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CHAPTER 1: INTRODUCTION AND BACKGROUND 

Introduction 

This research sought to find out the effect of private label brands on national brands’ sales at 

a selected retail supermarket in Cape Town. Groucutt, Leadley and Forsyth (2004:275) 

states that  “a brand is a name, term, symbol or a combination of all; which is intended to 

signify the goods or services of one seller or group of sellers to differentiate them from 

competitors. A super brand should be distinct and memorable to facilitate repeat purchases 

which result in customer loyalty.”Goodson (2012) acknowledges that brands outlive products 

they convey a uniform quality, credibility and experience and they are valuable hence the 

increase in their importance for retailers. 

According to Boone and Kurtz (2013:380) national brands are brands that are owned by 

large manufacturers and are distributed on a national level e.g Unilever.These brands define 

what most people form when they think of a brand. Private label brands are defined as 

brands offered by retailers and wholesalers; they develop their own brand names and 

contract a manufacturer to produce the products with those brand names. (ibid) 

Brands exist in people’s perceptions which entails that they tend to purchase the products 

that they have tried and have proved to work for them, therefore “a brand requires nurturing, 

support, development and continuous care in order to thrive and grow so that as consumers’ 

needs change the brand continues to satisfy their dynamic needs.” (Groucutt et al, 

2004:275).This has led to the success of national brands over the years. 

Cant et al (2007:219) suggests that “the majority of South African consumers because of 

their relatively low disposable income tend to purchase brands that have credibility; ones 

they know will be good for the respective needs.” They cannot afford to take a risk of 

experimenting with generics; hence the use of family brands by most manufactures to retain 

customer loyalty; however a family brand does not give guarantee of success.  

  Due to economic recession in South Africa over the past few years and the unemployment 

rate which is approximately at 24.9%, supermarket retailers realized the importance of 

widening their private label offering in order to cater for the consumers with low disposable 

income at an affordable price, which brought about competition between national and private 

label brands. (Thomas 2012) 
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Background 

The research was conducted using a selected retail supermarket in Cape Town CBD as a 

unit of analysis to obtain data on customer preferences, which brands they frequent and on 

what type of groceries. For research purposes the retailer was identified as N.  

Retailer N is located in Cape Town CBD, in the Parkade Mall. It was established in 1967 and 

retails food and general merchandise. Their mission is “We serve, with our hearts we create 

a great place to be, and with our minds we create an excellent place to shop.” (Pick n Pay 

2013).The retailer employs approximately 35 - 45 people who are responsible for delivering 

an excellent shopping environment to consumers in LSM 5 - 10. Retailer N competes with 

other retailers like Shoprite, Spar and Woolworths. The competitors have also engaged in in-

house brands. 

 Midgley (2009) indicates that “at the end of 2007 the company embarked on one of the most 

extensive rebranding exercises ever undertaken in South Africa. The rebranding was 

initiated to signal the transformation that the business was and is still undergoing. 

Furthermore it indicates that the main aim was to turn customer needs into action 

responses.” 

All the house brands that existed in the business prior to the rebranding where grouped into 

three categories the Good, Better and Best (P n P no name n P brand and P n P Finest 

respectively).The Good and Better were introduced in 2007 and the best was introduced in 

2011 after extensive research. The private label brands were introduced to offer consumers 

excellent value for money, quality and affordability. Today retailer N operates with shelves 

filled with a combination of the private label brands under the company’s name and national 

brands. (ibid) The private label brands are usually selling at a lower price than the national 

brands. According to Thomas (2012) “Retailer N’s three tier private label brands contribute 

15% of the sales and there has been a consistency growth since 2010.”In addition the author 

also states that private label brand growth is still lagging behind in South Africa because of 

consumers who are resistant to change and high LSM levels (7high -10) would rather stick to 

national brands because of the price inelastic nature. 

On the other hand, national brands have already established an image that consumers know 

and have accepted or rejected.( Owl horst Communications and NAB:2012 )The 

manufacturers of national brands are faced with a decision to reduce prices of their products 

whist taking a risk to tarnish the image of  the brand and operate at a low return on 
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investment or to continue operating at their normal cost to maintain image and return on 

investment whilst taking chances of possibly losing out price-elastic consumers to the private 

label brand. 

Statement of the Problem 

With reference to the background, it is not clear what the effect of private label brands has 

been on national brands. As stated earlier, private brands were produced to reach additional 

market segments (Boone et al, 2013:380), however the background indicates potential 

cannibalism in the brands by shifting price elastic consumers from national to private label 

brands. Retailers need to understand their consumers’ needs and general disposable 

income, in order to offer the right brand to the right consumers. 

Thomas (2012) states that private label brands’ market will continue to grow over the years, 

but it is not clear how significantly it will grow. Growth of private label brands combined with 

the high cost of living in South Africa, what will happen to the national brands. This anxiety 

has led the researcher to conduct an analysis on the impact of private label brands on 

national brands’ sales. 

Research Questions 

With reference to the problem statement this research’s  main aim is to answer 

the major question: 

What is the effect of private label brands on national brands sales at a selected retail store in 

Cape Town CBD? 

The study will further go on to also answer the follow ing supporting questions: 

� What are the consumer perceptions on private label brands? 

� What are the consumer perceptions on national label brands?  

� What strategies are national brands implementing to defend their high prices in an 

economy that is slowly going down? 

� What are the benefits of purchasing private label brands? 

� Does each type of consumer stick to private label or national brands in all groceries? 

� What strategies can be implemented to reduce potential cannibalization between 

national and private label brands? 
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Research Objectives 

The major objective of this study is to: 

To establish the effect of private label brands on national brands sales of a selected retail 

store in Cape Town CBD 

The study will also fulfill the following supportin g objectives: 

� To determine consumers’ perceptions on private label brands 

� To establish consumers’ perceptions on national brands 

� To identify strategies that are being used by national brands to defend their high 

prices in economy that is slowly going down 

� To establish the benefits of purchasing private label brands 

� To find out if each type of consumer sticks to private or national brands in all 

groceries 

� To determine strategies that can be implemented to reduce potential cannibalization 

between national and private label brands 

Assumptions of the study (Hypothesis) 

H1 Private Label brands have no effect on national brand sales 

H2 Private Label brands affects sales of national brands 

HN There is no relationship between private label brands and national brands sales 

 

Significance of the Study  

According to Midgley (2009) brands have become an important part of the FMCG industry 

and this study aimed to provide information for retailer N, on the perceptions of consumers 

on the (balance between the private label and national brands. Furthermore, the study will 

add to the body of knowledge of branding on consumer perceptions on private label and 

national brands hence assist retailer N to understand expectations of different segments of 

its consumers and be able to tailor marketing strategies that suit them and offer the right 

brand and also assist academics to build a base in the topic of branding. The retailer will 

also get information on the future of private label brands and be able to make informed 

decisions on level of investment in their three-tier brand. 



6 

 

This research will further assist the researcher to complete the requirements of the B- Tech 

degree studies and increase knowledge of the in the field of branding. The author will gain 

research experience that will assist her in her future studies. 

Limitations 

Marshall and Rossman (2011:76) elucidate that, “all proposed research projects have 

limitations and there are no perfect research designs”. In accordance with Marshall et al, this 

research was subject to limitations which include the following: 

• Due to limited financial resources of the researcher, the research activities were 

bound to the available budget, however the researcher dedicated as much as 

possible and requested sponsorship from family and friends to facilitate a proper 

research. 

• Access to information was challenging because some of the respondents that were 

approached were not both available and willing to assist with information; however 

the researcher had approached double the sample size and reduced chances of low 

response rate. 

• This study was the first major research study done by the researcher so the 

researcher was not aware of some concepts of research, however the research 

dedicated more time  to learning and improved the study at all stages until she 

produced the best study. 

Delimitations 

Delimitations are a definition of the limits of or drawing the boundaries around a study, and 

showing clearly what is and is not covered. (Punch: 2006:69)Providing limitations for a study 

provides a guideline that will assist in filtering relevant and irrelevant information for the 

study. This study was limited to retailer N and the retailer’s consumers in Cape Town CBD 

therefore results of the study cannot be generalized to other retailers or other branches of 

the retailer. Furthermore the study only focused on private label brands effect on national 

brands sales; it did not cover all other branding issues such as brand management and 

brand equity. 

  

 

 



7 

 

Fig i : Trajectory of the study 

                          

Chapter one introduced the study and gave a detailed background of the current situation 

that has led to the need of this study to be carried out and it also outlined the research 

questions and objectives that the research aims to fulfill. Chapter two reviewed the work of 

other authors who have written on branding. Chapter three outlined the methodology that 

was used in the study and the data collection tools that were used to obtain the data. 

Furthermore chapter four analysed and presented the data that was obtained in chapter 

three and the findings, conclusions and recommendations for the whole study were outlined 

in chapter five. 
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CHAPTER 2: LITERATURE REVIEW 

Introduction 

Chapter one focused on the overview of branding in the industry and the potential problems 

that may be arising from the existence of both national and private label brands. The chapter 

also highlighted the objectives of the research study and gave a detailed background and 

delimitations of the study. This chapter reviews the work of other authors, who have done 

studies or written about branding and in particular the two types of brands at hand. It 

provides an in-depth understanding of the subject on review. 

Definition of a Brand 

Thomas (2012) propagates that, the continuous growth of globalization in the world draws 

countries into a competitive world, which has aroused the importance of branding products 

to fight the increasing competition. According to the UK Design Council (2013:1); “a brand is 

a set of associations that a person (or group of people) makes with a company, product, 

service, individual or organisation. These associations may be intentional that is, they may 

be actively promoted via marketing and corporate identity, or they may be outside the 

company’s control.” On that same note, the Interbrand for the U.S. Environmental Protection 

Agency (2007:4) defines a brand as “a mixture of attributes, tangible and intangible, 

symbolized by a trademark, which if managed properly, creates value and influence.” Both 

authors acknowledge that a brand comprises of characteristics that define it and it requires 

proper management to survive in the market. 

Blackett (2004:1) elucidates that, the word brand comes from the Old Norse brandr, meaning 

to burn, the idea behind being that the early man stamped ownership on his livestock by 

burning and would use the stamp to differentiate their livestock during trade. In addition to 

that the author further defines a brand as a trade mark that distinguishes products of a 

particular make from others. (ibid) 

Turpin (2009), notes that anything can be branded it takes stamina and renewal to be able to 

brand anything. Brands can be found in products, places, celebrities and revolutionaries and 

if professionally managed they can survive for decades. This study will focus on product 

brands, in specific FMCG (Fast Moving Consumer Goods) products. Blackett (2004:3), 

highlights that, the visual distinctiveness of a brand may be a combination of any of the 

following: name, letters, numbers, a symbol, a signature, a shape, a slogan, a colour, a 

particular typeface, however the name is the most important one of them all because it 

provides a point of reference. In addition to that the author is of the opinion that, all elements 
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of the brand can change as the market changes but the name should remain the same 

because it is the basis of consumer awareness in most brands. On the contrary; Menen 

(2007:19) notes that a brand is more than just a registered trademark and a name; it is a 

perceptual entity that is rooted in reality but reflects the perceptions of consumers. Blackett 

partly agrees with Menen on that the importance of an element depends on consumers. 

Types of Brands 

National brands versus Private label brands 

 Cant et al (2007:217) and Govindarajan (2007:288) both acknowledge that, brands can be 

distinguished between brands emanating from different organisations. The two types of 

brands identified are national (manufacturer) and private label (store) brands. National 

brands are designated, owned and used by manufacturer of the product and are marketed 

nationwide, such as Kellogg’s and Nike. (Cant et al).According to Czinkota and Ronkainen 

(2007) each of the national brand manufacturers has been successful in developing a brand 

strategy and most of them sell a variety of brands where each is targeted to certain quality 

and price levels and all this has been enabled by the strong reputation created over the 

years. 

Pradhan (2009:287) elucidates that, private label brands are all merchandise sold under a 

retail store’s private label. The label can be the store’s name or a name created exclusively 

by that store. Cant et al (2007:218), agree with the definition of private label brands by 

Pradhan and the author adds that many large South African supermarket chains have their 

own private label for many popular products ranging from baked beans to dog food and the 

brands are promoted to a limited extent and do not achieve national recognition like the 

national brands. 

Below is a comparison on the advantages of carrying manufacturers’ brands as compared to 

carrying private label brands from a reseller’s perspective by Lambe et al (2010) 

Table 2.1 : Advantages of carrying manufacturer and private label brands 

Advantages of carrying manufacturer’s 

brands  

Advantages of carrying private label 

brands 

1.Heavy advertising to the consumer by the 

manufacturer and helps develop strong 

consumer loyalties 

1.Retailer or wholesaler usually earns higher 

profits on own brand because of the 

exclusivity there is less pressure on 
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competitive pricing 

2.Well-known manufacturer’s brands  can 

attract new consumers and enhance the 

prestige of the retailer 

2.A manufacturer  can decide to drop a brand 

or reseller at any time and become a direct 

competitor to its dealers 

3.Many Manufacturers offer rapid delivery 

enabling the dealer to carry less inventory 

3.Private brand ties the consumer to a 

retailer 

4.If retailers happens to sell a poor 

manufacturer brand, the consumers may 

simply switch brands and remain loyal to the 

retailer 

4.Wholesalers and retailers have no control 

over intensity of distribution of the brands  

(Source: Lambe et al ,2010 Marketing) 

Each brand type has its own advantages and in order for retailers to capitalise on all the 

advantages they tend to carry both manufacture (national) and private label brands. (ibid) 

Disadvantages of national and private label brands 

According to Lambe et al (2010), the main disadvantage of national brands is the lack of 

exclusivity which entails, no freedom of pricing since all retailers carry the same products 

pricing is controlled by industry and it is competitive. It limits ways in which a retailer can 

differentiate itself from competitors hence the introduction of private label brands to create 

store loyalty. On the other hand the author notes that private label brands have no yet been 

well positioned in consumer’s minds as has been the case with national brands hence 

requires more effort to sell and some consumers still have the perception that all private 

label brands are low quality merchandise.(ibid) 

Individual versus family brands 

According to Govindarajan (2007:290), brands can be further classified into family (blanket) 

or individual brands. When a manufacturer produces two or more articles that require 

branding, it is necessary to decide whether the same brand (family) should be used for all 

products of the same grade or whether separate brand names (individual) should be 

adopted. Davis (2010:70) states that, “family brands can be advantageous when introducing 

a new product and consumers immediately accept it because they already know and trust 

the brand; furthermore it is more affordable to manage than many individual brands.” 
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However the author notes that if the family brand is linked to the corporate if the company is 

in trouble, no matter how good the brand is doing it will be affected by the company’s issues. 

Sandhusen (2008:397) propagates that individual brands can be targeted to specific markets 

and failure of one brand does not affect others and further more individual brands occupy 

more shelf space, however engaging in individual brands means sacrificing a strong 

company image and economies of scale in production. Family and individual brands are a 

further classification of the private label and national brands. 

Importance of Brands 

According to Van Tongeren (2003:18), manufacturers used to be in direct contact with 

customers and brands were not necessary because they could make products exactly 

according to the wishes of the consumers. The introduction of distributors due to mass 

production made the direct contact impossible and gave rise to competition which required 

manufactures to brand their products to differentiate them from other manufacturers and 

guarantee quality in order to acquire name recognition. (ibid) 

Douglas (2007:3) also acknowledges that brands exist to differentiate products and make 

them easily identifiable to consumers. It allows the consumers to form an opinion and 

preference according to the image that the brand owners have created for example quality, 

value or prestigious brand. Furthermore the author indicates that branding creates loyalty 

from consumers who have tried and appreciated the brand. Top of mind awareness that is 

created through loyalty may lead to an internationally recognised brand such as Coca-Cola. 

Successful brands add value to the business and consumers associate all the good 

characteristics of the brands with its company and it provides a platform for growth through 

family branding and the perceived qualities of the brand can be easily transferred to new 

products and markets. (Van Tongeren,2003:19).A strong brand enables the business to 

command a price premium and because consumers are loyal to the brand they will be willing  

to pay for the intangible  benefits they get from associating themselves with a brand that 

makes them appear classic.(Clarity Marketing Ltd,2005) 

Clarity Marketing Ltd (2005:2) propagates that, branding enforces consistency and 

accountability, in that a business will always maintain the image of the brand and produces 

goods and services that are credible to maintain loyalty and increase target market because 

failure of a brand may harm the business as a whole especially in cases where the products 

are branded under corporate brand. 
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On the contrary branding is expensive, and adds costs which must be borne by the 

consumer and manufacturer, this is usually the case in the beginning phase of branding, 

however in the long run the benefits of the brand will outweigh the challenges hence the 

increasing importance of branding in the world of business and the consumers are willing to 

pay the value of the brand they prefer. (Douglas, 2007:4) 

Brand Management Systems and Strategies 

“Brand management is a concept built on a marketing foundation and it is a process of 

maintaining, improving, and upholding a brand so that the name is associated with 

positive results.” Brand management involves a number of important aspects such as 

analysis and planning, Implementation and control.(Keller et al,2002:65) 

Brand management should aim to build into customers’ minds a set of perceptions and 

attitudes relating to an offering, leading to positive buying behaviour. (Phillips, 2006:1),on 

that same note Keller et al (2002) are in agreement with Phillips on the purpose of brand 

management and they note that, brand positioning is the first important step in managing 

brands because once the brand has been positioned well in the minds of consumers the 

business has to maintain the image through brand management. Brand positioning involves 

establishing key brand associations in the minds of customers and other important 

constituents to differentiate the brand and establish competitive superiority. (ibid) 

On the contrary to the thinking of Keller and Phillips on brand positioning being the first step 

in brand management process, Elliot et al (2007) notes that, the brand management process 

has no fixed steps and different authors may have come up with a slightly modified process 

however all the steps are an expansion from the four main steps which are Analysis and 

planning, Implementation, control and performance of the brand. Furthermore Chiaravalle et 

al (2007) elucidates that, a business adopts the most suitable process to apply in its 

business as some of the steps may not be relevant to it, hence the differences in brand 

management process but all aiming to create strong brands. 

According to The brand rater and Brand making (2011) there should be integration between 

marketing and brand management process for the brands to succeed. The brand 

management process in this context begins with deducing a brand strategy from the 

corporate strategy so as to indicate what they want to achieve from the brand. The next step 

is to analyse the brand indicators which are the marketing mix required for the brand, the 

image the business wants to create, the benefits that the brand will offer, the strength of the 

brand compared to competitors’, behaviour of the target market of the brand and the value 

that will come from the brand such as market share. This stage reveals the success factors 
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and potential risks in the brand value creation, which should be taken into consideration and 

make necessary amendments where necessary. 

Pertz (2007)notes that, planning is of critical importance and all aspects of business should 

be guided by set objectives and targets. On that note the third step on the brand rate and 

Brand rate and Brand making (2011)notes that,brand management process is planning 

strategic brand targets. The targets are planned based on corporate strategy and information 

from the analysis for example in the context of this study Retailer N’s corporate strategy 

would be the basis of the strategic targets of their private label brands. The plans include 

target turnover of the brand, expected market share, brand value, increasing loyalty and 

sales and brand competencies. These set targets will be used for performance 

measurement to assess if the brand(s) are in alignment with the strategic targets and to 

implement correctional measures as early as possible. 

The brand rate and Brand making (2011),agree with Keller and Phillips that positioning is 

part of the process and it is the fourth step, on this stage the business has to research on the 

current perceptions on the brand(s) in the market, the expectations of the target market and 

brand value drivers. The business has to use the brand image to inform and remind 

consumers about it and use marketing strategies that suit the target market to create top of 

mind awareness. 

The business now has to integrate the planned measures with operational activities; this is to 

see where all the plans fit into the operations of the business such as production, 

communication or sales. This enables collaboration of all departments in the business 

towards achieving a strong brand in the market. The final steps is the control and brand 

reporting, where reports are compiled on the performance of the brands and compared to 

the set targets and easily identify where there are variances and rectify. 

Brand Equity 

Elliot et al (2007:89) elucidates that, brand equity has many definitions by different authors, 

some taking the market or financial perspective of brand equity. In this author’s context 

brand equity is the value of worth that resides in a particular brand name, trademark, or 

product, it is created by brand management strategies and forms the product or service that 

stays in the consumers’ minds. Chitale et al (2013:200) agree with Elliot et al in that, a brand 

by itself is just a name or a tag and cannot by itself result in brand equity which has a market 

value it requires strategic brand management to create a good brand image in the minds of 

consumers. 
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Keller (2002:20) defines brand equity as the "added value" endowed to a product in the 

thoughts, words, and actions of consumers. This definition is also in agreement with the one 

given prior and they are all market related.Aaker (2005:35) ,notes that brand equity is the 

difference between the value of the brand to the consumers and the value of the product 

without the branding and it is shown in the balance sheet of a business as an intangible 

asset. This definition is derived from a financial perspective, however it has an element of 

market perspective and it acknowledges that brand equity is value that consumers have in 

their minds about a product.  

Elliot et al (2007:89) elucidates that, “marketers have always understood that brand names 

add value to a product, but it was not until the late 1980s that this notion began to figure in 

the actual asset value of a company”. The author supports      motion that brand equity is 

regarded as an asset in today’s business. 

Chiaravalle et al (2007:254) notes that, “brand equity is determined by a complex process 

that weighs a brand‘s current and future monetary value based not only on consumer 

perceptions but also on the ability of the brand to deliver economic advantages to its owner.” 

On the same note Abratt et al () elucidates that, the debate over the appropriate method of 

brand equity valuation continues in the literature and in the commercial world.Baalbaki (2012 

:45) agrees with Abratt in that literature lacks an empirically based consumer-perceived 

brand equity scale which makes the valuation subjective. 

Role of Packaging in Branding 

Packaging refers to all “products made of any materials of any nature to be used for the 

containment, protection, handling, delivery and preservation of goods from the producer to 

the user or consumer.”(Calver, 2007:6).Agaria et al(2012:1) elucidates that, packaging is an 

important part of the branding process as it plays a role in communicating the image and 

identity of a company. Furthermore the author indicates that the role of packaging has 

changed over the years from that of a protector to that of an information provider.(ibid)This is  

supported the Consumer Protection Act of 2011,which indicates the growing importance of 

food labeling as consumers want to be informed about what they are eating and the Act 

enforces detailed labeling for manufacturers. 

Van Biljon et al (2011:5), acknowledges that, product and package design are important 

when it comes to brand image. Brands that portray high quality cannot use below standard 

packaging because it gives the wrong impression to consumers. Considering that more than 

half of purchases are based on emotions especially when consumers are deciding on a 
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brand choice the packaging plays a role in attracting the consumers hence the importance of 

using packaging that portrays the correct image of the brand. 

The following are the roles of packaging in branding ac cording to Ambrose 

et al (2011)  

� Constitutes the physical representation of a brand's personality. 

� Draws attention to a specific product in a crowded retail space. (in this case a 

product’s packaging serves as a great promotional tool) 

� Positions a product amongst a certain category and perceived value, hence reflecting 

a specific potential price. 

� Serves as a protective container, as well as provides useful nutritional information or 

instructions of use.(Product labelling) 

� Constitutes as an essential brand identity tool. Even a specific colour might trigger an 

association to a particular brand. 

� Differentiates a product from its competitors and private labels by transmitting a 

sense of worth or a story. 

� When a product design is ground-breaking, it can influence the way we use 

something specific by shifting behaviour patterns. 

� Reflects the level of modernism, creativity and cutting-edge qualities the brand might 

have. 

The above indicate that brands without the correct packaging theme will go wrong because 

the physical appearance of products speaks more to a consumer than the name alone, 

furthermore consumers need a package of association with a brand that will make it easy for 

them to identify and grow loyal to. 

Reasons for Introducing Private Label Brands  

Onkvisit and Shaw (2008:386) elucidate that,”a private brand is a defensive strategy which 

guarantees that a distributor is not by passed by its supplier” and Cant et al (2007) is of the 

opinion that development of private label brands took place partly because of conflicts and 

power struggle between manufacturers and retailers and partly because the retailer needed 

to generate store loyalty in a highly competitive retail sector. Furthermore, Govindarajan 

(2007:288) notes that, other reasons for introducing private label brands are that retailers 
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yield a higher percentage of gross profit; they avoid direct price competition and have 

freedom in pricing.  

Pradhan (2009:288) introduces a new concept different from other authors, this author is of 

the opinion that, the changing consumer tastes and the need to fill gaps in the product 

offerings is the key reason for retailers to opt for private label brands.Pradhan’s opinion is 

the drive behind Retailer N’s introduction of private label brands as noted earlier in the 

background of the retailer. The need by retailers to create unique merchandise and vary 

offering across geographical boundaries on the basis of variation in consumer preference is 

another reason why retailers are engaging in private label brands 

Effects of the Introduction of Private Label Brands  

Volpe (2011) indicates that, introduction of private label brands caused competition in 

promotions between the private label and national brands and this competition has potential 

to benefit consumers through a wide choice and lower prices. Private label brands where 

introduced to reach additional market segments by offering products at a lower price than 

national brands. (Boone et al, 2013:380).The fact that private label brands  are priced lower 

than national brands already gave room for competition in order to win consumer loyalty. 

According to Kotabe and  Helsen () private label brands have been around for a long time 

but they were considered the poor cousins of manufacturer’s brands, however the past 

decade has seen quality improvements of the products and increase in market share which 

has led to them being more competitive than before. All the authors have concentrated on 

competition between the two types of brands and this competition may be good for 

consumers but the brands may out stage each other and it affects retailers and 

manufacturers. 

According to Reinert et al (2009:187), the introduction of private label brands has shifted 

power from manufacturers to retailers, most retailers source mass market products from low 

cost manufacturers or other countries.Sandhusen(2008) is also in agreement with Reinert et 

al in that, “private labels provide strategic bargaining power to retailers against 

manufacturers in negotiating supply terms for national brands, retailers are able to get 

bargaining power with store brands because they can imitate the leading national brand in a 

category.” This shift in power may see one of the brands being suffocated by the other and 

this will affect all parties involved in that consumers will narrow choice, whilst retailers and 

manufactures may not be able to reach maximum return on investment. 
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Cannibalisation 

Dickersbach (2009:70) defines cannibalisation as; the process by which a new product gains 

sales by diverting them from an existing product.Meenu (2011:83) also defines 

cannibalisation as “the reduction in sales volume, revenue or market share of existing 

product as a result of an introduction of a new product by same manufacturer or competitors.  

Hindle (2008:27) is of the opinion that, “if a firm introduces a new product or service in a 

market where there is little scope for further growth, that product or service will eat into the 

market share of existing products or services or swiftly disappear from sight.”Meenu (2011) 

agrees with Hindle however they differ in the fact that Meenu is of the opinion that every new 

product that is introduced whether in a market with low or high market growth will eat into 

existing products’ market share and retailers and manufacturers should always predict 

cannibalisation. Meenu has a more realistic view of what transpires in the retail industry. 

How to Overcome Potential Cannibalisation 

According to Meenu (2011), cannibalisation is a real threat for vast majority and 

manufacturers are constantly fighting to gain leverage through their brand equity. 

Companies that are involved in technological products are well known for cannibalising their 

own products through constant introduction of new developed products and this is done to 

fight unplanned cannibalisation that may come from competitors producing a more advanced 

product.(Hindle,2008:28).Retailers and manufacturers must constantly improve their brands 

and protect the image they have portrayed and plan their own corporate  cannibalisation to 

avoid losses associated with cannibalisation form competitors. However corporate 

cannibalisation may not always be successful in increasing market share as the original 

customers may shift to the new product and reject the old one. (Dickersbach, 2009:73) 

Businesses should engage in conglomerate diversification to spread the risk of potential 

Cannibalisation on product lines. 

Chapter Summary 

This chapter went in depth to address the issues around brands. It focused on the two types 

of brands the national and private label brands and also noted the importance of brands and 

how to manage brands and obtain brand equity to gain competitive advantage against other 

brands. The chapter also went ahead to look at the reasons why retailers introduced private 

label brands and the effects it has had on the industry. The next chapter (chapter 3) will look 

into the methodology that was used in carrying out the study, the research approach, how 

the data was collected and analysed. 
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CHAPTER 3: RESEARCH METHODOLOGY  

Introduction 

The previous chapter outlined the literature review on branding in the retail industry and it 

further gave an understanding of the whole branding concept. This chapter will look at the 

research methodology of the study; this is how the study was carried out. The chapter 

addresses the philosophy of the study, the approach used by the researcher, Indication of 

the population and sample size used. The chapter will also discuss the data collection tools 

used and how the data was processed and analysed and ethical considerations of the study. 

Research Philosophy 

Research methodology has two major approaches, of which each is based on a particular 

philosophy or world view. These two philosophies are the positivist and interpretivist 

philosophy. (Burns et al, 2008:13).According to Hoy (2010), a philosophy is defined as the 

application of reason and logic to ascertain the meaning of social existence, science and 

emerges from the different positions that underpin different approaches to research. 

Creswell (2003) elucidates that, “positivist philosophy is a scientific research philosophy that 

aims to investigate and confirm patterns of behavior, and is commonly used test theories or 

hypotheses. It focuses on the objectivity of the research process.” In addition to that Burns et 

al (2008:14) propagates that the positivists’ philosophy makes use of precise, objective 

measures associated with quantitative data and researcher remains separate from the 

subjects and the methods include experimental studies, re-analysis of secondary data, 

structured questionnaires and structured interviews.  

Interpretivist philosophy assumes that reality is socially constructed and the researcher 

becomes immersed in the study through interaction with participants and researcher’s 

interpretations play a great role in the study. It is characterized with subjectivity backed up by 

quality arguments rather than statistical exactness. Burns et al (2008:14) also supports the 

prior definition and adds that interpretivist philosophy methods include ethnography, 

participant observation, focus groups and in-depth interviews. 

Burns et al (2008:14), acknowledges that there is a third research philosophy of critical 

science or approach that the authors did not discuss. This is the philosophy that was 

adopted in this study that aims to combine both quantitative and qualitative approaches to 

maximize the advantages of both approaches. 
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Research Design 

According to Mertens (2010), a research design is a detailed outline of how an investigation 

will take place and it will typically include how data is to be collected, what instruments will 

be used and how data will be analyzed. Burns and Grove (2003:195)define a research 

design as “a blueprint for conducting a study with maximum control over factors that may 

interfere with validity of the findings.”Singh and Nath (2010:189) propagate that research 

design is a generalized plan for a problem which includes structure, desired solutions in 

terms of objectives of research, and an outline of planned devices necessary to implement 

the strategies and it is part of a larger development scheme of research approach and 

methodology. 

Research Approaches 

Creswell (2003:3) acknowledges that there are three types of research approaches which 

are quantitative (deductive), qualitative (inductive) and mixed method approaches. The three 

approaches have evolved in their respective order, with the mixed methods still evolving. 

The choice of research approach depends on the issue or problem at hand, particularly the 

research questions that the study seeks to answer. Research that seeks to conclude 

perceptions, opinions or any assumption will usually use qualitative analysis and if it seeks to 

find out figurative answers quantitative is the best choice. Mixed method approach combines 

qualitative and quantitative methods in order to produce the best research. (ibid) 

Quantitative research approaches 

According to Hoy (2010:3) “quantitative research is a scientific investigation that includes 

both experiments and other systematic methods that emphasise controlled and quantified 

measures of performance.” Quantitative researchers are concerned with developing and 

testing hypotheses and generation of models and theories that explain behavior. 

(ibid)Creswell (2003:20) defines quantitative research as ‘the explaining of a phenomenon 

by collecting numerical data that are analysed using mathematically based methods in 

particular statistics’. There are types of research questions that are particularly suited for 

quantitative research which are as follows research questions that demand a quantitative 

answer, numerical changes such as percentage of increase in sales and testing for 

hypotheses. (ibid)  

Types of quantitative research methods 
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According to Goodwin (2001:33), there are three types of quantitative research methods 

which are descriptive, correlational and experimental research. Ouyang (2000:1) notes that 

the descriptive research involves collecting data in order to test hypotheses or answer 

questions concerning the current status of the subjects of the study.  It determines and 

reports the way things are. It involves surveys and it makes use of structured interviews and 

questionnaires to gather data.  

Correlational attempts to determine whether and to what degree a relationship exists 

between two or more quantifiable variables.  However, it never establishes a cause-effect 

relationship.  The relationship is expressed by correlation coefficient, which is a number 

between .00 and 1.00. (ibid) Furthermore the author elucidates that the experimental 

research “establishes the cause-effect relationship and does the comparison, but the cause 

is manipulated.  The cause, independent variable makes the difference.  The effect, 

dependent variable is dependent on the independent variable.” 

 Advantages and disadvantages of quantitative research 

The main advantage of using quantitative research is that results are more objective and can 

be generalized for the population at hand because results are based on numerical values 

and can be proved by calculations or any other scientific method without considering 

researcher’s opinion. (Ridenour 2008:24) On the contrary the quantitative research method 

is very costly and it requires a large sample to enable it to be classified as a representative 

sample. 

 

Qualitative research approaches 

Blackwell (2013:4) elucidates that, “qualitative research is concerned with contextual 

knowledge that is interactively constructed, action oriented and imbued with certain values”. 

This indicates that the researcher is immersed into the study and his/her opinions are a great 

part of the study. 

Advantages and disadvantages of qualitative research method 

Blackwell (2013:6) is of the opinion that qualitative data provide an insight into cultural 

activities that might be missed in surveys or experimental, in addition to that it can uncover 

salient issues that may not be uncovered by quantitative research because field research 

may lead to close and trusting relationships which lead respondents to reveal what they 
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might not have revealed in a quantitative research. Furthermore qualitative research offers 

more than just a snapshot; it gives an understanding of a sustained process.  

On the contrary, this method of research is highly opinionated and therefore it is subjective 

and cannot be generalized as two or more people studying the same phenomenon using the 

same population may produce different results due to differences in interpretation of data 

provided by respondents. Furthermore data collected from qualitative research is difficult to 

analyse as respondents have different ways of expressing themselves. (Creswell 2010:11) 

Mixed method approaches 

Ridenour (2008:29) define mixed methods “as a combination qualitative and quantitative 

analysis where both inductive and deductive processes are operational at different points in 

time and feedback loops facilitate maximizing strengths of both methodologies.” According to 

Bamberger (2000:112),mixed methods allows easy data analysis because qualitative 

analysis informs revision of data analysis and quantitative method provides a logical 

explanation of the observations in a way that can be communicated to everyone. 

 

Research approach applied in the study 

This research followed the mixed method study to enable the researcher to be able to 

analyse data in a more empirical way by utilizing the strengths of both the qualitative and 

quantitative methods. In terms of the quantitative research the study made use of descriptive 

and correlational research. The descriptive research sought to reveal the current situation on 

the potential competition of the brands and correlational revealed whether there was a 

relationship between the sales of the private label and national brands. The qualitative 

methodology will assist in gaining in-depth understanding of consumer perceptions and 

strategies that can be implemented to strike a balance on the two types of brands 

Bergman (2008:53)notes that, mixed method research is sometimes known as multi-strategy 

research because it uses a number of different research strategies related to a complex 

range of research questions. In doing so it provides the benefits of different methods while 

compensating for some of their limitations. Mixed methods can offer the opportunity for a 

more complete understanding of psychosocial phenomena. In this study the two approaches 

combined made it easier to reveal the challenges, causes and how to overcome them. 

According to Blackwell (2013:8), mixed method approaches reduce contradictory results 

from the quantitative or qualitative, which would not be known by collecting only one type of 
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data. Furthermore “sometimes the results of a study may provide an incomplete 

understanding of a research problem and there is a need for further explanation. In this 

case, a mixed methods study is used with the second database helping to explain the first 

database.”(ibid) 

Challenges in mixed methods research 

According to (Creswell 2010) the mixed methods approach requires the correct skills and 

research should have experience in both quantitative and qualitative research before trying 

to combine the two. Researchers who lack skills and advanced knowledge on both or one 

type of approach may encounter difficulties and increase chances of a biased study. 

Furthermore, even if the necessary skills are available there may be a question of time and 

resources to carry out such a study especially on a large scale.(ibid) In this context the 

researcher carried the mixed method research on a small scale and hand ample time to go 

into the field to minimize the challenges of the approach. 

Research Context and Population 

According to Barret (2007:5) “research context refers to the physical setting of the research 

and the natural or artificial properties of that setting.  Sometimes these properties are called 

study environment." This research context of this study was retailer N.The study was done 

with retailer N as the unit of analysis and the private label and national brands that are found 

in the retailer’s store were the issue at hand in this study. 

The population refers to the total members of a defined class of people, objects, places or 

events that are relevant to the fulfillment of a study. In this study the populations were all 

consumers who shop at retailer N who are registered on the loyalty programme as there are 

the ones who could be approached for assistance and the senior management of retailer N. 

Sampling Method 

According to Neelankavil (2007:241), sampling is a procedure that uses a small number of 

elements of a given population as a basis for drawing conclusions for the whole population. 

It is costly and time consuming to obtain information from a whole population. Sampling 

design should start with definition of population. (ibid) 

This study used both non-probability and probability sample in order to cover up the 

weaknesses of each other. Connaway and Powell(2010:74) note that, non-probability 

sample provides results that cannot be generalized because the sample is not certain to 

include all elements that should be part of it; however it is easy to make up a non-probability 
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sample. By making use of both samples the weaknesses of the non-probability sample were 

overwritten by the probability sample and therefore the sample was more representative of 

the population. 

The non-probability sample was deduced through judgmental sampling. Asthana et al (:17) 

elucidates that, “judgmental sampling is when the selection of a sample unit depend on the 

researcher and it is only his/her judgment whether a unit should be included or not.” The 

judgmental sampling was used to determine the employees that would be interviewed for the 

study. Since senior management are the ones that deal more with brands than operational 

employees the researcher decided to include 12 senior departmental managers including the 

branch manager and assistant manager in the study. Judgmental sampling allowed the 

researcher to choose respondents according to criteria of choice which was suitable for 

research objectives.  

The selection of consumer respondents was facilitated by one of the senior management at 

retailer N, by making use of a systematic random sampling from the loyalty programme list of 

consumers. Systematic random sampling is a probability sampling method whereby 

respondents are randomly selected from a total population of the study for example start 

from the 20th name and pick every 15th name after that and respondents stand an equal 

chance of being chosen. (Nicholls, 2013) The researcher chose consumers starting on the 

65th name on the list and after that chose every 30th name and obtained a sample of 150 

respondents. The sample that was required for the study was 100 consumer respondents 

but due to unavailability and lack of willingness to assist by other consumers the researcher 

chose 150 respondents to cater for the losses. 

Data Collection Strategies 

Qualitative techniques 

This research made use of one qualitative technique to gather data namely face- face 

interviews. The interviews were semi-structured and were flexible for respondents to go as 

far as they were willing to assist. Twelve managers were interviewed face to face .According 

to McDaniel (2007:165)   face-face interviews are the best data collection method because 

they provide immediate feedback and the researcher is able to explain complicated 

questions and there is more understanding since both parties can ask further questions for 

clarification. On the contrary, face-face interviews may be subject to bias in that, the 

researcher may ask questions in a leading way that automatically drives the respondent to 

answer in the manner that he/she thinks is expected. Face-face interviews assisted the 
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researcher to get more information on the issue at hand especially the reasons behind the 

different choices of brands. 

Quantitative techniques 

This research made use of questionnaires that were distributed to the selected 150 potential 

respondents via email. The senior manager sent emails to the consumers to ask their 

permission to conduct the survey and out of the 150 questionnaires 112 were received back 

which was a 75% response rate and made the study easy for the researcher. The 

respondents were given time to attend to the questionnaire and return it within seven days 

from receiving it, however some were received at a very later stage. The time frame allowed 

the respondents to find time in their busy schedules to assist with the research. 

Nicholls et al (2013:52) describe a questionnaire as “a series of written questions which 

provides a set of choices on how to answer the questions.” Questionnaires are generally 

quick to answer and they provide information which can be combined and used to interpret 

results. However, questionnaires usually do not give respondents room to explain their 

responses and is subject to bias because respondents may just answer the questionnaire to 

get over it and not really say what they do or feel. The researcher explained the importance 

of objectively answering the questionnaires before giving them to the respondents to 

minimize negligent respondents. 

Data Analysis and Interpretation 

After collection of all relevant information the data was analysed using tables and graphs to 

enable easy interpretation and answer the research questions. According to Dixon and 

Nicholson (2000:35), data analysis is the application of one or more techniques to a set of 

data steered by the problem to facilitate further understanding by eliminating unnecessary 

data and combining linking data in order to interpret the data. The researcher engaged in a 

detailed data analysis to facilitate objective interpretation of data and provide empirical 

results that could be used by any party involved in the study. 

Ethical Considerations 

Cooper (2003:120) notes that, “ethics are norms or standards of behavior that guide moral 

choices about one’s behavior and relationship with others.” Furthermore, the goal of ethics in 

research is to ensure that no one suffers adverse consequences from the research activities. 

(ibid) According to Cottrell and McKenzie (2011: 94), a researcher must be aware of ethical 

issues that they are likely to face in the course of their study. With that in mind, the first 

ethical issue the researcher observed from choosing a topic for the study was to see that the 
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issues that will be dealt with do not, in any way cause harm to all concerned participants of 

the study. In addition to that, the research study also considered the following issues: 

Informed consent 

According to Cooper (2003:123), Informed consent is a matter of fully disclosing the 

procedures of the proposed research design to the participant before requesting permission 

to proceed with the study. Greener (2008:44) is also in agreement with Cooper’s definition of 

informed consent and also adds that pressurizing potential respondents may not only be 

unethical but it may also invalidate results because participants will only be assisting 

because of pressure not willingness. The respondents of this study were fully informed on 

the background of both the study (its purpose, organization affiliated with it: CPUT) and the 

researcher. Furthermore the respondents were alerted of their rights to decide to or not to 

assist and that they still had a right to pull out of the study any time if they felt uncomfortable 

or no longer willing to assist.  

Anonymity  

Bryman (2007:134) highlights that anonymity is not whereby the researcher indicates to the 

respondents that the findings will not be published with their names nor will any detail that 

may identify the specific respondents be provided in the report. Greener (2008:45) 

propagates that if there is need for identification in order to draw conclusions the researcher 

may make use of codes to identify the questionnaires or any other source of data collection 

and the codes are only meant for the researcher. In this study the researcher guaranteed 

anonymity to the respondents and protected their privacy; names were not be used in 

reporting information collected. Prior to the answering of questionnaires or interviews 

questions the researcher communicated this with the respondents so that they felt free to 

answer anything. 

Confidentiality 

“Confidentiality is the process of protecting an individual’s privacy, it pertains to not divulging 

information that a participant has disclosed in a relationship of trust with the confidence that 

it will not be released to other parties without the participant’s permission.”(CIRE: 

2008).Cooper (2003:125) points out that once the guarantee of confidentiality is given, 

protecting that confidentiality is vital so as to earn trust of the respondents and to maximize 

chances of truthful responses. The researcher in this particular study, guaranteed 

confidentiality to all the respondents who requested and    all the information obtained was 

used without specific identification of people, rather the researcher made use of the different 
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Living Standard Measures (LSM) to identify the respondents. All ethical considerations that 

were used in this study were aimed at minimizing or eliminating harm on all the concerned 

participants.   

Chapter Summary 

This chapter indicated that the study followed a critical realism approach and adopted the 

mixed methods approach which combined both the quantitative and qualitative research 

methods to obtain more information than what would be obtained using a single approach. 

Furthermore it highlighted that data was collected using the semi-structured interviews for 

managers and survey questionnaires for consumers and the ethical considerations that were 

part of this study. The next chapter will analyse the data collected and interpret it. 
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CHAPTER 4: DATA COLLECTION, PREPARATION AND ANALYSI S 

Introduction  

The previous chapter focused on the methodology of the study and elaborated on the type of 

study, the size and criteria of which the sample was deduced, the data collection techniques 

used and how the data was prepared and analysed. This chapter will look at the actual data 

collection, preparation and analysis. The chapter will discuss each data collection tool and 

present the data collected in form of tables and graphs and further provide interpretation. 

The study made use of data collection techniques which are questionnaires and semi-

structured interviews.  

Questionnaire Survey Analysis 

Table iii : Questionnaire Statistics 

Number of Questionnaires 

Total Questionnaires handed out 150 

Total Questionnaires received back 120 

Spoilt 8 

Total Questionnaires used for the study 112 

 

The required sample from the questionnaires was 100 respondents but due to difficulties in 

getting 100% response rate the researcher handed out 150 questionnaires to maximise 

response rate and received 112 questionnaires which facilitated the study to go well the 

following analysis will be on the 112 responses that were received. 
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Fig iv : Gender Statistics 

The pie chart below indicates the gender statistics of the total respondents of the consumer 

questionnaire. 

 

 

Majority of the respondents were females who represented 76% of the total and the 

remaining 24% were males, since the consumers were selected using a simple random 

sampling it is clear that most of the grocery shopping is done by the females in many 

households. 

Fig v : Age Statistics  

The graph illustrates the age statistics of the total consumer questionnaire respondents. 

 

30 of the respondents were between the age of 36 and 40 which represented the majority 

age group and the 18 -25 category had a fair share of representatives with 25 respondents 

the least number of respondents where in the 51 and above age category and this is 

because most of them may no longer be doing shopping for themselves. 
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Fig vi : Employment status statistics  

The graph illustrates the employment status of the total respondents 

 

Majority of the respondents represented by 65 respondents are employed by other people or 

organisations and it is in line with the LSM levels that are targeted by retailer N, (LSM 5-10) 

and the employed consumers fall in those LSM levels. The unemployed status represented 

the least respondents with 10 and these could be housewives who are dependent on the 

husband or immediate college and school leavers. 

Fig vii : Monthly income statistics 

 

29% of the respondents earn between 0 – R4999 and 21% earn between R5000 –R6499, 

hence majority of the respondents earn between 0 – R6499 and this represents the LSM 5 -

6 that is also catered for by retailer N.The middle income earners which represent LSM 7 – 8 

also had approximately 38%(18%+13%+7%) and the high income earners had the least 

respondents at 12%(5%+7%).The majority of the respondents are in the low to medium 
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income earners and it explains the increase in the private label brands sales as they are 

concerned with savings. 

Fig viii : Household size statistics  

 

The 3 -5 household sizes represents the majority with 38% of respondents belonging to that 

household size. The pie chart also shows that (20% +16%) 36% of the respondents still 

shop for one or two and   are heading to the 3-5 people. The 11 and above household 

represents the least respondents because it is not a common size and usually consist of 

extended families. The household sizes are influenced by the economic status of the 

country, the 21st century families tend to be small and to be in line with the earnings of the 

family. The large household such as the 6-10 and 11 and above are usually in the low LSM 

levels and they live under tight budgets which leads them to opt for private label brands for 

savings and value for money. 

Fig ix : Respondents brand preference 
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Majority of the respondents (96) preferred to buy both the brands in different types of 

groceries. However a smaller number of respondents preferred to stick to one type, 7 

respondents chose the private label brands and 9 chose the national brands. This may be a 

result of the extended offerings of retailer N which caters for different target markets with the 

Good, Better and Best hence encompassing all LSM levels and it drives consumers from 

national brands to mix their groceries with private label brands of their choice. 

Fig x : Reasons why respondents prefer to buy private label brands over national 

brands 

 

 

60 consumers indicated that they were driven by the price factor and prestige represented 

the least number of responses with 2 respondents and it shows that most consumers are not 

interested in the image portrayed by the brand but the value for their money. 

Fig xi : Reasons why respondents prefer to purchase national brands rather than 

private label brands 
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The graph shows that most respondents are driven by quality and familiarity, with 48 and 35 

respondents respectively. Price factor represents the least respondents of 5 and implying 

that the majority of the respondents are price inelastic and would rather stick to what the 

quality that they are familiar with. 

Table xii : Type of brand that consumers regard as the best in ten different dry 

grocery food products. 

 Dry Groce ries Category  Respondents who 

preferred National 

brands 

Respondents 

who preferred 

Private label 

brands 

Not 

Applicable 

N/A 

4.10.1 Cereals 82 14  

4.10.2 Coffee/Tea 66 30  

4.10.3 Creamers 71 25  

4.10.4 Sandwich spreads 44 52  

4.10.5 Starches(Pasta/Rice) 59 37  

4.10.6 Cooking Oil 35 61  

4.10.7 Salad Dressers 45 41 10 

4.10.8 Canned Food 46 50  

4.10.9 Snacks(Biscuits/Chips) 80 16  

4.10.10 Baking Ingredients 75 21 6 

4.10.11 Total Respondents 603 347 16 

4.10.12 Average consumer per 

product(Total respondents 

divided by number of 

products) 

60 35 2 

 

More consumers preferred the national brands in their dry groceries with an average of 60 

respondents per product as compared to 35 respondents per product of the private label 

brands. However in certain dry groceries such as sandwich spreads, cooking oil and canned 

food more consumers regarded the private label brands as the best.  
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Table xiii : Type of brand that respondents regarded as the best in ten different 

products of the fresh and frozen food category. 

4.11 Fresh and Frozen Foods 

Category 

Respondents 

who chose 

National brands 

Respondents 

who chose 

Private label 

brands 

Not 

Applicable 

N/A 

4.11.1 Fresh Milk 52 40 4 

4.11.2 Cheese 65 21 10 

4.11.3 Margarine 51 45  

4.11.4 Eggs 27 69  

4.11.5 Sauces 59 37  

4.11.6 Frozen Vegetables 30 66  

4.11.7 Meat 50 46  

4.11.8 Beverages 71 25  

4.11.9 Organic Fruit and 

Vegetables 

36 60  

4.11.10 Baby Food 50 21 25 

4.11.11 Total respondents 491 409 39 

4.11.12 Average respondents per 

product(Total respondents 

divided by number of 

products) 

49 41 4 

 

The results indicate that an average of 49 respondents per product regard the national 

brands as being the best and an average of 41 went for the private label brands. An average 

of 4 respondents found the question not applicable on some products. 
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Table xiv :Type of brands which consumers regard as the best in four different 

products in the household cleaning and other products category. 

4.12 Household cleaning  and 

other products 

Respondents 

who chose 

National brands 

Respondents 

who chose 

Private label 

brands 

Not 

Applicable 

N/A 

4.12.1 Detergents 24 72  

4.12.2 Floor cleaner and polish 19 77  

4.12.3 Healthy and Beauty 

Products 

56 25 15 

4.12.4 Pet food 44 6 46 

4.12.5 Total number of 

respondents 

143 180 61 

4.12.6 Average respondents per 

product(Total respondents 

divided by number of 

products) 

36 45 15 

 

Private label brands had the highest average respondent per product of 45 and national 

brands were at 36.This category saw an average respondent per product of 15 on 

consumers who found the question not applicable on some products. 

Fig xv : Respondents’ level of agreement with the statement “Retailer N provides a 

one stop shop for you with the availability of both national brands and private label 

brands” 
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Majority of the respondents agree and strongly agree with the statement.8 respondents 

neither agreed or disagreed and represented the least respondents. The remaining 34 

respondents who disagreed and strongly disagreed maybe because there are other products 

that they prefer to buy from other retailers. 

Fig xvi : Expectations of consumers from the national and private label brands that 

are not being currently met 

National Brands Private Label brands 

1.Pricing-consumers wish for the brand to 

reduce prices in line with the current economy 

1.Quality-Consumers wish for the (Good 

brand) to improve in quality  

2.Quality-Consumers wish for the brand to 

provide more distinction form the private label 

brand 

2.Extend offerings of the premium brand 

into many product categories 

3.Lifespan-Consumers wish for the products to 

stay longer and not to go bad quickly 

3.Lifespan-Consumers wish for the 

products to stay longer and not to go bad 

quickly 

 

The tables shows that consumers are concerned with value for their money all their 

expectations lead to satisfaction and also that they are finding no difference between 

national brands and private label hence the wish for national brands to improve and it entails 

why consumers are turning to the private label brands. 

Fig xvii:  Indicates if the respondents have ever had any problems with the brands 

offered by retailer N. 

 

Majority of the respondents represented by 87% indicate that they have had no problems 

with any of the brands which entails that they are satisfied with the product offerings and that 
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they are getting their value for money, However 13% have noted that they have encountered 

problems with one or more of the brands at retailer N. 

Fig xviii : Problems that the respondents who answered yes in question 14 have 

encountered. 

 

Fig 4.16 indicates the majority of consumers are not pleased with the short life span of some 

products in both the national and private label brands, according to the detailed answers 

provided it indicates that most of the products that are being referred to are fresh and frozen 

foods especially vegetables and Fig 4.18 supports this because consumers prefer to buy the 

fresh fruits and vegetables from other retailers who have devised methods of extending life 

span of the fresh products. According to Rylands(2012), the managing director of 

Woolworths food,“the company worked closely with suppliers to ensure that we offer 

customers fresh fruits and vegetables and developed a strict cold chain protocol where 

Woolworths products were kept in an optimum temperature range from the farm to our store 

shelves,” which helped to extend the shelf life of certain products.”  

 

Fig xix : Other grocery stores that the respondents visit besides retailer N 
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Majority of respondents (37) also shop at Shoprite ,this is because the majority of the 

respondents are in LSM 5-6 as indicated by fig 4.5 monthly income earnings and Shoprite 

also encompasses that part of consumers in its target market. The least number of 

respondents also shop at Woolworths and it could also be a result of the low number of 

respondents in the high end market who can afford to buy at Woolworths. 

Fig xx : Products that, respondents would rather buy from other retailers than retailer 

N. 

 

Fig 4.18 is supported by fig 4.16 which states the problems that consumers have with some 

products at retailer Hence they prefer to buy them from other retailers they visit as indicated 

in Fig 4.17.The majority of respondents indicated that they would rather buy organic food 

from other retailers and it maybe because Woolworths has positioned itself well in terms of 

providing the best organic food.  

 

Majority of the consumers did not respond to the last question and it entails that they had 

exhausted all they required to say about the retailer in other questions; however the few that 

answered pointed out the issues that had already been asked in previous questions. 
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Analysis of In-depth Interviews for Management  

Table xxi : Illustrates the number and positions of people who were interviewed at 

retailer N. 

Position  Number of people 

interviewed 

Branch Manager 1 

Assistant Branch Manager 1 

Fresh Food Supervisor 1 

Butchery Supervisor 1 

Bakery Supervisor 1 

Cosmetics Supervisor 1 

Household and cleaning Supervisor 1 

Liquor Supervisor 1 

Frontline Supervisor 1 

Dry Groceries Supervisor 1 

Floor Supervisor 1 

Home and Garden Supervisor 1 

Total  12 

 

Fig xxii : illustrates whether management thinks re-branding exercise of 2007 has 

indicated increase in consumer volume over the past 6 years 

 

Majority of the manager/supervisors agree that the re-branding has increased sales volume 
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4 of the senior managers interviewed indicated that the margins have increased but the 

sales volume have just shifted from the national brands to the private label brands and the 

increase in new volumes has been at a low scale. 

Fig xxiii:  illustrates the contribution that the different LSM levels targeted by retailer 

N make towards national brands sales. 

 

The pie chart above indicates that majority of consumers who purchase national brands 

belong to LSM 9 and 10 and this is because these LSM levels are usually price inelastic and 

are more concerned with quality and services offered.LSM 5 represents the least consumers 

because these consumers are more concerned with value for money and savings. 

Fig xxiv : Illustrates the contribution that the different LSM levels targeted by retailer 

N make towards private label brands sales. 
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The pie chart above reflects that majority of private label brand buyers belong to the LSM 5 

and 6 who are considered low – medium income earners and are price elastic and enjoy the 

savings of private label brands.LSM 9 and 10 do buy private label brands but at a lower 

scale and they usually buy the premium brand (P n P Finest). 

 

Semi-structured Interview question number 5 and 6 

In your own opinion how have the private label and national brands have been performing in 

terms of annual sales volume  and sales growth rate in the store over the past three years. 

Managers indicated that the national brands sales were higher in volume on an annual basis 

compared to the private label brands however the private label brands were growing at a 

faster rate approximately 14% and national brands 8 %.(Please note senior 

managers/supervisors were not at liberty to disclose the figures hence they only indicated 

which was higher than the other and approximations of the growth) 

 

The above indicate that the private label brands have grown at a larger percentage year on 

year than the national brands. This may be because the national brands market is now at 

maturity level and the private label brand is still in the growth phase which is characterised 

by high increases. However national brands have had a high sales volume than the private 

label brands over the past three years however, the private label brands are performing well 

as was indicated. This shows that the high sales growth rate of private label brands have not 

yet allowed them to surpass the annual sales volume of national brands. 

Table xxv: Themes from the question What do you think is the reason behind the 

sales growth of the brand you indicated in question 5? 

Theme  Explanation  

Low 

Disposable 

income 

The economic downturn of the country has led to low disposable income in 

consumers and they have turned to savings 

Price Elasticity The low – middle class consumers are highly price elastic and are pulled by 

any products that have lower prices 

Positioning The private label brand has been positioned well in the minds of consumers 

and erased that perception of low quality 

Variety of The three tier brand provides a variety of choice for consumers with those 
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choice who desire savings(P n P no name brand),those who want the same level 

as national brands( P n P brand) and those who desire premium quality(P n 

P) finest 

Change  Some consumers do not enjoy repetition they have moved to private label 

brands for a change 

 

Fig xxvi:  Illustrates what senior management think is the reason for the sales 

percentage growth of private label brands. 

 

Fig 4.25 above shows that majority of senior management are of the opinion that the low 

disposable income and price elastic nature of consumers have led to the increase in sales 

growth of the private label brands. The need for change has the least number of 

respondents this is because it is only a few consumers in these economic hardships who 

would shift brands for the sake of new avenues. 

Table xxvii : Themes extracted from the question What do you think influences the 

consumers’ choice between private label brands and national brands? 

Factor that influence choice Explanation 

Quality The manager/supervisors indicated that some consumers 

were influenced by quality and these would be the price 

inelastic consumers who usually belong to LSM level 9 and 

10 the high income earners who will pay anything for the 

quality and service they deserve 

Price The managers/Supervisors indicated that some consumers 

were influenced by price and these are usually LSM 5 -6 
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who are the low income earners in retailer N’s target 

market and these consumers are more concerned with 

getting the product at the most affordable price 

Prestige Managers/supervisors indicated that some consumers were 

influenced by the prestige associated with purchasing the 

brand and these are usually the middle income earners the 

LSM 7 -8(emerging black diamonds),they seek to relate to 

the high class and will do things to classify themselves as 

high class 

 

The table indicates that different LSM levels are influenced by different factors in their choice 

of brands and it is vital that retailer N is aware of that so that they know which brands to offer 

to which LSM level. 

xxviii:  Themes extracted from the answers to the question How do the national brands 

manage to survive the low price competition from private label brands? 

Theme  Explanation  

Extensive 

Promotions 

National brands are promoted by the manufacturers at national level and 

consumers are well aware of them 

Positioning The brands have created different images that consumers have accepted 

and been loyal to over the years 

Brand Loyalty Consumers who have been loyal to the national brands before the 

introduction of private label brands will stick to their preferred brands 

Familiarity The national brands have created top of mind awareness such that 

consumers call products by those brand names 

Fear of the 

unknown 

Some consumers are highly dogmatic and are not open to change they 

would rather stick to what they know 
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Fig xxix:  Shows what managers thinks are the factors that support the national 

brands to survive against the private label brands  

 

Fig 4.27 illustrates that majority of senior management regard positioning and brand loyalty 

as the main competitive advantage of the national brands against the private label brands. 

Extensive promotions and fear of the unknown have lowest response this is because, 

extensive promotion does not guarantee loyalty however from the extensive promotions the 

brand can position itself which allows it to gain loyalty. 

Table xxx : Indicates the main differences between the national brands that are 

traded by retailer N and the private label brands. 

Differences between the two types of brands  

National brands  Private label brands  

1.Are  found in all other grocery retailers 1.Exclusive to retailer N 

2.Prices are set according to industry and are 

always higher than private label brands 

2.Prices are set according to retailer N’s 

ideology and has multiple price points for the 

three tier brands(low, medium and high) 

3.High quality packaging to portray the image 

that the brand carries 

3.Standard –High quality packaging to match 

the costs of the products 

 

The table indicates that the differences are in exclusivity, pricing and packaging. Private 

label brands are continuously aiming to surpass the national brands with the multiple pricing 

points the PLB (Private label brands) provide a variety for consumers and make it difficult for 
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national brands to differentiate themselves. The same applies to packaging which 

corresponds to the costs of the product. 

Semi-structured interview question number 10 

What effect does it have on the retailers if consumers gradually turn to one of the brands at 

the expense of the other? 

The managers noted that the two types of brands needed each other to survive and it is also 

evident from fig 4.7 which illustrates brand preference of consumers, hence even if 

consumers neglect the other brand the retailer has to keep the brands as a strategic tool 

because some consumers only visit the retailer for that particular brand and if its no longer 

available the retailer will lose consumers. 

Neglecting one brand will have a negative impact on the retailer since both brands are 

contributing well to the sales volume and growth of the retailer, therefore they are aware that 

balance maintenance is of great importance. 

Semi-structured interview question number 11 

What can be done to maintain a balance between the national and private label brands? 

The managers indicated that private label brands were growing at a fast rate and the only 

way to maintain balance was for manufacturers to be innovative and target new gaps in the 

market. 

Chapter Summary 

This chapter analysed the data collected from both the survey questionnaires and the semi-

structured interviews and it indicated that consumers now have a positive attitude towards 

private label brands after having tried them in the economic crisis and they still continue to 

purchase them and there has been a shift of price elastic consumers from national brands to 

private label brands however the consumers prefer to buy different brands in different 

product types. The next chapter will extend the finding that are relevant to the research 

objective and conclude, provide recommendation and direction for future research. 
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CHAPTER 5: FINDINGS, CONCLUSION AND RECOMMENDATIONS  AND DIRECTION 

FOR FUTURE RESEARCH 

Introduction 

The previous chapter analysed and interpreted data that was obtained from the survey 

questionnaires and the semi-structured interviews. Some findings were highlighted in 

chapter 4.This chapter will include the main findings that sought to answer fulfil the research 

questions and objectives of this study that were outlined in the first chapter. The chapter will 

also provide conclusion and recommendations from the study based on the findings and last 

but not least the future directions of the study will be provided. 

Findings 

Demographic Findings 

The demographic profile of the respondents indicated that majority were females and the 

age group was between 18 and 40.This shows that grocery shopping mostly done by 

females in the South African consumer lifestyle, however the males were represented by a 

24% which would mainly consists of students, bachelors and a few married men who may go 

for shopping once in a while to assist their partners. According to Beneke (2012),women 

spend their time deciding on which brands to buy they do not just buy anything hence it is 

vital to position the brands well in their minds and it highlights the fact that price elastic 

consumers may turn to private label brands hence affecting the sales of national brands. 

Main research question 

What is the effect of private label brands on national brands sales at a selected retail store in 

Cape Town CBD? 

The information obtained from the study indicate that the introduction of private label brands 

ate into the market of national brands and from the statistics provided by management that 

the sales volume of national brands remain higher than that of private label brands in the 

store however the sales growth per annum the private label brands are growing at a faster 

rate. According to the Financial Mail (23 July 2012), Arnold (Food Merchandising Director 

Retailer N) noted that, “retailer N’s private label sales grew by 12,2% in 2009, 12,8% in 2010 

and 13,8% in 2011. Over the period the retailer grew total sales at an average of 11%/year.” 

In addition to that he indicated that in 2012 by that time private label sales had been up by 

14, 4%.and that in grocery lines private labels account for 27% of the sales and this is the 

average performance of all branches hence the remaining is the sales of national brands 
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which support the information provided by the senior managers interviewed that national 

brands still have high volumes. 

Supporting Research Question1 and 4: What are the consumer 

perceptions on private label brands? What are the b enefits of 

purchasing private label brands? 

According to Fig4.7 which indicates brand preference of consumers, majority of the 

consumers prefer to purchase both brands and capitalise on the advantages of both 

offerings. This implies that retailer N’s consumers have accepted the private label brands as 

much as they had already accepted the national brands and most of them were driven by  

the current economic hardships in South Africa which led to low disposable income. This 

finding corroborates with Beneke (2012), who states that, low disposable income and tight 

budgets saw consumers turning to private label brands for savings and they discovered that 

private label brands are not poor quality products as they perceived hence the increase in 

private label brand sales. These consumers have moved from national brands to private 

label brands in some product and implies the effect that private label brands has had on the 

national brand sales. 

Fig 4.7 indicates that majority of consumers purchase PBL because of the low prices 

associated with them, however it also shows that some consumers have seen that the PBL 

have a good quality and with the three tier brand that offers different quality points at 

different price points consumers have a wide choice and can make purchasing decisions 

that suit them. Consumers appreciate the value for money they receive from the PBL and it 

makes their lives easier. 

Supporting Research Question 2: What are the consumer percept ions 

on national label brands? 

Consumers associate the national brands with high quality and prestige according to Fig 

4.9.These perceptions have been created over the years as the manufacturers have 

engaged in image building on their brands and they have done a great job in positioning 

their brands and creating customer loyalty.  

Supporting Research Question 6: What strategies are national brands 

implementing to defend their high prices in an econ omy that is slowly 

going down? 
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According to Fig 4.27, national brands survival mainly rests on positioning and brand loyalty 

that has been created over the years and is continuously being maintained. According to one 

of the senior managers interviewed some brands have been well positioned in the minds of 

consumers such that they call certain products by the brand name. This kind of top of mind 

awareness entails that such kind of a consumer will not spend time on the shelf deciding 

what to buy rather they just buy what they are familiar with. 

National brands are also gaining advantage over PBL on those consumers who are not open 

to change and would rather stick to what they are familiar with. This kind of consumer will go 

on a shop shelf and go straight to what they are familiar with and do not want to experiment 

with generics. 

Supporting Research Question 5: Does each type of consumer st ick to 

private label or national brands in all groceries? 

Fig 4.7 indicates that it is just a few consumers who stick to either national brands or private 

label brands and these kinds of consumers are price inelastic and elastic respectively. The 

ones that stick to national brands maybe because of the loyalty and familiarity with the brand 

and usually these consumers are found in the LSM 8 – 10 who can afford to spend much on 

groceries as indicated by fig 4.21 the three LSM  levels represent the majority of sales of the 

national brand sales at retailer N.The consumers who will stick to the private label brands 

only maybe the price elastic consumers who are driven by low prices or they have 

appreciated the quality of the three tier brands and have become loyal. 

Majority of the consumers make use of both the private label and national brands in different 

type of groceries as shown by the number of respondents in fig 4.7 and the indications of the 

grocery types that consumers prefer certain brands in table 4.10,4.11 and 4.12.Majority of 

consumers still prefer to buy the national brands in the dry grocery food category and this 

maybe because they have seen that they have a better quality than national brands however 

in certain products such as cooking oil, sandwich spreads and canned food consumers tend 

to prefer private label brands. 

In the fresh and frozen food category an average of 49 consumers prefer national brands as 

compared to an average of 41 who prefer private label brands. This entails that consumers 

are only looking for the best and there is competition between the two different brands. 

According to the managers interviewed introduction of the three tier brands which have 

multiple price points have made it difficult for national brands to differentiate themselves from 

the private label brands. In the household cleaning and other products category the 

consumers prefer the private label brands and this is supported the Global Online survey 
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(2012) which notes that consumers started trying the private label brands in non-food items 

such as household detergents. 

Hypothesis Testing 

Using the information obtained from the financial mail (2012) 

2012 Figures 

Private label brands grew at 13.8%  

Total sales grew at an average of 11% per year 

Assume national brand growth rate =x 

Total sales average =(Private label growth rate + National brands growth rate)/2 

        11%                  = (13.8% +x)/2 

 (11% * 2) – 13.8%   = x 

       8.2%                   = x 

Hence the national brand growth rate for 2012 was 8.4% 

According to Labour Research Service(2011),the annual sales growth rate at Pick n Pay 

from 2006 -2007 were 16% and the main contributer was the national brands as the three 

tier brand had just been introduced in October it did not make such an impact. 

Hence it shows a decrease in national brand sales growth from an average of 165% per year 

to the average of 8.2% in 5 years. 

Therefore: 

H2 has been proved to be the correct assumption “Private label brands have an effect on 

national brand sales” 

 

Conclusion 

The study has proven H2 which stated that “Private label brands affect sales of national 

brands.” It has shown that the private label brands have had an effect on the national brand 

sales and the private label brands will continue to grow due to the national economic 

meltdown that is in the country, and will lead more   consumers to resort to less costly 
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products to adjust to the high costs of living and the private label brands support the retail 

industry to sustain the economic downturn, whilst sales growth of the national brands 

category will be decreasing. 

The consumers have since changed their negative perception about the private label brands 

and with retailer N operating at different price and quality points it has been difficult for 

national brands to differentiate themselves, however they have managed to sustain the low 

price competition through the positioning and brand loyalty that they have created over the 

years which the private label brands is still far from creating because some consumers 

especially in the high LSM levels are still not willing to try the private label brands.  

Furthermore it is vital to maintain a balance between the two types of brands for the success 

of retailer N. However it is up to the manufacturers to be innovative and produce new 

products to target new gaps in the market and maintain the balance. 

Recommendations 

Recommendations for retailer N 

Retailer N should engage in an in-depth market research on their current target market and 

monitor consumer-drivers to the acceptance of the three-tier and take note of opportunities 

to differentiate them from national brands. Fig 4.7 illustrates the brand preferences and 

majority of the respondents prefer to mix the products and table 4.10, 4.11 and 4.12 

specifies in which product categories do they buy which brand hence such knowledge will 

assist the retailer to improve the products in which consumers still prefer national brands. 

Retailer should continuously monitor impact of merchandising across both brand types and 

maintain the pricing rate of the private label brands because if they go lower than that retailer 

N may be regarded as a lower price shop like Shoprite and this goes astray from their image 

of quality, price and service. Fig 4.21 indicates the retailer also caters for LSM level 9 and 10 

who are the majority buyers of national brands and such a move would lose those 

consumers. The private label and national brands are an inseparable combination that 

needs to be maintained. 

Retailer N should continue to develop the products under the three-tier brands products to 

influence appeal across a broad range of consumers and align marketing mix to the needs of 

the whole target market. According to Fig 4.22 which indicates the statistics of LSM levels 

that buy private label brands there has been an increase in LSM levels 8 – 10 due to the 

introduction of the third brand of premium in 2011, which entails that the brand appealed to a 
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market that had been left out by the first two brands, hence new introductions would cater for 

gaps in the market. 

Recommendations for National brand Manufacturers. 

National brand manufacturers should build pricing programs on the foundation of an in-depth 

understanding of evolving consumer’s needs and economic situation because according to 

Fig 4.2 majority of consumers are going for the private label brands because of the pricing. 

Manufacturers cannot compete with private label brands at such prices however they can 

add value to their products at lower cost so that consumers can pay the high prices and feel 

the value. 

National manufacturers should also continue to innovate new products and differentiate their 

products from national brands so that there is a distinction and each brand can have its own 

target market and maintain a balance between the two brands because consumers need 

both the brands in store. 

National brand manufacturers can partner with retailer N to produce complementary national 

and private label brands that is in line with the 21st century consumer needs which are 

dynamic and requires flexibility of manufacturers. This would work because according to fig 

4.7 consumers purchase both brands and if they would complement each other it would 

maintain a balance between the brands.Inaddition the sales growth of national brands may 

recover. 

Direction for Future Research 

This study focused on the effects of private label brands on national brand sales at a 

selected retail store in Cape Town CBD.Further research can be carried out on the future of 

branding in the business sector of South Africa in particular corporate branding because it 

has become a vital factor in the success of most businesses in the country at the world at 

large.  
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05 August 2013 

Dear Survey participant 

RE: REQUEST FOR YOUR PARTICIPATION IN A QUESTIONNAI RE SURVEY 

I am a final year student in the department of Retail Business Management, carrying out a 
research on the effects of private label brands on national brands at a selected retail store in 
Cape Town CBD, under the supervision of Dr V.V Mugobo. 

The purpose of the study is to find out the effects of the private label brands on the national 
brands at the store in relation to sales. The research will add information to the body of 
knowledge and assist to indicate research gaps.  Furthermore the research will assist retailer 
N to identify the specific needs of the target market continue to provide the right products 
and introduce more according to information that will be provided. The respondents will also 
benefit by providing the information on what they like about the store and what they also 
wish to get there. Furthermore the research will assist the student to fulfill the requirements 
of the B-Tech qualification and add information to the CPUT data base. 

All information provided through this questionnaire will be in confidentiality and no names will 
be used in answering the questions or in reporting the information. The questionnaire will 
take approximately 15 - 20 minutes to complete 

 

Thank you in advance for your participation. 

Yours Sincerely 

Nyasha Chikovo 

Researcher 
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The effects of Private label brands on National bra nds’ sales at a selected retail store 
in Cape Town CBD. 

Questionnaire for consumers 

 Section A Demographic Profile 

Answer the following questions by placing an X or fill in the blank space where appropriate. 

1. Indicate your Gender  
 

1.1 Male  

1.2 Female  

 

2 Select you age group  

2.1 18 - 25  

2.2 26 - 30  

2.3 31 - 35  

2.4 36 - 40  

2.5 41- 45  

2.6 46-50  

2.7 51 and above  

 

3. What is your current employment status?  

3.1 Employed  

3.2 Self-Employed  

3.3 Unemployed  

3.4 Student  

 

 

4. Indicate your monthly income bracket  

4.1 0 – R4 999  

4.2 R5 000 – R6 499   

4.3 R6  500 -  R9 499  

4.4 R9 500 – R11 499  

4.5 R11 500 – 14 999  

4.6 R15 000 – R25 999  

4.7 R26 000 and above   
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5. What is the size of the household/family you shop for?  

5.1 One  

5.2 Two  

5.3 Three – five   

5.4 Six - Ten  

5.5 Eleven and above  

 

 

Section B 

 

6. Indicate the type of brand that you buy at Retailer  N 

6.1 Private label brands/House brands(Retailer’s brands)  

6.2 National brands/Manufacturers brands  

6.3 Both  

 

 If your answer on question 6 was 6.1 please answer  question 7 and skip to question 
9. 

If your answer was 6.2 or skip to question 8  

If your answer was 6.3 answer all the following que stions 

7. Indicate the most important reason why you prefer the private label b rands  

7.1 Quality  

7.2 Price  

7.3 Prestige  

7.4 Familiarity with the brand  

 

8. Indicate the most important reason why you prefer t he national brands  

8.1 Quality  

8.2 Price  

8.3 Prestige  

8.4 Familiarity with the brand  
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Answer the following questions (9, 10 and 11) if yo ur answer on question 6 was 6.3,if 
not skip to question 12. 

 Indicate which brand you regard as best the to buy  in the following product 
categories for questions 9,10 and 11 

9 Dry Groceries Category  National 
brands 

Private label 
brands 

Not Applicable  
N/A 

9.1 Cereals    
9.2 Coffee/Tea    
9.3 Creamers    
9.4 Sandwich spreads    
9.5 Starches(Pasta/Rice)    
9.6 Cooking Oil    
9.7 Salad Dressers    
9.8 Canned Food    
9.9 Snacks(Biscuits/Chips)    
9.10 Baking Ingredients    
 

 

10. Fresh and Frozen Foods 
Category 

National 
brands 

Private label 
brands 

Not Applicable  
N/A 

10.1 Fresh Milk    
10.2 Cheese    
10.3 Margarine    
10.4 Eggs    
10.5 Sauces    
10.6 Frozen Vegetables    
10.7 Meat    
10.8 Beverages    
10.9 Organic Fruit and 

Vegetables 
   

10.10 Baby Food    
 

11 Household cleaning  and 
other products 

National 
brands 

Private label 
brands 

Not Applicable  
N/A 

11.1 Detergents    
11.2 Floor cleaner and polish    
11.3 Healthy and Beauty Products    
11.4 Pet food    
 

 

12 The availability of both national and private label  brands provides a one stop 
shop for you 

12.1 Strongly agree  

12.2 Agree  

12.3 Neither Agree or Disagree  
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12.4 Disagree  

12.5 Strongly Disagree  

 

13. What expectations do you have from the national  and private label brands that are 
not being currently met? 

……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
………………………………………………………………… 

 

14. Have you ever had a problem with any of the brands that are sold by retailer N?  
 

14.1 Yes  

14.2 No  

 

15. If your answer on question 14 was 14.1(Yes), Pl ease indicate what the problem 
was and indicate if it was a national or private la bel brand. 

……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
………………………………………………………………… 

 

16. Provide one other grocery retailer that you sho p at besides retailer N. 

……………………………………………………………………………………………………………
………………………………………………………………………………………. 

 

17. List two main products that you would rather bu y from the other retailers than 
retailer N. 

……………………………………………………………………………………………………………
………………………………………………………………………………………. 

 

18. Please provide any other information that you t hink could be of use to this study. 

……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
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……………………………………………………………………………………………………………
……………………………………………………… 

 

 

 

Thank you very much for your participation 

The End 
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Interview Guide 

 

Interview Guide for the study of the effect of private label brands on national bran ds at a 
selected retail store in Cape Town CBD. 

Structured Interview Questions for senior managemen t 

1 Has the re -branding exercise of 2007 indicated increase in consumer volume 
over the past 6 years? 

1.1 Yes  

1.2 No  

 

 
2 Rank the following LSM levels according to who purc hases national brands 

more from 1 -6 with 1 being the highest purchasers and 6 lowest. 
2.1 LSM 5  

2.2 LSM 6  

2.3 LSM 7  

2.4 LSM 8  

2.5 LSM 9  

2.6 LSM 10  

 
 

3 Rank the following LSM levels according to who purc hases private label 
brands more from 1 -6 with 1 being the highest purc hasers and 6 lowest. 

3.1 LSM 5  

3.2 LSM 6  

3.3 LSM 7  

3.4 LSM 8  

3.5 LSM 9  

3.6 LSM 10  

 

 

In-depth Interview questions for senior management 
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4. In your own opinion how have the private label and national brands have been performing 
in terms of annual sales volume annually in the store over the past three years. 

5. In your own opinion how the national and private label brands have been performing in 
terms of sales growth over the past three years? 

6. What do you think is the reason behind the sales growth of the brand you indicated in 
question 5? 

7. What do you think influences the consumers’ choice between private label brands and 
national brands? 

8. How do the national brands manage to survive the low price competition from private label 
brands? 

9. What are the main differences in offerings by the two different types of brands? 

10. What effect does it have on the retailers if consumers gradually turn to one of the brands 
at the expense of the other? 

11. What can be done to maintain a balance between the national and private label brands? 

 

 

 

 

 

 


