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Streszczenie
Zachowania konsumentow wobec marek wlasnych sieci handlowych w kategorii
produktow zywnosciowych w wybranych krajach europejskich

Celem pracy byla analiza zachowan konsumentow wobec marek wilasnych sieci
handlowych produktow zywnosciowych w wybranych krajach europejskich tj. Polska,
Wielka Brytania i Hiszpania (Teneryfa). W pracy dokonano rowniez przegladu
zdrowotnych i pozazdrowotnych determinant zachowan konsumentéw wobec marki
wilasnej. W 2018 i 2020 roku zrealizowane zostaly dwa badania empiryczne CAWI
z wykorzystaniem kwestionariusza ankietowego kazdorazowo na prébie 500 dorostych
respondentdw z Polski, Wielkiej Brytanii oraz z Hiszpanii (Teneryfa). Przeprowadzono
rowniez systematyczny przeglad literatury za pomoca metody PRISMA w dwoch bazach
danych: Scopus i Web of Science wybierajac 44 artykuly. Na podstawie badan mozna
stwierdzi¢, ze cechy socjodemograficzne takie jak wiek czy dochody wplywaly na
czestotliwo$¢ wyboru produktéw zywnosciowych marek wiasnych, za$§ czynniki
nieekonomiczne, jak dostgpnos$¢ asortymentu, lepsza jakos¢, czy wizerunek produktowy
byly waznym elementem wyboru marek wilasnych. Glowne czynniki pozazdrowotne
wplywajace na zachowania konsumentow wobec produktow marek wiasnych to cena,
jakos¢, opakowanie oraz czgstotliwos$¢ zakupu produktow detalistow.

Stowa Kkluczowe: marka wlasna, zachowania konsumentéw, zdrowie, produkty
zywnos$ciowe, Polska, Wielka Brytania, Teneryfa

Summary
Consumer behavior towards private labels of retail chains in the category of food
products in selected European countries

The aim of the study was to analyze consumer behavior towards private labels of food
retail chains in selected European countries, i.e., Poland, United Kingdom, and Spain
(Tenerife). The paper also reviews health and non-health determinants of consumer
behavior towards private label. In 2018 and 2020, two empirical CAWI surveys using
a survey questionnaire were carried out each time on a sample of 500 adult respondents
from Poland, the United Kingdom and Spain (Tenerife). A systematic literature review
was also conducted using the PRISMA method in two databases: Scopus and Web of
Science selecting 44 articles. Based on the study, it can be concluded that
sociodemographic characteristics such as age and income influenced the frequency of
choosing private label products, while non-economic factors such as availability of
assortment, better quality, and product image were important elements in choosing
private labels. The main non-health factors influencing consumer behavior towards
private label products were price, quality, packaging, and frequency of purchase of
retailers' products

Keywords: private label, consumer behavior, health, food products, Poland, United
Kingdom, Tenerife
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WSTEP

Marki wiasne sieci handlowych sg we wspolczesnym $wiecie nieodlaczng czescia
handlu detalicznego i hurtowego. Poczatki jej istnienia siegaja Wielkiej Brytanii w XIX
wieku. W Polsce pierwsze marki wlasne zaczety pojawiac si¢ wraz ze zmiang gospodarki
z centralnie planowanej na wolnorynkowa po 1989 roku. Postrzeganie marek wiasnych
jako produktow porownywalnych, albo lepszych jakosciowo od marek wiodacych
producentéw rynkowych podlegato zmianie na przestrzeni lat, co wptyneto na trwatg
zmian¢ ich wizerunku. Zaczeto dostrzega¢ korzysci, gldwnie finansowe, z wyboru
produktow wytwarzanych specjalnie dla danej sieci sklepow. W XXI wieku waznym
wydarzeniem, ktore mialo wpltyw na rozwdj marek wilasnych byt kryzys gospodarczy
w latach 2008-2013. Trudna sytuacja finansowa determinowata wzrost popytu na marki
wilasne, cechujace si¢ nizszymi cenami w stosunku do produktow wiodacych na rynku.
Zmiana postrzegania marek wtasnych wptyneta na rozszerzenie ich asortymentu, w tym
wlaczenie produktdéw o naturalnym sktadzie, atrakcyjnym opakowaniu, wysokiej jakosci
przy zachowaniu nizszych cen. Ostatnie lata to dynamiczny rozwdj sektora produktow
ekologicznych oferowanych pod markami wtasnymi i marek premium.

W badaniach wlasnych realizowanych na potrzeby niniejszej pracy doktorskiej
analizowano zachowania konsumentow wobec marek wilasnych sieci handlowych
w wybranych krajach europejskich. Badania przeprowadzono w Polsce, Wielkiej
Brytanii oraz Hiszpanii (w autonomicznej spotecznosci Teneryfy), zwracajagc uwage na
czynniki wyboru, najczesciej wybierane kategorie produktowe 0raz ocen¢ zmian
produktéw marek wilasnych. Dokonano rdéwniez analizy pisSmiennictwa dotyczgcego
czynnikdw zdrowotnych i pozazdrowotnych determinujacych zakup marek wiasnych
przez konsumentéw. Sformulowano pie¢ hipotez badawczych, ktore podlegaty
weryfikacji podczas realizacji procesu badawczego.

Praca skilada si¢ z pigciu rozdziatdw. W rozdziale pierwszym przedstawiono
uzasadnienie wyboru problemu badawczego podjetego w ramach rozprawy doktorskiej,
W tym uzasadnienie wyboru tematu oraz dokonano krotkiego przegladu literatury na
temat marek wlasnych jako przedmiotu badan. Rozdziat drugi zawiera cel pracy, hipotezy
badawcze i zakres pracy. Kolejny rozdziat to material i metodyka badan przedstawiajacy
og6lng charakterystyke calo$ci procesu badawczego, metodyke poszczegdlnych badan,

w tym opis badania, charakterystyke badanej proby, wybranych narzedzi badawczych

13



I uzytych metod analizy statystycznej. Czwarty rozdzial prezentuje wyniki badan
wilasnych i ich omOwienie. Rozdziat piaty, ujety jako podsumowanie i wnioski, zawiera
weryfikacje hipotez badawczych, wnioski, stanowiace konkluzje procesu badawczego
oraz praktyczne zalecenia ogolne dla przedsigbiorstw dziatajacych w sektorze zywnosci

oraz handlu.
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I. UZASADNIENIE WYBORU PROBLEMU BADAWCZEGO

1.1. Uzasadnienie podjecia tematu pracy doktorskiej

W pracy analizowano zagadnienia dotyczace zachowan konsumentéw wobec
marek wilasnych sieci handlowych w kategorii produktow zywnos$ciowych w wybranych
krajach europejskich. Jest to istotny temat badawczy z kilku powoddw.

Po pierwsze, rynek marek wiasnych produktow zywnosciowych sieci handlowych
podlega intensywnemu rozwojowi, co przetozyto si¢ na wzrost wielkosci sprzedazy
izmiang ich postrzegania przez konsumentdw. Postrzeganie marek wlasnych
w poréwnaniu do marek producentéw jest waznym zagadnieniem o charakterze
teoretycznym i praktycznym ze wzglgdu na dynamiczne zmiany w sektorze handlu
detalicznego i hurtowego.

Po drugie, udzial marek wilasnych w sprzedazy produktéw szybko zbywalnych
rozni si¢ w zaleznosci od kraju Europy, co wskazuje na poziom rozwoju rynku i ewolucje
marek wilasnych na rynkach europejskich. Dlatego istotne jest poznanie motywow
wyboru marek witasnych, postrzegania ich oferty rynkowej oraz opinii konsumentow.

Po trzecie, dotychczasowe badania zachowan konsumentow wobec marek
wilasnych sieci handlowych koncentrowaty sie gldwnie na tradycyjnych aspektach, takich
jak: jakos$¢, cena, stosunek jakosci do ceny, dostgpnos¢ czy szeroko$¢ ich asortymentu
w danej sieci handlowej. Nie analizowano perspektywy czasowej zwigzanej z etapami
rozwoju marek wlasnych oraz poroOwnawczej migedzy rynkami roznych krajow
europejskich.

Po czwarte, rosnic $wiadomos$¢ konsumentow i zwigzane z tym postrzeganie
aspektow zdrowotnych produktow marek wiasnych, a takze spetnianie zasad
zrbwnowazonego rozwoju. Jest do konsekwencja rozwoju marek wlasnych w tzw.
czwartej generacji, ktorej produkty maja naturalny sktad, ekologiczne opakowanie, sa
przestrzegane przez pryzmat etycznych zasad produkcji i zrOwnowazonego rozwoju.

Po piate, w literaturze przedmiotu brak jest badan porownawczych odnoszacych
si¢ do zachowan konsumenckich wobec marek wilasnych produktow zywnosciowych
w Europie. Dostepne opracowania przeprowadzane s3 w roznych zakresach i1 na r6znych
populacjach, nie zawieraja analizy pordownawczej 1 syntezy wskazujacej na etap rozwoju

marek wiasnych.
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1.2. Identyfikacja marek wlasnych jako przedmiotu badan

Stowarzyszenie Wytworcow Marek Wiasnych (Private Label Manufacturers
Association, PLMA) zdefiniowalo marke wilasng jako produkty sprzedawane pod marka
danego detalisty (Private Label Market (PLMA), 2020). Oznacza to, ze pod pojeciem
marki wlasnej rozumiane sg produkty sprzedawane przez detalistow 1 innych
uczestnikow  lancucha dystrybucji  (Keller, 2011), oznakowane informacja
,wyprodukowano dla...”, badz opatrzone logo sieci handlowej lub marka handlowa.
Marka wlasna stanowi podstawe pozycjonowania oferty sieci handlowej oraz element
odrozniajacy sie¢ od konkurencji. Komunikuje klientom, iz produkt opatrzony znakiem
towarowym detalisty jest dostepny we wszystkich placowkach danej sieci handlowej
(Domanski, 2001). Pierwsze marki wlasne wprowadzone zostaty w 1869 roku przez
brytyjska sie¢ handlu detalicznego Sainsbury’s, lecz dynamiczny ich rozwoj w Krajach
Europy Zachodniej datuje si¢ na lata 70. XX wieku. Decyzje zakupowe konsumentow
zdeterminowane  zostaly poszukiwaniem tanszych produktow w pordwnaniu
Z produktami dostepnymi pod markami producentéw. Dopiero rozwoéj globalny (np.
konsolidacja takich sieci jak Walmart czy Ikea) skutkowat poprawg jako$ci produktow
opatrzonych markami wiasnymi (Amrouche, Rhouma and Zaccour, 2014). Na lata 80.
XX wieku datowany jest kolejny etap rozwoju marek wiasnych na skutek intensyfikacji
dziatan konkurencyjnych migdzy dyskontami. Dane AC Nielsen z 1982 roku wskazuja
na roznice cen miedzy produktami dostepnymi pod markami detalistow a produktami
opatrzonymi markami producentéw na poziomie 47% (Paché, 2007). Ostatnie 20-25 lat
cechuje roznicowanie si¢ marek wlasnych. Europejskie sieci detaliczne stosowaty w tym
okresie dwie strategie. Jedng z nich byta strategia niskich cen majaca na celu zaspokojenie
potrzeb grup konsumentow o0 najnizszej sile nabywczej, drugg natomiast strategia
zroznicowania odnoszgca si¢ do oferowania produktéw o0 zrdéznicowanym poziomie
jakosciowym (GoOrska-Warsewicz, Czeczotko and Kudlinska-Chylak, 2018). Dla
realizacji pierwszej strategii przedsigbiorstwa wykorzystywaty tzw. quasi marki. Do ich
zalet zaliczy¢ nalezy m.in. znaczaco nizsze ceny w poroéwnaniu z markami producentow.
Determinowalo to ograniczone podejscie do niektorych kategorii produktowych
niezréznicowanych pod wzgledem asortymentowym 1 sprzedawanych w iloSciach
zapewniajacych satysfakcjonujacy zysk (Sansone, Bruni and Colamatteo, 2017). Taka
strategi¢ obserwowano na przestrzeni kilkudziesieciu lat w przedsiebiorstwach
handlowych w poczatkowym okresie istnienia marek wlasnych na rynku w Niemczech

I Austrii, takze w innych krajach. Druga strategia — Stanowiaca jednoczesnie kolejny etap
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rozwoju marek wlasnych — implikowala rozw6j marek grupowych i marek typu premium.
Wigazalo si¢ to z oferowaniem pod markami wlasnymi produktéw tzw. wzbogaconych,
t]. z dodatkowymi funkcjonalnymi korzys$ciami dla konsumentéw. Ten etap nastgpowat
po przebyciu tzw. pierwszego okresu istnienia marek wlasnych w danym kraju (Kumar
N. and Steenkamp J., 2007).

Analizujgc strategie sieci detalicznych wobec marek wlasnych wyr6zni¢ mozna ich
cztery generacje. Pierwsza z nich charakteryzowala si¢ produktami podstawowymi,
0 nazwach generycznych. Gléwnag silg tych produktow byta stosunkowo niska jakos¢
I niska cena, znacznie nizsza niz w przypadku marek producentow. Produkty te byty
wysoce rentowne ze wzgledu na niskie koszty produkcji. Druga generacja odnosita si¢ do
marek wlasnych lub "quasi- marek", ktore posiadaty nazwe sieci handlowej, byty sredniej
jakosci 1 postrzegane jako gorsze od produktéw pod markami producentow. Wyrdzniaty
si¢ opakowaniem, przy jakosci nizszej w porownaniu do produktéw dostgpnych pod
markami liderow rynkowych. Oferowano je w cenach o ok. 10-20% nizszych od $rednich,
co stanowilo wazny czynnik determinujgcy wybory konsumentéw (Laaksonen and
Reynolds, 1994). Trzecia generacja marek wlasnych miata swoje nazwy analogicznie do
istniejagcych produktow marek producenckich. Cena tych produktéw byta o ok. 5-10%
nizsza od produktdw wytwarzanych przez liderow rynku. Byly one podobne do
wiodacych marek pod wzgledem ceny i jakosci, ktore stanowity kluczowe czynniki
wyboru. Czwarta generacja marek wilasnych to produkty wykorzystujace innowacyjne
I zr6znicowane technologie. Posiadajg marki wilasne zroznicowane w zalezno$ci od
kategorii produktowych. Celem ich promocji jest zwigkszenie grup konsumentéw oraz
poprawa wizerunku sieci detalicznych. Ich jako$¢ jest postrzegana jako taka sama lub
wyzsza od marek wiodacych producentéw, a cena jest porownywalna z marka wiodaca
lub wyzsza. Produkty te zazwyczaj nie konkuruja cenag, lecz jakoscig 1 cechami
funkcjonalnymi (Laaksonen and Reynolds, 1994). Czwarta generacja marek wlasnych
jest obecnie rozwijana w kierunku produktow zréwnowazonych, wpisujacych sie
W dziatania zrownowazonego rozwoju i spolecznej odpowiedzialnosci biznesu (Michel
et al., 2020). Na przestrzeni lat marki wlasne ewoluowaly w wyniku rozwoju sieci
handlowych (Cuneo et al., 2015) oraz zmian w preferencjach konsumentéw (Cyran,
2016). Wszystkie te dzialania mialy na celu poprawe i wzmocnienie wizerunku marek
wilasnych (GOmez-Suarez and Martinez-Ruiz, 2016), budowe ich tozsamosci i tworzenie

trwalej osobowosci (Bozhinova, 2013).
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Rynek polski podlegat zmianom w postrzeganiu marek wiasnych. Pierwsze marki
wlasne pojawity sie w Polsce w II potowie lat 90. i odnosity si¢ do wybranych produktow
zywnos$ciowych o dlugim terminie przydatnosci do spozycia. Poczatkowo byty to marki
tzw. pierwszej ceny, plasowane w najnizszych segmentach jakosciowo-cenowych.
Roznicowanie si¢ marek wlasnych w Polsce datowane jest na lata 2004-2010, jednak
zmiany w postrzeganiu jakosci produktéw dostepnych pod markami wilasnymi
nastepowaly z opo6znieniem (Gorska-Warsewicz and Pataszewska-Reindl, 2002).
Przyktadowo w badaniach przeprowadzonych w 2008 roku wskazano na niska jako$¢
produktow dostgpnych pod markami wlasnymi oraz ich nieznane pochodzenie (The
Nielsen Company, 2010). Grupami asortymentowymi o najwickszym potencjale
W obszarze marek wlasnych pozostawaly od momentu ich wprowadzenia na rynek
produkty podstawowe, tj. maka, olej, papier toaletowy, a ponadto produkty codziennego
uzytku, tj. nabiat, stodycze, napoje. Opakowania tego typu produktéw postrzegano jako
mato atrakcyjne, uzywajac okreslenia ,,zastepcze”. Kolejne lata cechowaly si¢ poprawg
jakosci produktow oferowanych pod markami wilasnymi, co mozna tlumaczy¢
réznicowaniem si¢ asortymentu (Gorska-Warsewicz and Czeczotko, 2017). Bazujac na
wynikach badan z 2014 roku (Majewska, 2014), zidentyfikowa¢ mozna wyst¢powanie
marek wlasnych o lepszej 1 gorszej jakosci (89% odpowiedzi). Wiekszos¢ z kupujacych
(73%) wykazala pozytywne skojarzenia z produktami marek wiasnych. Jednoczesnie
wskazano na marki wilasne cechujace si¢ korzystng relacja jakosci do ceny (64%) oraz
atrakcyjng ceng (83%). Dla mniej niz potowy konsumentéw marki wiasne kojarzyty si¢
z produktami tanszymi (40%), $rednig lub zlg jakoscia (21%) oraz niska i atrakcyjng ceng
(21%). Rozwoj marek wilasnych i dalsze réznicowanie si¢ asortymentu determinowato
konieczno$¢ wujednolicenia nazewnictwa 1 przyjetych strategii pozycjonowania.
Konsumenci postrzegali marki producentéw jako bardziej znane, ale jednocze$nie
drozsze niz marki sieci handlowych. Prawie 40% respondentow wskazata, ze nie warto
wydawa¢ wigkszych kwot pieniedzy na produkty codziennego uzytku znanych
producentéw, skoro sieci handlowe oferuja produkty pod markami wlasnymi
0 porownywalnej jakosci (ARC Rynek i Opinia, 2015). Podobne wnioski wyciagnigto
Z badania przeprowadzonego w lipcu 2016 roku. Zidentyfikowano cen¢ jako
najwazniejszy czynnik przekonujacy konsumentow do dokonywania zakupow
produktow marek wiasnych. Jednocze$nie 74% badanych uwazato, ze produkty marek
wlasnych sg tansze od markowych pierwowzoréw lub cechuja si¢ korzystniejszg relacja

ceny do jako$ci (Handel detaliczny produktami marek wtasnych w Polsce 2016 Analiza
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rynku i prognozy rozwoju na lata 2016-2021., 2016). Jako$¢ produktow, jak wykazaty
badania Nielsena z 2019, staje si¢ coraz wazniejszym czynnikiem wyboru marek
detalistow. Juz 44% konsumentow zadeklarowato, ze wybiera produkty marek wiasnych.
Siedem lat wczesniej, w podobnym badaniu, twierdzita tak zaledwie 1/3 badanych.
Wynikalo to z trendu wprowadzania asortymentu typu premium dla marek wiasnych, co
przetozylo sie na wzrost jakosci produktow (Nielsen Company, 2020).

Udzial marek wlasnych w sprzedazy produktow szybko zbywalnych jest
zroznicowany w zaleznoSci od rynku. Przykltadowo w Hiszpanii ksztattuje sig
na poziomie okoto 50% (dane na rok 2021), zas w Wielkiej Brytanii - okoto 47% (Private
Label Market (PLMA), 2020). Raport IRi z 2018 roku wskazal, ze Wielka Brytania
cechuje si¢ najwyzszym udzialem marek wiasnych w Europie (52,5%) tacznie z dodatnig
dynamikg wzrostu tego rynku (+1,0%). Dla innych krajow Europy Zachodniej wskaznik
ten przybieral warto$¢ okoto 0% lub ujemng (Abotorabi, 2018). W Polsce dynamika
rynku w 2018 roku uksztattowata si¢ na poziomie +5,9%, w kolejnym roku utrzymujac
si¢ na dodatnim poziomie (+6,8% w 2017). Wskazuje to na rozwdj marek wiasnych,
w 2018 roku udziat rynkowy wyniost 31%, a wartos¢ sprzedazy 34 mld zt. Wedlug
prognoz do 2021 roku przekroczy 40 mld zt (PMR Market Experts, 2019). Wysoki udziat
rynkowy marek wilasnych determinowany jest zmieniajagcymi si¢ trendami
konsumenckimi oraz strategiami sieci handlowych. Podejmowane dziatania odnosza si¢
do przyjecia strategii analogicznych jak przedsi¢biorstwa produkcyjne z sektora
zywnos$ci. Jednocze$nie zmianom ulegaja strategie wizerunkowe w kierunku
pozycjonowania marek wiasnych jako marek premium. Ma to odzwierciedlenie
w postrzeganiu produktéw detalistow przez konsumentéw. Wedtug raportu Nielsena
z 2020 roku, cena jest nadal istotnym czynnikiem wyboru produktéw marek wtasnych,
ale coraz bardziej liczy si¢ jako$¢ produktow. Znaczenie ceny ulega zmniejszeniu i tylko
dla potowy konsumentdéw cena jest obecnie jedynym czynnikiem zakupu. Inny trend
obserwowany jest w przypadku jakosci. Okoto 1/3 konsumentéw postrzega jakos¢
produktow marek wiasnych porownywalnie do produktow producentow (Marki wltasne
szybko reagujq na najnowsze trendy. Sieci wykorzystaly pandemie, 2020). Swiadczy to
0 znaczacym rozwoju marek wilasnych w Polsce w wyniku wzrostu zaufania
konsumentow i ciggtego doskonalenia oferty sprzedawcéw detalicznych (PMR Market
Experts, 2019). Strategie sieci handlowych, zwlaszcza dyskontow, koncentruja si¢ na
roéznicowaniu przyjmujac rozwigzania obserwowane w sieciach super- i hipermarketow

(Czeczotko et al., 2018).
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Zaobserwowano ewolucj¢ postrzegania marek wlasnych przez zmiang relacji cena-
jakos$¢, rodzaje produktoéw i ich zréznicowanie. Badacze handlu przedstawiajg trzy typy
marek wiasnych (private labels, PLs): marki wiasne niskiej jakosci, tzw. ekonomiczne
(economy PLs), marki witasne standardowe, tzw. $redniej jakosci (standard PLS) oraz
marki wlasne najwyzszej jakosci, tzw. premium (premium PLs) (Geyskens, Gielens and
Gijsbrechts, 2010). Waznym etapem w rozwoju marek wilasnych bylo wprowadzenie
kategorii premium pozycjonowanej w wyzszych segmentach cenowo-jakosciowych
(Vroegrijk, Gijsbrechts and Campo, 2016). Czwarta generacja produktow detalistow
rozwijana w kierunku zrownowazonych produktow buduje wséroéd konsumentow
$wiadomos$¢ ekologiczng, spoteczng izdrowotng (Gomez-Suéarez and Martinez-Ruiz,
2016; Michel et al., 2020). Wsrod dodatkowych dziatan wdrazanych przed detalistow
nalezy wymieni¢: redukcj¢ opakowan i tworzyw sztucznych (Hiszpania, Niemcy, Wielka
Brytania, Francja, Holandia, Polska), odpadoéw zywnosciowych (Wielka Brytania,
Hiszpania, Francja, Wlochy), zmniejszenie spozycia migsa (Niemcy, Holandia) oraz
wprowadzanie alternatywnych srodkow transportu (Michel et al., 2020). Wszystkie te
dziatania majg na celu poprawe¢ i wzmocnienie wizerunku marek wiasnych (Gomez-
Suarez and Martinez-Ruiz, 2016), budowanie ich tozsamosci i tworzenie trwalej

osobowosci (Bozhinova, 2013).
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Il. CEL PRACY, HIPOTEZY BADAWCZE | ZAKRES PRACY

2.1. Cel pracy

Celem pracy byla identyfikacja zachowan konsumentéw wobec marek wlasnych

sieci handlowych produktow zywnosciowych ze szczeg6lnym uwzglednieniem

wybranych krajow europejskich tj. Polska, Wielka Brytania i Hiszpania (Teneryfa).

Badano percepcje marek wiasnych podczas pandemii COVID-19, a takze ich rozwdj

w kierunku marek wlasnych zrownowazonych. Ponadto dokonano przegladu aspektow

zdrowotnych w obszarze zachowan konsumentow wobec asortymentu marek wiasnych

oraz glownych czynnikow wptywajacych na ich wybor.

2.2. Zakres pracy

Zakresem pracy objeto:

Przeglad literatury w zakresie zachowan konsumenckich wobec marek wlasnych
produktow zywnosciowych sieci handlowych, determinant wyboru, oceny
asortymentu, warto$ci sprzedazy oraz udziatu rynkowego marek wiasnych w Polsce
i wybranych krajach Europy;

Charakterystyke polskich, brytyjskich i hiszpanskich konsumentow nabywajacych
produkty dostepne pod markami wilasnymi pod katem cech spoteczno-
ekonomicznych;

Analiz¢ czestotliwosci i motywdw zakupu produktow zywnosciowych marek
wiasnych,

Poznanie opinii konsumentoéw w zakresie rozwoju produktow marek wiasnych, w tym
oceng Kierunku ich rozwoju w kierunku marek zréwnowazonych,

Oszacowanie dhugos$ci okresu nabywania produktéw dostgpnych pod markami
wiasnymi w krajach podlegajacych badaniu,

Identyfikacje zdrowotnych i pozazdrowotnych czynnikow determinujacych
zachowania konsumentow wobec produktow marek wiasnych,

Oceng stopnia rozwoju marek wiasnych w krajach podlegajacych badaniu.
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2.3. Hipotezy badawcze
Dla realizacji ww. celu badawczego sformutowano nast¢pujace hipotezy:

e H1. Dlugos¢ okresu zakupu produktow marek wilasnych sieci handlowych dla
produktow zywnosciowych jest zalezny od momentu ich wprowadzenia i aktualnego
etapu ich rozwoju w danym Kraju.

e H2. Czgstotliwos¢ 1 wybor grup produktow zywnosciowych marek wiasnych zalezy
od cech socjodemograficznych, takich jak wiek czy dochody.

e H3. Zachowania konsumenckie wobec marek wtasnych produktéw zywnosciowych
sg determinowane przez czynniki ekonomiczne, lecz cena nie jest jedynym kryterium
wyboru.

e H4. Konsumenci dostrzegaja zmiany w produktach marek wlasnych, glownie
w kontekscie zrownowazonego rozwoju, systemu produkcji czy produkcji przyjazne;j
srodowisku.

e Hb5. Czynniki zdrowotne wptywaja na wybor marek wiasnych sieci handlowych
przed konsumentow, w tym systemy znakowania zywno$ci na produktach

detalistow.
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I11. MATERIAL I METODYKA BADAN

3.1 Ogolna charakterystyka procesu badawczego

Proces badawczy realizowany dla potrzeb niniejszej pracy doktorskiej zostat
podzielony na cztery etapy (ryc. 1). Pierwszym etapem byt przeglad literatury, bedacy
podstawa do analizy znaczenia marek wilasnych, glownych czynnikow ich wyboru,
wartosci sprzedazy oraz udzialu rynkowego marek wiasnych w Polsce i krajach Europy.
Nastepnie przeprowadzono badania pierwotne, zaprojektowane na podstawie obserwacji
rynku, wczesniejszego przegladu literatury i motywacji poznania zachowan
konsumentéw. Drugim etapem procesu badawczego bylo przeprowadzenie pierwszego
badania pierwotnego dla poréwnania uwarunkowan konsumenckich wobec marek
wiasnych w Polsce i Wielkiej Brytanii, czyli w dwoch odmiennych krajach, w kontekscie
rozwoju marek wiasnych. Trzeci etap stanowito poglebienie wiedzy nt. zachowan
konsumentow Teneryfy, najwiekszej z Wysp Kanaryjskich, nalezacej do Hiszpanii.
Badanie zostalo zrealizowane w czasie pandemii COVID-19, co pozwolito na poznanie
czynnikow wyboru oraz opinii w zakresie marek wtasnych w tym okresie. Ponadto wybor
Teneryfy jako najwigkszej w Europie autonomicznej spotecznos$ci pozwolit na poznanie
zachowan konsumentow w tak specyficznym srodowisku. Ostatni etap stanowil realizacje
systematycznego przegladu literatury metodg PRISMA, dla poznania zdrowotnych oraz
pozazdrowotnych czynnikow wyboru marek wiasnych. Po przeprowadzeniu analizy,
wybrano ostatecznie 44 artykuly do szerszego oméwienia. Calo$¢ stanowi podstawe do
realizacji rozprawy doktorskiej, ktorej tematem sa zachowania konsumentéw wobec
marek wlasnych sieci handlowych w kategorii produktow zywnos$ciowych w wybranych

krajach europejskich.

Badania Badanie Badanie Badanie

wtdrne pierwotne | Ppierwotne nr3

ETAP I nril nr2 ETAP IV
ETAP II ETAP 111

Rycina 1. Schemat procesu badawczego rozprawy doktorskiej

Szczegolowy opis etapow procesu badawczego jest nastgpujacy:
Etap I: Badanie wtdrne - przeglad literatury w zakresie zachowan konsumenckich wobec

marek wlasnych produktéw zywno$ciowych sieci handlowych, determinant wyboru,
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oceny asortymentu oraz warto$ci sprzedazy i udzialu rynkowego marek wilasnych

w Polsce i krajach Europy;

Etap I1: Badanie pierwotne nr 1 nt. Porownanie konsumenckich uwarunkowan rozwoju

marki witasnej w Polsce i Wielkiej Brytanii, obejmuje nast¢pujace dzialania:

Opracowanie metodyki i narzedzia badawczego (badanie ankietowe ze
wspomaganiem komputerowym, CAWI) oraz tlumaczenie kwestionariusza na jezyk
angielski,

Pozyskanie zgody Komisji Etyki Badan Naukowych przy Wydziale Nauk o Zywieniu
Cztowieka i Konsumpcji Instytutu Nauk o Zywieniu Czlowieka na przeprowadzenie
badan,

Pozyskanie finansowania na realizacje badania nr 1 w ramach wewngtrznego trybu
konkursowego dla uczestnika studiow doktoranckich w 2017 roku,

Realizacja badania nr 1 nt. zachowan zakupowych wobec marek wiasnych produktow
zywnosciowych wérdd konsumentow w Polsce 1 Wielkiej Brytanii,

Analiza statystyczna materialu empirycznego oraz przygotowanie publikacji nr 1:
Poréwnanie uwarunkowan rozwoju marek wiasnych w Polsce i Wielkiej Brytanii ze

szczegbdlnym uwzglednieniem zachowan konsumenckich;

Etap I11: Badanie pierwotne nr 2 nt. Zachowania konsumentéow wobec marek wiasnych

produktow zZywnosciowych wsréd autonomicznej spotecznosci Teneryfy (Hiszpania),
obejmuje nastgpujace dziatania:

Zakwalifikowanie si¢ do udzialu w 2-tygodniowym stazu naukowym w Hiszpanii
(Teneryfa) - luty 2020 roku,

Opracowanie  metodyki i narzedzia badawczego (badanie  ankietowe
ze wspomaganiem komputerowym, CAWI) oraz tlumaczenic kwestionariusza
na jezyk hiszpanski,

Pozyskanie zgody Komisji Etyki Badan Naukowych Instytutu Nauk o Zywieniu
Czlowieka na przeprowadzenie badan,

Zmiana koncepcji badania z powodu wybuchu pandemii COVID-19 i skierowanie
szczegOlne] uwagi na zachowania konsumentéw wobec marek wlasnych sieci
handlowych podczas trwania pandemii na Teneryfie,

Realizacja badania nr 2 nt. zachowan konsumentow wobec marek wiasnych
produktow zywnosciowych wsréd autonomicznej spotecznosci Teneryfy podczas

pandemii COVID-19,
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e Zbieranie danych, analiza statystyczna materialu empirycznego oraz przygotowanie
publikacji nr 2: Analiza zachowan i percepcji marek wlasnych w autonomicznej
spotecznos$ci Teneryfy podczas COVID-19 dla okreslenia mozliwosci rozwoju marek
wiasnych zrownowazonych,

Etap IV: Badanie nr 3: Zdrowotne i pozazdrowotne determinanty zachowan

konsumentow wobec produktow marek wlasnych - systematyczny przeglad literatury

z zastosowaniem metody PRISMA,

e Opracowanie metodyki badania i realizacja badania,

e Przygotowanie publikacji na w/w temat (publikacja nr 3),

Etap koncowy: Przygotowanie rozprawy doktorskiej w formie jednotematycznego cyklu

trzech publikacji

3.2. Metodyka dla potrzeb artykulu nr 1: Towards Sustainable Private Labels -
What is the Consumer Behavior Relating to Private Labels in the UK and Poland?
3.2.1.Opis metodyki badania

Badanie zostalo przeprowadzone na probie 500 respondentéw z Polski oraz 500
respondentow z Wielkiej Brytanii w styczniu 2018 roku. Zastosowano metode wywiadu
wspomaganego internetowo (CAWI) jako jedng z metod badan ilo$ciowych stosowanych
m.in. w naukach spotecznych. W realizacji badania uczestniczyta migdzynarodowa
agencja badawcza, Kantar Millward Brown odpowiedzialna za zebranie wynikow wsrod
respondentéw z Polski i Wielkiej Brytanii. Zastosowano kryteria wigczenia i wylaczenia.
Kwestionariusz skierowano do o0sob dorostych deklarujacych zakup produktow
zywno$ciowych marek wilasnych sieci handlowych. Zadano pytanie: Czy Pani/Pan
kupuje produkty zywnos$ciowe marek wilasnych sieci handlowych? Respondenci, ktorzy
odpowiedzieli ,,nie”, zostali wykluczeni z badania. Proba byla reprezentatywna pod
wzgledem pfci, wieku i regionu zamieszkania (dobor kwotowy) dla populacji brytyjskiej
i polskiej. Pytanie o dochody dla obu krajow skonstruowano w oparciu o dane
statystycznych i minimalne wynagrodzenie w 2018 roku. Dane poddano analizie
w programie statystycznym Statistica wersja 13.3. Na przeprowadzenie badania
otrzymano zgode Komisji Etyki Badan Naukowych z Udziatem Ludzi przy Wydziale
Nauk o Zywieniu Czlowieka i Konsumpcji SGGW, Uchwala nr 46/2017 (18.12.2017).
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3.2.2.Charakterystyka badanej grupy
W badaniu wzi¢li udzial respondenci glownie z wyksztalceniem $rednim

I wyzszym, o r6znym statusie materialnym i miejscu zamieszkania (tab. 1).

Tabela 1. Charakterystyka badanej grupy z uwzglednieniem cech socjodemograficznych

. Polska Wielka Brytania

Zmienne Liczebnos¢ | Udziat Liczebnos¢ | Udziat
préby procentowy | proby procentowy
Ogodlem
Catkowita wielko§¢ proby | 500 [ 1000 | 500 | 100,0
Pleé
Kobieta 261 52,2 246 49,2
Mezczyzna 239 47,8 254 50,8
Wiek
18-25 55 11,0 31 6,2
26-35 91 18,2 156 31,2
36-50 133 26,6 126 25,2
51-70 161 32,2 149 29,8
71 i wiecej 60 12,0 38 7,6
Wyksztalcenie
Podstawowe lub zawodowe 16 3,2 56 11,2
Srednie 187 37,4 283 56,6
Wyzsze 297 59,4 161 32,2
Miejsce zamieszkania
Obszary wiejskie 150 30,0 119 23,8
Miasto do 19 999 mieszkancow 85 17,0 76 15,2
Miasto liczgce miedzy 20 000
a 99,999 m?eszkalfcé\z,v 95 19,0 86 17,2
Miasto liczace miedzy 100 000
a 499 999 Iailieszkilﬁc}(l')w 87 174 112 224
Miasto liczagce 500 000
i wiecej miZszkaﬁcéw 83 16,6 107 214
Dochéd gospodarstwa domowego — Polska
Do 1 000 zt 46 9,2 - -
1001 zt -1 500 zt 67 13,4 - -
1 501 zt -2 500 zt 146 29,2 - -
2 501 zt —4 000 zt 164 32,8 - -
4 001 zt i wiecej 77 15,4 - -
Dochdéd gospodarstwa domowego - Wielka Brytania

Do 1200 £ - - 110 22,0
1201£-1800£ - - 130 26,0
1801 £-2500£ - - 101 20,2
2501 £-3500 £ - - 92 18,4
3501 £ i wiecej - - 67 13,4

Zrédto: Czeczotko M., Gorska-Warsewicz H., Laskowski W. Towards Sustainable Private Labels—What
is the Consumer Behavior Relating to Private Labels in the UK and Poland? Sustainability. 2020, 12 (15):
6035.

Wsrod polskich respondentéow wigcej bylo kobiet (52,2%) niz megzczyzn,
przewazaly osoby w wieku 36-50 lat (26,6%) i 51-70 lat (32,2%). Ponad 95% (96,8%)

respondentéw mialo wyksztalcenie $rednie lub wyzsze. Okoto 30% badanych mieszkato
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na wsi, a 19% - w miastach liczacych od 20 000 do 99 999 os6b. Pod wzgledem
dochodéw, okoto 33% (32,8%) respondentdw osiagato taczny miesigczny dochdd
w wysokosci 2 501 zt—4 000 zt na 1 osobe¢ w gospodarstwie domowym. Ponadto, 45,8%
respondentéw kupowato produkty marek wiasnych sieci handlowych w okresie od 1 do
5 lat. W brytyjskiej populacji wigcej byto mezczyzn (50,8%) niz kobiet, przewazaly
osoby w wieku 26-35 lat (31,2%) oraz 51-70 lat (29,7%). Najwickszy udziat w strukturze
badanej populacji posiadali respondenci mieszkajacy na wsi (23,8%), oraz w miastach
liczagcych od 100 tys. do 499 tys. mieszkancow. Posiadali oni wyksztalcenie $rednie
(56,2%), a faczny miesieczny dochdd wynosit 1201 £ -1800 £ (26,0%). Najwigcej 0sob

kupowato marki wilasne przez okres dluzszy niz 10 lat (46,2%).

3.2.3.Narzedzie badawcze

Do realizacji badania empirycznego nr 1 poshizono si¢ kwestionariuszem
ankietowym zawierajacym pytania dotyczace takich zagadnien jak: okres zakupu
produktow marek wiasnych sieci handlowych, czynniki decydujace o zakupie, opinie na
temat aktualnego rozwoju oferty produktow marek wiasnych, czestotliwo$¢ zakupu
poszczegblnych kategorii produktow sprzedawanych pod markami wiasnymi sieci
handlowych oraz orientacyjny procentowy udziat produktow marek wiasnych w stosunku
do calkowitych zakupow zywnosci. W celu przeprowadzenia badania w Wielkiej
Brytanii, kwestionariusz zostal przetumaczony na jezyk angielski i przekazany agencji
badawczej Kantar Millward Brown do realizacji badania w w/w kraju. Wykorzystano
pytania zamknigte i wielokrotnego wyboru np. w celu okreslenia czestotliwosci zakupu
produktéw marek wiasnych oraz 5-punktowsa skale Rensisa Likerta opisujacg stopien
zgodnosci ze stwierdzeniem: (1) calkowicie si¢ nie zgadzam, (2) nie zgadzam sig, (3) ani
si¢ zgadzam, ani si¢ nie zgadzam, (4) zgadzam sig, (5) catkowicie si¢ zgadzam (Roopa
and Rani, 2012; Joshi et al., 2015; Awang et al., 2016). Kwestionariusz zostat
zweryfikowany w badaniu pilotazowym w 2017 roku na probie 200 polskich

respondentow (Gorska-Warsewicz, Czeczotko and Kudlinska-Chylak, 2018).

3.2.4. Analiza statystyczna
Analizg statystyczng wynikoOw przeprowadzono przy uzyciu oprogramowania
Statistica (wersja 13.3 PL; StatSoft Inc., StatSoft, Krakdw, Polska). Istotno$¢ statystyczng
dla zmiennych nominalnych okreslono za pomocag testu chi® Pearsona. Dla
przeprowadzenia kompleksowej analizy zachowan konsumentow w Polsce i Wielkiej

Brytanii zastosowano sie¢ neuronowg Kohonena oraz wielowymiarowg analize skupien

27



(Kohonen, 2001). Analiza skupien obejmuje szeroki wachlarz technik stuzacych do
wyodrgbniania naturalnych grup lub skupien w zbiorach danych. Reprezentuje proces
organizowania obiektow w grupy, ktorych cztonkowie majg podobne cechy. Dodatkowo
obliczono korelacj¢ Cramera dla kazdej cechy, aby wskaza¢ sit¢ zwigzku miedzy
zmiennymi kategorycznymi (Clarke and Warwick, 2001). Dla wszystkich testow p < 0,05
uznawano za istotne. Wyniki analizy eksploracyjnej skonfrontowano z algorytmami
wielowymiarowej analizy korespondencji (Multidimensional Correspondence Analysis,
MCA) (Greenacre, M.; Blasius, 2006), ktore wyodregbnily cechy socjodemograficzne
typowe dla polskich i brytyjskich konsumentéw nabywajacych produkty dostepne pod
markami wlasnymi. Metoda ta pozwolita na identyfikacje cech dominujacych w danym
kraju. W analizie korespondencji MCA uwzgledniono ple¢, wiek, okres nabywania
produktéw marek wiasnych, wyksztalcenie, dochdd oraz orientacyjny udziat produktow

marek wtasnych w catkowitych zakupach zywnosci.

3.3. Metodyka dla potrzeb artykulu nr 2: Towards Sustainable Private Labels in an
Autonomous Community during COVID-19—Analysis of Consumer Behavior
and Perception on the Example of Tenerife

3.3.1. Opis metodyki badania

Badanie przeprowadzono na probie 500 dorostych respondentow z autonomicznej
spoteczno$ci Teneryfy (Hiszpania) we wrzeSniu 2020 roku. Byt to efekt wyjazdu
stazowego z programu PROM, ktory odbyl si¢ w lutym 2020 roku na Teneryfie.
Z powodu wybuchu pandemii realizacja badania zostala przesuni¢ta na wrzesien.
Teneryfa to najwicksza z Wysp Kanaryjskich i zarazem autonomiczna wspolnota
samorzgdowa. Celem badania bylo przedstawienie zachowan i percepcji konsumentow
w kontekscie zrownowazonych marek wiasnych. Zdecydowano si¢ na wybor Teneryfy
dla analizy innego niz Polska i Wielka Brytania rynku konsumenckiego. Wynika to
z faktu posiadania przez Teneryfe statusu odregbnej autonomicznej jednostki
samorzadowej funkcjonujacej w panstwie europejskim. Dodatkowo, rynek Teneryfy nie
byt badany pod katem zachowan konsumentow wobec marek wiasnych. Udziat tych
produktow w Hiszpanii ksztaltuje si¢ na poziomie 40% i jest jednym z najwyzszych
w Europie. Determinuje to rozwdj zrobwnowazonych marek wiasnych (Medina, 2020).
Jednoczesnie, wedtug Narodowego Instytutu Statystyki, wskaznik ubdstwa w 2019 roku
wyniost 28,5%, co determinowalo zachowania konsumenckie i zakupowe w zakresie

zywnosci (Instituto Nacional de Estadistica, 2020). Blisko potowa mieszkancow Wysp
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Kanaryjskich dokonuje zakupow produktow marek wiasnych (Lopez and Pomposo,
2019). Badanie dla potrzeb realizacji niniejszej pracy doktorskiej wypetnia luke,
poniewaz w literaturze brakuje opracowan dotyczgcych marek wlasnych w mniejszych
spotecznosciach. Dodatkowo, brakuje badan na temat zachowan konsumentéw wobec
marek wlasnych podczas pandemii COWID- 19. Jak wskazuje dokonany przeglad
literatury, czas kryzysow gospodarczych zwigksza znaczenie marek wlasnych
I sSwiadomo$¢ konsumentow (Medina, 2020).

Dla realizacji badania empirycznego nr 2 zastosowano metode CAWI.
Kwestionariusz ankiety zostal zaprojektowany w programie Google Formularz
irozestany do potencjalnych respondentow. Zastosowano kryteria wlgczenia
i wylgczenia. Badanie przeprowadzono wsrod 0séb dorostych spetniajacych kryterium
rekrutacji, tj. deklarujacych zakup produktéw zywnosciowych marek wilasnych sieci
handlowych. Zadano pytanie: Czy Pani/Pan kupuje produkty zywnosciowe marek
wlasnych sieci handlowych? Respondenci, ktorzy odpowiedzieli ,nie”, zostali
wykluczeni z badania. Proba zostata dobrana kwotowo pod wzgledem pici, wieku
i dochodéw. Pytanie o dochody oparto na danych statystycznych i minimalnym
wynagrodzeniu w styczniu 2020 roku na Teneryfie. Dane z badania wlasciwego zostaly
przeanalizowane w programie statystycznym Statistica wersja 13.3. Na przeprowadzenie
badania otrzymano zgode Komisji Etyki Badan Naukowych z Udziatem Ludzi przy
Instytucie Nauk o Zywieniu Czlowieka SGGW, Uchwata nr 36/2020 (31 sierpnia 2020).

3.3.2.Charakterystyka badanej grupy

W badaniu wzieli udziat respondenci glownie z wyksztalceniem $rednim lub
wyzszym. Wsrod respondentow wiecej byto kobiet (52,4%) niz mezezyzn, w wieku 36-
50 lat (29,6%) oraz 51 lat i wiecej (28,4%). Prawie 40% respondentow (39,4%) mieszkato
w miastach liczacych do 19 999 osob, a 36% - w miastach od 20 000 do 99 999 osob.
Prawie 31% (30,6%) respondentow otrzymywato miesigczny dochod w przeliczeniu na
jedng osobg w gospodarstwie domowym wynoszacy od 1 801 do 2 500 EUR. Ponad 73%
0s0b kupowato produkty marek witasnych sieci handlowych od ponad 1 roku, w tym

ponad 50% od co najmniej 10 lat. Szczegbtowe informacje zawarto w tabeli 2.
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Tabela 2. Charakterystyka badanej grupy z uwzglednieniem cech socjodemograficznych

Zmienne | Liczba badanych ‘ Procentowy udziat
Ogolem
| 500 [ 100,0
Ple¢
Kobieta 262 52,4
Mezczyzna 238 47,6
Wiek
18-25 78 15,6
26-35 132 26,4
36-50 148 29,6
51 lat i wigcej 142 28,4
Wyksztalcenie
Podstawowe lub zawodowe 30 6,0
Srednie 258 51,6
Wyzsze 212 42,4
Miejsce zamieszkania
Obszary wiejskie 30 3,0
Miasto do 19 999 mieszkancow 197 39,4
Miasto liczace od 180 36,0
20 000 do 99 999 mieszkancow
Miasto liczace 100 000 i wiecej | 108 21,6
mieszkancow
Dochdéd gospodarstwa domowego
Do 950 EUR 88 17,6
951-1 800 EUR 135 27,0
1801 -2500 EUR 153 30,6
2501 -3500 EUR 46 9,2
3501 EUR i wigcej 78 15,6

Zroédto: Czeczotko M, Gorska-Warsewicz H, Laskowski W, Rostecka B. Towards Sustainable Private
Labels in an Autonomous Community during COVID-19—Analysis of Consumer Behavior and Perception
on the Example of Tenerife. Sustainability, 2021; 13(13):7467.

3.3.3.Narzedzie badawcze

Kwestionariusz sktadat si¢ z pytan odnoszacych si¢ do takich zagadnien jak:
dhlugos¢ okresu zakupu produktow marek wiasnych sieci handlowych, czynniki
decydujace o zakupie, opinie dotyczace aktualnego rozwoju oferty produktéw marek
wiasnych, czestotliwo$¢ zakupu produktéw sprzedawanych pod markami wiasnymi sieci
handlowych oraz ich ocena. Ostatnia cze$¢ dotyczyta danych socjodemograficznych.
Kwestionariusz zostal opracowany na podstawie literatury przedmiotu oraz
wezesniejszych badan (Gorska-Warsewicz and Czeczotko, 2016; Czeczotko and Gorska-
Warsewicz, 2018; Gorska-Warsewicz, Czeczotko and Kudlinska-Chylak, 2018;
Czeczotko, Gorska-Warsewicz and Laskowski, 2020). Narzgdzie to byto zmodyfikowang
wersjg kwestionariusza przygotowanego dla realizacji badania w Polsce i Wielkiej

Brytanii w 2018 roku. W ramach opracowania sformutowano 4 pytania badawcze:
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1. Jakie czynniki decyduja o wyborze marek wiasnych we wspoélnocie autonomicznej
(Teneryfa) podczas pandemii COVID-19? (RQ1)

2. Czy zakup produktéw zywnosciowych oferowanych pod markami wiasnymi zalezy
od wieku i dochod6w konsumentéw? (RQ2)

3. Jakie zmiany w markach wiasnych sg dostrzegane przez konsumentéw? (RQ3)

4. Jak konsumenci oceniaja produkty marek wiasnych w kontekscie zrownowazonego
rozwoju, w tym produkcji lokalnej i przyjaznej dla sSrodowiska oraz produkcji wedhug
tradycyjnych technologii z wykorzystaniem wylgcznie naturalnych skladnikow?
(RQ4).

W badaniu zastosowano pytania zamknigte oraz pytania wielokrotnego wyboru.
Wybrano 8 stwierdzen dotyczacych oceny czynnikow decydujacych o zakupie marek
wiasnych sieci handlowych, 6 stwierdzen badajacych opinii w zakresie zmian w markach
wlasnych oraz 7 stwierdzen dotyczacych oceny produktow marek wilasnych. Oceny
dokonywano za pomocg 5-punktowej skali Likerta: (1) catkowicie si¢ nie zgadzam; (2)
nie zgadzam si¢; (3) ani si¢ zgadzam, ani si¢ nie zgadzam; (4) zgadzam si¢; (5) catkowicie
si¢ zgadzam (Roopa and Rani, 2012; Joshi et al., 2015; Awang et al., 2016). Dla oceny
dhugosci okresu kupowania marek wiasnych sieci handlowych, zastosowano skale
porzadkowa z poprzednich badan. Wykorzystuje ona 5 przedzialow czasowych.
Oceniano czgstotliwo$¢ zakupow marek wiasnych dla 10 grup produktow zgodnie
Z poprzednimi badaniami i oparte na przegladzie literatury. Zastosowano skal¢ nominalng
z 5 opcjami: (1) w ogble nie kupuje; (2) kupuje¢ rzadko; (3) kupuje¢ czasami; (4) kupuje
czesto; (5) kupuje bardzo czesto.

3.3.4. Analiza statystyczna
Analize statystyczng przeprowadzono przy uzyciu oprogramowania Statistica (wersja
13.3 PL; StatSoft Inc., StatSoft, Krakow, Polska) z zastosowaniem testu Chi-kwadrat,
wspotczynnika korelacji rho-Spearmana oraz analizy skupien. Do analizy okresu zakupu
produktow marek wiasnych oraz orientacyjnego udziatu produktow marek wiasnych
w zakupach zywnosci ogdtem (%) wykorzystano test Chi-kwadrat. Do opisu korelacji
miedzy wiekiem i dochodami konsumentdéw a czestotliwos$cia zakupu kategorii Zywnos$ci
marek  wlasnych  wykorzystano ~ wspotczynnik  korelacji  rho-Spearmana
(nieparametryczny odpowiednik wspoéiczynnika r-Pearsona) (Sedgwick, 2014). Do
pomiaru spojnosci wewnetrznej zmiennych wykorzystano warto$¢ a-Cronbacha

(zalecana warto$¢ powyzej 0,7). Wartosci a-Cronbacha dla catos$ci kwestionariusza
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(0,8743) oraz badanych zagadnien miescily si¢ w zalecanych wartos$ciach, na przyklad,
czynniki determinujace zakup produktow marki wtasnej - 0,8794, opinie na temat zmian
w tych produktach - 0,8975 oraz ocena produktow spozywczych dostepnych w ramach
asortymentu pod marka detalisty - 0,9331.

Do analizy wykorzystano rowniez wielowymiarowg analize skupien, dzieki ktorej
wyodrebniono skupiska w zbiorach danych o podobnych cechach (Dubes and Jain, 1980;
Wilks, 2011). Klastry tworzone sga przez ocen¢ podobienstw i niepodobienstw cech
wewngetrznych miedzy roznymi przypadkami, a grupowanie przypadkéw opiera si¢ na
wylaniajacych si¢ podobienstwach. Dla kazdej zmiennej obliczono wspdlczynnik
korelacji (CR). Analizg¢ skupien przeprowadzono dla trzech pytan badawczych.
Zastosowano warto$¢ p-value jako miare prawdopodobienstwa do okreslenia
statystycznej istotnosci zaobserwowanej roznicy. Kazda z analiz skupien odnosi si¢ do
innego zagadnienia z nastgpujacymi wspotczynnikami korelacji i wartoscig p- value:

e pytanie badawcze 1 (RQ1) — do opisu czynnikéw determinujgcych wybor marek
wlasnych wykorzystano 8 czynnikdw otrzymujac 4 Klastry (CR = 0,48-0,90;
p- value 0,0001);

e pytanie badawcze 3 (RQ3) — do opisu zmian marek wiasnych postrzeganych przez
konsumentow wykorzystano 6 stwierdzen otrzymujac 4 klastry (CR = 0,72-0,88;
p-value 0,0001);

e pytanie badawcze 4 (RQ4) — do oceny produktéw marek wiasnych w kontekscie
zrOwnowazonego rozwoju Wykorzystano 8 stwierdzen otrzymujac 4 Klastry

(CR =0,48-0,90; p-value 0,0001).

3.4. Metodyka dla potrzeb artykulu nr 3: Health and Non-Health Determinants of
Consumer Behavior towards Private Label Products - A Systematic Literature
Review

3.4.1. Opis metodyki PRISMA
Badanie w postaci systematycznego przegladu literatury zostato przeprowadzone
za pomocg metody PRISMA (Liberati et al., 2009; Moher et al., 2009), powszechnie
stosowanej w badaniach akademickich (Del Prete and Samoggia, 2020; Giabska et al.,

2020; Gorska-Warsewicz and Kulykovets, 2020; Goérska-Warsewicz et al., 2021).

Dokonano przeszukiwania dwdéch baz danych: Scopus i Web of Science w okresie od

4 do 20 lutego 2021 roku. Uwzgledniono artykuty opublikowane miedzy 2000 a 15

stycznia 2021 roku. W ramach systematycznego przegladu literatury przeanalizowano
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literaturg dotyczaca zachowan konsumentéw wobec produktow marek wiasnych, w tym
w zakresie czynnikow determinujacych wybdr produktow marek wiasnych przez
konsumentow takich jak: cena, opakowanie, postrzegana warto$¢ odzywcza, czynniki
ekonomiczne, intencje oraz postawy wobec produktow marek wiasnych.

Do analizy wlaczono prace oparte na badaniach empirycznych oraz opisujace
zachowania konsumentéw wobec produktéw marek wiasnych. Uwzgledniono wylacznie
prace recenzowane. Wykluczono publikacje napisane w jezyku innym niz angielski,
prezentujace modele teoretyczne, rozprawy doktorskie, artykuly redakcyjne, rozdzialy
ksigzek, krotkie sprawozdania 1 publikacje konferencyjne, a takze artykuty, ktérych petne
teksty nie byly dostepne. W celu zidentyfikowania badan dotyczacych zachowan
konsumentéw wobec produktéw marek wlasnych, w szczegdlnosci produktow
zywnos$ciowych, zastosowano kombinacje kluczowych termindw w wyszukiwaniu.
Pierwszym terminem bylo "produkty marek wiasnych", w réznych kombinacjach
i formach, a drugim - "zachowania konsumenckie” lub ,,preferencje konsumentoéw™

(tab. 3). Zastosowano tancuch wyszukiwania, w ktorym potaczono odrgbne grupy stow
(ryc. 2).

Tabela 3. Bazy danych i $ciezki wyszukiwania wykorzystane w systematycznym przegladzie literatury
Baza danych | Sciezki wyszukiwania

TITLE-ABS-KEY (“private labels” OR “private label” OR “private label
brands” OR “private brand” OR “own label brand” OR “own brand” OR

Scopus “store brand”) AND TITLE-ABS-KEY (“consumer behaviour” OR
“consumer behavior” OR “consumer preferences”)
TOPIC (“private labels” OR “private label” OR “private label brands” OR
Web of “private brand” OR “own label brand” OR “own brand” OR “store brand”)
Science AND TOPIC (“consumer behaviour” OR “consumer behavior” OR

“consumer preferences”)
Zrodlo: Czeczotko M, Gorska-Warsewicz H, Zaremba R. Health and Non-Health Determinants of
Consumer Behavior toward Private Label Products—A Systematic Literature Review. International Journal
of Environmental Research and Public Health. 2022; 19(3):1768.
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Wyniki Wyniki
-"g- zidentyfikowane w zidentyfikowane w
ﬂ bazie Scopus bazie Web of Scienses
) (n=150) (n=100)
Wymniki po usunieciu
duplikatow
(n=197)

o Publikacje wykluczone
: v (poza zakresem, prace

Sprawdzone publikacje przegladowe,
2 (n=160) P niekwalifikowalne,
g, nieanglojezyczne) (n=61)
wn
o v Wykluczono artykuly

Artykuly pelnotekstowe peinotekstowe:
é oceniane pod katem > nie skupialy sie na
g kwalifikowalnosci zachowaniach
= (n=99) konsumentow lub
'E produkty marek wiasnych
v l (n="55)
@ .
. Badania wiaczone do
g analizy jakosciowej
g (n=44)

Rycina 2. Identyfikacja, sprawdzanie, ocena kwalifikowalno$ci 1 wiaczanie artykutow do systematycznego

przegladu literatury (PRISMA)

Zrodto: Czeczotko M, Gorska-Warsewicz H, Zaremba R. Health and Non-Health Determinants of
Consumer Behavior toward Private Label Products—A Systematic Literature Review. International
Journal of Environmental Research and Public Health, 2022; 19(3):1768.

Lacznie w bazach Scopus i Web of Science zidentyfikowano odpowiednio 150 i 100
artykutow. Po wyeliminowaniu duplikatow uzyskano 197 artykutow. Po przejrzeniu
tytutow 1 streszczen pozostalo 160 artykutdow. Liczbe artykuléw zredukowano do 99,
aich kwalifikacje poddano doglebnej analizie przez sprawdzenie pelego tekstu.
WykKluczono artykuty w jezyku innym niz angielskim, ktére nie dotyczyly marek
wlasnych, a takze badania niecodnoszace si¢ do zachowan konsumenckich. Ostatecznie do
analizy wybrano 44 artykuly, bedace koncowym rezultatem systematycznego przegladu

piSmiennictwa.
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3.4.2. Analiza zebranego materialu
Artykuty uwzglednione w  systematycznym  przegladzie literatury  zostaly
przeanalizowane w trzech czgséciach:

e informacje ogdlne: autorzy, rok publikacji, metoda badawcza, kraj, wielko$¢

badanej populacji, kategoria produktu oraz cel badania;

e specyfika badan: czynniki/zmienne, hipotezy/pytania badawcze;

e kluczowe wnioski i praktyczne zastosowanie.
W aneksie do artykulu umieszczono cele i metody pomiaru. Publikacje zawarte
W tabelach zostaly umieszczone chronologicznie, wedtug daty wydania, zaczynajac od

najnowszych opublikowanych w 2021 roku, konczac na roku 2000.
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IV. OMOWIENIE | DYSKUSJA WYNIKOW
4.1. Publikacja nr 1

4.1.1. Okres zakupu produktow marek wlasnych w Polsce i Wielkiej Brytanii
Najwieksza grupa polskich konsumentéw nabywata produkty dostepne pod markami
wlasnymi w okresie od 1 do 5 lat (45.8%), a nastepnie od 5 do 10 lat (30.8%) (tab. 4).
Wsrod konsumentow brytyjskich byt to okres diuzszy niz 10 lat (46.2%). Roznica jest
zauwazalna wsrod nowych nabywcow marek wilasnych do 1 roku (Polska — 9,6%
konsumentéw, Wielka Brytania - 18,8%). Zidentyfikowano dwie grupy nabywcow marek
detalistéw: nowych Klientébw, wybierajacych produkty marek wilasnych w okresie
krotszym niz 1 rok oraz statych klientow, kupujacych te produkty dtuzej niz 5 lat (Polska),
a nawet 10 lat (UK).

Tabela 4. Okres zakupu produktéw marek wiasnych w badanych krajach

Okres Polska Wielka Brytania p-Value *
(n=500) (n=500)
>1 miesigca 4 (0,8%) 33 (6,6%)
Od 1 miesigca do 1 roku 43 (8,6%) 61 (12,2%)
<1-5lat 229 (45,8%) 120 (24,0%) <0,01
<5-10 lat 154 (30,8%) 55 (11,0%)
>10 lat 70 (14,0%) 231 (46.2%)

* test Chi2, p-poziom istotnosci (p < 0.05)

Zrédto: badania whasne, 2018, opisane w: Czeczotko M., Gorska-Warsewicz H., Laskowski W. Towards
Sustainable Private Labels—What is the Consumer Behavior Relating to Private Labels in the UK and
Poland? Sustainability. 2020, 12 (15): 6035.

4.1.2.Czynniki decydujace o wyborze produktéow marek wlasnych
w Polsce iw Wielkiej Brytanii

Waznym obszarem zachowan konsumenckich w odniesieniu do marek wiasnych
byta identyfikacja czynnikow decydujacych o ich zakupie. Najwazniejszym czynnikiem
wyboru produktoéw marki wiasnej we badanych krajach byla nizsza cena niz marek
wiodacych ($rednia 3,83-4,02) (tab.5). Sposrdéd czynnikow nieekonomicznych, warto
zwroci¢ uwage na przywigzanie do danej sieci sklepu (3,50-3,62) oraz dostgpnos¢ danych
marek w kazdej placowce (3,67-3,72). Wysoko oceniono rowniez szerokos¢ i wybor
asortymentu detalistow (3,71-3,72). Jedng z nizszych ocen uzyskata rozpoznawalno$¢
marek wsrod konsumentow (3,37-3,52), co wskazuje na mniej intensywne dziatania
promocyjne dotyczace marek wiasnych w stosunku do marek wiodacych producentdw.
Mozna zauwazy¢ roznice w opiniach respondentow z Polski i Wielkiej Brytanii

w kwestiach nieekonomicznych. Jako§¢ uzyskata wyzsza oceng wsrod respondentow
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brytyjskich, co potwierdza rozwdj marek wtasnych w kierunku marek zrownowazonych,
ekologicznych lub premium, charakteryzujacych si¢ wysoka jakoscig. Natomiast, polscy

konsumenci marek wlasnych sg najbardziej przywigzani do danej sieci sklepow i1 marek

wiasnych.
Tabela 5. Gtowne czynniki wptywajace na wybor produktow marki wiasnej
Czynniki zakupu produktéow PL* Polska | Wielka p-
(n=500) | Brytania | Value *
(n=500)
Szeroki wybor asortymentu 3,31 3,56
Nizsza cena niz marek wiodgcych na rynku 4,02 3,83
Wysoka jako$¢ produktow 3,27 3,57
Mozliwo$¢ wielokrotnego kupowania tych samych produktéw 3,72 3,71
Dostepnos¢ danych marek w kazdej placowce danej sieci 3,73 3,67 <001
Przywigzanie do danej sieci sklepu 3,62 3,50
Poczucie bezpieczenstwa i zaufania do produktow 3,47 3,57
Rozpoznawalno$¢ marek wsrod konsumentow 3,37 3,55

1Skala od 1 do 5, gdzie 1 oznacza — catkowicie si¢ nie zgadzam, 2- nie zgadzam sie, 3-ani si¢ zgadzam, ani si¢ nie
zgadzam, 4 - zgadzam sig, 5 - calkowicie si¢ zgadzam. *p-poziom istotnosci (p < 0.05).

Zrédto: badania whasne, 2018, opisane w: Czeczotko M., Gorska-Warsewicz H., Laskowski W. Towards
Sustainable Private Labels—What is the Consumer Behavior Relating to Private Labels in the UK and
Poland? Sustainability. 2020, 12 (15): 6035.

4.1.3. Opinie konsumentow o zmianach w produktach marek wlasnych

Opinie konsumentoéw dotyczace postrzegania zmian marek wilasnych jest wazng
odpowiedzig zwrotng dla sieci detalicznych. Tabela 6 przedstawia opinie konsumentow
ocenione w skali od 1 do 5 wedhlug skali Likerta. Dla badanej populacji mieszkancow
Polski oraz Wielkiej Brytanii za najwazniejsze uznano poprawe jakosci (warto$ci srednie
odpowiednio 3,81 i 4,07) oraz wzrost oferty produktéw marek wiasnych (3,73 i 3,90).
Najmniejsze znaczenie przypisano poprawie produktéw od strony wizualnej (3,52 i 3,70).
Polscy konsumenci wyzej ocenili wszystkie stwierdzenia dotyczgce postrzegania zmian
produktow marek wiasnych niz respondenci z Wielkiej Brytanii. Wyniki te moga
wskazywaé na inny etap rozwoju marek wiasnych w Polsce w poréwnaniu do krajow

Europy Zachodniej, gdzie udziat rynkowy marek wiasnych siega 50%.
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Tabela 6.Postrzeganie przez konsumentdéw zmian w markach wtasnych

Opinie dotyczace zmian w produktach marek wlasnych' Polska Wielka p-
(n=500) Brytania Value*
(n=500)
Poprawa jako$ci produktow marek wiasnych 4,07 3,81
Wozrost oferty produktéw marek wiasnych 3,90 3,73
Poprawa produktéw marek wiasnych od strony wizualnej 3,70 3,562 <0,01
Wieksza dostepnos¢ produktow marek wtasnych 3,87 3,72
Poprawa wizerunku/ postrzegania produktow marek wtasnych 3,87 3,67

1Skala od 1 do 5, gdzie 1 oznacza — catkowicie si¢ nie zgadzam, 2 - nie zgadzam sig, 3 - ani si¢ zgadzam, ani si¢ nie
zgadzam, 4 - zgadzam sie, 5 - catkowicie si¢ zgadzam. *p-poziom istotnosci (p < 0,05).

Zrédho: badania whasne, 2018, opisane w: Czeczotko M., Gérska-Warsewicz H., Laskowski W. Towards
Sustainable Private Labels—What is the Consumer Behavior Relating to Private Labels in the UK and
Poland? Sustainability. 2020, 12 (15): 6035.

4.1.4.1dentyfikacja typowego konsumenta produktow marek wlasnych
Analiza statystyczna z wykorzystaniem korespondencji analitycznej i algorytmow

MCA zostala przedstawiona na rycinie 3.
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Rycina 3. Analiza korespondencji charakteryzujgca konsumentéw kupujacych produkty marek wiasnych
w Polsce (PL) i Wielkiej Brytanii (GB). pte¢: women (kobiety), men (mezczyzni); wiek (y.o.): 18-25; 26-35; 36—
50; 51-70; 711 wigcej; okres kupowania produktow marek wtasnych: do 1 miesiaca (shorter than 1 month); od miesigca
do 1 roku (from month to 1 year); 1 —5 lat (1-5 years), 5-10 lat (510 years), powyzej 10 lat (>10 years); wyksztatcenie:
EdN — podstawowe i zawodowe; EdS - srednie; EAW — wyzsze; dochody: Income 1- ponizej 1000 zt /ponizej 1200 £;
Income 2—1001 zt — 1500 zt / 1201 £ — 1800 £; Income 3—1501 z-2500 zt /1801£ — 2500£; Income 4 — 2501 zt —
4000 zt /2501 £ — 3500 £; Income 5— 4001 zt i wiecej /3500 £ i wiecej; udziat produktéw marek wiasnych w koszyku
zakupowym: 0%; 10%; 25%; 50%; 75%; 90%; 100%;

Zrédto: badania whasne, 2018, opisane w: Czeczotko M., Gorska-Warsewicz H., Laskowski W. Towards
Sustainable Private Labels—What is the Consumer Behavior Relating to Private Labels in the UK and
Poland? Sustainability. 2020, 12 (15): 6035.

Polskich konsumentéw kupujacych produkty marek wiasnych sieci handlowych
mozna okresli¢ jako osoby powyzej 51 roku zycia (51-70 1 71 lat i wigcej), o $rednich
i wysokich dochodach z wyksztatceniem $rednim lub wyzszym, kupujace marki wlasne

od ponad 1 roku. Waznym elementem jest udziat produktow marek wtasnych w catosci
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zakupoéw. Polscy respondenci najcze$ciej wskazywali udzial na poziomie 25%.
Konsumenci brytyjscy to glownie osoby z wyksztatlceniem podstawowym i zawodowym
o niskich dochodach, kupujace produkty marek wilasnych przez krotszy czas, ale ich
udziat w koszyku zakupéw wynosi 50%. Sg to mlodzi ludzie w wieku 26-35 lat. Waznym
wskazaniem jest udzial produktow marek wiasnych w koszyku zakupowym, ktory
potwierdza wczesniejsze wyniki w zakresie postrzegania i opinii dotyczacych produktow
marek wlasnych w Polsce i w Wielkiej Brytanii.
4.2. Publikacja 2
4.2.1.Okres zakupu produktéw marek wtasnych na Teneryfie

W badaniu przeprowadzonym na Teneryfie stwierdzono, ze najwicksza grupa
konsumentoéw kupowata produkty marek wlasnych przez ponad 10 lat (50,6%) (tabela 7).
Krétszy okres (5-10 lat) zadeklarowato 22,6% respondentow. Trzecig co do wielkoSci
grup¢ stanowili konsumenci nabywajacy marki wlasne w okresie krotszym niz 1 rok
(23.8%).
Tabela 7.Okres zakupu marek wtasnych w badanych krajach

Okres Hiszpania (Teneryfa) (n=500) p-Value *
>1 miesigca 29 (5,8%)
Od 1 miesigca do 1 roku 90 (18,0%)
<1-5 lat 15 (3,0%) <0,001
<5-10 lat 113 (22,6%)
>10 lat 253 (50,6%)

* test Chi2, p-poziom istotnosci (p < 0,05)

Zrédto: badania whasne, 2020 przedstawione w artykule: Czeczotko M, Gorska-Warsewicz H, Laskowski
W, Rostecka B. Towards Sustainable Private Labels in an Autonomous Community during COVID-19—
Analysis of Consumer Behavior and Perception on the Example of Tenerife. Sustainability, 2021;
13(13):7467

4.2.2. Analiza czestotliwosci wyboru produktéw marek wlasnych w zaleznoSci
od wieku i dochoddw respondentéw

Przeprowadzone badanie identyfikowato zaleznosci migdzy wybranymi cechami
socjodemograficznymi (wiek 1 dochody) a czegstotliwoscia wyboru marek wilasnych
(tab. 8). Wsrod respondentow Teneryfy najczesciej kupowane byly stodycze i ciastka,
produkty zbozowe, pieczywo i nabial, podczas gdy migso i produkty migsne oraz napoje
bezalkoholowe i woda uzyskaly najnizsze oceny. Czgstotliwos¢ zakupu wszystkich
produktow spozywczych marek wlasnych, z wyjatkiem alkoholu, byta istotnie ujemnie
skorelowana z wiekiem. Oznacza to, ze wraz z wiekiem malata czgstotliwo$é zakupu
produktow marek wiasnych. Najwyzszg ujemng korelacje odnotowano dla produktow
zbozowych (R=-0,550), stodyczy i ciastek (R=-0,589) oraz mrozonek (R=-0,466).

W przypadku dochodu, najwieksze ujemne wskazniki korelacji odnotowano dla migsa
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i jego przetworow (R=-0,228), owocow i warzyw (R=-0,274) oraz napojow
bezalkoholowych i wody (R=-0,223). Wyjatkiem byta kategoria alkoholu, gdzie wraz ze

wzrostem dochodow czestotliwos¢ zakupu alkoholu zmniejszyta si¢ (R=-0,404).

Tabela 8.Czgstotliwo$¢ zakupu marki whasnej grup produktow spozywczych

Kategoria marki wlasnej Srednia’/ Wiek Dochody
produktow zywnosciowych R* p-Value** R* p-Value**
Produkty mleczne 2,96 -0,324 <,001 -0,090 0,043
Produkty zbozowe 3,13 -0,550 <,001 0,078 0,083
Stodycze 3,17 -0,589 <,001 -0,059 0,192
Pieczywo 2,82 -0,242 <,001 -0,080 0,073
Migso i wedliny 1,84 -0,115 0,010 -0,228 <,001
Produkty ekologiczne 2,50 -0,195 <,001 -0,083 0,064
Owoce i warzywa 2,56 -0,263 <,001 -0,274 <,001
Przetwory owocowe i warzywne 2,61 -0,352 <,001 -0,100 0,026
Produkty mrozone 2,63 -0,466 <,001 0,063 0,162
Woda i napoje bezalkoholowe 2,47 -0,386 <,001 -0,223 <,001
Alkohol 1,85 -0,073 0,105 -0,404 <,001

1Skala od 1 do 5, gdzie 1 oznacza ,,nie kupuje w ogéle”; 2- , kupuje rzadko”; 3-,,kupuje czasami’; 4-,.kupuje czesto”;
5 —  kupuje bardzo czesto”; *R- wspotczynnik korelacji; ** p-poziom istotnoéci (p < 0,05).

Zrédto: badania whasne, 2020 przedstawione w artykule: Czeczotko M, Gorska-Warsewicz H, Laskowski
W, Rostecka B. Towards Sustainable Private Labels in an Autonomous Community during COVID-19—
Analysis of Consumer Behavior and Perception on the Example of Tenerife. Sustainability, 2021.

4.2.3.Czynniki decydujace o wyborze produktow marek wiasnych na Teneryfie

Najwazniejszym czynnikiem wyboru produktow marek wiasnych na Teneryfie byta
nizsza cena W poréwnaniu do produktdw marek wiodgcych (Srednia 3,80) (tabela 9).
Sposrod czynnikéw nieekonomicznych istotne okazaly sie: przywigzanie do danej sieci
sklepu (3,48) oraz poczucie bezpieczenstwa i zaufania do produktéw detalisty (3,32).
Mieszkancy Teneryfy najnizej ocenili szeroki wybdr asortymentu (2,98), mozliwos¢
wielokrotnego kupowania tego samego produktu (3,18) oraz rozpoznawalno$¢ marek
wsrdd konsumentow (3,14). Jakos$¢ uzyskata umiarkowang ocene, o potwierdzito rozwoj

marek wlasnych w kierunku marek wiasnych zrownowazonych, ekologicznych czy

premium.

Tabela 9. Gtéwne czynniki wplywajace na wybor produktéw marek wiasnych

Czynniki zakupu produktéw marek wlasnych * Teneryfa (n=500) p-Value *

Szeroki wybor asortymentu 2,98
Nizsza cena niz marek wiodacych na rynku 3,80
Wysoka jako$¢ produktow 3,29
Mozliwos$¢ wielokrotnego kupowania tych samych produktéw 3,18 <001
Dostgpnos¢ danych marek w kazdej placowce danej sieci 3,29 '
Przywigzanie do danej sieci sklepu 3,48
Poczucie bezpieczenstwa i zaufania do produktow 3,32
Rozpoznawalno$¢ marek wsrod konsumentow 3,14

!Skala od 1 do 5, gdzie 1 oznacza catkowicie si¢ nie zgadzam, 2 - nie zgadzam sig, 3 - ani si¢ zgadzam, ani si¢ nie
zgadzam, 4 - zgadzam sig, 5 - calkowicie sie zgadzam. *p-poziom istotnosci (p < 0.05). Zrodho: badania whasne,
2020, przedstawione w artykule: Czeczotko M, Gorska-Warsewicz H, Laskowski W, Rostecka B. Towards
Sustainable Private Labels in an Autonomous Community during COVID-19—Analysis of Consumer
Behavior and Perception on the Example of Tenerife. Sustainability, 2021.
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4.2.4.Opinie konsumentéw o zmianach w produktach marek wlasnych
Opinie konsumentow dotyczace postrzegania zmian w produktach marek wtasnych
sg waznym elementem badan zachowan konsumenckich. Tabela 10 prezentuje informacje
dotyczace wynikow tej analizy, przedstawiajace Srednie ocen w skali Likerta. Dla badanej
populacji mieszkancow Teneryfy za najwazniejsze uznano zwigkszenie dostgpnosci
($rednia 3,76) oraz poprawe wizerunku i jakosci (3,46 i 3,45). Najmniejsze znaczenie
przypisano poprawie produktéw od strony wizualnej (3,10).

Tabela 10. Postrzeganie przez konsumentéw zmian w produktach marek wtasnych

Opinie dotyczace zmian w produktach marek wlasnych' Hiszpania p-Value *
(Teneryfa)
(n=500
Poprawa jakosci produktow marek wlasnych 3,45
Wzrost oferty produktéw marek wlasnych 3,36
Poprawa produktéw marek wiasnych od strony wizualnej 3,10 <0,01
Wieksza dostepnosé produktow marek wtasnych 3,76
Poprawa wizerunku/ postrzegania produktéw marek wiasnych 3,46

1Skala od 1 do 5, gdzie 1 oznacza catkowicie si¢ nie zgadzam, 2 - nie zgadzam sig, 3 - ani si¢ zgadzam, ani si¢ nie
zgadzam, 4 - zgadzam sig, 5 - calkowicie si¢ zgadzam, *p-poziom istotnosci (p < 0.05).

Zrédto: badania whasne, 2020 przedstawione w artykule: Czeczotko M, Gorska-Warsewicz H, Laskowski
W, Rostecka B. Towards Sustainable Private Labels in an Autonomous Community during COVID-19—
Analysis of Consumer Behavior and Perception on the Example of Tenerife. Sustainability, 2021;
13(13):7467

4.2.5.0cena produktow marek wlasnych

Ocen¢ produktow marek wilasnych w badanej populacji przedstawiono
z wykorzystaniem analizy skupien wyodrebniajac cztery grupy (klastry) konsumentow
(tabela 11). W ocenie produktéw marek wiasnych, siedem z dziewigciu okreslen uzyskato
srednig powyzej 4 (na 5-punktowej skali Likerta). Oznacza to, ze konsumenci zgadzaja
si¢ z cechami produktow marek wiasnych opisanych jako swieze, wyprodukowane
W sposob  zrownowazony, blisko domu, pozywne, minimalnie przetworzone
i wyprodukowane ekologicznie. Najwyzej oceniono $wiezo$¢ ($rednia 4,52), certyfikaty
jakos$ci ($rednia 4,24) oraz niski stopien przetworzenia (Srednia 4,19). Konsumenci
z grupy nr 1 pozytywnie ocenili produkty zywnos$ciowe marek wiasnych pod wzgledem
minimalnego stopnia przetworzenia, wartosci odzywczej, obecnosci naturalnych
sktadnikow w skladzie, certyfikatow, wptywu na Srodowisko oraz ekologicznej metody
produkcji. Wysokie noty od 4 do 5 otrzymaty stwierdzenia oceniane przez konsumentow
z grupy nr 2, gdzie produkty marek wiasnych zostaty najwyzej ocenione pod wzgledem
$wiezosci, warto$ci odzywczej i wptywu na $rodowisko. Prawie 20% respondentow
(skupienie nr 3) nie zgodzilo si¢ ze stwierdzeniem, ze produkty Zywnos$ciowe marek

wiasnych sa produkowane w sposob tradycyjny, ekologiczny i przyjazny dla srodowiska
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oraz maja wysoka warto$¢ odzywcza. Najwyzej w tym skupieniu oceniono takie atrybuty
zywnosci, jak §wiezos$¢ i niski stopien przetworzenia. Konsumenci z grupy nr 4 (15,0%

badanych) najwyzej ocenili §wiezo$¢, lokalne pochodzenie i produkcje ekologiczna,

a najnizej — niski stopien przetworzenia i naturalne sktadniki.

Tabela 11. Analiza skupien: ocena produktoéw zywnos$ciowych marek wlasnych przez konsumentéw
Ocena produktow marek Grupal | Grupa2 | Grupa3 | Grupa4
wlasnych pod wzgledem CR** | Wynik* 226 106 93 75
takich parametréw jak:! (452%) | (21,2%) | (18,0%) | (15,0%)
Naturalne sktadniki 0,87 4,02 1 2 4 5
Certyfikaty jakosci itp. 0,78 4,24 |0 FT g ' '
Niskoprzetworzone produkty 0,82 419 |V =2
Swiezos¢ 050 | 452 |°% ¢
Produkcja tradycyjna 0,89 3,52 ﬁ'i — Neutral
Lokalne/regionalne pochodzenie | 0,77 4,07 zir
Produkcja ekologiczna 0,92 38 |,

Przyjazny wptyw na $rodowiska | 0,87 4,08 |,
(produkcja/ opakowanie) e b
Wartos¢ odzywcza 0,92 4,07

!Skala od 1 do 5, gdzie 1 oznacza — catkowicie si¢ nie zgadzam, 2 - nie zgadzam sie, 3-ani si¢ zgadzam, ani si¢ nie
zgadzam, 4- zgadzam si¢ 5 - catkowicie si¢ zgadzam.

*p-poziom istotnosci 0,0001; **wspotczynnik korelacji

Zrédto: badania whasne, 2020 przedstawione w artykule: Czeczotko M, Gorska-Warsewicz H, Laskowski
W, Rostecka B. Towards Sustainable Private Labels in an Autonomous Community during COVID-19—
Analysis of Consumer Behavior and Perception on the Example of Tenerife. Sustainability, 2021;
13(13):7467

Charakterystyke klastrow przedstawiono w tabeli 12. W pierwszym skupieniu,
obejmujacym prawie potowe respondentow (45,2%) dominujg kobiety (70,8%) w wieku
51 i wigcej o $rednich dochodach. W drugim skupieniu (21,2%) dominuja m¢zczyzni
(82,1%) w wieku 36-50 lat o srednich dochodach, a w trzecim — mezczyzni w wieku 18-
50 lat o niskich dochodach. W ostatnim skupieniu (15,0%) jest wigcej kobiet w wieku 36
lat i powyzej, o srednich dochodach, ale grupa ta obejmuje wszystkie poziomy dochodow
(okoto 20%). Kazda z grup respondentow nabywata produkty zywnosciowe marek
wilasnych od ponad 10 lat. Analiza skupien wykazata, ze osoby najdtuzej kupujace
produkty marek wlasnych, oceniaja je bardzo wysoko, niezaleznie od sytuacji
dochodowej 1 wyksztalcenia. Mtodzi ludzie o najwyzszych dochodach, mieszkajacy

W najwigkszych miastach byly bardziej krytyczne.
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Tabela 12. Profile analizy skupien: ocena produktow spozywczych w ramach marek whasnych przez
konsumentow

Zmienne Grupal Grupa 2 Grupa 3 Grupa 4
226 (45,2%) | 106 (21,2%) | 93(18,0%) | 75 (15,0%)
Pleé
Kobieta 70,8% 17,9% 45,2% 54,7%
Mezczyzna 29,2% 82,1% 54,8% 45,3%
Wiek
18-25 7,1% 29,2% 32,3% 1,3%
26-35 27,4% 22,7% 33,3% 20,0%
36 —50 26,1% 28,3% 31,2% 40,0%
51+ 39,4% 19,8% 3,2% 38,7%
Dochody
Ponizej 950 € 13,7% 13,2% 31,2% 18,7%
950 €-1 800 € 26,6% 28,3% 42,3% 20,0%
1801 €-2500 € 42,0% 34,0% 3,2% 25,3%
2501 €-3500¢€ 9,7% 10,4% 1,1% 16,0%
3 501 € i wigcej 8,0% 14,1% 22,3% 20,0%
Okres zakupu produktéw marek wlasnych
Krocej niz 1 miesigc 6,6% 0,0% 15,1% 0,0%
od I miesiaca 18,6% 17,0% 15,1% 21,3%
do 1 roku
1-5 lat 0,0% 0,9% 0,0% 18,7%
5-10 lat 20,8% 28,3% 22,5% 20,0%
dhuzej niz 10 lat 54,0% 53,8% 47,3% 40,0%

Zrédto: badania whasne, 2020 przedstawione w artykule: Czeczotko M, Gorska-Warsewicz H,
Laskowski W, Rostecka B. Towards Sustainable Private Labels in an Autonomous Community
during COVID-19—Analysis of Consumer Behavior and Perception on the Example of Tenerife.
Sustainability, 2021; 13(13):7467.

4.3. Publikacja nr 3

4.3.1. Kategorie produktow zywno$ciowych dostepne pod markami wlasnymi
najczesciej analizowane pod wzgledem zachowan konsumenckich

W artykutach uwzglednionych w systematycznym przegladzie literatury ocenie
poddano czynniki decydujace o nabywaniu produktow marek wlasnych, w tym
postrzegang jako$¢ (Vaidyanathan and Aggarwal, 2000; Miquel, Caplliure and Aldas-
Manzano, 2002; Veloutsou, Gioulistanis and Moutinho, 2004; Akbay and Jones, 2005;
Kurtulus et al., 2005; Albayrak and Aslan, 2009; Anchor and Koufilova, 2009; Glynn and
Chen, 2009; Monnot, Parguel and Reniou, 2015; Thanasuta, 2015; Jara, Cliquet and
Robert, 2017; Garczarek-Bak, 2018; Singh and Singhal, 2020; Kadekova et al., 2020;
Kosic¢iarova, Kadekova, Kubicova, et al.,, 2020; De Temmerman et al., 2021), ceng
(Miquel, Caplliure and Aldas-Manzano, 2002; Semeijn, van Riel and Ambrosini, 2004;
Veloutsou, Gioulistanis and Moutinho, 2004; Akbay and Jones, 2005; Kurtulus et al.,
2005; Ming-Sung Cheng et al., 2007; Anchor and Koufilova, 2009; Glynn and Chen,
2009; Bauer, Heinrich and Schafer, 2013; Fall Diallo et al., 2013; Delgado-Ballester,

Hernandez-Espallardo and Rodriguez-Orejuela, 2014; Monnot, Parguel and Reniou,
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2015; Schnittka, 2015; Thanasuta, 2015; Zielke and Komor, 2015; Diallo, Burt and
Sparks, 2015; Marques dos Santos et al., 2016; GOmez-Suarez, Quinones and Yague,
2016; Jara, Cliquet and Robert, 2017; Liu et al., 2018; VVazquez-Casielles and Cachero-
Martinez, 2018; Singh and Singhal, 2020), opakowanie (Vaidyanathan and Aggarwal,
2000; Ming-Sung Cheng et al., 2007; Monnot, Parguel and Reniou, 2015; Jara, Cliquet
and Robert, 2017; Kadekova et al., 2020; Kosi¢iarova, Kadekova, Kubicova, et al., 2020),
aspekty zdrowotne (Mieres, Martin and Gutiérrez, 2006; Kara et al., 2009; Bauer,
Heinrich and Schéfer, 2013; De Temmerman et al., 2021) oraz lojalno$¢ wobec marki
(Kurtulus et al., 2005; Glynn and Chen, 2009; Fall-Diallo, Kaswengi and Gazquez-Abad,
2015; Kosiciarova, Kadekova, Holotova, et al., 2020; Singh and Singhal, 2020).

Stwierdzono, ze najczesciej analizowanymi kategoriami zywnosci byly produkty
mleczne, stodycze, produkty zbozowe oraz zywnos$¢ mrozona i przetworzona. Wyniki te
oddaja udzial wartosciowy kategorii produktow sprzedawanych pod markami witasnymi.
Na przyktad, w krajach Europy Zachodniej zywno$¢ mrozona (43%), produkty chtodzone
1 $wieze (39%) oraz napoje bezalkoholowe (18,3%) cechowaly si¢ najwigkszymi
udziatami warto$ciowymi. Zywno$¢ chlodzona i §wieza oraz produkty mleczne byty
najczesciej kupowane przez konsumentéw europejskich, a ich udziat wartosciowy wahat
si¢ na przyktadzie Wielkiej Brytanii na poziomie 55,4%, za§ w Hiszpanii 42,1% (Eales,
2016). Dla porownania, w USA kategoriami zywno$ci z najwigkszym udziatem
sprzedazy w 2019 roku byly produkty piekarnicze (36,6%), produkty mleczarskie
(33,1%) iwyroby garmazeryjne (23,6%) (Statistica.com, 2020). W innym badaniu
przeprowadzonym na Stowacji, wsréd konsumentow o najnizszych dochodach
dominowata kategoria nabialu (46,6%), zas wsrdd wszystkich badanych najczesciej
wybieranymi kategoriami byly: nabiat (40%) 1 dobra trwaltego uzytku (35%) (Valaskova,
Kliestikova and Krizanova, 2018b). Ponadto, w czeSci artykutlow analizowano
czestotliwo$¢ zakupu produktow marek wlasnych (Veloutsou, Gioulistanis and
Moutinho, 2004; Anchor and Koufilova, 2009; Vazquez-Casielles and Cachero-Martinez,
2018; Czeczotko, GoOrska-Warsewicz and Laskowski, 2020; Kosi¢iarova, Kadekova,
Holotova, et al., 2020; Kosi¢iarova, Kadekova, Kubicova, et al., 2020).

4.3.2. Czynniki determinujace wybor produktow marek wlasnych
Glownymi czynnikami analizowanymi w artykutach wybranych w ramach
systematycznego przegladu literatury bylo postrzeganie przez konsumentow jakosci,

ceny, wizerunku sklepu i ryzyka zwigzanego z produktami marek wiasnych. Innymi
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ocenianymi czynnikami byty: ryzyko zakupu produktow marek wiasnych w poréwnaniu
z produktami marek wiodacych na rynku, wplyw kraju pochodzenia lub opakowania,
atakze wplyw wizerunku marki i1 sieci sklepow na wybdr produktéw. Wiyniki
uwzglednionych badan zostaly rowniez potwierdzone przez badania przeprowadzone
w Polsce, Wielkiej Brytanii i Hiszpanii (Teneryfa) dotyczace zachowan konsumentéw
i postrzegania produktow marek wiasnych.

Drugie pytanie badawcze odnosito si¢ do czynnikéw innych niz zdrowotne branych
pod uwage przy wyborze przez konsumentéw produktéw marek wiasnych. Z przegladu
piSmiennictwa wynika, ze cena jest gldownym czynnikiem decydujacym o wyborze
produktow marek wlasnych. Znaczacy wplyw atrakcyjnej, nizszej ceny potwierdzajq
wczesniejsze badania 1 raporty dotyczace zachowan konsumentow wobec produktow
marek wilasnych (Eales, 2016; Nielsen, 2018; IRI, 2019). Kolejnym czynnikiem
decydujacym o wyborze marek wlasnych okazata si¢ postrzegana jako$¢ tych produktow
w porownaniu z produktami marek producentow wiodacych na rynku (Peter J. Boyle and
E. Scott Lathrop, 2007). W licznych artykulach analizowano postrzeganie jakosci
produktéw marek wtasnych przez konsumentow, ktorzy wskazywali na znaczng poprawe
jakosci. Co wazne, na lojalno$¢ konsumentow wobec marek wiasnych wplywa
bezposrednio jakos¢ produktow oferowanych przez danego detalisty, czgsciowo rowniez
na lojalno§¢ wobec sklepu (do Vale, Verga Matos and Caiado, 2016). Badania
potwierdzaja, ze jako$¢ produktow marek wlasnych w odczuciu konsumentdw jest prawie
taka sama jak jako$¢ produktow marek producentow. Postrzeganie wyzszej jakoSci
zwigksza sktonno$¢ do zakupu produktow marek wilasnych, przez co stajg si¢ bardziej
konkurencyjne (Wanjiku, 2015). Badania zrealizowane w ramach rozprawy doktorskiej,
dotyczace Polski 1 Wielkiej Brytanii wykazaly, ze wysoka jakos$¢ produktow dostepnych
pod markami wlasnymi jest wazniejszym czynnikiem decydujacym o decyzji zakupowe;j
wérod konsumentow brytyjskich niz polskich (Czeczotko, Gorska-Warsewicz and
Laskowski, 2020). Jednoczesnie, jak wynika z badania przeprowadzonego w Niemczech,
poprawa jako$ci ma silniejszy wptyw na wzrost udziatu rynkowego marek wlasnych niz

w przypadku marek producentow (Olbrich, Jansen and Hundt, 2017).

4.3.3.Czynniki zdrowotne determinujace wybor produktéw marek wlasnych
Analizujac  trzecie pytanie badawcze, cztery artykuly uwzglednione
W systematycznym przegladzie literatury poruszaty kwesti¢ aspektéw zdrowotnych, lecz

literatura przedmiotu wskazuje na rosngca swiadomos$¢ konsumentoéw na temat zywnos$ci
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1 jej wptywu na samopoczucie i zdrowie (Rana and Paul, 2017; Wang, Liaukonyte and
Kaiser, 2018; Pindus and Hafford, 2019). W pierwszym badaniu przeprowadzonym
w 2021 roku zaproponowano nowy system znakowania zywnos$ci, w ktorym 0znaczenia
literowe wskazywaly na poziom zdrowotnoSci izalecang czgstotliwos¢ spozycia
produktu. Produkty zostaly okre§lone jako zdrowsze na podstawie ich Nutri-Score,
a zdrowotno$¢ produktéw, uszeregowana w pieciu kategoriach, byta oceniana w rdzny
sposob. Ponadto w artykule przeanalizowano wptyw systemu Nutri-Score na postrzegang
jakos¢, postrzegang zdrowotno$¢ oraz intencje zakupu produktoéw marek producentdéw
i marek wlasnych. Zalecono rowniez, aby system Nutri-Score mogt zosta¢ wprowadzony
jako europejska etykieta zywieniowa i ze moze on by¢ skutecznym rozwigzaniem
w walce z rosngcg epidemig otylosci (De Temmerman et al., 2021).

W badaniu z 2009 roku autorzy zbadali motywy zakupu zywnosci ekologicznej na
przyktadzie ptatkow s$niadaniowych. Wyniki wskazaly, ze w zakresie Zywnosci
konwencjonalnej produkty marek wilasnych byly postrzegane jako mniej zdrowe,
przyjazne $rodowisku oraz mniej bezpieczne w porownaniu z markami wiodacych
producentéw. Jednak w przypadku zywnosci ekologicznej, produkty marek witasnych
postrzegane byty jako zblizone pod wzglgdem zdrowotnos$ci, wptywu na $rodowisko
I bezpieczenstwa w poréwnaniu z markami producentow. Ponadto cechuja je analogiczne
intencje zakupu (Bauer, Heinrich and Schafer, 2013).

Kolejne badanie z 2009 roku miato na celu porownanie czynnikow wyboru marek
producentéw oraz marek wilasnych. Wyniki wskazaly, ze glownym czynnikiem wyboru
byta niska cena, lecz czynnik zdrowia plasowatl si¢ na wysokiej pozycji. Innymi waznymi
czynnikami wyboru byly lojalno$¢, wyjatkowos¢ oraz dostepnos$¢ asortymentu (Kara et
al., 2009).

Ostatnim z badan, w ktorym poruszono aspekty zdrowotne pochodzi z 2006 roku
i analizuje ryzyko zdrowotne zwigzane z zakupem produktéw takich jak szampony
i reczniki kuchenne oferowanych pod markami producentéw i markami wiasnymi.
Respondenci ocenili, ze produkty marek wlasnych moga stanowi¢ wyzsze ryzyko
zaszkodzenia zdrowiu, niz marki producenta (Mieres, Martin and Gutiérrez, 2006).

Chociaz aspekty zdrowotne odgrywaja coraz wigksza role w zachowaniach
konsumentéw wobec produktow marek wtasnych, nie sa one uwazane za glowny czynnik
decydujacy o wyborze produktow tych marek. Postawy konsumentow wobec zdrowej
zywnosci, ze szczegdlnym uwzglednieniem produktéw ekologicznych i funkcjonalnych

moga by¢ wykorzystane przy opracowywaniu programéw zdrowia publicznego
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(Annunziata and Pascale, 2009). Swiadczy o tym fakt, ze w badaniach przeprowadzonych
w Wielkiej Brytanii, Stanach Zjednoczonych i Niemczech wykazano wptyw wartos$ci
odzywczej 1 zdrowotnej produktdow na wybory dokonywane przez konsumentow.
Wskazano, ze konsumenci europejscy sg bardziej swiadomi zdrowotnie pod wzgledem
stylu zycia i sposobu odzywiania niz konsumenci amerykanscy, jak rowniez bardziej
zwracaja uwage na warto$¢ odzywcza produktu, systemy znakowania zywnosci czy
oswiadczenia zywieniowe, a nie tylko cene i graficzne opakowanie produktu (Ghvanidze
etal., 2017). Analizowanie aspektéw zdrowotnych w zachowaniach konsumentéw wobec
produktow marek wiasnych stanowi luk¢ w wiedzy zidentyfikowang w niniejszym

przegladzie literatury.

47



V. PODSUMOWANIE | WNIOSKI

5.1. Weryfikacja hipotez
Analiza wynikéw badan empirycznych przeprowadzonych dla potrzeb niniejszej pracy

pozwolita na weryfikacje hipotez badawczych postawionych w rozdziale II.

Hipoteza 1: Dlugosé¢ okresu zakupu produktéw marek wlasnych sieci handlowych
dla produktéw zywnosciowych jest zalezny od momentu ich wprowadzenia
i aktualnego etapu ich rozwoju w danym Kkraju.

Pierwsza hipoteze badawcza zweryfikowano w badaniu empirycznym nr 112 (etap
Il i Il realizacji procesu badawczego). Najwigksza grupa polskich konsumentow
nabywata produkty dost¢pne pod markami wiasnymi w okresie od 1 do 5 lat, a nastepnie
od 5 do 10 lat. Wsrod konsumentow brytyjskich byt to okres dtuzszy niz 10 lat. R6znica
byta zauwazalna wsérod nowych nabywcéw marek wilasnych do 1 roku, ktorzy
dokonywali zakupoéw marek wtasnych (Polska — 9,6% konsumentow, Wielka Brytania -
18,8%). W badaniu przeprowadzonym na Teneryfie stwierdzono, ze najwigksza grupa
konsumentéw kupowata produkty marek wiasnych przez ponad 10 lat. Krotszy okres (5-
10 lat) zadeklarowat co pigty respondent. Trzecig co do wielkosci grupe stanowili
konsumenci nabywajacy marki wiasne w okresie krotszym niz 1 rok (ponad 20%).
Wyniki pozwolity na identyfikacje dwoch grup nabywcdéw marek witasnych: nowych
klientow, wybierajacych produkty marek wiasnych w okresie krotszym niz 1 rok, oraz
stalych klientow, kupujacych te produkty dtuzej niz 5 lat (Polska), a nawet 10 lat (Wielka
Brytania i Teneryfa).

Roznica miedzy Polska a Wielka Brytanig i Teneryfa wynika z dynamiki rozwoju
marek wilasnych. W krajach Europy Zachodniej i Potudniowej najbardziej intensywny
etap ich rozwoju przypadat na lata 70 i 80, a w Polsce - na koniec lat 90 XX wieku.
Obecnie we wszystkich badanych krajach obserwuje si¢ rozwdj marek wilasnych
zrownowazonych, premium, ekologicznych i innowacyjnych produktow, co potwierdza
czwarty etap ich rozwoju. W Polce ten etap przypadt o kilka lat pdzniej niz w Wielkiej
Brytanii i Hiszpanii. Etap rozwoju marki wlasnej w poszczegdlnych krajach przebiegat

Z r6zng intensywnoscig i czasem (Burt, 2000).
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Hipoteza 2: Czestotliwos¢ i wybér grup produktéw zywnosciowych marek wlasnych
od zalezy od danych socjodemograficznych, takich jak wiek czy dochody.

Druga hipoteze badawczg zweryfikowano w badaniu empirycznym nr 1 i 2 (etap II
i I realizacji procesu badawczego). Czgstotliwos¢ zakupu wszystkich produktow
zywnosciowych marek wilasnych, z wyjatkiem alkoholu, byla istotnie ujemnie
skorelowana z wiekiem. Oznacza to, ze wraz z wickiem malata czestotliwo$¢ zakupu
produktow marek wlasnych. W przypadku dochodu, najwigksze ujemne wskazniki
korelacji odnotowano dla migsa i jego przetword6w, owocOw 1 warzyw oraz napojow
bezalkoholowych i wody. Wyjatkiem jest kategoria alkoholu, gdzie wraz ze wzrostem
dochodow czestotliwos¢ zakupu alkoholu zmniejszyta sie.

W dostepnej literaturze brakuje badan i1 raportéw dotyczacych zaleznosci miedzy
wiekiem 1 dochodami a czestotliwoscig zakupow produktow marek wiasnych w podziale
na kategorie produktowe. Rowniez niewiele z nich odnosi si¢ do segmentow
konsumentéw w zaleznosci od dochodow. Na przyktad francuscy konsumenci
0 wyzszych dochodach doceniaja marki wilasne bardziej niz konsumenci o nizszych
dochodach, za$ wiek nie wplywa na decyzje zakupowe respondentow (Fall Diallo et al.,
2013). Badania przeprowadzone w Grecji wykazujg korelacje¢ miedzy wickiem,
dochodami 1 wielko$cig gospodarstwa domowego a r6znymi czynnikami wptywajacymi
na zamiar zakupu produktow marek wiasnych, takimi jak $wiadomos$¢ marki, postrzegana
jakos¢, warto$¢ 1 ryzyko. Dodatkowo wiek, a nie dochod, ma wiekszy wplyw na zamiar
zakupu produktow marek wiasnych (Kakkos, Trivellas and Sdrolias, 2015). Uzyskane
wyniki mozna odnies¢ do udzialdéw rynkowych produktow dostepnych pod markami
wiasnymi. W Stanach Zjednoczonych najwigkszy udziat w sprzedazy w 2019 roku miaty
produkty piekarskie (36,6%), mleczarskie (33,1%) i produkty sprzedawane
w delikatesach (23,6%), a najmniejszy - swieza zywno$¢ (11,2%) i owoce morza (5,2%)
(Statistica.com, 2020). Brytyjczycy najczesciej wybierali owoce i warzywa, pieczywo,
nabial, migso 1 wedliny, z kolei w Polsce najczesciej siggano po nabial, produkty
zbozowe, napoje bezalkoholowe i wode (Czeczotko, Gorska-Warsewicz and Laskowski,
2020). Na Stowacji najczesciej wybierano produkty mleczne (ok. 40%) i artykuty
trwatego uzytku (ok. 35%), nastgpnie napoje alkoholowe (ok. 30%) lub produkty
mrozone (25%) (Valaskova, Kliestikova and Krizanova, 2018). W Hiszpanii, zgodnie
z raportem IRi z 2018 roku, najwyzsze udzialy wartosciowe odnotowano w przypadku
mrozonek (57,6%), produktow schlodzonych 1 $wiezych (46,3%), napojow
bezalkoholowych (25,1%) i napojow alkoholowych (21,2%) (IRi, 2020).
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Uzyskane wyniki pozwolily pozytywnie zweryfikowaé hipoteze H2, gdyz istnieje
zalezno$¢ miedzy wiekiem i dochodami respondentdéw a czestotliwos$cia i wyborem grup

produktow zywnosciowych marek wiasnych.

Hipoteza 3: Zachowania konsumenckie wobec marek wlasnych produktéw
zywnos$ciowych sa determinowane przez czynniki ekonomiczne, lecz cena nie jest
jedynym Kryterium wyboru.

Trzecig hipotez¢ badawcza zweryfikowano w badaniu empirycznym nr 1 i 2 (etap
I1 i 111 realizacji procesu badawczego). Respondenci uczestniczacy w badaniu w 2018
roku w Polsce 1 w Wielkiej Brytanii wskazywali, Ze najwazniejszym czynnikiem wyboru
produktow marek wtasnych we badanych krajach byta nizsza cena niz marek wiodacych.
Sposréd czynnikdw nieekonomicznych, warto zwrdci¢ uwage na przywigzanie do dane;j
sieci sklepu, czy dostepno$¢ danych marek w kazdej placowce. Wysoko oceniono
rowniez szeroko$¢ i wybor asortymentu detalistow. Mozna zauwazy¢ réznicg w opiniach
respondentow z Polski i Wielkiej Brytanii w kwestiach nieekonomicznych. Jako$é
uzyskata wyzszg ocen¢ wsrod respondentéw brytyjskich, co potwierdza rozwoj marek
wiasnych w kierunku marek zréwnowazonych, ekologicznych czy premium,
charakteryzujacych si¢ wysoka jakoscig. Natomiast, polscy konsumenci marek wlasnych
sg najbardziej przywigzani do danej sieci sklepéw i marek wiasnych. W przypadku
respondentow z Teneryfy, ktorzy uczestniczyli w badaniu w 2020 roku, za najwazniejszy
czynnik wyboru produktow marek wiasnych wskazano nizszg ceng niz marek wiodacych.
Sposrod czynnikéw nieekonomicznych istotne okazaly si¢: przywigzanie do danej sieci
sklepu, poczucie bezpieczenstwa i zaufania do produktow detalisty. Jakos$¢ uzyskata
umiarkowang oceng¢ Teneryfy, co potwierdzito, ze rozw6j marek wiasnych w Kierunku
marek wlasnych zrownowazonych, ekologicznych czy premium jest na poczatkowym
etapie.

Identyfikacja czynnikdw decydujacych o zakupie produktéw marek wiasnych peini
wazng funkcje w analizie etapu rozwoju tych marek. Mozna zauwazy¢ wyrazng roznice
w opiniach respondentéw kazdego z krajow w kwestiach nieekonomicznych. Polscy
konsumenci marek wtasnych sa najbardziej przywiazani do danej sieci sklepow i marek,
za$ brytyjscy nabywcy cenig szeroki wybor produktowy oraz poczucie bezpieczenstwa
i zaufania do produktéw detalistow. W przypadku czynnikdw ekonomicznych, znaczenie
niskich cen produktow marek wiasnych byto wazniejsze dla polskich konsumentéw niz

dla brytyjskich. Poréwnujac uzyskane wyniki z wynikami innych badan, gldéwnym
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powodem zakupu marek wlasnych jest zazwyczaj nizsza, atrakcyjna cena (Nielsen, 2014,
2018; Eales, 2016; Abotorabi, 2018; IRI, 2019), co wskazuje na wczesniejszy etap ich
rozwoju (Laaksonen and Reynolds, 1994). Istotna jest rowniez wielko$¢ roznicy cenowej
produktow marek wilasnych i marek producentéw. Wedtug raportu IRI z 2018 r. $rednia
cena produktoéw marek detalistow w Europie w roku 2017 wynosita okoto 70% $rednie;]
ceny marek wiodacych producentow. Najwyzszy wskaznik (83,7%) zaobserwowano we
Wiloszech, a najnizszy we Francji, gdzie wynidst on 61,3%. W Wielkiej Brytanii wynosit
on 78,1% (Abotorabi, 2018). Nizsze ceny produktow marek wilasnych réwniez maja
znaczenie w sytuacji gospodarczej i czynnikow makroekonomicznych na $wiecie.
Wedtug raportu USDA z 2020 roku swiatowy kryzys gospodarczy w latach 2008-2013
wplynagt na rozwdj marek wilasnych i ich postrzeganie przez konsumentéw (Medina,
2020). W tym czasie marki wlasne zwigkszyty swoj udziat w koszyku zakupowym do
35-42% (IRI, 2019), a w kolejnych latach - do okoto 50%. Ogo6lnoswiatowy kryzys
gospodarczy zapoczatkowal intensywng rywalizacj¢ miedzy sieciami handlowymi
I rozwingl narzgdzia tworzenia przewagi konkurencyjnej (Private Label Market (PLMA),
2020). Waznym dziataniem byto kreowanie przez detalistOw wizerunku nizszych cen
(Beristain and Zorrilla, 2011; Ipek, Askin and Ilter, 2016) oraz wlasciwego Sstosunku
jakosci do ceny w odniesieniu do marek wlasnych ogotem i premium (Nenycz-Thiel and
Romaniuk, 2016).

Niniejsze badania wykazaly rowniez, ze wysoka jako$¢ produktow marek wiasnych
jest wazniejszym czynnikiem wyboru dla konsumentow brytyjskich, niz polskich. Aspekt
ten nalezy postrzega¢ w odniesieniu do etapu rozwoju handlu detalicznego, jego
koncentracji oraz udzialu marek wilasnych w rynku. Okresla to etapy rozwoju marek
detalistow od produktéw o najnizszej jakosci i cenie do produktow premium (Kumar and
Steenkamp, 2007) i zrbwnowazonych marek wiasnych (Gomez-Suarez and Martinez-
Ruiz, 2016). Te ostatnic nalezy postrzega¢ w konteksécie systemOW jakosci procesu
produkcji oraz postrzeganej jakosci produktow, marek producentdéw i marek wiasnych.
Na obecnym etapie ewolucji handlu detalicznego, poprawa jakosci marek wlasnych
umozliwia detalistom zwigkszenie liczby klientow, w tym takze tych, ktorzy zwracaja
uwage na jako$¢ (Bao, Bao and Sheng, 2011). Zjawisko to ma rowniez zwigzek z rosngca
Swiadomoscia zdrowotng 1 zywieniowa konsumentow, ktéra znajduje odzwierciedlenie
w pozytywnym postrzeganiu marek wilasnych w aspekcie bezpieczenstwa zywnosci

(Bauer, Heinrich and Schéfer, 2013).
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Uzyskane wyniki pozwolity pozytywnie zweryfikowa¢ hipotez¢ H3, gdyz gldownym
czynnikiem wyboru produktow marek wiasnych w obu badaniach empirycznych byta
cena, lecz czynniki nieekonomiczne, jak jakos¢, coraz bardziej byty uwzgledniane przez

konsumentdw przy wyborze produktow zywnos$ciowych tych marek.

Hipoteza 4: Konsumenci dostrzegaja zmiany w produktach marek wlasnych,
glownie w kontek$cie zrownowazonego rozwoju, systemu produkcji czy produkcji
przyjaznej Srodowisku.

Czwartg hipoteze badawczg zweryfikowano w badaniu empirycznym nr 112 (etap
I1 1 11 realizacji procesu badawczego). Opinie konsumentow dotyczace postrzegania
zmian marek wlasnych s3 wazng odpowiedzig zwrotng dla sieci detalicznych. Dla badanej
populacji mieszkancow Polski oraz Wielkiej Brytanii za najwazniejsze uznano poprawe
jakosci oraz wzrost oferty produktow marek wlasnych. Polscy konsumenci wyzej ocenili
wszystkie stwierdzenia dotyczace postrzegania zmian produktéw marek wilasnych niz
respondenci z Wielkiej Brytanii. Wyniki te mogg wskazywac na inny etap rozwoju marek
wiasnych w Polsce w porownaniu do krajow Europy Zachodniej, gdzie udzial rynkowy
marek wlasnych sigga 50%. Dla badanej populacji mieszkancow Teneryfy za
najwazniejsze uznano zwigkszenie dostgpnosci oraz poprawe wizerunku i jakosci.
Respondenci byli zgodni z takimi cechami produktéw marek wiasnych jak: swiezos¢,
produkcja w sposob zrownowazony, ekologiczny, minimalny stopien przetworzenia
i posiadanie certyfikaty jako$ci.

Badanie przeprowadzone dla potrzeb niniejszej pracy doktorskiej wskazalo, ze
konsumenci dostrzegaja zmiany zachodzace w markach wlasnych. Nalezg do nich
poprawa wizerunku i jakos$ci oraz wigksza dostgpnos¢. W pismiennictwie brakuje
doniesien dotyczacych oceny zmian marek wlasnych w zalezno$ci od uwarunkowan
spoteczno-ekonomicznych, podawane s3 jedynie wyniki dotyczace ogo6lnych
spostrzezen. Na przyklad w badaniu zrealizowanym w Kenii jako najwicksze zmiany
wskazano lepsza jako$¢, roznorodno$¢ i dostepnos¢ asortymentu (Wanjiku, 2015).
W polskich badaniach zaobserwowano dostgpnos¢ produktow marek wiasnych
w kazdym sklepie danej sieci handlowej, szeroki zakres marek wlasnych, co taczylo sie
z dobrym stosunkiem ceny do jako$ci i zaufaniem do detalisty (Majewska, 2014;
Kowalska, 2015; Garczarek-Bak, 2016; Gorska-Warsewicz, Czeczotko and Kudlinska-
Chylak, 2018). Poprawa postrzeganej jakosci marek wiasnych jest wazna dla sieci

detalicznych, poniewaz Korzystniejsze postrzeganie jakosci produktéw marek wiasnych
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sprzyja pozyskaniu konsumentéw nastawionych na jakos¢ (Bao, Bao and Sheng, 2011)
i zakup produktow premium (Kumar and Steenkamp, 2007). Jako$¢ marek wiasnych
posrednio wptywa na lojalno$¢ wobec sklepu, za§ bezposrednio na lojalnosé
konsumentéw wobec marek wilasnych (do Vale, Verga Matos and Caiado, 2016).
Ponadto, jak wskazuja badania przeprowadzone w Niemczech, jakos¢ produktow miata
silniejszy wptyw na udzial rynkowy marek wlasnych niz marek wiodacych producentow
(Olbrich, Jansen and Hundt, 2017).

Tematy zwigzane ze zrownowazonym rozwojem obejmujg dzialania zmierzajace
do rozwoju produktow lokalnych, zmniejszenia ilo$ci tworzyw sztucznych, promowania
produktow ekologicznych, oszczedno$ci energii, wykorzystania zielonej energii oraz
zmniejszenia ilosci odpadow zywnos$ciowych (Michel et al., 2020). Wprowadzenie
ekologicznych marek witasnych do sprzedazy w sieciach handlowych jest przykladem
realizacji polityki zrownowazonego rozwoju przez hiszpanskich detalistow, a Lidl,
Carrefour czy Aldi sa liderami w zakresie zywnos$ci ekologicznej (Michel et al., 2020).
Znak zywnosci ekologicznej oraz certyfikat fair-trade marek wiasnych sg postrzegane
jako przejaw zaangazowania spolecznego i $rodowiskowego. W segmencie branzy
spozywczej ekologiczne marki wiasne sg dostepne od dluzszego czasu (Aouina Mejri and
Bhatli, 2014). Obecnie rozwdj ekologicznych marek wiasnych traktowany jest jako
narzedzie tworzenia przewagi konkurencyjnej dla sieci handlowych (Gorska-Warsewicz
et al., 2018). Literatura podaje, ze konsumenci sg coraz bardziej swiadomymi zdrowotnie
I zywieniowo, zwracajg uwage na zdrowie, jako$¢ i bezpieczenstwo zywnosci, miejsce
produkcji i dbato$¢ o srodowisko (Wee et al., 2014). Ponadto konsumenci rozwazajg czy
spozywanie produktow danej marki jest nieszkodliwe dla zdrowia (Bauer, Heinrich and
Schafer, 2013). Swiadomo$¢ konsumentéw obejmuje réwniez trend ekologicznych
marek wilasnych. Badanie przeprowadzone w Niemczech wykazalo, ze konwencjonalne
marki wlasne sg postrzegane jako mniej przyjazne dla Srodowiska, mniej zdrowe
i bezpieczne w poréwnaniu z produktami marki wtasnej ekologicznymi (Bauer, Heinrich
and Schéfer, 2013). W innym badaniu przedstawiono ekologiczne marki wiasne jako
sposob zmniejszenia ryzyka nieudanego zakupu, a takze zwigkszenia §wiadomosci marki
i zapewnienie jakosci (Yang, Al-shaaban and Nguyen, 2014; Claessen, 2017).

Uzyskane wyniki pozwolity pozytywnie zweryfikowac hipoteze H4, gdyz konsumenci
dostrzegaja zmiany w produktach marek wilasnych, w kontekscie poprawy wizerunku
i jakosci, wickszej dostepnosci, ale roéwniez rozwoju produktéw ekologicznych,

przestrzegania zasad zrbwnowazonego rozwoju i produkcji przyjaznej srodowisku.
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Hipoteza 5: Czynniki zdrowotne wplywaja na wybor marek wlasnych sieci
handlowych przed konsumentéow, w tym systemy znakowania zZywnoSci na
produktach detalistow.

Piata hipoteze badawcza zweryfikowano w badaniu nr 3 (etap 1V realizacji procesu
badawczego). Tylko cztery artykuly uwzglednione w systematycznym przegladzie
literatury poruszaly kwesti¢ aspektow zdrowotnych, lecz literatura przedmiotu wskazuje
na rosngca $wiadomos$¢ konsumentéw na temat zywnosci 1 jej wptywu na samopoczucie
i zdrowie (Rana and Paul, 2017; Wang, Liaukonyte and Kaiser, 2018; Pindus and Hafford,
2019). W jednym z artykulow analizowano postawy konsumentéw wobec zdrowej
zywnosci, ze szczegdlnym uwzglednieniem produktow ekologicznych i funkcjonalnych,
ktore moga by¢ wykorzystane przy opracowywaniu programoéw zdrowia publicznego
(Annunziata and Pascale, 2009). W badaniu przeprowadzonym w Wielkiej Brytanii,
Stanach Zjednoczonych i Niemczech wykazano wplyw wartosci odzywczej i zdrowotnej
produktéw na wybory dokonywane przez konsumentoéw. Wykazano, ze konsumenci
europejscy sg bardziej swiadomi zdrowotnie pod wzgledem stylu zycia i sposobu
odzywiania niz konsumenci amerykanscy, jak rowniez zwracajag uwage na warto$¢
odzywczg produktu, systemy znakowania zywnosci | o§wiadczenia zywieniowe, a nie
tylko cen¢ i graficzne opakowanie produktu (Ghvanidze et al., 2017). W jednym
Z nowszych badan analizowano zdrowotno$¢ produktéw markowych i marek witasnych
sieci handlowych na podstawie oznaczen wartosci odzywczej umieszczanych na
opakowaniach (Beacom, Hollywood and McLaughlin, 2020). W badaniu tym
stwierdzono, ze w ocenie konsumentoéw produkty marek wilasnych czesto przewyzszaty
produkty marek producentéw pod wzgledem ogdlnej zdrowotnosci. Z punktu widzenia
zdrowia publicznego wynik ten oznacza, ze réwniez konsumenci o nizszych dochodach
moga kupowac odpowiednie pod wzgledem odzywczym produkty marek wilasnych. Jak
wida¢, jest to niewykorzystany przez sieci handlowy potencjat do zwigkszenia sprzedazy
marek wilasnych. W przysztosci detalisci moga zwigkszy¢ widoczno§¢ marek wiasnych
wskazujac na ich warto$ciowy profil zywieniowy (Konuk, 2018).

W badanie z 2019 roku zrealizowanym przez wiloskich naukowcow czynnik
zdrowotny jako determinanta wyboru produktéw zywnosciowych marek wiasnych zostat
sklasyfikowany wyzej niz opakowanie, komunikacja z klientem, kwestie wizualne

produktu, czy podobienstwo do marek producenta. Byl on skorelowany z jakoscia,
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lojalnosciag wobec sklepu, smakiem oraz komunikacjg sieci z klientem (Sansone et al.,
2021).

Przeprowadzony systematyczny przeglad literatury uzupetnit dotychczasowa
literature W zakresie znaczenia czynnikéw zdrowotnych w wyborach konsumenckich.
Uwzglednianie aspektow zdrowotnych wskazuje na rozwodj marek wlasnych
charakteryzujacych si¢ podobnym poziomem jakosci i ceny w poréwnaniu z markami
wiodacych producentow.

Uzyskane wyniki nie pozwolity na pozytywna weryfikacje hipotezy HS, gdyz
pomimo rosngcej swiadomosci konsumentdéw na temat zdrowia, czynniki zdrowotne nie
sg glownym elementem wyboréow zakupowych, Co jednak wazne, wprowadzone
niedawno systemy znakowania zywnosci, ktore obecne sg rowniez w produktach marek

wlasnych, pozwalajg pozytywnie patrze¢ na temat zdrowia konsumentow.

5.2. Spostrzezenia i wnioski
Na podstawie przeprowadzonych badan mozna stwierdzi¢, ze:

e Dlugo$¢ okresu zakupu produktow marek wlasnych réznit si¢ w analizowanych
krajach, a cechy socjodemograficzne takie jak wiek czy dochody wptywaty na
wybor kategorii produktow marek wiasnych.

e Cena byla najwyzej ocenianym czynnikiem wyboru produktow marek wiasnych,
lecz wazne dla respondentow okazaty si¢ rowniez jako$¢, dostepnos$¢ produktow,
przywigzanie do sieci i zaufanie.

e Czynniki nieekonomiczne, jak dostepno$¢ asortymentu, lepsza jako$¢ i wizerunek
marek sg postrzegane w kontekscie zmian zachodzacych w markach wilasnych
w analizowanych krajach.

e Przecigtni konsumenci nabywajacy produkty marek wilasnych w Polsce
i Wielkiej Brytanii roznili si¢ pod wzgledem dochodow, wieku, wyksztatcenia,
takze dlugosci okresu kupowania produktéw marek wiasnych.

e Czynniki zdrowotne nie nalezaty do czgsto analizowanych w kontek$cie marek
wlasnych,  natomiast  glownymi  determinantami  pozazdrowotnymi
i pozackonomicznymi okazaty sie, jakos$¢, opakowanie, czestotliwo$é zakupu

produktow marek wlasnych oraz przywigzanie do marki.
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5.3. Zalecenia praktyczne

Zaprezentowane w pracy wyniki pozwolity sformulowaé zalecenia dla

przedsi¢biorstw handlowych dziatajacych w sektorze zywnosci:

Rozwoj marek wilasnych powinien by¢ polaczony z dzialaniami detalistow na
rzecz zréwnowazonego rozwoju, w tym ograniczeniem ilo$ci odpaddw
plastikowych izywnos$ciowych, promocja produktow  ekologicznych,
zwickszeniem ich asortymentu, wprowadzeniem opakowan przyjaznych dla
srodowiska oraz wspieraniem produkcji lokalnej.

Nalezy poszerza¢ ofertg¢ produktéw marek wiasnych o produkty prozdrowotne,
ekologiczne i innowacyjne, co moze znaczgco zwigkszyé przewage
konkurencyjng sieci handlowych 1 poprawi¢ ich konkurencyjnos¢.

Zmiany w postrzeganiu produktow marek wiasnych powinny pozwoli¢ na
prowadzenie  edukacji  zywieniowej przez  upowszechnianie zalecen
prawidlowego odzywiania sie¢ i zasad wlasciwego komponowania diety, co nalezy
postrzega¢ jako wkiad sieci detalicznych w dziatania na rzecz zdrowia

publicznego.
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ANEKS

Kwestionariusz badania nr 1: Postrzeganie marek wilasnych produktow
zywnosciowych przez konsumentow w Wielkiej Brytanii i Polsce — wersja polska

Szanowni PanstWwo,

Zwracam si¢ z uprzejmq prosbq o wypelnienie ankiety, ktorej celem jest poréwnanie zachowar
konsumentow wobec produktow marek wlasnych sieci handlowych wsrod konsumentow Polski i Wielkiej
Brytanii. Uzyskane dane zostang wykorzystane w celach naukowych. Czas badania: okoto 8 minut.
Ankieta jest anonimowa.

Czy dokonuje Pan/Pani zakupu produktéw pod markami wfasrymi sieci handlowych?
v’ Tak
v' Nie
v Nie mam zdania/Nie wiem
(Do dalszego etapu badania kwalifikujq si¢ jedynie osoby, ktore odpowiedzialy ,, Tak”).

Pytanie 1. Jak dlugo kupuje Pan/Pani produkty marek wlasnych sieci handlowych?
v Krocej niz miesige

Od miesigca do 1 roku

1-5 lat

5-10 lat

Powyzej 10 lat

ASURNE NN

Pytanie 2 : Co dla Pani/Pana oznacza produkt marki wlasnej sieci handlowych?

Oceny prosze dokonaé — dla kazdej odpowiedzi - w skali od 1 — catkowicie si¢ nie zgadzam, 2- nie
zgadzam sig, 3 — ani sie¢ zgadzam, ani sig nie zgadzam, 4 — 1gadzam si¢ do 5 — Catkowicie si¢ zgadzam,
zaznaczajqc odpowiednie miejsce w tabeli.

Marka wlasna: 1 12 |3 |4 |5
Ich jakos¢ jest porownywalna do produktéw markowych

Posiada wiasny wizerunek produktowy

Obejmuje asortyment produkowany wytacznie dla danej sieci sklepu
Posiada wlasne logo, znak graficzny, nazwe

To znane marki na rynku

Stanowi gwarancji nizszej ceny produktéw w stosunku do wiodacych marek
Promowana czgsto w spotach reklamowych w TV, Internecie, portalach
spotecznos$ciowych

Pytanie 3. Co Pani/Pana zdaniem jest obecnie gléwna przyczyng zakupu produktéw marek
wlasnych sieci handlowych?
Oceny prosze dokonaé — dla kazdej odpowiedzi - w skali od 1 — catkowicie si¢ nie zgadzam, 2- nie

zgadzam sig, 3-ani si¢ zgadzam, ani sig¢ nie zgadzam, 4 - 2gadzam sie do 5 - Catkowicie si¢ zgadzam,
zaznaczajgc odpowiednie miejsce w tabeli.

Powodem zakupu produktéw marek wlasnych jest : 1 2 3 4 5
Szeroki wybor asortymentu

Nizsza cena niz marek wiodacych na rynku

Wysoka jako$¢ produktow

Mozliwo$¢ wielokrotnego kupowania tych samych
produktdw

Dostepnos¢ danych marek w kazdej placéwcee danej sieci
Przywigzanie do danej sieci sklepu

Poczucie bezpieczenstwa i zaufania do produktow
Rozpoznawalno$¢ marek wérod konsumentéw
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Pytanie 4. Jakie skojarzenia przychodza Pani/Panu na my$l, gdy mysli Pani/Pan o produktach
marek wlasnych sieci handlowych obecnie oferowanych?

Oceny prosze dokona¢ — dla kazdej odpowiedzi - W
sie, 3-ani si¢ zgadzam, ani si¢ nie zgadzam, 4- zgad

skali 1 —catkowicie si¢ nie zgadzam, 2- nie zgadzam
zam sie 5- Catkowicie sig zgadzam

Marke wlasna kojarze z:

1 2 3

Nizsza ceng, ale $rednig lub ztg jakoscig

Dobrymi, sprawdzonymi produktami

Produktami wlasnymi danej sieci handlowe;j

Uboga szatg graficzng

Ciekawymi promocjami

Szerokim wyborem asortymentowym

Zamiennikami dla marek wiodacych na rynku

Produktami szeroko promowanymi

Odpowiednig jako$cig za odpowiednig cene

Produktami obecnymi jedynie w sieciach sklepow
dyskontowych

placéwek z okolicy z takimi samymi produktami)

Sieciami sklepéw z dogodna dla mnie lokalizacja (wiele

Pytanie 5. Jakie wedlug Pan(i) sa powody dynamicznego rozwoju oferty produktoéw dostepnych pod

markami wlasnymi sieci handlowych?

Oceny prosze dokonaé— dla kazdej odpowiedzi - w skali od 1 do 5 zaznaczajgc odpowiednie miejsce w

tabeli.
Przyczyna rozwoju: - Raczej Ani .
NIEI(Slt)O tny nieistotny | nieistotny, ani istF;?rgze(J4) is?oatl;dZE)S)
) istotny (3) y y

Poprawa jakosci produktow pod
markami wtasnymi

Wzrost oferty produktéw pod
markami wtasnymi

Poprawa produktéw pod markami
wilasnymi od strony wizualnej

Nizsza cena produktow pod marka
wlasng przy zachowaniu jakosci

Wigksza dostepnos¢ produktow pod
markami wtasnymi

Poprawa wizerunku/ postrzegania
produktéw pod markami wtasnymi

Pytanie 6. Jakie produkty zywno$ciowe wybiera
handlowych?

Pani/Pan pod markami wlasnymi sieci

Prosze oceni¢ kazdg odpowied?z w skali od 1 do 5, gdzie 1 oznacza nie kKupuje w ogdle, a 5 — kupuje bardzo czesto

Kategoria: 1

2 3 4 5

Produkty mleczne

Produkty zbozowe

Stodycze

Pieczywo

Migso i wedliny

Owoce i warzywa

Przetwory owocowe i warzywne

Produkty mrozone

Woda i napoje

Alkohol

Pytanie 7. Jaki udzial w Pana/Pani zakupach spozywczych ogélem maja produkty marek wlasnych

sieci handlowych?

0% 10% 25% 50%  75%  90%

100%
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Pytanie 8. Sposréd nizej wymienionych sieci sklepéw, prosze wybraé¢ maksymalnie 3 w, ktérych
Pan/Pani dokonuje zakupéw spozywczych najczesciej?

Polska
Sie¢ handlowa Wybor
Tesco
Auchan
Carrefour
Netto
Kaufland
Biedronka
Lidl
Aldi
E. Leclerc
Delikatesy Centrum
Zabka
Stokrotka
Intermarche
Polomarket
Lewiatan
Makro
Selgros
Inne (jakie?)..........

Metryczka

1. Pleé
e Kobieta
e Mezczyzna

2. Wiek

18 - 25 lat

26-35 lat

36-50 lat

51-70 lat

71 lat i wigcej

3. Wyksztalcenie

Podstawowe

Zawodowe

Srednie

Wyzsze

4. Miejsce zamieszkania
e Miasto powyzej 500 tys. mieszkancow
e  Miasto 100-500 tys. mieszkancow
e  Miasto 25-100 tys. mieszkancow
e  Miasto 10-25 tys. mieszkancow

o  Wies
5. Dochéd w gospodarstwie domowym w przeliczeniu na 1 osobe*:
Polska
e Do 1000 zt

e 1001-1500 zt
e 1501-2500 zt
e 2501- 4000 zt
e 4001 zti wiecej

* dochody w zaleznosci od kraju badanych respondentéw, oparte na danych dotyczacych ptacy minimalnej na styczen 2018 roku

Dzi¢kuje za po§wiecony czas w wypelnieniu powyZszego kwestionariusza.
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Kwestionariusz badania nr 1: Postrzeganie marek wlasnych produktow
zywnos$ciowych przez konsumentéw w Wielkiej Brytanii i Polsce — wersja angielska

Dear Sir/Madam,

We kindly request to fill in the questionnaire, the purpose of which is to compare the behavior of Polish
and British consumers towards private label products of the retail chains. The data obtained will be used
for scientific purposes. It will take about 7 minutes to answer the questions. The survey is anonymous.

S1. Do you make the purchase of private label products of retail chains?
S: If the answer other than 1 is selected, end the interview

1. Yes

2. No
Q1 How long do you buy private label products of retail chains?

Less than 1 month

1 month to 1 year

1to 5 years

5 to 10 years

. More than 10 years

Q2. What does a store chain’s private label product mean to you?

a s wbdE

Please score each answer on the following scale: 1 — | totally disagree; 2 — | disagree; 3 — | neither agree
nor disagree; 4 — | agree; 5 — | totally agree. Please mark the appropriate column in the table.

A private label: 1 2 3 4 5

their quality is comparable to that of branded products

has its own product image

implies goods produced exclusively for a given chain of stores
has its own logo, graphical mark and name

means brands known on the market

provides a guarantee that goods will be cheaper than those of
leading brands

serves to identify products advertised on television, online and
on social media

Q3. What do you think is currently the main reason for buying private label products?

Please score each answer on the following scale: 1 — | totally disagree; 2 — | disagree; 3 — | neither agree
nor disagree; 4 — | agree; 5 — | totally agree. Please mark the appropriate column in the table
The reason for buying private label products is: 1 2 3 4 5
wide choice
lower price than the leading market brands
high quality of products
ability to buy the same products repeatedly
availability of the brands in every store in a particular chain
attachment to a given chain of stores

feeling of safety and trust (we know, appreciate, and trust the
product)
recognisability of these brands among consumers
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Q4. What comes to mind when you think about the products currently offered under store chains’

private labels?

Please score each answer on the following scale: 1 — | totally disagree; 2 — I disagree; 3 — | neither agree
nor disagree; 4 — | agree; 5 — | totally agree. Please mark the appropriate column in the table

I associate an private label with:

1

2

3

4

5

lower price, but average or poor quality

good, tried-and-tested products

the store chain’s own products

scanty graphics

widely promoted products

wide choice

substitutes for leading market brands

suitable quality for a suitable price

products sold only in discount store chains

the neighbourhood with the same products)

chains of stores located conveniently for me (many stores in

Q5. Why do you think the offering of private label products is currently developing so fast? For
each of the following reasons, please indicate how important it is.

Please score each answer on a scale of 1 to 5, where 1 is the lowest score and 5 the highest. Please mark

the appropriate column in the table.

Reason for development:

1

2

3

4

5

improvement in the quality of private label products

increase in the range of products offered under private label

improved visual presentation of private label products

lower price of private label products while retaining quality

greater availability of private label products

improved image/ perception of private label products

Q6. Which types of products sold under store chains’ private labels do you choose most often?

Please score each answer on a scale of 1 to 5, where 1 means “I don’t buy it at all” and 5 means “I buy

it very often.”
Category: 1-Idon’t | 2-1buy | 3-1buy 4-1buy | 5- Ibuy
buy at all rarely sometimes | often very often
Dairy products

Grain products

Sweets & Biscuits

Bakery

Meat and Cold Meat

Fruits & Vegetables

Fruit &Vegetable preserves

Frozen Food

Drinks &Water

Alcohol

Q7. What proportion of your total food purchases usually consists of private label products?

0% 10% 25% 50% 75% 90%  100%
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Q8. Among the store chains listed below, please select up to three where you most often shop for
food:

Store chains Selection
Aldi

Asda

Iceland

Lidl

Mark and Spencer
Morrison’s

Sainsbury’s

Symbols & Independent
Tesco

The Co-operative
Waitrose

Ocado

Other Outlets

Sociodemographic data:

1. Gender
e women
e men
2. Age (years)
e 18-25
26-35
e 36-50
51-70
71 lat and more
3. Education
e primary and vocational
e secondary
e higher
4. Place of residence
e rural area
e cities up to 19,999;
e  cities above 20,000 to 99,999;
e cities above 100,000 to 499,999;
e cities above 500,000
5. Average monthly income per person in your household?*

Wielka Brytania
e Under 1200£
e 1201-1800£
e 1801-2500£
e 2501-3500£
e 3501£ or more
*per person; status on January 1, 2018

Thank you for taking the time to complete the above questionnaire.
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Kwestionariusz- badanie nr 2 nt. Postrzegania marki wlasnej produktow

zywnosciowych wsréod konsumentéow w Hiszpanii- wersja hiszpanska

Version en espafiol

Percepcion de los productos alimentarios de marca
blanca entre los consumidores de Tenerife

Bienvenidos y bienvenidas,

Les invitamos a participar en la encuesta acerca del comportamiento de los consumidores de las marcas
blancas en Espafia, Inglaterra y Polonia. Responderla le ocupara 8 minutos. Esta encuesta realiza la
Universidad de Ciencias de la Vida de Varsovia (WULS) y sus resultados usaremos solo con fines
cientificos.

¢Compra Usted los productos de la marca propia de las cadenas comerciales?

e Si
e No
e No sabe/ no responde
(Préxima etapa de la encuesta - solo los que respondieron "Si").

1. ¢Desde cuando compra Usted los productos de la marca blanca?
e No hace més que un mes
e Entre un mes y un afio
e Entre 1-5 afios
e Entre 5-10 afios
e Mas que 10 afios

2. ¢Qué le motiva para comprar los productos de marca blanca?
Responde eligiendo numero entre 1 y 5, teniendo en cuenta que 1) significa: estoy absolutamente en
desacuerdo, 2) no estoy de acuerdo, 3) ni estoy de acuerdo ni en desacuerdo, 4) estoy de acuerdo
parcialmente, 5) estoy absolutamente de acuerdo.

La razén para comprar productos de marca blancaes: | 1 2 3 4 5
Amplia oferta

Precio més bajo que de otras marcas mas conocidas

Alta calidad

La posibilidad de comprar el mismo producto durante
bastante tiempo

La posibilidad de comprar el mismo producto en todas
tiendas de la misma cadena

Costumbre de comprar en la misma tienda

Confianza y seguridad por comprar productos conocidos y
buenos

Popularidad de las marcas blancas entre los consumidores
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3. Segun su opinion, ¢que influye en la expansion de los productos de la marca blanca?
Responde eligiendo numero entre 1 y 5, teniendo en cuenta que 1) significa: estoy absolutamente
en desacuerdo, 2) no estoy de acuerdo, 3) ni estoy de acuerdo ni en desacuerdo, 4) estoy de
acuerdo parcialmente, 5) estoy absolutamente de acuerdo.

Comentarios sobre los cambios en los productos de 1 2 3 4 5
marca blanca:

Mejora de la calidad de estos productos
Ampliacion de la oferta

Mejora de los valores estéticos

Mejor facilidad de compra

Su mejor posicion en el mercado

Oferta de productos naturales y ecologicos

4. ¢Cbémo valora Usted los siguientes aspectos de los productos alimenticios de las marcas
blancas?

Elige entre 1 y 5, teniendo en cuenta que 1) significa no estoy para nada de acuerdo, 3) ni estoy de

acuerdo ni estoy en desacuerdo, 5) estoy absolutamente de acuerdo

Evaluacion de los productos alimentarios con marcas blancas | 1 2 3 4 5

Ingredientes naturales

Con certificados de calidad etc.

Bajo grado de procesamiento

Sin sustancias aromaticas artificiales

Frescura y nutricional

Hecho segiin método tradicional y producto local

Su produccion es ecolégica

Su produccion no dafia el medio ambiente

5. Indique, por favor, ¢qué productos de la marca blanca suele comprar con mas frecuencia?
Responde eligiendo entre 1y 5, teniendo en cuenta que 1) significa: no compro nunca, 2)
compro excepcionalmente 3) compro a veces, 4) compro con frecuencia, 5) compro con mucha
frecuencia

Frecuencia de compra de productos alimentarios de marcas | 1 2 3 4 |5
blancas:

productos lacteos

productos cereales

dulces

pan y reposteria

carne y charcuteria

frutas y verduras

productos elaborados de frutas, hortalizas
alimentos congelados

agua y bebidas

alcohol

6. ¢Qué porcentaje de su compra de productos alimenticios constituyen los productos de
marca blanca?
0% 10% 25% 50% 75% 90%  100%
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Datos adicionales

1. Sexo

e Hombre

e Mujer

2. Laedad

e 18-25afios
e 26-35afos
e 36-50 afios

e 51 aflos 0 mas

3. Educacion

Secundaria (todas opciones)
e 1°Ciclo de Educacion Superior incompleta (grado y equivalentes)
e 2°Ciclo de Educacion Superior (master y equivalente)

4. Indique, por favor, el tamafio del ndcleo poblacional en que esta viviendo*
e Pueblo

e Ciudad de hasta 19.999 habitantes

e Ciudad 20.000-99.999 habitantes

Ciudad de 100.000 habitantes y mas

*Datos del salario minimo a partir de 2020

Le agradecemos la informacion que ha compartido con nosotros.
iReciba un cordial saludo!
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Postrzeganie marki wlasnej produktow zywnosciowych
wsrod konsumentéw na Teneryfie -\Wersja polska

Szanowni Panstwo,

Zwracam sie¢ g uprzejmq prosbq o wypelnienie ankiety, ktorej celem jest poréwnanie zachowan
konsumentow wobec produktow marek wlasnych sieci handlowych wsrod konsumentow.
Uzyskane dane zostang wykorzystane w celach naukowych . Czas badania: okoto 8 minut.

Ankieta jest anonimowa.

Czy dokonuje Pan/Pani zakupu produktow pod markg wtasng sieci handlowych?
v’ Tak
v" Nie
v Nie mam zdania/Nie wiem
(Do dalszego etapu badania kwalifikujq si¢ jedynie osoby, ktore odpowiedzialy ,, Tak”).

Pytanie 1. Jak dlugo kupuje Pan/Pani produkty marki wlasnej sieci handlowych?
Krocej niz miesiac

Od miesigca do 1 roku

1-5 lat

5-10 lat

Powyzej 10 lat

N NI NI NN

Pytanie 2. Co Pani/Pana zdaniem jest obecnie gléwna przyczyng zakupu produktéw marki wlasnej
sieci handlowych ?
Oceny prosze dokonaé — dla kazdej odpowiedzi - w skali od 1 —Catkowicie si¢ nie zgadzam, 2- Nie

zgadzam sig, 3-ani si¢ zgadzam, ani si¢ nie zgadzam, 4- Zgadzam si¢ do 5-Catkowicie si¢ zgadzam,
zaznaczajgc odpowiednie miejsce w tabeli.

Powodem zakupu produktéw marek wlasnych jest: 1 2 3 4 5
Szeroki wybor asortymentu

Nizsza cena niz marek wiodacych na rynku

Wysoka jako$¢ produktéw

Mozliwo$¢ wielokrotnego kupowania tych samych
produktow

Dostepnos¢ danych marek w kazdej placowce danej sieci
Przywigzanie do danej sieci sklepu

Poczucie bezpieczenstwa i zaufania do produktéw
Rozpoznawalno§¢ marek wérdd konsumentéw

Pytanie 3. Jak Pan(i) uwaza, dlaczego oferta produktéw pod marka wlasna sieci handlowych
obecnie rozwija sie tak szybko?
Oceny prosze dokonaé — dla kazdej odpowiedzi - w skali od 1 —Catkowicie si¢ nie zgadzam, 2- Nie

zgadzam sig, 3-ani sie zgadzam, ani sig nie zgadzam, 4- Zgadzam sie do 5-Catkowicie sie zgadzam,
zaznaczajgc odpowiednie miejsce w tabeli.

Opinie dotyczace zmian w produktach marki wlasnej: 1 2 3 4 5

Poprawa jakosci produktow pod marka wtasng

Wzrost oferty produktow pod marka wiasng

Poprawa produktéw pod marka wlasng od strony wizualnej

Wieksza dostepnos¢ produktow pod marka wiasna

Poprawa wizerunku/ postrzegania produktow pod marka wtasna

Woprowadzenie produktéw ekologicznych i naturalnych
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Pytanie 4. Jak ocenia Pan(i) nastepujace aspekty produktéw spozywczych sprzedawanych pod

marka wlasna?

Oceny prosze dokona¢ — dla kazdej odpowiedzi - w skali od 1 —Cafkowicie si¢ nie zgadzam, 2- Nie
zgadzam sie, 3-ani si¢ zgadzam, ani sig¢ nie zgadzam, 4- Zgadzam si¢ do 5-Catkowicie si¢ zgadzam,

zaznaczajgc odpowiednie miejsce w tabeli.

Ocena produktow spozywczych w ramach marki wlasnej: 1 2 3 4 5

Naturalne sktadniki w sktadzie

Certyfikatami jakosci itp.

Nisko przetworzone produkty

Swiezo$¢, wartos¢ odzywcza

Produkcja tradycyjna

Lokalne/regionalne pochodzenie

Produkcja ekologiczna

Przyjaznos$¢ dla srodowiska (produkcja/opakowanie)

Odzywcze

Pytanie 5. Jakiego typu produkty ZywnoSciowe wybiera Pani/Pan najcze$ciej pod marka wlasng

sieci sklepow?

Prosze oceni¢ kazdg odpowiedz w skali od 1 do 5, gdzie 1 oznacza ,,nie kupuje w ogole”, a 5 — ,, kupuje bardzo

czesto”

Kategoria:

Produkty mleczne

Produkty zbozowe

Stodycze

Pieczywo

Migso i wedliny

Owoce i warzywa

Przetwory owocowe i warzywne

Produkty mrozone

Woda i napoje

Alkohol

Pytanie 6. Jaki udzial w Pana/Pani zakupach spozywczych ogélem maja zazwyczaj produkty marek

wlasnych sieci handlowych?

0% 10% 25% 50%

5%  90%  100%
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Metryczka

1. Ple¢

. Kobieta

e  Mezczyzna
2. Wiek

o 18-25lat

e 26-35Ilat

e 36-50 lat

e 51 lati wigcej
3. Wyksztalcenie

e  Podstawowe
e Zawodowe

e Srednie
o Wyzsze

4. Miejsce zamieszkania
o  Wies

e  Miasto do 19,999 mieszkancow
e Miasto 20,000-99,999 mieszkancow
e  Miasto 100,000 i wigcej mieszkancow

5. Dochod w gospodarstwie domowym w przeliczeniu na 1 osobe (EURQ)*:

e Do0950 EUR

e 951-1800 EUR

e 1801-2500 EUR

e 2501-3500 EUR

e 3501 EUR i wiecej

*oparte na danych dotyczacych ptacy minimalnej na styczen 2020 roku

Dziekuje za po$wiecony czas w wypelnieniu powyzszego kwestionariusza.
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Przeglad piSmiennictwa badanie nr 3- wybrane wyniki na postawie systematycznego przegladu pismiennictwa metoda PRISMA,

dotyczace zachowan konsumentéw wobec produktow marki wlasnej

Autor, rok | Metoda badawcza Kraj Badana populacja Czynniki Hipotezy/ Pytania badawcze
Badanie 1: postrzeganie jakosci (PQ)
N=796 (studenci i postrzegana smakow1t0’s,c (PT)
- - postrzegana zdrowotnos$¢ (PH)
pracownicy uniwersytetu) intencje zakupowe (PI)
Temmerman et Ek;'\glseré’{inoenn;r?ﬁsgne Belaia Ba danligead?gll)iih -5 Badanie 2: postrzegana zdrowotno$¢ (PH) )
al. (2021) g I ph’)wne' - intencje zakupowe (PI)
& R wiedza zywieniowa (NK)
Badanie 1: n = 303 . . ¥
ol postrzeganie zdrowej zywnosci (PhF)
Badanie 2: n=441 S
zachowania zywieniowe (DB)
znajomos$¢ systemu Nutri-Score (FNS)
Badaniel: <25 lat - o Pte¢ (G) — kgpow’ar.ne marek whasnych (-)
K - - Badanie 1: n = 54 Badanie 1: postrzeganie jakosci marek wiasnych G — ocena jako$ci marek whasnych (+)
Kadekova et westionariusz adanie 1: n =549 Badanie 2: ocena sensoryczna jogurtu: kol t G — postr i kowar k wi h (-
S, . i : Y jogurtu: kolor, aromat, postrzeganie opakowan marek wtasnych (-)
Badanie 2: Proba slepa| Stowacja respondentéw . o . .
al. (2020) 2 tradvevine+ 3 Badanie 2: n = 20 konsystencje¢ lub gestos¢, smak i proporcje czekolady, G — zakup marek whasnych (-)
. YW . s wielko$¢ opakowania i jego atrakcyjnosé G — czynnik decydujacy o zakupie marek whasnych (+)
jogurty marki wlasnej respondentéw . :
G — zniechgcenie zakupem marek whasnych ()
Pelnoletni >18 lat okres zakupu produktéw marek wiasnych (PP)
deklarujacy zakup czynniki decydujace o zakupie produktow marek
Kwestionariusz w Polska produktow wiasnych (FP)
Czeczotko et - o zywnosciowych marek | opinie na temat obecnego rozwoju produktéw marek
panelu konsumenckim,| Wielka -
al. (2020) metoda CAWI Brytania wiasnych wiasnych (OCD)
n =1000: czgstotliwos¢ zakupu produktow marek wtasnych (FPC)
500 w Polsce udziat produktow marek wlasnych w catkowitych
500 w Wielkiej Brytanii zakupach zywno$ci (SPL)
. . PF — IBB (+)
Anitha and L . . czynnik osobisty (PF) PF — UB (+)
. Kwestionariusz, . Petnoletni, >18 lat impulsywne zachowania zakupowe (IBB)
Krishnan . . Indie _ . . SF — IBB (-)
Dobor kwotowy préby n = 200 respondentdw czynnik sklepu (SF)
(2020) sktonnos¢ do zakupu (UB) SF—UB(*)
P UB — IBB ()
) _ Zakupy i czestotliwosé zakupow Wiek — rodzaj preferowanej marki kupowanych jogurtow
Kwestionariusz, . . . . (+)
Petnoletni, >18 lat Lojalno$¢ wobec marki , . . .. ,
iy . metoda CAWI, Lo . . . . Ple¢ — rodzaj preferowanej marki jogurtow (+)
Kosiciarova et <ba &l St . Sondaz: n = 693 preferencje dotyczace marki (tradycyjne lub marki D f 1ch zak h
al. (2020) proba Slepa owacja respondenci wlasne) Istotna statystycznie roznica w preferencjach zakupowyc
: 2 tradycyjne+ 2 . R na podstawie opakowania (-)
. . . Blind test: n = 100 motywy zakupu
jogurty marki wlasnej e . .
wlasciwosci sensoryczne jogurtow

Réznica istotna statystycznie w ocenie smakow jogurtOw
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Singh and . . .
Singhal (2020) Kwestionariusz Indie domowych kupujacych w
Big Bazaar Store lojalno$¢ wobec marek wiasnych (PLL) wartos$ci (+)
wrazliwos$¢ cenowa (PS) PLL — SL (+)
gotowos¢ zaptaty za produkty marek wlasnych (WP) PQ — SL (+)
Ple¢ (G) — PQ (+)
G—-P()

Pelnoletni, >18 lat
z 325 gospodarstw

lojalno$¢ wobec sklepu (SL)
$wiadomos¢ jakosci (QC)

postrzegana jako$ci produktow marek whasnych (PQ) PQ — WP (+)
$wiadomos¢ ceny (PC) PS — WP ()
postrzegana warto$ci produktow marek wiasnych (PV) PQ — PLL (+)
PV — PLL (+)

PV — ogblny wizerunek sklepu, pod wzgledem marki i

Kosiciarova et

Kwestionariusz

Kwestionariusz: n = 1116,

Stowacja | b 6ba lepa: n =20, <25

Kwestionariusz:
czgstotliwos¢ zakupu marek whasnych (FPL)
zakupy produktdéw marek wiasnych (P)
postrzegana jakos¢ (PQ)
postrzeganie i $wiadomos¢ konsumentéw na temat
kategorii produktéw (CPC)

G — percepcja opakowan produktéw marek wiasnych (-)

Wiek (A) — postrzeganie faktow, ktore wplywaja na zakup

G — czynnik decydujacy o zakupie marek whasnych (+)
R — czynnik decydujacy o zakupie produktow marek

Aktywno$¢ ekonomiczna respondentow— P (-)

G — percepcja faktow, ktore wplywaja na to, ze
respondenci kupuja marek wiasnych (-)

produktéw marek whasnych (-)

al. (2020) Proba $lepa
ocena atrakcyjnosci opakowania (EPA)
czynniki decyd'uja}.ce o zrakup}e mar’ek wiasnych (FP) whasnych ()
Slepa préba: 7 probek jogurtow o smaku G — fakty, ktore zniechecaja do zakupu produktow marek
czekoladowym; marki tradycyjne vs. marki wiasne ¥ ea)d pup
wiasnych (+)
A — fakty zniechecajace do zakupu produktow marek
wiasnych (+)
Tworzenie fikcyjnych ulotek i supermarketéw z
e e | Tk e
projexty . - scenariusz (S) | (marka producenta na oktadce, 8 stron, bez
. Eksperyment . (1) dhugosé strony ulotki sklepowe;;
Prediger et al. | - . . Petnoletni, >18 lat . . sloganu)
aboratoryjny, Hiszpania (2) marka (producenta lub wtasna) na stronie tytutowe;j;
(2019) P - - SII (marka wtasna na oktadce, 20 stron, bez sloganu)
Kwestionariusz online oraz
(3) hasto instytucjonalne na stronic tytutowej jako - SHI (marka wtasna na oktadce, 8 stron, z hastem)
- SIV (marka producenta na okfadce, 20 stron, z hastem)
zacheta reklamowa.
Zamiar zakupu produktow marek wiasnych
USA, Kategoria: Struktura warto$ci (+) — postawa wobec marek
L Francja, (1) samodoskonalenie: samo-transcendencja, otwarto$¢; producentéw (-)
. . Ankieta internetowa Niemcy, Petnoletni, >18 lat ochrona Struktura warto$ci (+) — postawa wobec PLS (-)
GoOmez-Suéarez| oparta na modelu elk _ - . h - 7ach . K orod .
etal. 2019) | koncepcyjnych ram Wielka | n=1272 kupujacych w (2) samopoczucie smart- shoppera (SSSC): zachowania SSSC (+) — postawa wobec marek producentdw (+)
’ artosci Schwartza Brytania, sektorze FMCG smart- shoppera, SSSC (+) — postawa wobec marek wtasnych (+)
W wanz Wrtochy, postawa wobec marki (marka producentdw/marka | Wptyw SSSC na postawe — bardziej pozytywny dla marek
Hiszpania wlasna) producentdw niz dla marek wiasnych (+)
. . Postrzegana wartos¢ marek wiasnych (PV)
Salazar- Badanie online . . . .
Ordofiez etal. | (panel gospodarstw | Hiszpania Kupujacy >19 lat postawa wobec oliwy z czg\vgk extra vergine (EVOO) II:\\// :[;Al]i E:L))
(2018) domowych) stosunek do rafinowanej oliwy z oliwek (AR)
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Konsumenci o wyzszym BESC wola marki producentéw od

marek wiasnych (+).

Badanie 1:
Symulowane zakupy, Badanie 1: BESC (zaangazowanie marki w skali
Kwes:?:r?:rr;:izz: Skala Studenci: n= 570 ;Egte;\}\f;‘;)l_ Konsumenci o nizszym BESC wykazujq wicksze
ozytywne ‘0 i Badanie 1: n = 88; Swiadomodé wartodci preferencje dla marek producentdw w stosunku do marek
(2018) pozytywneg Badanie 2: n = 228; a ) whasnych ().
negatywnego Badanie 3: n = 254 Swiadomos¢ ceny Konsumenci o wyzszym BESC wykazuja mniejsze
nastawienia ' Badanie 2: badanie manipulowane w laboratorium . Wyzszym o wykazwa J
L L . . . . preferencje dla marek producentdw w stosunku do marek
Badanie 3: lab. Badanie 3: manipulowanie zaangazowaniem w marke fasnych (+)
behavioralne wlasnyc .
nP_e}gfl);eg;, %rllgelr?(t:i CA i indywidualne uwarunkowania demograficzne (-).
Valaskova et Kwestionariusz online Do?(onu' . pzaku ow Postawy i preferencje konsumentdw (CA) przy wyborze| CA i czynniki prowadzace do zakupu produktow marek
al. (2018) JAcY p 10 kategorii produktéw marek wiasnych wiasnych (-).
produktéw marek . , .
wlasnych CA i okreslony typ zakupionego produktu (-).
Ekonomiczne marki wlasne (EPL) — ujemny efekt
podobienstwa typu marki — zmniejsza
prawdopodobienstwo wyboru standardowych marek
wiasnych (SPL) (-)
. " X . . . EPL — pozytywny efekt przyciggania — zwigksza
Informacje o kategornz g&ﬁdlljl-(tow (dzem) i sytuacji prawdopodobicfistwo wyboru SPL (+)
. AKUPU: EPL — pozytywny efekt kompromisu — zwigksza
Vazquez- Dane panelowe z zakupiona marka prawdopodobienstwo wyboru drugorzednych marek
Casielles and mfor_maqaml 0 Petnoletni, >18 lat format sprzedazy zak.uprl(r)nej marki producentow i SPL (-)
Cachero- klientach, = 254 Klientd zakupiona ilo§¢ i wi . PPL fek
Martinez zestaw danych: 187 n= lentow cena sprzedazy fmarki wiasne p remium (PPL) > negatywny efekt
(2018) tygodni produkt byt w promocji podob1enst.we? typu marki — Zmnicjsza
wielkod¢ asortymentu prawdopodoblenstwo wyboru EI"L i SPL (6]
data ostatniedo zakuou PPL — ujemny efekt podobienstwa jakosciowego —
g P zmniejsza prawdopodobienstwo wyboru marek
producentéw (+)
PPL — pozytywny efekt przyciggania — zwicksza
prawdopodobienstwo wyboru marek producentéw o
najwyzszej jakosci (+)
Kobiety majg relatywnie wigksza wrazliwosc¢ estetyczng na
Metoda jakosciowa n = 16 zdrowi postrzegana estetyka produktu (PPE) wyglad produktéw marek wiasnych niz mezezyzni (-).
Garczarek-Bak Eye tracking, _ praworeczni respony denci postrzegane prawdopodobiefistwo zakupu produktu (PI)|  Znajomos¢ ceny nie ma wplywu na decyzj¢ o zakupie
Elektroencefalografia, ‘ . ocena jakosci (QA produktéw marek wtasnych w sieciach handlowych (+).
(2018) (8 kobiet, 8 mezezyzn)
Kwestionariusz, 5 1’730 ﬁ-l i z Warianty bez podania ceny i z ceng normalng do Na zachowania mtodych klientow w procesie zakupu
metoda CAWI kontroli znaczenia tego czynnika produktéw marek wtasnych w sieciach dystrybucyjnych
duzy wptyw maja nie czynniki deklarowane, lecz ukryte (+).
- czynniki: logo, kolor, zasady, koszty, duze stany Produkty marek wia}snych maja zhaczqcy wplyw na
Meliana (2018)  Kwestionariusz 260 k||€!’]t0WW Indomaret magazynowe, warianty promocji, gotowe produkty i preferencje zakupovye Klientow
i Alfamart inne Produkty marek wiasnych maja znaczacy wptyw na
' wizerunek sklepu.
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Modica et al.
(2018)

Badanie dotykowe,
eksploracja wizualna,
eksploracja wzrokowa
i dotykowa

Wrtochy

Eksperyment 1: n = 19
Eksperyment 2: n = 13

zywnos¢ wygodna vs. zywnos¢ codzienna
gtowne marki vs. marki wtasne
zagraniczne vs. lokalne
eksploracja wizualna i dotykowa

Produkty gtéwnych marek maja bardziej atrakcyjne
opakowania niz inne produkty, dlatego wywotuja wigksza
tendencje do podchodzenia do nich niz produkty marek
wiasnych ().

Schouteten et
al. (2017)

Analiza sensoryczne,
3 sesje,
Kwestionariusz online

Belgia

>18 lat,

n =99 wolontariusze na
rzecz badan sensorycznych
i konsumenckich
(45 mezezyzn i1 54 kobiet)

Marki jogurtéw: dwie marki premium i trzy marki
wiasne
Eksperyment: testy w centralnej lokalizacji (n =53) i
testy w warunkach domowych (n = 46); 3 sesje testowe
($lepa, oczekiwana i Swiadoma)

Jara et al.
(2017)

Kwestionariusz

Francja

>18 lat, n = 568
respondentow:
Grupa A: n =142,
Grupa B: n =179,
Grupa C: n =95,
Grupa D: n=152

postawa (A)
postrzegana jakos¢ (PQ)
postrzegana cena (PP)
opakowanie (P)
zamiar zakupu (IB)
ekonomiczna marka wtasna (ESB)
ekologiczna marka wtasna (OSB)
intencje zakupu (PI1)

PQ produktéw marek wiasnych rozni sie¢ w zalezno$ci od
typu P (+)

Wzmocnione P — PQ dla EPL (+)
Uproszczone P — PQ dla EPL (-)
Uproszczone P — PQ dla OPL (+)
Wzmocnione P — PQ dla OPL (+)

Wplyw PQ na IB klientow zmienia si¢ w zaleznosci od P

(+)
PQ dla EPL — PI dzigki wzmocnionemu P (+)
PQ dla EPL — PI z powodu uproszczonego P (-)

PQ dla OPL — PI z powodu P (+)
HPQ dla OPL — PI z powodu P (-)

Im bardziej typ P odpowiada pozycjonowaniu produktow

marek wilasnych, tym bardziej wzmacnia on IB klientow (+)

EPL moga zwigkszy¢ IB klientow przez wzmocnienie P (+)

OPL mogg zwigkszyc¢ IB klientow dzigki uproszczonym
opakowaniom (+)

Gomez-Suarez
et al. (2016)

Badanie online

Hiszpania,
Niemcy,
Francja,
Wielka
Brytania,
Wtochy,

USA

>18 lat
1118 konsumentow z
sektora FMCG
Z 6 krajow (kazdy pon =
200)

2 marki szampondw (marek producentéw i marek
wilasnych- rézne ceny
preferencje (P)
postawa (A)
zamiar zakupu (PI)
preferencje konsumentéw (CP)
jakosciowe wnioskowanie (QI)
postrzeganie samego siebie jako Smartshopper (SSSP)
$wiadomosc¢ (C)

A dla produktéw marek wiasnych — preferencje dla
produktéw marek wtasnych (-)
CP dla produktow marek wtasnych — produkty marek
wiasnych (-)
C — A produktow marek wiasnych (+)

SSSP — A produktow marek wtasnych (+)
Znajomo$¢ marek producentéw ujemny wplywa na A
produktéw marek wiasnych (+).

Ryzyko postrzegania ma ujemny wptyw na CP dla marek
wiasnych (+).

Sktonno$¢ do eksploracji ma ujemny wptyw na produkt P
dla marek wiasnych (+).

Impulsywno$¢ ma pozytywny wptyw na Pl produktu marek
wiasnych (+).

QI oparte na cenie majg ujemny wptyw na produkt marki

wiasnej A ().
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QI tworzone na podstawie wizerunku marki maja ujemny
wptyw na A wobec produktu marek wiasnych (-).

QI tworzone na podstawie reputacji marki majg ujemny
wptyw na A wobec produktu marek wtasnych (-).

QI tworzone na podstawie efektywnosci produktu maja

dodatni wptyw na A wobec produktu marek wiasnych (+).

Zapisywanie zadan

. dOtYCZQCYCh _ 218 lat . Analiza: produkt, cena, decyzja i przedziat czasu
posiadania lub zakupu n = 22 respondenci " . . .
Marques dos 7 wykorzystaniem Kupwiacy produkty marki 7 kategorii produktow spozywczych:
Santos et al. funkcionalnedo Portugalia pr éguzeril oW i r}1]1arki 4 sprzedawcow x7 kategorii = 28 roznych produktow 2 -
(2016) ! 9 P . . marki (marki producentéw lub marki wtasne)
rezonansu wlasne (6 mezczyzn i 16 Zastosowana manipulacia cen.
magnetycznego, 64 kobiet) puiag A
bloki
N zakup marek whasnych (ZPL) PC — ZPL (+)
>18 lat - 2
n =240 kupujacych w 5 , sywadomgsg ceny .(PC) QC—ZPL()
Thanasuta Kwestionariusz | Tajlandia hipermarketach $wiadomos¢ jakosci (QC) BC — ZPL ()
(2015) . $wiadomos$¢ marki (BC) VC — ZPL (+)
i supermarketach w o g .
Bangkoku $wiadomos$¢ wartosci (VC) o . RP - ZPL. )
postrzegane ryzyko (RP) Zroznicowanie produktow, poziom ryzyka — ZPL (+)
W sklepach spozywczych o niskich cenach, EPL wywoluja
bardziej korzystne CP niz PPL (+).
preferencje konsumentéw (CP) W drozszych sklepach, EPL wywotuja mniej korzystny CP
postrzegana marka (w kategorii niskiej i wysokiej) niz PPL (+).
preferencje cenowe 2 x 3 x 3: W kategoriach produktéw o niskim znaczeniu dla marki,
>18 lat (a) Ekonomiczne marki wtasne (EPL): sklep z niskimi EPL wywotuja bardziej pozytywny CP niz PPL (+).
Schnittka Kwestionariusz Niemcy n = 238 niemieckich cenami, sklep z wysokimi cenami i ogbtem, dla kazdej | W kategoriach produktéw o wysokim znaczeniu dla marki,
(2015) konsumentdéw, ktorzy kategorii: producent, detalista, ogotem (EPL) PWE wywotuja mniej korzystny CP niz PPL (+).
znajg produkty PL (b) Produkty premium (PPL): sklep z niskimi cenami, Jesli konsumenci wierzg, ze PL sg produkowane przez
sklep z wysokimi cenami i ogodlnie, dla kazdej kategorii:{znanego producenta, EPL wywotuja bardziej pozytywny CP
producent, detalista, ogdInie (PPL) niz PPL (-).
Jesli konsumenci wierza, ze produkty PL zostaly
wyprodukowane przez samego detalistg, produkty EPL
wywotuja mniej korzystny CP niz produkty PPL (-).
Eliminacja OP zmniejsza PQ (-), zmniejsza PE (+),
Eksperyment: 1. wrazliwo$¢ na cene (PS) zwigksza PEF (+) i zmniejsza PC produktu (+).
2 x opakowanie: postrzegana jakosci (PQ) Wptyw eliminacji PO na PQ (+), PE (-), PEF (+) i PC
Monnot et al (obecne vs. n_ieobecnp) ) $wiadomos¢ ekologiczna (EC) produktu zalezy od koncepcji PL: powinien by¢ silniejszy
(2015) | 2x koncepcja marki: | Francja >18 lat, n =217 postrzegana efektywnos¢ (PE) dla produktu marek wtasnych nasladujacych niz dla
(generyczna vs. zaangazowanie w produkt (PI) produktu marek wiasnych generycznych (+).
nas$ladujgca PL), postrzegany przyjazny wptyw na $rodowisko (PEF); Wptyw eliminacji PO na intencj¢ zakupu jest
ankieta bezposrednia

postrzegana wygoda (PC)

determinowany przez PQ (+), PE (-), PEF (-) i PC produktu

().
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2. Srednia z przepakowaniem (OP) i bez przepakowania
dla produktow nasladowczych lub generycznych PL
(jogurt)

. SIP — PI (+)
postrzegany wizerunek sklepu (SIP) PT— WPL (+)
Kwestionariusz >18 lat wizerunek cenowy marek wtasnych (SPI) SPT— PI (+)
Dialloetal. | z 2 sieci handlowych Brazvii n =600 kupujacych w 2 postrzegana warto$¢ marek wtasnych (PV) :
S ylia L PV — WPL (-)
(2015) klientéw podczas sieciach handlowych postawa wobec marek wtasnych(A) SAM
zakupow (Carrefour, Extra) zamiar zakupu marek wiasnych (PI)
wybOr marek wiasnych (WPL) A — WPL
PI — WPL
Rola negatywna (§wiadomos$¢ ceny i warto$ci) zwigksza
1. Swiadomo$¢ cenowa: $wiadomo$é wartosci, schemat preferencje dla marek wiasnych, dyskontow i
>18 lat cena-jakos¢, wrazliwo$¢ na prestiz, preferencje wobec hipermarketow (+)
Zielke and Kwestionariusz online Niemcy, n =500 studentow marek wiasnych i preferencje dyskontow i hipermarketow (+)
Komor (2015) Polska (250 z Niemiec i 250 z Preferencje hipermarketéw Rola pozytywna (schemat cena-jakos¢, wrazliwos¢ na
Polski) 2. Preferencje wobec marek wtasnych: preferencje prestiz) zmniejsza preferencje dla produktow marek
wobec dyskontéw i preferencje wobec hipermarketow wlasnych i dyskontdw, ale zwieksza preferencje dla
hipermarketéw w niskich kategoriach cenowych (+).
Klienci Carrefour, ktorzy
Panele zachowan dokonali co najmniej
skanowania dwdch zakupéw w
marketingowego, analizowanym okresie,
rejestry zakupow, dane dotyczace masta z 94
Fall-Diallo et trwajace 286 tygodni: ) gospodars}w domowy_ch:_ Masto (3 typy produktow marek whasnych: standardowa )
al. (2015) okres poczatkowy Francja |869 zakupdw (ekspansja) i (S), organiczna(0), lokalna (L))
' (tygodnie 1-130), 888 zakupdw (kryzys) Jogurt (3 typy produktéw marek whasnych: S, O, L)
okres ekspansji dane dotyczace jogurtow
(tygodnie 131-208) i ze 169 gospodarstw
okres kryzysu domowych: 2604 zakupy
(tygodnie 209-286) (ekspansja) i 3368
zakupdw (kryzys)
Pozytywny ST obniza CP FR i FiR marek wlasnych w
wigkszym (mniejszym) stopniu przy malejacych (rosnacych)
obraz sklepu (SI) poziomach VC (+).
>18 lat ryzyko funkcjonalne (FR) Pozytywny SI obniza CP SR produktéw PL w wigkszym
Delgado- o n =600 klientow, ryzyko finansowe (FiR) (mniejszym) stopniu przy rosnacych (malejacych)
Ballester et al Kwestionariusz Kolumbia kupulacych produkty PLw ryzyko spoteczne (SR) poziomach VVC konsumenta (-).
(2014) "I (wywiad w sklepie) ostatnich 2 miesiacach ryzyko psychologiczne (PR) Pozytywny SI zwicksza CP PR w wigkszym (mniejszym)

(Carrefour i Exito
supermarket)

nieuczciwosé cenowa (PU)
$wiadomos¢ wartosci (VC)
postrzeganie przez konsumentéw (CP)

stopniu przy malejacych (rosnacych) poziomach VC
konsumentow (-).
Postrzeganie FR, FiR, SR i PR zwigzane z PL zmniejsza
postrzeganie nieuczciwosci cenowej alternatywnej marki
producenta (+).
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Badanie 1:
indywidualne wywiady
pogtebione: gtdéwne
motywy zakupu
zywnosci ekologicznej,
Badanie 2:
eksperyment: wptyw
etykiety ekologicznej
(OL) na percepcje

>18 lat

Badanie 1: gldéwne motywy zakupu
Badanie 2:

(a) Eksperyment: 6 grup produktéw marek wiasnych:
lokalne, globalne lub ekologiczne produkty zbozowe
oraz nieekologiczne produkty zbozowe
(b) Motywy zakupu:

Etykieta ekologiczna (OL) produktéw globalnych
(G)/lokalnych (L)/marek whasnych (PL) powoduje wyzszy
stopien PH niz odpowiednia marka G/L/PL bez OL (+).
OL marek G/L/PL powoduje wyzszy stopien PHe niz
odpowiednia marka G/L/PL bez OL (+).

OL dla G/L/PL powoduje wyzszy stopien Postrzegania EF

Bauer et al. konsumentdw, Niemcy Badanie 1: n = 12 zdrowotno$¢ (PH) niz odpowiednia marka G/L/PL bez OL (+).
(2013) Kwestionariusz: Badanie 2 i 3 = 6:30 hedonizm (PHe) OL dla G/L/PL powoduje wyzszy stopien Postrzegania FS
intencje zakupowe ' przyjazny wptyw na $rodowiska (EF) niz odpowiednie G/L/PL bez OL (+).
dotyczace zakupu Bezpieczenstwo zywnosci (FS) OL dla produktéw G/L/PL prowadzi do wyzszego PI niz dla
produktow Badanie 3: te same 6 grup produktéw: odpowiednich produktéw G/L/PL bez OL (+).
ekologicznych marek intencja zakupu (PI) OL dla produktéw G/L/PL prowadzi do wyzszej premii
wiasnych (OPL), premia cenowa (gotowo$¢ do zaptacenia premii cenowej WP niz w przypadku odpowiednich produktow
Badanie 3: wptyw OL cenowej) (WP) G/L/PL bez OL (+).
na zmienne intencji
behawioralnych i
analiza OL.
SIP —PIn (+)
SIP —PI (+)
Pin — Wyhor PL (+)
SIP—PI (+)
>0 lat _postrzegany wizerunek sklepu (SIP) Pl — PIn (+) )
_ n= 26§respondenci leerupek cenovyy marek, vylasnych (PI) PL produgt Pl — Wybor PL (+)
Fall Diallo et Kwestionariusz Francja | odpowiedzialni za zakupy $wiadomos$¢ wartosei (VC) Pl — Pin — Wybor PL (+)
al. (2013) W gospodarstwie postawa wobec marek wiasnych (A) VC — PIn (+)
domowym zamiar zakupu marek wiasnych (PIn) VC — Wybdr PL (+)
wybor marek wiasnych (PL) VC—A (+)
Pin — Wybor PL (+)
VC—A (+)
A — Wybor PL (+)
PIn — Wybér PL (+)
WYbOr sposrod 2 rodzajow marek (marek producentow i I jest skorelowane ze sktonno$cia do zakupu produktow
marek wiasnych),
- 5 produktéw zywnosciowych i 5 produktow . marek wlasnych.
_ Grecja, >18 lat ) niezywnosciowych M jest skorelowane ze sktonnos$cia do zakupu produktow
Herstein et al. Kwestionariusz online Izrael,' n= (.383 st’udentow I Wymiary marki: nazwa marki, opakowanie, kraj . marek W%aSI,lYCh' ,
(2012) Portugalia,| stopnia, ktérzy kupuja . NC jest skorelowana ze sktonno$cig do zakupu produktow
: pochodzenia
Turcja | produkty marek wiasnych marek wiasnych.

indywidualizm (l): pionowy (V1) i poziomy (HI)
miara materializmu (M)
potrzeba poznawcza (NC)

Istnieja miedzykulturowe réznice w sktonnosci do zakupu
produktéw marek witasnych.
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Kultura moderuje wptyw osobowosci na preferencje zakupu
produktéw marek producentéw i marek wiasnych.

Republika >18 lat Preferencje dotyczace marek (25 produktow dostgpnych
Wyma et al. Kwestionariusz Pub? n =620, w ofercie marek producentéw i marek wlasnych)
- Potudniow . . . . -
(2012) papierowy . . |4 supermarkety w obszarze| Twierdzenia psychograficzne zwigzane z markami
ej Afryki Lo -
miejskim Cechy demograficzne
Czy indywidualizm wptywa na preferencje konsumentéw w
zakresie zakupu produktow marek producentéw i marek
. ?
Sktonnosé do zakupu (marek producentow i marek C2v konsumenci o “(])%I?isrrr:yc(};z'iomie i widualizm
wlasnych) dla 10 rodzajéw produktow (5 produktow yKe . Wysokim p yw
. g . PR . wykazuja mniejsza sktonnos¢ do zakupu marek wiasnych?
Ti >18 lat zywnos$ciowych i 5 produktow niezywnosciowych) : ! . .
ifferet and - - _ I . - Czy indywidualizm wplywa na postrzeganie przez
: Kwestionariusz n =400 PL klienci PL, wizerunek marki . - D ;
Herstein aiero 1zrael studenci 3 czvnniki: konsumentoéw wagi wymiaréw wizerunku marki?
(2010) papierowy b : 24 ' ; Czy konsumenci o wysokim poziomie indywidualizmu
z 8 szkot wyzszych znaczenie projektu opakowania, LT . ) . .
- - e - przypisuja wigksze znaczenie takim wymiarom wizerunku
reputacja marki producenta i kraj pochodzenia i . . . .
- - A . marki, jak wyglad opakowania, kraj pochodzenia i reputacja
indywidualizm i kolektywizm
marek wlasnych?
Czy istnieja roéznice migdzykulturowe w obrgbie
konkretnego kraju-lzraela?
Czy konsumenci chetniej kupuja marki wiasne, w ktérych
dostrzegaja mniejsze konsekwencje popetnienia btedu przy
wyborze marki/zmienno$¢ jakosci miedzy markami? (-)/(-).
Czy mozliwa jest doktadna ocena jakosci produktu w
1. Czynniki: zakresie waznych atrybutéw i korzysci tylko na podstawie
btad zakupu (PM) pisemnych opiséw/czy konsumenci sg bardziej §wiadomi
zmienno$¢ jakosci (QV) ceny? (-)/(+).
Badanie ankietowe w wyszukiwanie vs. do§wiadczenie (S vs. E) Konsumenci sg mniej sktonni do kupowania produktow
miejskim $wiadomos¢ ceny (PC) marek wiasnych, jesli majg podwyzszong percepcje jakosci
Glvin and supermarkecie, pytanie Nowa >18 lat postrzeganie ceny-jakosci (PQP) w stosunku do ceny (+).
Che%]n (2009) przesiewowe 0 zakup 1 Zelandia n = 600 kupujacych lojalno$¢ wobec marki (BL) Lojalnos¢ wobec marki zmniejsza sktonno$é konsumentow
z 10 kategorii produkty PL ) zakup marek wtasnych do kupowania produktow marek wiasnych (+).
produktow z oferty 2. Srednie wyniki wedhlug kategorii produktéw marek | Sktonnos$¢ konsumentéw do kupowania produktow marek
marek wlasnych wilasnych (czynniki jak wyzej): owoce w puszce, wiasnych jest determinowana przez pte¢/wiek (-).
chusteczki higieniczne, mleko $wieze, ser, sok Konsumenci sg mniej sktonni do kupowania produktow
owocowy, chipsy ziemniaczane, herbatniki, pieczywo, marek wiasnych, jesli majg wyzsze dochody w
ptatki $niadaniowe, karma dla zwierzat domowych gospodarstwie domowym/wyksztatcenie formalne (+).
Duze gospodarstwa domowe sa bardziej sktonne do
kupowania produktow marek wtasnych (+).
Zakup produktéw marek wlasnych jest moderowany przez
roznice w udziale kategorii marek wlasnych (-).
Anchor and | Kwestionariuszdo | Czechy, Badanie 1: W obu krajach marki wtasnej Tesco majg takie samo PF (-).
Kourilova samodzielnego Wielka >18 lat znaczenie ceny W obu krajach, PQ marek wtasnych Tesco jest na tym
(2009) wypehienia Brytania znaczenie jako$ci samym poziomie (-).
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n =200 Tesco

supermarkety- klienci w

Czechach (n = 100)

i w Wielkiej Brytanii
(n =100)

znaczenie zaufania
Badanie 2: postrzeganie kategorii marek wiasnych
Tesco: Tesco Value, Tesco Standard
czestotliwosé zakupow (PF)
postrzegana jakos¢ (PQ)
postrzegana cena (PP)
zaufanie (C)

W obu krajach, PP marek wtasnych Tesco jest na tym
samym poziomie (-).
W obu krajach, C w markach wtasnych Tesco jest na tym
samym poziomie (-).
W obu krajach istnieje istotna zaleznos¢ migdzy picia a
percepcja mierzonych cech (-).
W obu krajach istnieje zalezno§¢ migdzy wiekiem a
percepcja mierzonych cech (-).
W obu krajach istnieje zalezno§¢ migdzy dochodem a
percepcja mierzonych cech (+).
W obu krajach istnieje znaczaca zaleznos¢ migdzy
czestotliwoscia zakupow a postrzeganiem mierzonych cech

0).

Kara et al.
(2009)

Kwestionariusz do
samodzielnego
wypehienia,
dostarczony do
respondentow.

USA

>18 lat
n =799 -respondenci
odpowiedzialni za zakupy
w gospodarstwie
domowym

Postrzeganie marek producentéw a marek wiasnych:
$wiadomos¢ budzetu
$wiadomos$¢ wartosci
Swiadomos¢ ceny
$wiadomos¢ rabatu
wezesniejsze doswiadczenia konsumenta
percepcja sensoryczna
postrzegane tresci
zakup/uzytkowanie marek wiasnych

Swiadomo$é — postrzeganie marek wiasnych przez
konsumentéw (+)
Wezesniejsze doswiadczenia konsumentow — postrzeganie
marek wiasnych (+)
Swiadomosé konsumentéw — wezesniejsze doswiadczenia
konsumentéw (+)
Postrzeganie tresci — zakup marek wiasnych (+)

Albayrak and
Aslan (2009)

Face-to-face
Kwestionariusz

Turcja

>18 lat
n = 217 konsumentow
podzielonych na 2 grupy:
kupujacych produkty PL i
kupujacych produkty NB

Preferencje marki:
Analiza preferencji produktéw zywno$ciowych marek
producentéw

Analiza preferencji konsumentéw produktow
zywno$ciowych marek whasnych

Analiza preferencji produktow zywno$ciowych marek

producentéw wérod konsumentow produktow
zywno$ciowych marek whasnych

Cheng et al.
(2007)

Kwestionariusz

Tajwan

Respondenci >16lat, n =
254

3 kategorie produktow: marki producentdéw (NB):
migdzynarodowe marki witasne (IPL) i lokalne marki
wiasne (LPL)
postrzegana jako$¢ (PQ)
przywodztwo marki (BL)
percepcja cenowa (PP)
osobowos¢ marki (BP)

Jakos¢ produktéw NB jest postrzegana jako lepsza niz
jakos¢ produktow IPL, natomiast jako$¢ produktow IPL jest
postrzegana jako lepsza niz jako$¢ produktow LPL (+).
Konsumenci postrzegaja ceng produktow NB jako znaczaco
wyzsza niz produktéw IPL, a ceng produktow IPL jako
wyzsza niz produktow LPL (+).
Konsumenci oceniajg NB jako lepsze ze wzglgdu na
przywodztwo marki, IPL jako gorsze ze wzglgdu na
przywodztwo marki, a LPL jako brak przywddztwa marki
(+).
Konsumenci postrzegaja osobowo$¢ marki NB jako
znaczaco lepsza od IPL, a osobowo$¢ marki IPL jako lepsza
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Kategorie produktow wptywaja na interakcje PQ (-) / PP (-)
/ BL (-) /BP (+) miedzy NB, IPL i LPL.

A. Roznica w ryzyku postrzegania migdzy marek
wiasnych i marek producentéw
postrzegana jako$¢ marek whasnych/marek producentow,

(PQ)

PO — réznica w PR (-)
REA — réznica w PR (+)

poleganie na zewnetrznych atrybutach produktu (REA) ssC EEer;ESV(;I)’R )
>18 lat szczegodlna pewnos¢ siebie (SSC) SSC REA (-)
Mieres et al Wywiady ) ) n = 436 respondenci znajomos$¢ produktow marek wiasnych (FPL) FPL REA ()
(2006) ' indywidualne Hiszpania [kupujacy rolki kuchenne, n doswiadczenie z kategoria produktu (EPC) FPL —PQ (+)
= 422 respondentow B. ryzyko postrzegania (PR): EPC —» roznica w PR ()
kupujacy szampon ryzyko funkcjonalne (FR) EPC — SSC (+)
ryzyko finansowe (FiR) EPC — REA (1)
ryzyko spoteczne (SR) EPC — FPL (+)
ryzyko fizyczne (PR) EPC — PQ (+)
ryzyko psychologiczne (PsR)
ryzyko czasowe (TR)
A. Konsumenci o nizszych dochodach
udziat marek wtasnych/marek producentow
cena marek wlasnych/cena marek producentow
. B. Konsumenci o wyzszych dochodach
djf(?ﬂg?;';ggi‘;?ﬁ;ngw udziat marek wiasnych/udziat marek produceptéw
6 supermarketach: 3 sklepy] cna marek wiasnych/cena marek. producentpw
Dane ze skanera w wybrane gléwnié z mysla €. Rownania popytu na 9 kategorii Zywn0é91 dla
Akbay and supermarkecie USA o Klientach o nizszveh gospodarstw domowych i marek producentéw na )
Jones (2005) 65 tvgodni ob - dochodach i Y obszarach o nizszych i wyzszych dochodach
ygodni obserwacji ochodach i 3 sklepy, 9 dla 9 Katedorii produkts
kire obstuguja gléwnic D. Elastycznosc popytu dla 9 kategorii produktow
Klientow o wyzszych spozywczy?h dla gospodarstw domowych i marek
dochodach producentéw w obszarach o nizszych i wyzszych
' dochodach:
elastyczno$¢ wydatkow
elastyczno$¢ cenowa
elastyczno$¢ promocji
- $wiadomos¢ ceny (PC)
bezVI\)/():\éI:‘IéZi){e . ograniczenia finansowe (FC) %:gg ?3
Konsumentami $wiadomos¢ jakosci (QC) THQC ()
Kurtulus et al. dokonuiacymi Turcia ~0lat. n = 514 lojalno$¢ wobec sklepu (SL) TSL (4
(2005) zakupow VJV chtr;’ech ) = ’ menta!nos’é.zakupowa (SM) T—SM (4)
najwigkszych sklepach ograniczenta czasowe (TL) T—TL (-)
detalicznych przywigzanie do marki (BL) TBL ()
sktonno$¢ do zakupu marek wtasnych (T)
Senzggg 4E;t al. Eksperyment, Holandia >18 lat; n =128 po:;/ell\zl\?;ukr;)enks.lsjlr(TI:;E?é&lkvf/?)%etgjvnz?;(ovﬁigﬁillgs(g A) Istnieje dodatnia zalezno$¢ miedzy SI Postrzeganie a CA (+).
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Kwestionariusz online
sktadajacy si¢ z 110
stwierdzen

postrzegana jako$¢ produktow marek wiasnych (PQ)
prawdopodobienstwo zakupu marek whasnych (LP)
ryzyko funkcjonalne (FuR)
ryzyko psychospoteczne (PR)
ryzyko finansowe (FR)

CA jest odwrotnie proporcjonalne do FuR zwigzanego z
postrzegang trudnoscia dla sprzedawcy detalicznego w
wytworzeniu tego produktu (+).

Wptyw SI na postawe konsumenta wobec marek wiasnych
jest determinowany przez FuR zwigzane z postrzeganiem
trudnosci dla detalisty w wytwarzaniu tego produktu (+).
CA jest odwrotnie proporcjonalne do postrzegania PR
zwigzanego z uzytkowaniem produktu (+).
Zwiazek migdzy STi CA jest determinowany przez PR
uzytkowania (+).

CA jest odwrotnie zwigzane z postrzeganiem FR zwigzanym
z wariancjg jakosci w kategorii produktu (+).
Zalezno$¢ miedzy Sl i CA determinuje postrzeganie FR
zwigzane z uzytkowaniem (-).

Zmiana zachowan wobec marek wlasnych i

Konsumenci przyktadaja podobna wage do kryteriow
wyboru przy zakupie produktow marek wiasnych i marek
producentow (-).

Konsumenci podobnie oceniaja marki wtasne i marki
producentow (-).

Konsumenci greccy (G) i szkocey (S) majg podobng wiedze
na temat zakupu marek wiasnych (-).
Konsumenci G i S ktada podobny nacisk (waga mentalna)

atrilliﬁ;n;?gzilgng na kryteria wyboru przy zakupie produktéw marek wtasnych|
Kg?;ggg?g:#:égo marki (markFl)c:);:?zsgge;nr;;gllié)éroducentow) Konsumenci G i S podobnie oceniaja marki whasne (jakos¢,
wypelnicnia Grecja Wartod¢ za pieniadze stosunek jakosci do ceny, atrakcyjne opakowanie i smak)
Veloutsouet al.| wywiady poglqbi’one z| Wielka =25lat; n =328, wtym atrakcyjne opakowanie . . - .
(2004) ' 5 konsumentami w | Brytania n=104: Grecle} postrzegany smak Konsumenci z grup G i S majg podobng gotowos¢ do
kazdym kraju w celu | (Szkocja) n=224: Szkocja znaczenie ceny  Zakupu marek wiasnych (-). .
lepszej interpretacji znaczenie jakofci Konsumenci G i S maja podobng gotowos$¢ do zmiany
wynikw opakowanie zachowan w s.tosynku .do produktow marek wiasnych .(-).
reklama Przyzwyczajenia zwigzane z kategoria produktu maja
Spetnienie oczekiwar wplyw na gotowosé¢ do zaku(p1; produktéw marek wiasnych
+).
Kryteria wyboru produktéw marek wlasnych wptywaja na
che¢ zakupu produktow marek wiasnych (+).
Cechy demograficzne konsumentow maja wplyw na
sktonno$¢ do zakupu produktoéw marek whasnych (+).
Zadowolenie z produktow marek wiasnych w danym
supermarkecie zwigksza lojalno§¢ konsumentéw, wobec
tego supermarketu (+).
Miquel etal. | Kwestionariusz w Hiszpana ~18 lat Zakup produktéw marek whasnych: Wicksza wiedza o kategorii sktania do preferowania marek
(2002) formie wywiadéw - wiedza o kategorii producentéw (+).
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osobistych, kazdy z
badanych

n =400 robigcych zakupy
w gospodarstwie

postrzegane rdznice
sktonno$¢ do zakupu produktow marek wtasnych

Im wigksze przekonanie o istnieniu r6znic mi¢dzy réznymi
alternatywami, tym mniejsze prawdopodobiefistwo, ze dana

wartosciowat 2 z 6 domowym osoba kupi produkty marek whasnych (-).
kategorii produktow
PA w stosunku do nieznanych produktéw marek wiasnych
ze znanym sktadnikiem marek producentéw bedzie bardziej
przychylna niz w stosunku do nieznanych produktow marek
wiasnych z niemarkowym sktadnikiem (+).
Eksperyment w 2 QP w stosunku do nieznanych produktéw marek wiasnych
Vaidyanathan wersjach: bodzie<_: postawa Wobec_produktu (PA) ze znanym skiadnikiem marek producentéw bedzie bardziej
and Aggarwal wzrokowy z dodatk_lem USA >18 lat; n =175 postrzegana jakosci (QP) przychylna niz w stos_unku do meznanych.pyoduktéw marek
(2000) markowych lub nie Jpostrzegana wartos¢ (VP) wiasnych z niemarkowym sktadnikiem (+).
Na PA w stosunku do znanej nazwy (sktadnika) marek

markowych rodzynek;
Kwestionariusz

Swiadomos¢ wartosci (VC)

producentéw nie ma niekorzystnego wptywu skojarzenie z
nieznanym produktem marek wtasnych (+).
Skojarzenie z nieznanym produktem marek wiasnych nie
maja niekorzystnego wptywu na QP znanej nazwy
(sktadnika) marek producentow (+).
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Abstract: Consumer behavior towards private labels (PLs) is constantly changing, accompanied
by the development from generic products, offered at very low prices, towards sustainable PLs.
Our study aimed to analyze the behavior of British and Polish consumers towards PLs of the retail
chains. To achieve this, special attention was given to the following issues: frequency of purchasing
PLs by food categories, motives for purchasing PL products, opinions of the current development of
PLs, and length of the period of purchasing products under PLs. We also presented the socioeconomic
features of the Polish and British consumers purchasing PL products using a correspondence graph.
Our research was conducted using a sample of 500 adults from Poland and 500 adults from the UK
and the Computer-Assisted Web Interviewing method (CAWI) was used. The questionnaire was
addressed only to adults who declared that they purchase PL products. For a detailed analysis of
consumer choices and service quality assessment, we used Pearson’s chi-square test, as well as the
Kohonen'’s neural network and multi-dimensional cluster analysis. We have divided the sample
population into 4 clusters based on 6 factors, characterizing households: education level, income,
household residence, age, gender, and period of buying PL products. Our study indicates that Polish
consumers are more likely to pay attention to lower prices for PLs, while British consumers point
quality compared to manufacturers’ brands. In the opinion of Polish consumers, an improvement in
quality is only just beginning. This means that PLs available on the British market are characterized
by a higher stage of development towards sustainable PLs.

Keywords: private labels; sustainable private labels; consumer behavior; Poland; United Kingdom

1. Introduction

Consumer attitudes towards private labels (PLs) have changed significantly in recent years [1-3],
with the development of PLs. Initially, PLs were treated as a cheap and low-cost substitute, [4] of
acceptable, but low quality [5,6] being an alternative to the producer’s brand [4]. Currently, PLs as
products of comparable or even higher quality than national brands are purchased not only by highly
price-sensitive customers [5,6]. It provides an opportunity for retail chains to develop sustainable PLs [7].

Products categorized as PLs are produced, distributed, and sold under a retailer’s brand, which may
be the retailer’s name or a name used exclusively [8] as well as the retailer umbrella brand [9,10].
Private Label Manufacturer’s Association (PLMA) has defined PL as a product that encompasses all
merchandise sold under a retailer’s brand. Many PLs are owned and marketed by retailers under their
store brand name or a new brand name [4]. According to Nielsen’s Report, a new retail revolution
in the development of PL products is currently taking place [11]. This is since PLs have established
market position as branded products and compete with leading producer and national brands in terms of
quality [12] and sustainability [7]. Retailers are introducing PLs to all segments, from premium to the
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economic segment to meet consumer expectations. At the same time, international retailers are perceived
as trendsetters concerning lifestyle, consumer behavior, consumer experience, digital preferences, etc. [13].
By well-planned marketing strategies aimed at attracting consumers [10], PLs become a tool for creating
and achieving competitive advantage [14] and for building consumer loyalty to retailers [15,16].

The development of PLs is expressed in generations. The first generation was characterized by
undifferentiated basic products, with generic names and sold at a low price. The main strength of
these products was the low prices significantly lower than the producers’ brands. These products were
highly profitable due to low production costs. In the second generation, PLs were of slightly better
quality and have the name of a retail chain. They were distinguished by their packaging, although
the quality was still lower than that of the market leader. The third generation of PLs has its names,
which are copies of existing products of producers’ brands. They are similar to leading brands in
terms of price and quality and they focus on the image and characteristics of the product concerning
price. The fourth generation of PLs are innovative and diverse. Different sub-brands are developed
for various product segments in terms of price and quality. They are at the same level or higher than
the leading brands. These products usually do not compete on price but on quality and functional
characteristics [17]. The fourth generation of PLs is currently being developed towards sustainable
PLs. The offering of sustainable PLs enables retailers to respond to new market requirements by
adopting new values (environmental and social awareness, defense of workers’ rights, health) and
thus strengthen their image in relation to national brands [7].

The largest PL markets are located in Western Europe [18]. The UK is one of the strongest
PL markets and is considered to be the most advanced and sophisticated PL country in the world
with over 47% market share (in volume) [19-21]. The development of PLs started in 1977, the sales
concept assumed basic packaging and the lack of graphics on labels to provide consumers with
the lowest possible price by avoiding expenditure on advertising, packaging, and marketing [22].
Nowadays, the trend has shifted towards more high-quality products and a more differentiated
market [23]. One of the most characteristic features of the British food market is that PLs are present
in practically every product category [23]. The British consumers are aware of the three PL levels
(economy, standard, and premium) and their line extensions [24]. Most often the PL price level in the
UK is around 78% compared to national brands, regardless of the brand category [25]. According to
industry observers, many countries are drifting towards the UK model [26], focusing on developing
three levels of PLs. The success of PLs in the UK can be attributed to the fact that 74% of the food
retail market is held by the top four retailers [27]. Empirical and industry literature indicate that the
level of concentration in the retail market is directly related to the PLs’” share of total retail sales [28,29].
The high concentration in food retail is a key factor in the high market share of PLs in the UK [30].

However, in Central and Eastern Europe, the development of PLs has been ongoing since the 1990s
and Poland is perceived as a leader [20], with the number of PLs increasing over the last 20 years [11].
Initially, PLs were introduced as economy brands characterized by a lower price (by ca. 40-50%
than producer brands) and a small assortment diversity [31]. The dynamic development of PLs
increased by market shares and the strengthening of the competitive position of particular retail chains.
This influenced retailers” decision to introduce PLs in new product categories, i.e., with higher added
value [32]. Currently, PLs are available in almost every product category, thus constituting an important
element of competition [11]. According to the data of PMR Market Experts Ltd., market research agency,
the PLs” market in Poland was worth nearly PLN 50 billion in 2018. For comparison, in 2010 the market
was worth less than PLN 24.6 billion, and in 2014 was worth PLN 41.6 billion. This proves a significant
development of PLs in Poland as a result of increased consumer trust and continuous improvement in
retailers’ offers [33]. At the same time, the evolution of PLs’ perception has been observed through the
price-quality strategy, product types, and differentiation. Trade researchers present three types of PLs:
economy PLs (low-quality or generics), standard PLs (mid-quality), and premium PLs (top-quality) [34].
A very important stage in PL development was the introduction of premium PLs that were positioned
in higher price—quality segments [35].
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Therefore, our study aimed to analyze the behavior of British and Polish consumers towards
PL products. We have analyzed five issues such as frequency of purchasing PLs by food product
category, motives for purchasing products offered under PLs, consumers’ opinions on PL development,
and length of the period of purchasing products under PLs. Special attention has been paid to the
motives for purchasing products offered under PLs and consumers’ opinions on PL development,
which indicates the PL development towards sustainable PLs. We also presented the socioeconomic
features of Polish and British consumers purchasing PLs products using a correspondence graph. This is
another stage of the authors’ research. So far the Polish market has been analyzed concerning motives
of PLs” purchasing [36-38]; knowledge and understanding of PLs’ concept [36-38]; purchase portfolio
of PLs [11,39]; strategies of PLs in the discount retail chain [33]; and the evolution of PLs and retail
trade in Poland over the last 20 years [37,40,41].

2. Materials and Methods

2.1. Ethics Approval Statement

The study was conducted according to the guidelines of the Declaration of Helsinki [42]. The study
protocol was approved by the Ethics Committee of the Faculty of Human Nutrition and Consumer
Sciences of the Warsaw University of Life Sciences (No. 46/2017; 18.12.2017). All the participants
provided their informed consent prior to participating in the research.

2.2. Data Collection

Our research was conducted on a sample of 500 adults from Poland as well as 500 adults from the
UK in January 2018. We used the Computer-Assisted Web Interviewing method (CAWI), which is
one of the methods in quantitative research in social sciences [43]. The questionnaires were filled
by respondents in the on-line mode with the use of the communication medium in the form of
the Internet network. It enables the data to be collected quickly and easily, especially for large
samples in research [44]. The main advantages of such methods include the low cost of research,
the possibility to apply the questionnaire in the multimedia form, possibility of direct control over the
data obtained, speed of research implementation, access to numerous respondents around the world;
and the possibility for respondents to remain anonymous [45].

The sample was selected using quota sampling by the international agency Kantar Millward
Brown, as the partner responsible for data gathering. The inclusion/exclusion criteria were applied.
The questionnaire was addressed only to adults who met the recruitment criterion, i.e., declared to purchase
food products of retail chains under their PLs. The question was asked: Do you purchase food products of
retail chains under private labels? Respondents who answered “no” were excluded from the survey.

The sample was representative in terms of gender, age, and region of residence of the British and
Polish population. This method of sampling procedure is known as non-probability sampling which
includes quota sampling. We used statistical data on the population of Poland [46] and the UK [47].
The options for answers in the income question were based on statistical data and minimum salary in
Poland for the year 2018 [48]. For UK consumers, the income was analyzed taking into account the
National Minimum Wage in the year 2018 for persons over 18 years [47].

2.3. Questionnaire Design

The questionnaire consisted of 9 questions (Table 1). It was designed based on literature [29,49-57]
and our previous research [36—40]. This research incorporated well-established types of the questions and
scalesi.e., closed-ended questions and multiple-choice questions, for example, to determine the frequency
of purchase of private label products, and 5-point scale describing the degree of compliance with the
statement: (1) I totally disagree, (2) disagree, (3) I neither agree nor disagree, (4) agree, (5) I totally agree,
developed by Rensis Likert in 1932 [58-60]. The questionnaire was tested by a pilot study. All problems
have been identified, for example, unintelligible questions and questionnaire construction.
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Table 1. Questionnaire structure.

40f 18

Question Cited Literature

Variants of Answers

Period of purchase of PL products -
less than 1 month -
1 month to lyear -

1. choose the right answer
1to 5 years -
5 to 10 years -
more than 10 years -
2. Opinions of PLs regarding retail chains not analyzed in this paper
Factors for purchasing PL products: -
wide product range [29,36,49-51]
lower price compared to leading brands [29,49,52-54] 1—totally disagree
high product quality [29,36,50,52-56] 2—disagree;
3. ability to buy the same products repeatedly [36,57] 3—neither agree nor disagree;
availability of PL products in every store of a particular chain [36,49-51,55] 4—agree;
attachment to a given chain [36,55-57] 5—totally agree
feeling of safety and trust to PL products [51,52,55,57]
recognisability of PLs among consumers [40,54,55,57]
4. Opinions on currently offered PL products not analyzed in this paper
5. Opinions on the current development of the PL product range -
improvement in the quality of PL products [29,36,52,61] 1—unimportant
increase in the range of products offered under PL [61,62] 2—fairly unimportant
1mpro.ved visual presentatlo.n of PIj p.roducts. [52,61,63] 3 neither important nor unimportant
lower price of PL products while retaining quality [3,61,63,64]
greater availability of PL products [36,49-51,55] 4—fairly important

improved image/perception of PL products [61,63,65]

5—very important
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Table 1. Cont.

50f18

Question Cited Literature Variants of Answers
Frequency of purchasing particular ca.tegor.ies. of products sold under the PLs of [49,53,55,66] 1] doi?tall:ly at all;
6. retail chains:
2—I buy rarely;
dairy products, grain products, sweets &biscuits, bread and bakery products, meat 3—I buy sometimes;
and meat products, fruits &vegetables, fruit &vegetable products, frozen food, - 4—T buy often;
non-alcoholic beverages & water, alcohol 5—buy very often.
7. Indicative share of PL products in relation to total food purchases: - scale: 0%); 10%;25%; 50%;75%; 90%; 100%
Retail chains most frequently chosen for PLs purchase (appropriate list of stores . not analyzed in this paper
for the country)
8. United Kingdom: Aldi; Asda; Iceland; Lidl; Mark and Spencer; Morrison’s;
Sainsbury’s; Symbols & Independent; Tesco; The Co-operative; Waitrose; Ocado; - choose the right answer (max. 3)
Other Outlets
Poland: Tesco; Auchan; Carrefour; Netto; Kaufland; Biedronka; Lidl; Aldi; E.
Leclerc; Delikatesy Centrum; Zabka; Stokrotka; Intermarche; Polomarket, - choose the right answer (max. 3)
Lewiatan; Makro; Selgros
Sociodemographic data: -
Gender: women, men -
9. Age (yea.rs): 18-25; 26—35.; 36-50; 51—70;71+. - choose the right answer
Education: primary and vocational, secondary, higher -
Place of residence: rural area; cities up to 19,999; cities above 20,000 to 99,999;
cities above 100,000 to 499,999; cities above 500,000 )
Household income
(per person; status on January 1, 2018)
United Kingdom: under £1200; £1201-£1800; £1801-£2500; £2501-£3500; £3500 or [46,48,67]

more
Poland: under 1000 PLN; 1001 PLN-1500 PLN; 1501 PLN-2500 PLN; 2501
PLN-4000 PLN; 4001 PLN or more
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2.4. Statistical Analysis

The statistical analysis of the results were performed using Statistica software (version 13.3 PL;
StatSoft Inc., StatSoft, Krakow, Poland). Statistical significances for nominal variables were determined
using Pearson’s chi-square test. For a more comprehensive and full presentation of consumer behavior
in Poland and the UK, the Kohonen’s neural network [68] and multi-dimensional cluster analysis was
applied. Cluster analysis covers a wide variety of techniques for delineating natural groups or clusters
in data sets It represents the process of organizing objects into groups whose members present similar
features [69]. Additionally, we calculated the Cramer’s correlation for each feature to indicate the
strength of association between categorical variables. For all tests, p < 0.05 was considered significant.

The results of the exploratory analysis were confronted with Multidimensional Correspondence
Analysis (MCA) algorithms which distinguished sociodemographic features typical of Polish and
British consumers purchasing products available under PLs. This method presents the dominant
features for the country and thus characterizes the population of the countries studied [70]. To present
the correspondence graph of MCA, we applied gender, age, period of purchasing of PL products,
education, income; and indicative share of PL products in total food purchases.

2.5. Sample Characteristics

The characteristics of respondents are presented in Table 2. The survey was attended by
respondents, mainly from secondary or higher schools with varying financial status and from different
places of residence, which results from quota sampling. Among Polish respondents, there were more
females (52.2%) than males, most of them aged between 36-50 (26.6%) and 51-70 (32.2%). In total,
96.8% of respondents had secondary or higher education. As far as the place of residence is concerned,
about 30% live in the countryside and 19% live in cities with more than 20,000 to 99,999 people. In terms
of income, about 32.8% received a total monthly income of 2501 PLN—4000 PLN for 1 person in the
household. Finally, 45.8% of respondents bought private label products of retail chains froml to
5 years. By comparison, there were more men (50.8%) than women in the UK sample population,
most of them aged 26-35 (31.2%), and 51-70 years (29.7%). The largest share in the structure of
the surveyed population had respondents living in rural areas (23.8%), and in cities over 100,000
to 499,000 inhabitants. They have secondary education (56.2%), and the total monthly income was
£1201-£1800 (26.0%). Most people bought PLs for over 10 years (46.2%).

Table 2. Sample structure.

Poland United Kingdom
Group
Number of Respondents Percentage = Number of Respondents Percentage
Total
- 500 100.0 500 100.0
Gender
Women 261 52.2 246 49.2
Men 239 47.8 254 50.8
Age
18-25 55 11.0 31 6.2
26-35 91 182 156 31.2
36-50 133 26.6 126 25.2
51-70 161 32.2 149 29.8
71+ 60 12.0 38 7.6
Education
Primary and vocational 16 3.2 56 11.2
Secondary 187 37.4 283 56.6

Higher 297 59.4 161 32.2
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Table 2. Cont.

Poland United Kingdom
Group
Number of Respondents Percentage = Number of Respondents Percentage
Place of Residence
Rural area 150 30.0 119 23.8
Cities up to 19,999 85 17.0 76 15.2
Cities above20,000 to 99,999 95 19.0 86 17.2
Cities above100,000 to 499,999 87 174 112 224
Cities above 500.000 83 16.6 107 214
Household Income; Poland

Under 1000 PLN 46 9.2 - -

1001 PLN-1500 PLN 67 134 - -

1501 PLN-2500 PLN 146 29.2 - -

2501 PLN-4000 PLN 164 32.8 - -

4001 PLN or more 77 15.4 - -

Household Income; UK
Under £1200 - - 110 22.0
£1201-£1800 - - 130 26.0
£1801-£2500 - - 101 20.2
£2501-£3500 - - 92 18.4
£3500 or more - - 67 134
3. Results

3.1. The Period of Buying PLs

A comparison of answers to the question on the length of the purchasing period for PL products
is shown in Table 3. The largest number of Polish consumers bought products available under PL
within 1 to 5 years, followed by 5 to 10 years. Among British consumers, the largest group bought PL
products for more than 10 years. The difference is noticeable among new buyers of PLs in the retail
chains, i.e., up to 1 year (PL—9.6%, UK—18.8%).

Table 3. The period of purchasing private labels (PLs).

Period Poland (n = 500) UK (n = 500) p-Value *
less than 1 month 4 (0.8%) 33 (6.6%)
from month to 1 year 43 (8.6%) 61 (12.2%)
1 to 5 years 229 (45.8%) 120 (24.0%) <0.01
5 to 10 years 154 (30.8%) 55 (11.0%)
more than 10 years 70 (14.0%) 231 (46.2%)

* compared using chi-square test (p < 0.05)

3.2. Frequency of Purchasing PL Products

Table 4 presents a comparison of the frequency of PLs’ purchases from different food product
groups by Polish and British consumers. In Poland, dairy products, cereals, non-alcoholic beverages
were the most frequently purchased among food products available under private labels, while in
the UK these were: bread, dairy products, fruit, and vegetables as well as frozen products. In both
countries, consumers were the least likely to buy PL alcohol. In most cases, differences in the frequency
of choice of PL products by retail chains in individual countries show a statistical significance (p < 0.05).
The greatest differences were found for fresh products, i.e., fruit and vegetables, bread, meat and cold
meat, and to a lesser extent frozen food, sweets, and biscuits. Cereals were the only product group that
made Polish consumers more often choose PL products.
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Table 4. Purchase frequency of PLs.

Average for Polish and British

Products Average p Value Population
A dairy products 3.63 0.0029 10 15 20 25 30 35 40 45 50
B cereal products 3.12 0.0685 2 A
C sweets and biscuits 3.24 <0.01 o Poland Ve B
o United Kingdom 9 o

D Bakery 342 <0.01 Neural N N
E meat and cold meat 3.24 <0.01 . p :
F fruits and vegetables 3.48 <0.01 0 o F
G fruit and vegetable products 3.06 0.0730 oo G
H non-alcoholic beverages 3.34 0.1109 o0 H
I Alcohol 2.33 <0.01 9 ° I
] frozen food 3.29 <0.01 E— J

Y Scale: 1—I don’t buy at all; 2—I buy rarely; 3—I buy sometimes; 4—I buy often; 5—I buy very often.

3.3. Main Factors of PL Purchase

The main factors influencing the PLs purchasing for the whole sample population and four
consumer clusters are presented in Tables 5 and 6.

The consumers categorized into Cluster no. 1 were the ones who most agreed with factors
influencing the choice of products available under PLs. The two factors with the highest average
values in this cluster were: the ability to buy the same product repeatedly, and the availability of PL
products. Lower prices compared to the leading market brands and feeling of safety and trust for PL
products were also important for consumers. Cluster no. 1 is the most numerous, comprising 44.3% of
the total population, including 48.2% of Polish consumers and 40.4% of British consumers. Cluster no.
2 includes 39.3% of the total population (40.2% from the UK and 39.6% from Poland). The consumers
most agreed with the statement that the factor of choice of PL products was related to lower prices
compared to the leading brands of manufacturers. More than 13% (13.2%) of people from the group of
British consumers and 6.6% of Polish consumers qualified to Cluster no. 3. Among these consumers,
the main factor determining the choice of PL products was the lower prices in comparison with
products of product brands. An average value of about 3 indicating the neutrality of factors was
obtained for the following items: wide product range and high product quality.

3.4. Opinions of PL Development

Tables 7 and 8 present opinions on the current development of the PL products for the whole
sample population and four consumer clusters. Consumers in Cluster 1 are those who have the most
positive opinions about the current development of products available under PLs. Three factors with the
highest average values in this cluster were: better visual presentation of PL products, lower price of PL
products while maintaining quality, and general improvement of PL product quality. Cluster 1 is the most
numerous, accounting for 37.4% of the total population, including 43.6% of Polish consumers and 31.2%
of British consumers. Cluster 2 covers 22.9% of the total population (22.2% from the UK and 23.6% from
Poland). Consumers most agreed with the statement that an important factor in the development of PL is
the lower price of PL products while maintaining their quality. Nearly 30% (29.8%) of people from the
group of British consumers and 13.4% of Polish consumers qualified for Cluster 3. For the British, it was
the largest group of responses and among these consumers, the main factor determining the choice of PL
products was the lower price of PL products while maintaining their quality. However, in this group, an
average value of about 3 was obtained for all responses indicating the neutrality of all factors. In Cluster 4,
all factors were very important in the evaluation of current PL development.
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Table 5. The main reasons for buying PL products.

90of 18

1/
Factors for Purchasing PL Products Average p-Value Correlation Average for Clusters
UK Poland  Whole Population
A wide product range 3.56 3.31 3.44 0.0000 ot 2 3 4 °
Cluster

B lower price compared to leading brands 3.83 4.02 3.92 0.0003 oat o7 = 4 B
C high product quality 3.57 3.27 3.42 0.0000 09 "4 R . < c
D ability to buy the same products repeatedly 3.71 3.72 3.71 0.9036 064 e o . . D
E availability of PL p.roducts in every store of 367 373 370 0.2393 064 s o . E

a particular chain . i} J i .
F attachment to a given chain 3.50 3.62 3.56 0.0241 ors X
G feeling of safety and trust to PL products 3.57 3.47 3.52 0.0518 ' ¢

0.7 o ° °
H recognisability of PLs among consumers 3.55 3.37 3.46 0.0011 H
1 Scale: 1—Totally disagree; 2—Disagree; 3—Neither agree nor disagree; 4—Agree; 5—Totally agree.
Table 6. Cluster description.
g o . Cramer
Specification Cluster 1 Cluster 2 Cluster 3 Cluster 4 Chi Square (x2) p-Value .
Correlations
Poland (n = 500) 241 (48.2%) 198 (39.6%) 33 (6.6%) 28 (5.6%)
UK (n = 500) 202 (40.4%) 201 (40.2%) 66 (13.2%) 31 (6.2%) 12.46 0.0049 0.112

Total (n = 1000) 443 (44.3%) 399 (39.9%) 99 (9.9%) 59 (5.9%)
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Table 7. Opinions on the current development of the PL products.

10 of 18

.. A 1/
Opinions on the Current Development of the verage p-Value Correlation Average for Clusters
PL Product Range
UK Poland  Whole Population
A improvement in the quality of PL products 3.81 407 3.94 0.0000 : o = A
B increase in the range of products offered under PL 3.73 3.90 3.81 0.0007 " H ’
C improved visual presentation of PL products 3.52 3.70 3.61 0.0007 " et ’ ¢
D  lower price of PL products while retaining quality 3.92 419 4.05 0.0000 ” [ °
E greater availability of PL products 3.72 3.87 3.80 0.0036 ‘
F improved image/perception of PL products 3.67 3.87 3.77 0.0002 v o f

1/ Scale: 1—Unimportant; 2—Fairly unimportant; 3—Neither important nor unimportant; 4—Fairly important; 5—Very important.

Table 8. Cluster description.

Specification Cluster 1 Cluster 2 Cluster 3 Cluster 4 Chi Square (x2)  p-Value Cramer Correlations
Poland (n = 500) 218 (43.6%) 118 (23.6%) 67 (13.4%) 97 (19.4%)

UK (n = 500) 156 (31.2%) 111 (22.2%) 149 (29.8%) 84 (16.8%) 42.56 0.0001 0.2063
Total (n = 1000) 374 (37.4%) 229 (22.9%) 216 (21.6%) 181 (18.1%)
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3.5. Purchase Behavior of PL Products—The Correspondence Analysis

The analysis correspondence using MCA algorithms is presented in Figure 1. Polish consumers
purchasing PL brands can be described as people above 51 years (51-70 and above 71), with medium
and high income (income 4 and income 5), with secondary or higher education and purchasing PLs
of retail chains for over 1 year, including a large share of 5-10 years. An important element is also
the share of PL products in total purchases. Polish respondents most often indicated a 25% share,
i.e., every fourth product in the shopping basket is from a retailer’s assortment. British consumers
are mainly people with primary and vocational education, with low incomes (income 1 and income
2), purchasing PL products for a shorter time, but the share in the shopping basket is 50%. These are
young people aged 26-35 years.

1,0
Income6
Q2:1 r
® 510y. P.L
Q5:4 ®
05+ : Q4:2 Q31  Income4 EdW
. . . ’ O.IncomeS
: . %l v.0. or more
w 043 aes e %052 Jo%
¢ e es170v0. T o 25% ¢
L]
6 18-25 y.0. *15y.
00 9% 62 3 Women  ® > Mgp
1 L .
90% ¢ [ Income3"® 3650 y..
>0y, ® 509
¥ 0% o
EdS ; :
. 26:35v0. S o
. Q32 .
-0,5 GB
(1)
EdN Incqme2 prom m.toly. Qg2
Inco.me1 .
Shorter than 1 m. Qg4 Qg4
-1,0 +
Q5:3
% * Q44
L] ° )
15 ‘ - ‘ . . |
-2,0 -1,5 -1,0 -0,5 0,0 0,5 1,0 1,5

Figure 1. Correspondence graph of consumers purchasing PL products. Gender: Women, Men; Age
(y.0.): 18-25; 26-35; 36-50; 51-70; >71; Period of purchasing of PL products: shorter than 1 month;
from month to 1 year; 1-5 years, 5-10 years, >10 years; Education: EdN-Primary and vocational;
EdS-Secondary; EdW-Higher; Income: Income 1—under 1000 PLN/under £1200; Income 2—1001
PLN-1500 PLN/£1201-£1800; Income 3— 1501 PLN-2500 PLN/£1801-£2500; Income 4— 2501 PLN-4000
PLN/£2501-£3500; Income 5— 4001 PLN or more/£3500 or more; Indicative share of PL products in
total food purchases: 0%; 10%; 25%; 50%; 75%; 90%; 100%; Red lines: mark the zone where most
associations are concentrated, they facilitate the identification of variants of various characteristics that
tend to co—occurrence with the GB and separately those that tend to co—occurrence with Poland (PL).

4. Discussion

The purpose of our study was to analyze consumer behavior towards PL products in the UK and
Poland. Special attention was given to the motives for purchasing products offered under PLs and
consumers’ opinions indicating the PL development towards sustainable PLs. We also analyzed the
frequency of purchasing PLs by food categories, length of the period of purchasing products under
PLs, and the socioeconomic features of the Polish and British consumers.

The choice of Poland and the UK in our research was related to the stage of development of
PLs. This has manifested itself, among other things, in the determination of how long consumers
have been buying products available under PLs. Polish consumers usually bought PLs for less than
5 years, and British consumers for more than 10 years. This is a large time difference, however, it
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should be remembered that the market presence and development of PLs in Western Europe falls
within the 1970s and 1980s. Whereas in Poland, until 1989, retail trade functioned as part of a centrally
planned economy. The political transformation to a market economy initiated changes in retail trade,
which took place in the 1990s. The first retail chains appeared in the late 1990s, only in the following
years were own brands introduced and the first discount outlets were established [56]. In the initial
period, PLs in Poland were basic, highly processed products, in simple packaging, and the main
feature was low price while maintaining basic quality. In the UK, the transition from this type of PL
assortment, called the first generation of the PL, took place much earlier [23]. The development of PLs
in terms of the product offer, increasing the quality of products and increasing consumer awareness of
PLs allowed for introducing premium products with their own product image, designed and created
especially for a given retail chain [8]. The current stage of development of PLs is defined as the 4th
generation, relating to the introduction of innovative premium products that further distinguished the
main retailer brands and gain new customer segments [71]. Further development of private labels
towards sustainable PLs is observed [7].

As an important element describing the consumer behavior of Polish and British towards PLs, we
considered the frequency of purchasing particular categories of products under the PLs. Our research
has shown that the most frequently purchased categories of PLs in Poland were dairy products,
cereals as well as non-alcoholic beverages and water. Similar results were indicated by earlier studies
conducted among the inhabitants of the Tri-City (northern part of Poland), in which dairy and cereal
products were considered to be the most frequently chosen products of PLs [53]. However, as our
research has shown, British consumers were most likely to choose fruit and vegetables, dairy products,
bread, and meat and cold meat. The results obtained by us reflect the value shares of product categories
available under PLs. In Western European countries, the highest value shares were observed for
frozen food (43%), chilled and fresh products (39%), as well as non-alcoholic beverages (18.3%).
However, these shares vary depending on the country, for example, the market share for frozen food
ranged from 56.4% in Spain to 47.0% in the UK, 43.7% France, and 43.5% in Germany to 27.8% in Italy,
and 24.4% in the Netherlands. In contrast, the share of chilled and fresh food ranged from 55.4% in
the UK to 42.1% in Spain and 40.1% in the Netherlands to 21.8% in Italy. The share of non-alcoholic
beverages ranged from 10.2% in Italy and 16.7% in Germany to 20.3% in the Netherlands and 21.4% in
Spain [72]. In the US, the highest sales share in 2019 were recorded for bakery (36.6%), dairy (33.1%),
and deli (23.6%), while the lowest by seafood (5.2%) and fresh foods (11.2%) [73]. On the other hand,
in Slovakia, regardless of age, education, or income, the most frequently chosen categories of food were
dairy products (approx. 40) and durable goods (approx. 35%). Lower results were noted for alcoholic
beverages (approx. 30%) or frozen drinks (25%). For people with the lowest income, these were dairy
products (46.6%), and in the richest group—durable goods like pasta or cans (39%) [74].

An important area of consumer behavior with regards to PLs was the identification of factors
determining the purchase of PL products. Among the important purchase factors, the most significant
were lower prices compared to the producer brands. At the same time, the importance of low prices
of PL products in comparison to the prices of products available under manufacturers” brands was
more important for Polish consumers than for British consumers. This indicates that in Poland the
development of PLs is at an early stage, while in the UK the development of PLs is heading towards
sustainable PLs.

Comparing our results with the results of other studies, two aspects should be pointed out.
Firstly, the main reason for purchasing PLs is usually an attractive, lower price [18,25,29,72,75].
This indicates an earlier stage of development of private labels [17]. Secondly, the difference between
PL products and producer brands is important. According to the 2018 IRI report, the average price
of PL products in Europe in the year 2017 was about 70% of the average price of producer brands.
The highest rate (83.7%) was observed in Italy and the lowest in France, where it was 61.3%. In the UK
it was 78.1%, but compared to 2016 it decreased by 1.3% [75]. By creating a relatively lower perception
of prices, retailers tried to have a positive impact on consumer loyalty to the PLs [76].
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To indicate the PL development towards sustainable PLs, price as a factor for purchasing PLs
should be assessed together with consumers’ perception of the quality of these products. Our research
has shown that the high quality of products available under PLs is a more important choice factor
for UK consumers compared to Polish consumers. This aspect should be considered in the context
of the stage of retail development, its concentration, and the market share of PLs. This determines
the stages of development of PLs from the lowest price and lowest quality products to premium
products [8] and sustainable PLs [7]. At the current stage of retail trade development, improving PL
quality would help retailers to increase the number of customers, including those who focus mainly on
quality [57] and sustainability [7]. This indicates that in the UK the development of PLs is at a higher
level, which means that it is closer to sustainable PLs. This is confirmed by IPLC research on premium
vs. standard offers in the largest retail chains in the UK. For example, Sainsbury’s value-added PLs
represents 16.5% of SKUs (stock holding units), in Asda—29.5%, and Tesco—19.8%. Such an offer
includes, among others, premium, organic, free from, and eco-friendly products [62].

An important aspect of the development towards sustainable PLs is to compare the quality of
products available under PLs with those of producers. Research indicates that the quality of PLs can
be compared with national brands which make it equal and very competitive, but requires retailers
to maintain high quality at an attractive price to encourage consumers to buy [77]. The Tesco Finest!
(premium-priced foods from Tesco—large grocery retailer from the U.K.) is a good example of a PL with
a positive image in the higher segment and a range of higher quality products [4]. This is confirmed
by the fact that consumers’ perception of higher quality will increase their willingness to purchase
PLs [55]. Similarly, in Greece and Scotland, product quality is more important to consumers than price
or packaging as a criterion for purchasing PLs [56]. At the same time, the appropriate price/quality
ratio is indicated [55]. This is also confirmed by Polish studies, combining a good price/quality ratio
with a wide range of PLs, availability of given products in each store of a given retail chain, or trust in
retailer brands [36,49,78,79]. This aspect of the price/quality ratio also indicates the share of premium
products. The Nielsen Company’s research shows that the share of premium private PLs in the US
accounts for 7.2% dollar share, compared to 5.9% in 2016 [80].

Currently, the concept of quality for the development of PLs towards sustainable PLs is being
analyzed in two aspects. First, in the context of quality assurance systems for the production process
and the final product, and secondly, in relation to the quality perceived of products, producer brands,
and PLs by consumers. In response to changing consumer expectations of retailer products, it was
necessary to develop an appropriate image of PLs so that the consumer could feel confident about the
quality of the food product and guarantee health safety based on appropriate food quality systems,
such as ISO 9001, BRC or other certificates in a given country [81]. Quality is perceived by the consumer
as the superiority of the product or brand over alternatives and the overall assessment of the brand by
the consumer [82]. Moreover, consumers consider the price, packaging design, composition, and food
producer in particular to be product quality [83]. In this aspect, the perception of product quality of PLs
is influenced by the taste, packaging, general appearance, and variety of choice [84]. All these features
affect the consumer’s perception of the product in a given place and time [85]. Product quality is often a
subjective assessment and purchasing decisions are quick and spontaneous [86]. The perceived quality
as an element of brand equity should also be considered, as the brand should provide consumers with
a credible guarantee of quality [87]. In this aspect, perceived quality is described as the consumer’s
judgment of the overall excellence or superiority of the product [77,87,88].

Food safety and perceived food safety is also an important issue in the development of PLs towards
sustainable PLs. Low prices and simple packaging, observed in the first phase of PL development,
made the products available under PLs highly risky. Moreover, the lack of trust, lower product
knowledge, and doubtful quality have led consumers to perceived PL products as high risk in terms of
food safety [89]. The design of PLs in subsequent stages required attention to production safety aspects.
At the same time, the retail chains responsible to the consumer for the safety of PL products require the
implementation of the contracted production processes of PL products in accordance with the relevant
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safety standards [90]. In turn, the growing health and nutritional awareness of consumers are reflected
in perceived food safety, described as the degree to which customers feel that the consumption of the
branded products is harmless to human health [91].

Our study has some limitations. The analysis focused on qualitative data in relation to the PLs
of food products. This research did not address the other product categories available under PLs.
Future directions of research should refer to consumers’ opinions on the quality of private label
products in terms of the importance of price and other choice factors. It would also be important
to compare private labels and producer brands in terms of choice motives, consumer preferences,
and opinions. The analysis of determinants of perceived quality of PLs as an element of PL equity
should be indicated as a very important future research direction. This is due to the growing share of
private labels in the consumer purchasing structure and their development towards sustainable PLs.

5. Conclusions

Our research has shown that the consumer behavior of Polish and British consumers differs in terms
of factors determining the choice of products available under PLs and opinions of PL development.

This is due to the stage of PL development towards sustainable PLs, as well as the length of time
that PLs have been present on the market. PLs have been present in the English market since the 1970s,
while its presence has been registered in Poland since the late 1990s.

The results of our survey are crucial for retail companies and international chains to identify
the conditions for the PL development towards sustainable PLs on the one hand, and on the other
hand, to identify tools that can become a sustainable-based competitive advantage on the dynamically
changing retail market.
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Abstract: Our study aimed to analyze consumer behavior and perception towards private labels
(PLs) in Tenerife as an autonomous community during COVID-19, with special attention given to
sustainability aspects. The research was conducted on a sample of 500 adults purchasing PLs using
quota selection and the CAWI method. We formulated four research questions related to factors of PL
choice, the relationship between frequency of PL purchases, consumers’ age and income, perceived
changes in PLs, and evaluation of PL products including sustainability. The latter research question
referred to such product characteristics as local and environmentally friendly production, organic
production, and production according to traditional technologies using only natural ingredients.
For a detailed analysis of consumer behavior, we used Pearson’s chi-square test, the rho-Spearman
correlation coefficient, and cluster analysis. The most important factors for purchasing PL products
were lower prices compared to leading brands, attachment to a given chain, and the feeling of
safety and trust in PL products. The frequency of purchase of PL food products, except for alcohol,
significantly negatively correlates with age, which means that the purchase of PLs from the analyzed
product categories decreases with age. The increased availability and improved image and quality of
PLs were identified as the most important changes in PLs. PL food products were rated by consumers
as fresh, minimally processed and with quality certificates. Environmentally friendly production
methods, nutritional value, and origin from an area close to home were also indicated.

Keywords: private labels; sustainable private labels; consumer behavior; sustainability; Tenerife

1. Introduction

In recent years, intensive development of private labels (PLs) has been observed [14].
Initially, they appeared only as the cheapest equivalents of basic food products [5-7]. Subse-
quently, assortment development in terms of differentiation and quality improvement has
occurred, and PLs have become an important competitive advantage compared to producer
brands [6,7]. Currently, the development of sustainable PLs is being observed [8,9]. Retail
chains are implementing sustainability principles in production, packaging, product mix, and
cooperation with suppliers [10]. Consumer behavior is also changing, and low price is no
longer the only purchase factor [11-15].

1.1. Description of PLs

PLs are defined as brands belonging to supermarkets, hypermarkets, discounters, or
other stores that, with a lower price and packaging with the retailer’s logo, offer quality
equal to or similar to that of the leading product [16,17]. According to the Private Label
Manufacturers Association (PLMA), PLs are often described as products that include goods
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sold under the retailer’s brand name [18-20]. PLs are known as private labels [21-25],
private label brands [26,27], private brands [28], own labels [3,29], store own brands [30],
own brands [30], store brands [31], and distributor brands [31]. Distributors position
their PLs in different quality—price segments as economy [32,33], premium [32], value [23],
classic [34], or standard [35]. Other classifications distinguish economy, image, innovative,
and status PLs [33].

Many success factors for PLs have been described in the literature [33,36,37]. PLs are
considered as a tool to compete with other retail chains [2,38-40], create and achieve competitive
advantages [41], introduce differentiation strategies [30,36,42], and enhance retailer position-
ing [36]. In retail strategy, PLs build and strengthen consumer loyalty [30,43,44], personalize
the consumer shopping experience [42], and form relationships with consumers [42].

The increase in consumption of PL products has opened up several directions of
consumer research [45]. A significant part of the literature is concerned with the factors
influencing the purchase decision of PLs, i.e., store image [12,22,36,40,46-48], perceived
risk [11,22,36,46-50], perceived quality [11,12,25,30,34,44,50-52], education [22,32], degree
of retail modernity, uncertainty avoidance [22], and urbanism [22,32]. Others examine the
type of product category, i.e., convenience goods and durables [42], dry products, frozen
food, and refrigerated dairy products [43]. PLs are also analyzed in the context of brand
equity creation [46], including brand dimensions [53], brand awareness [11,23,30,34,51],
in-store communication, distribution intensity, and perceived price [46].

1.2. Development of Sustainable PLs

Over the years, PLs have evolved as a result of the growth of retail chains [27] and
changes in consumer preferences [54]. The literature distinguishes periods of PL devel-
opment known as generations. The first generation includes generic brands, also called
no-name, brand-free or unbranded products. This approach was used for basic and func-
tional products of lower quality. Products were offered at a price 20% or more lower
than the market leader’s brand and the price was the main selection factor. The second
generation of PLs referred to own labels or “quasi-brands”. These products were of average
quality, and perceived to be inferior to products under manufacturers brands. They were
offered at prices about 10-20% below the average, and the price remained an important
factor in consumer choices. The third generation, called own labels, referred to a “me-too”
strategy for products manufactured with technology comparable to that used by the leader.
The price of these products was about 5-10% lower than the product produced by the
market leader. Quality and price in terms of value for money were factors of the choice.
The fourth generation of PLs, i.e., extended or segmented own brands, was introduced
through a value-added strategy using innovative technology. The purpose of these brands
is to increase the consumer groups, and improve image and differentiation. Their quality is
perceived to be the same as or higher than the leading brand, and their price is comparable
to or higher than the leading brand [55].

The fourth generation of PLs is currently being developed towards sustainable PLs.
They can be described as the results of sustainability and corporate social responsibility
activities in terms of new values (environmental and social awareness, defense of labor
rights, health) [8,10]. In terms of sustainability, topics such as carbon footprint, packaging
and waste reduction, responsible fishing, animal welfare, social responsibility and biodi-
versity can be analyzed [10]. All these activities aim to improve and strengthen the image
of PLs [8], build brand identity, and create a sustainable brand personality [33].

1.3. Markets of PLs and Sustainability

The largest PL markets are located in Western Europe [37]. According to PLMA’s 2020
International Private Label Yearbook, PL share in seven European countries was above 40%.
These countries include Switzerland (49.6%), Spain (49.5%), UK (46.8%), Belgium (44.0%),
Portugal (43.6%), Germany (43.1%), and Austria (42.2%). In the remaining countries, i.e.,
Norway, France, Sweden, Finland, the Netherlands, Hungary, Slovakia, Czech Republic,
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and Greece, the share of PLs is 30-40% [18]. The development of PL markets is accompanied
by the implementation of sustainability principles. Sustainable topics, such as reductions
in packaging and plastic (Spain, Germany, UK, France, The Netherlands), food waste (UK,
Spain, France, Italy), reductions in meat consumption (Germany, The Netherlands), the
introduction of alternative means of transport and transport optimalization (Germany,
Portugal), are being implemented in the strategies of retail chains [10].

In terms of sales volume, the largest PL markets are the UK, Spain, and Germany [18].
These countries are considered the most developed PL markets in the world [18-20]. In
the UK, the development of PLs started in 1977 with the lowest-priced products and most
basic packaging [56]. Currently, these are products in every product category [57] in three
levels (premium, economy, and standard) [14]. The market share of the four largest chains
(Tesco, Asda, Sainsbury’s, and Morrisons) is 67.7% [10]. Retail in Spain has undergone
major changes in recent decades, replacing the traditional model with large-scale retailers
(DinoSol, Mercadona, Lidl, Carrefour or Alcampo) [58]. The quantitative changes are
accompanied by evolution towards premium products [59-61], online shopping appli-
cations, bio stands, and sales of local products [62]. Similarly, the German PL market is
dominated by the four largest chains, with a combined market share of over 60%. These
are Edeka/Netto, Rewe/Penny, Schwarz Group (Kaufland/Lidl), and Aldi Group [10].

1.4. Tenerife as a PL Market

Tenerife, as the largest and most densely inhabited of the Canary Islands, is an au-
tonomous community [63] with several specific social and economic characteristics. Ac-
cording to the National Institute of Statistics, it is a province wherein the poverty rate
reached 28.5% of the population in 2019 [64]. This gives a point of reference for the financial
situation of the population and the related consumer and purchasing behavior regarding
food. According to the Socioeconomic Confidence and Habits Survey, consumers choose
supermarkets outside shopping centers for purchases of fresh products; 43% to 49% of
households are concerned [65]. Fruit shops are commonly chosen by 17.5% of households,
fruit and vegetable stores by 21.1% and fish stores by 13.7%. Markets, which include central
markets, farmers’ markets and fishermen'’s associations, are also regularly visited [66].

PL products are present in the Canary Islands, accounting for 40% of the food market
share [37,62]. Almost half of Canarian households (47.5%) buy PL products. By region,
Tenerife Sur (19.3%) and Fuerteventura (15.3%) stand out as the areas wherein the majority
of households declare they mainly buy PL products, in contrast to La Gomera, La Palma, EI
Hierro and the northern areas of Tenerife and Gran Canaria, wherein the lowest percentages
occur [66]. According to the Habit Survey, ISTAC, the factors determining the PL choice
are good prices, offers and promotions, good location, parking, and the attention and
willingness of staff [65,66].

1.5. Research Aims and Research Gap

Based on the above arguments, our study aimed to analyze the behavior and percep-
tion of consumers regarding PLs in an autonomous community during COVID-19, with
special emphasis on sustainability aspects. We formulated four research questions:

1.  What factors determine the choice of PLs in the autonomous community during the
COVID-19 pandemic? (RQ1)

2. Does the purchase of food groups under PLs depend on the age and income of

consumers? (RQ2)

What changes in PLs are perceived by consumers? (RQ3)

4.  How do consumers evaluate products under PLs in the context of sustainability,
including local and environmentally friendly production, and production according
to traditional technologies using only natural ingredients? (RQ4)

®

Our study fills a research gap for three reasons.
First, we chose an autonomous community as a study location to present consumer
behavior and perceptions of PLs in the context of sustainable PLs. We decided to choose



Sustainability 2021, 13, 7467

40f22

an autonomous community because national markets have already been studied for PLs.
Published data, including ours, suggest that in large communities, i.e., national markets,
the development of sustainable PLs is possible. Consumers are focusing more and more on
the quality, innovations, and sustainable production of PLs. Can we see the same trends in
autonomous communities? This question guided us in designing this study. This study is a
continuation of our research on the PLs in Poland [9,67-70] and UK [9].

Second, we chose Tenerife (one of the Canary Islands belonging to Spain) as an
example of an autonomous community. It is one of the few autonomous communities with
a population of almost 1 million, with a different national income structure. An additional
consideration is the level of unemployment and the fact that almost half of the households
buy PL products.

Third, we conducted the study during the COVID-19 pandemic, so the questions
concern how consumers behave towards PLs in an autonomous community during COVID-
19. Our study fills a research gap as there are no studies in the literature on PLs in smaller
populations, i.e., autonomous communities. There is also a lack of research on consumer
behavior towards PLs during COVID-19.

2. Materials and Methods
2.1. Ethics Approval Statement

The study was approved by the Ethics Committee of the Institute of Human Nutrition
Sciences, Warsaw University of Life Sciences, in Poland on the 31 August 2020 (Resolution
No. 36/2020), and was carried out according to the guidelines of the Declaration of
Helsinki [71]. All the participants provided their informed consent before participating in
the research.

2.2. Data Collection

Our research was conducted on a sample of 500 adults from Tenerife in September
2020. We considered 3 aspects in determining the sample size. First, we calculated the sam-
ple size based on a desired level of 15-20 observations per study variable, as recommended
and applied in the literature [72,73]. We considered statements rated using a Likert scale.
Secondly, we applied a sampling size formula using population size, confidence level,
percentage maximum error required and the value corresponding to the required confi-
dence level [74,75]. Third, we intended to ensure that the sample structure represented the
population of Tenerife. We have considered the same criteria as in our surveys conducted
in the UK and Poland, using the same methodology. In these studies, the sample size was
restricted to 500 people [9].

We used the computer-assisted web interviewing method (CAWI), one of the methods
in quantitative research in social sciences [76]. The survey was conducted online. The
inclusion/exclusion criteria were applied. The questionnaire was addressed only to adults
who met the recruitment criterion, i.e., declared that they purchase food products under
the PLs category. The question asked was: Do you purchase food products of retail chains
under PLs? Respondents who answered “no” were excluded at the initial stage and did not
proceed to the survey. In this process, 215 people were excluded. We used quota sampling
as the sampling technique, in which participants are chosen based on predetermined
characteristics so that the sample has the same distribution of characteristics as the wider
population [75,77]. In quota sampling, we applied three characteristics: gender, age, and
region of residence of the Tenerife population. For this purpose, we used data from the
statistical office [65]. An analogous sample selection approach ensuring representativeness
was used in our previous research conducted in Poland and the UK [9]. The questionnaires
were distributed via the University of La Laguna and local websites. The options for
answers to the income question were based on statistical data, and minimum and average
salary as of January 2020 [65].
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2.3. Questionnaire Design

The questionnaire consisted of several questions and research problems (Table 1). It
was designed based on the literature and our previous research [9,67,78]. This research in-
corporated closed-ended questions and multiple-choice questions. We selected 8 statements
for evaluating factors determining the purchase of PLs [9,13,40,54,67,70,79-85], 6 statements
for exploring opinions on PL changes [10,28,54,80,82-84,86-95], and 7 statements for the
evaluation of PL products [10,28,67,70,90,92,96]. Ratings were conducted using a 5-point
Likert scale: (1) I totally disagree; (2) disagree; (3) I neither agree nor disagree; (4) agree;
(5) L totally agree [97,98]. The typical Likert scale is a 5- or 7-point ordinal scale used by
respondents to rate the degree to which they agree or disagree with a statement [99]. To
assess the length of time for which people have purchased PLs, we used an ordinal scale
from our previous surveys. It employs 5 time ranges [9,70]. We assessed the frequency of
purchases of PLs for 10 product groups, which is consistent with our previous research
and based on the literature review. We used a nominal scale with 5 options: (1) I don’t buy
at all; (2) I buy rarely; (3) I buy sometimes; (4) I buy often; (5) I buy very often [4,80,83,85].

Table 1. Questionnaire structure.

Questions/Analyzed Areas:

References Answers

Period of purchase of PL products:

less than 1 month
1 month to 1 year
1to 5 years
5 to 10 years more than 10 years

[9,70]

Factors for purchasing PL products:

wide product range

lower prices compared to leading brands
high product quality

ability to buy the same products repeatedly
availability of PL products in every store of a particular chain
attachment to a given chain
safety and trust feelings towards PL products
recognizability of PLs among consumers

[9,54,70,82-84]

[9,13,79,82,83,85] 1—totally disagree

[9,13,70,82,84] 2—disagree
[9,40,70] 3—neither agree nor disagree
[9,54,70,80] 4—agree

[9,40,70,80]
[9,13,40,80]
[9,67,80,81]

5—totally agree

Opinions on PL changes:
quality improvement
increase in the product range
visual presentation improvement
increase in availability
image improvement
introduction of organic and natural products

[54,80,82-84,93-95]

[54,80,84,86,95] 1—totally disagree

[84,87,88,93] ' 2—disagree .
[80,84,89,95] 3—neither agree nor disagree
[80,86,87,95] 4—agree

[10,28,88,90-92] 5—totally agree

Evaluation of food products under PLs:
only with natural ingredients
with quality certificates, etc.

1—totally disagree

low processed . 2—disagree .
freshness, nutritional [10,28,67,70,90,92,96] 3—neither agree nor disagree
traditionally produced, organically produced 5_?(;3?? ee
comes from where I live yas
environmentally friendly in terms of production
Frequency of purchasing PL food products: [4,80,83,85] 1—I don’t buy at all

dairy products
cereal products
sweets and biscuits
bread and bakery products
meat and meat products
fruits and vegetables
fruit and vegetable products
frozen food
non-alcoholic beverages and water
alcohol

2—I buy rarely
3—I buy sometimes
4—I buy often
5—buy very often

Indicative share of PL products concerning total food purchases:

0%; 10%,; 25%; 50%; 75%; 90%; 100%
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Table 1. Cont.

Questions/Analyzed Areas: References Answers

Sociodemographic data:
Gender—women, men

Age (years)—18-25; 26-35; 36-50; 51+
Education—primary and vocational, secondary, higher

choose the right answer

Place of residence—rural area; cities up to 19,999; cities above 20,000 to
99,999; cities above 100,000
Household income (per person; status on 1 January 2020)
Tenerife—Under EUR 950; EUR 950-1800; EUR 1801-2500; EUR 2501-3500; [65]

EUR 3500 or more

Cronbach’s « value was used to measure the variables’ internal consistency. In general,
a value greater than 0.7 indicates satisfactory reliability. The Cronbach « values of the total
questionnaire (0.8743) and the studied constructs were within the recommended values.
For example, there were factors determining the purchase of PL products (0.8794), opinions
on PL changes (0.8975), and the evaluation of food products available under PLs (0.9331).

2.4. Statistical Analysis

The statistical analysis was performed using Statistica software (version 13.3 PL; Stat-
Soft Inc., StatSoft, Krakow, Poland), including Chi-square test, rho-Spearman correlation
coefficient and cluster analysis (CA). We used the Chi-square test to analyze the period of
purchase of PL products, and the indicative share of PL products in total food purchases (%).
This test was applied to identify statistical significances to find if there is any correlation
among nonnumeric variables [100-102].

To describe the correlation between the age and income of consumers and the fre-
quency of purchase of PL food categories (RQ2), the tho-Spearman correlation coefficient
(the nonparametric equivalent of the r-Pearson coefficient) was used. Spearman’s rank cor-
relation coefficient was applied to describe the strength of the correlation of two variables,
e.g., when the features are qualitative, allowing for ordering according to the strength of
the feature [103]. Spearman’s coefficient is not a measure of the linear relationship between
two variables. It assesses how well an arbitrary monotonic function can describe the
relationship between two variables, without making any assumptions about the frequency
distribution of the variables [104].

For a more comprehensive analysis, we used the multi-dimensional CA, which covers
a wide variety of techniques for delineating natural groups or clusters in data sets in
similar features [105,106]. The advantage of CA is that it divides the research sample
into groups based on similarity. This can be used to create consumer profiles and also
to develop classification systems or taxonomies [107]. The clusters (groups of similarity)
can be obtained for the objects of interests (which are described by various variables) or
for variables identifying the objects [45]. There are several clustering methods, including
hierarchical, partitioning, density-based, model-based, grid-based, and soft computing
methods. We used the partitioning method, which is to construct “k” data partitions from
a database containing “n” objects. Each partition will represent a cluster, and k < n. This
means that it will classify the data into k groups that are similar to each other with respect
to the variables being analyzed [108]. The partitioning method as the most popular method
of CA [109] uses the K-means algorithm [110,111]. Clusters are formed by evaluating
similarities and dissimilarities of intrinsic characteristics between different cases, and
the grouping of cases is based on those emergent similarities and not on an external
criterion [112]. For each variable applied in our CA we calculated the correlation ratio
(CR). We conducted cluster analysis three times for three research questions. We applied
the p-value as a measure of the probability to identify the statistical significance of the
observed difference. Each of these CAs addresses a different issue, which resulted in the
most preferred CR and p-value:
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e  RQl1—for description of factors determining the choice of PLs; 8 factors, 4 clusters
(CR = 0.48-0.90; p-value 0.0001);

e  RQ3—for description of changes in PLs perceived by consumers; 6 statements, 4 clus-
ters (CR = 0.72-0.88; p-value 0.0001);

e  RQ4—for evaluation of products available under PLs in the context of sustainability;
8 statements, 4 clusters (CR = 0.48-0.90; p-Value 0.0001).

2.5. Result Presentation

We have presented the results of our study in the order corresponding to the research
questions, including a general description of consumer purchase behavior. The structure is
as follows:

e  Section 4.1—description of consumer purchase behavior;

e  Section 4.2—QR—description of factors determining the choice of PLs;

e  Section 4.3—QR2—description of the relationship between age and income of con-
sumers and PL purchases by product groups;

2.6. Sample Characteristics

The characteristics of the respondents are presented in Table 2. The survey included
respondents, mainly with secondary or higher educations. There were more females (52.4%)
than males among respondents, most of them aged 36-50 (29.6%) and 51 and above (28.4%).
Nearly 40% of respondents (39.4%) live in cities of up to 19,999 people and 36% live in cities
of more than 20,000 to 99,999 people. In terms of income, 30.6% of respondents received a
total monthly income of EUR 1801 to 2500 for a person in the household. More than 73% of
respondents had purchased PL products for more than 1 year, including more than 50% for
at least 10 years.

Table 2. Sample structure (1 = 500).

Characteristics Category Number of Respondents Percentage
Gend Women 262 52.40%
ender Men 238 47.60%
18-25 78 15.60%
Age 26-35 132 26.40%
8 36-50 148 29.60%
51+ 142 28.40%
Rural area 15 3.00%
-  resid Cities up to 19,999 197 39.40%
ace of residence Cities above 20,000 to 99,999 180 36.00%
Cities above 100,000 108 21.60%
Primary and vocational 30 6.00%
Education Secondary 258 51.60%
Higher 212 42.40%
Under EUR 950 88 17.60%
EUR 950-1800 135 27.00%
Household income (per person) EUR 1801-2500 153 30.60%
EUR 2501-3500 46 9.20%
Over EUR 3500 78 15.60%

3. Results
3.1. Purchase Behavior towards PLs

The length of time PLs were purchased for is presented in Table 3. The largest group
of consumers purchased PL products for more than 10 years (50.6%). A shorter period
(5-10 years) was declared by 22.6% of respondents. The third largest group was formed by
consumers purchasing PLs over more than 1 month and less than 1 year (18.0%).
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Table 3. The period of purchasing PLs.

Period (n = 500) p-Value *
less than 1 month 29 (5.8%)
from month to 1 year 90 (18.0%)
1 to 5 years 15 (3.0%) <0.001
5 to 10 years 113 (22.6%)
more than 10 years 253 (50.6%)

* Compared using the chi-square test (p < 0.05).

The share of PL food products in total food purchases is shown in Table 4. More than
30% of consumers indicated a 50% share, i.e., every second product in the shopping basket
was from a retailer’s assortment. A smaller share of PL products in the purchase structure
was declared by 21.6% of respondents, while a higher share (75%) was reported by 18.2%
of respondents. The average share of PL products in the survey was 41.2%.

Table 4. Share of PLs in total food purchases.

Share of PLs (n = 500) p-Value *
0% 30 (6.0%)
10% 75 (15.0%)
25% 108 (21.6%)
50% 181 (36.2%) <0.001
75% 91 (18.2%)
90% 15 (3.0%)

Average share 41.2%

* Compared using the chi-square test p < 0.05.

3.2. Main Factors Influencing the Choice of PLs

The main factors influencing the purchasing of PLs (RQ1) for the whole sample
population and four consumer clusters are presented in Table 5. The most important factor
was the lower price compared to leading brands (mean 3.80 in 5-point Likert scale). The
highest value of this factor was recorded in Cluster no. 2 (4.56), while the lowest was in
Cluster no. 4 (1.58). For consumers from two clusters (C1 and C2), this factor came out on
top. In Cluster no. 3, wide product range was ranked first, and in Cluster no. 4, ability to
buy the same products repeatedly. Attachment to a given chain (mean 3.48) was the second
most important factor determining the choice of PLs (range from 2.39 in Cluster no. 4 to
3.98 in Cluster no. 2). The feeling of safety and trust in PL products (mean 3.32) was in
third place. The lowest importance of this factor is due to the fact that consumers in Cluster
no. 4 did not take this factor into account. The factor relating to a wide range of products
was the least important (mean 2.98). This factor received an average value below 3 in three
clusters, and only in Cluster no. 3 was the mean value representing the importance of this
factor above 4.50.

The characteristics of clusters are presented in Table 6. Respondents assigned to
Cluster no. C1 constitute the largest group (36.0%). Women represent more than 50%. This
group has the highest number of people over years old, with a low income, and the most
PL buyers over 10 years of age. Cluster no. C2 represents 27.8% and is the second largest
group of respondents. The cluster is dominated by males aged 18-25, middle incomes, and
PL buyers over 5 years. Cluster no. C3 represents 20.6% of the total surveyed group, which
is predominantly female, aged between 26 and 50, with a middle income. In this group,
respondents have been buying PLs for more than 10 years. Cluster no. C4 represents 15.6%
and is the smallest group. The typical participant in this group is male, aged 26-50, with a
low income, and who has been buying PLs for 5 to 10 years.
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Table 5. Cluster analysis: factors influencing PL choice.

Factors V/ Correlation ~ Sample Cluster 1 (C1) Cluster2(C2) Cluster 3 (C3) Cluster 4 (C4)
actors Ratio 500 (100%) 180 (36.0%) 139 (27.8%) 103 (20.6%) 78 (15.6%)
A—wide product range 0.77 2.98 1 2 3 B 5
B—lower price compared to 0.86 3.80 0.77 G| o A
leading brands 086 —, 5
C—high product quality 0.48 3.29 ' il
D—ability to buy the same 0.64 318 048 2 loB d I
products repeatedly
E—availability of PL products in 0.90 3.9 064 S - .
every store of a particular chain ' ’ 0.9 0 b e r
F—attachment to a given chain 0.85 3.48
— i 085} - ¢ F
G—safety and trust feeling to 0.79 330 : ;
PL products 079 3 . ¢
- S : "
H—recognizability of PLs 0.65 314 ' b )
among consumers 0.65 S o H

p-Value 0.0001. 1/ Scale: 1— totally disagree; 2—disagree; 3—neither agree nor disagree; 4—agree; 5—totally agree.

Table 6. Profiles of cluster analysis: factors influencing PL choice.

Cluster 1 Cluster 2 Cluster 3 Cluster 4
180 (36.0%) 139 (27.8%) 103 (20.6%) 78 (15.6%)

Gender
Women 57.2% 31.7% 83.5% 37.2%
Men 42.8% 68.3% 16.5% 62.8%

Age

18-25 8.3% 35.2% 13.6% 0.0%
26-35 13.3% 21.6% 43.7% 42.3%
36-50 16.7% 32.4% 41.7% 38.5%
51+ 61.7% 10.8% 1.0% 19.2%

Income
under EUR 950 8.3% 21.6% 27.2% 19.2%
EUR 950-1800 33.3% 0.0% 29.1% 57.7%
EUR 1801-2500 24.4% 40.3% 39.8% 15.4%
EUR 2501-3500 8.9% 14.4% 3.9% 7.7%
over EUR 3500 25.1% 23.7% 0.0% 0.0%

Period of PL Purchase

less than 1 month 0.0% 0.0% 13.6% 19.2%
from month to 1 year 23.9% 13.6% 19.4% 10.3%
1 to 5 years 0.0% 10.8% 0.0% 0.0%
5 to 10 years 5.6% 43.2% 9.7% 42.3%
more than 10 years 70.5% 32.4% 57.3% 28.2%

3.3. Age and Income of Consumers as Determinants of PL Purchase by Food Groups

The PL purchases categorized by food products are presented in Table 7 (RQ2). Sweets
and biscuits, cereal products, bakery products and dairy products were the most frequently
purchased, while meat and meat products and non-alcoholic beverages and water received
the lowest scores.
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Table 7. Purchase of PLs.

Age of Respondents Income of Respondents
Category of PL Food Products Average V
R p-Value R p-Value
dairy products 2.96 —0.324 <0.001 —0.090 0.043
cereal products 3.13 —0.550 <0.001 0.078 0.083
sweets and biscuits 317 —0.589 <0.001 —0.059 0.192
bakery products 2.82 —0.242 <0.001 —0.080 0.073
meat and meat products 1.84 —0.115 0.010 —0.228 <0.001
organic products 2.50 —0.195 <0.001 —0.083 0.064
fruits and vegetables 2.56 —0.263 <0.001 —0.274 <0.001
fruit and vegetable products 2.61 —0.352 <0.001 —0.100 0.026
frozen food 2.63 —0.466 <0.001 0.063 0.162
non-alcoholic beverages and water 2.47 —0.386 <0.001 —0.223 <0.001
alcohol 1.85 —0.073 0.105 —0.404 <0.001

1/Gcale: 1—I don’t buy at all; 2—I buy rarely; 3—I buy sometimes; 4—I buy often; 5—I buy very often.

The frequency of purchase of all PL food products, except for alcohol, significantly
negatively correlates with age. This means that the purchase of PLs from the analyzed
product categories decreases with age. The highest correlation was noted for cereal products
(rho = —0.550), sweets and biscuits (rho = —0.589), and frozen food (rho = —0.466). There is
no such high correlation in the case of respondents’ income and the frequency of purchasing
PLs. The largest correlations were recorded for meat and meat products (rho = —0.228),
fruits and vegetables (rho = —0.274), and non-alcoholic beverages and water (rtho = —0.223).
The exception is the alcohol category, where when income increases, the frequency of
purchasing alcohol decreases in the medium range (rtho = —0.404).

3.4. Consumer Perception of PL Changes

Table 8 presents consumer perception of PL changes (RQ3) for the study population
and the four consumer clusters. For the study population, increasing availability (mean
3.76 on 5-point Likert scale) and improving image and quality (mean 3.46 and 3.45) were
considered as the most important. The introduction of organic and natural products was
assigned the least importance (mean 2.84).

Table 8. Cluster analysis: consumer perception of PL changes.

Statements V Correlation Sample Cluster 1 Cluster 2 Cluster 3 Cluster 4
atements Ratio 500 (100%) 153 (30.6%) 135 (27.0%) 121 (24.2%) 91 (18.2%)
A—quality improvement 0.83 3.45 1 2 3 4 5
. . 083 ; 1A
B—increase in the 0.85 336 I /
product range 085 ) ) o/ B
. . . ///' /
C V}sual presentation 0.72 310 o <
improvement g E\ “
D—increase in availability 0.88 3.76 088 | —o2 P
E—image improvement 0.86 3.46 (I /
. . . 086 4 o . 4
F—introduction of organic 0.85 284 —— Neutral |
and natural products ' ' 085 : o L

p-Value 0.0001; 1/ Scale: 1—totally disagree; 2—disagree; 3—neither agree nor disagree; 4—agree; 5—totally agree.

Cluster no. 1 is the largest, accounting for 30.6% of the study population, but this
group yielded the lowest mean values for almost all statements analyzed. This indicates
factor neutrality or disagreement. Cluster no. 2 comprises 27.0% of the total population.
Consumers evaluated as highest the changes related to quality improvement, increasing
assortment, and increasing availability of PL. Neutral answers referred to improving the
image and visual presentation. Consumers in Cluster no. 3 (24.2% of the study population)
perceived changes in PLs most positively, and the three factors with the highest mean values
in this cluster related to improved availability, quality, and image. In the least populous
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Cluster no. 4 (18.2%), increasing availability and improving image were perceived as the
most important PL changes.

The characteristics of clusters are presented in Table 9. The first cluster is the largest
group comprising 30.6% of the study population. Almost half of the people have bought
PLs for 1-5 years. In this cluster, half of the people belong to the 36-50 age range, and there
are more men (52.3%) and people with a high or medium income. Cluster C2 contains
27.0% of respondents. More than half are women, over 51 years old, with low incomes and
a history of buying PLs for more than 10 years. Cluster no. C3 is dominated by women
(77.7%), aged 26-50, with low income, who have also been buying PLs for more than
10 years. The last cluster is the smallest, with 18.2% of respondents. In this group, there are
more men (53.9%), aged 18-25, with a middle income, and who have been buying PLs for
more than 10 years.

Table 9. Profiles of cluster analysis: consumer perception of PL changes.

Cluster 1 Cluster 2 Cluster 3 Cluster 4
153 (30.6%) 135 (27.0%) 121 (24.2%) 91 (18.2%)

Gender
Women 47.7% 54.1% 77.7% 46.1%
Men 52.3% 45.9% 22.3% 53.9%

Age

18-25 9.2% 11.1% 11.6% 38.5%
26-35 15.7% 33.3% 39.7% 16.5%
36 =50 49.0% 0.0% 47.9% 16.5%
51+ 26.1% 55.6% 0.8% 28.5%

Income
under EUR 950 9.8% 22.2% 35.5% 0.0%
EUR 950-1800 29.4% 33.3% 37.2% 0.0%
EUR 1801-2500 21.6% 19.3% 22.3% 73.6%
EUR 2501-3500 7.8% 3.0% 5.0% 26.4%
over EUR 3500 31.4% 22.2% 0.0% 0.0%

Period of PL purchase

less than 1 month 9.8% 0.0% 11.6% 0.0%
from month to 1 year 9.8% 33.3% 12.4% 16.5%
1to 5 years 9.8% 0.0% 0.0% 0.0%
5 to 10 years 47.7% 0.0% 12.4% 27.5%
more than 10 years 22.8% 66.7% 63.6% 56.0%

3.5. Consumer Evaluation of PL Products

Table 10 shows the evaluation of food products under PLs (RQ4) in the study popula-
tion and the four consumer clusters. Freshness (mean 4.52), quality certificates (mean 4.24)
and low degree of processing (mean 4.19) were rated highest.

Consumers in Cluster no. 1 positively evaluated food products under PLs in terms
of minimal product processing, nutritional value, presence of natural ingredients in the
composition, certifications, environmental friendliness and organic production method.
High scores between 4 and 5 were given to statements rated by consumers in Cluster no. 2.
PL products were rated highest in terms of freshness, nutritional value and environmentally
friendly production method. Almost 20% of respondents (Cluster no. 3) disagreed with the
statements that PL food products are nutritious and produced in a traditional, organic, and
environmentally friendly way. The highest ratings in this cluster were given to such food
attributes as freshness and low degree of processing. Consumers in Cluster no. 4 (15.0%
of the study population) rated freshness, local origin, and organic production the highest,
with low degrees of processing and natural ingredients scoring lowest.
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Table 10. Cluster analysis: consumer evaluation of PL food products.

Stat ts V Correlation Sample Cluster 1 Cluster 2 Cluster 3 Cluster 4
atements Ratio 500 (100%) 226 (45.2%) 106 (21.2%) 93 (18.0%) 75 (15.0%)
A—only with natural

. . 0.87 4.02 1 2 3 4 5
ingredients : : : ‘

. . 081 7 A
B—with quality —o— 1
certificates, etc. 0.78 424 08t o9 B
C—minimally processed 0.82 4.19 @l —3 c
D—freshness 0.50 452 ;51 4 b
E—traditionally produced 0.89 3.52 | Neutd
- 089 E
F—comes from where 0.77 407
Ilive 077 F
G—organically produced 0.92 3.88 ) c
H—environmentally
friendly production 087 4.08 e "
I—nutritional 0.92 4.07 0%2 !

p-Value 0.0001; I/ Scale: 1—totally disagree; 2—disagree; 3—neither agree nor disagree; 4—agree; 5—totally agree.

The characteristics of the clusters are presented in Table 11. The first cluster contains
almost half of the respondents (45.2%) and is dominated by women (70.8%), aged 51+, with
a middle income. The second cluster (21.2%) is the opposite in terms of gender, as this
group is dominated by men (82.1%), aged 36-50, with a middle income. The third cluster
contains more males, aged 18-50, with a low income. In the last cluster (15.0%), there are
more women, aged 36+ with a middle income, but this group includes all income levels to
some degree (about 20%). In the consumer evaluation of PL food products, each group of
respondents had been buying PLs for more than 10 years.

Table 11. Profiles of cluster analysis: consumer evaluation of PL food products.

Cluster 1 Cluster 2 Cluster 3 Cluster 4
226 (45.2%) 106 (21.2%) 93 (18.0%) 75 (15.0%)

Gender
Women 70.8% 17.9% 45.2% 54.7%
Men 29.2% 82.1% 54.8% 45.3%

Age

18-25 7.1% 29.2% 32.3% 1.3%
26-35 27.4% 22.7% 33.3% 20.0%
36 =50 26.1% 28.3% 31.2% 40.0%
51+ 39.4% 19.8% 3.2% 38.7%

Income
under EUR 950 13.7% 13.2% 31.2% 18.7%
EUR 950-1800 26.6% 28.3% 32.3% 20.0%
EUR 1801-2500 42.0% 34.0% 3.2% 25.3%
EUR 2501-3500 9.7% 10.4% 1.1% 16.0%
over EUR 3500 8.0% 14.1% 32.3% 20.0%

Period of PL Purchase

less than 1 month 6.6% 0.0% 15.1% 0.0%
from month to 1 year 18.6% 17.0% 15.1% 21.3%
1to 5 years 0.0% 0.9% 0.0% 18.7%
5 to 10 years 20.8% 28.3% 22.5% 20.0%
more than 10 years 54.0% 53.8% 47.3% 40.0%

4. Discussion

In our study we have analyzed consumer behavior and perception regarding PLs
in Tenerife as an autonomous community, with special attention given to sustainability
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aspects. A discussion in three parts is presented. The first part relates to factors influencing
the choice of PLs (RQ1) and purchases of PLs by product group (RQ2). The second part
describes the changes in PLs (RQ3) and the evaluation of PL products (RQ4). In the third
part, the perspectives on the development of sustainable PLs and the importance of the
timing of the COVID-19 pandemic are described.

4.1. Factors Determining PL Purchase

Research question no. 1 was to crafted identify the factors that determine the purchase
of PL products. Lower prices compared to producer brands were identified as the most
important factor for the whole population. Cluster analysis showed that for the two most
numerous clusters, lower price was the most important choice factor. Two groups of
consumers can be distinguished for which price is the main factor of choice. The first group
is the largest cluster, covering 36% of the study population. More than 70% of people
have been buying PLs for more than 10 years. In this cluster, more than 60% are over the
age of 51 and more than 50% are women. Feeling safe and trusted proved to be another
factor in choosing PLs. The second group of consumers for whom lower price is also the
most important factor of choice is a more diverse cluster. Here, most people are in the
18-25 and 36-50 age group. These people have been buying PLs for more than 5 years.
The availability of PL products in every store of a particular chain and attachment to a
given chain proved to be the next most important factors in choosing PLs. In Tenerife, as
an autonomous community, price-related aspects are important due to the geographical
and economic characteristics that influence consumer behavior. The Canary Islands are
characterized by incomes (minimum or average income) lower than in mainland Spain by
nearly 15% (from 2020: EUR 950 to about EUR 1108) [65,113] and a high unemployment
level of about 21% [114,115].

Many studies on consumer behavior confirm that the main factor in purchasing PLs is
the attractive lower price [37,82,116,117]. This is due to price differences between PLs and
manufacturer brands [118]. According to the 2018 IRI report, the average price of PL prod-
ucts in Europe in 2017 was about 70% of the average price of producer brands. The highest
rate (83.7%) was observed in Italy and the lowest in France (61.3%). In Spain, it was 74.9%,
but increased by 0.8% compared to 2016 [118]. In addition to real price differences, the
perception of prices as lower is also important. Creating the image of lower prices becomes
a tool for retailers to influence consumer loyalty to PLs [31]. This is related to consumer
price sensitivity [15]. Such an approach is also important in emphasizing good value for
money for PLs in general and premium PLs [23]. Moreover, price-conscious consumers are
the ones most likely to purchase PL products in low-differentiation categories [94].

The lower prices of PL products are also important in the context of macroeconomic
conditions and the economic situation. According to the USDA report from 2020, the last
global economic crisis (2008-2013) had a huge impact on the development of PLs and their
perception by consumers in the 21st century [62]. PLs significantly increased their share in
the shopping basket to 35-42% during the crisis [117], and in recent years this has increased
to about 50% [18]. This is part of the competitive rivalry between retail chains; moreover,
PLs are becoming a tool to create competitive advantage [25,33]. Lower prices for PL
products are achieved through lower production costs and lower margins. The margin
refers to the manufacturer’s margin and the distributor’s margin. Maintaining a lower price
and satisfactory distributor margin is possible with a lower manufacturer margin [119].
This was particularly important for PLs in the first or second stages of development, where
margins are lower compared to those for the product category [55]. Currently, the situation
is more complicated due to the varied relationships with PL suppliers and the diverse,
three-tiered PL portfolios affecting gross margins. At the same time, multisourcing occurs,
wherein there are several suppliers for a single PL product. In addition, economic PLs can
be attractive, ensuring competition between chains, but they bring lower margins, which is
primarily experienced by manufacturers. For premium PLs, margins are much higher [120].
Retailers can price premium PLs at a competitive level compared to national brands (NB)
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at attractive margins. This is because PLs do not require the same level of marketing and
sales, which is about 15-20% of the cost of NBs. As a result, retailers can offer lower prices
compared to NBs. Faigen and Ebner reported the individual product price components
for NBs and PLs, which ultimately give the final price (NB = USD 5.87 and PL = USD
3.69). There are significant differences between the retailer gross margin (NB = USD 0.5 and
PL = USD 1.07) and the manufacturing margin (NB = USD 1.09 and PL = USD 0.16) [121].

Responding affirmatively to research question no. 2, the purchase of all PL products
except for alcohol, significantly negatively correlates with age. There is no such correlation
in the case of respondents’ income and the frequency of purchasing PLs. There is a gap
in the available literature regarding the relationship between age and income and the
frequency of PL purchase by product group. Few studies refer to consumer segments
based on income. For example, higher-income French consumers value PLs more than
lower-income consumers. In contrast, age doses not influence respondents’ purchase
decisions [95]. However, other studies show the impact of age and income on perceptions
of and preferences for PLs. A study conducted in Slovakia has identified which PL types
are purchased by consumers, considering their family status. At the same time, consumers’
perceptions of PL products are determined by the consumer’s age, income and family status,
as well as by the reasons for their purchase [86]. Research in Greece indicates a correlation
between age, income and household size, and various drivers of consumers’ intention to
buy PLs, including brand awareness, perceived value, quality, and risk. Additionally, age,
rather than income, influences the purchase intention of PLs [11].

Our study indicates that the most frequently purchased PL categories are sweets and
pastries, cereal, and dairy products, as well as bakery products. In the US, the highest share
in sales in 2019 was recorded for bakeries (36.6%), dairy products (33.1%) and delicatessens
(23.6%), and the lowest was for seafood (5.2%) and fresh food (11.2%) [122]. In contrast,
British consumers most often chose fruit and vegetables, dairy products, bread, meat and
sausages, while in Poland the choices were dairy products, cereal products, soft drinks and
water [9]. In Slovakia, the most frequently chosen categories of food were dairy products
(approx. 40%) and durable goods (approx. 35%). Lower results were noted for alcoholic
beverages (approx. 30%) or frozen drinks (25%) [86]. In Spain, according to the IRi report
of 2018, the highest value shares were observed for frozen food (57.6%), chilled and fresh
products (46.3%), non-alcoholic beverages (25.1%) and alcoholic drinks (21.2%) [123].

4.2. Evaluation of PL Changes and PL Products

Our study of research question no. 3 indicated that consumers perceive changes
occurring in PLs (QR3). These include increased availability, and improved image and
quality. Cluster analysis showed that people who had been buying PLs for the longest time
were the most likely to notice changes, i.e., improvements in quality or image. Changes
were more often noticed by women, people with higher education and people over 50 years
old. There is a lack of research in the literature on the evaluation of PL changes according
to socio-economic characteristics. Only general results regarding changes in PLs are
presented. For example, in a study conducted in Kenya, improved availability, variety of
assortment, and better quality were identified as the biggest changes [80]. Polish studies
identified a wide range of PLs, with the availability of given products in every store of a
given retail chain, which was also associated with a good price/quality ratio and trust in
the retailer [70,83,124,125].

Quality improvement should be considered as an important element confirming the
development of sustainable PLs [8]. It is seen in relation to the quality of products available
under national brands (NBs) [40]. In this view, quality is seen in terms of subjective evaluation
of the product [126], and its excellence and superiority over other products [31,127,128]. The
quality premium of NBs observed in the past has largely disappeared. Thus, the quality
gap potentially existing between PLs and NBs is reduced [14], and quality becomes an
important factor in choosing PLs [11,12]. However, the perception of PL quality depends
on PL types, product categories, and countries. This was analyzed in a study conducted in
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three countries and seven product categories (US—ice cream, chocolate cookies; UK—tea,
instant coffee, ground coffee, and Australia—ketchup and dry paste) for premium PLs,
value PLs, and NBs. In four of the seven categories, premium PLs were associated with
higher quality than value PLs. The comparison of NBs and premium PLs revealed that, for
five categories, NBs were more strongly associated with quality than premium PLs [23].

Improving the perceived quality of PLs is important for retail chains. The higher
perceived quality of PL products allows for attracting consumers focused on quality [40],
as well as the development of premium products [39]. In addition, research in Portugal has
shown that PLs” quality is a critical factor for the sustainable penetration of PLs. PL quality
directly affects consumers’ loyalty to PLs and indirectly affects loyalty to the store [52].
Additionally, as indicated by a study conducted in Germany, product quality had a stronger
impact on the market share of PLs than that of NBs [129].

In evaluating PL products for research question no. 4, seven of the nine terms scored
an average above 4 (on a 5-point Likert scale). This means that consumers agree with the
following terms for PL products: fresh, sustainably produced, close to home, nutritious,
minimally processed, and organically produced. Cluster analysis showed that those who
have been buying PLs the longest rate PL products very highly, regardless of income
situation and education. Young people with the highest income and living in the largest
cities were more critical.

The evaluation of PL products should be combined with the activities of retail chains
in Spain. Sustainable hot topics include efforts to develop local products, promote organic
products, reduce plastic, develop and use green energy, generate energy savings, and
reduce food waste [10]. The introduction of organic PLs is an example of the improvement
of sustainability policies by Spanish retailers. Lidl, Carrefour, Aldi and regional super-
market chains are leading the organic food revolution [10]. Organic labels and fair-trade
offerings in PLs are perceived as signs of environmental and social commitment. In the
food sector, organic PLs have been on the market for a long time [130]. Currently, the
development of organic PLs can be treated as a tool for creating a competitive advantage
for retail chains [90].

The literature indicates that consumers are becoming increasingly conscious buyers.
They are concerned about health, safety, food quality, environmental care, and place of
production [131]. In turn, the increasing health and nutritional awareness of consumers is
reflected in perceived food safety. It can be described as the degree to which customers feel
that the consumption of the branded products is harmless to human health [28]. This leads
to the increased importance of quality signs. For example, a study conducted in Poland
found a relationship between the frequency of origin and organic food purchase and the
role attributed to quality signs. At the same time, there is a relationship between the positive
perception of European quality signs and the self-reported willingness to pay a higher
price for origin and organic food [132]. The growing consumer awareness of the health
aspects of food includes the organic PLs trend. A study conducted in Germany indicated
that conventional PLs are perceived as less healthy, less hedonistic, less environmentally
friendly and less safe compared to organic PLs, and showed lower price premium and
purchase intention [28]. In Malaysia, on the other hand, the main motive for the intention
to buy organic food is product safety, including the absence of pesticide residues, and the
protection of plant products or animals [131]. Another study presented organic PLs as a
means of reducing the risk of unsuccessful purchases, as well as ensuring quality assurances
and increasing brand awareness [133,134]. Naturalness, lack of pesticides, respect for the
environment and the nutritional value of specific products are also pointed out [135,136].

4.3. General Remarks

Our study was conducted during the COVID-19 pandemic. This has a twofold effect
on the results. First, the timing of the pandemic reduced tourist arrivals, and Tenerife is a
well-known tourist destination. This has resulted in fewer earning opportunities, and a
difficult situation in the tourism sector. There has also been a decline in the income of part
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of the population. According to a consumer survey conducted by AECOC in April 2020,
the economic crisis caused by the COVID-19 pandemic was the most significant Spain
has experienced since 2008 [62]. Changes in the economy, manufacturing, technology and
service sectors were observed [137-141]. During this time, interest in PLs has increased.
The study shows that compared to the previous economic crisis, the image of PLs has
improved, from being associated with cheap products to indicating good value for money
and premium quality products at a lower price [62]. Secondly, consumer preferences and
behaviors have changed. Some of the most important changes include more prudent
shopping decisions, a growing interest in price reductions, increased likelihood of buying
locally, and a greater preference for buying fresh products instead of processed or semi-
processed products [142].

Considering the above arguments, and as is also related to the COVID-19 pandemic,
the development of sustainable PLs should be considered from three perspectives: retailer,
producer, and consumer. The retailer’s perspective refers to extending the range of products
available under PLs with greater added value. These include organic, locally produced,
less processed products offered in packaging that is less harmful to the environment.
Such activities are related to corporate environmental responsibility [143]. Considering
the share of retail chains in trade, this is an important step in introducing the principles
of sustainable development. The development of PLs refers to the implementation of
sustainability principles by retail chains. It is related to the fact that in countries such
as the UK, Ireland, and Germany, PLs represent a significant part of the market, and the
implementation of the Sustainable Development Goals is an opportunity for chains to
make a difference for people, the environment, and the planet, on the one hand, and to
occupy a unique position in the market, on the other hand. The IPLC report presents
actions taken by retail chains in the UK, Ireland, Germany, France, Italy, Portugal, Spain,
and the Netherlands to develop sustainable PLs [10].

The producer perspective refers to changing the production structure and introducing
sustainable production principles. It is a production means that is less harmful to the
environment, more innovative, and not focused solely on the aspect of lowest prices.
Striving to minimize production costs leads to unbalanced production processes due to the
focus on the mass production of products with the lowest unit costs. The development of
sustainable PLs will allow for diversification, which will be beneficial for both financial and
environmental reasons. The consumer perspective means the presence of better quality,
more sustainably produced products on the market, as well as less processed products.
In addition, consumers may perceive sustainable PLs as quality signals, thus providing a
guarantee of a certain means of sustainable production. A positive consumer perception of
quality labels means self-reported willingness to pay a higher price [132].

In conclusion, the development of PLs in an autonomous community such as the com-
munity of Tenerife is moving towards sustainability factors. On the one hand, consumers
perceive improvements in quality, sustainability of production, local and organic produc-
tion, degree of processing and nutritional aspects. On the other hand, price ranks first
among the factors of choice. At the same time, retail chains are undertaking sustainability
activities that address issues of great concern. In addition, the same retail chains operate in
Tenerife as in mainland Spain. Therefore, it can be concluded that PLs are evolving towards
sustainable brands, but it is likely that this will depend on consumer attitudes and further
actions taken by retail chains.

Our study has some limitations. We focus on food products, without including other
categories of consumer goods. We do not compare the quality of PL products with producer
brands. Future studies should include comparisons of the quality and prices of PL products
and products offered under manufacturers’ brands. It would also be important to analyze
the development of PLs in organic product categories. It would be worthwhile to analyze
to what extent the sustainability issue is present in relation to the PLs of retail chains
depending on the retail format (e.g., discount chains).
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5. Conclusions

Our research has shown that lower prices compared to leading brands has been
the first factor contributing to choosing PLs in the autonomous community of Tenerife
during the COVID-19 pandemic. However, consumers perceive PL changes in terms of
increased availability, improved quality, and image. PL food products were evaluated in
the context of selected sustainability aspects. Consumers emphasized freshness, low levels
of processing, and environmentally friendly production. This points to the development of
PLs towards sustainable PLs, which should be combined with the retailers” sustainability
efforts, including reductions in plastic and food waste, the promotion of organic products,
increasing the range of PL organic food, introducing environmentally friendly packaging,
and developing and favoring local production.

Our study is useful for retail companies looking to develop sustainable PLs, and helps
to identify tools and methods to achieve a competitive advantage based on sustainability.
Only the joint activities of international retail chains and local retailers in large markets
and smaller communities will help to realize the goals of sustainable retailing.
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Abstract: This study aimed to analyze the international literature on consumer behavior toward
private label (PL) products, guided by the PRISMA (Preferred Reporting Items for Systematic Re-
views and Meta-Analysis) method. We searched for peer-reviewed studies published until January
2021 in the Scopus and Web of Science databases using two main search terms, namely, “consumer
behavior” and “private label,” which have several synonymous terms, such as “store brand,” “pri-
vate brand,” and “own label.” A total of 44 eligible studies were selected for the analysis. We for-
mulated research questions regarding the most studied categories of PL products, the non-health
factors determining consumer behavior toward PL products, and the frequency of including health
aspects in the choice of PL products. The following were analyzed in the studies included in the
systematic literature review (SLR): general data and study design (authorship, year of publication,
location, characteristics of the sample, and research category), research specifications (factors/vari-
ables, hypotheses, and measured parameters), and general findings (findings and practical recom-
mendations). We found that most of the studies had analyzed dairy products as PL products, and
the main non-health selection factors used were lower price and price—quality ratios. Health aspects
were considered in only four of the analyzed studies, which focused on the evolution of PL products
from low-cost products to sustainable brands with significant added value in terms of quality and
health aspects.

Keywords: consumer behavior; private label; health; perceived quality; systematic literature review;
PRISMA

1. Introduction
1.1. Health Aspects in Consumer Behavior

Consumer behavior is increasingly being influenced by health aspects [1,2]. Consum-
ers are becoming more aware of the need to eat healthy foods to maintain good health [2].
As a result, the quality of products is now considered to be as important as their price.
Some consumers are willing to pay a higher price for products that guarantee high quality
[3]. This can be linked with a greater understanding of health and the impact of food on
health [4].

Currently, researchers show increasing interest in studying consumer decision-mak-
ing styles in order to understand how people make purchasing decisions in a competitive
environment [5-15]. Consumer behavior is influenced by several factors in the cultural,
social, personal, and psychological realms, which together determine the basic attitudes
and views of consumers, and which are also an important element of marketing [16]. Ac-
cording to Kotler and Keller [17], consumer buying behavior can be defined as the
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behavior related to how individuals, groups, and organizations acquire and dispose of
goods, services, ideas, or experiences to meet their needs and desires. From the viewpoint
of marketers, consumer behavior can be understood by analyzing the reasons why con-
sumers buy, the factors influencing consumer buying patterns, the changing determinants
within the society, and others [18]. The purchase of PL products is a personal choice, and
the growing popularity of such products has gained the attention of retail researchers
[19,20]. In particular, the development of premium and value PLs has affected consump-
tion behavior, the final demands of consumers, and the shares held by other brands (na-
tional or local) [21,22].

Today, an increasing number of consumers are making informed purchasing deci-
sions, including with regard to the brands offered by retailers. Consumers choose food by
considering factors such as quality and nutritional value [23]. It has been proven that the
health information provided on the label raises consumer awareness, and that health
claims also influence consumer preferences and increase the likelihood of purchasing the
product [24]. Because information is effective if it succeeds in meeting the specific needs
of the target audience, understanding consumers’ information-seeking and -processing
behavior is crucial for making better marketing decisions [25].

1.2. Evolution of PL Products and Consumer Perceptions

PL products are goods sold under the brand name of a retailer (i.e., supermarket,
hypermarket, discount store) [26], or a name used exclusively as a brand of the retailer
[27]. Several terms for PLs can be found in the literature and have been used in market
reports on retailer brands. The main terms used for PLs are “private labels” [28], “private
brands” [29], “private label brands” [30], “store brands” [31], “own brands” [32], and
“own labels” [33].

Initially, consumers’ brand consciousness and preference for national brands (NBs)
were perceived to be barriers to purchasing PL products, as they were considered to be of
low quality [34]. Over the years, PL products have evolved as a result of product devel-
opment in retail chains and changes in consumer preferences [35]. Four generations of PL
products have been distinguished [36,37]. The first generation included undifferentiated
core products, defined as generic, no-name, brand-free, or unbranded. They were sold
under generic names and offered at a very low, competitive price. The second generation
of PL products were defined as products of own brands or “quasi-brands,” and sold under
the name of the retail chain. They stood out for their packaging and slightly higher quality,
although it was comparatively lower than the market leader. The third-generation PLs,
also known as own brands, were characterized by their names, which were analogous to
existing manufacturer brand products. Their price and quality are comparable to those of
leading producer brands. The fourth-generation PLs, called extended own brands, include
innovative and differentiated products. Their price and quality were the same or higher
than those of the products of leading manufacturer brands [36].

Distributors rank their PL products, most often, as economy, premium, or standard,
based on their quality and price [38]. Standard PL products are generally considered to be
medium-quality or medium-price alternatives of NB products [39]. In contrast, premium
PL products are top-quality-tier products. Compared with NB products, these products
are rated higher for their quality. Finally, economy PL products are of a basic acceptable
quality at the best price and are lower in quality than the products of NBs [20].

It has been shown that consumers no longer perceive PLs as inferior in quality to NBs
[40], and they are considered to have comparable quality [41]. In 2005, more than 70% of
consumers in the US and Europe rated the quality of PL products as at least as good as
the products of large brands [34]. In a survey conducted in 2015 in Poland, consumers
indicated that the strength of PLs is their good quality—price ratio (64% of responses), next
to lower price (83%) [42]. These findings were supported by our studies conducted in 2020
and 2021 in three European countries: Poland, the UK [43], and Spain (Tenerife) [44]. In
our studies, respondents from countries with varying levels of development of PL
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products agreed that the quality of these products is high as well as comparable to man-
ufacturer brands. Customers had a sense of trust and security when they shopped for PL
products, and also valued these products for the wide collection and availability of retail-
ers’ products. They also stated that PL products had the appropriate price-quality [43,44].

Studies indicate that the quality of PL products can be compared with the products
of NBs, and thus these products can be treated as equal and highly competitive. However,
the retailers must offer products with high quality at an attractive price in order to en-
courage consumers to buy [45]. Currently, most large retailers have labels that are becom-
ing increasingly popular and trusted by customers [46]. Consequently, consumers show
more positive attitudes toward PL products due to the increase in their quality as well as
brand reputation, which is in line with the perception of consumers who feel good about
purchasing PL products [47].

1.3. Aim of the Study

Our study aimed to analyze the international literature on consumer behavior to-
ward PL products, guided by the PRISMA (Preferred Reporting Items for Systematic Re-
views and Meta-Analysis) method. This study is the continuation of our previous re-
search, which focused on the evolution of PL products into sustainable PL products in
national markets with large PL market shares [43] and in an autonomous community,
using Tenerife as an example [44].

We attempted to find answers to the following questions:

e What PL product categories have been studied in terms of consumer behavior?

e What are the non-health factors considered by consumers when choosing PL

products?

e How often are health factors considered by consumers when purchasing PL

products?

2. Materials and Methods
2.1. Study Design

We performed a literature search based on the PRISMA guidelines [48,49], which are
widely applied in many academic studies [50-53]. Our search focused on studies pub-
lished until 15 January 2021 in the Scopus and Web of Science databases.

2.2. Inclusion/Exclusion Criteria

Our systematic literature review (SLR) analyzed the international literature on con-
sumer behavior toward PL products, including studies on the determinants of consumers’
choice of PL products, such as price, perceived nutritional values, economic factors, inten-
tions, attitudes toward PL products, and packaging.

The studies that met the following criteria were included in the analysis: those based
on empirical research and those describing consumer behavior toward PL products. Peer-
reviewed papers were also included. No time limits were applied in the search of articles.
We excluded publications written in a language other than English, papers presenting
theoretical models, doctoral dissertations, editorials, book chapters, short reports, and
conference publications, as well as articles for which full texts were not available.

2.3. Search Strategy

Studies were retrieved through a systematic search of peer-reviewed journals from
two databases: Scopus and Web of Science. The search was conducted between 4 and 20
February 2021 and included articles that were published between 2000 and 15 January
2021.

To identify studies focusing on consumer behavior toward PL products, particularly
food products, we used a combination of key terms in the search. The first term used was
“private label products,” in various combinations and forms, and the second was
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“consumer behavior or preferences.” We used a search string in which separate groups of
words were combined and then applied to both databases (Table 1).

Table 1. Databases and terms used in the study and the number of results obtained.

Database Search String
TITLE-ABS-KEY (“private labels” OR “private label” OR “private label
brands” OR “private brand” OR “own label brand” OR “own brand”

Scopus OR “store brand”) AND TITLE-ABS-KEY (“consumer behaviour” OR
“consumer behavior” OR “consumer preferences”)
TOPIC (“private labels” OR “private label” OR “private label brands”
. OR “private brand” OR “own label brand” OR “own brand” OR “store
Web of Science

brand”) AND TOPIC (“consumer behaviour” OR “consumer behavior”
OR “consumer preferences”)

A total of 150 and 100 studies were identified, respectively, in the Scopus and Web
of Science databases. After eliminating duplicates, there were 197 studies. Following the
review of titles and abstracts, 160 studies remained. The number of articles was then re-
duced to 99, and their eligibility was analyzed in depth by assessing the full text. Studies
that were not written in English, those that did not focus on PLs, own brands, or store
brands, or studies that did not relate to consumer behavior were excluded.

Finally, 44 articles were selected for the analysis. Figure 1 presents a flow diagram
describing the identification, screening, eligibility assessment, and inclusion of articles.

Records identified Records identified
.E through Scopus through Web of
" searching Scienses searching
:ﬁ (n=150) (n=100)
:

N/

Records after
duplicates removed
(n=197)

Y
] Records excluded (out of
E Records screened % scope, review papers,
g (n=160) *|  ineligible, not English)
] (n=61)

Y
i Full-text articles Full-text articles excluded:
i assessed for eligibility > did not focus on
: (n=99) consumer behavior or
I private label products

(n=55)

Studies included in
qualitative synthesis
(n=44)

Included

Figure 1. Identification, screening, eligibility assessment, and inclusion of articles in the systematic review (PRISMA). Source: [48,49].
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3. Results

All 44 studies included in the SLR were analyzed in three parts. The first part of the
analysis focused on general information, including authorship, year of publication, re-
search method used, country, sample population, product category, and the objective of
the research (Table 2). The second part of the analysis focused on research specifications,
which included the evaluation of factor/variables, hypotheses, and the types of data anal-
ysis used (Table 3). The third part of the analysis focused on key findings and practical
implications of the studies (Table 4). In the Appendix, in Table A1, we included the study
objectives and research measures.

In all tables, studies are presented according to the year of their publication, starting
with the most recent one (2021) and ending with the oldest (2000). To make the text anal-
ysis clearer in the tables, the retailer brand names are standardized by using the term
“PL.” It also replaces other terms, such as store brand, private brand, private label brand,
and own brand.

3.1. General Information

Table 2 presents general information pertaining to the studies included in the SLR.

The SLR included studies published between 2000 and 2021 as follows: seven studies
from the period 20202021 [43,54-59], nine studies from the period 2018-2019 [16,60-67],
10 studies from the period 2015-2017 [38,68-76], six studies from the period 2010-2014
[29,77-81], and 12 studies from the period 2000-2009 [82-93]. The most frequently used
research method was questionnaire survey (20 studies). The research sample consisted of
between 200 [57,83] and 1272 respondents [61], but the average sample size was about 500.
Other research methods used in the studies were experiments (six), in-depth interviews
(six), blind sensory tests (four), scan panels (three), eye tracking (one), electroencephalog-
raphy (two), and others (two). The studies included in the SLR had been conducted in
cities located in Europe (31), America (eight), and Asia (six), as well as in Australia, New
Zealand, and South Africa. The product categories mostly analyzed in terms of consumer
behavior were dairy [29,43,54,60,63,79-82,88,93], cereals [16,43,54—
56,58,68,69,73,76,80,85,88,92], sweets [16,43,54,60,63,79-82,85,88,90,91], frozen food
[16,43,79-81,88], processed food [54,59,72,80,90], and cosmetics [16,38,60,70,74—
76,79,81,87,90,91]. For example, in 2020, Slovak researchers conducted a series of studies
on yogurts, which included a sensory comparison between PL products and products of
NBs that are leading in the Slovak market [55,56,58]. Studies on nonfood product catego-
ries mainly chose cosmetics, especially shampoo, for the analysis of consumer behavior
toward PL products [70,78,81,87,91].

Table 2. General details and design of the studies included in the systematic survey.

Ait::;r’ Research Method Country Sample Population Product Category

796 respondents (students and em- Study 1: 3 ready-to-eat meals
Temmer- Online experiment, ployers of university) Study 2: 20 products, including
man et al. survey Belgium Study 1: pretest n =52 and main beverages, cookies, dairy prod-
(2021) [54] study: n =303 ucts, meat and cereal products,

Study 2: n =441 fish, preserves
Kadekova Study 1: SHIvey with Adults <25 years
et al. (2020) questlonr‘lalres Slovakia  Study 1: n = 549 respondents Dairy products: yogurts
Study 2: blind test
[55] Study 2: n = 20 respondents

2 traditional + 3 PL yogurts

Czeczotko Survey with questionnaires Adults >18 years declared to pur-  Food products: dairy, grain
. . Poland, .
et al. (2020) distributed in a consumer UK chase PL food products products, sweets, biscuits, bak-
[43] panel, computer-assisted n = 1000: ery products, meat
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web interview (CAWI)
method

500 in Poland and 500 in the UK products, fruit and vegetable

products, frozen food,
beverages, water, alcohol

Anith
m.t aand Questionnaire survey, . Adults >18 years
Krishnan India n.a
(2020) [57] quota sampling method n =200 respondents
Kosiciarova Quecszown?zi}fssvey’ Adults >18 years
et al. (2020) blind test: 2 tra ditior;al o Slovakia  Survey: n =693 respondents Dairy products: yogurts
58] ' y Blind test: 71 = 100
gurts and 2 PL yogurts
Sg;ﬁh;;d Surve India Adults 218 years from 325 house- Sauces, preserves, ketchup, atta,
(202 (‘;’; [59] y holds who visited Big Bazaar Store mustard oil
Kosiciarova
Questionnaire survey, . Survey: n=1116, 218 years . )
et al[.5(621020) blind test Slovakia Blind test: 7 = 20, <25 years Dairy products: yogurts
Frui 1 fish, ol-
Prediger et Half-factorial laboratory ex- .rult, vegetables, meatf 1800
al. (2019) eriment Spain Adults 218 years ives, cereals, bread, chips, sau-
'[ 60] orﬁine survle P n =406 respondents sages, beverages, gels, perfumes,
Y detergents
USA,
France,
(?omez— Online stlrvey based on Ger- Adults 18 years, 1 = 1272 shop-
Sudrez et al. Schwartz’s value concep- many, ers buvine FMCGs n.a
(2019) [61]  tual framework model UK, It- p Hyms
aly,
Spain
Salazar-
Ordodnez et Online survey . Buyers aged >19 years . .
1 1
al. (2018) (household panel) Spain n =1029 consumers Olive of
[62]
Study 1: simulated shop-
ping, Students: 570 respondents Fruit juice, canned vegetables,
Liuetal.  Study 2: questionnaires, j P peanut butter, canned fruit,
USA Study 1: n = 88; Study 2: n =228;

(2018) [63] Positive and Negative Af-
fect Schedule scale,
Study 3: behavioral lab

pasta, salad dressing, cereal

Study 3: n =254 products

Adults 218 years Dairy products, baby food, dura-
Valaskova .
. . n =347 respondents purchasing PL  ble goods, beverages, frozen
et al. (2018) Online survey Slovakia . . ., .
[16] products in one of the retail chains’ food, cosmetics, sweets, deter-
markets gents, animal food
Vazquez-
iell Frui - iam,
Castelles Panel data with infor- .ru1t products:jam
and . . Adults 218 years 3 PL tiers (standard, economy,
mation about customers,  Spain . .
Cachero- n =254 regular customers and premium) and NBs with
. data set: 187 weeks
Martinez share >5%
(2018) [64]
Garczarek- Eye tracking, n=16 heal;hzrf;i}:t-shanded e 10 (product categories) x 6
Bak (2018) electroencephalography, Poland 8 feIII)lale 8 male) (brands) x 2 (variants): 7 catego-
[65] survey, CAWI method g

21-30 years ries of food and 3 categories of
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body care products and 6 prod-
ucts from different retailers

Meliana . .
Questionnaire survey

Indone- 260 shoppers in Indomaret and Al-  Groceries and household PL

famart

product category

(2015) [72] Questionnaire survey

Thailand # =240 shoppers of 5 hypermar-

kets and supermarkets in Bangkok

(2018) [66] sia
2 daily food items (1 major
brand and 1 PL) and 2 comfort
. Tactile exploration, food items (1 foreign product
Modica et . . . and 1 local product)
visual exploration, Experiment 1: n=19 .
al. (2018) visual and tactile explora Italy Experiment 2: 11 = 13 4 different comfort foods (e.g.,
[67] ) p p ’ chocolate bars) and 4 different
tion . .
daily foods (e.g., rice): 2 local
and 2 foreign products of NBs
and PLs
>
Schouteten Sensory analysis, Adults 218 years,
) . n =99 volunteers for sensory and
et al. (2017) 3 sessions, Belgium 5 strawberry-flavored yogurts
[68] online questionnaires consumer research
d (45 males and 54 females)
Adults 218 years
Jara et al Total n = 568 respondents:
(2017 [6 9'] Questionnaire survey France group A:n =142, group B:n=179, Plain yogurts or a face cream
group C: n =95,
group D: n=152
Spain,
Ger-
Gomez-Sua- man Adults >18 years
rez et al. Online survey Francye’ 1118 consumers of FMCGs Cosmetics: shampoo
(2016) [70] UK, It- from 6 countries (each n =200)
aly, USA
Marques Save Holdings or Purchase Adults >18 years
dos Santos task with functional mag- n =22 respondents buying NB and
. . . Portugal n.a
et al. (2016) netic resonance imaging, 64 PL products (6 males and 16 fe-
[71] blocks males)
>
Thanasuta Adults 218 years Cooking oil, tissue paper, body

lotion, instant noodles

Schnittka
(2015) [38]

Adults 218 years

Questionnaire survey ~ Germany n =238 German consumers who

were aware about PL products

Mineral water, detergents, juice,
shower gel

Experiment:

Monnot et 2 (overpackaging: present

Adults 218
al. (2015) vs. absent) x 2 (brand con- France us years Dairy products: yogurts
. . n =217 consumers
[73] cept: generic vs. mimic PL),
face-to-face survey

. Questionnaires from two Adults >18 years
Diallo et al. . . . . . .
(2015) [74] retail chains during the  Brazil n =600 shoppers from 2 retail Cosmetics: shampoo

shopping chains (Carrefour, Extra)

Zielke and Ger- Adults 218 years Groceries, consumer electronics

Komor Online questionnaire many, # =500 students (250 from Ger- Cofsmetics clothes ’
(2015) [75] Poland many and 250 from Poland) /
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Marketing scan behavior
panels, purchase records,

Fall-Diallo lasting 286 weeks: initial

Carrefour customers who made at
least two purchases in the ana-
lyzed period,
butter data of 94 households: 869

Dai :
etal. (2015) period (weeks 1-130), ex- France purchases (expansion) and 888 airy products
. . L butter and yogurt
[76] pansion period (weeks 131— purchases (crisis)
208), and crisis period yogurt data of 169 households:
(weeks 209-286) 2604 purchases (expansion) and
3368 purchases (crisis)
>
Delgado- Adults 218 years

Ballester et Mall intercept question- Colom-

n = 600 shoppers who bought PL
products during last 2 months

Sugar, shampoo, facial cream,
fabric conditioner, antibacterial

al. (2014) natre survey bia (Carrefour and Exito supermar- gel, sunflower oil
[77]
kets)
Study 1: in-depth inter-
views: main purchasing
motives for organic food,
Study 2: experiment: im-
pact of organic label (OL) Adults 218 years
Bauer etal. on consumer perception, German Study 1: n =12 German consumers Cereals
(2013) [29] Questionnaire: purchase in- y using the laddering technique,
tentions of buying organic Study 2 and 3: n =630
PL products,
Study 3: impact of OL on
variables of behavioral in-
tention analysis of OLs.
Fall Diallo . . Adults 220 years
et al. (2013) Self—admlrust'ered question- France n =266 respondents responsible for n.a
naires .
[78] purchasing
) Greece, Chocolate, cooking oil, biscuits,
Herstein et . . :
al. (2012) Survey: questionnaire Israel, n =683 undergraduate college stu- rice, frozen meat, detergent,
’ [79] online Portugal, dents who purchase PL products  shampoo, toothpaste, liquid
Turkey soap, and dishwasher liquid

25 products, including dairy and

Adults >18 years
Wyma et al. Survey: a structured ques- South P Oy cereal products, canned vegeta-
(2012) [80] tionnaire Africa . bles, frozen vegetables, bever-
4 supermarkets in an urban area et
ages, sweets, oil, toiletries
Chocolate, laundry powder
Tifferet and Adults 218 years . ! yP !
. . . oil, toothpaste, hummus, sham-
Herstein Paper questionnaires Israel 1 =400 PL customers: students L
. . poo, frozen meat, liquid soap,
(2010) [81] from 8 universities and colleges .
rice, barrage bags
Mall intercept survey in
. P y . Canned fruit, toilet tissue, fresh
Glynn and city supermarket, screening Adults >18 years . e
. ew . milk, cheese, fruit juice, potato
Chen (2009) question about purchase of n =600 shoppers buying PL prod- . ..
. Zealand chips, biscuits, bread breakfast
[82] 1 of 10 product categories ucts
. . cereal, pet food
with a PL offering
Czech, Adults >18 years
Anchor and Y

Kourilova Structured questionnaires lic
(2009) [83] ’

UK

Repub- n =200 Tesco supermarket custom-
ers in the Czech Republic (n = 100)

and the UK (n = 100)
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Adults 218 years
n =799 shoppers responsible for
grocery shopping in the household
Adults 218 years
n =217 consumers divided into2 Meat and dairy products, fruit
Turkey groups as those who buy PL prod- and vegetables, sweets, oil prod-
ucts and those who buy NB prod- ucts, wine

Self-administered question-
naires hand-delivered to re-
spondents

Kara et al.
(2009) [84]

USA Grocery products

Face-to-face questionnaires
on consumer preferences
regarding private and man-
ufacturer brand products

Albayrak
and Aslan
(2009) [85]

ucts
Cheng et al. . . . Adults >16 years Various types of product catego-
t T
(2007) [86] Questionnaire survey arvan n = 254 respondents ries
Adults 218 years
Mi t al. =4 dents buyi
jeres et a Personal interviews Spain 1t =436 respondents buying Kitchen rolls and shampoo

kitchen rolls, n = 422 respondents
buying shampoo
100,000 consumers buying in 6 su-

(2006) [87]

Milk, breakfast cereals, ice

Akbay and permarkets: 3 stores chosen for pri- . .
Supermarket scanner data, . . cream, cooking oil, salty snacks,
Jones (2005) . USA  marily lower-income shoppers, .
65 weeks of observations . salad dressing, pasta, frozen
[88] and 3 stores that primarily serve .
vegetable, mayonnaise

consumers with higher income

Face-to-face interviews

Kurtulus et Adults 220 years
al. (2005) with consumers who shop Turkey " __5 1 4y na
[89] at the four major retailers ’
Semeijn et Experiment, The . .
. . . Students >18 years Wine, toothpaste, potato chips,
al. (2004) online questionnaire con- Nether- =128 canned tomatoes
[90] sisting of 110 statements  lands
Self-administered question-
naires
’ G Adults >25
Veloutsou in-depth interviews with 5 reece ue years L .
et al. (2004) consumers in each countr K n = 328 respondents: Coftee, biscuits, toothpaste, lig-
: . y (Scot- 104 from Greece and 224 from uid, shampoo
[91] to better interpret the re-
sults land) Scotland
Questionnaires in the form
Miquel et of pers.o nal 1rl1terv1ews, each . Adults 218 years Milk, sliced white bread, oil,
al. (2002) of the interviewed was val- Spain .
[92]  uing 2 of the 6 product cate n =400 household shoppers beer, bleach, toilet paper
gories
nathan and vimalstimulis ith added Adults 218 years
USA Total sample: n =175, Breakfast cereal with raisins

Aggarwal branded or no-branded rai-

(2000) [93] sins; questionnaire booklet =67 students and shoppers
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3.2. Research Specifications

Table 3 presents the research specifications of the studies included in the SLR.

Table 3. Research specifications of the studies included in the systematic survey.

Author, .

Year Factor/Variable Hypotheses
Study 1: Perceived quality (PQ)
Perceived tastiness (PT)
Perceived healthiness (PH)

TemmermanPurChase intentions (PI)
Study 2: Perceived healthiness (PH)
et al. (2021) . . n.a
[54] Purchase intentions (PI)

Nutritional knowledge (NK)
Perceptions of healthy food (PhF)
Dieting behavior (DB)

Familiarity with Nutri-Score (NS) (FNS)

Questionnaire: perception of PL product quality
Kadekova etBlind test: sensory evaluation of yogurt, including
al. (2020) color, aroma, consistency or density, taste and pro-
[55]
attractiveness

portion of chocolate, the size of the packaging and its

Gender (G) — buying PLs (-)

G — quality rating of PLs (+)

G — perception of PL product packaging (-)
G — purchase of PLs (-)

G — decisive factor to buying PLs (+)

G — discouragement from buying PLs (-)

Period of purchase of PL products (PP)

Creczotko etFac’cors for purchasing PL products (FP)

al. (2020)

Opinions on the current development of PL products

[43] (OCD)
Frequency of PL product purchasing (FPC)
Share of PL products to total food purchases (SPL)
Anitha and Personal fact-or (PF) . PF — IBB (+); PF — UB (+)
Krishnan Impulse buying behavior (IBB) SF — IBB (-)
[57] Store factor (SF) SF — UB (+)
Urge to buy (UB) UB — IBB (+)

Purchase and frequency of purchase

Kosiciarova Brand loyalty
et al. (2020) Brand preference (traditional or PL)
[58] Motives for purchase

Sensory properties of yogurts

Age — kind of preferred brand of purchased yo-
gurts (+)

Gender — kind of preferred brand of yogurts (+)
A statistically significant difference in the purchas-
ing preferences based on packaging (-)

A statistically significant difference in the evalua-
tion of yogurt flavors (+)

Perceived quality of PLs (PQ) PQ — WP (+)
Price consciousness (PC) PS — WP (-)
Singh and Perceived value of PLs (PV) PQ — PLL (+)
Kumar Store loyalty (SL) PV — PLL (+)
Singhal Quality consciousness (QC) PV — the store’s overall image, in terms of brand
(2020) [59] Loyalty to PLs (PLL) and value (+)
Price sensitivity (PS) PLL — SL (+)
Willingness to pay for PLs (WP) PQ — SL (+)
Kosiciarova Questionnaire: Gender (G) = PQ (+)
et al. (2020) Frequency of PL purchase (FPL) G—=PH#)

[56] Purchases of PLs (P)

Economic activity of respondents I — P (-)
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Perception of quality (PQ)

Consumer perception and consciousness about Prod-

uct categories (CPC)

Evaluation of packaging attractiveness (EPA)
Factors of PL purchase (FP)

Blind test: 7 chocolate-flavored yogurt samples; tra-
ditional brands vs. PL; investigated identical prod-
ucts

G — perception of PL product packaging (-)

G — perception of facts that influence respondents
to buy PLs (-)

Age (A) — perception of facts that influence to buy
PLs (-)

G — decisive factor when buying PLs (+)

R — decisive factor when buying PLs (-)

G — facts that discourage from buying PLs (+)

A — facts that discourage from buying PLs (+)

Creating fictitious flyers and supermarket, featuring
real NBs and fictitious PLs

Different flyer designs (scenarios):

(1) Store flyer page length;

Four models:
e  Scenario (S) I (NB on the cover, 8 pages, with-
out a slogan)

P;E c:;%irgft (2) Brar.1d (NB or PL) on the cover page; and e SII (PL on the cover, 20 pages, without a slo-
[60] (3) An institutional slogan on the cover page as an gan)
incentive advertising e  SIII(PL on the cover, 8 pages, with a slogan)
Consumers received the flyers and answered an e SIV (NB on the cover, 20 pages, with a slogan)
online survey
Intentions to buy PL products
Category: Value structure (+) — attitude toward NBs (-)
Gémez- (1) Self-enhancement: self-transcendence, openness; Value structure (+) — attitude toward PLs (-)

Suarez et al.
(2019) [61]

conservation
(2) Smart shopper self-concept (SSSC): smart-shop-
per behaviors, smart-shopper feelings,

SSSC (+) — attitude toward NBs (+)
SSSC (+) — attitude toward PLs (+)
Effect of SSSC on attitude — more positive for NBs

brand attitude (NB/PL) than for PLs (+)

Salazar- . S .

Ordéiez et Att?tude toward ext.ra—V1rg.1n ol%ve oil (EVOO) (AE) PV — AE (-)
al. (2018) Attitude toward refined olive oil (AR) PV — AR (+)
'[ 62] Perceived value of PLs (PV)
Study 1: BESC (brand engagement in the self-con- (C+c))nsumers with higher BESC prefer NBs over PLs
. PL 3 . 1 ] . 1 -
Liu et al. cept); PL attitude; value consciousness; price con Consumers with lower BESC show increased pref-

(2018) [63]

sciousness
Study 2: manipulated test in laboratory
Study 3: manipulating brand engagement

erence for NBs relative to PLs (-)
Consumers with higher BESC show reduced prefer-
ence for NBs relative to PLs (+)

Valaskova et

al. (2018)
[16]

Consumer’s attitude (CA) and preferences in the
choice of 10 categories of PL products

CA and individual demographic determinants (-)
CA and factors leading to the purchase of PL prod-
ucts (-)

CA and a particular type of the purchased product
©)

Vazquez-
Casielles
and
Cachero-
Martinez
(2018) [64]

Information about products’ category (jam) and pur-
chase situation: purchased brand, sale format of the
purchased brand, purchased quantity, sale price, the

product was on promotion, assortment size, and date

of the last purchase

Economy PLs (EPL) — a negative brand-type simi-
larity effect — decreases the choice of standard PLs
(SPL) (-)

EPLs — positive attraction effect — increases the
choice probability of SPLs (+)

EPLs — positive compromise effect = increases the
choice probability of second-tier NB and SPLs (-)
Premium PLs (PPL) — negative brand-type similar-
ity effect — decreases the choice probability of
EPLs and SPLs (+)
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PPLs — negative quality-tier similarity effect — de-
creases the choice probability of premium-quality
NBs and second-tier NBs (+)

PPLs — positive attraction effect — increases the
choice probability of premium-quality NBs (+)

Perceived product esthetic (PPE)

Garczarek- Perceived likelihood of buying the product (PI)

Bak (2018) Quality assessment (QA)

Women possess a relatively greater esthetic sensi-
tivity to the appearance of PL products than men

)

The price knowledge will not affect the purchase

decision of PL products within retailers (+)

[65] Variants without showing the price and with normal Young customers’ behavior in the process of buy-

price to control for the meaning of this factor

ing PL products of distributive networks can be
highly affected not by declared, but by latent fac-
tors (+)

Meliana Factors: logo, color, policy, cost, large stock, promo

(2018) [66] variations, complete products, and others

PL products have a significant effect on customers’
shopping preference
PLs have a significant effect on store image

Comfort food vs. daily food
Modica et al. Major brand vs. PLs
(2018) [67] Foreign vs. local

Tactile, visual, and visual and tactile exploration

Major brand products present more attractive pack-
aging than other products, and therefore elicit a
higher approach tendency than the PL items (-)

Yogurt brands: two premium brands and three PLs

Schoutet
chouteten Experiment: central location tests (1 = 53) and home-
etal. (017) " ests (n < 46) '
[68]

3 test sessions (blind, expected, and informed)

Attitude (A)
Perceived quality (PQ)
Perceived price (PP)
Jaraetal. Packaging (P)
(2017) [69] Intent to buy (IB)
Economic store brand (ESB)
Organic store brand (OSB)
Purchase intentions (PI)

PQ of PL products varies according to the type of P
*)

Reinforced P — PQ of EPLs (+)

Simplified P — PQ of EPLs (-)

Simplified P — PQ of OPLs (+)

Reinforced P — PQ of OPLs (+)

Influence of PQ on the customers’ IB varies based
on P (+)

PQ of EPLs — PI due to a reinforced P (+)

PQ of EPLs — PI due to a simplified P (-)

PQ of OPLs = PI due to P (+)

HPQ of OPLs — Pl due to P (-)

The more the type of P corresponds to a PL prod-
ucts’ positioning, the more it strengthens the cus-
tomers’ IB (+)

EPLs can increase customers’ IB via reinforced P (+)
OPLs can increase customers’ IB via simplified

packaging (+)

Two shampoo brands (NB and PL); different prices

Preference (P)

Attitude (A)

Purchase intention (PI)

Consumer preferences (CP)

Quality inferences (QI)

Smart shopper self-perception (SSSP)
Consciousness (C)

Gomez-Sua-
rez et al.
(2016) [70]

A of PL products — preference for PL products (-)
CP for PL products — PL products (-)

C — A of PL products (+)

SSSP — A of PLs (+)

Familiarity with the NBs negatively(-) affects A of
PLs (+)

Perceived risk has a (-) impact on CP for PLs (+)
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C propensity for exploration has a (-) effect on PL
product P (+)

Impulsiveness has a (+) impact on PL product PI (+)
QI made from price have a () impact on PL prod-
uct A (+)

QI made from brand image have a (-) impact on PL
product A (-)

QI made from brand reputation have a () impact
on PL product A (-)

QI made from product efficiency have (+) impact on
PL product A (+)

Marques dos
Santos et al.
(2016) [71]

Analysis: product, price, decision, and

interval

7 categories of food products

(4 retailers x 7 categories = 28 different products x 2
brands (NB or PL))

Price manipulation applied

Thanasuta
(2015) [72]

PL purchase

Price consciousness (I’C)
Quality consciousness (QC)
Brand consciousness (BC)
Value consciousness (VC)
Risk perception (RP)

PC — PL purchase (+)
QC — PL purchase (-)
BC — PL purchase (-)
VC — PL purchase (+)
RP — PL purchase (-)
Product differentiation, risk level — PL purchase

*)

Schnittka
(2015) [38]

1. Perceived brand (in low and high category)

2. Price preference 2 x 3 x 3:

(a) Economy PLs (EPLs): low-priced store, high-
priced store, and overall, for each category: manufac-
turer, retailer, overall (EPL)

(b) Premium PLs (PPLs): low-priced store, high-
priced store, and overall, for each category: manufac-
turer, retailer, overall (PPL)

Consumer preferences (CP)

In low-priced grocery stores, EPLs evoke more fa-
vorable CP than PPLs (+)

In high-priced stores, EPLs evoke less favorable CP
than PPLs (+)

In product categories of low brand relevance, EPLs
evoke more favorable CP than PPLs (+)

In product categories of high brand relevance, EPLs
evoke less favorable CP than PPLs (+)

If consumers believe that the PLs are produced by a
well-known manufacturer, EPLs evoke more favor-
able CP than PPLs (-)

If consumers believe that the PLs are produced by
the corresponding retailer itself, EPL products
evoke less favorable CP than PPLs (-)

Monnot et
al. (2015)

1. Price sensitivity (PS)

Perceived quality (PQ)
Environmental consciousness (EC)
Perceived expensiveness (PE)
Product involvement (PI)

Eliminating OP reduces PQ (-), reduces PE (+), in-
creases PEF (+), and reduces the PC of the product
*)

The influence of eliminating OP on the product’s
PQ (+), PE (=), PEF (+), and PC depends on the PL
concept: it should be stronger for a mimic PL prod-

[73] Perceived environmental friendliness (PEF) )
. . uct than for a generic PL product (+)
Perceived convenience (PC) . e .
. . . The influence of eliminating OP on purchase inten-
2. Mean with overpackaging (OP) and without over- . . . ,
ackaging for mimic or generic PL products (yogurt) tion is mediated by the product’s PQ (+), PE (),
packaging & P YOBU™ PEF (1), and PC (+)
Diallo et al. Store image perceptions (SIP) SIP — PL purchase (+)

(2015) [74]

PL price image (SPI)
PL perceived value (PV)

SIP — PI (+)
PI — PL choice (+)
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PL attitude (A)
PL purchase intention (PI)
PL choice

PL product SPI — PI (+)

PL product PV — PL choice (-)
PL product PV — A (+)

A — PL choice

PI — PL choice

Zielke and
Komor
(2015) [75]

1. Price consciousness: value consciousness, price—
quality schema, prestige sensitivity, preference to-
ward Ps and discounter preference

Hypermarket preference

2. Preference toward PLs: discounter preference and
hypermarket preference

The negative role (price and value consciousness)
increases preferences for PLs, discounters,

and hypermarkets (+)

The positive role (price-quality schema, prestige
sensitivity) decreases preferences for PL products
and discounters but increases preferences for hy-
permarkets in low-price categories (+)

Fall-Diallo etButter (3 types of PLs: standard (S), organic (O), local

al. (2015)
[76]

&)
Yogurt (3 types of PLs: S, O, L)

Store image (SI)
Functional risk (FR)

+ SI reduces CP of the FR and FiR of PLs to a
greater (lesser) degree with diminishing (rising)
levels of VC (+)

+ Sl reduces CP of the SR of PLs to a greater (lesser)

Delgado- Financial risk (FiR) degree with rising (diminishing) levels of consumer
Ballester Social risk (SR) VC (-)
et al. (2014) Psychological risk (PR) + Sl increases CP of the PR of PLs to a greater
[77] Price unfairness (PU) (lesser) degree with diminishing (rising) levels of
Value consciousness (VC) consumer VC (-)
Consumer perceptions (CP) Perceptions of FR, FiR, SR, and PR associated with
PLs diminish the perception of the price unfairness
of an alternative manufacturer’s brand (+)
Study 1: main purchasing motives Organic label (OL) of global (G)/local (L)/PLs
Study 2: causes a higher degree of PH than the respective
(a) Experiment: 6 groups of PL products: local, G/L/PL brand without an OL (+)
global, or organic cereal products and nonorganic ce-OL of G/L/PLs causes a higher degree of PHe than
real products the respective G/L/PLs without OL (+)
(b) Purchasing motives: OL of G/L/PLs causes a higher degree of perceived
Bauer et al. Healthiness (PH) EF than the respective G/L/PLs without OL (+)

(2013) [29]

Hedonism (PHe)

Environmental friendliness (EF)

Food safety (FS)

Study 3: the same 6 groups of products:

Purchase intention (PI)

Price premium (willingness to pay price premium)
(WP)

OL of G/L/PLs causes a higher degree of perceived
FS than the respective G/L/PLs without an OL (+)
OL of G/L/PL products leads to a higher PI than the
respective G/L/PL products without an OL (+)

OL of G/L/PLs leads to a higher WP a price pre-
mium than the respective G/L/PLs without an OL

*)

Fall Diallo et
al. (2013)
[78]

Store image perceptions (SIP)
PL price image (PI)

Value consciousness (VC)
Attitude toward PLs (A)

PL purchase intention (PIn)
PL choice

SIP — PIn (+)

SIP — PI (+)

PIn — PL choice (+)

SIP — PI (+)

PI — PIn (+)

PL product PI = PL choice (+)
PI — PIn — PL choice (+)

VC — PIn (+)

VC — PL choice (+)

VC —~ A(+)
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PIn — PL choice (+)
VC— A(+)

A — PL choice (+)
PIn — PL choice (+)

Choice of 2 types of brands (NB and PL),
5 food and 5 nonfood products

. Brand dimensions: brand name, packaging, countr
Herstein et p sME y

Iis correlated with the inclination to purchase PLs
M is correlated with the inclination to purchase PLs
The need for cognition is correlated with the incli-

al. (2012) of origin nation to purchase PLs
[79] Individualism (I): vertical (VI) and horizontal (HI) = There will be cross-cultural differences in the incli-
individualism nation to purchase PLs
Measure of materialism (M) Culture moderates the effect of personality on pref-
Need for cognition (NC) erence for PLs vs. NBs

Brand preference (25 products available in NB and
Wyma et al. PLs)
(2012) [80] Psychographic statements related to brands
Demographic characteristics

Willingness to purchase (NB or PL) for 10 types of
q products (5 food products and 5 nonfood products)

Tiff
tteret an Brand image, 3 factors:

Herstein

(2010) [81] importance of packaging design, manufacturer’s

brand name reputation, and country of origin
Individualism and collectivism

Does individualism affect consumers’ preference
for PLs vs. NBs?

Do consumers with high levels of individualism
show a lower inclination to purchase PLs?

Does individualism affect consumers’ perceived
importance of brand image dimensions?

Do consumers with high levels of individualism at-
tribute greater importance to brand image dimen-
sions, such as packaging design, country of origin,
and PL reputation?

Are there cross-cultural differences within a spe-
cific country, namely, Israel?

1. Factors:

Purchase mistake (PM)

Quality variability (QV)

Search vs. experience (S vs. E)

Price consciousness (I’C)

Price—quality perception (PQP)

Brand loyalty (BL)

PL purchase

2. Average scores by PL product category (factors as
above): canned fruit, toilet tissue, fresh milk, cheese,
fruit juice, potato chips, biscuits, bread breakfast ce-
real, pet food

Glynn and
Chen (2009)
(82]

Are consumers more likely to buy PLs where they
perceive lower consequences of making a mistake
in brand selection (-)/variability in quality between
brands (-)?

Is it possible to accurately assess product quality of
important attributes and benefits based on written
descriptions only (-)/are consumers more price-
conscious (+)?

Consumers are less likely to buy Ps if they have an
elevated perception of quality relative to price (+)
Brand loyalty reduces consumers’ propensity to
buy PLs (+)

Consumers’ propensity to buy PL products is deter-
mined by gender/age (-)

Consumers are less likely to buy PLs if they have
more household income/formal education qualifica-
tions (+)

Large households are more likely to buy PLs (+)
Purchase of PLs is moderated by differences in PL
category share (-)

Anchor and Study 1:
Kourilova Importance of price
(2009) [83] Importance of quality

In both countries, the Tesco brands have the same
PF (-)
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Importance of confidence

Study 2: perception of the Tesco PL category: Tesco
Value, Tesco Standard

Purchase frequency (PF)

Perceived quality (PQ)

Perceived price (PP)

Confidence (C)

In both countries, the PQ of the Tesco brands is of
the same level (-)

In both countries, the PP of the Tesco brands is of
the same level (-)

In both countries, the C in the Tesco brands is of the
same level (-)

In both countries, a significant relationship between
gender and perception of measured characteristics
exists (-)

In both countries, a significant relationship between
age and perception of measured characteristics ex-
ists (-)

In both countries, a significant relationship between
income and perception of measured characteristics
exists (+)

In both countries, a significant relationship between
purchase frequency and perception of measured
characteristics exists (0)

Perceptions about manufacturers vs. PLs: budget
conscious, value conscious, price conscious, discount

Kara et al. .
conscious

(2009) [84] , . . :
Consumer’s previous experience, sensory perception

Content perception, PL purchase/use

Consumers’ consciousness (+) — PL perceptions (+)
Consumers’ previous experience (+) = PL percep-
tions (+)

Consumers’ consciousness (+) — consumers’ previ-
ous experience (+)

BS perceptions (+) — PL purchase/use (+)

Brand preferences:

NB food product preference analysis of NB food con-

sumers
PL food product preference analysis of NB food con-
sumers

PL food product preference analysis of PL food
product consumers

NB food product preference analysis of PL food
product consumers

Albayrak
and Aslan
(2009) [85]

2 categories of products for NB: international PL
(IPL), and local PL (LPL)

Perceived quality (PQ)

Brand leadership (BL)

Price perception (PP)

Brand personality (BP)

Cheng et al.
(2007) [86]

The quality of NB products is perceived to be supe-
rior to that of IPL products, while the quality of IPL
products is perceived to be superior to that of LPL
products (+)

Consumers perceive the price of NB products to be
being significantly higher than IPL products, and
the price of IPL products to be higher than LPL
products (+)

Consumers count on NBs for better brand leader-
ship, on IPLs for worse brand leadership, and LPLs
for nonbrand leadership (+)

Consumers perceive the brand personality of NBs
to be significantly superior to IPLs, and the brand
personality of IPLs to be superior to local PLs (+)
Product categories moderate the interaction of PQ
(-)/PP (-)/BL (-)/BP (+) across NBs, IPLs, and LPLs

Mieres et al. A. Difference in perceived risk between PLs and NBs
(2006) [87] Perceived quality of PLs/NBs (PQ)

PO — Difference in PR (-)
REA — Difference in PR (+)
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Reliance on the extrinsic attributes of a product
(REA)

Specific self-confidence (SSC)
Familiarity with PLs (FPL)

Experience with product category (EPC)
B. Perceived risk (PR):

Functional risk (FR)

Financial risk (FiR)

Social risk (SR)

Physical risk (PR)

Psychological risk (PsR)

Time risk (TR)

REA — PQ (+)

SSC — Difference in PR (-)
SSC — REA (-)

FPL — REA (-)

FPL — PQ (+)

EPC — Difference in PR (-)
EPC — SSC (+)

EPC — REA (-)

EPC — FPL (+)

EPC — PQ (+)

A. Lower-income consumers
1. PB share/NB share
2. PB price/NB price
B. Higher-income consumers
1. PB share/NB share
Akbay and 2. PB price/NB price
Jones (2005) C. Demand equations of 9 food categories for PLs

[88] and NBs in lower- and higher-income areas

D. Demand elasticities for 9 food product categories
for PLs and NBs in lower- and higher-income areas:

Expenditure elasticity
Price elasticity
Promotion elasticity

Price consciousness (PC)
Financial constraints (FC)
Quality consciousness (QC)
Store loyalty (SL)

Shopping mavenism (SM)
Time limitation (TL)

Brand loyalty (BL)

Tendency to purchase PBs (T)

Kurtulus et
al. (2005)
[89]

T — PC (+)
T—FC(-)
T—QCH)
T — SL (+)
T — SM (+)
T — TL (-)
T — BL (-)

1. Store image (layout, merchandise, service) (SI)
2. Consumer attitude toward PLs (CA)

(a) Perceived overall quality of PLs (PQ)

(b) Likelihood of purchasing PLs (LP)

3. Risk factors: functional (FuR), psychosocial (PR)
and financial (FR)

Semeijn et
al. (2004)
[90]

A positive relationship exists between perceived SI
and CA (+)

CA is inversely related to FuR associated with the
perceived difficulty for the retailer to produce that
product (+)

The effect of SI on consumer attitude toward PLs is
mediated by FuR associated with the perceived dif-
ficulty for the retailer to produce that product (+)
CA is inversely related to the perceived PR associ-
ated with the usage of the product (+)

The relationship between SI and CA is mediated by
PR of usage (+)

CA is inversely related to perceived FR associated
with quality variance in the product category (+)
The relationship between SI and CA is mediated by
the perceived FR of usage (-)
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1. Change of behavior toward PLs and supermarkets
2. Product attributes:

(A) Brands (PLs and NBs)

Perceived quality

Value for money

Appealing packaging

Perceived taste

Veloutsou et(B) Brands (for PLs and NBs)
al. (2004) Importance of price

[91]

Quality

Packaging

Advertising

Fulfillment of expectations

(C) Country: factors same as in A point

(D) Country: factors same as in B point

3. In-depth interviews with 5 consumers in each
country

Consumers give similar emphasis to choice criteria
when purchasing PL and NB products (-)
Consumers evaluate PLs and NBs similarly (-)
Greek (G) and Scottish (S) consumers have similar
degree of familiarity with buying PLs (-)

G and S consumers give similar emphasis (mental
weighting) to choice criteria when purchasing PLs
)

G and S consumers evaluate the PLs (quality, value
for money, appealing packaging, and taste) simi-
larly (-)

G and S consumers have similar readiness to pur-
chase PLs (-)

G and S consumers have similar readiness to
change their behavior toward PLs (-)

Habits toward the product category are influential
on the willingness to buy PLs (+)

PL choice criteria are influential on the willingness
to buy PLs (+)

Consumers’ demographic characteristics are influ-
ential on the willingness to buy PLs (+)
Satisfaction with PLs from a certain supermarket
will increase the consumers’ loyalty to that super-
market (+)

PL product purchase:

Miquel et al. (1) Knowledge of the category
(2002) [92] (2) Perception of differences

(3) Willingness to buy PL products

Greater knowledge of the category leads to prefer
NBs (+)

The greater the belief that differences exist between
the different alternatives, the less likely the possibil-
ity of the individual buying PLs (-)

Vaidya-

Product attitude (PA)

nathan and Quality perceptions (QP)
Aggarwal Value perceptions (VP)
(2000) [93] Value consciousness (VC)

PA toward unfamiliar PL products with a familiar
NB ingredient will be more favorable than that to-
ward unfamiliar PL products with an unbranded
ingredient (+)

QP of unfamiliar PL products with a familiar NB
ingredient will be more favorable than that of unfa-
miliar PL products with an unbranded ingredient
*)

PA toward a familiar NB name (ingredient) will not
be unfavorably affected by an association with an
unfamiliar PL product (+)

QP of a familiar NB name (ingredient) will not be
unfavorably affected by an association with an un-
familiar PL product (+)

3.3. General Findings and Practical Implications

Table 4 presents the findings and conclusions from studies related to consumer be-
havior toward PL products, as well as managerial implications. The findings/conclusions
mainly relate to how the studied factors, such as perceptions of quality, price, type of
packaging, and risk of purchasing PL products, influence consumer behavior toward the
PL products of retail chains. Practical recommendations are included in almost all the an-
alyzed studies. Only one study did not provide any recommendations.
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Table 4. General findings and managerial implications for the studies included in the systematic

survey.
A?::f’ Key Findings Practical Implications
e Products were identified to be healthier with Nu-
tri-Score (NS), but the healthiness of products
ranked in 5 categories was evaluated significantly )
Temme- differently. e The NS system should be introduced on the Eu-
m(azrz);;)a L Purchase intentions were higher for products with zgii:;lanitg;oiiﬁ)i ar;iiifneefizc:ziec option
[54] positive NS than for products with negative NS. 8 8 & yep :
Due to the increase in the quality of PL products,
consumers accept and trust PL products, and are
therefore more loyal to them, regardless of NS.
e PL products were perceived to be products of
good and adequate quality, available at a reasona- e Packaging can influence consumers’ decisions,
ble price. which retailers and producers should take ad-
e PL product categories, such as milk and dairy vantage of.
Kadekova products, mineral water, lemonade, and juice, e The boundaries between traditional and PL
etal. were the most frequently purchased, while alco- products are gradually blurring, and the possi-
(2020) holic beverages and frozen semifinished products bilities to increase the attractiveness of PL yo-
[55] were the least frequently purchased. gurts can be based on increasing Slovak consum-
e The purchase of PL products is influenced by tra- ers’ awareness of PL products and their manu-
ditional forms of marketing communication, rec- facturers.
ommendations, and provision of free samples for
tasting, and some form of promotion.
¢ In Poland, dairy products, cereals, and nonalco-
holic beverages under PLs were the most fre-
quently purchased, while in the UK, bread, dairy
products, fruit, vegetables, and frozen products e  The results are crucial for retail companies and
under PLs were the most frequently purchased. In  international chains to identify the conditions for
Czeczotk both countries, consumers were least likely to buy the development of PL products toward sustain-
oetal PL alcohol. able products and to identify tools to develop
(2020) e  The ability to buy the same product repeatedly products with sustainability-based competitive
[43] and the availability of PL products were the most advantage in the dynamically changing retail
important factors in the choice of PL products. market.
e Consumers are positive about the current devel-
opment of PL products pointing to a better visual
presentation of PL products, lower price, and
overall improvement in the quality of PLs.
e The promotion of impulse buying must closely
Anitha Consumers make impulsive purchases, especially match consumer choice and preference and situ-
and when they observe any discounts and offers or are ational factors.
Krishnan giVefl fr.ee- products of Premium PLs. . e Researchers can continue the study with internal
[57] The individual level of income plays an important ~ and external factors, together with promotional

role in consumers’ impulsive buying behavior.

techniques and the role of brands.

Kosicia- e
rova et al.
(2020)
[58]

The boundaries between traditional and PL prod-
ucts are gradually blurring, and customers are be-
ginning to realize that PL products are a suitable
alternative.

The results can be used as a guide to increase the
attractiveness of yogurts and, thus, its consump-
tion by consumers.

This research can serve as a tool to raise aware-
ness among both professionals and the public
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The possibilities of increasing the attractiveness of
PL yogurts could be based on raising awareness
about PL products among consumers.

Consumers still hesitate to buy PL products be-
cause they have no experience with these prod-
ucts and do not know their producers.

about the existence of PLs, their importance, and
their advantages and potential disadvantages.

Consumers consider PL products to be low-qual-
ity products compared to products of producer

PLs should be differentiated by spending more
on advertising, promotion, and internal and ex-
ternal communication, as the third-generation
PLs build loyalty to the store or to the chain.

Singh and brands, but the PL product quality varies among Retailers should produce high-quality products
Singhal differer,lt product categories. that help them to build loyalty toward the store
(2020) The key to ensuring the good quality of PL prod- chain, thus creating good brand and store image.
591 ucts is to build brand equity and offer products at * PL prOdLTCtS should stand. outin future; there-

a premium price. fore, retailers should continuously understand
consumers and come up with innovative prod-
ucts that will compete with branded products.

e PL products are perceived to be products of good
quality, and PLs are associated with products of
adequate quality at a reasonable price. o ) o
e The most frequently purchased product categories® Traditional forms of marketmg commun%catlo,n,
Kosicia- available under PLs are milk and dairy products, such as word 9f mouth marketm'g. and friends
rovaetal.  meatand fish, which are purchased every week, recommend.atlons, and the provision of free sam-
(2020) snacks and mineral water, lemonades, and juices, ples for tasting are more preferred b}f CONSUMETS
[56] which consumers buy once a month or once a and should therefore be used by retailers and
week. manufacturers.
e Packaging can influence consumers’ decisions,
and plays an important role in their purchasing
decisions and product evaluation.
e Shorter flyers had a stronger influence on con-
Prediger sumer intentions to purchase PLs, especially in The features of the flyer, i.e,, number of brands
etal. the yogurt category. and proportion of content, can be used to modify
(2019) e Including a wide variety of products under PLs consumer perceptions of variety and store image.
[60] on the flyer is more effective in increasing store
traffic and sales.
e Smart shoppers’ self-concept influenced their atti- Using a more complex shopping basket, r.e—
tude toward PLs and NBs. searchers may better understand how various
e There is a positive and significant causal relation- degre.es of percelYed risk (whether cconomic,
ship between the smart shopper self-concept and functional, or social) affect the rela’.aonshlp be-
Gémez- the attitude toward promoted NBs. tw§en the smart shopping mechanism and brand
Suarez ete  The smart shopper self-concept was significantly attitudes. i )
al. (2019) and positively correlated with attitudes of NBs in * F.ror.n a man.agerlal stand.pomt, th.e .results_ can as-
[61] all countries, except the UK. sist international marketing practitioners in de-

Spain and Germany were the only countries that
showed a significant correlation between the
smart shopper self-concept and the attitude to-
ward PLs.

veloping strategies to target smart shoppers.
Some degree of standardization in segmentation,
positioning, and communication strategies
should be relied upon.
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The results indicate the role of feelings aroused
by the potential anticipated consequences of

Salagar- ©  Teople with positive perceptions of PL value product use, healthy lifestyles, shopping habits,
Ordéfiez show positive attitudes toward refined olive oil the perceived value of PLs, and perceived taste.
et al. (ROO) only. The perceived value of PLs determines the for-
(2018) Consumers may associat.e P.LS o.f oliv.e oil with mation of attitudes toward ROO.
[62] ROO rather than extra-virgin olive oil, and PL e Itis fundamental for small and medium enter-
perceived value may reinforce ROO features. prises to undertake effective marketing strategies
to highlight the added value of their products.
e NBs should highlight aspects such as quality and
* Higher levels of BESC (brand engagement in the taste in their marketing efforts; such attributes
self-concept) resulted in greater purchases of NB are unlikely to activate the overall self-concept of
products, and BESC affects consumer preferences highly branded consumers and, thus, negatively
Liu ot al. for broad brand categories (such as NBs or PLs). affect preferences for NBs over PLs.
(2018) Decreased prefere.nce for NBs (compared to PLs) e  NBs and PLs competing for the same consumer
[63] suggests that the importance 9f brf'md self may . groups can benefit from understanding and care-
decrease when consumers (with higher BESC dis- fully considering the interaction of how people
position or presenting brand engagement manip- perceive themselves and their branded self in de-
ulation) experience a self-concept threat unrelated veloping marketing strategies for their respective
to brand self. target markets.
e Regardless of respondents” demographics, con-
sumers purchase all categories of PL products,
with dairy, durable goods, and paper hygiene be- o  PLs should increase the range of products availa-
ing the most preferred. ble, and thus intensify inter-brand and price
e For each PL product category, consumers identify competition.
key factors that drive them to purchase. Priceis o PLs should change the relationship between re-
Valas- the most important factor considered when pur- tailers and their suppliers.
kova et al. chasing dairy products, quality in the case of hy- ¢ Consumers perceive PL products much more
(2018) giene products, product composition for deter- positively compared to the past, when PL prod-
[16] gents, advantageous packaging for animal food, ucts were perceived as low-priced products of
packaging and design for frozen goods, and the inferior quality. Therefore, PLs should now aim
range of products for cosmetics. at increasing market shares and introducing new
e Customers who are more likely to purchase PL product categories.
products identify the reasons for their purchase as
cost effectiveness, quality, and loyalty to the re-
tailer.
e The introduction of economy (EPLs) or premium e Retailers can position EPLs as discount brands,
PLs (PPLs) increases “quality variation” within creating stand-alone brand names (i.e., pseudo-
Vézquez- the PL brands. brands) instead of retailer brands (umbrella
Casiclles * The introduction of top-quality PPLs can ad- brands), and by using other prominent shelf ar-
and versely affect customer trust. eas by displaying only discount products.
Cachero- * The introduction of EPLs may be beneficial for thee  The retailer can compete by introducing PPLs
. second-tier NBs because the retailer’s assortment that offer the customer new products, experi-
Martinez . . - oo .
(2018) 1nclu'des average options in the quality dlmensllon. ences,'and concepts that NBs do not offer.
[64] The introduction of PPLs decreases the probabil- e If retailers can produce PPL products that are

ity of choosing EPLs and standard PLs much
more than the probability of choosing premium
products.

something different, unique, or new in the cate-
gory, they will gain greater market share and
better results.
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When EPLs and PPLs are introduced, the proba- e
bility of choosing standard PLs decreases, espe-
cially for high-volume shoppers and PL-loyal cus-
tomers.

Loyal PL customers and high-volume shoppers

are more likely to appreciate the introduction of
EPLs and PPLs.

The threat of introducing PLs can be used to ne-
gotiate better retail margins with second-tier and
premium-quality NBs.

Consumers are influenced by many factors when
choosing PL products.

Service quality rating is a statistically significant
differentiating variable between men and women °

Retailers should analyze the determinants of PL

Garcza- for onlv one retailer product selection in detail because the eye track-
rek-Bak Y g ing study did not reveal differences between
(2018) Knowledge of the price of PL products does not & ,y , i U
[65] influence the decision to purchase PL products. women'’s and men’s esthetic sensitivity toward
The relatively higher left frontal activation (i.e., the presented PL products.
higher approach motivation) during the pre-deci-
sion period in some cases predicted a purchase
decision.
e The price of PL products is lower and more rea- ] )

. sonable compared to similar products of manufac-° For .PL p‘roduc.ts, qu‘ahty should be ?nalyzed mn
Meliana turer brands conjunction with price because the index of cus-
(2018) Strategies of locating the minimarket close to tomer confidence in the quality of PL products

[66] .. . has a high value.
houses promote shopping interest in older con-
sumers.
e The comparison of products of major brands and
PLs showed higher positive rating values for the
products of major brands than for the PL products
belonging to the comfort food category.
. o A higher purchasing tendency has been found to- * The results. coulfi deepen the knowledge on the
Modica et ward foreign food products in comparison with neurophysiological response to food products
al. (2018) . - . characterized by different natures in terms of he-
local food products during the visual and tactile y
[67] exploration phase donic value familiarity.
e Higher mental effort occurs when interacting with
foreign products during the visual exploration
phase and the visual and tactile exploration
phases.
e Research setting and brand information may, un- * Scientists and food companies should consider
Schoute- der certain conditions, influence the sensory and the %mpac':t F)f the chosen methodology on or-
ten et al. emotional profiles of food products. ganic validity when conducting sensory testing
(2017) e Information such as brand, content information, with consumers, as fche laborat(?ry context may
[68] health information, and package could alter sen- lead to a more positive evaluation compared
sory perception with a home-use test.
e Economic PLs (EPLs) build their equity with rein-
forced packaging, and ic PLs (OPL im- , . ,
i;);iieificra?ilr;iui?y b(;ias,?;; sinsqgle p:()j(n; ;ﬁ;n e Firms can decide to remove secondary packaging
Jara et al. . ’ from their OPLs.
EPLs do not create perceived value when these . .
(2017) brands use simplified packagin Retail managers should work effectively to de-
[69] P P sNe: velop perceived quality, particularly by aligning

The type of packaging is a significant determinant
for differentiating PL equity through its impact on
perceived quality.

their packaging with store brand positioning.
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It would be important to expand product catego-
ries to better appreciate the impact of packaging
on value created.

Price-driven consumers favor NBs over PLs.
Customers perceive retail brands to be an alterna-
(]

Retail managers should continue to invest in pro-
ducing innovative products and explore new
ways of improving the overall shopping experi-
ence.

Retailers could minimize perceived risk by offer-

Gomez- tive with a good price—quality balance. . . . .
. . . ing product warranties, encouraging product tri-
Suarez et e  Quality based on brand image and reputation has . . .
. . . als, and implementing customer-friendly prod-
al. (2016) a significant positive impact on attitude toward
uct return processes.
[70] PL products. . s .
. . . .o Impulsiveness positively influences PL purchase
e Impulsiveness has a slight positive impact on in- . . . .
. intention, so retail managers can use packaging
tention to purchase PL products. . . . .
design, attractive point-of-sale promotions, and
communication to encourage unplanned PL pur-
chases.
e Some brain structures are more active/inactive for
NBs than for PLs, both marked with real market
prices.
e DPrice is a strong factor influencing purchase deci- ) ) )
Marques sions e This study may be categorized as discovery re-
dos San- ' imi i
tosetal * Brain activation/deactivation patterns suggest that search or pure research, amming to contribute to
: accepted models of brain functioning are not ade- the con§truct10n of a brain-based model of brand
(2016) te t lain brand decisi perception.
[71] quate to explain brand decisions.
There is an approach to understanding how such
brand categories are perceived, revealing the neu-
ral origins of the associated psychological pro-
cesses.

e PLsshould maintain a low-price strategy while
striving to continually improve quality to attract
additional quality and value-conscious consum-

Thana- e Price-conscious consumers are most likely to pur- ers. )
suta chase PL products in low-differentiation catego- The ability to offer.an aciceptable—quahty product
. at an affordable price will increase the oppor-
(2015) ries. o )
[72] tunity for PLs to capture value-conscious con-
sumers.

e When creating NBs, the focus should be on
brand image.

e Premium PLs are more promising for low-priced

o The price level of the grocery store moderates the grocery stores th/at c?ffer dlSCOl.lI’lifS beca.use. theyf
effect of PL tiers on consumer preference for PLs. meet consumers: primary shoppmg objective o
Schnittkae  Premium PLs are more promising for high-priced purcbasmg prédﬁ?t;at IOV_V prices.
(2015) grocery stores than for low-priced grocery stores Premium PLs in higher-priced grocery St?res and
s . . supermarkets seem to be questionable, with
[38] and in high-brand-importance product categories, N ) s
. . lower profitability and potential negative side ef-
while economy PLs are more promising for low- ) ]
. . fects on the brand image of a particular grocery
brand-importance categories. i
store due to inadequate offers.
Monnot e Eliminating overpackaging has a significant posi- ¢ Communication campaigns focusing on the fact
et al. tive effect on perceived environmental that the elimination of overpackaging does not
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(2015) friendliness and a significant negative effect on affect product quality and emphasizes the bene-
[73] perceived convenience. fits of the product attributes (convenience, price,
¢ Eliminating overpackaging has an influence on environmental friendliness) are advisable.
the image of mimic PL products, especially on In the context of sustainability, retailers may pre-
perceived quality, convenience, and environmen- sent the elimination of overpackaging to reduce
tal friendliness, but no impact on generic PL prod-  waste and as a possibility of selective waste col-
ucts. lection.
e Overpackaging can be legitimately eliminated
without affecting the perceived quality of a prod-
uct positioned as “economical,” while reducing
the production costs of overpackaging for the re-
tailer.
Extra retail managers should focus on the image
of their stores, while Carrefour should pay atten-
e Consumers purchase Extra PLs not only for price tionto thefprlceﬁ)c?smomng ?f PLs.
image perceptions, but also because of attitudes The Carrefour chain should focus on younger
toward PLs, while they purchase Carrefour PLs and less wealtby CONSUMETS, who constitute a
Diallo et because of store image perceptions and attitude. huge. segment In Brazﬂ.. ) )
al. (2015) ¢  Age and income are more strongly associated Retall.managelis operating in Brazil should pay
[74] with buying Extra PLs, while gender is more attention to attitudes toward PL products and
strongly associated with buying Carrefour PLs. purchase intention to increase individual cus-
e The Brazilian market shows some deviations from tome.rs product purchase Ch01ces_ and Sa?es'
both developed and other emerging countries. Retail managers should focus on improving the
perception of store image in an emerging coun-
try, such as Brazil, to increase sales of Ps.
A “soft discount” concept with a higher share of
NBs may be more appropriate for emerging mar-
e Price-role orientations, store format, and PL pref- kets than a “hard discount” concept.

e o . . . * Retailers should adapt the strategic positionin
erences differ in high- and low-income countries, adapt the gicp ng
and low incomes increase price consciousness. of store formats in emerging countries, consider-

e Country and low income have a positive effect on ing cross-national differences in price-role orien-
Zielke discounting preferences, indicating that in emerg- tations.
i -
ing countries, low-income groups have stronger Hypermarkets currently do not adequately ad
and Ko- . . Ly dress the higher positive role of the high-priced
discounting preferences compared to high-income . _
mor FOUDS category in the emerging market analyzed, alt-
(2015) groups . : hough the preference for hypermarkets is higher
[75] German customers have at least marginally higher i
preferences for PLs and discounters in low-price than ma developed contry. o
functional categories because they are as price- Emerglng countcry retailers can Compete.WIth -
and value-conscious as Polish customers ternational retailers by more effectively incorpo-
e Price—quality inferences and prestige sensitivity rating prlceTrole orlent?tlon through storej for-
are less important mats, but with economic development, price—
role orientation and preferences may change and
become more like those in developed markets.
Fall-Di- ® The buying behavior toward PLs depends not Retailers should no longer manage PL products
allo ot al only on the macroeconomic situation and the as a homogeneous range of products.
(2015) ' product category, but also on PL variety. The macroeconomic situation should be carefully
[76] Most established relationships between P buying monitored based on product category character-

behavior and its antecedents differ when the

istics.
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macroeconomic situation changes (from expan-
sion to a crisis).

Retailers should more closely monitor consum-
ers’ prior experience with PLs, as this explains
the buying behavior of PL consumers in both ex-
pansion and crisis periods for low- and high-fre-
quency categories.

Store image has different effects on four categories

of perceived risk, the strength of which varies
with value consciousness.

For retailers, the key implications concern the
awareness and management of customer percep-
tions of relative risks, and the impact of value
consciousness on the use of store image as a heu-

Delgado-e Perceptions of price unfairness with manufacturer ristic decision-making cue.
Ballester brands are attenuated by the financial and func- The retailers need to invest in the creation and
et al. tional risk of buying PLs, but increased by social maintenance of a positive store image in con-
(2014) and psychological risk. sumers’ minds, as it has a significant impact on
[77] e Price differences are interpreted in terms of qual- reducing the perceived risk associated with PLs.
ity differences, as consumers frequently assume For manufacturers, it is a necessity to demon-
that price and quality are highly correlated: “you strate clear product differentiation as a justifica-
get what you pay for.” tion for higher prices.
¢ In the conventional food range, PLs are perceived
to be less healthy, less hedonic, less environmen- e Brand owners must ensure that the organic label
tally friendly, and less safe compared to a local is consistently communicated, which can be used
and global brand, and are characterized by a to develop more organic food product lines.
lower price premium and purchase intention. The owners of strong brands need to assess
Bauer et ¢  Certified organic PLs are perceived to be almost whether organic labeling might erode the brand
al. (2013) as healthy, hedonic, environmentally friendly, value of the established products or cause the
[29] and safe compared to local and global brands and value to stagnate.
are characterized by the same price premium and e  The use of organic certification is primarily suita-
purchase intention. ble to PLs, which would benefit the most from
e Brand is more important than label, and manufac- the effect of the organic label.
turers’ brands are the most effective in profiting
from the use of organic labels.
Retail managers must offer PLs that attract con-
sumers not only in terms of price and quality,
e Perception of store image, price image of PLs, but they must place greater emphasis on both
value consciousness, and attitude have a signifi- price image and store, as these factors influence
Fall Di- cant and positive influence on the purchase be- consumer purchase behavior.
allo et al. haViPI‘ C?f PLs. ' ' For retail managers, these results may mean that
(2013) The indirect effe.zct of pgrcelved store image on PLs are becoming increasingly popular among
78] store l.orand c.home ?onﬁrm(?d that consumers use more groups of consumers, including those with
store image, including service, layout, and mer- high household incomes.
chandise, as heuristics to infer the quality of PL Retailers would benefit if they offer higher value-
products before choosing. added products (i.e., premium products) to at-
tract and retain customers loyal to PLs.
International retail chains should identify the
profile of specific markets or closely related mar-
Herstein kets and develop internationalization and locali-
etal. e Individualism and materialism influence the per- zation marketing strategies.
(2012) ceived importance of brand dimensions. Retailers should emphasize the extrinsic charac-
[79] teristics of their PLs, such as packaging design,

country of origin, and the brand name.
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* Consumer choice of PL products is associated
with the product category.

¢ Brand preference depends on the demographics
for each product, and psychographic factors are

Retailers and manufacturers should determine
the demographic and psychographic profile of
the product-specific target market when produc-
ing or marketing PL products.

Wyma et L ) . A broader survey, covering a wider range of
not significant in terms of product choice. .
al. (2012) . products, should be conducted with a repre-
e ¢ Consumers are not well informed about PL ,
[80] . sentative sample to understand the reasons for
products in general. ,
. . consumers’ brand preferences.
e The image of PL products may be at risk due to .
_ , The types of PL products offered in the market
the tendency to associate cheaper products with .
) need to be revised, as not all products appear to
lower quality. .
be equally viable.
® Marketers who deal with PLs should invest
loss i Ketine thei individuali
e Individualistic consumers are less likely to pur- ess in marketing their products t(,) individualist
. consumers because they are less likely to pur-
Tifferet chase PLs. chase PLs
and Her- ¢  Cultural groups show marked differences in the .y . o
. ) . . . ® Local distributors should not invest heavily in
stein importance they attribute to the country of origin. . . . .
L creating different branding strategies for the four
(2010) e Consumers from immigrant cultures placed more
. . subgroups of consumers.
[81] importance on the country of origin of PL prod- . .
) Marketers should focus their branding strategy
ucts compared to Hebrew-speaking consumers. )
on a common marketing concept that reflects the
country’s values.
Retailers should pay particular attention to main-
taining and improving the quality of their PL
e Quality variability, price consciousness, price— products, attempting to increase PL share by im-
quality association, and brand loyalty influence proving the ingredient quality as well as the
Glynn consumers’ willingness to buy PL products. packaging, design, and labeling.
and Chene The impact of price consciousness and quality e Retailers can face competition from branded
(2009) variability on PL product purchasing depend on manufacturers by targeting PL consumers from
[82] product category and PL market share. different demographic groups.
e For retailers, PL value is less important in some Producers should emphasize price—quality as-
categories. pects in their marketing communications be-
cause the relationship between price and quality
has a positive impact on the performance of NBs.
e The general opinion of Tesco’s PLs is slightly less o . )
positive among Czech than British customers. Tesco needs to adjust its branding strategies and
Anchor . facilitate full penetration of its brands into all
and ° Czechs buy more standard products, while the }
..,  DBritish slightly prefer the value brands. product categories.
Kourilova . . .. ® The results of the research can help Tesco in its
(2009) e In both countries, the quality of Tesco products is o )
(83] perceived to be better than other brands. expansion m Central ar.1d Eastern Europe in gen-
Tesco’s PLs enjoy a higher level of trust than other eral and with its branding.
established brands.
, . L e Retailers should continuously focus their efforts
e Consumers’ perceptions of PLs were significantly ) . .
. . . on trying to create a strong brand image for their
influenced by their levels of consciousness as well Pls
as previous experiences. . . . .
Kara et al. . . . It is important to invest in promotional cam-
Consumer consciousness positively influences ) o . .
(2009) erceptions of PLs and. subsequently. their bur paigns to familiarize consumers with their
[84] percep ’ d y: P brands and encourage them to make their first

chase of the brand.

Consumers use the brand name primarily as a cue
[ ]

to judge the quality of the product.

purchase.
Consumers’ consciousness contributes to a posi-
tive perception of PLs and, therefore, marketing
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strategies should be designed to emphasize the
“value” aspects of the offering.

Effective advertising and promotion should posi-
tion these products as products of very high
quality and value, and as accessible ones.

Retailers should use strategies other than simply
maintaining low prices and making products

Albayrak ¢  Consumers of manufacturer brand products place available to encourage customers to buy PL
and Aslan  more importance on brand and quality, while PL products.
(2009) consumers are more price sensitive and more e PL products become as attractive as manufac-
[85] open to trying new brands. turer brand products when effective marketing
communication, adequate packaging, and prod-
uct diversity are offered to consumers.
e Consumers perceived brand types differently, o ) )
. : s e It is important for international PL managers to
meaning that NBs were perceived to be signifi- hasize th hasine hiehauali 4
cantly better than international PLs, while interna- ~ €MP1as1z€ that purchasing 1gh-qua ity and n-
Cheng et tional PLs were perceived to be better than local novatively labeled products is associated with
al. (2007) PLs based on all attributes except price. value for mcf)r.ley. onal db
[86] e For international and local PLs, product imitation * Manaféers © 1f1terr1a.t1f)na PLs should be cau
strategies are used. tious in applying pricing strategy across different
e There is no difference in price perception between types of product categories.
NBs and international PLs.
e Retailers need to keep in mind that PLs are still
seen as an inferior alternative to NBs, and are
. . considered to pose a greater purchasing risk.
¢ Relying on the external attributes of a product to . P &' P &
. . Retailers need to explain to consumers that the
evaluate its quality, such as brand name and . .
o lower prices of their brands are not a conse-
. price, is a key element for a consumer to make a e .
Mieres et . quence of inferior quality, but rather are the re-
purchase decision for NBs vs. PLs. . . .
al. (2006) . . sult of major cost savings, for example in the way
e Consumers are becoming more conscious of the
(87] . . L. they are marketed.
consequences of their purchasing decisions, be- . L
. . ) . . The development of commercial policies aimed
ginning to associate greater risk with their pur- . : . .
. at enhancing brand image or corporate identity
chases, and trusting NBs more. ) e .
can help to increase the familiarity with and
prestige of PLs, and prevent them from being re-
garded as an alternative.
e Higher-income consumers are more likely to pur-
chase NB products and, therefore, manufacturers
have often lowered prices to slow, or effectively
manage, the penetration of PL products.
Akbay e Lower-income consumers are shown to perceive
and Jones more easily the binding constraints of income and ¢ n.a.
(2005) make purchase decisions to maximize their utility.
[88] e Income plays a significant role in purchase deci-
sions.
e PL products are strong substitutes for NB prod-
ucts, whereas NB products are weak substitutes
for PL products.
Kurtulus e  Price consciousness is the most effective driver of ¢ Retailers should consider these results when de-
etal. consumer preference for retail brands. veloping marketing strategies for their PLs.
(2005) e Quality-conscious consumers, regardless of shop- ¢ Retailers should consider consumers’ price sensi-
[89] ping mavenism and brand loyalty, attach tivity in their price promotions and pricing
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importance to time constraints, which leads to
store loyalty.

Quality consciousness is strongly correlated with e

brand and store loyalty.

People who have time constraints may show loy-
alty to stores that offer product variety and park-
ing spaces, and which are close to where they live.

policies to increase the effectiveness and effi-
ciency of marketing activities.

It is worthwhile to analyze the impact of con-
sumers’ psychographic factors on their willing-
ness to purchase PL products by including
evenly distributed samples (e.g., gender, educa-
tion, income).

L]
Semeijn et

The appeal of manufacturers’ brands may be wan-
ing as consumers become well informed about
commodity products.

Developing, nourishing, and sustaining store im-

age can create opportunities for differentiation

Retailers should take the lead in the further de-
velopment of PLs.

New PL products may have greatest potential in
low-risk product categories.

al. (2004) . . : .
[90] and positioning relative to other chains, and lead e  Retailers should, therefore, focus on aspects such
to profitable PL sales. as store environment, merchandise quality and

o Differences in perceived store image are a conse- value, and customer service.
quence of variation in retail strategy, store design,
and commitment to meeting customer needs.

e Price and packaging are more considered when Retailers ‘_’Vho want to introdl.lce and support PL
buying NB products, while PL products are per- products in the European Union over the long
ceived to be high-quality products term must remember certain regional differ-

o Greeks’ and Scots’ experiences with PLs, the selec- ~ €"¢®% 35 customers l'iving in 'different region§
tion criteria they use, and their views on PLs are have different experiences with and expectations

Veloutsou different from PL products.
et al. Greeks are less familiar with PLs, consider com- The increasing recognition of brands as sources
(2004) I . of sustained competitive advantage highlights
[91] munication and impulse factors more when pur- ) p i ge ughlis
chasing PL products, and are less willing to buy the 1mp9rtance of the assum}?tlons and models.
PL products than Scots underlying the brand strategies used by organi-

e The customers who are satisfied with PL products zations. o .
are more loyal to a certain supermarket, so the PL e Constant market monitoring is a prerequisite for
range should be carefully managed the success of production and retail brands.

e The greater the knowledge the consumer pos-
sesses of the product category being evaluated, o . .
the greater the possibility that the PL products If manufacturers are to maintain their position as
will be preferred leaders, they need to know that distribution com-

e Perceived differences between the two brands are panies are devoting 11‘1creas1ng resources, tlme,

. in favor of the NB products and against buying PL and effort to developing and promoting their
Miquel et PLs.
products.
al. (2002) . Trust, placed in the store and the brands, can be
[92] e The level of involvement depends on the con- / p S ’ - g
sumer rather than the product and situational fac- turned into a dlstr'lbutor S cc.)mpet'ltlve ad-
tors that may be present at the time of the pur- vantage, not only in competing with manufactur-
chase decision ers, but also in competing with those distributors

e Consumer knowledge of the product category and who also offer their PLs.
perceptions of differences between NB products
and PL products influence purchase decisions.

Vaidyan-
than and ¢ The association of branded ingredients with PL Product partnerships between PLs and NBs have
Aggarwal products can have a positive impact on consum- potential benefits and future profits.

(2000) ers’ evaluation of an unfamiliar product.

(93]
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The main factors analyzed in the included studies were consumers’ perception of
quality, price, store image, and the risk of PL products, and their attitude toward PL prod-
ucts in different forms. The other factors assessed were the risk of buying PL products in
comparison to the products of NBs, the influence of the country of origin or packaging,
and the effect of brand image and store chain on product choices. The results of the in-
cluded studies were also supported by our studies conducted in Poland, the UK, and
Spain (Canary Islands) on consumer behavior and the perception of PL products of retail
chains in these countries. In all the three studies (the first two were carried out among
Polish and British consumers [43], and the third one in Tenerife [44]), dairy products were
rated highest in terms of the frequency of purchase of a given category of PL products.

Only four of the analyzed studies included health factors as determinants in the
choice of purchasing PL products. The first study was performed in 2021, and proposes a
new food labeling system with letter grades indicating the level of healthiness and recom-
mended frequency of consumption of a product. Products were identified as healthier
based on their Nutri-Score, and the healthiness of products, ranked across five categories,
was evaluated differently. In addition, the study analyzed the impact of the Nutri-Score
system on the perceived quality, perceived healthiness, and purchase intentions for NB
and PL products. It also recommends that the Nutri-Score system can be introduced as
the European nutrition label, and that it can be an effective option to manage the growing
obesity epidemic [54].

In a second study from 2013, conducted in Germany, the researchers analyzed,
through in-depth interviews, the four main motives for buying organic food: healthiness,
hedonism, environmental friendliness, and food safety. The authors assumed that con-
sumers have a belief that organic food has a higher nutritional value than nonorganic
food, and has a higher degree of perceived healthiness compared to food from a brand
without an organic label. The results confirmed that consumers perceived certified or-
ganic food to be significantly more healthy, hedonic, environmentally friendly, and safe
compared to conventional or nonorganic food. This was also true in the case of organic
PL products, which were ranked similarly to global organic brands by consumers. This
indicates that consumers have positive perception toward organic PL products in terms
of health aspects [29].

The third study analyzed the perceptions of manufacturer brands and PLs based on
various choice factors. One of these factors was health, and respondents responded that
PL products were comparable to the products of manufacturer brands, with a slight edge
for manufacturer products, but this shows that consumers rate each brand equally, re-
gardless of who owns it. This result could motivate retailers to further develop PL prod-
ucts, also taking into account the health aspects [84].

In the last study analyzed, which was conducted in 2006, the authors focused on the
perceptions of purchase risk, comparing NBs and PLs for two nonfood products: shampoo
and kitchen paper. The health aspects were discussed in the context of psychological risk
during shopping, which was assessed by evaluating the level of fear caused by potential
health harms. The results obtained were very similar, and supported the findings of other
discussed studies that investigate the influence of health aspects on human health. The
data showed that the greater the familiarity of consumers with PLs, the smaller the differ-
ence between PLs and NBs in terms of perceived risk, regardless of product category [87].

The studies included in the SLR used a variety of research methods. Quantitative
research mainly used a survey questionnaire. Some studies conducted blind tests, in
which consumers performed a sensory analysis of specific yogurt brands [55,56,58,68].
Most of the analyzed articles included research hypotheses (33), and a few included re-
search questions [60,81,90], whereas some were devoid of both these research tools
[43,54,68,71,74,80,85,88]. Only those research hypotheses that exclusively concerned PL
products were taken for consideration in the analysis.
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4. Discussion

We performed an SLR analysis on 44 studies related to consumer behavior toward
PL products. The studies evaluated various factors determining the purchase of PL prod-
ucts, including perceived quality [54-56,59,65,69,72,73,82,83,85,88,89,91-93], packaging
[55,56,69,73,86,93], price [29,38,59,63,64,69-75,77,78,82,83,86,88-92,], health aspects
[29,54,84,87], and brand loyalty [58,59,76,82,89]. Some of them also analyzed the frequency
of the purchase of PL products [43,56,58,64,83,91].

The first research question concerned the product categories that were analyzed in
the included studies. We found that the most analyzed food categories were dairy prod-
ucts, cereals, sweets, and frozen and processed food. These results reflect the value shares
of product categories sold under PLs. For example, in western European countries, frozen
foods (43%), chilled and fresh products (39%), and soft drinks (18.3%) have the highest
value shares. As chilled and fresh foods, dairy products are frequently purchased by Eu-
ropean consumers, and their value share ranges from as high as 55.4% in the UK to 42.1%
in Spain and from 40.1% in the Netherlands to 21.8% in Italy [94]. In comparison, in the
US, bakery products (36.6%), dairy products (33.1%), and delicatessen products (23.6%)
had the highest share of sales in 2019 [95]. In Slovakia, dairy (40%) and durables (35%)
were the most frequently purchased food categories, but the dairy category (46.6%) was
dominant among products with the lowest income [16], and the sale shares of other cate-
gories were higher. Dairy products of PLs are therefore valued by consumers and selected
by researchers for studies.

The available studies in the literature on PLs refer not only to consumer research. For
example, studies conducted in Poland have analyzed PLs as a source of competitive ad-
vantage for international retail chains. It was found that organic PL products are competi-
tive in terms of price, assortment range, variety, retailer image, sustainability and process
uniqueness, and product-related attributes. The sales of organic PL products with offers
allow consumers to buy organic food at more affordable prices and adopt a nutritious and
sustainable diet with a low environmental impact [96].

The second research question concerned the non-health factors considered when con-
sumers choose PL products. Our review shows that price is the main factor determining
consumers’ choice of PL products. The significant influence of an attractive, lower price is
confirmed by previous studies and reports on consumer behavior toward PL products
[94,97-99]. The IRI report published in 2018 indicated that the average price of PL products
in Europe in 2017 was about 70% of the average price of manufacturer brands, and these
differences influenced consumers’ perception of PL products as low-cost products [100].
Such an image influences consumers’ price sensitivity, acting as a tool for building con-
sumer loyalty to a retail chain and PL products [31,101]. This also highlights that PL prod-
ucts in general, as well as premium PL products specifically, are products of good value
for money of [102]. Another frequently studied factor influencing the choice of PL products
is the perceived quality of these products in comparison to NB products [103]. Many stud-
ies have analyzed the consumers’ perception of the quality of PL products. In reports and
surveys, consumers have indicated a significant improvement in the quality of PL prod-
ucts. Importantly, the quality of PL products directly influences consumer loyalty to PLs
and has an indirect impact on store loyalty [104]. Studies show that the quality of PL prod-
ucts is almost the same as that of NB products, which makes PL products more competi-
tive. However, the retailers are required to maintain high quality at an attractive price in
order to encourage consumers to purchase PL products [45]. This is also supported by the
fact that consumers’ perception of higher quality increases their willingness to purchase
PL products [105]. Our research in Poland and the UK showed that the high quality of
products available under PLs is a more important factor for determining the purchase de-
cision among UK consumers compared to Polish consumers [43]. At the same time, in the
UK, the development of PLs is closer to sustainable and premium PLs, and quality im-
provement has become a key factor influencing choice [39]. Additionally, as indicated by



Int. J. Environ. Res. Public Health 2022, 19, 1768 31 of 41

a study in Germany, quality improvement has a stronger effect on the growth of PL market
share compared to the case of NBs [106].

Although health aspects play an increasingly important role in consumer behavior
toward PL products, they are not considered to be the main factor determining the choice
of PL products. The inclusion of health considerations in consumer behavior toward PL
products represents a gap in knowledge or research identified in this literature review. In
answering the third research question, only four articles included in our SLR focused on
health aspects. At the same time, the literature indicates the growing consumer awareness
of food and its impact on well-being and health [1,2,4]. For example, the available research
refers to different product categories, such as bread, fruit snacks [107], ready-to-eat cereals,
and organic and functional foods [25], as well as food in general [108]. Research focusing
on the consumer side addresses issues such as their willingness to eat bread with health
benefits [109], the use of nutrition and health information on labels to increase the demand
for bakery products [110], and the pleasure of eating and healthy food behaviors [111]. One
study analyzed the attitudes of consumers toward healthy foods, with particular reference
to organic and functional products that may contribute to better strategic and tactical mar-
keting decisions, and which may also be used by government agencies in designing public
health programs [25]. In one study conducted in the UK, US, and Germany, the impact of
product attributes regarding the nutritional and health values of products on consumer
choices was analyzed. European consumers were found to be more health-conscious in
terms of lifestyle and diet than American consumers, and more focused on the nutritional
value of the product, nutrition claims, or food labeling systems, rather than just the price
and visual issues of product packaging [112]. Another study explored the perceptions of
health by identifying elderly adults’ beliefs about food and health-related aspects, and
showed that, according to senior consumers, health is about personal well-being (life is
enjoyable) or about preventing diseases (energy and autonomy) [108]. In some studies, the
authors examined consumer behavior in terms of health aspects, and found that consum-
ers analyzed marketing activities, in particular marketing communication. For example,
one of the studies analyzed the impact of two types of advertising content—healthy eating
and anti-obesity —on the demand for healthy and unhealthy food products and beverages.
The results indicated that among overweight consumers, anti-obesity advertisements were
more effective than advertisements promoting healthy eating in reducing the demand for
unhealthy items and increasing the demand for healthy products [2]. Some studies ana-
lyzed healthcare consumer behavior in online communities [113], the effect of product
health information on consumer liking and choice [24], and the impact of health-promot-
ing campaigns on sales [114].

Research related to the importance of health factors from the producers’ side indi-
cates that there is a need to produce innovative products. These include healthy snacks
for immediate consumption which are unique in terms of nutritional value and lack addi-
tives [107]. The need for innovative products is also indicated in studies on organic and
functional foods [25], cereal products [115], and probiotic foods [116].

Our literature review fills the gap in the literature on the importance of health factors
in consumer choices using the example of PL products. It has not only revealed the indi-
vidual factors that have been analyzed by studies over time for selected product catego-
ries, but also shows the significance of health factors in private labeling and the different
ways in which studies have analyzed consumer behavior toward PL products. The atten-
tion paid to the health aspects of PL products points to the development of PLs, charac-
terized by a similar level of quality and price compared to producer brands. This increases
the competitive rivalry in the market, and at the same time, for retail chains, provides a
competitive advantage in strengthening their position in the market. In this way, PLs have
reached the fourth generation of their development, which implies that analogous meth-
ods of brand creation, brand positioning and, above all, brand quality are evaluated by
consumers at the same, or an even higher level.
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Our study has some limitations. One of them is related to the fact that we excluded
theoretical publications, conference materials, books, dissertations, and the reports of
market research agencies, and included only publications in English in the SLR. Further
research is needed as PL products continue to evolve into sustainable products. It is im-
portant to understand the intentions of retail chains regarding the development of PL
products in order to verify if they are in line with the growing consumer awareness of the
health aspects of food and nutrition. This will help in developing products under retail
chains’ PLs with a high nutritional value based on nutritional recommendations.

5. Conclusions

Our literature review revealed that many factors influence consumer behavior to-
ward PL products. The main non-health factors are price, quality, packaging, and pur-
chase frequency of PL products, and brand loyalty. The perception of health factors was
not among the frequently analyzed selection criteria, which may be due to the evolution
of PL products from low-cost products to the products of sustainable brands. This review
showed the changing issues related to researchers” perceptions of the PLs of retail chains.
Studies conducted at the beginning of the 21st century mainly analyzed price and its in-
fluence on PL product purchases. This was followed by value for money, and research in
recent years has been focusing on premium and value-added products among PLs. Con-
sumers have started to perceive these products as high-quality, innovative products, with
organic packaging and health benefits. For the further development of PLs, an appropriate
approach by retail chain managers is essential. Our review has identified several practical
recommendations for designing new products, improving the quality of existing products
in terms of raw material quality, packaging, design, and labeling, as well as developing
effective marketing strategies, and monitoring consumer behavior and preferences. At the
same time, expanding the PL product range with health-oriented, organic, innovative, and
targeted products increases the competitive advantage of retail chains. This may allow for
the availability of PL products as products sold for health reasons, which will align with
the recommendations for healthy eating, proper diet composition, and choosing the right
food.
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Appendix A

Table Al. Objectives and measurement items of studies included in the SLR.

Author, Year Objective

Measurement Items

To analyze the impact of the presence of the Nutri-
Score and its five categories on consumers’
perceived healthiness perceptions and purchase
intention.

To analyze the impact of the Nutri-Score on|
perceived quality, perceived healthiness, and
purchase intentions (national brands vs. PLs).

Temmerman, et
al. (2021) [54]

Study 1:

6 items in a 7-point semantic differential (SD) scale:
PQ: 1 item; PH: 5 items

9 items on a 7-point Likert scale:

PT: 5 items, PI: 4 items

Study 2: 4 items on a 7-point SD scale:

PH: 1 item; FNS: 3 items

20 items on a 7-point Likert scale:

IPI: 4 items; NK: 8 items; PhF: 5 items; Db: 3 items

Kadekova, et al.To analyze the impact of packaging on consumer|
(2020) [55] purchasing decisions in the yoghurt segment.

Questionnaire: 17 items, scale of 1 to 5

Blind test: on a scale of 1 to 5, with 1 being the best
rating and 5 the worst

The first test: tasting yoghurts without knowing it
The second test: already-known packaging

To analyze the behavior of British and Polish
consumers PL products, ie. the
Czeczotko, et frequency of purchasing PLs, the motives for
al. (2020) [43] purchasing products offered under PLs, the
consumers’ opinions on PL development, and the

towards

length of the period of purchasing PL products.

36 items:

PP: 5 items (single answer)

FP: 8 items (5-point Likert scale)
OCD: 6 items (5-point Likert scale)
FPC: 10 items (5-point scale)

SPL: 7 items (% scale)

Anithaand To examine the impulse purchase behavior of PL|
Krishnan (2020)products in modern retail outlets and the major
[57] factors influencing it.

26 items, 5-point Likert scale

To analyze customer preferences in the context of]
loyalty to the brand of selected food products in|
the segment of yoghurts.

Kosic¢iarova, et
al. (2020) [58]

Questionnaire: 10 items

(5-point Likert scale)

Blind test: on a scale of 1 to 5, with 1 being the best
rating and 5 the worst

To
Singh and preferences, as well as behavior, focusing on 3
Singhal (2020) types of PLs.
[59] To investigate how the grocery retailers are
motivated to market the PLs.

understand consumers’ attitudes and

23 items (5-point Likert scale)

To analyze the influence of packaging and
marketing communication tools on consumer
purchasing decisions in the dairy segment.

Kosidiarova, et
al. (2020) [56]

Questionnaire: 10 items (5-point Likert scale),
Blind test: on a scale of 1 to 5, with 1 being the best
and 5 the worst:

-1st round—>5 items: color, flavor, fragrance, con-
sistency, and the chocolate ratio

-2nd round —7 items: color, flavor, fragrance,
consistency, chocolate ratio, the attractiveness of
the packaging, and grammage

To explain how store flyer features affect the store
traffic and the consumers’ intentions to buy PLs.
To analyze the moderating effect of consumers’
perceptions on the retailer’s assortment and the
store.

Prediger, et al.
(2019) [60]

Experiment:

Factor 1: brand promoted on the cover page (+1 =
INB, or -1 =PL)

Factor 2: the page length of the store flyer (+1=20
pages, or —1=8 p.)

Factor 3: use of an institutional slogan on the cover

age (+1 = presence or -1 = absence)




Int. J. Environ. Res. Public Health 2022, 19, 1768

34 of 41

Online survey: 2 items (7-point Likert scale)

To find out the extent to which smart shopping]
Gdémez-Sudrez, and its effect on consumer attitudes towards PLs
et al. (2019) [61]and national brands is influenced by consumers’

cultural values.

Study 1: 18 items on a 9-point Likert scale—“guid-
ing principle of my life”

Study 2: 18 items on a 7-point Likert scale—smart
shopper concept, attitude

Salazar-
Ordénez et al.
(2018) [62]

To examine value for consumers of own-label or
PLs.

7-point Likert scale for 13 items:
IAE: 4 items; AR: 4 items; PV: 5 items

To examine consumers’ preference for national
brands and PLs and their tendency to include
brands as part of their self-concept.

Liu et al. (2018)
[63]

Study 1: 12 items (7-point Likert scale)
Study 2: 7-point scale
Study 3: 3 items on an SD 7-point scale

To determine factors and variables that
Valaskova et al.significantly influence and shape the consumer’s
(2018) [16] perception and attitude towards the purchase of]

PL products.

6 items: 5-point Likert scale:
choice from 10 categories of PLs

Véazquez-
Casielles and
Cachero-Mar-

tinez (2018) [64]

To analyze how the introduction of economy and
premium PLs affects national brands and standard
PLs for different customer segments.

18 items: 5-point Likert scale

To investigate the factors affecting PL products’
possible purchase decisions for different retailers.
Garczarek-Bak To analyze how motivation, measured by total
(2018) [65]  fixation duration using EEG asymmetry over the
frontal hemisphere of the brain, predicts PL

purchase.

PPE: 6-point scale, from 1 (poor) to 6 (high)

IPI: The Juster scale, from 0 (not at all) to 11 (for
sure)

QA: 8 items on a 6-point scale

To explain how PLs can create an attractive store
image and become a shopping preference for
consumers.

Meliana (2018)
[66]

8 items (5-point Likert scale)

To investigate the reactions of the EEG and the
autonomic activities, as elicited by the cross-
sensory interaction (sight and touch) across
several different products.

To investigate whether the brand (major brand ox
PL), familiarity (foreign or local brand), and
hedonic value of products (comfort food or daily|
food) influence the reaction during their
interaction with the products.

Modica et al.
(2018) [67]

Each phase with eyes closed for 15 s and rating on
the scale from -5 to +5:
Experiment 1: VE, VTE; Experiment 2: TE, VE, VTE

To analyze the role of the research setting and
Schouteten et brand information on the overall acceptance and
al. (2017) [68] sensory and emotional profiling of 5 strawberry|
yogurts.

1. Emotional profiling—18 emotional terms:

-8 positive terms (contented, friendly, good, happy,
interested, pleasant, surprised, satisfied)

-8 negative terms (bored, disappointed, discon-
tented, disgust, dissatisfied, frustrated, stressed)

-2 neutral terms (calm, steady)

2. Overall liking: 5-point scale (from 1 = slightly to 5
= extremely)

3. Sensory profiling: 12 sensory terms (aftertaste,
creamy, dark color, firm, fruity, milky flavor, sour,
liquid, homogeneous, smooth, sweet, and thick)

Jaraetal. (2017)To analyze PL equity by considering two PL’s
[69] positioning strategies: those with high perceived

11 items (5-point Likert scale)
Respondents to look at an A3-sized image of a pack

of four
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added value (the organic store brands), as opposed
to economic brands.

To analyze the relationships between the different]
Gomez-Suarez phases of the evaluation of PLs (attitude,
et al. (2016) [70]preference, and purchase intention)
international context.

in an

1 item: scale (0= NB and 1= SB)
8 items: 7-point Likert scale

Marques dos To explore brain-based differences in perception of]

Santos et al.
(2016) [71]

national brands and PLs.
To study the influence of price as a differentiating]
characteristic of national brands and PLs.

15 explanatory variables (EVs):

-12 items: type of brand (national and PLs), exhib-
ited price (real market price and manipulated
price), and the stage in the stimulus sequence
(product, price, and decision)

- 3 items: product, price, and decision for the
overseas branded products

To investigate the relationship between consumer|
decision-making styles and actual purchases of PL|
products, using price consciousness, quality]
consciousness, brand
consciousness, and risk perception.

Thanasuta

(2015) [72]

consciousness, value

7-point Likert scale for 23 items:
PLs purchase: 1 item; QC: 4 items
QC: 4 items; BC: 4 items; VC: 6 items; RP: 4 items

To identify the moderating impact of the store,
category, and PL characteristics on consumers’
preferences for premium vs. economy PLs.

Schnittka (2015)
(38]

7-point Likert scale:
Study 1: 2 items
Study 2a: 9 items
Study 2b: 9 items

To examine how eliminating overpackaging
Monnot et al. influences consumers’ perception of products sold
(2015) [73] under generic and mimic PL and purchase

intention.

1. 5-point Likert scale for 17 items:

IPS: 3 items; PQ: 3 items

EC: 3 items; PE: 2 items; PI: 2 items; PEF: 2 items;
IPC: 2 items

2. OP: 4 items (5-point Likert scale)

To investigate the role of image and consumer
factors in influencing the choice of PLs between
two retail chains (Carrefour and Extra).

Diallo et al.
(2015) [74]

7-point Likert scale for 28 items:
SIP: 9 items; SPI: 6 items; VP: 4 items
IA: 4 items; PI: 4 items; PL choice: 1 item

To extend cross-national research on price role
orientations by focusing on culturally similar but
different relating
differences to preferences for PLS and low-price

economically countries,

Zielke and Ko-

mor (2015) [75] store formats, and analyzing these effects for|

functional vs. hedonic and low- vs. high-price
products.

1. 7 items (7-point Lichtenstein’s scale)
2. 12 items (7-point Lichtenstein’s scale scale)

To investigate how previous experience with PLs

Fall-Diallo et al.and marketing policy variables affect PL

(2015) [76] purchasing behavior in two specific periods
(expansion and crisis).

Variables to each product and period: price, feature,
display, loyalty (0 (no) or 1 (yes))

To develop and test a conceptual model of the
moderating  effect
consciousness on the relationship of store image
with four dimensions of the perceived risk
associated with the purchase of a PL over a
manufacture brand, and the direct effect of those
variables the

of customers’ value

Delgado-Balles-
ter et al. (2014)
[77]

on perceived unfairness of]

For each factor, a 10-point scale:
SI: 7 items; FR: 3 items; FiR: 3 items; SR: 4 items; PR:
3 items; PU: 3 items; VC: 5 items

manufacture brand prices.
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Bauer et al.
(2013) [29]

To analyze if an organic labeled product generates
positive consumer brand perceptions and, thus,
influences consumers’ food buying intentions.

To investigate how various types of brands’
benefit differently from organic labeling in the
retail market.

Study 1: 12 German consumers using the laddering
technique

Study 2:

7-point Likert scale for 12 items:

PH: 4 items; PHe: 4 items; EF: 4 items

FS: 4 items

Study 3: 7-point Likert scale for 2 items:

PI: 1 item; WP: 1 item

Fall Diallo et al.
(2013) [78]

To investigate how consumer and image factors, as
well as store familiarity, influence PL purchase
behavior.

7-point Likert scale for 24 items:
SIP: 4 items; SB PI: 4 items; VC: 4 items; A: 4 items;
PIn: 4 items; PL choice: 4 items

Herstein et al.
(2012) [79]

To the association between 3
personality traits (individualism, materialism, and
the “need for cognition”) and 2 characteristics of]
shoppers who buy PLs, and the importance they|
attach to the “brand dimensions”.

investigate

5-point Likert scale:

Study 1: 10 items (5 food and 5 non-food products)
Study 2: 2 items

Study 3: 33 items: VI: 4 items; HI: 4 items; M: 7
items; NC: 18 items

Wyma et al.
(2012) [80]

To explore and describe consumers’ preferences
for different PLs and national brands in a South
African context.

To determine and describe a possible relationship,
between  consumers’  psychographic  and
demographic characteristics and their preferences
for PLs/national brands.

25 items, choose the brand which fits one’s prefer-
ence

5-point Likert scale

8 items + living standard measure

To analyze whether individualism affects

consumers’ preference for PLs vs. national brands;

5-point Likert scale:

Tifferet and assess the effect of individualism on the perceived .
. . . . . Study 1: 10 items
Herstein (2010) importance of brand image dimensions (country| .
. . . Study 2: 30 items
[81] of origin, packaging design, and manufacturer| .
. Study 3: 8 items
reputation); and assess the degree of cross-cultural
differences in individualism.
5-point Likert scale for 16 items:
Glynn and To examine the differences in the level category of] POTIL Faker’ sca’e or ‘v rems
. . PM: 2 items; QV: 3 items; S vs. E: 2 items
Chen (2009) risk perception and brand loyalty effects on . . .
[82] consumer proneness towards buying PLs PC: 3 items; PQP: 3 items; BL: 3 items
p ymg FLs. PL purchase: buy NBs (1) or PLs (5)
To show how relatively little is known about the
Anch d ti f PLs in th 1
ne O,r an/ Consumer perceptions o S M e NeWWh items: 7-point semantic differential (SD) scale
Kourilova emerging markets of Central and Eastern Europe.

(2009) [83]

To investigate various aspects of consumer
perceptions of Tesco PLs in the Czech Republic.

2 brands x 4 items: 7-point SD scale

Kara et al.
(2009) [84]

To examine consumers’ behavior with regard to
PL purchasing by using a conceptual model,
which incorporates factors such as brand, price
and risk perceptions, involvement, experience,
and familiarity, as well as psychographic and
demographic factors.

27 items (5-point Likert scale)

Albayrak and
Aslan (2009)
(85]

To identify the attitudes toward PL products and
demographic features of PL consumers and of]
manufacturer brand consumers.

To determine whether any differences exist

5-point Likert scale:
4 x 16 items

between the two consumer groups.
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Cheng et al.
(2007) [86]

To investigate the differences in the consumer
perceptions of product quality, price, leadership,
and personality brand among national brands,
international and local PLs.

2 products x 3 types of brand x 4 items for 1 prod-
uct

7-point Likert scale:

PQ: 3 items

BL: 3 items

PP: 1 item

BP: 3 items

Mieres et al.
(2006) [87]

To analyze the effects that a set of variables related
to purchasing behavior have on the difference
in perceived risk between PLs and national
brands.

Each item for kitchen rolls and shampoo:
A: 7-point Likert scale:

PQ: 4 items; REA: 7 items; SSC: 5 items
IFSB: 4 items; EPC: 4 items

B: 7-point Likert scale:

EFR: 4 items; FiR: 3 items; SR: 4 items

PR: 4 items; PsR: 4 items; TR: 4 items

Akbay and
Jones (2005)
(88]

To determine whether purchase patterns are differ|
for two income groups, and whether these
differences are consistent with economic theory.
To analyze the relationship between income and
shopping behavior.

A
1.9 items:
2.9 items:
B:
1.9 items:

% scales
cents per ounce

% scales

2.9 items: cents per ounce

C:

1. 18 items: the LA/AIDS model
2. 18 items: the LA/AIDS model
D:

1. 8 items: the LA/AIDS model
2. 18 items: the LA/AIDS model
3. 18 items: the LA/AIDS model

Kurtulus et al.
(2005) [89]

To construct a model to determine the effect of the
psychographics of consumers on their tendency to
purchase PLs.

To analyze the role of consumer attitudes and
behaviors in consumer preferences for PLs.

5-point Likert scale:
PC: 4 items; FC: 4 items
QC: 4 items; SL: 4 items
SM: 3 items; TL: 3 items
BL: 3 items; T: 3 items

Semeijn et al.
(2004) [90]

To investigate how store image and the perceived
risk associated with product attributes affect the
consumer evaluation of PLs.

To determine the structural relationships between|
store image, the perceived risk associated with|
product attributes, and consumer attitude towards|
PLs.

Study 1: 11 items on a 7-point Likert scale
Study 2: 7-point scale

Study 3: 3 stores x 4 products

12 items: 7-point Likert scale

Veloutsou et al. different stages of PL development.

(2004) [91]

To compare the importance of choice criteria when|
purchasing PLs and national brands, and the
perceived characteristics of the products under
PLs and manufacturer brands in two regions at

To rate the change in the behavior towards PLs
supermarkets and product attributes
(perceived quality, value for money, appealing

and

packaging, perceived taste, and the importance of]
these values for PLs and national brands).

Study 1:

4 items on a 5-point Likert scale

Study 2: average of the 5 categories of products; 5-
point semantic differential scales (SEM)

A: 4 items

B: 5 items

C: 5 items

Study 3: 5 items on a 5-point SEM

Miquel et al.
(2002) [92]

To model the decision process involved in 4
purchase when choosing PLs over national brands,

(1) 2 items: 5-point Likert scale
(2) 2 items: 5-point Likert scale
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and investigate why the same consumer may|(3) 2 items: do not buy SB (0)/buy SB (1)
choose a store brand in one product category and
not in another.

Vaidyanathan To examine how a national brand’s extension to a
and Aggarwal PL product (through ingredient branding) affects|
(2000) [93] the evaluation of national brands and PLs.

PA: 10 items on a 7-point SEM scale
QP: 5 items on a 7-point quality scale
'VP: 6 items on a 7-point scale

VC: 7 items on a 7-point value scale
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