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ABSTRACT 

The research attempts to examine the different factors that influence consumers' purchasing intentions of private 

label brands in food & grocery among Indian consumers. Five important factors were identified; there are 

collectivist culture, perceived risk, price, and quality and store loyalty. Collectivist culture and perceived risk were 

found out to be important background factors which affect the other three factors. Furthermore, the result shows that 

price and quality of private label brands are highly related as most of the target consumers tend to associate 

expensiveness with high quality and vice-versa. Also, the effect of store loyalty on consumers' purchasing intention 

was found out to be significant. 
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INTRODUCTION 

Private label brand is a product which is produced or manufactured by one company for selling under other 

companies‟ brand. The companies that sell and control these products are retailers. Private label brands are also 

known as label brands, house brands, store brands or retailer’s brand.  Private label brands become popular because 

the price of private label brands is lower than the price of national (manufacturer) brands. Due to the price of the 

private label brands, the popularity of private label brands has increased in many countries since nineteenth century 

(Chakraborty, 2011). In addition, there was an economic downturn in many countries during the middle of 

nineteenth century. Therefore, consumers became more price conscious (Charkraborty, 2011) and paid more 

attention on private label brand products. 

Indian Retail sector is vibrant and has become one of the world’s top 5 global retail destinations. It is estimated that 

the total number of shopping malls will grow at the rate of 18.9% by 2015. The private label market in India is 

currently estimated at Rs 13 billion, which accounts for 10-12% of organized retail in India. Although India may 

represent one of the least developed modern retail markets globally, the story of private label retail has been secular, 

and holds much significant promise for the future. Moreover, this segment is now at a tipping point. Lessons from 

European countries indicate that private label growth in a country is likely to accelerate when market share enters a 

5%-8% range. Indian private label penetration is nicely placed in this range. 
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According to the Technopak’s Private Label Report 2012, food and grocery segment is a key driver for PLs 

accounting for 20-25 percent, and sometimes even 40 percent, of all categories in Private Labels. Margins in private 

labels in staples like sugar, groceries can range between 15-25% Modern groceries retailing registered current value 

growth of 17% in 2015. This was stronger than the growth observed by traditional grocery retailers, which was 10%. 

Modern grocery retailing registered the stronger growth due to the increased footfalls by urban consumers at 

hypermarkets and supermarkets. Young urban consumers prefer to shop for their groceries once a week, which is 

most convenient to do at modern grocery retailing, as the offers given by these retailers when buying in bulk 

translate to lower pricing as compared to that of traditional grocery retailers. However, the size of traditional grocery 

retailers continues to be much larger than that of modern grocery retailers. Consumers continue to prefer traditional 

retailers when buying daily goods, as it requires less time, billing processes are much faster and free home delivery 

is available as well. 

India is referred to be a nation of shopkeepers with about 15 million retail outlets of all kinds. Of these, the majority 

are small neighborhood grocery stores called "kirana stores". Food and grocery constitute a major portion of the 

private consumption. This offers a large potential market for the organized retail companies to tap into. However, 

the high proliferation of local kirana stores with their unbeatable advantage of proximity and customer familiarity 

questions the success of organized retail in this category. 

With about 6.5 million food & grocery outlets accounting for over half of the Indian retail market, it is essential that 

the industry develops a mature understanding of retail consumer behavior. Grocery is one category which is 

regularly and frequently purchased and customers of different demographics are involved in it 

Food & Grocery purchase of consumers in most emerging economies such as India has significantly changed due to 

an increase in the per capita disposable income, global interaction, information and communication technologies, 

urbanization, education and health awareness, movement of households towards higher income groups, changes in 

lifestyle and family structure (Rao, 2000).  

Consumer buying behavior for food and grocery products has always been influenced by a number of economic, 

cultural, psychological and lifestyle factors. In the recent decades, sustained economic growth and increasing 

urbanization are fuelling a rapid growth in the demand for high value food products like fruits, vegetables, milk, 

meat, eggs and fish (Bhalla and Hazell, 1998) 

Increase in income, particularly of the lower and middle-income households, is having a significant impact on the 

demand for food items, because these groups tend to spend a relatively larger share of their income on food 

consumption. Middle income and urban consumers also spend a greater part of their income on upgrading and 

diversifying their diet towards high value products like fruits and vegetables, eating out more often and eating more 

processed and convenience food items (Landes et al., 2004) 

 

With the evolution of food retail modernization and rapid changes in the buying behavior of consumers, the retail 

market for food and grocery is growing by leaps and bounds. To capture the opportunities of a growing organized 
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retail market in the country, big corporate organizations are foraying into this segment. These organizations are in 

the process of investing huge amounts for creating retail chains throughout the country. 

It has been reported that mid- to higher-income consumers in developing countries are often the first to try and 

accept private label as low-income shoppers are more cautious in their purchase and need higher levels of trust in a 

product. Though the lower income households purchase more private label goods in both edible and non-edible 

categories than the other two income brackets, it is also true that national brands still constitute the bulk of their 

market baskets. (Nielsen Homescan, 2012) 

Consumers prefer to buy private label products mainly due to their low pricing and prefer to buy such products from 

large chained retailers, which also offer a wide variety of private label products with better quality (Euro monitor, 

2012). Consumers in India prefer private labels over national brands due to availability and price benefits in that 

category. 

THEORETICAL BACKGROUND 

Purchasing intention towards private label brands in collectivist culture  

According to Tajfel (1978) and Tajfel and Turner (1979), people relatively recognize themselves in terms of their 

social groups. It can be explained that if they have more social commitment to group, they will perceive that the 

group is an important part of their life. When considering Asian collectivist cultures, it is important to note that the 

characteristic of group is in contrast to Western individual cultures. This concept of social group has been used as a 

classification of luxury products consumption by Asian people (Wong & Ahuvia, 1998). Asian people give more 

importance to the person’s face and status. They also intend to perform activities in groups. For example, their 

shopping behaviors are likely to be dominated by group norms which come from their national culture, collectivist. 

 

As reported by Hofstede (2009), in highly individualist cultures such as the United States, people will feel more 

comfortable when they do activities by themselves such as do grocery shopping alone therefore they can take their 

time. Blaylock and Smallwood (1987) stated that shopping might be for a person who has more time and it is more 

likely to be an individual activity that people can enjoy spending time alone. However, Ackerman and Tellis (2001) 

argued that people in collectivist culture would be more likely to buy goods and shop in group and they tend to have 

many persons in shopping trip. As a result, they can spend more time on shopping with group or friends. Because of 

time pressure in Western context, Western people are considered as smart shopper (Mano & Elliot, 1997). They 

have to spend their time to get market knowledge as much as possible because time is precious for them. Therefore, 

they can save money and it can be concluded that a smart shopper may relate to more information search, more pre- 

planning behavior by using shopping lists and concerning their budget (Schindler, 1989). It can be said that private 

label brands appeal to time pressured and value consciousness consumers (Ailawadi et al., 2001). 

 

De Mooij and Hofstede (2002) stated that people in collectivist culture probably prefer national brands to private 

label brands. People in individualistic culture have less interpersonal influence. They use their logical sense based 
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on the products‟ price, quality, or their own interests so they do not care what other people will think about 

themselves. Moreover, Wong and Ahuvia (1998) supported that people in collectivist culture are likely to consume 

more on luxury products and they will tend to buy well known brands which are already accepted. As a result, they 

may likely believe that the higher price means the higher quality. 

 

Accordingly, we can conclude that Asian people prefer to stay in groups. They belong to collectivist culture so they 

like to do activities in groups such as group shopping. They are more inclined towards national brands or famous 

brands. This is because they are highly concerned about what others will think of them. In addition they perceive 

that the price is directly proportional to quality. It is totally different from Western society who belongs to 

individualist culture. Western people are more likely to do activities alone so they can get more time to search 

information about the products. This group of consumers could be more interested in private label brands because 

they do not care what other people think of the brands they use. Therefore, it may be said that they tend to get better 

market knowledge. 

 

Eastern people have higher uncertainty avoidance than western people and this can be related to the demand of a 

product that offers lower risk (Moss & Vinten, 2001; Samli, 1995). Batra and Sinha (2000) supported that people 

who prefer famous or higher priced brands usually believe that those brands offer higher quality and they are less 

likely to purchase private label brands which they perceive to be of low quality. Therefore, the higher consumers 

perceive risk from using private label brands, the lesser they will interest in buying private label brands. Risk 

perceived due to the unexpected results from buying and using a product can cause the uncertainty. As a result, 

consumers may not satisfy with their purchasing goals (Mitchell, 1999). 

 

In addition, Yeung and Morris (2006) pointed out that consumers probably reduce risky behaviors and they will buy 

other alternative products instead. For example, consumers may avoid buying private label brand products by 

purchasing national (manufacturer) brands. It can be assumed that in Eastern countries such as those in Asia, the 

level of perceived risk associated with private label brands is likely to be higher. It is because people in Eastern 

cultures concern more about their face and status and they have higher uncertainty avoidance personalities than 

those in Western cultures (Hofstede, 2009). 

 

To sum up, Eastern people have high uncertainty avoidance and they perceive that the purchase of private label 

brands is risky. Therefore, they will not be inclined toward private label products. Understanding that the eastern 

population of the world is skeptical in using private label brands. These studies help the researcher in understanding 

differences between the eastern and sub continental thinking of the world. 

 

Price & Quality Consciousness  

Nowadays, retailers regularly attempt to introduce private label products with a lower price and the quality is almost 

the same as national brands (Evans & Berman, 2001). Monroe and Krishnan (1985) stressed that price still can be 
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used to infer quality when considering about brand name. Consumers who believe in price and quality relationship 

probably depend on brand names and engage in price seeking behavior (Tellis & Gaeth, 1990). According to Hoch 

and Banerji (1993), the economic recession has an impact on private label brand share and price consciousness 

consumers. It is because their disposable income decreases and they probably become more price consciousness and 

turn to buy private label brands because most of private label brands offer a lower price. Therefore, the economic 

situation may have an impact on price sensitive consumers. 

 

Besides, the private label manufacturer association identifies that, the difference of price between private label 

brands and national (manufacturer) brands is normally 20 percent (PLMA, 2004). This difference is also significant 

especially for consumers who are price consciousness. Price conscious consumers will be more likely to develop 

positive attitudes and have high purchasing intentions toward private label brands (Burton et al, 1998). However, the 

study from AC Nielsen (2003) showed that, price of private label brands in India is averagely 30 percent lower than 

the price of national (manufacturer) brands. The difference of 30 percent is very important and may have an impact 

on lowering the quality of product because Indian consumers recognize that price refers to quality when they make 

any purchase. 

 

Batra and Sinha (2000) revealed that the awareness of quality is important to the acceptance of private label brand 

usage. It means that, if all brands in the same category provide similar qualities, the private label brands usage level 

will increase. Richardson et al. (1996) described that people less interest in buying private label brands if they judge 

the products by brand and price. However, quality is more important than price in terms of private label brands 

according to Hoch and Banerji (1993), Sethuraman (1992) and Ailawadi et al. (2001). The risk of buying becomes 

an issue when considering about price and quality. Consumers will less interest to buy private label brands if they 

perceived that the risk is high. Batra and Sinha (2000) have stated that if the risk of buying private label brands is 

high, then the interest in private label brands would decrease. However, Richardson (1997) pointed out that if 

retailers can communicate products qualities with a lower price image to consumers, it will benefit them and they 

can obtain a high level of private label brand market share. Also, Aker and Keller (1990) emphasized that the quality 

perception is one important aspect of private label brand usage. It means that, consumers will be more likely to use 

private label brands if they observe no difference in quality compared with national (manufacturer) brands in the 

same category. 

 

From these opinions, we can summarize that the price of private label brands is normally cheaper than the price of 

national (manufacturer) brands and it is famous among price conscious consumers. However, some consumers think 

that there is a connection between price and quality. They believe that the cheaper price is an attribute of the lower 

quality. As a result, people do not usually buy private label brands because it offers a lower price. Knowing that 

price is an important reason for making decision to buy private label brand, these studies help the researcher to 

understand how price sensitive consumers are towards private label brands and how quality consciousness will 

affect consumer behavior towards private label brands.  
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Loyalty  

According to McGoldrick (2002), private label brand manufacturers have faced a long time problem to create an 

image of brand loyalty toward private label brands. This is because the number of retailers in the market is 

increasing rapidly. Therefore, it becomes more important for them to keep their existing customers and then turn 

those customers to be store loyalists. McGoldrick (2002) also argued that one of the most important motives for 

introducing private label brands is to create competitive advantage over rival chains. Therefore, it can lead to store 

loyalty. In accordance with Marcel and Rajiv (2000) who stressed that private label brands can create loyalty and the 

creation of private label products can strengthen consumer loyalty. The 

loyalty can contribute to repeated purchase according to Kahn and McAlister (1997). Furthermore, retailers intend to 

make consumers loyal to the store and take advantages from consumers‟ loyalty which can lead to continual 

repurchases. This loyalty can help retailers in acquiring a competitive advantage and obtaining long term 

profitability. Sirohi (1998) generally stated that the more frequent the repurchase is, the more existing customers 

recommend the store to others. 

 

East et al. (1997) said that consumers usually build positive attitude toward a store and its brands through their loyal 

behavior. Ailawadi et al. (2001) found that store loyalty is perfectly correlated with the consumption of private label 

brands. In accordance with Dick and Richardson (1995) who emphasized that it is because store loyal consumers 

develop attitudes of trust to the store and become familiar with private label brand products. 

 

We can summarize that loyalty can create benefit to the store. Store loyalty can create a positive attitude and make 

people trust the store. Consequently, store loyalty can increase the usage of private label brands because people 

prefer to shop at the store therefore they have a chance to see and buy private label brand products. These studies 

help the researcher in understanding how loyalty to the store chains has an effect on purchasing decisions of private 

label brand products and the significance relationship between store loyalty and Indian consumers purchasing 

intentions towards private label brands” 

CONCEPTUAL FRAMEWORK  

 
                                                         Source: ACNielsen online 
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There are two main elements which are collectivist culture and perceived risk. These two elements are considered as 

background factors. When we examine collectivist culture in the previous studies, it was found that perceived risk is 

also connected to collectivist culture. According to Hofstede (2009), people in collectivist culture have high 

uncertainty avoidance. For instance, people in collectivist culture are likely to purchase well known brand because 

they want to avoid the risky consequences of unfamiliar products and mistakes from the purchase. Moreover, they 

also concern about what others will think about them if they purchase private label brands. 

Collectivist culture and perceived risk influence the other three factors which are price, quality and store loyalty. 

Price, quality and store loyalty are also connected to each other. To exemplify, some people always believe that the 

higher price reflects the higher quality. Moreover, price and quality of private label brands which are sold by the 

retailers can create store loyalty. The store loyalty can lead consumer to repurchase the products at the store. 

Therefore, it is critical step to examine these three elements (price, quality and store loyalty). Because these three 

elements play an important role to understand consumer behavior towards private label brands, hence these three 

elements do have a direct impact on private label brands purchasing intentions. 

Consequently, this conceptual framework is used to examine consumer behavior towards private label brands and 

purchasing intentions in order to gain better understanding of their consumer behavior. 

DATA ANALYSIS 

Overall Matrix Scorecard: COLLECTIVIST  

 Question  Count  Score   

1. When buying a private label product, I am very concerned about what others think of me.  217 2.608  

2. I feel the sense of belonging when purchasing the same private label brand that others purchase. 217 3.207  

3. I am afraid that if I buy food & grocery of a private label brands, it may negatively affect what 

others think of me.  

217 2.599  

4. Peer pressure does influence my purchase decision of private label products. 217 3.147  

Average 2.891  

                                                                       Table- 1.1 

Interpretation- From the research result of Collectivist factor, it can be said that when buying private label brands, 

peer pressure & sense of belongingness has a high degree of influence on the buyers mind whereas the buyer’s 

image has relatively less impact on the purchase decision. 
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.Overall Matrix Scorecard: PERCEIVED RISK  

 Question  Count  Score   

1. I avoid small retailers/hypermarket when buying a private label brand. 217 3.023  

2. I want to be sure about the quality & taste before purchasing food & grocery of a private label 

brand. 

217 4.005  

3. The purchase of food & grocery of a private label brand is risky. 217 3.065  

4. I often seek out information about other available brands before buying any private label. 217 3.705  

Average 3.449  

                                                                           Table- 1.2 

Interpretation- From the research result of Perceived Risk factor, it can be said that quality & taste has a high 

degree of influence on the buyers mind whereas the size of retailer has relatively less impact on the purchase 

decision. Somewhat information about other available products also influence customers purchase decision. 

Overall Matrix Scorecard: PRICE 

 Question  Count  Score   

1. Price is very important when buying food & grocery of a private label brand.  217 3.664  

2. It is usually worth time and effort to find lower priced food & grocery of a private label brand.  217 3.438  

3. I compare the prices of private label products with couple of other national brands before I buy 217 3.493  

4. Price is the primary reason for purchasing food & grocery of a private label brand.  217 3.433  

Average 3.507  

                                                                      Table -1.3 

Interpretation- From the research result of Price factor, it can be said that price is one of the important & primary 

reason which has an influence on the buyers purchase decision. Also price of other available brands equally 

influence the buyers purchase decision. 
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Overall Matrix Scorecard: QUALITY 

 Question  Count  Score   

1. Quality is very important when buying food & grocery of a private label. 217 4.157  

2. Irrespective of the private label brand or national brand, I always prefer to buy the best quality 

product. 

217 4.138  

3. I will not sacrifice on quality to get a lower priced private label product 217 4.088  

4. I don’t think that there are any significant differences in overall quality between national brands 

and private label brands.  

217 3.212  

Average 3.899  

                                                                         Table- 1.4 

Interpretation- From the research result of Quality factor, it can be said that quality is one of the most important 

factor that influences buyers mind. Customers always prefer to buy the best quality. It is seen that quality perception 

is relatively less important aspect to the buyers. 

Overall Matrix Scorecard: STORE LOYALTY 

 Question  Count  Score   

1. I am likely to purchase a private label product & brand from the same store again. 217 3.456  

2. I prefer to always purchase a private label brand at the store that I feel familiar with.  217 3.484  

3. I make an effort to buy a private label brand at the store I feel familiar with.  217 3.452  

4. I recommend others to purchase private label brand from the store that I visit.  217 3.548  

Average 3.485  

                                                                        Table- 1.5 

Interpretation- From the research result of Store Loyalty factor, it can be said that private label brand can create 

store loyalty and strengthen consumer loyalty. Store familiarity influence buyers purchase decision. Also buyers are 

equally interested to recommend others to purchase from the same store 
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RESULTS AND DISCUSSION 

Collectivist culture factor 

It is discussed in the previously literature that Asian people give more importance on person’s face and status and 

they recognize themselves in terms of their social groups (Tajfel, 1978; Tajfel & Turner, 1979). The finding does not 

support the statement. The findings show that when buying private label products, most of the target group is not 

concerned about what others think of them.  

According to the research, it can be said that when buying private label brands, sense of belongingness has a high 

degree of influence on consumers mind.  

The respondents think that if they buy food & grocery of a private label brands, it will not have a negative impact on 

what others think of them. The finding is not supported by the statements in the literature that, people in collectivist 

culture prefer national brands or well known brands because the brands are already accepted by the society (De 

Mooij & Hofstede, 2002).  

The discussion of Wong and Ahuvia (1998) also support the findings that purchase decision of people in collectivist 

culture is very much influenced by their peers. 

Perceived risk factor  

From the above analysis, the researcher can come to the conclusion that, size of retailer has relatively less influence 

on buyers mind. 

Majority of the consumers want to be sure about quality & taste before buying food & grocery of a private label 

brand. This can be supported from the statement in literature that Asian people have high uncertainty avoidance 

(Moss & Vinten, 2001; Samli, 1995). As a result, they will search for a product that offers the lower risk. 

The discussion in the literature stated that, if people perceive the risk of buying private label brands, they will less 

likely to buy private label brands (Batra & Sinha, 2000). It is slightly related to the findings that most of the target 

group thinks that the purchase of private label brands is risky. People are neutral about the quality of private label 

products. Therefore, they think that purchasing private label brands is not risky but they are also not sure of it. 

In addition, before buying any private label brand they always find new information about other available products 

and brands. Mitchell (1999) supported that, people perceive risk because they worry about the unexpected results 

from buying and using the products. Consequently, people want to be sure before making a decision to buy. 

Price factor  

As discussed previously in the literature that, the price of private label brands in India is averagely 30 percent lower 

than the price of national brands. This difference of 30 percent is important for price conscious person. The 

evidences from the findings stress that price are an important reason for the target group to buy food & grocery of 
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private label brands. This means that, people buy private label brands because they realize the cheap price of the 

product.  

The target group also thinks that, it is worth to spend time to find lower priced food & grocery of a private label 

brand because they can save money. 

It further showed that the target group compares the prices of private label products with other available national 

brands before buying. These findings support the statement of Hoch and Banerji (1993) that, Indian consumers are 

price conscious individuals. Therefore, price is an important reason for Indian consumers to buy private label 

brands. 

However, the target group thinks that, price is the primary reason for them to buy private label brands because they 

consider quality as one of another aspect of the products when buying private label. This means that, if a private 

label product offers a cheap price but it is a low quality, they will buy the product. 

Quality  

From the above analysis, the researcher can come to the conclusion that quality is an important reason for the target 

group to buy food & grocery of private label brands 

It is further showed that quality plays an important role in influencing consumers mind. Irrespective of the private 

label brand or national brand, the target group prefers to buy the product that is of best quality. 

From the findings it shows that quality is more important than price in terms of private label brands (Hoch & 

Banerji, 1993). Customers will not sacrifice on quality to get a lower priced private label product.  They will not buy 

the product that offers a low quality especially food & grocery. Although they want value for money, they will not 

sacrifice on quality and buy the product that offers the best quality. 

From the above analysis, the researcher can come to the conclusion that there are not very significant differences in 

overall quality between national brands and private label brands. 

Store loyalty  

From the discussions of many authors in the literature, we can see that retailers introduce private label brands 

because they want to create customer loyalty. Marcel and Rajiv (2000) and Ailawadi et al. (2001) stressed that 

private label brands can create store loyalty and can strengthen consumer loyalty. This statement can be proved by 

these findings. Customers’ response is favorable when asked if they are likely to purchase a private label product & 

brand from the same store again. 

GENERAL DISCUSSION AND CONCLUSIONS 

This study is conducted to investigate consumer behavior in India towards purchasing intentions of private label 

brands. The target group is consumers of private label brands. The purpose of this study was to investigate the 

private label brand’s purchasing intentions of Indian consumers. Moreover, the secondary aim is to investigate 
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underlying factors that can stimulate consumer behavior towards private label brands. After studying through our 

secondary data which are books, online articles and websites, the data presented that there are five factors that have 

an influence on purchasing intention towards private label brands. The five factors are collectivist culture, perceived 

risk, price, and quality and store loyalty. Collectivist culture and perceived risk are background factors that have an 

impact over the other three factors. The results demonstrated as following: 

Firstly, collectivist culture has great impact on consumer behavior towards purchasing intention of private label 

brands. From the research result of Collectivist factor, it can be said that when buying private label brands, peer 

pressure & sense of belongingness has a high degree of influence on the buyers mind whereas the buyers’ image has 

relatively less impact on the purchase decision. 

Secondly, the target group perceives the risk of buying private label brand products in terms of quality. From the 

findings of research result of Perceived Risk factor, it can be said that quality & taste has a high degree of influence 

on the buyers mind whereas the size of retailer has relatively less impact on the purchase decision. Somewhat 

information about other available products also influence customers purchase decision. 

Thirdly, price factor also have great impact on consumer behavior towards private label brands. From the findings 

we can come to the conclusion that price is an important reason for making decision to buy private label brand. 

Because the target group is Indians who seem to be price consciousness. From the findings of research result of 

Price factor, it can be said that price is one of the important & primary reason which has an influence on the buyers 

purchase decision. Also price of other available brands equally influence the buyers purchase decision. 

Fourthly, quality factor also have great impact on consumer behavior towards private label brands. Quality as first 

priority when respondents they decide to buy private label brands. From the findings of research result of Quality 

factor, it can be said that quality is one of the most important factor that influences buyers mind. Customers always 

prefer to buy the best quality. It is seen that quality perception is relatively less important aspect to the buyers. It can 

be concluded that price and quality are connected to each other. 

Lastly, it can be said that private label brand can create store loyalty and strengthen consumer loyalty. Store 

familiarity influence buyers purchase decision. Also buyers are equally interested to recommend others to purchase 

from the same store 

In summary, price and quality are the most influential factors towards purchasing intentions of private label brand 

products. It is suggested that retailers in India should improve the position of private label brands to value for money 

by considering price and quality as vital factors. Store loyalty cannot create purchasing intentions towards private 

label brands. Although, the target population is found to be risk takers and individualist.  Their consumer behaviors 

are not different from people in collectivist culture in general according to discussions from the findings and the 

literature reviews. 
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LIMITATIONS AND FUTURE RESEARCH 

This study has some recommendations that would be interesting and demanding for further research related to this 

context. Firstly, because of time limitation, this study only focuses on specific sample group. The area is mainly 

Delhi NCR and the findings and results may not cover other areas in India. Therefore, further research should 

include the diversity of sample groups and people who live in other areas since it may result in different findings. 

The varied findings will results in variety of results and will lead to more understanding of consumer behavior 

towards private label brands in India as a whole. Moreover, this research is conducted based on non-probability 

samples and it may be impossible to make valid inferences about the whole population. 

Secondly, the study bases on private label brand products in general. It does specify the category of private label 

brand products but it may be not applicable to a particular private label brand. Consequently, it might be interesting 

for further research to develop and apply this conceptual framework to particular brand of private label brands 

because it can have various results from different context such as high involvement private label brands. 
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