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Many of the classical retail chains attempt to counter discounters’ aggressive expansion strategy by introducing low-priced private

label product assortments. In this paper we analyse the relationship between consumers’ price behaviour and their reactions towards

the classical retailers’ low price products. Based on survey data we first develop a taxonomy of customers’ price behaviour. This

taxonomy is built from several dimensions of consumers’ price behaviour. We then analyse if the price behaviour cluster consumers’

belong to has an impact on their response to classical retailers’ low-price products. The paper closes with a discussion of the results

and directions for future research.
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environmental factor (i.e. number of portion-size options) on food consumption and suggest implications for managers / public-policy
makers to address the issue of over-consumption.
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Abstract
Many of the classical retail chains attempt to counter discounters’ aggressive expansion strategy by introducing low-priced private

label product assortments. In this paper, we analyze the relationship between consumers’ price behavior and their reactions toward the
classical retailers’ low price products. Based on survey data we first develop a taxonomy of customers’ price behavior. This taxonomy
is built from several dimensions of consumers’ price behavior. We then analyze if the price behavior cluster consumers’ belong to has
an impact on their response to classical retailers’ low-price products. The paper closes with a discussion of the results and directions for
future research.

Over the past years, the international expansion of hard-discounters such as Aldi or Lidl has led to a shift in the European retail
landscape. The relative market share of this type of retail format has constantly grown (Denstadli et al. 2005; Business Insights 2006).
Traditional retail chains have long had difficulties finding an appropriate strategic reply. The most important move for many retailers has
consisted in introducing an assortment of low-priced products which are sold at prices comparable to those of the hard-discounters
products. For example, in Switzerland two major players dominate the retail market, i.e. Coop and Migros. Together they hold
approximately 72% of the national retail market and traditionally both have been selling their products at average to upper price points
(Von Ungern-Sternberg and Jametti 2007). When German hard-discounters Aldi and Lidl have entered the Swiss market, both Swiss retail
chains have established discount price product ranges. The strategic function of these new product assortments in both cases is to retain
price sensitive customers and prevent them from switching to the new competitors. An important question in this context is whether these
products attract all types of customers or whether specific customer groups are more likely to buy them. The purpose of this paper is to
provide elements to answer this question.

Consumer’s price behaviour
In a broad stream of research, different constructs describing customers’ price behavior have been conceptualized (e.g. Lichtenstein

et al. 1990; Vanhuele and Drèze 2002) and their impact on purchasing decisions has been demonstrated (e.g. Ailawadi et al. 2001; Estelami
and Lehmann 2001).

Lichtenstein et al. (1993) distinguish several constructs describing different aspects of customers’ price behavior. Four constructs
reflect the negative role of price: (1) Price consciousness; (2) Value consciousness; (3) Sale proneness; (4) Price mavenism. Two constructs
reflect the positive role: (5) Price-quality scheme; (6) Prestige sensitivity.

The extent to which a consumer is price conscious or a price maven varies between individuals. These concepts describe the
personality of each consumer. While scholars have analyzed the relationship between various aspects of consumers’ price behavior and
outcome variables, little is known about the extent to which typical patterns of price behavior exist. From a managerial vantage point,
however, the existence of price behavior clusters or segments would be of high relevance. To the best of our knowledge, the constructs
described above have not yet been used in order to segment customers.

Research methodology and results
A total number of 471 questionnaires were collected from consumers. The structure of respondents corresponds to the one in the

relevant regional population with regard to gender and age. The scales included in the questionnaire are mostly drawn based upon the ones


