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Abstract

Supermarket chains have been consolidating their positions through
mergers and acquisitions. With fewer and bigger players competing in
markets, retailers need to assess their strategies carefully, in order to
gain market share. Developing a strong store brand can play an
important role in this effort. Research also, has indicated importance
of word-of-mouth (WOM) in forming attitudes related to purchase
decision making and decrease of customers’ purchase risk. Todays,
positive word-of-mouth (PWOM) is used as powerful tool in
encouraging of sell products. In this research, the effect of PWOM on
store brand purchase intention among Etka chain stores’ customers in
Karaj has been studied. Data were collected from a costumer survey
with 387 respondents randomly selected and analyzed by SPSS and
LISREL software. In order to analyze data, confirmatory factor
analysis (CFA) and structural equation modeling were used.
According to the results, there is positive relation between PWOM
and SB purchase intention, PWOM and store image perception.
Moreover, there is negative relation between store image perception
and SB perceived risk, SB perceived risk and SB purchase intention.
Between store image perception and SB purchase intention, no

considerable relation was found.

Key words: Word-of-mouth, SB perceived risk, SB purchase

intention, store image perception.
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