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Abstract - A private label brand is known as manufactured product that a retailer buys from a seller or supplier, with the 
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paper will help in founding evolution and transformation of private labels. 
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I. INTRODUCTION 
 
This study will provide the analytical frame work to 
identify number of factors determining choices of 
youth concerning private label over manufacturer 
brands. It will be an in-depth investigation to 
anticipate loyalty among youths towards private label 
brands. The inspiration of this study is our youths, 
who were no longer loyal are now come up with the 
loyalty towards private label brands. The growth of 
private label brands in India presents an interesting 
opportunity for the retailer to understand the 
motivations of consumers behind choice of private 
label brands. In the past, private labels were primarily 
targeted to the poor. Today, while poor still buy 
private labels more often than other consumers, one 
observes even wealthy consumers purchasing store or 
private label brands. 
 

II. EVOLUTION OF PRIVATE LABEL 
BRANDS 
 
The power of individual retail organizations is 
growing; they are now comparable to and, in many 
cases, even larger than many manufacturers, even for 
global brands manufacturers, such as proctor and 
gamble, Sony or nestle. Thus manufacturers now 
depend on a few large retailers for a substantial share 
of their turnover. Retailers have started to embrace 
the concept of strategic marketing; they use strategic 
planning and position themselves relative to their 
competitors. Thus, the enormous buying volume of 
retailer’s only one source of its power base, certainly 
the most important, but other developments add to 
their power.  
 
As the retailing is growing, the value of private label 
is also growing with the national brands. In earlier 
days manufacturer brands made image in the people’s 
mind. But today as the consumer’s attitude changes, 
their demands also changes for the products and 
services with the concern of value for money. The 
definition of private label brand has changed with 
time.  

 
Private labels are brands owned by the retailers. The 
retailers put them in direct competition with the 
mainstream (manufacturers’) brands and develop 
them as their proprietary lines. A private label can be 
defined as a product / product line that is owned, 
controlled, merchandise, and sold, by a specific 
retailer/ retail chain in his / their own stores. Private 
label are also known as store brands.  Why have store 
brands become necessary: Over, the growth of store 
brands it has been a counter move to the increasing 
clout of the big manufacturer’ brands and the rising 
prices charged by them. Reasonable quality at 
affordable prices has been the general platform on 
which the store brands have prospered. There is a part 
of consumers who want to avoid loose/unpacked/ 
unbranded products and also dislike the high price 
tags of the big brands. These private labels have filled 
the need of these consumers. Consumers take these 
brands as they are cheaper, often by 20% or more, 
than the main stream ones. The retailers are also 
happy with these brands as they provide higher 
margin to them, often twice of the mainstream 
brands. The higher margins ultimately translate into 
improved sales and profits. Cost of retail space and 
man-power is on rise constantly, private labels 
provide retailers a cushion and help them keep a 
reasonable portion of the total margins for themselves 
and still be competitive. There is big benefit for them 
with their own labels as they are able to shift the trade 
equilibrium/power equation in their favor. In 
addition, the store brands also enhance the store 
image among the customers. 
 
Retails chains develop Private Labels/Store Brands: 
Indian retail scene has been witnessing, in recent 
times, a growth in store brands. The players 
appreciate that they cannot forever cling to low 
price/discounts as the sole strategy. They also 
appreciate the fact that they cannot endlessly keep 
squeezing a more margins out of the suppliers. They 
need their own brands capable of delivering attractive 
margins. They need to build such brands and create 
demand for them. The higher margins on private 
labels will allow them to offer lower prices. 
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Some retailers sell both the national brands and 
private label with the equal ratio (50:50). Now they 
offer their private label at 40% cheaper price. For ex: 
Shoppers Stop combine PL’s: MB’s (50:50). Its PL’s 
are Stop, 1090F, haute curry, I Jeanswear etc with the 
MB’s like Numero Uno, UCB, levis, lee etc.  PLB’s 
are now available in stores, because their comparable 
quality and designs at lower prices are making good 
revenue for the retailers in comparison to national 
brands. With the help of market research analysis it’s 
all becomes possible to have proper control over the 
new product development and in selling more and 
more store brands. 
Life stages of Private Label Brands evolution: 
Life stages of PLBs show the clear picture of 
evolution of the private label brands. Step by step 
image is as under below: 

 
Source:  Kumar, N., et. al. “Private Label Startegy” 
Harvard Business School Press 
 
Stage 1: Generic brands are those which are 
functional need of a consumer. So, retailers use to set 
its low prices to attract younger crowd. That’s called 
entry price for these store labels. 
Stage 2: knock off store labels are more than 
functional and available in good discounts. This 
category of store label attracts more of the younger 
consumers as they get identical designs and 
competitive material for the product which is 
functionally and qualitatively equivalent to higher 
priced merchandise. 
Stage 3:  Independent brands sells by its own because 
of the trust it developed in the minds earlier. 
Consumers are emotionally attached with these 
brands. Even the higher price of such brands doesn’t 
become obstacle in selling them. 
Stage 4: Independent brand- specific segment caters 
high end customers. These brands fulfill more 

emotional needs. So, retailers set their prices little 
higher for the premium quality products. 
 
III. TRANSFORMATION OF PRIVATE LABEL 
 
Traditionally, the image that private labels evoked 
was of white packages with the words toilet paper, 
beans, or laundry detergent embossed in plain black 
typeface on them, found somewhere at the bottom of 
store shelves. Private Labels compete on quality. Low 
quality private label still exists; there is no doubt 
about the quality improvement made in private labels. 
Consumer reports magazine ranked Winn- Dixie’s 
chocolate ice-cream ahead of Breyers, Wal-Mart’s 
Sam’s choice better than Tide detergent, & Kroger’s 
potato chips tastier than Ruffles & Pringles.  
Private Labels are brands 
Consumers want brands for quality assurance and 
emotional satisfaction they provide. Any product that 
is not brand will inherently have limited market 
appeal. However, brands do not necessarily have to 
be manufacturer brands. They can also be store 
brands. And this is what has happened over the last 
decade as retailers became bigger and more 
sophisticated and their private labels became more 
ubiquitous and successful. 
 
IV. WHY PRIVATE LABEL? 
 
Private label produces greater profits. Private label 
production consumes capital and valuable 
management time. While it is easy to make money, as 
manufacturer need not to fight for shelf space. One 
time planning and good management can yield more 
profits than fighting to get manufacturer brands in 
stores at higher cost. Most of the retailers are 
launching private labels to attain maximum gain at 
lowest cost as they feel, “If we won’t do it, our 
competitor will do it.”  

 
Benefits of Private Label 
Private label brands are manufactured for the 
wholesaling. But now a day’s these brands are most 
acceptable. 
1. Private branding create own unique image, which 

make an identity in market and promote a strong 
customer recognition and loyalty. 

2. In private labeling, there is more control over 
pricing, marketing, sales and distribution. 

3. Manufacturer by its own meets private label 
owner’s specifications, including product name, 
description, company’s logo and contact 
information. 

4. Private labels give customers what they want in 
terms of style easily available in stock, shipping 
etc. 

5. It is harder for competitors to match and price 
check similar products. 
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6. Private label are more profitable as these 
products are more cheaper to make than national 
brands 

7. In private labeling, consumers directly deal with 
suppliers and sources. 

8. In private branding there is rarely a competitor 
which brings the same brand against the retailer.  

 
V. INCREASING ACCEPTANCE OF PRIVATE 
LABELS 
 
Two out of three consumers around the world believe 
that “super markets own brands are a good alternative 
to other brands”. A good hike in consumer loyalty 
towards store brand results in decreased loyalty 
towards manufacturer brands. 
 
Retailers expect better bargaining power with their 
vendors, in turns better margins and control over their 
merchandise mix, customers get a wider range, better 
quality & good prices for the product. The growth of 
private label is directly linked to the growth of 
modern retailing. Retailers need to gain customer 
confidence in its offering so as to successfully 
introduce private labels. Private label’s share in the 
modern retail in India is about 7%, but it is as high as 
40% in European countries, and as low as less than 
1% in China. 
 
Private Label acceptance in India  
Over the last few years Indian retailing has seen lots 
of ups and downs. With the increase in organized 
retailing in India, sale of store brands or private labels 
is also increasing. Sale of private labels of major 
retail players like future group, Wal-Mart retail, 
Aditya Birla retail, Reliance retail, Hyper City etc 
offers store brands in their merchandise mix.  The 
private label market in India is currently estimated at 

Rs. 13 billion, which accounts for 10-12% of 
organized retail in India. Retailer such as pantaloon, 
Trent, Shoppers Stop & Spencer’s has increased 
focused on private label retailing. Private Labels 
constitute 90% of Trent’s, 80% of Reliance’s and 
75% of Pantaloon’s overall sales. Aditya Birla retail 
plans to increase the share of own brands in sales 
from the present 3% to 10% in the next 2-3 years. 
 
CONCLUSION 
 
Private label brands are manufactured for the 
wholesaling. But now a day’s these brands are most 
acceptable. Private branding create own unique 
image, which make an identity in market and promote 
a strong customer recognition and loyalty. In private 
labeling, there is more control over pricing, 
marketing, sales and distribution .Private labels give 
customers what they want in terms of style easily 
available in stock, shipping etc. Private label are more 
profitable as these products are cheaper to make than 
national brands 
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