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 ABSTRACT 

In highly value loaded environment, where retailers are facing cut-throat competition, 

high retail equity is extremely important in helping influence consumer perceptions 

along with driving store choicesand patronage to ensure competitive advantage. In 

this regard, the tremendous evolution in retailing environment, leads to changing 

shopper’s expectations and preferences, as well as posesa big challenge on retailers to 

earn customer’s loyalty and patronage. The study therefore, was proposed to develop 

a model of retail patronage and to empirically investigate the relationship proposed in 

the model in upscale lifestyle store context. However, the basic premise was to 

investigate the importance of retailer equity in building consumer patronage 

behavior.The current study addresses the effect of consumer based retailer equity on 

fostering retail patronage behavior.In addition to this, the study proposed a conceptual 

model which incorporates retailer equity dimensions to explore consumer’s retail 

patronage behavior. Furthe rmore, the model under pinsthe moderating effects of 

shopping situation and consumer involvement. A mall-intercept survey was 

undertaken using a systematic sampling of luxury store shoppers of age 18 years and 

above in Lahore and Multan, metropolitan cities in Pakistan. A survey questionnaire 

was designedto collect data from various retail stores of ChenOne, Nishat Linen and 

Ideas. The impact of CBRE on retail patronage behavior was explored using 

regression analysis. However, the results revealed a significant effect of retailer equity 

on patronage behavior and proved shopping purpose as a boundary condition in equity 

– patronage relationship. Finally, the study is aimed to explore CBRE and retail 

patronage relationship. In addition to this, it also aims to empirically prove the 

moderating effects of shopping situation in retailer equity - patronage relationship. 

 

  



Effect of CBRE on Retail Patronage Behavior MS 
Marketing  

 

3 

 

 

 

ACKNOWLEDGEMENTS 

Inthe Name of Allah, the Most Gracious, Most Merciful. Praise is to Allah for His 

mercy which has enabled me to complete this thesis.My sincere thanks go to my 

principal supervisor, Dr.Ahmed Siddique for being instrumental in shaping my studies 

and the key figure whose constructive criticisms and advice contributed immensely 

toward the completion of this study. Without his great assistance and support, I 

believe this thesis would have remained a scratchy drawing. Moreover,heartiest 

thanks to my co-supervisor Sir Manqoosh-ur-Rehman for his endless support, kind 

guidance and for pushing me in completing my task timely. The support I received 

during the couple of years from the faculty at Institute of Management Sciences 

(IMS) BZU, Multan, must also be appreciated. Last but not least, I wish to thank my 

parents, husband and my family who have never failed to continuously give their 

support and encouragement especially during my hard times and my trips away from 

home. 

 MayAllah bless us all!Ameen. 

 

 

 

 



Effect of CBRE on Retail Patronage Behavior MS 
Marketing  

 

4 

 

 

 

TABLE OF CONTENTS 

 Contents Page # 

 Chapter#1      Introduction  7 

1  Introduction 8 

1.1 Background of the Study 8 

1.2 Statement of Problem 12 

1.3 Research Objectives 13 

1.4 Research Questions 13 

1.5 Significance of Study 13 

 1.5.1  Practical Significance 14 

 1.5.2  Theoretical Significance 14 

 1.5.2  Significance with respect to the Context of the Study 14 

 Chapter#2  Literature Review 16 

2 Introduction 16 

2.1 Consumer Based Retailer Equity 17 

 2.1.1  Retailer Awareness  19 

 2.3.2 Retailer Association  20 

 2.3.3 Retailer Perceived Quality 20 

 2.3.4 Retailer Loyalty 21 

2.2 Retail Patronage Behavior 21 

2.3 CBRE and Retail Patronage Behavior 21 

2.4 CBRE and Symbolic value 22 

 Table 2.1 Summary of Research Trends in Domain of CBRE 24 

2.5 Moderating Role of Shopping Situations 26 

2.6 Moderating Role of Shopping Involvement 28 

2.7 Theoretical Framework 28 

 2.7.1 Conceptual Model 30 

 Chapter 3 Research Methodology 32 

3 Introduction 33 



Effect of CBRE on Retail Patronage Behavior MS 
Marketing  

 

5 

3.1 Research Design 33 

 3.1.1 Research Paradigm 33 

 3.1.2 Quantitative & Qualitative Research Technique 34 

3.2 Sample and Data Collection Procedure 35 

 3.2.1 Population and Sample 35 

 3.2.2 Data Collection 35 

 3.2.3 Questionnaire 36 

3.3 Measures 36 

 Chapter 4: Data Analysis And Results 39 

4 Introduction 40 

4.1 Descriptive Statistics and Correlation 40 

 Table 4.1  Distribution of respondents by demographic characteristics 41 

4.2 Regression Results 42 

4.2.1 Checking for Violation of Regression Assumptions Model Assumptions 42 

 Multi-collinearity Check 42 

 Tolerance 42 

 Variance inflation factor (VIF) 43 

 Linearity, homoscedasticity and normality 43 

 Model Fit Summary 43 

4.2.2 Multi-nominal Regression 44 

 Table 4.2 Model fit w.r.t Multi-nomialRegression 44 

 Table 4.3 Linear Regression Results 44 

4.2.3 Linear Regression  45 

4.2.4 Independent Sample t-test 45 

4.2.5 Moderation Test 45 

 Table 4.4 Results of Significant Interactions 46 

 Summary of Results of Hypotheses 46 

 Chapter 5 Discussion, Conclusion, Limitations And Future Directions 48 

5.1 Introduction of the Study 49 

5.1.1 Rationale of conducting this study: 49 

5.1.2 Objectives of the study 50 

5.1.3 Research Questions of the study 50 

5.2 Findings of the Study 51 

5.2.1 Discussion of finding of study 51 

5.3 Managerial implications 52 

5.4 Limitations and Directions for Future Research 53 



Effect of CBRE on Retail Patronage Behavior MS 
Marketing  

 

6 

 References 53 

 Appendix  

 Questionnaire 57 

 Regression results SPSS output   

 Moderation Results 66 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Effect of CBRE on Retail Patronage Behavior MS 
Marketing  

 

7 

 

 

 

 

 

CHAPTER 1 

INTRODUCTION 

 

 

 

 

 

 

 



Effect of CBRE on Retail Patronage Behavior MS 
Marketing  

 

8 

1. INTRODUCTION 

2. Chapter1presents theintro duction of basic premise and objective of conducting this 

study, followed by the statement of the problem, research objectives and questions. 

Furthermore, significanceand definitions of the key study variables of this research 

study are also mentioned.  


