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{Abstract)

During the past years private brand sales in supermarkets
grew more rapidly then manufacturer brands. Store brand
products account for more than onefifth of total volume
sales in the United States and are outpacing national brand
growth. The most compelling reason for this increased
presence in the market is their price differential with
national brands. A general tendency of store brand sales in
Korea also is on the increase over the years. On the other
hand there is something yet to learn in the field of private
label.

The research has resulted in consumers changing their
perception of store brand products from one of low quality
to one of premium quality. Reduced price is not the only
answer for store brand to be survive. The new marketing
approach should include better packaging, improved quality
and specific advertising and promotional programs designed
to increase customer awareness and saes of store brand

products.

(Keyword)
store brand, store brand packaging, private brand, privale
label.
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