
 1

The 6th International Conference on Services Management 
Managing Services across Continents 

24th – 25th June, 2013 Cyprus 

A Critical Review of Private Labels (PLs): Implications for Managing 
Retail Brands 

Sebastian Molinillo 

Faculty of Business, University of Malaga 

smolinillo@uma.es 

Sebastian Molinillo (PhD) is Senior Lecturer of Marketing at University of Málaga. His research 

interests are distribution, brand management, social media and corporate social responsibility. He has 

published papers in Spanish journals such as Esic-Market, Distribución y Consumo and Cuadernos de 

Ciencias Económicas y Empresariales. He has presented several papers at the annual conferences of 

AEMARK, ACEDES, AEDEM among others. 

Yuksel Ekinci 

Faculty of Business, Oxford Brookes University 

yekinci@brookes.ac.uk 

Yuksel Ekinci (PhD) is Professor of Marketing at Oxford Brookes University. His research interests 

include scale development, service quality, consumer satisfaction, consumer loyalty and brand equity. 

His articles are published in the European Journal of Marketing, the Journal of Business Research, the 

Journal of Marketing Management, the Service Industries Journal, the International Journal of Human 

Resource Management and Annals of Tourism Research. Yuksel is a member of editorial board for 

several marketing journals such as the Journal of Retailing and Consumer Services and Journal of 

Travel Research. 

Georgina Whyatt 

Faculty of Business, Oxford Brookes University 

gewhyatt@brookes.ac.uk 

Georgina Whyatt is Head of the Marketing Department at Oxford Brookes University. Before entering 

academe, she worked in the retail sector both in the UK and overseas. Her research interests focus on 

issues around customer and brand loyalty and marketing strategy implementation. Georgina has 

published in the Journal of Marketing Management, European Business Review, Annals of Tourism 

Research, and The International Journal of Retail and Distribution Management.  

Abstract 

Purpose – The aim of this paper is to present a review of the state of empirical and theoretical research 

about Private Labels (PL) and to develop a framework for future research. 
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Design/methodology/approach – This paper presents a bibliometric study of recent advances in the 

research of PL, based on citation counts; it focuses on the period of greatest scientific output (2000-

2012) and consults all the international publications on marketing ranked by the Academic Journal 

Quality Guide.  

Findings – The results reveal the influence of differing topics on PL (consumer perceptions and 

behavior, price, channel relationships and quality). Principal contributions have been identified and 

areas suggested for future research (e.g. countries with diverse environments, product category, 

commercial formats, segmentation, brand aspects).  

Research limitations/implications – Future researchers could broaden the bibliographic content 

analysis by means of activity and relational indicators. 

Practical implications - The findings and the proposals for future lines of research will help retail 

managers to identify relevant strategies.  

Originality/value -  This work focuses on the period of greatest output of PL academic literature and 

consults the main bibliographical and editorial databases. This has yielded the largest selection of 

articles (205) ever to be reviewed on the subject of PL. The value of the paper can be found in 

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