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Abstract:  

Retailing is an important part of our day to day life and it has become highly competitive 

because every now and then new products are introduced in the market to meet the 

consumer needs. Just as known brands in the market, private label brands are also 

circulating in the Indian Retail Market with their own names. Private Label Brands are 

lower cost alternatives to known brands. This study aims to analyse the growth and 

prospects related to expansion of private label brands and to measure the consumer 

awareness. The study reflects that the awareness of the private label brands is moderate 

and it is gaining popularity among the consumers.   
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I. INTRODUCTION: 

In the era of highly competitive retail environment, consumers are provided with new 
choices and brands. The manufacturers face this competition too, there is a need to 
create new brands or improved products for consumers on a day to day basis. Private 
label brands that are lower in price compared to manufacturers brand are offered by the 
retailers with their own name. Such increased competition has set the consumers on 
burden to make decisions regarding which brands to purchase and which not to and at 
the same time putting pressure on the brand manufacturers and the retailers to manage 
their brands efficiently. Manufacturers of both national and international brand sense the 
impact of the amplified competition, which comes predominantly from the private label 
brands. 
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Retailing has become an intrinsic part of our daily life.  It is used to sell a product/ service 
to customers for their day-to-day needs. It matches individual demands of consumers 
with supplies of all the manufacturers. It also includes services offered at a parlour or 
restaurants. It does not compulsorily offers services through stores but through internet, 
social media, door-to-door visits, etc. Indian retail industry is one of the fast-paced 
industries because of the entry of several new players in the industry. 

Now-a-days, a large number of retailers are creating Private Label Brands in order to offer 
unique products for customers and control production supply chain.  

 

II. OBJECTIVES OF THE STUDY  

 To analyse the growth and prospects related to the expansion of Private Label Brands.  

 To measure the consumer’s level of awareness about Private Label Brands. 

 

III. REVIEW OF LITERATURE   

 

Journal of Retailing, volume 76(2) Rajeev Batra Indrajit Sinha Consumer level factors 

moderating the success of Private label brands PLB buying increases as the 

“consequences of making a purchasing mistake” declines. the degree to which the 

different brands in the category were perceived to vary in their quality. This suggests that 

the perceived consequences of making a purchase mistake are higher when the different 

brands in the category are seen as differing appreciably in quality  

 

The Role of Private Label Brands in enhancing service satisfaction in the hotel industry 

This research proposes private label branding as a strategy that can have a positive effect 

on guest satisfaction and loyalty in hotels that cater to travellers seeking a special hotel 

experience. 

  

EPRA 2019 Pritam Chattopadhyay A detailed study on the performance of Private label 

brands and revenue generation by organized retailers in India Current issues of the Indian 

retail industry, a brief overview of global retail industry, the hurdles faced by the industry 

are identified and finally challenges for the retail industry in Indian market.  

 

Journal of Competitiveness, 2018 Katarina Valaskova Jana Kliestikova Anna Krizanova 

Consumer perceptions of private label products: an empirical study The attitude of the 

consumer to private label products is  

 

Pacific Business Review International Volume 7 2015 Pushpendra Khandelwal Private 

Label Brands and Consumer Brand Consciousness This study has analyzed the correlation 

between buyer’s brand awareness and their inclination towards Private Label brand thus 

it could help retailers to design marketing strategies  in order to increase their sales 

revenue share through Private Label Brands  
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International Conference on Strategic Innovative Marketing 2014 N. Kakkosa, P. Trivellasb 

L. Sdroliasc Identifying Drivers of Purchase Intention for Private Label Brands. Preliminary 

Evidence from Greek Consumers The fact that customers’ intention to purchase PLs is 

primarily driven by perceptions of risk, social value and value for money. Perceived quality 

of PLs is not identified as a driver of purchase intentions The higher the brand awareness, 

meaning the more familiar one is with store brands, the greater the intention to buy such 

brands 

 

Journal of Marketing Theory and Practice 2008 Dngdae Lee Michael R. Hyman 

Hedonic/Functional Congruity Between Stores and Private Label Brands Private Label 

Brands should be considered as a brand extension. When hedonic/functional beliefs 

about a store and its PLB are congruent, the PLB is evaluated more favourably. Thus, more 

hedonic stores, such as department stores, should be more successful with hedonic PLBs. 

 

SIT Journal of Management Vol. 3. 2013 Samrat Chakraborty Private-Label Brands – A 

Literature Review the premium brands have built their brandimages over the years on the 

foundation of No. Special. November 2013. high level of customer-loyalty, occupying a 

prominent position in customers’ minds whereas private-label brands possess negative 

attitudes & unfavourable perceptions and there is a general tendency among the 

customers to avoid them. Though the retailers sell 

 

Australian Marketing Journal 2010 Paul C.S. Wu Gary YeongYuh Yeh Chieh-Ru Hsiao The 

effect of store image and service quality on brand image and purchase intention for 

private label brands the store image directly affects the purchase intention of PLB (H2), 

but not PLB image (H1); on the contrary, service quality directly affects the PLB image 

(H3), but not the purchase intension of PLB (H4 

 

HERSTEIN, Ram, SHAKED, Gilboa, EYAL, Gamliel, BERGER, Ron The Role of Private Label 

Brands in Enhancing Service Satisfaction in the Hotel Industry: Comparing Luxury and 

Boutique Hotels This research has illuminated the value of private brand labels and how 

it can drive customer satisfaction in the hotel sector, an area of research which is mainly 

unexamined. The results have contributed to the literature in private brand labels and 

hospitality management and have demonstrated that in hotels, the use Page | 30 of such 

private labels can further augment service satisfaction.  

 

Journal of Brand Management (2010) 17, 368 – 389. doi: 10.1057/b m.2009.3 3; published 

online 27 November 2009 2008 Michael R. Hyman Dennis A. Kopf Dongdae Lee Review of 

literature – Future research suggestions: Private label brands: Benefits, success factors 

and future research As the worldwide market share of private label brands (PLBs) 

increases, the importance of PLBrelated research increases. It focuses on the corpus of 

empirical and theoretical PLBrelated scholarly research from the past two decades.  
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Journal of Asian Finance, Economic s and Business Vol 8 No 2 (2021) 1063– 1070 2020 

Sanjeevni GANGWAN Meenu MATHUR Abeer ABDULAZIZ ALEESA Role of Consumer’s 

Social Risk Perceptions in Retailing Private Label Brands This study aimed to examine the 

role of consumer’s social risk perceptions in retailing private label brands (PLBs). Store 

image factor ‘Promotion’, exhibits a negative relationship with PLB social risk perception. 

‘Store Services’ does not exhibit any significant relationship with PLB Social Risk. 

 

Journal of Consumer Behaviour, J. Consumer Behav. (2013) 2013 PAURAV SHUKLA 

MADHUMITA BANERJEE2 PHANI TEJ ADIDAM3 The moderating influence of 

sociodemographic factors on the relationship between consumer psychographics The 

study provides substantive theoretical contributions and managerial implications on 

private label brands. the cautious use of price deals, vital and the attitude towards private 

label brands importance of display strategies targeted at specific customer groups and 

that retailers stand to gain much through psycho demographybased targeting strategies.  

 

International Journal of Business and Management 2016 Jayakrishnan S.1, Rekha D. 

Chikhalkar2 & Ranjan Chaudhuri Understanding the Role of Consumer Factors and Store 

Factors in Private Label Purchase Understanding the role of consumer preference for 

private labels or store brands in food category and the role of consumer and store factors 

in store brand purchase in this category.  

 

International Conference on 16Strategi c Innovative Mark18eti ng 2014 N. Kakkosa, P. 

Trivellasb , L. Sdroliasc Identifying Drivers of Purchase Intention for Private Label Brands. 

Preliminary Evidence from Greek Consumers The fact that customers’ intention to 

purchase PLs is primarily driven by perceptions of risk, social value and value for money. 

Perceived quality of PLs is not identified as a driver of purchase intentions The higher the 

brand awareness, meaning the more familiar one is with store brands, the greater the 

intention to buy such brands  

 

JOURNAL OF THE ACADEMY OF MARKETI 1998 Scot Burton ichard G. Netemeyer Judith A, 

Garretson A Scale for Measuring Attitude Toward Private Label Products and an The 

availability of private label brands within specific product classes or the purchase for self 

or PNG SCIENCE Examination of Its Psychological and Behavioral Correlates others, are 

viewed as moderators of a consumer's propensity to act on his or her relatively enduring 

attitude towards private label products. 

 

African Journal of Business Management Vol. 4(2), pp. 203-220 2010 Justin Beneke 

Consumer perceptions of private label brands within the retail grocery sector of South 

Africa The study serves to investigate the perceptions of fast moving private label brands 

in the South African grocery food sector.  
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Journal of retailing and consumer services 2018 Laurence Carsana Alain Jolibert Influence 

of Iconic, indexical cues and brand schematicity on perceived authenticity dimensions of 

private label brands Indexical cue such as a label enhanced consumers’ perceptions of 

integrity related to the PLB but not credibility.Retailers can enhance PLB perceived 

integrity by choosing a cobranding strategy with specific label. 

  

The International review of Retail Distributio n and consumer Research 2015 Mark S Glynn 

Tiza Wildlaja Private Label Personality: Applying brand personality to Private Label Brands 

The brand personality concept is relevant to PLBs and also offers some guidance for 

retailers. This study makes a number of contributions to the literature. First, the study 

investigates the complete Aaker brand personality scale in the context of a supermarket 

PLB.  

  

Journal of the academy of marketing Science 1998 Scot Burton A Scale for measuring 

attitude towards Private Label Products and an examination on its psychological and 

behavioural correlates Measuring the attitude of consumers towards Private Label Brands 

and also psychometric theories are assessed. The measure is positively related to value 

consciousness and shopper’s perceptions and negatively related to propensity to brand 

loyalty. 

 

Article in Marketing and Management 2020 Adi ALIC Merima CINJAREVIC The role of 

brand image in consumer-brand relationhips: similarities between national and private 

label brands The possible effect of brand image on consumer-based relationship 

constructs, namely brand loyalty and brand commitment. Furthermore, it evaluates these 

relationships in the light of customer behavior towards NBs and PLBs in the category of 

personal hygiene products.  

 

Article in European Management Journal Private label and manufacturer brand choice in 

a new competitive Reality: Strategic Decisions and the future of Brands the research 

findings provide significant insights to brand managers and have important implications 

for management practice. The results provide strategic directions for managers of 

different brand typologies to survive and flourish in the changing competitive reality. 

 

International Journal of Research in Marketing 1999 Indrajit Sinha Rajeev Batra The effect 

of consumer price consciousness on consumer label purchase 1.To explain the 

remarkable success and growth of Private label brands. 

 

Canadian centre of Science and education 2013 Yusuf Arslan Hayerettin Zengin Examining 

Percieved risk and its influence on Attitudes: A study on Private label consumers in Turkey 

1)To examine perceived risk and its impact on consumers’ attitude towards private label 

brands. Table no 1.1: Review of literature of published papers Page | 35 1.8.1 Literature 

Gap While going through the previous literature reviews it is seen that no study has been 
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done regarding the awareness of Private Label Brands and also the growth and prospects 

of Private Label Brands in the area Guwahati and Mangaldai. 

 

IV. RESEARCH METHODOLOGY:  

     Nature of the Study: The study is both primary and secondary in nature.  

     Primary Data- The primary data was collected with the help of structured schedule,  

     structured interview and Questionnaire from the respondents.  

     Secondary Data- The secondary data was collected with the help of published articles, 

books, published blogs, magazines, websites etc. 

     Periodicity of the Study: The study was conducted for a period of 4 months.  

Sampling Unit: Owners/Managers of Store. Sampling Tool: Non-probabilistic Snowball 

Sampling.  

Sample Size: 5 store managers and 150 customers.  

Tools of Data Collection: Questionnaire, Structured Schedule, Structured Interview.  

Tool of Analysis: Tables, Charts, Bar Diagrams, Pie Diagrams.  

Area of Study:  Kamrup (metro) and Mangaldai. 

 

V. LITERATURE GAP: 

 

While going through the previous literature reviews it is seen that no study has been done 

regarding the awareness of Private Label Brands and also the growth and prospects of 

Private Label Brands in the area Guwahati and Mangaldai. 

 

VI. PRIVATE LABEL BRANDS IN ASSAM 

Most retailers have built up their own in store brands/items known as private label 

brands. These private means the requirements of their objective clients and have been 

made not just by the considerable departmental and claim to fame stores, yet additionally 

by the basic need retail chains. 

Private labels have become an essential component of the e-commerce space worldwide. 

Earlier only niche private labels dominated the market. Now even mainstream e-

commerce players have launched their in-house brands. But why are e-commerce 

companies interested in private labels that fundamentally require more endurance and 

time as they are unknown to consumers. 
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VII. PROBLEMS OF PRIVATE LABEL BRANDS 

 

1. Attracting customers: 

Bringing customers back to the store will be one of the biggest challenges for at least the 

next few months. There will be change in the consumer behaviour and people might not 

want to step out of their houses and visit stores. One of the biggest strategies that offline 

retailers can adopt is to observe all safety measures and reassure their customers about 

the same. 

 

2. Retaining customers  

Another challenge that will be a major concern for offline retailers will be retaining 

customers. A shift in the consumer spend is already being witnessed and people are 

cutting down on leisure shopping. In such a situation, offering solutions to customers can 

help retailers close sales faster and tide over these difficult times when they are aiming 

to bounce back from the disruption caused by the pandemic. 

 

3. Keeping up with changing customer expectations 

With changes in customer behaviour, it is important for retailers to deliver what their 

customers expect, and to understand the same, the former should have access to valuable 

data insights. 

 

4. Encouraging digital and contactless payments 

Retailers must limit the use of cash and encourage digital and contactless payments. It is 

important for retailers to invest in technologies that can support them in acceptance of 

digital payments. 

 

5. Supply chain management  

There will be great disruptions in the supply chain management and retailers will have to 

repurpose their strategy to meet the demands of customers. The inventory and logistics 

need to be planned in a streamlined manner until businesses return to normalcy. 

 

6. Growing competition with name brands 

Globally in 2019, 65% of people believed that purchasing a store brand was a smart 

decision and a good alternative to name brands and that belief still holds true today. The 

old connotation of “you get what you pay for” has diminished because more consumers 

find store brand products to be higher quality items than expected. 

 

VIII. GROWTH DRIVERS PUSHING RETAILERS TO PRIVATE LABEL BRANDS 

There are certain strengths for the retailers to enter private labels space as follows:  

 

Access to Data – Retailers have access to exhaustive informative data to consumer 

purchases, preferences and behaviour. Retailers understand what goes into making a 

seller product. Retailers are in direct contact of consumers and understand their 

psychology, which gives them an edge over the retail brands. 
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Cost Competitiveness – As private labels have fewer distribution overheads, lesser 

number of intermediaries and negligible marketing cost, they are able to sell products at 

lower rates than their branded counterpart. Competitive rates of private labels in 

comparison to the retail brands make them attractive among the customers. 

  

Empowering Retailers – Earlier the market was driven by the brands. They were the 

decision makers. But emergence of private labels has enhanced the bargaining power of 

the retailer while negotiating with manufacturers and brands. 

  

Market Reach – Brands have their own customer base. With the popularity of multi-brand 

outlets, the retailers have a better customer base as they have already built their market 

presence across different retail formats and different geographies. With negligible 

customer acquisition and retention cost, the retailers have wide spread market reach for 

their private labels. 

  

Filling the Gap – Private labels are launched to fill gaps in the current product portfolio 

offered by the brands. With a better knowledge of consumer’s desires and purchasing 

insights, private labels focus on products as per the demand of the market. 

  

IX. DATA ANALYSIS & INTERPRETATION:  

Demographic Profile 

1. Age of the respondants: 

Age Responses in 

number 

Responses in 

percentage 

Below 20 years  25  16.7 

21-30 years 80 53.33 

31-40 years 15 10 

41-50 years 20 13.3 

Above 50 years 10 6.7 

Total 150 100 

 

Interpretation: In the above table and figure it is shown that most of the respondants 

were from 21-30 age group that is 53.3%. It can also be seen that the age groups ‘below 

20 years’,’31-40’,’41-50’ and ‘above 50 years’ have 16.7%, 10%, 13.3% and 6.7% 

respectively. 

2. Gender of the respondants: 

Gender No. of Responses(in 

number) 

No. of Responses (in 

percentage%) 

Female  106 70.6 

Male 44 29.3 

Total 150 100 
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Interpretation: In the above table and figure it shows that most of the respondents were 

Female i.e., it can be inferred that private label brands are preferred by women but it is 

seen that 29.3% of men in this sector. 

3. Educational Qualifications of the respondants: 

Educational 

Qualifications 

Responses in 

numbers 

Responses in 

percentage 

10th pass 15 10 

12th pass 23 15.3 

Graduate 72 48 

Post-graduate 39 28 

Others 1 0.7 

Total 150 100 

 

Interpretation: The above table and figure shows that near about half of the respondants 

i.e.48% were graduated, the others groups ‘10th pass’, ‘12th pass’, ‘post graduate’ and 

‘others’ were 10%, 15.3%, 26% and 0.7% respectively 

4. Marital Status: 

 

Marital Status In numbers In percentage 

Single  101 67.3 

Married 49 32.7 

Total 150 100 

 

Figure no 3.4: Marital status Interpretation: By the above table and figure it is seen that 

67.3% of the respondants were single and the rest i.e. 32.7% were married. 

5. Occupation: 

Occupation In numbers In percentage 

Student 78 52 

Self-employed 29 19.3 

Proffessional 20 13.3 

Housewife 16 10.7 

Retired 1 0.7 

Others 6 4 

Total 150 100 

 

Interpretation: In the above table and figure we can see that 52% were students, 19.3% 

were Self-employed, 13.3% were Professional, 10.7% were professional, 0.7% were 

retired and the rest falls in the others category. 
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6. Monthly Income: 

Monthly income In numbers In percentage 

None 84 56 

Below 10,000 14 9.3 

10000-20000 17 11.3 

20001-30000 13 8.7 

30001-40000 12 8 

40000- above 10 6.7 

Total 150 100 

 

Interpretation: In the above table and figure we can see that more than half of the 

respondants i.e. 56% do not have any monthly income, whereas, 9.3% respondants earn 

below 10,000, 11.3% earn 10,000- 20,000, 8.7% earn 20,001-30,000, 8 % earn 30,001-

40,000 and the rest earn 40,001-above. 

 

X. FINDINGS 

4.1 Findings: It is found that:  

• The PLBs faces a stiff competition with the known brands.  

• Some of them find difficulty to reach customers  

• They have risk of investment  

• They do not promote their products, instead they organize their products in the store 

itself in such a way that it is visible to customers.  

• The awareness about Private label brands is moderate.  

• They face difficulty in trust issues with their customers 

 

XI. SUGGESTIONS 

 

• Stores can make the package attractive, position the private labels in more visible places 

of the store and improve sales promotion activities.  

• Taste could improved and due care should be taken on the expiry date of the goods.  

• Packaging can be improved to reach more customers and attract them.  

• They can make posters and place it in such a place that it is visible to each and every 

customer who visits the store.  

• They also use a tagline like any other well known brands to promote and attract more 

customers.  

• They can use social media for creating awareness. 

• They can create small posters for awareness. 
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XII. CONCLUSION 

 

The study was undertaken to measure the level of awareness and also the growth of 

Private Label Brands. The products of private label brands are cheaper in comparison to 

known/ common brands. The awareness of the Private Label Brands are moderate and 

are increasing day by day. It is gaining popularity among the general public with a hope 

to grow more in future. They have covered a significant part of the retail industry in a 

positive way. 
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