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Abstract

This cross-sectional research examines the acceptance of consumers in hypermarket brand extension products and the enhancement of
service experience being offered by hypermarkets in Malaysia by exploring the data collected through descriptive and cross-tabulation
analyses. The majority of consumers in Malaysia accept the hypermarket brand extension products and service experience that are being
offered by the hypermarkets. The consumer purchases and consumes the hypermarket brand extension products and service experience
concurrently. The findings from this research offer a significant outcome in which the hypermarket retailers should provide a wider va-
riety of products and service experience as an additional option for the consumers to choose. It is expected that this research will provide
a breakthrough to determine how far hypermarkets could extend the retail brand in both products and services, and how this effort could
be beneficial to the stakeholders. The concept of integrated marketing is explored further in this study by looking at the integration of

products and services to deliver greater consumer value.
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1. Introduction

Hypermarkets are hubs from which one can purchase basic neces-

sities for the household based on the self-service shopping concept.

The hypermarket retailing concept was first brought to the Malay-
sian market in 1993. Since then, the emergence of hypermarkets in
Malaysia as a modern self-service shopping retailing concept [1]
has improved the entire retailing industry. According to recent
statistics, the retailing industry in Malaysia is ranked third in the
A.T. Kearney 2016 Global Retail Development Index (GRDI).
One of the success factors is due to the development of the hy-
permarket retailing industry [2]. With the continuous high cost of
living, more and more people, especially in urban areas, prefer to
shop at hypermarkets for their basic daily necessities instead of
going to shopping malls or small scale grocery shops near the
residential areas to obtain better discounts. To cater to the needs of
modern consumers, hypermarkets have been continuously enhanc-
ing the existing self-service shopping concept, thereby providing a
better convenience shopping experience by offering a variety of
additional service facilities.

Brand extension refers to the utilization of the hypermarket corpo-
rate retail brand name for the product brands that are placed on the
shelves [3]. The majority of the hypermarket retail brands are
considered to be well-known. Due to the recognition of the brand
by consumers, nowadays, most hypermarkets are using the retail
brand name in the product brand that is available on the shelves.
Parallel to this, hypermarket retailers are also improving the avail-
able facilities to enhance the self-service shopping concept to
provide a more convenient shopping experience. Hypermarkets
are offering the extension of products and services through collab-

oration with local small and medium enterprises that are willing to
sell their product and offer services using the hypermarket retail
brand as key supplier in the supply chain management [4]. There
is a lack of research that looks at the hypermarket brand extension
in products and service experience concurrently. As an initiative,
this research is aimed to explore hypermarket brand extension in
both products and service experience concurrently. Below are the
research objectives of this study:

Research objective 1: To examine the acceptance of the hyper-
market brand extension in products.

Research objective 2: To examine the acceptance of the hyper-
market brand extension in service experience.

Research objective 3: To explore the association between the
hypermarket brand extension in products and service experience.

2. Hypermarket brand extension products

Hypermarket brand extension product refers to the availability of
products on the shelves that utilize the hypermarket retailing brand
as the label. This branding strategy is also widely known as store
brand [5] or private label brand [6]. Normally, the prices of well-
known manufacturer product brands are slightly more expensive
than hypermarket brand extension products [7]. This definitely
provides a chance for those consumers who would like to mini-
mize their household expenses by purchasing hypermarket brand
extension products instead of well-known manufacturer product
brands [8]. The strategy that has being used by hypermarkets is in
line with the continuous high cost of living, especially in urban
areas, where the majority of consumers are looking for the best
alternative to reduce their living expenses. Although the quality of
hypermarket brand extension products is commonly perceived as
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inferior than well-known manufacturer brands, there are research
findings proving that, nowadays, consumers believe that the quali-
ty is similar [9;10].

The uniqueness of hypermarket brand extension products is
that the particular product brand is only available from the respec-
tive hypermarket retailer. For example, consumers can only pur-
chase Tesco chili sauce at Tesco hypermarkets and it is impossible
to purchase it at other hypermarket retailers, such as Giant, Econ-
save and Mydin. Hence, the availability of hypermarket brand
extension products encourages consumers to continue to shop at a
particular hypermarket retailer [11]. This research reveals the
preference of consumers in Malaysia concerning hypermarket
brand extension products by focusing on five product categories:
1) beverages, such as soda, coffee, tea and cordials; 2) carbohy-
drate products, such as rice, bread, noodles and spaghetti; 3) cere-
als, such as oats and cornflakes; 4) frozen foods, such as curry
puffs, spring rolls, roti canai, doughnuts and pau; and 5) light food,
such as cookies, chocolate and snacks. These five product catego-
ries are chosen since all of them are basic food and beverages that
are normally consumed by the majority of people almost every
day.

3. Hypermarket service experience

Hypermarkets were introduced as a place for consumers to pur-
chase basic household necessities through the self-service shop-
ping concept [12]. Nowadays, the existing service facilities that
are provided by the majority of hypermarket retailers have been
enhanced while maintaining the originality of the self-service
concept. The improvement to the basic self-service shopping con-
cept through a more convenient shopping experience, by provid-
ing better facilities within the hypermarket premises, has created a
greater attraction for the consumers to shop and enjoy the shop-
ping experience. Such enhancements include automatic price
checkers, automatic check-out system, automatic money changer
and facilities for children and disabled people. The improvements
to the self-service shopping concept are to stimulate a positive
shopping value to enhance consumer satisfaction [13].

The shopping experience could be enhanced through the avail-
ability of service facilities to create a better hypermarket atmos-
phere [14]. Understanding consumer acceptance of the available
services is one of the paths to discover the shopping experience
[15]. Since there are too many new self-service facilities that are
available in hypermarkets, this research focuses on five categories
of service: 1) automatic price checkers; 2) covered parking
area; 3) food and beverage areas, such as cafeterias, food courts,
kiosks and restaurants; 4) indoor facilities, such as seats, wheel-
chairs and washrooms; and 5) safety and security, such as CCTV,
assistance from a security officer and baggage counter. These five
categories of self-service are chosen because all of them are con-
sidered as additional facilities to enhance the original self-service
shopping concept in hypermarkets.

4. Methodology

A cross-sectional research was conducted by focusing on consum-
ers at selected hypermarket outlets as respondents. The data were
collected from respondents through the distribution of a survey
questionnaire. The survey questionnaire was distributed based on
the stratified sampling of hypermarket distribution outlets
throughout Malaysia by state. Additional data were collected from
those states that have more hypermarket outlets to ensure the pre-
cision of the data sampling size for analysis. The questionnaire
was set based on categorical data in which the respondents were
required to choose whether they have experienced purchasing a
particular category of hypermarket brand extension product and
additional service facility being provided by the hypermarket re-
tailers.

One thousand questionnaires were collected from the survey, and
the collected questionnaires were screened manually and through
the use of Statistical Package for Social Sciences (SPSS). A total
of 790 questionnaires were used for descriptive and cross-
tabulation analyses. The number of sample data is suitable for this
research analysis since the sampling meets the statistical require-
ment to represent the hypermarket consumer population in Malay-
sia [16;17]. The acceptance of hypermarket brand extension in
each category of product and service experience by the consumers
is identified through descriptive analysis. An association relation-
ship between hypermarket brand extension in each category of
product and service experience is determined through cross-
tabulation analysis.

5. Analyses and findings

The statistical findings for the acceptance of hypermarket brand
extension products are shown in table 1. The majority of consum-
ers purchase hypermarket brand extension products as basic ne-
cessities, which, indirectly, gives strong brand value to the hyper-
market brand extension [18].

Table 1: The Acceptance of Hypermarket Brand Extension Products

Hypermarket Brand Extension Number of Percentage of
Products Acceptance Acceptance

Beverages 581 73.54%
Carbohydrate products 526 66.58%
Cereals 457 57.85%

Frozen foods 490 62.03%

Light food 562 71.14%
Total respondents 790 100.00%

The statistical findings for the acceptance of hypermarket service
experience are shown in table 2. All five categories of service are
considered as mostly consumed by the majority of the consumers.
The findings from this analysis prove that the majority of consum-
ers accept hypermarket brand extension in the service experience.

Table 2: The Acceptance of Hypermarket Service Experience

Hypermarket Service Experiences bl 7 @1 FETGETEE @
Acceptance Acceptance

Automatic price checker 572 72.41%
Covered parking area 589 74.56%

Food and beverages 617 78.10%

Indoor facilities 626 79.24%

Safety and security 464 58.73%
Total respondents 790 100.00%

Cross-tabulation analysis is used to examine the third research
objective, which is, to explore the association between the hyper-
market brand extension in products and service experience. The
summary of the p-value for the cross-tabulation analysis between
each category of hypermarket brand extension product and service
experience is shown in table 3. According to the analysis, all cate-
gories of hypermarket brand extension in products are significant-
ly associated with service experience (p-value<0.05). This strong-
ly proves that the majority of consumers purchase and consume
both hypermarket brand extension in products and additional ser-
vice facilities concurrently.

Table 3: Cross-Tabulation of Hypermarket Brand Extension Products and
Service Experience

o8 | X = =
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Cross- == 5 5 S =g >5
Tabulation SRS S o S = g% 83
I 2 > = L © S s
- o [
o O =
Beverages 0.000 0.000 0.000 0.000 0.000
Carbohydrate | 4451 | 900 | 0002 | 0023 | 0.000
products
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Cereals 0.000 0.000 0.000 0.000 0.000 of diverse product categories, as well as through broad coverage
Frozen foods 0.000 0.033 0.000 0.000 0.000 of hypermarket service facilities. The scope of product categories
Light food 0.000 0.000 0.000 0.008 | 0.000 | can be extended by looking at other basic necessities, such as

Note: The number in the cell represent p-value<0.05

6. Discussion and contribution

This research has found that the majority of the consumers pur-
chased hypermarket brand extension products. The acceptance of
consumers of hypermarket brand extension products has proven
that consumers have used the products, which definitely enhances
the brand experience and builds brand trust [19]. This findings is
actually common to those countries that is under emerging econ-
omy [20]. The highest acceptance of brand extension products is
for beverages (73.54%), followed by light food (71.14%), carbo-
hydrate products (66.58%) and frozen food (62.03%). Only
57.85% of the respondents purchased hypermarket cereal brands.
Although the consumption percentage of hypermarket brand ex-
tension for cereals is the lowest among the product categories, the
percentage still represents more than half of the total respondents.
There is also high acceptance of the newly enhanced self-
service facilities that are being offered by hypermarkets. These
findings strongly support the importance of services in retailing
where smiling alone is not sufficient to achieve service excellence
[21]. The analysis of the results shows that most respondents con-
sumed hypermarket services, such as indoor facilities (79.24%),
food and beverage areas (78.10%), covered parking areas
(74.56%) and automatic price checkers (72.41%). Only 58.73% of
the respondents consumed safety and security in the hypermarket.
Although the consumption percentage for safety and security is
the lowest, it still represents more than half of the total respond-
ents. It is still important for hypermarket retailers to look at the
safety and security of the consumer while shopping at the hyper-
market as an additional service facility that needs to be addressed.
Any unintended scenarios that happen in the hypermarket outlet
will affect the overall reputation of the corporate retail brand.
Hence, precautions concerning issues that are related to the con-
sumers are very important for hypermarkets to ensure that the
reputation of their retail brands is continuously secure. The en-
hancement of shopping experience through additional service
facilities will motivate the consumer to shop at that particular
hypermarket outlet.
Consumers do not go to the hypermarket just to purchase or con-
sume either the product or service but to purchase and consume
both products and services. This is proven through the cross-
tabulation analysis findings in this research. Therefore, both the
product and service should be emphasized in a parallel way [22].
Indirectly, this means that those consumers who come and experi-
ence the shopping environment will definitely at least purchase a
product from that hypermarket and vice versa. A continuous effort
to enhance the service should be taken since it will attract more
consumers to not just consume the services but also to purchase
the products as a main source of revenue for the hypermarket re-
tailers. The availability of hypermarket brand extension products
and the enhancement of the service experience will definitely
provide an opportunity for consumers to purchase products at
lower prices, and, at the same time, to have a convenient shopping
experience. The pricing and convenience factors will definitely
attract more consumers to a particular hypermarket [23].

7. Limitations and further studies

Innovation management could have a considerable impact on hy-
permarkets [24;25], and is crucial in brand management for hy-
permarket growth and development [26]. The extension of hyper-
market retail brands into products and service experience is also
considered as part of the innovation in brand management. The
scope of hypermarket brand extension in both products and ser-
vices could always be enhanced to another level by a large number

those for cooking, cleaning, stationery, electrical products and
clothes. Parallel to this, the scope of the service categories can be
extended by examining how sub-retailers within the hypermarket
are able to enhance the consumer shopping experience. Further
study can also be made by looking at the hypermarket ambience,
such as music, store layout, service providers and facilities for
disabled consumers.

Although much research has been made in hypermarket brand
extensions for both products and services, it is still hard to find
research focusing on both products and services concurrently. The
findings of this research only focus on the current scenario in Ma-
laysia. Although hypermarket brand extension has been widely
accepted in developed countries, especially in Europe and Ameri-
ca, as there has been a lack of research and findings in developing
countries, further research is necessary in other developing coun-
tries. It would also be beneficial to make a comparison between
the acceptance of hypermarket brand extension by consumers in
developing and well-developed countries, and look at the possibil-
ities of how far these two communities can assist each other to
share the positive impact.

Currently, modern retailing in Malaysia is perceived as being satu-
rated, especially in the capital city of Kuala Lumpur [2]. In line
with this, the hypermarket retailing industry has been moving
towards virtual hypermarket retailing. In developed countries,
nowadays, consumers are using virtual hypermarket services
through which almost all basic necessities — groceries, perishable
foods, and frozen food — can be purchased online. This is known
as self-service information technology (SSIT) in retailing [27].
The wave of SSIT in retailing has arrived in Asia and taking the
market by storm [28]. Hypermarket retailers in Malaysia have
been implementing the SSIT over the past few years. However,
from general observation, it seems that in Malaysia many consum-
ers still prefer to purchase fresh and perishable products from the
physical hypermarket instead of purchasing through SSIT. Alt-
hough there is a high possibility that virtual hypermarket opera-
tions will take over the physical hypermarket operations, for the
time being, Malaysia is still considered to be a developing country
that is still catching-up on the technology. The culture of infor-
mation technology and communication savvy by the new genera-
tion is expected to stimulate the virtual hypermarket operations.
An initiative to discover the acceptance of the consumer of the
newly introduced technology as an additional shopping channel
[29] will definitely add more knowledge to the hypermarket retail-
ing field.

8. Managerial implications

Hypermarket retailers should always consider ways to extend the
hypermarket retail brand into products as a way to attract more
consumers. Due to a continuous increase in the cost of living, the
majority of people, especially in urban areas, seem to have limited
options to reduce their living expenses. One of the easiest options
is by reducing their daily expenses on basic household necessities
that can normally be purchased from hypermarkets. In line with
this, it would be a good opportunity for the hypermarket retailers
to cater to this target market. The demand for hypermarket brand
extension in products is expected to increase and be stable since,
currently, the majority of people purchase these products. With the
high challenge to survive in terms of living costs, especially in
urban areas, there is a possibility that more consumers will pur-
chase hypermarket brand extension products within the next few
years. The availability of hypermarket brand extension products
has assisted consumers to purchase basic household necessities,
especially groceries, at a lower price and in larger quantities to
support their family.
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The enhancement of the service experience in hypermarkets has
transformed the retailing concept to be almost on a par with that of
shopping malls — this is because, currently, hypermarkets offer a
similar modern shopping experience. Accordingly, those consum-
ers who are on a very tight budget can bring their family to expe-
rience the modern shopping environment at the hypermarket in-
stead of to a shopping mall. Most hypermarkets do not charge a
fee, or, at the most, a minimal fee for the services that are being
provided, whereas the majority of shopping malls require consum-
ers to pay for almost all services based on usage. This creates a
competitive edge for hypermarkets compared to shopping malls.
In line with this, the availability of self-service information tech-
nology by the hypermarket extends the shopping convenience to
the consumers from home.

It is crucial for hypermarkets to extend the retail brand into both
products and service experience, since the majority of consumers
consume the available products and services concurrently. Ac-
cordingly, the strategy to extend the hypermarket brand in both
products and services is equally crucial to compete and sustain in
a highly competitive retailing industry. Overall, hypermarkets are
a part of the modern retailing industry and provide more flexibility
to consumers to shop for household products, while, at the same
time, they can enjoy the available services at a more affordable
price. The capability of the hypermarket retailers to compete by
offering lower prices and enhance the convenience as a shopping
experience will create considerable momentum for the whole re-
tailing industry in Malaysia.

9. Conclusion

The findings in this research support all three research objectives
which are 1) to examine the acceptance of the hypermarket brand
extension in products, 2) to examine the acceptance of the hyper-
market brand extension in service experience and 3) to explore the
association between the hypermarket brand extension in products
and service experience. The first two research objectives were
analysed using descriptive analysis while the third research objec-
tive was analysed using cross-tabulation analysis. The majority of
consumers in Malaysia accept hypermarket brand extension prod-
ucts and the additional service experience that is currently availa-
ble in most hypermarkets. The hypermarket brand extension prod-
ucts and service experience that are being offered has created a
new market dimension to cater to the needs for middle and low
income earners who constitute the main population in Malaysia. In
line with this, the availability of hypermarket brand extension also
provides an alternative for those high income earners who are
price conscious to gain more value for their expenditure.

Since consumers are purchasing the hypermarket brand extension
products and consuming services as part of the shopping experi-
ence concurrently, there is a need for the hypermarket retailers to
emphasize both necessities. Hence, a continuous effort to
strengthen the strategy to enhance the hypermarket brand exten-
sion into products and services is highly expected to change the
retailing landscape to be more competitive. The huge momentum
that has been created by the hypermarket retailers has drastically
stimulated the development of the whole retailing industry due to
the continuous innovation strategies that have been introduced. In
line with the high cost of living, especially in urban areas, the
availability of hypermarket retailers has empowered people to
have a more affordable modern lifestyle. Hypermarket managers
must therefore treat their value adding activities in terms of prod-
ucts and services in an integrative manner.
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