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Abstract

During the last decade world has undergone many dramatic changes, 
one such change that change the lifestyle of the human kind is the 
change in the shopping patterns of the consumers regarding various 
products and services. There is a paradigm shift towards the purchase 
of private label brands than the national level brands. Successful 
differentiation of the private label brands has been achieved worldwide 
and further their impact in the seen the developed markets (Justin 
Beneke, 2010). Continuing with the same context this paper throws 
light on the potential emersion of private label brands in the growing 
world retail sector. As per RASCI, 2011 Indian retail industry is around 
16 trillion rupees. Due to the change in disposable income and 
purchasing power it is expected to grow 20 percent per annum.  This 
paper also attempts to study the future prospects of private label brand 
and discussed about the positive perception towards private label 
brand shared across the globe.
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Introduction

Definition of Private Label Brand

As per the definition given by Private Label Manufacturer’s 
Association (PLMA) “Private label products encompass all 
merchandise sold under a retailer’s brand. That brand can be the 
retailer’s own name or a name created exclusively by that retailer. In 
some cases, a retailer may belong to a wholesale group that owns the 
brands that are available only to the members of the group”.

The terminology “Private label brand” is often confused with store 
brand, manufacturer’s brand, distributor’s brand and national brand.

According to the American Marketing Association “Private Label 
brand” can be defined as follows:-

(Product Development definition) “A brand that is owned by the 
product's reseller rather than by its manufacturer. In rare instances, the 
reseller may be the manufacturer as well. The term is often associated 
with (1) advertised brand versus unadvertised brand (a private brand is 
most often unadvertised) and (2) national brand versus regional brand 
or local brand (a private brand is usually less than national). These 
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distinctions have become clouded by large retail and Premium store brands create additional value for the 
wholesale organizations which advertise their private customers. Usually their marketing mix is set in a away to 
brands and market them nationally and internationally”. support the superior brand image, e.g. by setting higher 

price than other branded products, advertising the product 
(Retailing definition) “A brand name or label name but rarely offering price promotions, placing the product on 
attached to or used in the marketing of a product other than eye-catching shelf positions, etc. 
by the product manufacturers, usually by a retailer”.

Value innovators’ goal is to offer best performance-price 
According to the American Marketing Association ratio deals to the customers. Usually this kind of brands are 
“Distributor’s brand” can be defined as follows:- very well balanced and based on a rational type of decision 

making -while there are some innovations introduced to the “A brand that is owned and controlled by a reseller 
customers, cost efficiency still remains the main objective (distributor) such as a retailer or a wholesaler, as opposed to 
of value innovators. There is a tendency of private label a brand owned by the manufacturer. The term applies only 
evolution while the generic private labels and copycat to the brand itself, not to the product or to its content. It is 
brands took a significant place on the market in “1980 – often called a private brand or private label, and is usually 
1990”, nowadays the value innovators and premium store not advertised heavily”.
brands can be found more often.

According to the American Marketing Association 
Private Label Brand in India“National brand” can be defined as follows:-

There is an alarming increase in the usage of the private “A brand that is marketed throughout a national market. It 
label brand products across the globe. It is much higher in contrasts with regional brand and local brand. It usually is 
the developed countries like Europe, North America and advertised and usually is owned by a manufacturer”. 
Australia. And this same trend is shifting towards the 

According to Kumar and Steenkamp (2007), the developing countries like India, China, Brazil etc. The vital 
classification of private labels can be done in four groups: growth drivers for the success of the private label brand are 
generics, copycats, premium store brands and value retail consolidation, expansion of the discount factor 
innovators. among retail industry and lack of presence of brand loyal 

consumers. Private label growth comes at the expense of 
Generic private labels are most often cover the basic 

small and medium size brands and its success is shown in 
functional (low involvement) product categories, such as 

commodity segment, high purchase categories and where 
paper towels, soft drinks, pet food, everyday canned foods, 

consumers seek very little differentiation among brands.
etc. They do not carry the name of the manufacturer or 
retailer and are mainly positioned at the lowest possible As per the Nielsen Global Private Label Report, a survey 
price. Generic private labels are low quality, undifferen- was conducted among more than 30,000 in 60 different 
tiated products, usually offered in one size and one variant countries. Some of the shared sentiments across the diverse 
only, less visible on the shelves, and rarely promoted. globe were:-
Moreover, usually their packaging is created of black 

• 71% of the respondents agreed that private label letters on a white background. 
quality has improved over the time.

Copycats are of quality close to branded manufacturer’s 
• 70% of the respondents said that they purchase private products and sold with a discount of usually 5% to 25% 

label to save money.compared to the brand leader. Very often copycat brands 
are produced intentionally to be as similar as possible to • 67% of the respondents believed that private label 
their branded counterparts (even in their packaging), and offers good value for money. 
that might confuse the customers. Therefore, copycat 
retailers are seen as the free-riders on the manufacturer’s • 62% of the respondents believed that buying private 
innovations, researches, product development processes label makes them feel like smart shoppers.
and image building. 
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Positive Perceptions For Private Label Are Shared Across The Globe
Percent of respondents who somewhat or strongly agree

Source: Nielsen Global Survey of Private Label, Q1 2014

Private-label Quality Is A Concern Among Brand-loyal Asians

Source: Nielsen Global Survey of Private Label, Q1 2014
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Conclusion and Suggestion the marketing activities of private label brands. Not only 
have these big retail players, various intermediaries of the 

As per the paradigm shift of consumers buying pattern 
supply chain had hugged potential to earn out from the 

from unorganized retail sector to organized retail sector, 
concept of private label brands.  

private label brands have paradigmly shifted from the “low 
cost alternative” to the “equivalent quality competitor” of Bibliography
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