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ABSTRACT  

  

Title: Private label in the supermarket industry: a case study of ICA. 

 

Level: Final thesis for a Bachelor Degree in Business Administration 

 

Author: Zhing Mo, Yulan Qu 

 

Supervisor: Dr. Aihie Osarenkhoe 

 

Date: 2010 – May 

 

Aim: This dissertation aims to find out the motives behind the introduction of 

private label in ICA. The purpose is to further integrate the private label as a 

branding concept.   

 

Method: Both quantitative and qualitative methods have been used in this research. 

The primary data has been collected through face-to-face interviews with ICA 

managers and an administer questionnaire. Secondary data has been collected from 

books, articles and the Internet. 

 

Limitations: This research was limited by the size of the customer population and 

the number of stores. In addition the research was performed during the early stages 

of market penetration by ICA’s private label, and the results of future research might 

be different.  

 

Conclusions: ICA released private label to counter manufacturer power and to be more 

price competitive. Moreover, it had a positive effect on customers’ loyalty. The 

introduction of the ICA private label had a great impact on brand image and brand 
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awareness. With regards to loyalty, the ICA private label strategy is on the correct track 

but still has a gap between the intended objective and actuality.   

 

Contribution of the thesis: This research contributes to finding out the advantages 

for retailers of introducing private label. Another contribution is to help the readers 

gain an in-depth understanding of private label in a brand concept. Moreover the 

research also presents some interesting prospects for further research.  

 

Key words: private label, brand image, brand awareness, brand loyalty  
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1. Introduction  

The chapter consists of six parts, being background, private label status,research 

problem, limitations, purpose and disposition. It introduces the concept of private label 

and the general status of private label in a global market. It also shows the research 

problem and the research objectives. Lastlyt, a blueprint was drawn to display the 

structure of this thesis. 

1.1 Background 

1.1.1 Definition  

Generally, a product produced by a manufacturer or producer can be called a national 

brand. However, as an example, Wal-Mart is a supermarket which has 40% of its’ 

products produced under contracts with manufacturers.1 All of the product’s brand 

names are offered by Wal-Mart but not the manufacturers. This evidence illustrates 

another pattern of brand strategies, known as private label.  

 

The definition by Private Label Manufacturers’ Association (PLMA) states that 

merchandise sold under a retailer’s brand as opposed to the manufacturers brand is 

private label. Kumar (2007) likewise indicated that if a wholesaler, retailer, dealer, or 

merchant launch a brand, as distinguished from a brand bearing the name of the 

manufacturer or product, it is a private label. National brands are often interpreted as 

higher quality and so demand a premium price (Kumar et al., 2007). However, the 

market share of private label has expanded gradually, along with the improved quality 

of private label (Kumar et al., 2007).  

 

                                                 

1
 http://www.answers.com/topic/wal-mart-stores-inc 
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1.1.2 Private label status 

Private label is not only composed of grocery retailers, but also IKEA, Gap, H&M and 

Zara (Kumar et al., 2007. P.7). From PLMA’s 2009 International Private Label 

Yearbook, it can be seen that market share for retailer brands advanced in 14 of the 20 

countries. Retail brands occupied almost one of every four items sold in U.S. 

supermarkets, drug chains and mass merchandisers. In retail trade, the products are 

worth more than $88 billion of current business at retail and continue growing every 

year.2 

 

Also demonstrated form PLMA, private label accounts for one of every two products 

sold in the United Kingdom and Switzerland. Germany, Belgium and Austria have 

achieved 40%. The proportion in Spain is nearly 40% and France is heading in that 

direction. Private label has taken at least 30% market share in 10 countries3.  

 

The retail sector of Sweden, includes among others ICA AB, Coop Sverige AB and 

Axfood AB, the three major retailers in Sweden, who collectively produce generate 71% 

of retail sales.4 Specifically, 17% of grocery trade revenue in Sweden comes from 

private label.5 Considering these phenomena, the remarkable performance of private 

label over the year can be clearly observed. 

 

In most cases, private label is only conducted by large-scale retailers (Kumar et al., 

2007). There may be significant gains if private label within the leading retail chains is 

examined. Previous conceptual and empirical researchers have predominantly 

                                                 

2
 http://www.plmainternational.com/en/private_label_en3.htm 

3
 http://www.plmainternational.com/en/private_label_en3.htm 

4
http://www.euromonitor.com/Private_label_products_boom_in_Swedish_household_care 

5
http://www.bordbia.ie/eventsnews/ConferencePresentations/PrivateLabelApril2009/Private%20L

abel%20in%20Sweden,%20Denmark%20and%20Norway%20-%20Market%20Link.pdf 
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researched private label from the perspective of national brands (Steenkamp and 

Dekimpe, 1997), such as guiding the national brands on how to meet the challenges 

from private label. This study has focused on private label from the retailer ’s 

perspective.  

1.2 Problem  

1. What are the motives behind the introduction of private label? 

2. How is the private label strategy integrated in the branding concept? Such as, brand 

awareness and image, and brand loyalty.  

1.3 Purpose 

Private label branding is gaining increasing importance in many industries, especially 

within the supermarket industry which is very close to us and easy to perceive. In this 

research study, private labels in the supermarket environment are explored. The study 

toat consider the factors that motivate firms to release private label products and find 

out how the private label reflects on the branding concept. The research also discusses 

how the consumer perceives private label in ICA product lines.  

1.4 Limitation  

Limitation of investigation  

There are many retail companies in the Swedish supermarket industry, such as 

WILLYS, COOP and KF. This dissertation is limited to one of the biggest Swedish 

retailers, ICA. It focused on the process of a private label that was established by ICA. 

The research is also limited in that only one store was investigated in depth. 

 

Limitation of methodology In the research methodology, it was decided to do a 

face-to-face interview with a shopkeeper and a manager and survey 35 ICA customers. 

The answers from the interview were prepared by the respondents, which may reduce 

http://www.emeraldinsight.com.webproxy.student.hig.se:2048/Insight/ViewContentServlet?contentType=Article&Filename=Published/EmeraldFullTextArticle/Articles/0770220406.html#idb61
http://www.emeraldinsight.com.webproxy.student.hig.se:2048/Insight/ViewContentServlet?contentType=Article&Filename=Published/EmeraldFullTextArticle/Articles/0770220406.html#idb61
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reliability. The questionnaires were all completed in one store and in the same day, so 

the data may not be comprehensive.  

 

Limitation of empirical study 

The study focused mainly on the positive aspect of private label, and analysed the 

factors  behind the introduction of private label. The weaknesses of private label and 

the risks that may arise are not discussed.  

 

In addition, there are numerous types of products which belong to the ICA brand, as 

well as  other private labels which belong to the ICA corporation (such as Euroshopper 

and I love Eco), which makes it difficult to set standard evaluation criteria for all types 

of other private labels,  because some of them are predicated upon a high quality image 

and others on a low quality image. Therefore we emphasize the overall brand image of 

private label in ICA.  

 

Time limitation  

The first time limitation was the interview process. It took 50 minutes. Some in-depth 

questions or problems may not be resolved in a short time. Another time limitation is 

about the questionnaire. It took tin total about 2 hours in a day. It may have targeted 

only some types of customer but did not necessarily cover the whole spectrum of the 

various customer types.  

1.5 Disposition 

The research framework of the thesis is as follows: 
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Chart 1-1 Dispositions 

 

 

Section 3 is methodology, which 
refers to the approach to data 
collection, explains why we chose 
this approach and whether it is 
relevant to the research question. 
Moreover, the quality and limitation 
of the methodology is discussed.

Section 2 introduces the theoretical 
framework of private label and brand 
concept.

Section 6 draws conclusions, presents 
the results and make suggestions for 
future research

Section 5 analyzes the empirical work 
and theoretical framework

Section 4 describes the empirical work 
or research study, which shows the 
detail and findings of the interviews 
and surveys. 
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2 Literature review 

The literature review comprised two main aspects, the first part illustrates the types 

and power of private label. It shows a further understanding about private label and 

the advantages of private label from a retail perspective. Basic brand concepts are 

presented in the second part, including brand awareness, brand image and brand 

loyalty. 

2.1 Private label 

2.1.1 Types of private label 

There is some evidence of private labels existing in brand portfolios. Evidence 

indicates that most retailers will carry multiple types of private label simultaneously 

(Kumar and Steenkamp, 2007, P.75).  

 

Generic private label, copycat brands, premium store brands and value innovation are 

four types of private label (see appendix 1). Works such as those by Kumar and 

Steenkamp (2007) noted that the generic and copycat labels still hold the dominant 

position amongs all types of private label. It is a common trend for all types of private 

label to pursue a low pricestrategy. Studies done in the context of grocery retailing have 

shown that high- income consumers care less about the price. Middle income 

consumers appear to be more price sensitive than other groups and more skilled in 

comparing the price and quality between different brands (Sethuraman and Cole, 

1999). 

 

However, low store brand prices might be viewed as a signal that store brands are of 

inferior quality (Dick, Jain and Richardson, 1997). Hence, most of the mature private 

label operators claim to deliver both price and quality (Rusch, 2002) which can also be 
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interpreted as choice criteria by consumers when buying private label brandsr 

(Veloutsou, Gioulistanis and Moutinho，2004）. by Corstjens and Lal (2000) 

similarly arguethat a combination of low price and high quality is  contributing to 

private label success. Dick,Jain, Richardson(1997) suggest that retailers must ensure 

that their store brand quality  is high and competitive with the quality levels of national 

brands. . Some experts suggest  that high quality is quite likely more important than 

lower prices in determining private label success (Hoch and Shumeet, 1993), and that 

consumer attitudes towards private labels have become more positive during the last 

decade due to  their upgraded quality (Dick, Jain and Richardson, 1997). Perhaps these 

are the reasons why premium store brands and value innovation have since occurred 

The retailers' attempt to reposition their own label products produced  such results 

(Veloutsou, Gioulistanis and Moutinho，2004）. 

 

2.1.2 The power of private label 

A study of sixty food categories reported in The Mckinsey Quarterly claimed that 

“almost half of the PLB products produced less profit per cubic meter than brand 

leader counterparts” (Chen, 2007). Although in this case, the number of private label 

products is still growing. This section considers the theoretic cause of why retailers 

release private label.  

 

There are manifold reasons for the retailer to implement private labelling, for instance, 

private labels have the potential to increase store loyalty, profitability, greater control 

over shelf space, increase bargaining power over manufacturers (Richardson et al., 

1996). Kumar and Steenkamp (2007) state that the objectives of the four types of 

private label can be described as expanding the customer base, increasing the retailers 

share of category profit, store differentiation, enhancing profit margins, building 

customer store loyalty, increasing word of mouth marketing, There is no denying the 

fact that private label has become an efficient competitive tool (Hoch, 1996).  
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It may be summed up as follows: 

 

 Setting price flexibility: Consumers are likely to find it difficult to compare prices  

because the private label is only sold  in their own specific outlet whereas a  

national brand is available to many retailers (Nandan and Dickinson, 1994).  

Furthermore, the entire production process is controlled by retail. Evidence 

reported in Nandan and Dickinson (1994), shows that private labels allow the 

retailer flexibility in setting prices.  

 

 Countervailing Power: For the most part, there is a close relationship between 

retail and national brand. But in some cases the large scale manufacturer might 

present an unjustified price increase (Nandan and Dickinson, 1994) and the retailer, 

especially a discount store who has national branding might be under stress due to 

such a price hike. The retailer who has private labels might expand the shelf for 

their own products (Nandan and Dickinson, 1994), becoming a countervailing 

power against the manufacturer. 

 Profits to retailer:  Compared to manufacturer brands, retailers obtain greater 

profitability from private label (Oubina, Rubio and Yague, 2006). What is more, 

private label has greater capacity to increase potential sales (Reda, 2002) and more 

sales equate to higher profit margins (Narasimhan and Wicox, 1998).  

 

 Create customer loyalty: It is commonly believed that private labels are a critical 

tool in building customer loyalty (Nandan and Dickinson, 1994; Dick, Jain and 

Richardson, 1997; KPMG, 2001). Consumers soon learn that a specific private 

label will always be available at a particular retailer. Private labelling helps 

retailers and consumers to differentiate merchandise from other major brands 

(Corstjens and Lal,2000) and therefore the consumer needs to go that retail oulet to 

purchase that specific private label product (Nandan and Dickinson, 1994).  
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2.2 Brand concept  

2.2.1 Brand awareness & Brand image 

When a high level of brand awareness and brand image exists in a customers mind, 

customer-based brand equity will  occur (Keller, 2008, P.53). Brand equity is viewed 

as the differential effect of brand knowledge on consumer response to the marketing of 

the brand (Keller, 1993, P.2). Basically, brand knowledge consists of brand awareness 

and brand image. 

 

According to the associative network memory model, Keller illustrated that brand 

awareness comprises brand recognition and brand recall, which can affect the 

consumer’s ability to discern the brand under different situations (Keller, 2008, P.51). 

Brand recognition is a consumer’s ability to distinguish the brand when given the brand 

as a cue (Keller, 2008; Ross and Harradine, 2004). In this context, Radder and Huang 

(2008) concluded that brand recognition is particularly important at the point in time 

when the consumer chooses a brand at the point of purchase. Brand recognition might 

be increased through private label packaging or other brand elements.  Retailers have 

an advantage in that they can decide how to manage their private labels in their store 

(Hoch, 1996). Furthermore, brand recall is retrieving the brand from consumers’ 

memory when given the product category as a cue (Keller, 2008). It implies that the 

brand has left a positive impression in the consumers’ mind (Radder and Huang, 2008). 

Moreover, previous studies show that brand awareness affects perceptions and that 

people like the brands and products they are familiar with, and are prepared to attribute 

all sorts of good attitudes to items that they are familiar with (Aaker and Joachimsthaler, 

2000, P. 17).  Brand awareness has a great effect on consumers’ repeat purchase 

behavior (Brewer and Zhao, 2010).  

 

On other hand brand image is defined as a consumer perception of a brand in the 

context of all brand associations they have retained in their memory (Keller, 2008, P.51) 
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alternatively as a set of beliefs held by the consumer about a particular brand (Kolter,  

1988, P.197 ), and can be assessed by linking strong, favourable and unique 

associations to the brand in memory (Keller, 2008, P.56). Brand associations are the 

brand's assets and liabilities that include anything linked in the consumers’ memory to a 

brand. (Aaker, 1991).Strength of brand association is influenced by brand attributes 

which are the product’s or service’s features and brand benefits which are the product’s 

or service’s attributes that the consumer value (Keller, 2008, P.56). Favourable brand 

associations are those associations that are desirable to the consumer and successfully 

delivered by the product (Keller, 2008, P.57). Customer loyalty might be increased 

when a favourable association occurs (Malval and Bénaroya 2001, P.96). Unique brand 

associations described as the factor that is unique and not shared with competing brands 

(Keller, 2008, P.59). This kind of unique selling proposition can be interpreted as the 

reason why consumers should buy the particular brand (Keller, Apéria and Georgson, 

2008). A positive image of a brand differentiates the brand in the consumer's mind and 

helps enhance the brand equity (Pitta and Kutsanis, 1995). Cheverton (2004) 

demonstrated that a strong brand image makes the firm superior to their competitors. 

Consumers can buy a manufacturer brand in almost all store, in add ition, the quality, 

style of manufacturer brand are similar across different department stores around the 

region (Reda, 2002) , whereas they can only buy private label in the particular stores 

(PLMA, 2004). Private label enhances store image (Dick et al., 1996) and establish 

brand reputation (Selnes, 1993). Brand image is one of prerequisites for the existence of 

brand equity. 

 

2.2.2 Brand loyalty 

A loyalty marketing model was proposed by Light (1996), and shows that sustainable 

profitable growth is achieved through strengthened brand loyalty (Apéria and Back, 

2004, p.142). Brand loyalty is the core of brand equity (Apéria and Back, 2004, p.51) 

and it was defined by Baldauf (2003) as a deeply held commitment buy the consumer to 
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re-patronize or re-purchase a preferred product or service, consistently in the future. 

 

From the model of loyalty marketing, it shows the relationship between customer 

satisfaction and brand loyalty (Apéria and Back, 2004, p.143). Increasing customer 

satisfaction is one of the necessary ways to create brand loyalty. However, it is not 

enough to create brand loyalty only for a customer to be satisfied.  It is possible that a 

customer is highly satisfied with a brand but not yet loyal, or the customer may be loyal  

to a brand without being satisfied (Kuan-Chang, 2007). There are many variables in 

creating or increasing brand loyalty.  

 

There are four types of brand loyal customers, as concluded by Apéria and Back (2004). 

The first type of customer may purchase a brand frequently but without any special 

feeling towards the brand. The second type of customer may be satisfied with the brand 

they purchased, but they change brand all the time. The third type of customer is loyal 

to the brand, and they will only buy another brand when they cannot buy their favourite 

brand.  The fourth type of customer shows the highest level of loyalty to the brand they 

like, and they will consider the brand as their friend (Apéria and Back, 2004, p. 51). 

 

Brand loyalty is divided into two aspects, behavioural loyalty and attitudinal loyalty 

(Apéria and Back,2004）. Only when these two aspects of loyalty are simultaneously 

reached does true loyalty occur. .  

2.2.2.1 Behavioural loyalty  

Customer behaviour is the response of customers to products and services. A behavioral 

response is combined with a purchase decision and consumption-related practices 

(Kardes, 2002, p.5).  According to Keller (2008, p.72), behavioural loyalty is the 

repeated purchase behavior. Behavioral loyalty is also defined as the consumer’s 

percentage of total purchasing expenditure at a specific retailer (Gómez, Arranz and 

Cillán, 2006). The first type of customer, as mentioned above, belongs to this range of 
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behavioural loyalty. It is of tremendous value when customers repeatedly purchase a 

brand (Keller, 2008, p.72). However, behavioural loyalty is just a basic factor of 

customer loyalty. Behavioural loyalty usually reduces competition strength because it 

is mainly decided by switching costs. Niemeyer describes the situation with the 

following equations:  

 

(1)Value supplier > Value competitor - Switching Costs 

(2)Value supplier < Value competitor - Switching Costs 

Shown in equation 1, the value of the supplier is higher than competitors' value minus 

switching costs. Customers or buyers will choose this kind of supplier because they 

perceive a value from the supplier or because switching to another supplier would cost 

them more time or money. Shown in equation 2, the value of the supplier is lower than 

the value of the competitor minus switching costs. In this situation, a customer might 

easily switch suppliers because the value from the competitor is greater. It clearly 

illustrates that it is a definite risk if a company just relies on behavioral loyalty.  

2.2.2.2 Attitudinal loyalty  

It is not enough for only behavioural loyalty to support the resonance of customers, 

attitudinal attachment is also important. A brand's loyalty core is not just its customers 

who display behaviourally high levels of loyalty, but those customers who are both 

behaviourally and attitudinally highly loyal (Baldinger and Rubinson, 1996, P.23). The 

attitudinal loyalty not only affects behavioural loyalty, it is also the prerequisite to 

stimulating customers to be constantly loyal g (Noordhoff et al., 2004). Customer 

attitude is one of the key factors in developing affective loyalty. Oliver (1980) defined 

attitude as an individual evaluation and affection towards an object and experience. In 

other words, it is a personal view of the object, love or hate, close or distant. If the role 

of attitude in customer loyalty is positive, a repetitive behavior can be considered as 
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true loyalty (Gómez, Arranz and Cillán, 2006). In figure 2 below, the attitude-behaviour 

matrix clearly shows the relationship between behavioural loyalty and attitudinal 

loyalty. From the matrix, it can be seen that both attitudinal loyalty and behavioural 

loyalty only meet on the high level where true loyalty would occur. 

 . 

Chart 2-1 Attitude-behavior matrix (Baldinger and Rubinson, 1996, p. 32) 
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3 Methodology  

There are four parts to this section. In this chapter, Research process shows the entire 

structure of research in this thesis. Research approach is to analyse the qualitative and 

quantitative methodologies. Data collection shows how s information was researched 

and the limitations will be pointed out in the context of validity and reliability.  

3.1 Research process  

 

Chart 3-1 Research process 

The research process is clearly displayed in Chart 4. In chapter 1.2 (research problems), 

the reasoning behind the introduction of private label and how private label reflects on 

branding is explained. The next step was deciding on the research approach which 

included both a quantitative methodology and a qualitative methodology.  

 

The secondary sources were mainly divided into two parts, internal and external. First, 

information and data was gathered from the ICA internal homepage and annual reports 

which are more reliable due to their source being the primary source. Second, the 

external data was collected from the theories, books, articles and the Internet. However, 

•Determination of the research problem and purpose

•Deciding on research approach

•Collecting secondary data from external  sources (theory, Internet, book, 
article)

•Collecting secondary data from the internal organization (I C A )

•Collecting primary data through the interview

•Collecting primary data through the questionnaire 

•Analyse the data

•Draw a conclusion from the analysed material  
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the Internet information may present risk in that information may not be suitably 

accurate. . Therefore, the interviews were conducted with ICA managers and a survey 

with customers executed. The next step was to analyse both secondary data and primary 

data, especially the interview and questionnaire data. Finally, a conclusion of this thesis 

was drawn from the results of the primary research. 

3.2 Research approach 

Denzin and Lincoln (1994) remarked that there are two types of research approaches to 

collecting data, namely quantitative and qualitative. Both methods have their own 

strength and weakness. The best method for a study depends upon the research purpose, 

data availability and other factors (Dow, 2002).  

 

The quantitative method utilises information that will measure, describe, and explain 

the phenomenon (Yin, 1994). In other words, the researcher needs to gather plenty of 

facts to analysis the phenomenon. Qualitative research is used where the information is 

supposed to investigate, interpret, and understand the phenomenon through the 

perspectives of other persons (Yin, 1994). Holistic and rich qualitative data is 

preferably utilised to investigate the complexity of social phenomena (Punch, 2005). 

Qualitative research relies on reasons behind various aspects of behavior.  

  

Based on the explanation above, it was decided to use both quantitative and qualitative 

approaches in this research study. As the aim of the research was to investigate role of 

the private label in the retail industry and consumer perceptions of private labels, mixed 

methods might provide a complete picture of our research problem.  

 

Qualitative research assists in understanding the value behind private label. . Hence, 

interviews were held with Fredrik Rydberg and Emil Magnusson. In addition, some of 

the questions which were used in the research can be quantified and measured into 

numerical value. Thus, for the quantitative research, the clear focus of the survey was 
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going to be placed on the consumer. Obviously, a questionnaire is brief and to the point.  

However, both these two methods are time-consuming work and geographic limitations 

existed. 

3.3 Data collection 

Yin recognized that primary and secondary data are two types of data collected.  

 

Secondary data is often material collected l from previously collected and collated data. 

In order to write this literature review, journal articles and books which are closely 

related to brand management were used. In addition, information was gathered from 

well known organisations such as the Private Label Manufacturers’ Association, which 

is highly respected and gives reliable information about the development of private 

labels. Furthermore, annual reports and presentations from ICA which were published 

on their homepage made a contribution to the empirical findings. Based on this 

secondary data, an understanding was gained of the factors which motivate private 

label development and the connection between private label and brand loyalty and 

other brand concepts. However, some data was written by Swedish authors and lead to 

some obstacles in understanding. The Swedish were asked for help but 

misunderstanding might still exist.   

 

Primary data is data that needs to be collected directly from respondents for a particular 

purpose. It consists of observations, surveys, interviews and questionnaires (Yin, 1994). 

The major part of the empirical findings came from interviews with ICA managers and 

the consumer questionnaires. 

 

3.3.1 Interview  

There are five different ways to conduct an interview, being personal interview, 
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telephone, mail, computer or a combination of these Blumberg (2008). Personal 

interviews were selected for this thesis. It further helps to validate the data in respect of 

the research objectives. It was beneficial for us to collect data from someone who is 

knowledgable and fully aware of private label. 

 

ICA KVANTUM in Gävle was chosen because the shopkeeper was willing to be   

interviewed and gave us an appointment quickly and without hesitation. This indicated 

that they were interested in the topic and willing to share their knowledge and 

experiences. Moreover, this store could fulfill their target standard and has numerous  

private label brands and plenty of customers.  Fredrik Ryderg who is the shopkeeper 

and Emil Magnusson who works as the sales manager were both interviewed. The 

interviews happened separately and lased for approximately 50 minutes.  

 

According to the theories discussed in Chapter 2, the interview questions were designed 

so that they were easy to understand and specific to the research topic. The introduction 

to this thesis and the questionnaire were sent to respondents before the interview so as 

to decrease the time required and the respondents were able to reply easily. After the 

interview, the data was gathered for analysis and compared with the data from the 

questionnaire.  

 

3.3.2 Questionnaire  

Mellenbergh (2008, p.233) claimed that there are four questionnaire administration 

modes. The first mode is a face-to-face questionnaire administration which means 

interviewers present the questions orally as do the respondents.  Paper-and-pencil 

administration is when the answers are written on paper. The third mode is a 

computerized questionnaire administration where the respondents receive and return 

the questionnaire by computer email. The last is an adaptive computerised 

questionnaire administration. In this mode the computer only presents a selection of the 
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available questions which optimally fit the respondents’ ability to respond. In this 

research, the paper-and-pencil questionnaire administration mode was selected due to 

its efficiency.  

 

The questionnaire was in line with the purpose which was to understand how the 

consumer perceived ICA own branded products. The questions were based upon the 

theories in Chapter 2 and related to the interview questions. (See questionnaire in 

Appendix 1). However, a pre-test revealed that the questionnaire was too long and 

complex. The questionnaire was narrowed down to ten questions, as well as making 

them easier to answer. . The questions are discussed in the following three parts.  

 

Brand loyalty 

In order to test loyalty  to ICA private label brands, customers who shopped at ICA 

were observed and investigated whether both the attitudinal and behavioral loyalty 

existed in the customers of ICA private label. Questions 1, 2, 6, 9 and 10 were designed 

around this theory.  Numbers 1, 2 and 10 are multiple choice questions. Questions 1 

and 2 refer to behavioral loyalty, and Question 10 is about attitudinal loyalty. Questions 

6 and 9 required a negative or positive answer in an attempt to understand the brand 

loyalty in the customers' minds.  

 

Brand awareness 

 Questions 3 and 8 were set to evaluate  customer awareness. Question 3 is about 

familiarity and was designed to test the popularity of ICA private labels and the answer 

to this question gave us the data  to evaluate the success of the ICA private label 

strategy. Question 8 used a Likert type scale of rating from 1 to 5in an attempt to 

understand the degree of expectation of customers. Through this question, we were able 

to test whether the ICA private label strategy had achieved such expectations.   
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Brand image 

Questions 4, 5, and 7 related to  brand imageQuestion 5 ascertains  the most important 

factors which affect a customers' purchasing decision. The brand image of ICA private 

labels in the customers' mind was explored in Question 4, and the answer to  this 

question was compared with the information on  brand image positioning received 

from  ICA. Brand image was also investigated in Question 7. It will be compared with 

other brands in the context of quality, price, packaging and brand status. The reason for 

this question was to compare the brand image level of ICA private labels with others, 

and to find out if the unique points or advantages of ICA private labels in the customers' 

mind match the goals of ICA. 

 

3.4 Validity and reliability  

Validity is the degree to which a finding has been correctly interpreted while reliability 

is the degree to which a finding in the research which is independent in accidental 

situation or condition (Kirk, Miller, 1986, p. 20). Validity is further defined as an 

absence of systematic errors by Lundahl and Skärvad (1999) which can be further 

divided into two sub-groups, internal and external validity.  

If valid information is not obtained from the respondent, it will lead to a problem of 

internal validity6 . In the research strategies, face-to- face interviews were selected.  

The accuracy of the information given by respondents during the interviews cannot be 

guaranteed.. The respondents may have lied or sidetracked their answers for some 

reason, such as trade secrets.  

Cummenson and Herlin stated that external validity is achieved if the results from the 

study are valid for future investigations of a similar nature. Interviews and 

questionnaires were chosen to verify the situation in the supermarket and combine the 

                                                 

6 Robson, C., Real world research, USA, second edition, 2002, p.231 
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problems with the theory, but it is possible that there are other answers. Different 

strategies or methods might be used by another supermarket even though they belong to 

the same brand.   The different customers may have different answers because of a 

different level of consumption, different feelings and cultures. So the criteria of the 

investigation are not representative of all similar supermarkets nor of all consumers of 

this ICA store.   

  

Reliability can be considered as the degree of credibility of the results and the result 

should remain consistent7. Change exists in all corners of the world and is inevitable. It 

is possible that another researcher could get a different answer from the same 

respondent through the same questions therefore the reliability of the responses cannot 

be guaranteed. 

3.5 Data Analysis  

The data collected from the interviews will be analysed from three aspects, the type of 

private label in ICA, the quality and price of ICA private label, and the reasons for 

introduction of the private label. The quantitative data was collected from the 

customers of ICA, and used for testing the meaning of quality and price for the 

respondents, brand image and awareness of ICA private label in customers’ minds 

and brand loyalty. Both data are used for exploring the answers of the research 

questions. The detailed data is shown in Chapter 4 and the data will be analysed in 

Chapter 5.   

 

 

 

                                                 

7 Notrica. M. E. (2007), "Brand work in the municipality of Stockholm--a case study of 

Micasa Fastigheter", pp. 10  
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4 Empirical Findings  

There are three parts in this chapter. The first part will introduce ICA and private labels 

in ICA. Findings from interviews will show the data collected from ICA managers, and 

will summarise the data collected from the questionnaires.  This chapter will have a 

summation of data from the quantitative method and qualitative method, and offer a 

foundation for further analysis.  

4.1 Presentation of ICA 

ICA is owned by Hakon Invest AB of Sweden and Royal Ahold N. V of the Netherlands, 

which was established in 1917. The ICA Group has about 2,200 of its own and 

retailer-owned stores. In Sweden, ICA had been successful in terms of earnings, and has 

become one of the most important market leaders in Sweden and Northern Europe’s 

food retailing industry. There are 1,359 ICA stores in Sweden (ICA annual report, 2009, 

p.4). The dominant operation in Sweden is according to a core model of independent 

retailers, whose goals are based on close contact with end-customers, and to create 

value for customers at every level (ICA annual report, 2009, p. 5).  

The ICA strategy focuses on providing fresh food, non-food items and private label 

products to meet customers' needs. ICA has offered private labels since 1922 and 

developed a wide range of categories of private labels (www.ICA.se). Rusch (2002) 

stated that ICA derives between 30 and 40 percent from private labels in Sweden.  

4.2 Findings from interview 

Fredrik Rydberg who is a shopkeeper and Emil Magnusson who works as the sales 

manager were both interviewed. The interviews were completed separately and lasted 

for approximately 50 minutes in total. Each one spoke their mind about the topics raised 

and gave their personal perspective.  
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4.2.1 Types of private label 

“ICA”, “Euroshopper” and “I love Eco”, are the main private labels for ICA. They are 

all packaged in a special design. “I love Eco” is the same as “ICA” but with more 

emphasis on “Green”. Every label states that ICA has the quality as the main brand, the 

best brand or the largest selling brand in the market. They love to introduce “ICA” to 

customers. However, “Euroshopper” is a fighting brand. It is price first and then quality. 

“Euroshopper” does not always have as nice a quality as their leading products, but it is 

very cheap. ICA never mentions nor promotes it. If the customers want the lower price, 

“Euroshopper” comes to their mind. “ICA” is quality first and then the price. That is the 

difference between the two private labels.  

4.2.2 The role of quality and price  

Compared to competitors, Fredri Rydberg mentions that not only ICA, but also 

WILLYS and COOP  have different types of private label. Nevertheless it seems that 

the value of WILLYS is similar to Euroshopper. Fredri Rydberg does not believe that 

WILLYS has the same high quality as ICA. COOP also has brands similar to ICA and  

Euroshopper. While Fredrik Rydberg considers ICA to be a little bit superior to 

competitors, especially in quality, most of the other labels are more like the fighting 

brand Euroshopper. The unique thing about the ICA label is the prominent quality, and 

no other stores or retailers place as much emphasis on quality. Quality and price are the 

essential factors in conducting private label trade for ICA. The greater the volume of 

ICA labels sales, the easier for them to keep prices low. It doesn't make sense if the 

price is low and quality even lower, or the price is high and the quality is not as good. A 

good balance should be a little more about quality while still being cheap.  
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4.2.3 Reason for introducing private label  

Countervailing Power 

The sales manager demonstrated that some companies will raise their price suddenly 

and ICA then has to pay more on the purchase price. What is worse, in most cases ICA 

is not aware of the reasons for the company raising the price. In order to transform 

passivity into initiative, ICA started to set up private labels. Thereafter ICA was aware 

of how much the cost of production was. For instance, they now knew how much the 

tomato, sugar and production costs were. If Felix want to increase the price, they have 

to explain whether some of the costs have gone up and cannot just that they want to 

raise the price. If everything goes down then ICA asks them why they have not reduced 

the price?  

Brand loyalty 

On the other hand, private labels have a positive effect on brand loyalty. ICA always 

attempts to have lower prices than leading brands but at the same quality level. If the 

label is ICA, consumers regard the quality as good. ICA has achieved successes in 

brand loyalty since customers were satisfied with the price and quality ratios and they 

re-purchase it even though they can only buy it in ICA.  

Actually, ICA private labels existed in almost every category, such as coffee, soda, pens, 

milk and numerous other products. However, ICA attempts to perfect the categories 

continually. They now have 15 000 items but normally a customer only buys about 150 

articles in a year. This means that they don’t need 99% of the items. . Brand loyalty will 

be increased if ICA keeps on offering a greater variety of products for customers to 

choose from. 

Profits to retailer  

Moreover, private label was introduced to match the competition and expand the parent 
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brand. In 2009, the sales volumes of ICA label captured 20.43% of the total sale volume 

and approximately 35% of profit. Private label is more profitable than generic brands or 

brand leaders largely because it costs less.  They are produced and sold by ICA, and 

delivered through ICA logistics which cuts out third party costs.  In the store, ICA 

products are placed beside the best selling leading brands.  The customer can choose 

and compare between them. High margin products are often placed on a prominent 

shelf.  

4.3 Findings from survey 

The interviews were conducted outside ICA Kvantum, and lasted about 2 hours and in 

total 35 respondents were questioned. Approximately 40% of respondents were below 

the age of 25 and they were the biggest proportion of respondents. The respondents in 

the age group from 25 to 45 represented 31%.  A further 26% of respondents were in 

the age range from 46 to 65 and only 3% of respondents were above 65. The sample 

size is relatively small and the inequality of the age groups may have caused bias.  

 

4.3.1 The role of quality and price 

1. Quality or price 

 

Chart 4-1 Quality or Price 

The data clearly shows that a good balance between quality and price is the most 

important factor for most respondents, it represented about 65.7%. A further 20% of 

the respondents consider that quality is the most important thing for them when they 
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are purchasing. Approximately 14.3% of respondents chose price as the precondition 

to purchasing.  

2. Impression of qualities 

 

Chart 4-2 Perceptive quality 

This bar chart (Chart 4-2) indicates the respondents’ perception of product quality in 

respect of the ICA products In excess of 37.2% of respondents chose high quality, 

approximately 25.6% of them chose very high quality, and 62.8% of respondents in 

total agreed that ICA products offer great quality. However, 28.6% of customers 

thought that the quality was just neutral. Only a small portion of customers (about 

8.6%) considered that the ICA products could not meet their needs and no one 

selected very low.  This diagram clearly shows that ICA products can meet most 

respondents' expectations and some of them have a high regard for ICA products. The 

counterview was poorly represented in respondent answers.  

 

4.3.2 Brand Awareness & Brand Image  

1. Familiarity  
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Chart 4-3 Familiar with ICA private label 

Respondents indicated that, 77.1% were familiar with the ICA private label, 17.2% 

were unfamiliar with the ICA brand and 5.7% were  uncertain. 

 

2 Image of ICA private product 

 

Chart 4-4 Brand image of ICA private label 

Among the 35 respondents, approximately 57.1% regard ICA products as high quality 

and low price which is the intention of the ICA positioning. However the selection of 

high quality, high price represented 17.1% of respondents. Low quality, low price 

perceptions were held by 8.6% of respondents and low quality high price perceptions 

were held by 5.8% of respondents. Finally, 11.4% of respondents held no perceptions 

on the ICA label in this respect. 
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3. Compared with other brands  

The competitive strength with native brands will be explored in four aspects as shown 

in the following table.  

Table 4-1 Compared with other brands 

Worst 1 2 3 4 5 Best 

Quality  9% 49% 31% 9%  

Price 9% 3% 23% 31% 34%  

packaging  14% 60% 23% 3%  

Brand 

status 

6% 17% 51% 23% 3%  

 

This table evaluates the ICA private label products when compared with other brands 

from four aspects, namely quality, price, packaging and brand status. The table uses 

five degrees of comparison between the worst and best in an attempt to understand 

respondent perceptions of product value. The first aspect is quality, it can be seen that 

about 49% of customers chose 3 degrees which was neither good nor bad. Responses 

from respondents indicated that 31% perceive the quality of ICA private label to be 

even better than the others, 34% consider the price of ICA private label to be very good, 

31% think it is good  on price and 23% that the price is the same as others.  

 

In respect of packaging, the 3 degree mark recorded the largest proportion at 

approximately 60%.  Responses from respondents indicated that 23% thought it to be a 

little better than other packaging, and 14% held contrary opinions. In respect of brand 

status, 51% of respondents thought it to be as good as others, 23% of them considered it 

better and 17% considered it worse. It seems that most of the respondents had a good 

image and awareness about ICA products in certain respects, even when compared 

with other brands.  
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4.3.4 Brand loyalty 

1. Customer satisfaction  

The satisfaction that came from respondents who have purchased ICA private label 

products can be seen clearly in the following Chart 4-5. 

 

Chart 4-5 Satisfied with private label  

This diagram indicates that 31.4% of respondents are neutral in respect of their 

satisfaction with private label products, and 45.7% are somewhat positive in their 

attitude towards private label products.  The proportion that were very positive is 

20% , while the somewhat negative proportion were only 2.9% of respondents.  

 

 

2. Behavior loyalty- Shopping frequency  

 

Chart 4-6 Shopping frequency of respondents 

To evaluate whether consumers were loyal to the shop,  their purchase behavior was 

observed. As indicated in Chart 4-6, 65% of the respondents are shopping in ICA every 
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week, 17% are shopping 2 to 3 times per and 9%shopped once a month and a further 9% 

shopped less than once per month. One of the respondents said he had never purchased 

the ICA branded products.  These findings reveal that customers are largely loyal to 

ICA.  

3. Attitude towards ICA products — first choice & recommendation 

 

Chart 4-7 Attitudes towards ICA product 

There are 31.4% of respondents who chose only an ICA product, even if another brand 

had the same features as ICA. However, 57.2% were uncertain whether they would 

purchase an ICA brand over other brands. A further 11.4 % displayed a passive attitude 

on selection and neither prefer nor reject the ICA label.     

 

Chart 4-8 Attitudes toward ICA private label 

Similarly, behaviour loyalty could be demonstrated by whether a respondent 

recommends ICA private label to his/her friends. The responses from the respondents 

indicated 77.1% would recommend the product to friends, 20% said they would not and 

2.9% were not sure whether they would or not. 
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5 Analysis 

This chapter will deal with the analysis of theory and the empirical study. It consists of 

three sections, the first one is type of private label, the second one is the reason for the 

release of private label and the last one is branding.  

5.1 Types of private label 

ICA utilises more than one type of private label, namely ICA, I love eco and 

Euroshopper. Kumar and Steenkamp (2007, p.75), suggest that retailers often use 

multiple types of private label simultaneously . According to the four types of private 

label (Kumar and Steenkamp, 2007), Euroshopper can be regarded as a generic private 

label. The Euroshopper can be described  as a cheap price label and does not  get  

promoted. ICA is more like a premium store brand since it is not only has low prices but 

also better quality.  Corstjens and Lal (2000) likewise support that a combination low 

price and high quality private label is what contributes to private label success”. 

Responses from 65.7% of respondents indicate that both quality and price are the most 

important considerations when they chose ICA products.  

 

5.2 Reason for releasing private label products 

ICA benefits from the cost benefits of private label manufacturing costs. It is a potent 

weapon against scaled manufacturers when they present un-justified price increases 

(Nandan and Dickinson, 1994). Richardson et alsimilarly indicated that private label is 

one of the bargaining powers over manufacturers. ICA persist in the principle of 

increasing private label categories. Private label sales accounted for 20.43% of the total 

sales volumes but approximately 35% of profit was created by ICA. According to 

Oubina, Rubio and Yague (2006), retailers obtain greater profitability from private 

label products compared with manufacturer brands. Kumar and Steenkamp (2007), 

similarly suggest that private label products are beneficial in increasing the share of 
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category profit. This finding is also consistent with some experts who show that profit 

increases have occurred with the aid of private label (Richardson, Narasimhan and 

Wicox). In the face of profit, there is no reason why they should not do so. Finally, 

respondents appear to have loyalty towards the ICA private label brand. The 

shopkeeper is convinced that they have brand loyalty since consumers are satisfied 

with price and quality, and they buy it again and again despite the fact that they can 

only buy it in ICA. Nandan and Dickinson (1994), Dick, Jain and Richardson (1997) 

suggest that private label is a critical tool in building customer loyalty. Corstjens and 

Lal (2000) state that it helps retailers differentiate their merchandise from other major 

brands.  

5.3 Branding 

Brand awareness brand image 

The findings indicated that the brand awareness of ICA private label products is very 

highat 77.1% of respondents. Brewer and Zhao (2010) commented that brand 

awareness has a major impact on consumers’ repeat purchase behavior. High brand 

awareness of private label products means that customers are likely to purchase again 

and again. This could be generated by the private label strategies. In spite of price and 

quality, ICA always put their products near the best selling brand, and their best selling 

private label products are placed on a prominent shelf so as to further improve the 

familiarity of the consumer with the brand. The same applies to packaging, as it is not  

that the packaging of a generic label is  cheap, but that both  generic labels and 

premium store brands of ICA are packaged in a particular style and thereby create 

strong awareness in the consumer’s mind.  

 

According to Keller （2008)，brand image depends on the performance of brand 

associations in the consumer’s  memory and a  strong brand association is influenced 

by brand attributes. Studies done on the private labels of ICA have shown that 62.8% of 
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respondents agreed that ICA products offer high quality. When comparing other 

brands, approximately 49% of respondents considered the quality to be equivalent to 

that of national brands. It is worth mentioning that ICA private label did the best in 

pricing perception analyses, with more than half of the respondents perceiving this 

private label to be better than other brands. As ICA is positioning their private label as 

high quality and low price, the strategy appears to be effective. This finding illustrates 

that ICA products are  associated with low price but with the quality  as good as 

national brands. However, for most of the investigated attributes, the majority of the 

respondents answered that ICA private label was neither good nor bad. According to 

Pitta and Kutsanis (1995) and Cheverton (2004), a strong brand association helps to 

differentiate the brand in consumers minds and makes the firm superior to their 

competitor. Customers are likely to choose other brands instead of ICA private label 

since the attributes are without distinction among all the selection items. In 

comparison with price, quality or packaging it is important for ICA to find out how to 

develop brand status since about 23% of respondents held less positive attitudes 

towards it. When a consumer perceives low brand status it will result in an associated  

low level of status with private label.  

 

Brand loyalty 

Chart 9 shows that about 62% of respondents shop in ICA every week. According to 

Keller (2008, p.72), behavioral loyalty is the repeated purchase behavior of customers. 

The data illustrates that in total about 82% of respondents shopped at ICA frequently 

which means that behavioural loyalty exists in customers.  This has great potential for 

ICA to create  tremendous value because of customers’ repeated purchasing of the 

brand.   

 

ICA intends to transform the behavioural loyalty into attitudinal loyalty through 

private label. According to Apéria and Back (2004), a true loyalty will occur  when 
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the behavioural loyalty and attitudinal loyalty meet simultaneously . However, there 

are 57.2% of respondents who were unsure whether they would purchase the ICA 

private label as a first choice. It means most customers may just be loyal in behaviour 

and don’t have attitudinal loyalty, which reflects the fact that true loyalty has  not 

occurred as ICA would have expected.  It is a common problem for all retailers in that 

customers easily switch brands when private label value is less than another brands 

value (see chapter 2.2.2.1). But we found that about 31.4% of respondents claim that 

they love ICA products and will always purchase it except when it is not available. It is 

a good trend to increase the brand loyalty of ICA gradually. Moreover, the figures show 

that 77.1% of respondents were willing to recommend ICA private label to others. 

According to brand management strategy, ICA can benefit from customers loyalty to 

the brand as they persuade other customers. It also represents that the ICA brand image 

does come into a customers’ mind and it will help enlarge their clientele. 
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6  Conclusion  

This chapter presents the conclusion of the research and consists of two parts. A 

conclusion will be drawn based on the analysis and research questions in the first part. 

It aims at answering the problem question and concluding the findings of the study. 

Moreover, the recommendations for further study are given in the second part.  

6.1 Conclusion with research questions  

This dissertation is based on the reliable theoretical framework and a noteworthy 

empirical study which includes personal interviews and a survey. The whole 

dissertation can be summed up by explaining the two questions we mention above. The 

questions will have explanations which integrate with an actual case, ICA, as follows.  

 

Question 1: What are the motives behind the introduction of private label? 

 

Firstly, as one of the biggest retailers in Sweden, ICA is desirous of controlling the price 

better. ICA set about implementing private label to increase its bargaining power with 

manufacturers. This was the original motive for ICA to release private label. Today, 

ICA has become one of the most important leaders in the supermarket industry of 

Sweden and certainly has  enough capacity to be competitive with national brands and 

other competitors. Secondly, ICA also expanded the market segment margin through 

offering more and more diverse private label products which increased competitive 

strength and profit. Last but not least, increased loyalty of brand and customers was the 

most important outcome of private labels. ICA produced private label products of the 

same quality as  other manufacturers but their price was lower. It has efficiently kept 

the ICA private label in line with the needs of their customers.   
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As a consequence of our study of ICA, we found that ICA’s motives for releasing  

private label had given them power with manufacturers, price control, enhanced 

competitive strength and increased customer loyalty.  

 

Question 2: How is the private label strategy integrated in the branding concept? Such 

as brand awareness and image and brand loyalty. 

 

Private label is a valid way for brand extension. ICA chose the multi-brand as their 

extension strategy and released three different labels. The ICA manager reasoned that 

this strategy was to meet the different customer ’s needs and also to protect the lead 

brand, ICA. Moreover, this strategy filled more shelf space and narrowed the gap of 

quality and price. ICA could control and increase brand image and awareness by 

carrying different private labels. The ICA brand as a whole represents  high quality  at 

the best price.  Did the customers have the same responses to ICA? From our survey, 

we found that ICA performed well on brand image and brand awareness. The brands 

were easily recognized and made an impact on the customers mind. In addition, one of 

the most important reasons for ICA was to increase and strengthen brand loyalty 

through private label. Our analysis indicates that most respondents trust ICA products 

but were not sure that ICA products would be their first choice. ICA almost hit their 

goals but they need to take more measures to achieve true loyalty with customers.  

 

In conclusion, ICA does have an appropriate brand extension strategy and it has  great 

performance on brand image and brand awareness. On brand loyalty, ICA did a good 

job but still has a gap between their objective and reality.  

 

6.2 For further study 

This research contributes to finding the advantages for retailers to introduce private 

label.  With regards to understanding private label, the interview and survey gave us a 
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better understanding than thast gained from the available literature. Certainly theories 

are very helpful but sometimes we hardly realise the significance behind the words. 

During the interviews, we could discuss the problems with the respondents.  By doing 

so, we better understood   the retailer ’s perception towards private label. Often we 

look at problems subjectively but the survey reminded us to be more objective. 

Actually everyone has a different way of thinking. Another contribution is assisting 

readers of this dissertation to have an in-depth understanding of private label within a 

brand concept. Perhaps the reader is aware of the economic factors of private label and 

that there is a strong relationship between private label and brand concept. It was 

worthwhile to work through this for the benefit of the reader. 

 

Next, we present some interesting proposals.   

1. As mentioned above, we did not discuss the disadvantages or risks related to 

introducing private label. It is a creative topic for research.  

 

2. We know that ICA intends to expand the categories of private label as much as 

possible.  Could such expansion of private label not go beyond what the retailer 

can afford？  

 

3. Even though we are confident that private label can create profit for retailers, could 

this profit go higher than that of national brands？ 

 

4. What is the relationship between private label and cyclical trends in the economy?  

The market share of private label will increase during a recession but national brand 

increases in the periods of relative economic prosperity. Is this true? 
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8 Appendices 

8.1 Appendix 1 

 Generic private 

label 

Copycat brands            Premium store 

brand 

Value innovation 

example No name black and 

white packages 

marked product 

Quill office 

product; 

Body Shop; 

Tesco Finest; 

IKEA; 

H&M 

strategy Cheapest-undifferent

iated 

Me too at a 

cheapest price  

Value added Best performance 

price ratio 

http://www.answers.com/topic/wal-mart-stores-inc
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objective Provide customer 

with a low price 

option. Expand 

customer base 

Increase retail 

share of category 

profit 

Provide added 

value product; 

Differentiate store; 

Increase category 

sales; 

Enhance margin; 

Provide best value; 

Build customer 

loyalty to store; 

Generate word to 

mouth; 

branding No brand name or 

identified at first 

price label 

Umbrella store 

brand category 

specific own label 

Store brand with 

sub brand own 

brand 

Meaningless own 

label to demonstrate 

variety 

Pricing  Large discount, 

20%-50% below  

brand leader 

Moderate 

discount 5%-25% 

below brand 

leader 

Close or higher 

than brand leader 

Large discount, 

20%-50% below 

than brand leader 

Category 

coverage 

Basic functional 

product categories 

Originates in large 

categories with 

strong brand 

leader  

Image or forming 

categories, 

Often fresh product 

All categories  

Quality to 

brand 

leader  

Poor quality Quality to choose 

branded 

manufacture 

Quality on par or 

better; advertised as 

better 

Functional quality 

on par with brand 

leader but with 

removal of ”non 

value adding” 

product feature and 

image 

Product 

development 

None Reverse 

engineered using 

manufactures with 

similar 

technology  

Considerable effort 

to develop best 

product with 

similar or better 

technology 

Considerable effort 

and innovation in 

terms of cost benefits 

analysis 

Packaging  Cheap and minimal  As close to brand 

leader as possible  

Unique and source 

of  different ion 

Unique  but 

cost-efficient 

Shelf 

placement  

Poor; less visible 

shelves 

Adjacent to brand 

leader 

Prominent 

eye-contacting 

position 

Normal as all over 

store 

Advertising/ 

promotion   

None 

 

Frequent  price 

promotions 

Featured in 

advertisements but 

limit price 

Store not own- label 

normal promotion 

schedule 
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promotions   

Customer 

proposition  

Sold as cheapest- 

price product 

Sold as same 

quality but lower 

price 

Sold as best 

products on market 

Sold as best 

value-price generics 

but object quality on 

par with brand leader 

By Kumar and Steenkamp, 2007 

 

 

 

 

 

 

 

 

 

 

 

 

 

8.2 Appendix 2 

 

Questionnaire                               

 

ICA's products Questionnaire  

 

 

Gender:  Woman    Man  
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Age:   Below 25    25-45   46-65   Above 65  

 

 

1. Have you ever brought ICA own product? 

A. Yes                 B. No   

 

2.How many times do you go to ICA? 

A. Every week            B. 2-3 times/ month  

C. Once a month           D. Less  than once a month  

 

3. Are you familiar with ICA’s own product?  

A. Yes                    B. No       C. I don’t know  

 

4. How do you consider the price and quality in ICA products? 

A.  High quality, low price   B. High quality, high price  

C. Low quality, low price      D. Low quality, high price  

E. I don’t know 

 

5. Which is the most important to you when you buy ICA products?  

A. Quality                B. Price                C. Both of them 

 

6．Are you satisfied with ICA products? 

 

Not at all       1       2      3     4      5      completely     

                          

             

7. How do you perceive ICA products in the following categories? (e.g.  Felix)? 

 

Worst                                              Best 
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Quality   

Price 

Packaging                     

Brand status 

 

 

8. Would you recommend ICA products to friends and family?  

A. Yes                       B. No      

9.  How well does the quality of ICA products meet your expectations? 

 

Not at all      1       2      3     4      5      completely     

                          

 

10. Even if another brand has the same features as ICA, would you prefer to buy ICA 

products? 

A. Yes                   B. No                   C. I don't know 

8.3 Appendix 3 

Interview questions: 

1. Why did ICA introduce private label? 

 

2.  How many private labels in ICA? How many categories? 

 

3.  How about the profit of private label?  

 

4. How about the package in private label? 

 

5. Do you think ICA is superior compared to other competition? 
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6. How does the introduction of private label effect customer loyalty? (Quality, price 

or something like that) 

 

7. What  do you think the similarities and differences between ICA and other 

competitors are?  

 

8. Which one do you think is more important -  price or  quality? 

 

9. What is  the customer attitude to the private label? 

 

10. Do you have  loyal fans of ICA private label, do  they buy the product just 

because it is an  ICA brand? 

 

11. Will you promote the ICA label often? How will you do this ?  

 

12. Can customer  recognize the private label easily? 


