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Abstract

Purpose —The aim of this paper is to present a review efdtate of empirical and theoretical research

about Private Labels (PL) and to develop a fram&varfuture research.


https://core.ac.uk/display/62898985?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1

Design/methodology/approach This paper presents a bibliometric study of re@@ances in the
research of PL, based on citation counts; it fosuse the period of greatest scientific output (2000
2012) and consults all the international publicagi@mn marketing ranked by the Academic Journal
Quality Guide.

Findings — The results reveal the influence of differing tspion PL (consumer perceptions and
behavior, price, channel relationships and qualiBrjncipal contributions have been identified and
areas suggested for future research (e.g. countits diverse environments, product category,

commercial formats, segmentation, brand aspects).

Research limitations/implications — Future researchers could broaden the bibliograpbiatent

analysis by means of activity and relational inthics.

Practical implications - The findings and the proposals for future linesedearch will help retail

managers to identify relevant strategies.

Originality/value - This work focuses on the period of greatest ougflRL academic literature and
consults the main bibliographical and editorialati@ses. This has yielded the largest selection of
articles (205) ever to be reviewed on the subjécPlo The value of the paper can be found in

achieving a more profound understanding of thereatfi PL for, equally, academics and industry.

Keywords Private label, Private label brand, Private bra®thre brand, Own-brand, Retail brand,
Review, Methodology.

Paper typelLiterature review.
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