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The influence of replacing ‘Euro Shopper’ by ‘AH BASIC’ in Albert Heijn supermarkets
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Introduction

Albert Heijn (AH), owned by Ahold, is one of the largest supermarket franchises in The Netherlands. Albert Heijn sells a large number of different products, containing premium brands and store brands. Albert Heijn sells store brands which belong to their brand family: ‘AH Huismerk’, ‘AH Excellent’, ‘AH puur&eerlijk’ and a new company brand named ‘AH BASIC’. ‘AH BASIC’, a private label brand, will replace ‘Euro Shopper’, a manufacturer brand. The latter brand is an economy manufacturer brand, which is owned by AMS Sourcing B.V. that sells its products to Albert Heijn and other supermarket franchises.
Albert Heijn is replacing ‘Euro Shopper’ by ‘AH BASIC’, because some ‘Euro shopper’ products are simply not good enough. This is because of the price/quality ratio. Some products are cheap or have good quality, but not both. ‘AH BASIC’ will satisfy both requirements. 
Director of commerce Alfred Levi tells in an interview that research has shown that the name Albert Heijn is one of the strongest food retail brands of the world. A change from ‘Euro Shopper’ to ‘AH BASIC’ will mean that Albert Heijn will own its own discount brand. 
“A brand is a name, term, sign, symbol, or design, or a combination of them, intended to identify the
goods or services of one seller or group of sellers and to differentiate them from those of competitors” (American Marketing Association, 1960). 
It is questionable if the replacement of ‘Euro Shopper’ will make Albert Heijn more profitable. It is important to find out if this replacement will be a good choice or if it would have been better to keep Albert Heijn’s previous brand, ‘Euro Shopper', in the shelves. 	Comment by Verhees, Frans: Het is niet van AH.
Albert Heijn cannot be certain what impact ‘AH BASIC’ will have on consumers, but based on literature, certain hypotheses can be formulated. Thus, by studying the literature, substantiated predictions can be made about what effect the decision of Albert Heijn to replace ‘Euro Shopper’ will have.

Aims of this research

This research will have a practical purpose. By gathering literature about brands, brand image, brand value and their influence on consumer behaviour, it will become more clear what influences replacing ‘Euro Shopper’ by ‘AH BASIC’ will have. By studying general brand related theories,  a model will be generated with hypotheses about the influence of replacing a manufacturer brand by a private label brand. This model will have a general use, but conclusions will be drawn specifically for Albert Heijn and its brands. These conclusions will predict whether replacing ‘Euro Shopper’ by ‘AH BASIC’ is a good strategy.

Research questions

The main research question to be answered is:

What brand-related advantages and disadvantages does ‘AH BASIC’ bring Albert Heijn compared to its predecessor ‘Euro Shopper’?

To answer this question, some other questions need to be answered first. Brand image needs to be understood, because this is the differentiating factor between the former situation and the future situation. Also, the family brand of Albert Heijn needs to be clarified and the other brands need to be explained thoroughly.
To better research the main question, these are the sub questions:

Sub question 1: How does a company build brand image?
Sub question 2: How does a brand add value to a company?
Sub question 3: How are brands in a brand family related?
Sub question 4: How do ‘Euro Shopper’ and ‘AH BASIC’ differ from each other?
Sub question 5: What are the expected results of replacing ‘Euro Shopper’ with ‘AH BASIC’?

In the first sub question the concept of brand image will be explained. It will become clear how brand image is created and what characteristics a brand has.
In the second sub question will be discussed why a brand can be important for a company, how a brand can add value to a company and how this value can be measured.
In the third sub question will be explained how large brand families like ‘Albert Heijn’ work and how brands are related within a brand family. The different brands of Albert Heijn should be identified and it  should be clear how these influence each other. Also will be discussed what effects brand families have on customer’s perception.
In the fourth sub question the difference between ‘Euro Shopper’ and ‘AH BASIC’ will be explained. 
In the fifth sub question the expected results of replacing ‘Euro Shopper’ by ‘AH BASIC’ will be summed up. When it is known which of the two brands suits Albert Heijn’s other brands better, depending on the traits of the brands, it should be clear if Albert Heijn’s change is a good choice. This is important, because when the new brand has bad influences for the company, it would probably be a better idea to change back to ‘Euro Shopper’.

Literature review

Sub question 1: How does a company build brand image?:
Brand image is the whole of associations in a consumer’s consciousness, linked with the brand (Keller, 2003). It is the way a brand is interpreted. Brand image arises from brand identity. Brand identity is what kind of brand associations a company wants to create, while brand image is what kind of brand associations consumers have towards a brand (Sääksjärvi & Samiee, 2011). “A strong brand should have a rich and clear identity, adequately passed to the target market (Janonis & Virvilaitė, 2007, p. 81). A company needs its brand image to match the consumer’s expectations as good as possible. When consumers do not have a positive feeling towards the characteristics of a brand, it gives a chance for competitors to sell their products to your target consumers. Brand image should be different from its competitors brands to distinguish itself.
“Brand positioning is extremely important in the process of brand image development” (Janonis & Virvilaitė, 2007, p. 80). Most marketing specialists state that positioning depends on efficient marketing communications. Others claim that positioning is more affected by pricing, distribution, and the nature of a good (Janonis & Virvilaitė, 2007). Positioning is important to attract a specific consumer group, the target market. “A company discovers different needs and groups in the marketplace, targets those it can satisfy in a superior way, and then positions its offerings so the target market recognizes the company’s distinctive offerings and images”. (Keller & Kotler, 2012, p. 275). So a company can create a strong brand image by positioning itself in such way that the target market see’s its uniqueness and potential.
Bargaining power is also an important characteristic of having a strong brand. When supermarkets create private labels they gain bargaining power, because retailers can price their private label products strategically lower than national brands. This makes it harder to compete for manufacturers who supply to supermarkets. (Meza & Sudhir, 2005)	Comment by Verhees, Frans: Ik twijfel of jij begrijpt wat bargaining power is. Onderhandelingsmacht heeft AH t.o.v. zijn toeleveranciers. De definitie daarvan heeft niets met winkelprijzen en national brands te maken. 
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Figure 1. Dimensions of brand knowledge 

Figure 1 shows the consistency of brand image. Brand image is defined as perceptions about a brand as reflected by the brand associations held in consumer memory (Keller, 1993). The consumer may have different types of brand associations. According to Keller(1993) brand associations can be classified into three major categories: attributes, benefits, and attitudes. 	Comment by Verhees, Frans: Ik denk niet dat dit het juiste word is.

Attributes are the features that distinguish a product or a service. It also includes what a consumer thinks a product or a service is or has and what is involved with its purchase or consumption. Attributes can be categorized as product-related attributes and non-product-related attributes. Product-related attributes are defined as the ingredients necessary for performing the product or service function sought by consumers (Keller, 1993). Product-related attributes relate to the physical composition of a product or a service’s requirements. 
Non-product-related attributes are defined as external aspects of the product or service that relate to its purchase or consumption (Keller,1993). Non-product-related attributes can be categorized into four types:
1. Price information.
2. Packaging or product appearance information.
3. User imagery. This is defined as the degree of perceived similarity a potential buyer sees of the typical user of a brand with himself or herself (Liu et all., 2011).
4. Usage imagery. This is defined as the association between consumers’ perceptions of the typical use of a brand and how the brand is perceived appropriate regarding the situation of use (Liu et all., 2011). 

Brand benefits, also part of brand image, are the personal value consumers attach to the product or service attributes (Keller, 1993). This is a value they add for the consumer. Benefits can be categorized into three types:
1. Functional benefits. These are the more intrinsic advantages of product or service consumption. They are mostly related to product-related attributes. These benefits often relate to physiological and safety needs and are mostly seen as problem resolving or problem avoiding.
2. Experiential benefits. These satisfy experiential needs, so they are related to the use of the product or service. 
3. Symbolic benefits. These are the more extrinsic advantages of product or service consumption. Symbolic benefits are related to non-product-related attributes. 

Brand attitudes are defined as consumers’ overall evaluations of a brand (Keller, 1993). Consumer behaviour often origins from brand attitudes. Keller (1993) describes brand attitudes as:
Brand attitudes are seen as a multiplicative function of the salient beliefs a consumer has about the product or service (i.e., the extent to which consumers think the brand has certain attributes or benefits) and the evaluative judgement of those beliefs (i.e., how good or bad it is that the brand has those attributes or benefits). (pp. 4-5)

If consumers accept the brand according to its principal identity this means that the brand achieved its aim (V. Janonsis & R. Virvilaité, 2007). The brand image will then be perceived as intended and will match its brand identity. 
Brand identity can create awareness by choosing the right brand name and creating the right brand symbol. A right brand should meet a few requirements; it should be easy to comprehend, pronounce and spell (Alba and Hutchinson (1987). The use of familiar words, vivid words or mnemonics should be advantageous because it is present in the consumers’ memories. Also, a distinctive word attracts attention of consumers and reduces confusion with competing brands. Previous research of Gregg (1976) and Lynch and Skrull (1982) has found out that choosing high-frequency words as brand name may facilitate brand recall, but low-frequency words may facilitate brand recognition. By naming the brand after its product or service category, band name awareness and the identification with the product category should be enhanced. By naming the brand after important attributes or benefits within its category, it may enable consumers to induce certain attributes and benefits. Also, such brand names may facilitate marketing activity designed to link certain associations to the brand.
The same choice criteria can be applied on brand logo’s and brand symbols (e.g. by using familiar symbols). It is also important that the different brand identities chosen are mutually reinforcing to interact positively to satisfy the choice criteria. 
Brand name and brand symbol are examples of brand elements. There are six criteria for choosing brand elements: 
Memorable: The brand element should be easily recalled and recognized.
Meaningful: The brand element should be credible.	Comment by Verhees, Frans: Volgens mij betekend meaningfull meer dan credible.
Likable: The brand element should be appealing.
Transferable: The brand element should be able to introduce new products in the same or different categories.
Adaptable: The brand element should be able to be updated or adaptable.	Comment by Verhees, Frans: Waaraan dan?
Protectable: The brand element should be legally protectable (Keller and Kotler, 2012).

sub question 2: How does a brand add value to a company?:

It is important what value a brand adds to the company. By knowing how a brand adds value to a company, it can be determined whether ‘AH BASIC’ adds enough value to Albert Heijn to replace ‘Euroshopper’. Brand equity is the added value endowed on products and services (Kotler and Keller, 2006). That is why brand equity can be used to see if the change in brands is a smart strategic move of Albert Heijn. Customer-based brand equity is defined as the differential effect of brand knowledge on consumer response to the marketing of the brand (Keller, 1993). Wherein brand knowledge consists of brand awareness and brand image. Marketing studies suggest that brand image is an important factor affecting brand equity (Aaker, 1991; Biel, 1992 ; Biel, 1993).
A brand is said to have positive (negative) customer-based brand equity if consumers react more (less) favourable to the product, price, promotion, or distribution of the brand than they do to the same marketing mix element when it is attributed to a fictitiously named or unnamed version of the product or service (Keller,1993). So a brand influences performance when the customer favors the product or company more than when it iss connected to another fictitious brand or name, which does not exist. But it is necessary to determine how this is done to fully answer the question.
A high level of brand awareness and positive associations with a brand can yield positive customer-based brand equity. This will increase the probability of brand choice, greater consumer loyalty, and decrease vulnerability to competitive actions. These are positive influences a brand can have for a company or product.
Brand equity is improved by creating what consumers see as a righteous price, have fast and precise distribution, create advertising for the target market, and by actively promoting the brand. To build customer-based brand equity( the added value on products and services based on customer’s perspective), it is required to create a familiar brand that has favorable, strong and unique brand associations. This can be done by integrating brand identities into the supporting marketing program. Keller made a model which explains customer-based brand equity. This model tells that there should be a relationship between the customer and the brand.
[image: The Customer-Based Brand Equity Model]
Figure 2. Keller’s Brand Equity Model

Keller says that there are 4 steps in his model which represent the ´branding ladder´. The first step, identity, represents whether the consumer is familiar with a brand and its products. This is built by brand salience, which represents the customer awareness of the brand. If a consumer is aware of a brand, this means that he/she can recall and recognize a brand. It also includes linking the brand with all its aspects, like logo’s, symbols and brand name. Brand awareness has two key dimensions, the first one being depth and the second one being breadth. Depth of brand awareness represents the extent to which a consumer can recall or recognize the brand (i.e., when a consumer encounters the product, he/she knows what it is). Breadth of brand awareness represents the extent to which the brand comes to the consumers mind while purchasing or consuming (i.e., when the consumer thinks about the product while purchasing or consuming). 

The second step, meaning, concerns the brand image. Meaning is built by performance and imagery. While brand performance refers to the intrinsic properties of the brand, brand imagery refers to the extrinsic properties of the brand. There are five important attributes and benefits which underlie brand performance:
1. Primary characteristics and secondary features. This recalls to the characteristics a certain product should have and the importance of some secondary elements of a product.
2. Product reliability, durability, and serviceability. This represents the consistency of performance over time, the expected economic life of a product, and the ease of servicing the product if it needs repair.
3. Service effectiveness, efficiency, and empathy. These attributes represent how completely the brand satisfies customers’ service requirements, at what speed these services are granted and if the service providers are trustworthy, caring and if they have the customer’s interests in mind.
4. Style and design. The appearance of a product may influence its performance in a consumer’s view. Other sensory types can also influence this, for example with fresh food it is important that it smells right. 
5. Price. Consumers determine a products performance by their price. When a product is in a certain price range, they expect a certain range of quality.
Keller(2001) describes brand imagery as how people think about a brand abstractly rather than what they think the brand actually does. Brand imagery deals with the extrinsic properties of the product or service. It refers to more intangible aspects of the brand.
Brand associations that make up the brand image and brand meaning can be characterized as according to:
Strength: Strength of brand associations.
Favorability: Importance of brand associations.
Uniqueness: Distinctiveness of brand identified with brand associations.
If these three dimensions are successful, the brand will receive the most positive brand responses (Keller, 2001). 

The third step in Keller’s Brand Equity Model is brand response. Brand response includes how consumers feel and think about the brand and how they respond to the brand. Brand response consists of brand judgments and brand feelings.  Wherein brand judgments are rational and brand feelings emotional.
Brand judgments are based on consumers’ personal opinion and evaluations towards the brand. Brand performance and brand imagery make consumers get different brand judgments. There are four types of brand judgments important for creating a strong brand:
1. Brand quality. The most important attitudes consumers hold towards the brand are the perceived quality of the brand, perception of value of the brand and the satisfaction with the brand. 
2. Brand credibility. These judgments are based on the company providing the brand. The credibility can be seen in three dimensions, where the first one is perceived expertise. This refers to the brand seen as competent, innovative, and a market leader. The second dimension is trustworthiness, which refers to being dependable and sensitive to the interests of consumers. The third one is likability, so is the brand fun, interesting, and worth spending time with?
3. Brand consideration. This contains the willingness of the consumer to actually purchase or use a brand. Consideration depends on if the consumer finds the brand appropriate and meaningful for themselves.
4. Brand superiority. A brand being superior is seen as unique and better than other brands. A superior brand offers more benefits than other brands. By having a superior brand, brands are able to create an active relationship with its consumers.

The fourth and last step of the ‘branding ladder’ is brand relationship. This step focuses on the highest level of identification and the highest possible relationship the consumer can have with a brand. Brand relationship is built by brand resonance. This refers to the nature of the relationship between the consumer and the brand. It also refers to the intensity or depth of the psychological bond consumers have with the brand. Brand resonance consists of four categories:
1. Behavioral loyalty. Behavioral loyalty contains repurchases from the consumers. It is about the frequency and volume of purchases by the same consumer. This is very important in terms of profit. Most supermarkets generate most revenue from regulars.
2. Attitudinal attachment. To create resonance, consumers need to create personal attachment towards the brand. This personal attachment should be more than just a positive attitude towards the brand.
3. Sense of community. If there is a sense of community, then there is a bigger feeling of solidarity. A sense of a brand community can have positive effects on the feelings of consumers towards the brand.
4.  Active engagement. “Perhaps the strongest affirmation of brand loyalty occurs when customers are willing to invest time, energy, money, or other resources into the brand beyond those expended during purchase or consumption of the brand” (Keller, 2001). This way consumers are actually putting work into the brand in any possible way without expecting anything back for it. 
Brand relationships can be characterized in intensity and activity. Wherein intensity refers to the strength of loyalty towards the brand and activity refers to frequency and volume of brand purchase and consumption.

Marketing programs are designed to enhance brand awareness and establish favorable, strong, and unique brand associations in memory so that consumers purchase the product or service (Keller, 1993). Brand awareness and brand familiarity are affiliated. Brand familiarity can be defined as the number of product-related experiences that have been accumulated by the consumer (Alba and Hutchinson, 1987). So exposure to the brand will lead to more recognition and remembering of the brand by consumers. Thus, a marketing program which causes the consumer to be exposed to the brand will create more brand awareness and brand familiarity. 
Belief associations about the attributes and benefits of the brand arise in different ways. One of the ways how belief associations are created is having direct experience with the product or service. Another way is receiving information about the product or service. By the company, other commercial sources, or word of mouth. A third way is on the basis of interferences from some existing brand associations. 

sub question 3: How are brands in a brand family related?:
A lot of supermarkets use a branded house architecture for most of its private brands. A branded house uses a single master brand to span a set of offerings that operate with only descriptive sub-brands (Aaker and Joachimsthaler, 2000). By using a branded house architecture, it becomes clear to consumers what is being offered to them. A branded house usually maximizes synergy, as participation in one product market creates associations and visibility that can help in another product market (Aaker and Joachimthaler, 2000). 
When a firm uses an established brand to introduce a new product or a new product line within a different category from the parent brand, the product is called a brand extension (Carter and Curry, 2011). When a firm uses an established brand to introduce a new product or a new product line within the same category from the parent brand, the product is called a line extension (Carter and Curry, 2011). While brand extensions and line extensions concern new product introductions, they can also apply for new brand introductions (i.e., introducing a large number of new brands).
A company can use different branding strategies to use for naming a brand. The three general strategies are:
·  Individual or separate family brand names. This strategy uses different brand names for their products, mostly because the company produces different products which do not relate to each other. An advantage of this strategy is that if a product fails or has low quality, the reputation of the company will not be harmed. 
· Corporate umbrella or company brand name. This strategy focuses on using the same brand name for  all of its products. This way, development costs are lower, because there is no need for “brand name” research and advertisement for one brand means advertisement for all products in this case. Another advantage is that a strong manufacturer’s name, association with new products will be good. Finally, this strategy can lead to greater intangible value for the firm.
· Sub-brand name. This strategy combines two or more of the corporate brand, family brand, or individual product brand names (Keller and Kotler, 2012). Sub-brands are brands connected to a master or parent brand and augment or modify the associations of that master brand. The master brand is the primary frame of reference, which is stretched by sub-brands that add attribute associations, application associations, a signal of breakthrough newness, a brand personality, and even energy. One common role of a sub-brand is to extend a master brand into a meaningful new segment (Aaker and Joachimthaler, 2000).

 80 to 90 percent of new products are line extensions (Keller and Kotler, 2012). Line extensions have two main advantages:
· Improved odds of new-product success. Consumers base their expectations about a new product partly on their knowledge of the parent brand. When considering to buy a product, consumers often base their choice on the experience and knowledge of other purchases made of the same brand. Also, by focusing on advertisement of the new product, the brand will also be advertised. Extensions can reduce launch costs, avoid difficulty and expense of coming up with a new brand name and reduce costs and effort with packaging and labeling efficiencies.
· Positive feedback effect. Line extensions can provide feedback benefits. They can help to clarify the meaning of the brand and its core values or improve customer loyalty to the company behind extensions (Keller and Kotler, 2012). Line extensions can renew interest and liking for the brand and will hence advantage the parent brand with new market coverage (Keller and Kotler, 2012).

 Line extensions also have major disadvantages which have to be taken into account.
· Brand dilution. Brand dilution occurs when consumers do not associate a brand with a certain set of products and start thinking less of the brand.
· New products consumers reckon to be inappropriate. When one product is seen as inappropriate, consumers may question the integrity of the brand. 
· Extension to harm the parent brand. When the extension is seen very similar to the parent brand and the extension fails, consumers may associate the brand so much with the product that the parent brand will suffer failure as well, together with the parent brand’s other products. 
· Cannibalizing the parent brand. Extensions may be able to attract a lot of consumers, be popular, and high revenues; it can still hurt the parent brand. When consumers switch from the parent brand to the extensions, market share will not grow and profit may even decrease because of the different profit margins on the products (e.g. If the parent brand is a luxury good and the extension is a common good). But cannibalizing the parent brand can be advantageous when consumers are switching to a competing brand, because keeping the consumer to buy extensions is better than losing them to a competitor. 
· Chance to create a new brand. Sometimes a company is better off creating a whole new brand with its own brand image and brand equity than creating an extension. Creating a brand extension, even if the parent brand’s image is good and the extension is a fair product, might not be the best strategy.

An other factors influencing brand extension evaluations  is consumer knowledge of both the parent brand and the brand extension (Keller and Lehmann, 2006). Each and every brand within a brand family has an assortment. The assortment of products represent the brand. Assortment is important, because it is closely linked to customer satisfaction and customer loyalty (Seggev, 1970).

Conceptual framework

By collecting literature to answer the sub questions, a model can be created to answer the research question and to reflect on the AH case. ‘Euro Shopper’ and ‘AH BASIC’ differ from each other as brands. Ahold has slightly different purposes for ‘AH BASIC’ than it had for ‘Euro Shopper’ and consumers will have other thoughts and expectations towards ‘AH BASIC’ than it had about ‘Euro Shopper’. The factors that influence these differences need to be taken into account. Important factors are target market, brand positioning, brand elements,  brand image, brand equity, bargaining power, price, quality and assortment. These factors differ for each brand, and can therefore influence Albert Heijn’s goal of earning maximum profit, earning customer satisfaction and loyalty.
In the next model (table 1) is shown what the effects of ’Euro Shopper’ and ‘AH BASIC‘ have on Albert Heijn. The blue bars show the different brands, the grey bars show measureable factors and the green bars show the factors which positively effect Albert Heijn. The arrows determine a certain relation between the two bars it is connected to. This simple model shows that both ‘Euro Shopper’ and ‘AH BASIC’ influenceeffect customer satisfaction, which influences customer loyalty and eventually influences profit. The brands effect these three factors both differently. ‘Euro Shopper’ most definetly has other outcomes on profit than ‘AH BASIC’, because its characteristics have a different consistancy. Some characteristics might be very much alike, because both brands have a lot in common. Ahold has somewhat the same goal with both brands, but there are some differences which can eventually have a great influence. 	Comment by Verhees, Frans: ?

[image: ]Table 1. Effects brands have on profit and customer loyalty.	Comment by Verhees, Frans: Wat je bedoelt met de invloed van customer expectations op customer satisfaction is onduidelijk. Er is volgens dit model ook geen relatie met de twee merken, dus waarom neem je het mee? De relatie tussen AH Basic en AH brand reputation wordt niet duidelijk uit je model.

Sub question 4: How do ‘Euro Shopper´ and ´AH BASIC’ differ from each other?:

ÁH BASIC’ and ‘Euro Shopper’ are two different types of brand, which can make a difference for Albert Heijn as a store and in accordance to other brands. ‘AH BASIC’ is an own-label brand or a private brand. Albert Heijn uses a corporate umbrella name strategy for ‘AH BASIC’ by adding AH (Albert Heijn) within the name. Own-label brands are created and owned by the companies that distribute the product. These companies are often retailers or wholesalers, like the Albert Heijn supermarket. Advantages for the distributor (so also for AH) to create an own-label brand are the higher percent margins that they provide to retailers (Hoch and Banerji 1993), the negotiating leverage they provide over manufacturers (Narasimhan and Wilcox 1998), and the implicit assumption that providing a private label brand engenders loyalty to the retailer (Steenkamp and Dekimpe 1997). Private labels also help a retailer to gain bargaining power and retailers initially use their power to set retail prices to favour private labels to help them gain market share (Meza and Sudhir, 2005).  Generalizations about the private label prone consumer are that s/he is price sensitive but not image sensitive, middle-income, and educated (K.L. Ailawadi and K.L. Keller, 2004).  
Albert Heijn has changed the appearance of its new ‘AH BASIC’ products. The Albert Heijn brand sign was implemented on each ‘AH BASIC’ product followed by BASIC. The packages are mostly white, with some colour. 

‘Euro Shopper’ is a manufacturer brand. Manufacturer brands, like ‘Euro Shopper’, are created by producers. With a manufacturer brand, the manufacturer has to promote the brand, although the retailer still sells it to the consumer. Manufacturers can gain widespread distribution by building their brand names. Advantages for the distributor (so also for AH) to sell a manufacturer brand are to develop customer loyalty, to attract	Comment by Verhees, Frans: Towards ….
new customers, to enhance prestige, and to ensure dealer loyalty. Albert Heijn sells own-label brands, but also manufacturer brands. 	Comment by Verhees, Frans: Of what?	Comment by Verhees, Frans: ?
The appearance of ‘Euro Shopper’ is very similar to ‘AH BASIC’. It has its own unique brand label (figure 3), and its packages are coloured red and white.

So selling ‘Euro Shopper’ or ‘AH BASIC’ can both have its advantages. Retailers use manufacturer brands to generate consumer interest, patronage, and loyalty in a store (K.L. Ailawadi and K.L. Keller, 2004). This is advantageous when the manufacturer brand is already a well-known and acknowledged brand. Ailawadi and Keller (2004) also state that stocking high quality manufacturer brands improves the valuation of a retailer’s private label by improving consumer perceptions of the retailer’s overall image.
Albert Heijn defines ‘Euro Shopper’ as a brand with hundreds of products which are sold at the lowest price. Albert Heijn defines ‘AH BASIC’ as the familiar ‘Albert Heijn quality’, sold at the lowest price. Albert Heijn claims that there does not exist a better quality for their low prices (Albert Heijn,  http://www.ah.nl/albertheijn/merken).

In the conceptual model is explained that some characteristics of ‘Euro Shopper’ and ‘AH BASIC’ have a major influence on the profit of Albert Heijn. The differences of these characteristics are as follows:

Target market:
The ‘Euro Shopper’ brand was originally created to attracts consumers which went for the lowest prices to Aldi, a low price competitor, says Paul Moers (Marketing expert and representative of Ahold). ‘Euro Shopper’ is the brand with the lowest price and quality in the Albert Heijn, and therefore Albert Heijn is probably targeting consumers with a low budget.
The ‘AH BASIC’ brand was originally created to attracts consumers that are currently buying from competitors with a low pricing strategy, say supermarket experts. ‘AH BASIC’ is, just like ‘Euro Shopper’, the brand with the lowest price and quality in the Albert Heijn, and therefore Albert Heijn is probably targeting consumers with a low budget. But ‘AH BASIC’ is more specifically focusing on gaining consumers who left Albert Heijn for low budget supermarkets.

Positioning:
The ‘Euro Shopper’ design was purposely made unattractive and dull. It is the brand that had to convince consumers that Albert Heijn sells cheap products, according to Paul Moers. 
‘AH BASIC’ is being positioned as a brand with a quality threshold. This differs from ‘Euro Shopper’, which does not have a strict threshold for quality. ‘AH BASIC’ is therefore positioned as a brand with a certain reliable quality level, which does not influence its low price.

Brand elements:
‘Euro Shopper’ is a memorable brand because of its constant red and white packaging and its logo of a shopping cart which is included in every product. The name ‘Euro Shopper’ is meaningful, because it implies that its products are low priced. Albert Heijn has chosen to spend little money on the likability of ‘Euro Shopper’s’ brand elements. ‘Euro Shopper’ is such a general brand which makes it easily transferable to new products in the same or different product categories. ‘Euro Shopper’ has, in its long lifespan, not been adapted very much. The brand is not very adaptable or able to be updated by Albert Heijn, because the ‘Euro Shopper’ brand is owned by AMS. So AMS decides whether the brand elements of ‘Euro Shopper’ will be adapted or not.  There is not much to say about how legally protectable ‘Euro Shopper’s’ brand elements, other than they are owned, designed and marketed by AMS. 
 ‘AH BASIC’ is a memorable brand, because its brand elements associate with other Albert Heijn brands. It also has its standard colours and package layout to be recognizable for consumers. The name ‘AH BASIC’ is meaningful, because consumers can expect ‘AH BASIC’s’ products to be basic products. Spokespersons for Albert Heijn explain in different media that the likability of ‘AH BASIC’ should be higher than ‘Euro Shopper’. While ‘Euro Shopper’ emphasises being cheap, ‘AH BASIC’ emphasises having a threshold for quality and being cheap. The packaging of ‘AH BASIC’ is modern in comparison with the packaging of ‘Euro Shopper’, which was designed in 1996. This does not mean that the likability of ‘AH BASIC’ is better than ‘Euro Shopper’, but ‘AH BASIC’ has been developed while there was more knowledge about the consumers’ current likings in brand elements, because ‘AH BASIC’ is more up to date. ‘AH BASIC’ has, just like ‘Euro Shopper’, general brand elements, which makes the brand easily transferable to new products in the same or different product categories.  ‘AH BASIC’s’ brand elements should be able to be more adaptable and updated than ‘Euro Shopper’s’ brand elements, because Albert Heijn (Ahold) owns the brand, so ‘AH BASIC’ can be changed without permission of another company or possible owner. Also for ‘AH BASIC’ there is not information about how legally protectable ‘AH BASIC’s’ brand elements are. 

Brand image:
‘Euro Shopper’ is defined by AMS as a No-nonsense brand with good quality products at low prices, while the design reflects the product. ‘Euro Shopper’ has international brand recognition and has all basic commodity products available, (AMS, http://www.ams-sourcing.com). The brand is also known to be cheap and simple and that is how it represents itself.
Albert Heijn top executive Sander van der Laan said about ‘AH BASIC’ that it needs to provide a cheap image for Albert Heijn by replacing ‘Euro  Shopper’. The Albert Heijn website says that ‘AH BASIC’ consists of “trusted Albert Heijn quality” (Albert Heijn, http://www.ah.nl/basic). But by carrying Albert Heijn’s name, ‘AH BASIC’ also influences Albert Heijn’s brand image. Albert Heijn and ‘AH BASIC’s’ brand image can get intertwined because they are associated with each other (more than Albert Heijn with ‘Euro Shopper’). Because ‘AH BASIC’ is a new brand, it does not have a solid brand image like ‘Euro Shopper’.

Brand equity:
Because ‘Euro Shopper’ is owned by AMS, the profit from brand equity of ‘Euro Shopper’ goes to AMS, not Albert Heijn. But Albert Heijn has sold ‘Euro Shopper’s’ products for many years and consumers probably associated ‘Euro Shopper’ with Albert Heijn, not AMS. Because of this association, Albert Heijn does get recognition and customer loyalty from selling ‘Euro Shopper’, provided that the brand was seen as a good brand by the consumers. The only thing known about this issue is that there is a ‘Euro Shopper’ fanclub with  an ‘Euro Shopper’ fan site(Euro Shopper fan site, http://www.ikbeneeneuroshopper.nl) and there are even consumers who protested against replacing ‘Euro Shopper’ by ‘AH BASIC’. When looking at Keller’s Brand equity model, ‘Euro Shopper’ is at the top of the pyramid, at resonance. ‘Euro Shopper’ has created a relationship with customers of Albert Heijn, which is so strong, that they are protesting against ‘Euro Shopper’s’ disappearance.
‘AH BASIC’ is owned by Ahold, so the profit from brand equity goes straight to Albert Heijn. ‘AH BASIC’, being new and not known very well, cannot profit much from brand equity. When looking at figure 2 about Keller’s brand equity model, brand resonance is not achieved by new brands. ‘AH BASIC’ should therefore be in a lower phase than ‘Euro Shopper’ for most consumers. This means that ‘Euro Shopper’ is probably a stronger brand than ‘AH BASIC’ at this time. But this can change quickly. When looking at Keller’s Brand equity model, ‘AH BASIC’ is still at the first or second step of the pyramid, at salience, performance and imagery. ‘AH BASIC’ is not very known yet, some consumers might not even know of ‘AH BASIC’s’ existence yet, and some will not know the meaning of ‘AH BASIC’, its intrinsic and extrinsic properties. 

Bargaining power:
Albert Heijn buys its ´Euro Shopper´ products from AMS, together with some other large supermarket chains. This means that when Albert Heijn would stop purchasing products from AMS, AMS would encounter a big loss on turnover. Though, AMS surely has or did have well made understandings with Ahold concerning purchase quantities and promptly ending their business together. This said, it is presumably that Ahold has some bargaining power, because it is a major purchaser. But because AMS already sells its products at low prices because of economies of scale, agreements between the two parties would probably be barely influenced by bargaining power.
´AH BASIC’ is Albert Heijn’s own private label, so there is no bargaining power for this brand.

Price:
‘Euro Shopper’ has been Albert Heijn’s brand with the lowest prices, since it was introduced at the supermarket. As price being the centre of attention for ‘Euro Shopper’, both AMS and Albert Heijn kept their prices low with all of its ‘Euro Shopper’ products.
‘AH BASIC’ is Albert Heijn’s new brand with the lowest prices. As it is replacing ‘Euro Shopper’, it will be the cheapest brand sold at the Albert Heijn supermarkets. ‘AH BASIC’ focuses on having the lowest prices, but a bit less than ‘Euro Shopper’, because it prefers a certain quality above a low price.

Quality:
‘Euro Shopper’ is being replaced because some of its products do not satisfy Albert Heijn’s quality requirements. ‘Euro Shopper’ cuts on quality to save on costs, so it can sell its products at bottom prices. For example, canned corn from ‘Euro Shopper’ is sold without a lid, while Albert Heijn’s other canned corn brands are sold with lid.
Albert Heijn tends to higher its overall product quality by replacing ‘Euro Shopper’ by ‘AH BASIC’. This should mean that ‘AH BASIC’ products have better quality than ‘Euro Shopper’ products. Albert Heijn has set a certain quality threshold for its ‘AH BASIC’ products, so the brand will match its Albert Heijn quality standards, which some ‘Euro Shopper’ products did not.

Assortment:
AMS produces a wholly owned assortment of ‘Euro Shopper’ with mostly basic supermarket products including confectionery, grocery, soft drinks, tinned vegetables, meat, fish, pet food and cleaning products. ‘Euro Shopper’ does not have many luxurious products. The number of different products Albert Heijn had in its assortment before introducing ‘AH BASIC’ is 265 according to the ‘Euro Shopper’ fans which listed all of the products on their site (Euro Shopper fan site, http://www.ikbeneeneuroshopper.nl Albert Heijn did not have much influence on the ‘Euro Shopper’ assortment, because AMS provides for many other large supermarket chains.
‘AH BASIC´ is owned by Albert Heijn. The company determines its own assortment for its new brand. ´AH BASIC´ is a brand with a large assortment of different basic supermarket products. Because Albert Heijn just started introducing ´AH BASIC´, it is not clear if the assortment will become larger, but since the 30th of December 2013 it counts around 400 different products.

Sub question 5: What are the expected results of replacing ‘Euro Shopper’ with ‘AH BASIC’?

To perform as a company, it needs to generate profit. Profit is part of Albert Heijn’s mission. Albert Heijn earns its profit from its customers. So by having loyal customers, Albert Heijn manages to earn profit. There is a positive relationship between customer loyalty and customer satisfaction (Fraering and Minor, 2013). So customer loyalty can be achieved by keeping customers satisfied. . 
So to answer the question about what the expected results  of replacing ‘Euro Shopper’ with ‘AH BASIC’ are, it is needed to know what effect the differences of the previous discussed characteristics of the brands on customers.
The target market of both ‘Euro Shopper’ and ‘AH BASIC’ is consumers with low incomes or consumers which have little to spend. But while ‘Euro Shopper’ has a cheap image and was used to focus on taking over customers of other supermarkets with low priced products, ‘AH BASIC’ has somewhat higher quality and can be cannibalizing Albert Heijn other brands. This could mean that, because ‘AH BASIC’ is lower priced than Albert Heijn’s other brands, turnover and profit would be reduced by cannibalization.
‘AH BASIC’ has been made more attractive for the consumer. With its quality threshold and better looks, the consumer would probably rather buy ‘AH BASIC’ products than ‘Euro Shopper’ products, if brand loyalty to ‘Euro Shopper’ is excluded. By positioning ‘AH BASIC’ as a more reliable brand, consumers will be more eager to buy its products. So ‘AH BASIC’ will probably be able to attract more customers, but it will also attract already attained customers, which will lead to cannibalization. ‘AH BASIC’ is better positioned, quality-wise, than its predecessor ‘Euro Shopper’.
Because Ahold owns ‘AH BASIC’, but not ‘Euro Shopper’, it is easier to adapt and update ‘AH BASIC’ than ‘Euro Shopper’. And ‘AH BASIC’ tends to be more likable than ‘Euro Shopper’, but there is no evidence for that. 
Both ‘Euro Shopper’ and ‘AH BASIC’ have a cheap brand image. The big difference in brand image is in the name. Because ‘AH BASIC’ is a sub-brand name its image is effected by Albert Heijn’s image. This can be an advantage, because Albert Heijn has a good brand image. But also, when ‘AH BASIC’ satisfies Albert Heijn’s customers, it will boost Albert Heijn’s image. On the other hand, when ‘AH BASIC’ dissatisfies Albert Heijn’s customers, it will have a negative impact on Albert Heijn’s image. ‘Euro Shopper’ does not have this issue, because it is less associated with Albert Heijn. This is because ‘Euro Shopper’ brand name does not relate to Albert Heijn and is owned by AMS. 
The difference in brand equity between ‘Euro Shopper’ and ‘AH BASIC’ is clear. AMS profits from ‘Euro Shopper’s’ brand equity. Ahold profits from ‘AH BASIC’s’ brand equity. ‘AH BASIC’ is a new brand and will need time to build brand equity, though. Also, ‘Euro Shopper’ stand higher in Keller’s brand equity model than ‘AH BASIC’, which should be disadvantageous for ‘AH BASIC’.
With ‘AH BASIC’ replacing ‘Euro Shopper’ there will be no bargaining power, because ‘AH BASIC’ is owned by Ahold. This might be disadvantageous, because Ahold had some bargaining power when buying ‘Euro Shopper’ products.
‘AH BASIC’ lays less emphasis on its low prices than ‘Euro Shopper’. This can mean that by replacing ‘Euro Shopper’ by ‘AH BASIC’, the overall prices will slightly go up. Though, ‘AH BASIC’ is still Albert Heijn’s cheapest brand and its low price is its trademark. It is probable that with its slightly higher price, ‘AH BASIC’ will earn higher turnover with ‘AH BASIC’.
By creating a quality threshold ‘AH BASIC’ will increase the overall quality of Albert Heijn’s products. This will match Albert Heijn’s image of having good quality products for a suitable price.
By replacing ‘Euro Shopper’ by ‘AH BASIC’ the assortment will become much larger. Customers will have more products to choose from.

Conclusion	Comment by Verhees, Frans: Begin een nieuw hoofdstuk op een nieuwe pagina.

The question “What brand-related advantages and disadvantages does ‘AH BASIC’ bring Albert Heijn compared to its predecessor ‘Euro Shopper’?” can now be answered by using the model and using the theory about brand image, brand value(equity), and brand family. 
It is important to know that the following conclusions are made on certain assumptions which will be discussed in the discussion. To make a conclusion, the same characteristics will be taken into account as in sub question 4 and sub question 5. These characteristics will be explained as an advantage, a disadvantage, or are neutral  concerning ‘AH BASIC’ replacing ‘Euro Shopper’. With neutral is meant that the influence of the characteristic differences for ‘AH BASIC’ and ‘Euro Shopper’ does not have a positive or negative effect.  
The advantages of replacing ‘Euro Shopper’ by ‘AH BASIC’ are the following:
· ‘AH BASIC’ has a certain quality threshold which ‘Euro Shopper’ does not have. This quality threshold will ensure consumers to get a certain quality when purchasing ‘AH BASIC’ products. This will most probably satisfy customers, because high quality provides satisfies consumers.	Comment by Verhees, Frans: Ok, but emphasize what is the BRAND RELATED advantage.
· The quality threshold will make ‘AH BASIC’ a more reliable brand than ‘Euro Shopper’, so it will attract more consumers.
· Albert Heijn is more flexible in adapting and updating ‘AH BASIC’ as a brand than ‘Euro Shopper’, this means that when Albert Heijn would like to change its brand in any way, this will be easier without AMS interfering.
· Because ‘AH BASIC’ is a sub-brand name of Albert Heijn, the positive brand image of Albert Heijn will be associated with ‘AH BASIC’.
· The profit from brand equity of ‘AH BASIC’ will go directly to Ahold. The profit from brand equity of ‘Euro Shopper’ was in some way shared between Ahold and AMS, because AMS is the owner of ‘Euro Shopper’.
· Because ‘AH BASIC’ is slightly more expensive, it will most probably give a higher turnover.
· ‘AH BASIC’ focuses more on quality than ‘Euro Shopper’ does. This will lead to an overall higher quality and that will provide higher customer satisfaction and customer loyalty.	Comment by Verhees, Frans: Same as the first dvantage?
The disadvantages of replacing ‘Euro Shopper’ by ‘AH BASIC’ are the following:
· ‘AH BASIC’ will almost certainly cannibalize some of Albert Heijn’s other brands, which ‘Euro Shopper’ did not, because it is a low premium brand. ‘AH BASIC’ is the new low premium brand, but by increasing product quality it can thwart Albert Heijn’s other brands. 
· If ‘AH BASIC’ is destined to fail, and consumers are not satisfied with the brand, it will damage Albert Heijn’s brand image. Albert Heijn and ‘AH BASIC’ are closely interlinked, because they share the same name.
· The bargaining power with AMS will disappear, because ‘AH BASIC’ is provided by Ahold itself.	Comment by Verhees, Frans: I do not think that AH is producing these products. They still have suppliers and AH’s bargaining power versus these nameless (contract) suppliers will be higher. 
The characteristics that will not have a positive nor negative influence on Albert Heijn are the following:
· Because ‘AH BASIC’ is a new brand, it will have less brand awareness by consumers. This can make them either curious or suspicious.	Comment by Verhees, Frans: I think this is a biog disadvantage of AH basic versus Euroshopper. Awareness is a crucial component of brand equity.
· ‘AH BASIC’ will have a much larger assortment of products than ‘Euro Shopper’ had. ‘AH BASIC’ will start with over 400 products, while ‘Euro Shopper’ only had 265 products in its assortment. If this is an advantage or disadvantage is not exactly clear.
[image: ]
Figure 3. Advantages and Disadvantages of replacing ‘Euro Shopper’ by ‘AH BASIC’

Figure 3 shows the advantages and disadvantages of replacing ‘Euro Shopper’ by ‘AH BASIC’. But some of these advantages and disadvantages influence Albert Heijn’s customer satisfaction, customer loyalty, and profit more than others. This is of great importance to determine whether replacing ‘Euro Shopper’ by ‘AH BASIC’ is a well made choice. 
To determine the importance of every advantage and disadvantage more research is needed, but assumptions can be made. The quality threshold is one of the most important differences between ‘Euro Shopper’ and ‘AH BASIC’, so it is important and will probably influence consumers’ behaviour. Attracting more customers has a direct influence on customer satisfaction. The influence of ‘AH BASIC’ on Albert Heijn and vice versa is also an important advantage or disadvantage, depending on the outcome.	Comment by Verhees, Frans: Deze redenering snap ik niet.
So when looking at the advantages and disadvantages, and determining which advantages and disadvantages are more important, it can be concluded that replacing ‘Euro Shopper’ by ‘AH BASIC’ will probably have a good influence.	Comment by Verhees, Frans: Wat is “goed”?

Discussion

By consulting the literature and making a model, the main question “What brand-related advantages and disadvantages does ‘AH BASIC’ bring Albert Heijn compared to its predecessor ‘Euro Shopper’?” could be answered. Brand-related advantages and disadvantages of replacing ‘Euro Shopper’ by ‘AH BASIC’ for Albert Heijn were found. Some characteristics were found which do not have a positive nor a negative effect on Albert Heijn. This research was focused on the main subjects brand image, brand equity, and brand family.

Not only were advantages and disadvantages found of replacing ‘Euro Shopper’ by ‘AH BASIC’, but there could even be made assumptions were made about whether replacing the brand would be a well made decision. For the replacement to be a well made decision, Albert Heijn should gainresults in  more customer satisfaction, customer loyalty, and profit. 
Most of the sources used for this research are scientific sources, but some articles from newspapers were used in this research, mainly to find out more about the differences between ‘AH BASIC’ and ‘Euro Shopper’. This was done because there is no scientific literature about ‘AH BASIC’ or ‘Euro Shopper’. These articles can be questioned about their reliability,. T though most of these articles agreed on the information given about ‘AH BASIC’ and ‘Euro Shopper’. So these articles are valid. The site http://www.ikbeneeneuroshopper.nl has been used to confirm ‘Euro Shopper’s’ product assortment. While this website is just a fan based website, it cannot be certain that ‘Euro Shopper’ contained 265 products.	Comment by Verhees, Frans: Waarom? Misschien komen ze wel van dezelfde bevooroordeelde bron (i.e. AH)
Also, some characteristics of ‘AH BASIC’ or ‘Euro Shopper’ have been called an advantage or a disadvantage, while they contain both advantageous and disadvantageous aspects. Some characteristics which have been called advantageous may be found disadvantageous by others and vice versa. These characteristics where categorized while taking into account the goals of customer satisfaction, customer loyalty, and profit for Albert Heijn.	Comment by Verhees, Frans: Dus jouw basis om het een voordeel te noemen is blijkbaar zwak.
Some of the characteristics were not totally researched, due to lack of time. A bigger assortment and less awareness by consumers have been put under the tab neutral, because it was not researched whether this would have a positive effect on customer satisfaction, customer loyalty, and profit.	Comment by Verhees, Frans: Dit is de basis van brand equity dus…
Also bargaining power is a questionable characteristic, because not all literature about it was taken into account (i.e., the bargaining power of supermarkets with private labels towards manufacturers)
There have also been made some assumptions which were not supported by literature, but merely by common sense. It is for the reader to decide if these assumptions are righteous.

If this research gets repeated, it might be a better and more complete research by surveying consumer and interview experts and Albert Heijn employees. This way, there will be more insight in what makes customers satisfied and what Albert Heijn would like to accomplish exactly by replacing ‘Euro Shopper’ by ‘AH BASIC’. By adding these insights of both consumer and company, the research would be more of a whole and the main research question could be answered more accurately. The research could be even more accurate by gathering values for every characteristic used to determine the main question. Bargaining power of ‘AH BASIC’ on other manufacturer brands should be taken into account. In next researches, it would be good to value each and every advantage and disadvantage, to decide whether replacing ‘Euro Shopper’ by ‘AH BASIC’ was a well made decision. 	Comment by Verhees, Frans: Je geeft alleen respondenten, maar niet wat je aan hen zou willen vragen of wat voor onderzoek je zou willen doen. Hoe concreter je beschrijving hoe interessanter het voor de lezer is.	Comment by Verhees, Frans: Vage uitspraken.	Comment by Verhees, Frans: Wat voor values?	Comment by Verhees, Frans: Wat bedoel je?
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