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[bookmark: _Toc224990705]1. Introduction 
Private label products are considered to be a significant strategy used by retailers who are seeking to improve their brand loyalty level and enhance profitability (Sgroi and Salamone, 2022). To influence the consumer purchase spectrum, Tesco and other firms have expanded their own labelling brands to compete with the national brands. The paper will address the impact of the intake of own-label products on the purchasing behaviour of consumers in Tesco stores.  
The objectives include:
· To examine how price perception and value for money influence consumers’ willingness to purchase private label products at Tesco.
· To analyse consumer perceptions of quality, trust, and brand image associated with Tesco’s private label products.
· To identify the key factors that influence consumer buying behaviour when choosing between private label products and national brands in Tesco stores.
The research project aims at investigating the price perception, quality, brand trust and value of money, which influences the customer decision.
Rationale
The rationale under the decision to undertake this study is the increased topicality of products bearing the label of the company in the framework of modern retailing activities. The rise in retailers such as Tesco has contributed significantly to their own labelling solution in the form of their competitive strategy in order to enhance the profit margin and strengthen their consumer relationship (Dubé, 2024). In the meantime, it can be noted that the consumers have become more price-sensitive because of their economic uncertainty and inflation and altered patterns of consumption behaviour. The effect of such attributes as price perception, perceived quality, brand trust, and value of money on the purchase behaviour is therefore of interest to academic research and in the running of the retailing business in reality (Yuliastuti, 2025). The study will assist in filling the gap in the literature on the topic, as it will focus on Tesco and explore the impact of these factors on consumer purchases of its own systems.
[bookmark: _Toc224990706]2. Literature Review 
Consumer buying behaviour is very common in the theoretical frameworks since it examines the psychological, social, and economic dimensions in the process of making a purchase decision. According to Roy and Datta (2022), the consumer behaviour models touch on the value of motivation, perception, attitudes, and the decision-making process in influencing purchasing patterns. Such theories suggest that consumers purchase after evaluating the various virtues, such as the price, quality, brand image, among others.
Another phenomenon that has been given focus in research on the topic of private label products is the perceived value and quality. As Musso et al. (2022) have found, the primary reasons that make the purchase of the products of the private label are affordability, trust, and familiarity with the products; and the factors differ across the age group. They found that younger and older consumers may respond to the retailer brands differently in terms of price sensitivity, as well as brand loyalty.
In addition to this, Chaudhary and Sharma (2022) used the concept of masstige marketing to address how brands with their own label could be positioned as reputable and low-priced products. Zhao et al. (2022) succeeded in unveiling that the factor of advertising, brand awareness and perceived quality is the one that has an immense effect on consumer behaviour and brand loyalty.
The place of the products of the private label has varied significantly over the past few years because it was viewed as an affordable alternative; however, these days it is being marketed as a scale-reaching product against national products. To generate higher consumer perception and loyalty, retailers have invested in the quality, packaging and marketing of their own branded products (Rafi, Jariko and Mushtaque, 2025). Through these developments, the perceived risk of purchasing the private label goods has dropped, and there have been more consumers who have turned to researching the alternatives to the branded goods that are available in the market.
Still, one of the most prevailing forces of buying behaviour of the label is price advantage. A study conducted by Czeczotko, Górska-Warsewicz and Zaremba (2022) reveals that a consumer is likely to associate the presence of a low-cost product of a particular brand with the presence of a private label more than at the time of economic demand. When consumers extend the idea that the gap between the price of national brands and the retailer brands is high, yet the quality of the two products does not differ significantly in the view of such consumers, they tend to switch to the retailer brands. This is precisely the behaviour that is common with the price-sensitive consumers who make their purchase decisions solely on economic value as the major factor.
The brand trust is also important in determining consumer attitudes towards the use of private-label products. Supermarkets with a good reputation, such as Tesco, enjoy more consumer confidence when it comes to their own brand merchandise. According to Liu and Wang (2023), the transfer of consumer trust in the retailer to consumer trust with the brand name of the own-label has a positive impact on consumer purchase intentions. Customers who were accustomed to shopping at a particular retail store will be familiar with the products that that store offers, and it is likely to increase their sense of trustworthiness and reduce their attitude towards perceived risk.
The other important variable that influences consumer behaviour is perceived product quality. The national brands were historically recognised to be superior to the private label products. However, as current studies indicate, the moderation of the manufacturing and closer quality control processes signs this divide by a large margin (Chowdhury et al., 2024). As a result, significant consumers now consider the category of consumer label products to be equivalent to branded products, especially in the category of products of a similar nature, such as packaged foods, home appliances and other products of daily significance.
Although the popularity of the said products under the label of the private label is increasing, the research continues to highlight the few gaps with regard to consumer attitudes towards specific retailers' brands. Much of the available literature is on the overall perception of consumers towards non-branded products and not on individual retailers such as Tesco. Therefore, they need more specific studies that will estimate the specifics of the influence of consumer behaviour in certain retail formats. The research proposed will close this gap by exploring how price perception, perceived quality, brand trust and value of money influence the consumer buying behaviour regarding Tesco's own-label products.
Despite these being done, much of the influence of these factors on the consumer purchasing behaviour of the fulfilled products by the retailing companies in the United Kingdom, particularly Tesco, is unknown. This study, therefore, aims to bridge this gap by researching the factors that can influence the willingness of consumers to buy Tesco's own-label products.
[bookmark: _Toc224990707]3. Methodology
The study will utilise an interpretivist research philosophy. Interpretivism deals with human behaviour, perception, and experiences in a particular context (William, 2024). This study aims to examine consumer attitudes and perceptions about the Tesco own-brand products; hence, the interpretivist philosophy would be applicable since it would allow the researcher to interpret the current results and the meaning of the label purchase behaviour to the consumers.
The research will be inductive in quality. Using an inductive method, conclusions about the analysed data are produced, and no test of an existing theory is carried out (Vears and Gillam, 2022). The review and analysis of the secondary data will assist the study in identifying trends and patterns of consumer perception as regards price, quality of producer, trustworthiness and value for money. The knowledge will be applied to come up with a superior understanding of how the factors influence the buying decisions.
The research will adopt a qualitative research design, which is based on secondary data analysis aimed at determining the effects of the use of the products that are privately labelled on the consumer buying behaviour of Tesco (Cheong et al., 2023). The secondary sources that would be employed to gather the data would be articles in scholarly journals, industry reports, books, and other credible sources on the internet in relation to consumer behaviour and marketing of its own labels. The sources, such as the research on consumer perception, brand loyalty and retail strategy, will be investigated so as to discover the trends and the key influencing factors. The adopted research methodology will be secondary research. The policy will involve collecting and analysing data, which are already published in academic journals, industry reports, and credible research publications. The secondary data will allow the researcher to acquire the widest possible range of perspectives and already existing studies on the issue of private label marketing and consumer behaviour. 
The data collected will be analysed by using thematic analysis, where identification and interpretation of the known themes, such as perception of price, perceived quality, resource trust of the brand and value of money, will be applied (Rosairo, 2023). The ethical considerations will also be maintained by appropriate reference to all the sources, absence of any form of plagiarism and use of valid and trustworthy academic sources. This kind of approach will render the research credible, transparent and of academic standard.
The ethical aspect will be put under a lot of observation in the research. Since the study relies on secondary data, no major issue related to consent of the participants; it is essential to consider academic integrity. To avoid plagiarism, all the sources used in the research will be mentioned accordingly with the assistance of an adequate reference. In addition, reliable and peer-reviewed sources shall also be employed to ensure that the research findings are reliable and valid. Data collection and analysis processes will also be made transparent by the researcher in order to make the research sound academically and ethically.
[bookmark: _Toc224990708]4. Expected Findings 
The general aim of the study is to examine the effects of the private label products on the consumer purchasing behaviour at Tesco. The researchers suppose that the findings of the study will show that a large portion of consumers will be more open to purchasing products of the private label type, as they are usually cheaper than those of the national label, and the quality of the former is also satisfactory. Value of money and price perception are also likely to be the most effective factors that define the consumer preference for Tesco's own-label products. Consumers may gain more trust in Tesco as a retailer, and this aspect can positively influence their willingness to purchase own-label goods. Besides, this research might point to the fact that the improvements of the quality of the products, packaging and brand positioning have increased consumer confidence in the own label. The findings could also hint at the fact that Tesco's private label strategy is one of the elements that help Tesco achieve customer loyalty and maintain its competitive edge in the retail market.
[bookmark: _Toc224990709]5. Limitations
The weakness of the research may be the secondary data, the unavailability of current company-specific data of Tesco, and the likelihood of bias in outdated research (Kumara, 2022). These constraints may affect the level of analysis; however, it is determined to base it on credible academic materials and other studies to present the credibility and unbiased evaluation. The second limitation is that it may be found to be unable to obtain primary consumer responses to constrain the ability to directly measure the current attitude of customers to Tesco's own-label products. Further, basing data on the existing published literature may also limit the scope of information to what has been previously published and not necessarily the actual market behaviour.
[bookmark: _Toc224990710]6. Timeline
	Activity
	Start Date
	End Date
	Duration (Days)

	Topic selection and research planning
	06-03-2026
	07-03-2026
	1

	Literature search and review of academic sources
	08-03-2026
	10-03-2026
	2

	Data collection
	11-03-2026
	13-03-2026
	2

	Data analysis
	14-03-2026
	16-03-2026
	2

	Findings
	17-03-2026
	18-03-2026
	1

	Completion and recommendations
	19-03-2026
	20-03-2026
	1




Figure 1: Project Timeline
(Source: Self-developed)
[bookmark: _Toc224990711]7. Conclusion 
The proposal aims to explore the impact of utilising the concept of private label products on consumer buying behaviour at Tesco. The secondary qualitative research will help the study provide information that may help the retailers continue to improve their plans for private label and better understand the shifts in consumer preference.
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