, 2 and 3. This shows that when consumers perceive laptop brand 

image in relation to a retailer, they are most concerned with perceive quality and design of the 

laptop. 

5.3 Influence of gender and age on consumer perception  

Gender 

According to Cox and Brittain (2004:6) one of the factors that affects retailing is demography 

such as age and gender.  Many retailers are gender sensitive because some retailers target only 

one gender which can be female or male for example a sewing machine retailer focuses on 

females consumers or a fishing tackle retailer focuses on male consumers. One reason why 

retailer become gender sensitive is because according to Pradeep (2010: 66-67) female brains are 

fundamentally different from males. And thousands of tests conducted reveal that there are 

gender differences. In this study having analyzed consumer perception through gender and age 

reveals many similarities and differences.  

For Gender, according to table 8 the similarity is that both the genders perceive hypothesis 2 and 

3 significantly the same way. Both the genders perceive that if high image laptop Apple is sold in 

low image retailer- single store then the brand image of Apple decreases significantly. 

Hypothesis 2 is accepted. Also if a low image brand Acer is placed in a high image retailer 

Elgiganten the brand image of Acer significantly decreases. Hypothesis 3 accepted.  

However the difference is that females perceive H1 significantly. Females perceive that if Apple 

is sold in high image retailers like Elgiganten, despite Elgiganten being a high image retailer it 

significantly decreases Apples brand image. Hypothesis 1 rejected. Females here account 

approximately 57% of the sample and this is the greater majority. In contrast males do not 

perceive this the same. 
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Another difference is that males perceive hypothesis 4 as significant but not females. Males 

perceive that if low brand image Acer laptops are places in low image retailers the brand image 

decreases.  Hypothesis 4 is accepted. Males here account for approximately 43% of the sample 

which is quite a large proportion as well. In contrast females do not perceive the same.  

Age 

According to table 9 the results show that respondents aged '23 and Below' and those 'above 23' 

perceive hypothesis 2 and 3 significantly the same way. Both age groups agree that if high image 

laptops Apple are placed in low image retailers single stores the brand image significantly 

decreases. Hypothesis 2 is accepted. Also if low image laptop rand Acer is placed in high image 

retailer Elgiganten, the brand image of Acer significantly increases. Hypothesis 3 is accepted. 

This also means that all 141 respondents, 100% of sample agree with hypothesis 2 and 

hypothesis 3.  

However the difference between the age groups is with the age group 'above 23', they perceive 

hypothesis 1 significantly while the age group '23 and below' do not. These respondents 'above 

23' perceive that if high image brand Apple laptop is placed under high image retailer the brand 

image of Apple significantly decreases. Hypothesis 1 is rejected. This age group represent 66 

respondents, approximately 47% of the sample which is quite a large proportion.   

When gender and age are combined the results according to table 10 show that almost all 

segments see hypothesis two and hypothesis 3 significantly. This result is can be generalized and 

is uniform. Almost all segments perceive that if a high image brand Apple laptop is placed in a 

low image retailer single store the brand image significantly decreases. Hypothesis 2 accepted. 

Also if a low brand laptop Acer is placed in a high image retailer Elgiganten the brand image 

significantly increases. Hypothesis 3 accepted.  

The difference lies with females that are 'above 23' year of age. They perceive hypothesis one 

significantly. They perceive that when high image brand Apple is placed in a high image retailer 

Elgiganten the brand image significantly decreases. Hypothesis 1 is rejected.  
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Another difference is with the segment that is 'male and above 23' year of age. This group 

perceives that if low brand laptop Acer are placed in a low image retailer the brand image 

significantly decreases. Hypothesis 4 is accepted. 

The overall relationship that can be drawn from age, gender and the combination of both is that 

all segments perceive hypothesis 2 and hypothesis 3 significantly. Thus hypothesis 2 and 3 have 

been accepted in all segments. Another interesting similarity is that hypothesis 1 is significant for 

all females and respondents aged above 23.    

6 Conclusion 
The aim of this study was to investigate how retailer influence brand image of laptop brands and 

to explore how age and gender influence consumers perception.  Before the main findings are 

presented it is important to understand that this quantitative study like any other quantitative 

study is subject to certain limitations. Firstly the generalization of this study is only possible for 

the Swedish market and  neighboring Scandinavians countries which share similar socio-

economic characteristics as Sweden. Also the respondents of the study are not general 

consumers, they are highly educated university students and therefore this study is limited to a 

certain segment of the market which has some know-how of laptop brands and retailers used in 

the study. The factors used to measure brand image in this study are limited and it would be 

fruitful for future studies to use more factors which would give an in-depth and more deeper 

understanding of how consumers perceive brand image of laptops in relation to retailers image. 

Furthermore the reliability and validity of the study puts forward some further limitations. This 

study is subject to economic growth of Sweden which can influence consumer perception. The 

scale used in this study was a 7 unit likert scale, in future studies a different kind of scale can 

help extract more in depth results.  

Moving on the results of this study, they show that if high image laptop brand Apple is placed in 

a high image retailer Elgitanen, despite Elgiganten being perceived as a high image retailer it 

significantly reduced the brand image of Apple. Hypothesis 1 is rejected. This means that Apple 

is a very exclusive brand and its image is very sensitive when associated with a retailer. 

Specifically according to this study it is females and respondents above 23 years of age that 

perceive this sensitive brand damage.  
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Secondly the results show that if high image brand Apple laptop is placed under a low image 

retailer the brand image significantly decreases. Hypothesis 2 is accepted. It can be said that 

respondents regardless of their age and gender, perceive Apple image significantly decrease 

when associated with single stores.  

Thirdly if low image laptop brand Acer is placed in a high image retailer, the brand image of 

Acer significantly increases. Hypothesis 3 is accepted. Throughout the study regardless of 

respondents age and gender, respondents perceive this unique relationship.  

In last, two individual variables that influence brand image 'design' and 'quality' are most 

sensitive under a retailers influence. Throughout the different hypothesis that have been rejected 

or accepted, these two individual variables play a key role when perceived by Swedish 

consumers.   

Managerial implications 

This study adds knowledge into the scientific community on how consumers perceive laptop 

brand image in association with retailers image in the Swedish market. It also shows how age 

and gender influence these consumers perception.  

These findings are very crucial for corporate marketing managers at Apple, Hp, Acer and all the 

brands used in this study. The study suggests that these managers should  be very careful in their 

supply chain when distributing their laptop to retailers. Because their choice of retailer can 

influence how their brand is perceived.  

Thus it is for the benefit of these organizations to understand how consumers perceive their 

laptops in relation to competitors. And once this is identified, if they have a low image product 

they should try to sell it in high image retailers. Specifically for Apple brand managers, they 

should know that their products are not perceived too well in high image retailers like 

Elgiganten, the image of Apple laptops significantly decreases in low image single stores. Also 

for firms like Acer it is to their advantage to sell their laptops in retailers like Elgiganten that 

helps increase Acer's brand image. For Acer to distribute their laptops in single stores, there is no 

harm in that since these retailers don't damage Acers brand image.  
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Also since this study reveals that quality and design are most important factors when consumers 

perceive brand image of laptops in association to retailers image, it would be wise for 

manufactures to produce laptops keeping in mind that its perceive quality and design are most  

significant factors when consumers perceive their brand image.  

Direction for future research 

For future research it is strongly recommended to study consumer perception taking into account 

individual factors that can influence consumers perception. For example sexuality, family 

structure, new or old immigrant etc. Because these factors have been taken into account but very 

limited. A greater use of these factors will enable to research to reveal in depth results on 

consumer perception, aiding organizations that aim to sell and create profit.  

Also it is recommended make qualitative studies to investigate why a high image laptop brand 

like Apple experience a decrease in its brand image if sold in a high image retailer like 

Elgiganten. 

It is also encouraged to make use of other factors which influence brand/retailers image that are 

not used in this study. This will give in depth insight over the relationship retailers share with 

brands.  
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STEP 1 
Business and Management (Marketing) - Master Thesis:   

“Role of (high or low image) retailers on brand image” 

 

Dear Respondents: We the authors of this thesis are Master students enrolled in Master 

program- Business and Management at Uppsala University. We are conducting this survey solely 

for scientific reasons, in order to complete our thesis.  

The aim of this study is to investigate the influence (high or low image) retailer has on brand 

image of merchandise sold.  

This survey is completely anonymous. Your personal details such as name, Personal number are 

not required. In other words your personal integrity is at no risk.  

I request you to fill in this questionnaire honestly and in full. Incomplete questionnaires will be 

discarded.  

The questionnaire takes approximately 15 minutes to complete. 

If you have any questions, queries, comments regarding this survey please feel free to contact 
me. 

 

Thesis Author: Nayyar Iqbal, Min He, Nan Jiang  

Contact: +46-700448919  

 email: nayyar.dhariwal@gmail.com 

Thesis Tutor: Ulf Olsson  

Lecturer- Director of  Executive education.  Department of Business Studies Uppsala University 

Contact information: +46-184711368 (email: ulf.olsson@fek.uu.se) 

 

 

mailto:ulf.olsson@fek.uu.se
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1. Age:  
 
___ 
 

2. Sex:  
 
Male   Female 
 

3. What city do you live in?   
 
 
______________ 
 
 

4. Have you purchased a computer- laptop in the last 2 years or intend to purchase one in the next 6 
months?  
 
 
_______________ 
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SECTION 1: Rating Retailer Brand Image and Laptop Brand Images 
 
Retailers: Please rate the following retailers based on their environment, variety of products, customer 

service, after sales service, how famous or well known their name is, quality of promotions/discounts. 

Please rate each variable of the retailer form a scale of 1-7 units, in which 1 represents extremely low 

image and 7 represents extremely high image. Similarly rate laptop brands after retailers. An example on 

how to rate is provided below:    

 (Example) Retailer XYZ: 

Environment       Access            customer service     after sales service    well knows/famous    Discounts/promotions             Total                                                

1-7                            1-7                    1-7                           1-7                    1-7                                  1-7                              

bad-good           easy- difficult     bad-good                 bad-good       less-very much      less often- more often        

( 5 )      +          (  4 )       +      (  6  )      +        (    4   )     +    (   2   )        +           (   1    )         +        ( 22  ) 

 

 

Departure of survey: 

Mediamarkt: 

Environment   Variety of products   customer service     after sales service    well knows/famous    Discounts/promotions   Total                                               
(     )           +          (     )           +     (     )       +         (       )       +        (      )         +            (       )     =      (   ) 

Elgiganten: 

Environment   Variety of products   customer service     after sales service    well knows/famous    Discounts/promotions   Total                                               
(     )           +          (     )           +     (     )       +         (       )       +        (      )         +            (       )     =      (   ) 

Siba: 

Environment   Variety of products   customer service     after sales service    well knows/famous    Discounts/promotions   Total                                               
(     )           +          (     )           +     (     )       +         (       )       +        (      )         +            (       )     =      (   ) 

Single Stores: 

Environment   Variety of products   customer service     after sales service    well knows/famous    Discounts/promotions   Total                                               
(     )           +          (     )           +     (     )       +         (       )       +        (      )         +            (       )     =      (   ) 
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Net on Net: 

Environment   Variety of products   customer service     after sales service    well knows/famous    Discounts/promotions   Total                                               
(     )           +          (     )           +     (     )       +         (       )       +        (      )         +            (       )     =      (   ) 

 

 

After rating all the retailers please circle the retailer with the highest rating and label it “High-Retailer”, 

also circle the retailer with the lowest rating and label it “Low-Retailer”. If you have more than 1 retailer 

with same highest or lowest rating you should circle and label only one.  

 

 

 

 

 

NOTE:  
Section 2 of this survey will require you to come back to these two circled choices. So make sure you 

label the highest score “High-Retailer” and the lowest “Low-Retailer”. 

 

Now rate Laptop brands on next page! 
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(Example) Brand XYZ: 

        Quality              Value of Money                  Design                       Innovation                         well knows/famous                   Total                                                

           1-7                            1-7                                  1-7                                1-7                                            1-7                                       

       bad-good        not worth- worth it               bad-good                less inno- more inno                 less- very much 

           ( 5 )            +          (  4 )               +              (  6  )          +              (    4   )                 +                        (5)                     =               (24) 

 

 

Apple: 

 Quality              Value of money              Design              Innovation             well knows/famous                 Total                                                                           
(      )          +       (     )           +           (       )     +        (      )        +             (       )             =             (     ) 

HP: 

Quality              Value of money              Design              Innovation             well knows/famous                 Total                                                                           
(      )          +       (     )           +           (       )     +        (      )        +             (       )             =             (     ) 

Dell: 

Quality              Value of money              Design              Innovation             well knows/famous                 Total                                                                           
(      )          +       (     )           +           (       )     +        (      )        +             (       )             =             (     ) 

Asus: 

Quality              Value of money              Design              Innovation             well knows/famous                 Total                                                                           
(      )          +       (     )           +           (       )     +        (      )        +             (       )             =             (     ) 

Acer: 

Quality              Value of money              Design              Innovation             well knows/famous                 Total                                                                           
(      )          +       (     )           +           (       )     +        (      )        +             (       )             =             (     ) 
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After rating all the laptop brands please circle the brand with the highest rating and label it “High-

Brand”, also circle the brand with the lowest rating and label it “Low-Brand”. If you have more than 1 

brand with same highest or lowest rating you should circle and label only one.  

 

NOTE:  
Section 2 of this survey will require you to come back to these two circled choices. So make sure you 

label the brand with the highest score “High-Brand” and the lowest “Low-Brand”. 
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SECTION 2: Influence of Retailer’s image on Brand Image 
 

Before you start this section, please fill out the blanks in the following 4 question!!! The blanks 
represent the labels High-Retailer, Low-Retailer, High-Brand and Low-Brand. You have these 
labels outlines in section 1.  

After having filled the labels, your task now is to imagine you need to purchase a laptop. And 
you have been saving money for the last 6 months to buy one. So the following gives you an 
option to purchase a laptop from only 2 different retailers, High-Retailer and Low-Retailer that 
you labeled in section 1. The scale used ranges from 1-7, where 1 represents low image and 7 
highest image.  

You are to purchase a Low-Brand laptop __________ from following 2 retailers, how would 
you perceive the brand image of the product in these two retailers?  

____________________                                                 _____________________ 

       (High- Retailer)                                                               (Low-Retailer) 
 

Quality (bad-good)                                                                                Quality (bad-good) 

  

                          

 

 Value of Money (not worth- worth it)                                            Value of Money (not worth- worth it) 

             

                 Design (bad-good)                                                                              Design (bad-good) 

 

Innovation  (less inno- more inno)                                                       Innovation (less inno- more inno) 

 

 
Well known/Famous (less fam- very fam)                                   Well known/Famous (less fam- very fam) 
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After having filled the labels, your task now is to imagine you need to purchase a different 

laptop. And you have been saving money for the last 6 months to buy one. So the following 

gives you an option to purchase a laptop from only 2 different retailers, High-Retailer and 

Low-Retailer that you labeled in section 1. The scale used ranges from 1-7, where 1 represents 

low image and 7 highest image.  

You are to purchase a High-Brand laptop __________ from following 2 retailers, how would 

you perceive the brand image of the product in these two retailers?  

____________________                                                 _____________________ 

       (High- Retailer)                                                               (Low-Retailer) 
 

Quality (bad-good)                                                                                Quality (bad-good) 

  

                          

 

 

 Value of Money (not worth- worth it)                                            Value of Money (not worth- worth it) 

             

                 Design (bad-good)                                                                              Design (bad-good) 

 

Innovation  (less inno- more inno)                                                       Innovation (less inno- more inno) 

 

 

Well known/Famous (less fam- very fam)                                   Well known/Famous (less fam- very fam) 
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What computer laptop do you have?_________________  

 

Where did you buy it from? ____________________ 

What do you think are the weakness of this questionnaire: 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

What do you think are the strength of this questionnaire: 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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STEP 2 
Business and Management (Marketing) - Master Thesis:   

“Role of (high or low image) retailers on brand image” 

 

Dear Respondents: We the authors of this thesis are Master students enrolled in Master 

program- Business and Management at Uppsala University. We are conducting this survey solely 

for scientific reasons, in order to complete our thesis.  

The aim of this study is to investigate the influence (high or low image) retailer has on brand 

image of merchandise sold.  

This survey is completely anonymous. Your personal details such as name, Personal number are 

not required. In other words your personal integrity is at no risk.  

I request you to fill in this questionnaire honestly and in full. Incomplete questionnaires will be 

discarded.  

The questionnaire takes approximately 10-15 minutes to complete. 

If you have any questions, queries, comments regarding this survey please feel free to contact 
me. 

 

Thesis Author: Nayyar Iqbal, Min He, Nan Jiang  

Contact: +46-700448919  

 email: nayyar.dhariwal@gmail.com 

Thesis Tutor: Ulf Olsson  

Lecturer- Director of  Executive education.  Department of Business Studies Uppsala University 

Contact information: +46-184711368 (email: ulf.olsson@fek.uu.se) 

 

 

mailto:ulf.olsson@fek.uu.se
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1. Age:  
 
___ 
 

2. Sex:  
 
Male   Female 
 

3. What city do you live in?   
 
 
______________ 
 
 

4. Have you purchased a computer- laptop in the last 2 years or intend to purchase one in the next 6 
months?  
 
 
_______________ 
 
 
 

Imagine that you are a university student who has had a laptop 

computer for over 4 years. Your current laptop gives you many problems 

and you find it difficult to use it anymore. You have been saving money 

for the last 6 months to buy a new laptop. Now you are in a situation where 

money is not the issue, you can afford to have a cheap laptop or an 

expensive one, a matter of taste. 

 

So based on this given situation you are to buy a laptop from one of the 

following retailer provided in this questionnaire. Now your job is to rate 

following retailer’s and laptop brands. 
 

 
 



55 
 

SECTION 1: Rating Retailer Brand Image and Laptop Brand Images 
 
Retailers: Please rate the following retailers based on their internal environment, overall quality of 

products, customer/after sales service, access and promotions/discounts. Please rate each variable of the 

retailer form a scale of 1-7 units, in which 1 represents extremely low image and 7 represents 

extremely high image. Similarly rate laptop brands after retailers. An example on how to rate is provided 

below:    

 (Example) Retailer XYZ: 

Internal Environment    Overall Quality of products     Customer/ After sales service      Access      Discounts/promotions             Total                                                

        1-7                                           1-7                                                 1-7                                     1-7                       1-7                              

    bad-good                                  bad-good                                       bad-good                       difficult-easy        less - more often        

       ( 5 )                    +                   (  4 )                      +                       (  6  )             +                  (   2   )        +       (   1    )          =              ( 18  ) 

 

Departure of survey: 

Mediamarkt: 

Internal Environment    Overall Quality of products     Customer/ After sales service      Access        Discounts/promotions                    Total                                                

      1-7                                    1-7                                              1-7                         1-7                       1-7                              

bad-good                            bad-good                                    bad-good             difficult-easy        less - more often        

  (    )                +            (     )                     +           (     )       +        (       )     +      (       )         =            (      ) 

 

Elgiganten: 

Internal Environment    Overall Quality of products     Customer/ After sales service      Access        Discounts/promotions                    Total                                                

      1-7                                    1-7                                              1-7                         1-7                       1-7                              

bad-good                            bad-good                                    bad-good             difficult-easy        less - more often        

  (    )                +            (     )                     +           (     )       +        (       )     +      (       )         =            (      ) 
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Siba: 

Internal Environment    Overall Quality of products     Customer/ After sales service      Access        Discounts/promotions                    Total                                                

      1-7                                    1-7                                              1-7                         1-7                       1-7                              

bad-good                            bad-good                                    bad-good             difficult-easy        less - more often        

  (    )                +            (     )                     +           (     )       +        (       )     +      (       )         =            (      ) 

 

 

Single Stores : (stores run by one or two person and normally small in size) 

Internal Environment    Overall Quality of products     Customer/ After sales service      Access        Discounts/promotions                    Total                                                

      1-7                                    1-7                                              1-7                         1-7                       1-7                              

bad-good                            bad-good                                    bad-good             difficult-easy        less - more often        

  (    )                +            (     )                     +           (     )       +        (       )     +      (       )         =            (      ) 

 

 

NOTE:  
 

Now rate Laptop brands on next page! 
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(Example) Brand XYZ: 

Quality              Value of Money               Design               popular/famous                        Total 

    1-7                              1-7                                  1-7                               1-7 

                 bad-goo d              not worth- worth it               bad-good               less- very much 

    ( 5 )        +            (  4 )           +           (  6  )          +             (5)                  =           (24) 

 

 

Apple: 

        Quality                 Value of Money                  Design              popular/famous                            Total 

           1-7                            1-7                                 1-7                           1-7 

                         bad-goo d          not worth- worth it               bad-good              less- very much 

                      (        )        +       (       )          +          (        )       +       (        )                =            (        ) 

 

 

HP: 

        Quality                 Value of Money                  Design              popular/famous                            Total 

           1-7                            1-7                                 1-7                           1-7 

                         bad-goo d          not worth- worth it               bad-good              less- very much 

                      (        )        +       (       )          +          (        )       +       (        )                =            (        ) 
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Dell: 

      Quality                 Value of Money                  Design              popular/famous                           Total 

           1-7                            1-7                                 1-7                           1-7 

                         bad-goo d          not worth- worth it               bad-good              less- very much 

                      (        )        +       (       )          +          (        )       +       (        )                =           (        ) 

 

 

Acer: 

      Quality                 Value of Money                  Design              popular/famous                           Total 

           1-7                            1-7                                 1-7                           1-7 

                         bad-goo d          not worth- worth it               bad-good              less- very much 

                      (        )        +       (       )          +          (        )       +       (        )                =            (        ) 

 

Thank you for your participation and time. 

 

Have a great day. 
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STEP 3 
Business and Management (Marketing) - Master Thesis:   

“Role of (high or low image) retailers on brand image” 

 

Dear Respondents: We the authors of this thesis are Master students enrolled in Master 

program- Business and Management at Uppsala University. We are conducting this survey solely 

for scientific reasons, in order to complete our thesis.  

The aim of this study is to investigate the influence (high or low image) retailer has on brand 

image of merchandise sold.  

This survey is completely anonymous. Your personal details such as name, Personal number are 

not required. In other words your personal integrity is at no risk.  

I request you to fill in this questionnaire honestly and in full. Incomplete questionnaires will be 

discarded.  

The questionnaire takes approximately 10 minutes to complete. 

If you have any questions, queries, comments regarding this survey please feel free to contact 
me. 

 

Thesis Author: Nayyar Iqbal, Min He, Nan Jiang  

Contact: +46-700448919  

 email: nayyar.dhariwal@gmail.com 

Thesis Tutor: Ulf Olsson  

Lecturer- Director of  Executive education.  Department of Business Studies Uppsala University 

Contact information: +46-184711368 (email: ulf.olsson@fek.uu.se) 

 

 

mailto:ulf.olsson@fek.uu.se
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1. Age:  
 
___ 
 

2. Sex:  
 
Male   Female 
 

3. What city do you live in?   
 
 
______________ 
 
 

4. Have you purchased a computer- laptop in the last 2 years or intend to purchase one in the next 6 
months?  
 
 
_______________ 
 
 
 
 

Imagine that you are a university student who has had a laptop 

computer for over 4 years. Your current laptop gives you many problems and 

you find it difficult to use it anymore. You have been saving money for the last 

6 months to buy a new laptop. Now you are in a situation where money is not 

the issue, you can afford to have a cheap laptop or an expensive one, a matter of 

taste. 

 

So based on this given situation you are to buy a laptop from one of the 

following retailer provided in this questionnaire. Now your job is to understand 

the two retailer options you have to purchase your laptop. Then you will be 

asked to rate how you perceive laptop brands.  
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SECTION 1: HIGH AND LOW IMAGE RETAILER’S 
 
 

Based on 116 responses from university students studying in Stockholm and Uppsala two retailers have 

been identified with high and low image. The following presents their information:  

 

 

 

Elgiganten- High image retailer: 
Elgiganten as an electronic retailer is very famous in Sweden and due to its advertising and its 

budgets it offers not just one of the best prices in Sweden but a lot of variety at the same time.  

Based on factors such as internal environment, overall quality of products, customer/after sales 

service, access to retailer and discounts/promotions Elgiganten has been identified as the high 

image retailer in Sweden to purchase laptop computers.                                       

 

 

Single Stores- Low image retailers 
Single stores are normally run by 1-2 individuals and there are many single store electronic retailers 

throughout Sweden. Some can be very small and some can be running since 20 years time.  

However based on internal environment, overall quality of products, customer/after sales service, 

access to retailer and for discounts/promotions most respondents rated single stores as having the 

lowest image.  

 

Having clarified the high and low image retailers, please rate the image of two laptop brands on the 

next page! An example is provided on how to rate a laptop brand.  

The scale used to rate the variables/factors are from 1-7. 1 represents very low image while 7 represents 

very high image.  
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Example brand XYZ: 

        Quality               Value of Money                Design           warranty/after sales service          Total 

         1-7                        1-7                         1-7                          1-7                                    

                      bad-good          not worth- worth it             bad-good                     bad- good                         

                             (    4   )        +          (   5    )           +            (   4     )      +                (   3     )                      =     (  16 ) 

 

Departure of survey: 

Please rate how you perceive Apple laptops: 

        Quality                Value of Money                  Design             warranty/after sales service                        Total 

           1-7                            1-7                                 1-7                                  1-7                                    

                         bad-good          not worth- worth it               bad-good                       bad- good                         

                      (        )     +         (       )         +           (        )         +            (        )                      =            (      ) 

 

Please rate how you perceive Acer laptops: 

        Quality                Value of Money                  Design             warranty/after sales service                        Total 

           1-7                            1-7                                 1-7                                  1-7                                    

                         bad-good          not worth- worth it               bad-good                       bad- good                         

                      (        )     +         (       )         +           (        )         +            (        )                      =             (     ) 
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SECTION 2: Influence of Retailer’s image on Brand Image 
Please do not forget that you really need a new laptop and money is not an issue. So the 
following gives you an option to purchase an ACER laptop from only 2 different retailers, 
High image-Retailer and Low image-Retailer. Please rate how you would perceive the image 
of ACER laptop. The scale used ranges from 1-7, where 1 represents low image and 7 highest 
image.  

You are to purchase a laptop brand ACER from following 2 retailers, how would you 
perceive the brand image of the product in these two retailers?  

        

ELGIGANTEN                       SINGLE STORES         
(High Image- Retailer)                                                      (Low Image-Retailer) 
 

 

Quality (bad-good)                                                                                Quality (bad-good) 

  

                          

 

 Value of Money (not worth- worth it)                                          Value of Money (not worth- worth it) 

                                                

 

Design (bad-good)                                                                           Design (bad-good) 

 

 

 

Warranty/after sales service (bad - good)                                          Warranty/after sales service (bad - good) 

 

 

 

              

              

              

              

Very low  

Very low  

Very low  

Very low  

Very low  

Very low  

Very low  

Very low  

Very high  Very high  

Very high  Very high  

Very high  

Very high  

Very high  

Very high  
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Please do not forget that you really need a new laptop and money is not an issue. So the 
following gives you an option to purchase an Apple laptop from only 2 different retailers, High 
image-Retailer and Low image-Retailer . Please rate how you would perceive the image of 
Apple laptop. The scale used ranges from 1-7, where 1 represents low image and 7 highest 
image.  

You are to purchase a laptop brand APPLE from following 2 retailers, how would you 
perceive the brand image of the product in these two retailers?  

        

ELGIGANTEN                       SINGLE STORES         
(High Image- Retailer)                                                      (Low Image-Retailer) 
 

 

Quality (bad-good)                                                                                Quality (bad-good) 

  

                          

 

 Value of Money (not worth- worth it)                                          Value of Money (not worth- worth it) 

                                                

 

Design (bad-good)                                                                           Design (bad-good) 

 

 

 

Warranty/after sales service (bad - good)                                          Warranty/after sales service (bad - good) 

 

 

 

 

              

              

              

              

Very low  

Very low  

Very low  

Very low  

Very low  

Very low  

Very low  

Very low  

Very high  Very high  

Very high  Very high  

Very high  

Very high  

Very high  

Very high  
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What computer laptop do you have?_________________  

 

Where did you buy it from? _______________________ 

 

 

 

 

Thank you for your participation and time. 

 

Have a great day. 
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How to interpret and calculate 'brand image'.  

Image of a brand in simpler words is  can be defined as, 'a description of the beliefs and 

association the consumer has about a brand'. This definition of Feldwick (1996) is based on the 

consumers perception of a brand. 

In order to see if a retailer’s image affects brand image of merchandise sold the following 

equation is used and is inspired from a similar study conducted by Pettijohn et al.(1992: 319). 

RB= BR- B                  

Here ‘B’ is the mean image of a laptop brand rated by 152 respondents. "BR" is the perceived 

laptop brand image in association with a retailer. From ‘BR’, ‘B’ is subtracted and the results is 

‘RB’ which shows the influence of a retailer’s image on brand image of a product. 

 For example a low image brand laptop Zee (B) has mean image rating of 5 out of a scale of 1-7. 

If Zee is sold at a low image retailer (BR) the mean of the perceived brand image now is 4. Then 

(RB) the retailers influence on the brand is RB= BR-B,    RB  = 4-5  = -1. This negative 1 means 

that the retail image decreases the image of the laptop brand Zee, therefore a low image retailer 

selling a low image laptop brand decreases the overall brand image of the product sold.  

Then the final version of the questionnaire was tested on 152 respondents. Out of this 11 

questionnaires were excluded because they were incomplete. Therefore Step 3 results are based 

on 141 respondents.  Statistics were calculated using SPSS version 16.0. A t-test was used to 

accept or reject hypothesis.  

Based on this questionnaire respondents were first asked to rate brand image of Apple and Acer 

laptop without retailers association. Then the same brand Apple and Acer were put under a high 

image retailer 'Elgiganten' and low image retailer 'Single store'. Based on the formula discussed 

above  the mean of 141 applicant responses were calculated for Apple and Acer laptop. Then the 

mean of 141 applicants on how they rate Apple and Acer under a retailer is calculated. The 

difference in the mean (original mean of laptop - mean of laptop under a retailer) helps identify if 

a retailer has a positive or a negative effect on brand image of laptops. This was then followed by 

a t-test to check if the influence of a retailer is significant or not.  


