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ABSTRACT
Gender roles have evolved with time; however, males often demonstrate aggressive 
and risk-prone behaviours. Both genders show different attitudes towards objects and 
situations due to hormonal differences. Nevertheless, such a relationship is significantly 
influenced by the perception of the retail mix. It has been argued that women, in 
particular, are more influenced by the retail mix, shaping their view of a retail brand’s 
image. Consequently, this study aims to explore women’s perceptions of the retail mix 
on the retail brand image and examine the mediating role of employee attitudes. A 
quantitative research approach was used for this study. A purposive sampling technique 
was used to collect primary data from 287 women who were shopping. Partial Least 
Square Structural equation modelling was used to analyse the primary data and 
investigate the relationship among the variables. The study’s findings have revealed a 
positive relationship between retail stock/product quality and retail brand image and 
employee attitude and retail brand image. The study revealed that the location and 
environment of a retail store do not significantly impact consumers’ evaluation of the 
brand. The study’s findings also indicated that employee attitude fully mediates the 
connection between retail store location and environment, retail brand image, and 
the association between retail pricing and retail brand image, but partially mediates the 
connection between retail stock/brand quality and retail brand image. This study 
addresses a subject matter that is rarely covered in retail literature: the function of 
employee attitudes as a mediator between marketing mix and brand image in retail 
settings, particularly in emerging markets. The study builds on the Theory of Reasoned 
Action (TRA) and Stimulus-Organism-Response Theory (S-O-R) by providing new insights 
into a largely unstudied area of retail marketing dynamics. Specifically, it deepens our 
understanding of how customer perceptions of employee attitudes shape a retail firm’s 
image and reputation. The findings of this study suggest that retail managers should 
prioritize effective management of retail stock and product quality as a strategy for 
competitive advantage. Additionally, it is imperative for them to invest significantly in 
employee training. This investment is crucial as the study highlights the impact of 
employees’ attitudes on the perception and reputation of the retail brand. Therefore, 
fostering positive employee attitudes through comprehensive training programs is 
essential for enhancing brand perception and gaining a competitive edge in the market.

Introduction

Globally, consumers spend billions of dollars on branded products; hence, branding has been touted by 
leading marketing academics and practitioners as part of organisations’ most valuable strategic assets 
(Dwivedi et  al., 2023; Mundel et  al., 2018; Qalati et  al., 2022). Branding helps to attract and retain cus-
tomers for life. Robust branding of products projects uniqueness, which engenders lasting customer trust 
and confidence for prompt purchase action (Leung et  al., 2022; Rashid & Barnes, 2021). As such, 
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marketing experts continue to investigate consumer behaviour regarding how retailing underscores the 
strategic importance of customer experience. Thus, different aspects of branding and its effect on retail-
ing have been researched (De Keyser et  al., 2020; Grewal et  al., 2009; Kandampully et  al., 2018). Pandey 
and Chawla (2018) and Reinartz et  al. (2019) recommend that retailers constantly assess the customer 
experience of their store or retail mix to inform the development of new retail strategies. The retail mix 
(service interface, retail atmosphere, variety, and branding) is a variable that retailers can control.

For decades, marketing experts and practitioners have assessed customer brand appreciation by eval-
uating how brand equity affects the corporate image. The image of a brand is largely associated with a 
brand’s perceived positive outcome, based on experience and word-of-mouth recommendations 
(Gonzales-Chávez & Vila-Lopez, 2021; Sürücü et  al., 2019). Brand equity is therefore said to be the degree 
of confidence consumers associate with brands compared to competing brands, affecting consumer loy-
alty and willingness to spend on a noted brand (Wei et  al., 2023). Similarly, Esch et  al. (2006) argue that 
customer-based brand equity occurs when consumers are familiar with and have positive associations 
with a well-known brand, reflecting in their recognition and perception of the brand. Hence, a positive 
brand image increases consumers’ trust and confidence to strongly influence perceived brand credibility 
in most markets, including emerging markets (EMs).

Amidst stagnation in developed markets, organizations are increasingly targeting emerging markets 
for growth and profitability, aiming to boost shareholder value in the face of global dynamic changes 
(Sinha & Sheth, 2017). Cassia and Magno (2015), and Meyer and Peng (2016) describe EMs as a unique 
market, signifying a world full of potential. This market is recognised as one of the emerging economies 
with the fastest rate of growth, giving rise to the highest-growing middle-class to high-class consumers 
(Paul, 2020; Kastner et  al., 2019). Emerging market and developing economies are projected to have a 
modest decline in growth from 4.1 percent in 2022 to 4.0 percent in both 2023 and 2024. Emerging 
market and developing economies are expected to grow by 4% in 2024 (International Monetary 
Fund, 2023).

Retailing, serving as an intermediary function, encompasses the communication and distribution of 
products, along with the implementation of marketing plans and strategies, all aimed at benefiting the 
end-users of these products. Building on the understanding of retailing as an intermediary activity, it’s 
important to note the evolution of gender roles over time. Men often display aggressive and risk-prone 
behaviours (Herter et  al., 2014; Roper & Alkhalifah, 2021). Adding to this, Asad and Abid (2018), along 
with Herter et  al. (2014), observe that hormonal differences lead to varying attitudes in men and women 
towards objects and situations. Furthermore, these gender-specific behaviours and attitudes are signifi-
cantly influenced by perceptions of the retail environment (Herter et  al., 2014). In sub-Saharan Africa and 
other EMs, women are traditionally in charge of shopping (Reinartz et  al., 2011) because they are primar-
ily homemakers who are responsible for the daily upkeep of their families. Women possess the requisite 
know-how for shopping at traditional local markets and modern stores, including newly established 
shopping malls in urban communities. Women further consider shopping as an experience rather than a 
mere purchase (Badewi et  al., 2023; Herter et  al., 2014). In line with this perspective, Ghana, a 
lower-middle-income economy, has seen a surge in the number of shopping malls spread across urban 
areas over the past two decades, catering to the needs of the middle and upper classes.

Again, even though gender roles are changing gradually worldwide as more women work in the for-
mal sector, their traditional responsibilities, especially in developing countries, have not changed much. 
Hence, women continue to combine home responsibilities, including shopping, with their jobs. 
Surprisingly, over the last five years, various academic papers on retailing in Ghana, such as online retail-
ing stores (Jibril et  al., 2020), airport retailing (Kosiba et  al., 2020), bank retailing (Blankson et  al., 2017; 
Narteh, 2018; Omoregie et  al., 2019; Tweneboah-Koduah & Farley, 2015), petroleum retailing (Mbawuni 
et  al., 2016), and drug retailing (Ansah et  al., 2016), show very little focus on women’s shopping experi-
ence and the retail brand image in developing countries like Ghana (Pandey & Chawla, 2018). Therefore, 
this study seeks to assess how women perceive the retail mix on the retail brand image and the medi-
ating effect of employee attitude. Based on Srivastava and Thaichon (2023) systematic literature review, 
(which highlights women’s predominance in shopping activities) this study specifically concentrates on 
women. The examination of these background characteristics is instrumental in understanding their 
demographic impact. Additionally, acknowledging these gender differences is vital for retailers to 
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formulate and implement effective marketing strategies (Asad & Abid, 2018; Borges et  al., 2013; Herter 
et  al., 2014; Pandey & Chawla, 2018).

This study tackles a topic that is rarely discussed in retail literature: the role that employee attitudes 
play in mediating brand image and marketing mix in retail environments, especially in emerging mar-
kets. The study offers fresh perspectives on retail marketing dynamics in a mainly unexplored field. In 
particular, it broadens our comprehension of how consumer opinions about employee attitudes impact 
the reputation and image of a retail company.

Theoretical framework and literature review

This study is grounded in the Theory of Reasoned Action (TRA), a theory from social psychology as its 
theoretical framework. TRA stems from Fishbein and Ajzen (1980), and examines the interplay between 
individuals’ beliefs, attitudes, norms, intentions, and behaviours. The theory posits that an individual’s 
attitude towards a behaviour is shaped by their beliefs about the behaviour’s outcomes, coupled with 
their evaluation of these outcomes. Essentially, it is the individual’s subjective perception that engaging 
in a particular behaviour will lead to specific outcomes that forms the basis of their beliefs.

In order to better understand consumer decision-making in the context of retailing, the 
Stimulus-Organism-Response (S-O-R) theory has been applied. This theory addresses how the nature of 
the stimulus affects how an organism behaves. S-O-R delves into how stimuli influence an organism’s 
behaviours, mirroring a learning process where behaviour is fundamentally shaped by the interplay 
between stimuli and the reactions they elicit. Stimulus, organisms, and responses make up the three 
structures of the theory. This theory essentially stresses that environmental cues (stimuli) have a direct 
effect on a consumer’s cognitive state (organism), which in turn influences consumer behaviour (response) 
(Kim et  al., 2020; Salem & Alanadoly, 2021; Zhu et  al., 2020).

Consequently, this model suggests that external stimuli impact attitudes by altering the nature of an 
individual’s beliefs. In this paper, this implies that the retail mix stimuli are what determine the image 
formed by consumers. The retail mix level is judged by the consumer, and therefore, determines the 
brand image in consumers’ minds. The alignment between the retail mix and the retail brand image is 
crucial for fair outcomes. These theories, the Theory of Reasoned Action (TRA) and the Stimulus-Organism-
Response (S-O-R), are aptly chosen for this study as they delve into the consumer decision-making pro-
cess, uniquely viewed through the lenses of both a female perspective and the context of a developing 
economy.

Retail mix

A retail store may refer to organisations whose businesses mainly sell products either in bulk or single 
pieces to final consumers (Arenas-Gaitán et  al., 2021; Prasad Konti & Sumanth, 2016). As consumer 
knowledge of the market grows, they can shop for goods and services in many different stores. Retailers 
provide an assortment of goods and services to consumers to maximise profit from their business oper-
ations (Hogreve et  al., 2017; Jebarajakirthy et  al., 2021). Retailers pursue creative marketing policies that 
enable them to achieve their businesses’ goals, which are known as the retailing mix.

The term retailing mix describes how a retail store packages its goods and services to meet customer 
desires and needs (Brocato et  al., 2012). In other words, the retail mix is the blend of factors a retail store 
uses to satisfy its customers’ needs and influence their buying decisions (Terblanche, 2017). The success 
of a retail store is dependent on shoppers’ response to the retailing mix because it affects the store’s 
profits, turnover, market share, store, or brand image, and lastly, the retailer’s survival (Prasad Konti & 
Sumanth, 2016).

Empirical findings from studies on different retail mix instruments vary, which makes it hard for retail 
managers to get appropriate direction on when to utilise the diverse instruments (Jebarajakirthy et  al., 
2021; Pan & Zinkhan, 2006). For instance, Berekoven (1995) offers ten retail marketing components, 
namely, Assortment, Commercial Brands, Quality and Quality Assurance, Service, Price, Advertising, Sales 
Promotion, Store Layout and Merchandising, Salesforce, and Location. In a similar vein, Hansen (2003) 
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suggests nine elements that make up the retail mix: price, sales financing, product, assortment, location, 
store layout, customer service, and complaint handling. The retail mix proposed by Berekoven ignores 
location whilst Hansen identifies and agrees with the retail mix component by Berekoven and further 
adds location and complaints management to enrich the retail mix. Again, Müller-Hagedorn (2005) has 
proposed six retail mix attributes, including Location, Assortment, Price, Promotion Planning, Salesforce, 
and In-Store-Management. This article tests the retail mix on the retail brand image using Müller-Hagedorn 
(2005) six retail mix attributes. The uniqueness with Müller-Hagedorn’s retail mmix component is the 
addition of in-store management. Thus, we discuss the six components of the retail mix: location, mer-
chandise assortment, pricing, communication, store design and display, and customer service (Terblanche, 
2017; Terblanche & Boshoff, 2006).

Retailers use merchandise assortment to create novel balance through colour, size, brand, materials, 
and quantities (Utami, 2014). Merchandise assortment differentiates a retailer from its competitor and 
conveys a message to customers about the company they are buying from (Salem & Alanadoly, 2021). 
Retailers have a responsibility to plan their merchandise assortment to meet the expectations of their 
target customers, especially women since they are highly influenced by the assortment of stock. 
Characteristics such as its uniqueness and new product styles largely affects their perception of the 
retailer’s brand image (Edirisinghe et  al., 2020).

Furthermore, internal design elements, including fixtures, ceilings, colours, and lighting, as well as exte-
rior design elements, including building style, signage, windows, entrance, materials, and lighting, contrib-
ute to the store’s aesthetic and communicate the store’s identity to customers (Khan et  al., 2021). The 
purchase decisions of women are particularly influenced by the store design and display, which includes 
the store interior, general interior, store layout, and interior display (Edirisinghe et  al., 2020). The store 
design and layout contribute to the retail establishment’s image. As a result, to achieve a favourable per-
ception among consumers, the store design must incorporate every retail mix strategy.

Retailers rely on effective communication to create attractive brand images, draw in buyers to store 
outlets and websites and motivate them to purchase products (Blakeman, 2023; Edirisinghe et  al., 2020). 
Communication informs customers of a store’s shopping hours, promotions, product features, fashion 
trends and other retailers’ facilities. Retail stores often use advertising, individual selling, promotions, 
publicity, and direct marketing to communicate their brand (Zahid et  al., 2022). With these elements, 
retailers can influence the views, attitudes, and behaviours of customers to increase store visits and prod-
uct purchases.

Store design serves a functional role in protecting, enclosing, and displaying goods conveniently in 
optimal locations (Levy & Weitz, 2012). Additionally, it caters to the specific needs of shoppers, which 
include the social dimensions of shopping or associating with a particular store. Ultimately, customer 
service encompasses a range of actions taken by retailers to enhance the overall shopping experience 
for customers. Customer service comprises components such as tangible (physical facilities, equipment, 
staff and communication resources), reliability and accurate service, responsiveness (readiness to support 
buyers and offer swift services), assurance (knowledge and courtesy of sales personnel and their capacity 
to provide trust and comfort), and empathy (provision of special care to consumers) (Amoako et  al., 
2023; Levy & Weitz, 2012). Retail stores can provide additional services in the form of gifts, wrapping, 
and mailing to gain a sustainable competitive advantage. Nonetheless, this study focuses on three main 
components of the retail mix: Retail store location and environment, Retail stock/product quality, and 
Retail pricing.

Retail store location and environment

Retail store location plays a vital role in determining buyer decisions based on where the sales store is 
located (Gorji et  al., 2021; Roggeveen et  al., 2020). For women, location is particularly important since it 
communicates the image of the retail brand to them (Edirisinghe et  al., 2020). By situating retail outlets 
in prime locations, retailers could build a sustainable competitive advantage (Reynolds & Wood, 2010; 
Terblanche, 2017) because of the accessibility and convenience such a location offers shoppers. The 
retailers could change their product assortments, prices, and services in a short time, but when a build-
ing is constructed, bought or rented and a store is started, it becomes difficult to change the location 
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for several reasons. For example, if a sales store must relocate, then it may lose some of its loyal cus-
tomers and staff. Also, the new location might not have the same features, and usually, store fixtures 
cannot be moved to the new location (Edirisinghe et  al., 2020; Krey et  al., 2022).

Choosing the right location is a critical strategic decision, as a poor location can be a significant dis-
advantage, one that even a very large retailer may struggle to overcome. Therefore, certain criteria such 
as population size and characteristics, competition, accessibility, access to a parking place, the character-
istics of neighbouring stores, property costs, duration of the contract, legal limitations, etc. need to be 
taken into consideration when making location decisions. Consequently, location is the most significant 
component of the retail mix and for women especially, because as Edirisinghe et al. (2020) argues females 
prefer and enjoy in-store shopping experience than online shopping due to the retail environment. We, 
therefore, hypothesize that:

H1: Retail store location and environment have a positive and significant impact on retail brand image.

The quality of a product is usually used as a measure of brand image (Dokcen et  al., 2021; Gangwani 
et  al., 2020; Salem & Alanadoly, 2021). Researchers contend that factors influence consumers’ perceptions 
of product quality, therefore, impacting the possibility of purchase (Amir & Asad, 2018; Salem & Alanadoly, 
2021). Shoppers’ purchase decisions are determined by the quality indicators they experience (Iyer & 
Kuksov, 2010), and consumer-perceived product quality affects their attitudes and buying intentions 
(Amir & Asad, 2018). Consequently, earlier studies have assessed product quality as a determinant of 
consumer behavioural intention (Amir & Asad, 2018), and product quality greatly affects shoppers’ 
decision-making (Amir & Asad, 2018). Therefore, Dokcen et  al., (2021) argued that perceived product 
quality affects retail store patronage and further plays a partial mediating role in the link between retail 
atmospherics and retail store patronage. We, therefore, hypothesize that:

H2: Retail stock/product quality has a positive and significant impact on retail brand image.

Retail pricing

Several researchers have explored variations in shopping behaviour within individual households. Kahn 
and Schmittlein (1989) suggest that this behaviour can differ, especially during major shopping trips by 
a family. Furthermore, the importance of pricing decisions is emphasized, as they are crucial for compa-
nies to maintain healthy profit margins for long-term sustainability (Amir & Asad, 2018; Salem & Alanadoly, 
2021; Venkatesh et  al., 2022).

It is recommended that the target market, store policies, stock variety, competition and customers be 
taken into consideration in making pricing decisions (Pradhan, 2004). Price is an essential aspect of the 
retail marketing mix (Amir & Asad, 2018; Ho et  al., 2022). It plays a significant role in consumer 
decision-making in today’s market, where price sensitivity is high. Consequently, pricing strategies have 
become a fundamental tool for many retailers (Salem & Alanadoly, 2021). Further, shoppers growing incli-
nation to purchase quality goods and services affects the significance of pricing decisions (Zahid et  al., 
2022). Customers’ price consciousness significantly influences their purchasing behaviour, as they generally 
prefer not to pay high prices for products and services. However, it’s noted that some customers are willing 
to pay a premium for superior service (Amoako, 2020; Bucko et  al., 2018). Regardless of whether the item 
is expensive or affordable, every customer, particularly women, seeks the assurance that their purchase is 
valuable and justifies the price paid (Edirisinghe et  al., 2020). Hence, retailers must price their goods in a 
manner that ensures that they make a profit and at the same time satisfy their customers.

H3: Retail pricing has a positive and significant impact on retail brand image.

Retail brand image

The most successful businesses globally, such as Sony, Disney, and Coca-Cola, are successful mainly 
because of the strength of their brands (Davis, 2003). The brand image could be defined as a distinct 
set of connotations within the minds of target customers (Erdil, 2015; Syah & Olivia, 2022). It represents 
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beliefs consumers associate with a brand. Thus, the brand image is the buyers’ perception of a product 
(Erdil & Uzun, 2010; Graciola et  al., 2020; Konuk, 2018). The brand image carries emotional value and is 
not merely a mental picture; it denotes an organisation’s character (Högström et  al., 2015). The key com-
ponent of a positive brand image, among other things, is the brand identifier, which supports the core 
values (Khaled et  al., 2021). Hence, a brand image is the general impression buyers have of a product or 
company, which is shaped by all. Adokou and Kyere-Diabour (2017) have indicated that brand image 
affects customer decisions in the retail industry in Ghana.

Buyers develop different connections with a brand and dependent on their experiences, they create 
a brand image (Horvâth & Birgelen, 2015). Therefore, based on customers’ subjective perceptions of a 
brand, they form the brand image. The thought behind the brand image is that a customer does not 
purchase just a product or service, but the image connected to it (Grewal et  al., 1998). Brand image must 
be positive, unique, and direct. The brand image could be enhanced by utilising brand communication 
such as advertisement, packaging, word of mouth, other promotional instruments, etc.

The brand image forms and indicates a product’s features in a way to distinguish it from its compet-
itor’s image (Erdil, 2015; Hafez, 2018; Rai & Narwal, 2022). The brand image comprises several brand 
attributes, which consist of the functional and mental associations consumers have with the brand either 
specifically or conceptually. The brand image consists of the product’s appeal, usability, functionality, 
popularity and general value (Schmitt, 2012; Swoboda et  al., 2016). Hence, users buy a product as well 
as its image. Therefore, brand image is measured from the consumers’ objective and mental feedback 
when they buy a product. In this way, a positive brand image enhances the retail store’s goodwill and 
brand value and creates a positive store image.

In this case, the brand image is operationalised as a store image. The origin of store image is traced 
back to Martineau (1958, p. 55) when he first defined store image as ‘a store defined in customers’ mind 
partly based on functional attributes and partly based on psychological attributes’. By this definition, 
Martineau (1958) considered a store to comprise functional and psychological attributes that make 
patrons feel the store is different from others. He explained functional attributes as the variety of com-
modities, design, location, price value relation, and the service that customers could factually compare 
with other stores. The psychological attributes are attractiveness and luxuriousness that indicate unique 
attributes of a specific store. After the work of Martineau (1958), the concept of store image has gar-
nered research attention.

For instance, Burlison and Oe (2018) opine that a store image is a set of complex meanings and rela-
tions that make buyers differentiate one store from others. In this way, the store image is a positive 
experience developed by a customer that causes him/her to buy at a specific store (Burlison & Oe, 2018). 
Again, Oxenfeldt (1974) defines store image as complex attributes that customers feel about a store. 
Thus, it is not just simply the sum of objectively distinct attributes as the various aspects of attributes 
interact in consumers’ minds.

Employee attitude

Employee attitude refers to the state of mind that makes an employee react positively or negatively 
toward certain work tasks, products or services, colleagues or managers, or the organisation (Choi, 
2019). Bad attitudes can lead to indifference to daily tasks and trigger employee agitation by minor 
problems. A retail employee’s attitude can be measured by his/her interest in the job, working without 
continuous supervision, having a positive perception of the business and customers, being always 
ahead of the customer, and the willingness to contribute his/her best to the success of the company 
(Hussain et  al., 2020; van Esch et  al., 2020). To evaluate employee attitude, various formulas have been 
designed and utilised.

Employees with a positive attitude: 1) develop various ideas about the work and consistently dis-
cover new approaches for enhancing their job; they go to every length to provide customer expec-
tation and even provide customer delight; 2) they require little or no supervision to produce results, 
which allow their supervisors to have adequate time to focus on their jobs; 3) employees with a 
positive attitude do not simply have ample job knowledge, but they can also foresee the outcomes 
of various actions; 4) instead of giving negative comments and excuses, workers with a positive 
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attitude look at difficulties in their job as an interesting part of their work, and find new ideas to 
overcome barriers; 5) when employees have the right attitude, they are willing to contribute to ensur-
ing the competitiveness of the organisation, and they volunteer to take on tasks when they can 
(Gonzales-Chávez & Vila-Lopez, 2021; Qalati et  al., 2022). According to Makanyeza et  al. (2018) and 
Kim et  al. (2019), employee relationships can affect firm performance. Thus, an employee’s attitude 
has a major role to play in moderating the connection between the retail marketing mix and 
brand image.

As the first point of contact for customers and those who tend to their needs in a retail sales store, 
retail employees play a critical role in brand image (De Gauquier et  al., 2023; Gonzales-Chávez & 
Vila-Lopez, 2021). Because of their accessibility to the customer, employees with a positive attitude also 
shape the service experience of the customer and improve satisfaction, repeat purchases and customer 
loyalty (Becker & Jaakkola, 2020). The extant literature also shows how employees with a positive attitude 
can learn new things and understand their customers so that they meet their expectations. This helps 
to develop a wonderful supplier-customer relationship that can last for a long time. This demonstrates 
that a highly motivated employee with the necessary positive work attitude to the retail store will 
enhance productivity, improve sales profitability, and service excellence (Borges et  al., 2013). The litera-
ture reviewed so far explains the need to focus on the moderating effect of employee attitude in the 
retail mix on retail brand image (Figure 1).

H4: Employee attitude has a positive and significant impact on retail brand image.

H5: Employee attitude mediates the relationship between a) retail store location and environment, b)retail 
stock/product quality and c) retail pricing; and retail brand image.

Methodology

Study context and sampling

This study was conducted in Ghana, a developing sub-Saharan African economy in West Africa, where 
women’s roles keep changing from a typical stay-at-home women culture to career-oriented women. 
Interestingly, women in this part of the world continue to combine their careers with family responsibil-
ities. The study sample comprised middle-class women who shopped at seven leading malls in Accra, 
the national capital of Ghana. These malls include Accra, Junction, Achimota, West Hills, A & C Mall, 
Citydia and Yoo Malls. The mall culture has become a growing shopping avenue for the middle class. 
Such sales stores provide a convenient shopping experience. Also, the malls stock a variety of products 
including fast-moving-consumer products, fashion, electronic products, food products, and hardware 

Figure 1.  Conceptual framework.
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among others. The respondents were selected through the purposive non-random sampling technique 
over four weekends. Purposive sampling was considered appropriate because women respondents were 
most likely to provide different, useful and valuable information in line with the research objective 
(Campbell et  al., 2004; Kelly, 2010; Patton, 2002). Again, this strategy was expedient using the face-to-
face data completion process with limited resources (Palinkas et  al., 2015).

Data collection instrument

The research instrument was divided into two sections. The first section concentrated on the study’s 
main concepts, and the second section addressed the respondents’ demographic characteristics. All of 
the instrument’s items were modified from reputable earlier studies, including Bell and Lattin (1998), 
DeKinder and Kohli (2008), Reynolds and Wood (2010), and Terblanche (2017), in order to guarantee the 
validity and reliability of the instrument. For the purpose of obtaining an accurate assessment of each 
construct, all the items were adjusted in this way to fit the study’s context. Suitable analysis such as 
Exploratory factor analysis (EFA) and Confirmatory Factor Analysis (CFA) were conducted initially before 
the SEM to ensure the accuracy of the scales used (see Appendix for details). The data collection instru-
ment was worded in English.

The store location and environment were measured utilising seven items adapted from Terblanche 
(2017) and Reynolds and Wood (2010); for example, ‘My retail mall is conveniently located’, and ‘Lighting 
in my favourite sales store is adequate to aid product selection’. The stock/product quality was assessed 
using four items (DeKinder & Kohli, 2008) (e.g. ‘My sales store always has quality products’, and ‘Products 
in the sales store meet the desired quality standards’). The retail pricing was assessed with five items 
(Bell & Lattin, 1998) (e.g. ‘Prices of products sold match price value’, and ‘There is frequent/special sales 
promotion to influence purchase’). Employee attitude was determined using five items (e.g. ‘Employees 
of my sales store are friendly and possess the right knowledge about products and their location’, and 
‘Employees demonstrate a high sense of credibility during transactions’). Finally, retail brand image was 
measured with three items (Burt et  al., 2007) (e.g. ‘Retail branding creates a good brand image for my 
sales store’, and ‘Retail brand has made my sales store competitive’). The items were measured with the 
help of a five-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). Likewise, the 
remaining items were assessed utilising a five-point Likert Scale from 1 (strongly disagree) to 5 
(strongly agree).

Data collection

In all, 287 women responded to the study and purposive sampling data collection was adopted. Out of 
this number, 173 (60.3%) respondents were between 18-28 years, followed by 70 persons (24.4%) who 
were between 29-39 years while 44 of them were between ages 40-59 years or above. One in every three 
respondents was married, with the remaining 198 (69%) being single. 46 respondents (16%) did not have 
a university level education, while the majority 241 (84%) were graduates. Regarding the employment 
status of respondents, 161 (56.1%) were unemployed, while 126 (43.9%) were employed. When asked 
about the frequency of shopping at these malls, 80 (27.9%) were regular shoppers, 107 (37.3%) were 
occasional shoppers, 68 (23.7%) were usual shoppers, and 32 (11.1%) rarely shopped at these malls. For 
respondents who rarely shopped at the mall, it could be attributed to them being unemployed. When 
respondents were asked whether they shop based on sales promotions, it was discovered that 197 
(68.6%) shopped at malls based on regular promotions, while 90 (31.4%) shopped without being influ-
enced by promotions. Again, 235 (81.9%) were regular shoppers, while 52 (18.1) were first-time shoppers. 
118 respondents (41.1) also noted that the malls met their shopping needs, 53 (18.5) answered ‘not 
really’, 107 (37.3%) were neutral while the remaining 9 (3.1%) indicated ‘not at all’. Regarding shopping 
expenditure, 230 (80.2%) spend below 400 cedis ($66.00) per visit, 34 (11.8%) spend $105.00, and 23 of 
them (8%) spend above $140.00. The consent of respondents was sought before the questionnaire was 
administered. Respondents were assure of the anonymity and their ability to exit the survey whenever 
they feel they can no longer continue with the survey.
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Data analysis

Data were analysed utilising the structural equation modelling partial least squares (PLS-SEM) for two 
reasons. First, it helps to identify the connection between constructs of a study more comprehensively 
and second, PLS-SEM has the ability to evaluate the reliability and validity of the instrument’s items, 
including testing of proposed research hypotheses. Furthermore, PLS-SEM fully stresses the predictive 
orientation, model and theory testing among other benefits (Becker et  al., 2013; Sarstedt et  al., 2014).

Results

Because of the high response rate of 96%, the test for non-response bias was not done (Ledden et  al., 
2011). We put some preventive measures in place to address the possible common method bias in our 
survey. First, we made sure the questions were unambiguous and direct. Second, in accordance with 
Ranaweera and Jayawardhena (2014), the questionnaire’s scale items were sporadically placed through-
out. Exploratory factor analysis with the extraction of just one factor demonstrated that it made up 
about 37.85% of the variance explained (that is below 50% variance) (Podsakoff et  al., 2003; Pugh et  al., 
2011). Hence, common method variance bias is not present in this data. In the examination of data, 
partial least squares (PLS) were utilised (SmartPLS Release: 3.2.7 (Ringle et  al., 2005). PLS is not influenced 
by sample size; therefore, it is ideal for data that is not normally distributed (Hair et  al., 2011). The sig-
nificance of each path was checked utilising bootstrap t-values (5000 sub-samples) (Tortosa et  al., 2009), 
a technique accessible in PLS.

Confirmatory factor analysis

The Kolmogorov-Smirnov test of normality gave 0.199 < α < 0.284; p < 0.01 for all items. Likewise, the 
Shapiro-Wilk test of normality obtained 0.829 < W < 0.908; p < 0.01 for all items. These outcomes suggest 
that the data is not normally distributed; consequently, PLS-SEM was utilised to conduct confirmatory 
factor analysis and structural equation modelling. After applying PLS to the model, certain retail mix 
items, such as ‘SLE6’ and ‘SLE7’ under ‘store location and environment’, and ‘RP4’ and ‘RP5’ under ‘Retail 
Pricing’ were removed as the items significantly cross-loaded into other constructs. The model’s quality 
criteria were evaluated after purification: Cronbach’s alpha, composite reliability and average variance 
extracted values all met the minimum of 0.7, 0.7 and 0.5, respectively, as proposed by Hair et  al. (2016) 
and depicted in Table 1. Also, all other item loadings were statistically significant utilising bootstrap 
t-values (5000 sub-samples) (Tortosa et  al., 2009). The outcomes suggest that convergent validity was 
sufficiently met.

After checking for convergence validity, the discriminant validity was checked. Discriminant validity 
was met because the square root of the average variance extracted values for all five constructs was 
more than the inter-construct associations between them as is depicted in Table 2 (Barclay et  al., 1995; 
Fornell & Larcker, 1981). This demonstrates that each construct is distinct and varies from the other mea-
surement constructs in the model. Besides the Fornell and Lacker criteria, discriminant validity was mea-
sured utilising the heterotrait-monotrait ratio (HTMT0.85) (Henseler et  al., 2009). The outcomes also given 
in Table 2 show that no connection is more than 0.85; therefore, the five-construct model exhibits dis-
criminant validity.

Structural model

An assessment of the model’s predictive accuracy (R2) demonstrated that retail store location and 
environment, retail stock/product quality and price explained about 52% of the variance in employee 
attitude. Furthermore, retail store location and environment, retail stock/product quality, retail pric-
ing and employee attitude jointly accounted for about 37% of the retail brand image variance. These 
results were greater than the minimum level of 33% recommended by Chin (1998) for good explan-
atory power. Q2 – values of 0.279 and 0.238 were gotten for employee attitude and retail brand 
image, respectively; both values are higher than 0, indicating predictive relevance (Chin, 2010). 
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Lastly, the effect sizes (f2) calculated for the exogenous variables demonstrated that the retail store 
location and environment had a medium effect size on employee attitude, whereas retail stock/
product quality and retail pricing had small effect sizes on employee attitude. Likewise, retail stock/
product quality and employee attitude had small effect sizes on retail brand image, whereas the 
retail store location and environment and retail pricing had no effect sizes on retail brand image. 
The outcomes of the predictive accuracy (R2), predictive relevance (Q2) test, and effect sizes (f2) are 
given in Table 3.

Hypothesis testing

The outcomes of the structural model are indicated in Table 4. Two of the four hypothesised paths are 
statistically significant; consequently, the second and fourth hypotheses are affirmed in this context. 
Precisely, a positive and significant association is present between retail stock/product quality and retail 
brand image, and employee attitude and retail brand image.

Table 1.  Reliability and convergent validity.

Construct Codes Mean S.D Loading
Bootstrap 
t-values α C.R AVE

Store Location and 
Environment

SLE1 3.488 1.248 0.756 27.104 0.873 0.908 0.664
SLE2 3.739 1.099 0.854 49.165
SLE 3 3.676 1.046 0.817 36.519
SLE 4 3.732 1.138 0.835 39.056
SLE 5 3.871 1.084 0.808 32.858

Stock/Product Quality SPQ1 3.446 1.002 0.758 20.893 0.802 0.870 0.627
SPQ2 3.397 0.984 0.797 32.943
SPQ3 3.561 1.005 0.822 33.250
SPQ4 3.439 1.039 0.789 29.707

Retail Pricing RP1 3.244 1.069 0.807 32.944 0.717 0.841 0.638
RP2 3.317 1.113 0.846 43.500
RP3 3.254 1.025 0.739 18.170

Employee Attitude EA1 3.432 1.132 0.761 26.331 0.833 0.882 0.601
EA2 3.328 1.070 0.807 31.332
EA3 3.453 1.079 0.829 41.400
EA4 3.523 1.074 0.752 21.083
EA5 3.484 1.077 0.721 19.686

Retail Brand Image RBI1 3.446 0.970 0.831 31.328 0.805 0.885 0.719
RBI2 3.429 1.045 0.897 62.519
RBI3 3.488 1.093 0.815 27.891

Note: All bootstrap t-values are significant at a 0.01 level of significance.
SLE = store location and environment; SPQ = stock/product quality; RP = retail pricing; EA = employee attitude; RBI = retail brand image.

Table 2.  Discriminant validity (square root of AVEs in bold-diagonal).

Construct

Fornell-Larcker Criterion Heterotrait-Monotrait Ratio (HTMT)

1 2 3 4 5 1 2 3 4 5

1. Retail Store 
Location and 
Environment

0.815

2. Retail Stock/
Product Quality

0.591 0.792 0.706

3. Retail Pricing 0.464 0.544 0.799 0.574 0.698
4. Employee attitude 0.647 0.562 0.554 0.775 0.754 0.679 0.709
5. Retail Brand 

Image
0.474 0.532 0.362 0.529 0.848 0.562 0.654 0.466 0.642

Table 3.  Predictive accuracy (R2), predictive relevance (Q2) and effect sizes (f2).
Constructs R2 Q2 f2(Employee attitude) f2(Brand Image)

Retail Store Location and 
Environment

_ _ 0.232(Medium) 0.009(None)

Retail Stock/product Quality 0.031(Small) 0.084(Small)
Retail Pricing 0.099(Small) 0.001(None)
Employee Attitude 0.516 0.279 0.067(Small)
Retail Brand Image 0.366 0.238 _ _
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Mediation test

To check for mediation in PLS-SEM, Nitzl et  al. (2016) suggest checking the significance of the exoge-
nous variables’ indirect impact on the endogenous variable through the mediators. If the indirect impact 
is significant, then mediation is present or else there is no mediation (Tetteh & Boachie, 2021). From 
Table 5, employee attitude fully mediates the connection between retail store location and environment 
and retail brand image, and the association between the retail pricing and retail brand image, but par-
tially mediates the connection between retail stock/product quality and retail brand image. Thus, the 
fifth hypothesis of this study was not confirmed.

Discussion of findings

The study’s findings have revealed a positive and significant connection between retail stock/product 
quality and retail brand image and employee attitude and retail brand image. These findings confirm 
earlier research indicating that customers consider product features when making buying and consump-
tion decisions, especially with perishables (Amir & Asad, 2018; Dokcen et  al., 2021; Edirisinghe et  al., 
2020; Mehta & Tariq, 2020). Conventional wisdom will suggest that low-quality stock could result in lower 
brand image perception. Retailers with a negative image could enhance their image by stocking brands 
with a better image, in the same way, a retailer’s image could be destroyed by associating with unfa-
vourable brands (Walsh et  al., 2017). This study confirms earlier studies (Dokcen et  al., 2021; Hoppe, 2018; 
Kucharska, 2020; Salem & Alanadoly, 2021) that indicate that a positive employee attitude can improve 
retail brand image in the mind of consumers, and a lack of commitment by an employee may also 
destroy a brand’s reputation.

The study’s findings confirmed earlier work by Akhter et  al. (1987), which demonstrates that the store 
environment does not affect brand evaluation by consumers. However, this study’s findings are contrary 
to earlier studies, which indicate that the store environment and the pleasantness of shopping can pos-
itively influence store image (Dokcen et  al., 2021; Edirisinghe et  al., 2020; Salem & Alanadoly, 2021). Also, 
findings indicating that price does affect retail brand image are contrary to earlier research (Beneke & 
Zimmerman, 2014) showing that pricing can be used to build a higher brand image.

The study’s findings also indicate that employee attitude fully mediates the connection between retail 
store environment and retail brand image, and the association between product price and brand image, 
but partially mediates the connection between retail stock/product quality and retail brand image. This 
implies that the store environment does not automatically lead to a good retail brand image, and 
employee attitude is necessary for this context to create a good brand image. Moreover, this study 
underscores the importance of employees’ attitudes within the Ghanaian retail context as it is an anteced-
ent for product pricing to lead to brand image. The partial mediation effect of employees’ attitudes 

Table 4. S tructural path results.
Hypothesis Structural path Path coefficient t-value (Bootstrap) Hypothesis results

H1 Retail Store Location and Environment → Retail Brand Image 0.107 1.415 Not Supported
H2 Retail Stock/product Quality → Retail Brand Image 0.315** 4.000 Supported
H3 Retail Pricing → Retail Brand Image −0.024 0.322 Not Supported
H4 Employee Attitude → Retail Brand Image 0.296** 3.798 Supported

Note: **t-values are significant at p < 0.01.

Table 5.  Mediation of employee attitude on retail brand image.
Exogenous Variables 
(x)

Path coefficient 
"a"

Path coefficient 
"b"

Path coefficient 
"c"

Indirect 
effect (a*b) SD (ai*bi) T

Mediation 
Type

Proportion of 
Mediation

Retail Store 
Location and 
Environment

0.425** 0.296** 0.107 0.1258 0.041 3.057 Full NA

Retail Stock/product 
Quality

0.165* 0.296** 0.315* 0.0488 0.024 2.033 Partial 0.134

Retail Pricing 0.267** 0.296** −0.024 0.079 0.026 2.999 Full NA

Note: **t-values are significant at p < 0.01; *t-value is significant at 0.05.
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between retail stock/product quality and retail brand within the Ghanaian retail context suggests that 
retail stock/product quality does not always lead to a good retail brand image.

Theoretical and managerial implications

The findings demonstrate that retail stock/product quality leads to a positive retail brand image have 
significant managerial implications. Retail managers and businesses must develop prioritize maintaining 
high quality products to ensure that they gain a competitive advantage. Retail managers must invest 
heavily in quality product control, and employee training to ensure positive employee attitudes since this 
study indicates that employees’ attitudes affect retail brand perception and reputation. Retail companies 
should encourage a happy and motivated workforce by offering incentives to their employees, as 
employee attitude affects how consumers perceive the brand.

Though this study’s findings imply that the retail store environment does not significantly affect the 
retail brand image, the extant literature supports the contrary, and therefore, retail managers need to 
work hard to maintain a good store environment. The distribution of resources and approaches that 
prioritize location and environment over product quality should also be taken into account by retailers. 
Additionally, retailers need to be flexible and adaptive to changing consumer preferences.

This study makes a substantial theoretical contribution to academic literature, particularly as research 
in the retail sector within Ghana and Africa is limited. Its emphasis on the behavioural dimensions of 
women in retail is distinctive, given the scarcity of studies focusing on this demographic in these regions. 
Additionally, the research enhances the existing body of knowledge on the Theory of Reasoned Action 
(TRA) and S-O-R theory by delving deeper into the relationship between customer perceptions of 
employee attitudes and their impact on the image and brand reputation of retail firms in the minds of 
consumers.

Limitations and future research direction

In a retail grocery store study by Helgesen and Nesset (2010), it was observed that gender does not 
have any moderating influence on the connection between antecedents and store satisfaction, and 
females have greater satisfaction levels than males. Again, Pandey and Chawla (2018) recognised 
that gender moderate antecedents of satisfaction and loyalty. However, satisfaction drivers were 
found to be gender independent. Therefore, it will be insightful if, in the future, that a study is 
conducted using the same variables used for this study to assess men. The use of longitudinal data 
to conduct more research in Ghana’s retail sector is necessary for a long-term view of customer 
behaviour since this research, and most other research in retailing usually use cross-sectional data. 
Finally, a study by Jain et  al. (2014), Salem and Alanadoly, (2021) and Dokcen et  al. (2021) indicated 
that women are influenced in their purchase decisions when exposed to a show window, which is 
determined by the extent to which buyers ‘feel good’ about the store. A study combining the con-
structs used in this study on women and a show window will bring useful retailing insights in Ghana 
and Africa can be done.

Conclusion

The study concludes that a positive and significant association is present between retail stock/product 
quality and retail brand image, and employee attitude and retail brand image. This research also con-
cludes that employee attitude completely mediates the connection between store environment and 
retail brand image, and the association between product price and brand image, but partially mediates 
the connection between retail stock/product quality and retail brand image.
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Appendix:  Scales used

Scales used Likert Scale

Constructs Scales used Original scales 1 2 3 4 5

Store environment My retail mall is conveniently located and My shopping mall is conveniently located 1 2 3 4 5
The products in the sales store are visible and 

appealing for purchase
Products in the shop are visible and appealing 

for purchase
1 2 3 4 5

It is easy to find products on the shelves because 
products are well arranged

It is easy to find products on the shelves 
because products are well arranged

1 2 3 4 5

My favourite sales store layouts are convenient easy to 
enhance movement

Shop layouts are convenient easy to enhance 
movement

1 2 3 4 5

Lighting in my favourite sales store is adequate to aid 
product selection

Lighting in the shop is adequate to enhance 
product selection

1 2 3 4 5

My favourite sales store’s car park is safe, secured and 
customer friendly

Car Park is safe, secured and customer friendly 1 2 3 4 5

Washroom of my favourite sales store is convenient 
and clean at all times

Washroom of my shop is convenient and clean 
at all times

1 2 3 4 5

Stock Quality My favourite sales store always stock quality products My shop always stock quality products 1 2 3 4 5
Customer oriented merchandise material promote 

product selection.
Customer oriented merchandise material 

promote product selection.
1 2 3 4 5

Products in the sales store meet the desired quality 
standards.

Products in the shop meet the desired quality 
standards.

1 2 3 4 5

Products in the sales store are of my desired quality. Products are of my desired quality. 1 2 3 4 5
Price of Product Products sold in my favourite sales store meets price value Products sold meets price value 1 2 3 4 5

There are frequent/special sales promotion to influence 
purchase

There are frequent/special sales promotion to 
influence purchase

1 2 3 4 5

Gift redemption vouchers are common in the sales store Gift redemption vouchers are common in the shops 1 2 3 4 5
Products in the sales store are moderately priced Products are moderately priced 1 2 3 4 5
The sales store has reasonable return and exchange 

policy on bad/unsuitable products
The store has reasonable return and exchange 

policy on bad/unsuitable products
1 2 3 4 5

1 2 3 4 5
Employee Attitude Employees of my favourite sales store are friendly possessing 

the right knowledge products and their location
Employees of my shop are friendly possessing the 

right knowledge products and their location
1 2 3 4 5

Employees empathize with clients when necessary. Employees empathize with clients when necessary. 1 2 3 4 5
Employees demonstrate high sense credibility during 

transactions
Employees demonstrate high sense credibility 

during transactions
1 2 3 4 5

Employees are willing to speck local language to 
enhance customer interaction

Employees are willing to speck local language 
to enhance customer interaction

1 2 3 4 5

Body languages of employees are warm and welcomed. Body languages of employees are warm and 
welcomed.

1 2 3 4 5

My favourite sales store has taken advantage of social 
media to promote their business

My shop has taken advantage of social media 
to promote their business

1 2 3 4 5

Retail brand image Retail branding creates a good brand image for my 
sales store

Franchise branding creates positive brand 
image for my shop

1 2 3 4 5

Retail brand has made my sales store competitive Franchise branding has made my shop 
competitive

1 2 3 4 5

Retail brand creates positive brand perception Franchise branding creates positive brand 
perception

1 2 3 4 5
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