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Abstract
This research aimed to investigate the frameworks that help create the remarkable image of the retail stores in terms of environment, shop management and product as well as the ability of the staff to operate the convenience
stores. The samples were ten convenience stores. The composition and characteristics of each retail store were observed in terms of their external and
internal environments, the atmosphere, products, and staff in order to perform a qualitative analysis of their symbolic and functional images and a
quantitative analysis by scoring on each component. Data were then analyzed
by descriptive statistics. Using the K-Mean method, these stores were divided
into two groups, i.e. good stores and improvement-needed stores. The exploratory factor analysis found that the corporate image management of retail
business (Downstream) can be classified into two factors: storefront management and product and customer management.
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1. Introduction
Business environment factors, such as rapid technological change and borderless
marketing, force various businesses to face competition among their own field.
Besides, being able to cope with changes, using right strategies help businesses
survive and become successful. For instance, the ability to create positive image
as a way to promote the organization’s reputation that can lead to its own success in the near future.
Organizational reputation is one of the goals that organizations need to manage in order to create stakeholder awareness. Reputation is derived from the imDOI: 10.4236/ojbm.2019.72061 Apr. 22, 2019
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age of the organization in different areas, such as branding, long business, expertise, professionalism, and security of the organization, which often lead to the
organizational confidence and recognition, including customer retention and
expansion. The positive reputation of the organization in all dimensions requires
good administration. In addition, different types of businesses need different
types of administration. For example, financial and banking businesses normally
focus on creating their corporate image rather than branding image because
their many financial products, including newly created ones, can help save the
cost of creating their corporate image and customer recognition more easily. On
the other hands, the retail stores generally focus on their branch distribution
with spatial and temporal supports, which is deemed as corporate image management at the downstream. Therefore, it is the core competency in the creation
of organizational image that can be regarded as an organization-level brand.
Corporate image management is one of the important things that organizations should not less consider and value than anything else. Having a good corporate image leads to better attitudes and beliefs followed by sponsorship behavior and customer loyalty. In addition, having a good corporate image can also
reflect corporate reputation and performance.
Business growth reflects the efficiency of the management. Organizational
management must take into account the positive image of the organization because corporate image is the reflection or the perception of the target audience
that the organization communicates through its corporate identity in a variety of
ways, such as corporate symbol, messages, brand, services, and personality and
uniform of its personnel, towards external target audience. If the target audience
has perceived, understood and responded to what the organization communicates, they will recognize the image of that organization. In addition, if the target
audience has accumulated it consistent, the corporate image will eventually become the organization’s reputation, which leads to confidence and the value of
the organization.
The reputation of the organization is developed from the corporate image.
The identity perception as mentioned above includes the perception of attitudes,
sense, and personal impression that customers have on the organization, which
also covers products, services, and shop conditions. This perception can be realized through media, experience of using the services, or organization’s management in terms of products, employees, services, and activities, such as the
place and time that consumers can access or receive services conveniently.
Business administration generally depends on three parts: upstream, midstream, and downstream. However, for the image management of retail business
that focuses on having a large number of retail outlets, the downstream management is very important and quite difficult with several factors because it is
involved with a process of delivering products and services that directly meet the
needs of their consumers. For the downstream segment of the retail business,
there are several significant factors, such as the number of access channels, response at anytime and anywhere, products and services fully meeting the needs,
DOI: 10.4236/ojbm.2019.72061

893

Open Journal of Business and Management

S. Dokmaipum et al.

the price of products, the environment, product positioning, and most importantly, trained, professional, and service-minded personnel.
Retail business is classified as a downstream business that is handled by its
employees who need to work together at each given time for the receiving of job
assignment, shop management, product management, and customer management in various activities, such as finance, delivery of products, and fault recovery management. The process of doing activities in a retail store is shown in
Figure 1 below.
In the past, the traditional trade or retail business of Thailand was characterized by small grocery stores managed by their owner alone with less investment
and a variety of products were procured and sold through the middlemen (wholesalers). The displayed products were often randomly placed based on the convenience and habit of the store owners with no decoration for beauty or customer attraction. As a result, this type of business disappeared because it has
been replaced by modern and professional retail businesses with many branches
and better management systems, such as 7 - 11, Tesco Lotus, and Big C stores.
With a systematic management of both storefront and back office, including
stock management, efficient transportation management, and distribution centers, these professional retail businesses have been responded by many customers. Therefore, in the past two decades, the modern trade or retail business in
Thailand has been growing rapidly, especially in Bangkok and other main cities.
Moreover, with core identities of the stores, such as convenience, modernity,
quality and diversity of products, and coverage of services in all areas and times,
these modern retail stores can well meet the consumption habits of urban
households because their most costs of living are involved with consumer products that they need to buy normally and continuously as shown in Figure 2 below.
The modern trade or retail stores are divided into five categories: 1) department stores, 2) discount stores/hypermarkets/supercenters, 3) supermarkets, 4)
convenience stores/express stores/minimarts, and 5) specialty stores. The modern retail stores that are close to and reach a lot of consumers are small convenience stores where basic consumer products are sold and a number of services
are provided, such as coffee, ready-to-eat meals, and bakery, including financial
and payment services (counter services). With an ability to meet the needs of
urban people who are required to race against time, these convenience stores can

Figure 1. Activities to meet consumer needs at the retail business.
DOI: 10.4236/ojbm.2019.72061
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meet the needs of today’s people. In addition, they are often located in communities or places where consumers can easily pass and see them as well as their
branches have been continuously expanded and extended to the gas stations to
accommodate the purchasing power of the travelling people and surrounding
communities.
From Table 1, there were 15,325 convenience stores throughout the country
in 2016 that increased from 14,292 stores in 2015, representing 7.2 percent with
the expansion of investment in every product brand. The growth of these convenience stores thus means that the competition must be higher as well. Therefore, embedding the image and reputation of the organization into the minds of
consumers is an important factor in the business competition.
For convenience stores, their employees are organizational representatives
that are an important part of creating a corporate image for consumer perception because they need to interact with each other to communicate and exchange

Source: Business/Industrial Trend in 2017-2019 (Modern Retailers), Bank of Ayudhya.

Figure 2. Expected household expenditures in 2018-2019.
Table 1. Number of convenience store in Thailand.
Outlets

Retailers

2012

2013

2014

2015

2016

7-Eleven

6822

7429

8127

8727

9500

Lawson 108

600

540

531

446

498

Family Mart

764

1048

1060

1080

1130

Lotus Express

1071

1305

1421

1471

1477

Mini Big C

126

278

316

391

473

Tops Daily

119

15

24

51

75

Max Value

32

40

47

48

53

Other

2347

2341

2037

2078

2119

Total

11,881

12,996

13,563

14,292

15,325

Source: Krungsri Research Center.
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their demands. Hence, if the customers are positively interacted, both attitudes
and behaviors, it will create a good image of the organization. The personnel of
these convenience stores thus need to be trained to create awareness and recognition of their role and importance of communicating this image to customers.
In addition, they should have service quality [1], pay attention to meet the needs
of customers, ensure the security of product delivery and payments, and skillfully manage the products based on the environment of their stores and each group
of customers. Moreover, they must have the ability of fault recovery management [2]. These examples are all features that customers recognize and that are
integrated as corporate image of such a retail business. This means that the
training of the organization’s employees for this role is important to the image of
the retail stores. In addition to its importance to the competitive market, it is also part of building confidence for customers. Likewise, the researcher sees the
importance of the stores image that could excellently reflect both ability and efficiency of the corporate image management. Despite the fact that there are
number of previous research that have been done on this certain topic yet none
of them focus its research area in Asia (especially Thailand) Moreover, since the
research emphasizes on the strength of the existed successful retail stores management there is a high chance that the research could be beneficial for those
independently operated small retail stores in the near future.
Thereby, the following essay will be divided into six main parts as followed
Introduction, Literature Review, Research Methodology, Results, Discussion and
Conclusions and Future Research which will be discussed in details later on.

2. Literature Review
From the background and significance of the study, the researchers reviewed literature on the following relevant concepts and theories.

2.1. Corporate Image
Corporate image is a significant factor in the company’s survival, which shows a
positive relationship between the customer/consumer perspectives on the organization and the behavior of the organization. The image is a personal perception that may be different in each person. The image may not be a reflection of
the organization, but it is created by the recipients of personal or indirect experience. Thus, the image can change depending on the activities involved or on
the development of the organization. In addition, the image may differ from reality, but the organization may be able to direct it to what it wants. Corporate
image can be defined as what individuals or consumers perceive about the organization through the media or their direct or indirect experiences, such as
word of mouth from acquaintances becoming a sense, attitude, image, and confidence in the organization [3] [4].
To communicate a corporate image to consumers, the organization communicates it through corporate identity that aligns with its business goals and reDOI: 10.4236/ojbm.2019.72061
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sults in goals to be recognized and memorized. The retail business presents its
unique identities that results in a good corporate image. These identities consist
of:
1) Convenience
Convenience is important and is something consumers often consider for
their living today. Therefore, for retail stores where products and services are
sold and provided to the hurried consumers, the convenience is a key factor and
is what should be considered first, such as location or opening hours. Consumers are more likely to get into the services or make purchases in places that are
accessible and easy to visit. In addition, the duration of services is also one of the
factors in choosing the services [5].
2) Environment
Environment and atmosphere can influence the emotions and feelings of
people and are important in creating memory, experience, and image in the future. Many researchers state that the environment, atmosphere, shop design, and
smell and relaxation are important factors influencing demand and satisfaction
with products and services, attracting more customers, and increasing the opportunity to make decisions to buy or consider products for a longer period [6].
3) Product
Product quality is considered as an important part of enhancing the organization’s competitive advantage [7]. Consequently, product quality is a matter of
concern for the company. Quality is a complex and difficult concept [8]. At
present, there are a variety of meanings or perspectives towards the term “quality.” However, one of the most popular definitions was developed by David Garvin of the Harvard Business School (1984), which was mentioned in the article of
[9], where he offers the following dimensions of the quality:
• Performance or main functions of the product.
• Features or additional bells and whistles of the product.
• Conformance with standard or expansion of the design and use of users that
meet the established standard.
• Reliability or probability that the product will perform well and efficiently
over a specified period of time under the specified conditions of use.
• Durability or amount or duration of use that the customers will receive from
the product before its physical deterioration or until the product replacement
is satisfactory.
• Serviceability or speed, ability and courtesy of repairs.
• Aesthetics or how the product attracts our five senses.
• Customer perceived quality or customer perception of product quality according to company reputation.
In addition, according to Latif Atiyah, the quality products are an essential
foundation for customer satisfaction and loyalty as well as for middle-term and
long-term profitability [10]. Therefore, if the products meet the expectations of
the customers, they will be satisfied or will believe that the products are of acceptable or high quality [8].
DOI: 10.4236/ojbm.2019.72061
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4) Service
The success of businesses can arise from their good corporate image, which is
the result of the quality of standardized services provided by the organization
employees to their customers. In addition, the quality of standardized services is
considered one of the key factors in building a good image for such brand or organization. According to Wu, the corporate image is a whole perception of corporate branding in the customer memory that reflects their overall impression
[11]. The good image of the organization will result in them gaining competitive
advantage and value [12], including other factors or results, such as customer satisfaction with service quality, brand loyalty, or even willingness to return to the
products of the organization in the future [13] [14] [15].
Good serviced quality is one of the key factors in managing a business that is
widely discussed and covers both education and trade. Good service quality
means an overall impression of the customers and an assessment of the inferiority or superiority of the organizations in terms of their services [16]. Service
quality can be measured by comparing customers’ expectations with customer
perceptions of actual service performance [17] and the customers will develop a
sense during and after service period and compare their satisfaction according to
the criteria of services they have received.
Corporate image management, whether in terms of services, stores or products, is important [18] [19]. Good image influences attitudes and trust, motivates
satisfaction, and partly drives the decision-making and behavior of purchasing
products and services of the organization. Therefore, in order to create and
maintain the corporate image to remain, the organizations must build a strong
relationship with various components that promote their business, such as customers, people in the community, and related individuals. In addition, corporate
image also influences the behavior of stakeholders. Good corporate image has a
direct impact on the stakeholders and enhances the trend of attracting qualified
staff and profitability [20].

2.2. Store Image
From a consumer perspective, buying products may be not only just a demand
for such products, but it also is involved with the experience, sense, or other factors [21], including location, type of products, price, promotion, advertising, and
shop atmosphere, which all influence the purchasing behavior of consumers.
The image of the store can also help consumers distinguish it from other stores
[22]. The store image is an ingredient or a combination of tangible and intangible things, such as environment, product placement, impression, sense, design,
and atmosphere. Therefore, the businesses should understand and develop their
retail stores to most satisfy or attract the consumers. Researchers have given the
definition of store image as follows: Store image is a combination of features,
such as location, size, and duration of opening hours, the attractiveness of store
decoration, employee friendliness, and appreciation of services arising from
consumers’ perception [23]. It also includes the overviews and stories that cusDOI: 10.4236/ojbm.2019.72061
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tomers have in their mind, including their evaluations for selection of stores and
brands as well as prior perceptions and experiences about the different features
of the stores [24] [25]. It is possible to conclude that store image is an overview
of the customers’ experiences or perceptions of the store’s features, decoration,
duration, variety, or other things that affect the choice of the services.
A good store image can help retailers to have an appropriate marketing position
and competitive advantage and to differentiate themselves from other retailers.
More importantly, the image attached to the consumer’s mind is one of the key
marketing assets for the success of retail stores and contributes to the loyalty of
their stores as well [25]. Store image is therefore part of the corporate image.

3. Research Methodology
Primary data were obtained from ten convenience stores (samples) and from
observing the characteristics of each retail store in terms of their external environment and internal atmosphere, products, and service employees.
Qualitative data analysis was conducted for symbolic image and functional
image.
Quantitative data analysis was conducted by scoring each area (on a scale of
one to ten) and using descriptive statistics, K-mean division, and exploratory
factor analysis.
Hence this particular research is preminary study based with small samples
(of 10 convenience stores from different areas in Bangkok) have been conducted
where their results and extra information from the fact observing process (of the
different dimentions) are utilized. Ultimately, the satisfaction assessment will be
done based on the opinion of the 3 observers (customers) followed by the mean
finding process.

4. Results
4.1. Observation
According to the ten observation retail stores, the characteristics of each retail
store are as follows:
1) They are open 24 hours (temporal support).
2) Their cleanliness is shown in Table 2.
From Table 2, the convenience stores design their identities of hygiene and
cleanliness as well as focus on fault recovery management, such as dirty floor
with garbage. Six stores manage their cleanliness efficiently.
3) Their atmosphere is shown in Table 3.
From Table 3, the convenience stores design their identities of store layout,
allocation of spaces, and merchandising and display. For example, the layout of
their stores is designed as grid by placing the products in a long line with a corridor for customers who can walk and shop their desired products at a glance. In
addition, some stores use the lighting to enhance their service identity (24-hour
service), including the music and advertising to stimulate the enjoyment. Six
DOI: 10.4236/ojbm.2019.72061
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Table 2. Store Management in term of cleanliness.
Characteristic
Cleanliness

Description
Store 1

Floor is stained and dirty. Equipment for warming food is stained.

Store 2

The Floor is stained with black spots at some points.

Store 3

Outside and inside areas are clean.

Store 4

Outside and inside areas are clean.

Store 5

The Inside area is stained by products spilled on the floor (with fast
cleaning).

Store 6

Inside area is stained and dirty (no staff to clean and left for long) with
trash overflowing

Store 7

Inside area is stained by spilled products (with fast cleaning and slippery floor warning).

Store 8

Outside and inside areas are clean with no stain or dirt.

Store 9

Inside area is stained by spilled products with rubbish on the floor
(with fast cleaning).

Store 10 Inside area is dirty and stained by spilled products (with fast cleaning).

Table 3. Store Management in term of atmosphere.
Characteristic
Atmosphere

Description
Store 1

Store is small and old with narrow corridor. Inside light is bright.

Store 2

Store is large with wide service area and corridor.

Store 3

Store is bright and new with music and brand advertising.

Store 4

Store is bright and new with music and brand advertising.

Store 5

Store is bright and new with narrow service area and corridor. It is
quite cramped.

Store 6

Store is bright and new. Employees loudly shout and play all the time.

Store 7

Store is bright and new with wide service area and corridor. It is quite
cramped.

Store 8

Store is bright and new with wide service area and corridor, music, and
brand advertising, including many payment points.

Store 9

Store is bright and new with wide service area and corridor, music, and
advertising.

Store 10

Store is bright with narrow service area and corridor. When arranging
the products, the corridor is obstructed.

stores manage their atmosphere efficiently.
4) Their product is shown in Table 4.
From Table 4, the convenience stores design their identity of product variety
to meet the needs of their customers and the number of their products increases
based on spatial location. Therefore, the product identities of the convenience
stores consist of core identity, i.e. product variety, and additional identity, i.e.
products are offered based on spatial location; for example, stationery products
are offered near a school, cosmetics and ordinary drugs are offered near a hosDOI: 10.4236/ojbm.2019.72061
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pital, laundry service is offered in or near a condo, and offerings for monks are
offered near a temple. The management of products as an identity of the convenience store business in terms of spatial support is shown in Figure 3.
5) Their shelves are shown in Table 5.
From Table 5, the convenience stores design their identity of product placement on the shelves based on the physical characteristics of products; for example, beverage products, are placed near the storage room where the products can
be filled from the back of the refrigerator. In addition, the placement of products
on each level of the shelves is based on the adjacent department way; for example, ready-to-eat products are placed close to the drinks. Moreover, some products are placed at the point of purchase areas to increase the chances of impulse
purchasing. Three stores manage their products on the shelves efficiently.
6) Their employee are shown in Table 6.
Table 4. Store Management in term of products.
Characteristic
Products

Description
Store 1

There are many types of products and snacks.
Location: Community (front of a village)

Store 2

There are many types of products that are different from those of other stores, such
as neck pillow and blindfold.
Location: In a gas station

Store 3

There are many types of products with several redemption promotions.
Location: Community (fresh market)

Store 4

There are many types of products that are different from those of other branches,
such as fresh vegetable and fruits and freshly cooked foods (porridge, lava eggs, and
egg pans), including laundry service.
Location: Community (under a condo building)

Store 5

There are many types of products, especially ready-to-eat products (need to be
warmed by microwave oven), everyday small appliances, and cosmetics.
Location: In a hospital

Store 6

There are many types of products.
Location: Community and industrial factory

Store 7

There are many types of products that are different from those of other branches,
such as offerings for monks.
Location: Near a temple

Store 8

There are many types of products, including freshly cooked foods and breads.
Location: Silom (Soi Convent)

Store 9

There are many types of products, especially cosmetics and ordinary drugs.
Location: Salaya (near a hospital)

Store 10

There are many types of products, especially stationery.
Location: Thammasat University (Tha Prachan)

Figure 3. Product identity of convenience stores.
DOI: 10.4236/ojbm.2019.72061
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Table 5. Store Management in term of shelves.
Characteristic
Shelves

Description
Store 1 Product types and zones are clearly classified. Shelves are not full.
Store 2

Product types and zones are clearly classified. Shelves are full and in order
(brands are alternately placed).

Store 3

Product types and zones are clearly classified. Shelves are full and in order
(but products near their expiry dates are placed on the back).

Store 4

Product types and zones are clearly classified. Many points on the shelves
are empty.

Store 5

Product types and zones are clearly classified. Many points on the shelves
are empty.

Product types and zones are clearly classified. Many points on the shelves
are empty. Products are randomly and alternately placed (shampoos are
Store 6
placed with shower creams). Many products are placed on the payment
counter.
Product types and zones are clearly classified. Many points on the shelves
Store 7 are empty. Products are randomly placed. Many products are placed on the
payment counter.
Store 8

Product types and zones are clearly classified. Shelves are full and in order.
Promotion products are placed at a special area (redemption products).

Store 9

Product types and zones are clearly classified. Shelves are full and in order.
Promotion products are placed at a special area (redemption products).

Store 10

Product types and zones are clearly classified. Shelves are full and in order.
Promotion products are placed at a special area (redemption products).

Table 6. Store Management in term of employees.
Characteristic
Shelves

Description
Store 1 Small number (2 employees) who talk to each other all the time.
Store 2

Appropriate number (4 employees) who provide quick services and
suggest other products.

Large number (5 employees) who provide quick services, suggest other
Store 3 products, arrange the product frequently, and remember and greet their
customers.
Store 4

Appropriate number (3 - 4 employees) who provide quick services,
suggest other products, and remember and greet their customers.

Store 5 Large number (5 employees) who provide quick services.
Store 6

Appropriate number (4 employees) who talk to each other, give customers
a long wait, serve impatiently, and eat behind payment counter.

Store 7 Large number (6 employees) who provide quick and polite services.
Store 8 Large number (6 employees) who provide quick and polite services.

DOI: 10.4236/ojbm.2019.72061
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Large number (4 - 5 employees) who provide quick and polite services and
suggest other products, promotions, and discounts.

Store 10

Large number (4 - 5 employees) who provide quick and polite services and
suggest other products, promotions, and discounts.
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From Table 6, the convenience stores design their identity of employees based
on employee management, training, and customer services, such as food warming for customers. In addition, they reinforce customers to increase the opportunity to sell products with their words as a stimulus, such as persuading to buy
more product, suggesting promotion or redemption products, or providing
quick services. Eight stores manage their employees efficiently.
7) General customers of these stores may be those who live or work close to
the store locations or who pass the stores.

4.2. Data Analysis
The results of the data analysis from the scores of seven observations in all stores
grouped by K-Means (two groups) are shown in Figure 4.
Figure 4(a) and Figure 4(b) shows the scores of each group of stores classified by K-Means. The first group consists of 8 stores and the second group consists of 2 stores. The meaning in each item is as follows:
• Convenience: service duration and location.
• Cleanliness: clean areas, shelves, and equipment for services.
• Atmosphere: store layout, shelf area and atmosphere creation with light, colors and music.

Figure 4. Groups of stores with good and bad images.
DOI: 10.4236/ojbm.2019.72061
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• Product: products.
• Shelf: product placement of the shelves (orderliness) and classification of
products.
• Staff: employee who provide services and sell products in the stores.
• Customer: satisfaction of customers who come to the stores to buy products
or services.
According to the scoring based on consumer observations seven images of the
stores were clearly divided, i.e. eight stores had a good image as a whole and two
stores had a bad image as a whole. It may be concluded that 20 percent of the
convenience stores have poor image management at the downstream in terms of
cleanliness, atmosphere, and employees. Customers can experience directly and
it eventually becomes customer satisfaction in the end.

4.3. Factor Analysis
The results of the data analysis based on the factor analysis are shown in Table 7.
According to the factor analysis, the variables were divided into two factors:
first factor includes Shelf, Atmosphere, Staff, Cleanliness, and Convenience with
a weight of 0.888, 0.877, 0.781, 0.761, and 0.722, respectively, and second factor
includes Product and Customer with a weight of 0.951 and 0.775, respectively.
The first factor was named Storefront Management and the second factor was
named Product and Customer Management as shown in Figure 5.

5. Discussion and Conclusion
According to the results of this study, it can be summarized that the components
and characteristics of the retail stores in terms of convenience (service duration
and location), environment (cleanliness, product shelf layout and placement,
and atmosphere), product (variety and promotion), and quality services all have
a direct impact on corporate image, both positively and negatively, in the customer’s perception. Therefore, the store employees who work and contact with
their customers directly should be aware of their duties and appropriate store
Table 7. Factor analysis of seven variables.
Rotated Component Matrixa
Component

DOI: 10.4236/ojbm.2019.72061

1

2

Shelf

0.888

−0.062

Atmosphere

0.877

0.317

Staff

0.781

0.565

Cleanliness

0.761

0.515

Convenience

−0.722

0.392

Product

0.151

0.951

Customer

−0.01

0.775
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Figure 5. Metric model in the factor analysis of convenience store management at downstream.

management so that good and quality products and services are given to customers to obtain their expected experience and impression. According to Philip
T. Kotler and Kevin Lane Keller in their book, Marketing Management (14th
Edition), there are two factors that affect the quality and impression of the services: expected services and perceived services. Thus, if the organizations want to
build customer loyalty continuously, they must offer quality services to their
customers continuously as well as offer better services than the expectations of
consumers because it can eventually lead to customer satisfaction and impression [26]. As mentioned by researchers, such as Almendros, Crespo & Garcia,
and Del Barrio, a good presentation of products and services or a good customer
service can create a good image and is a very effective practice when compared
with the media campaigns presented by the company [27]. Therefore, the corporate image management of the convenience stores at the downstream is important for the satisfaction of customers who finally think of, visit and shop at
the stores frequently becoming the loyalty in the end [28] [29].

6. Future Research
Based on the results of this pilot study regarding corporate image communication through the store management process and the product and customer
management process operated by store employees, the future research should
investigate the employee management factors in various aspects, such as store
management, customer management, product management, and fault recovery
management, which will affect the ability of the store management to create
customer perception of corporate image.
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