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Abstract
The present study analyzes consumer's buying habits of Tesco's private label products in the retail food sector in the UK. The study aimed to focus on the importance of private label and consumer attitudes and the supermarket competitive landscape. A detailed literature search was done to review all the concepts in detail such as buying behaviour of the consumer, perceived price, perceived quality, value for money, brand trust and brand image. In order to interpret the purchase behaviour, theories of planned behaviour, perceived value theory and signalling theory and consumer decision making were also employed. Sources from industry and academic were utilised and a secondary qualitative research methodology and thematic analysis were used. The study led to the emergence of five prominent themes, which are important in the process of purchasing: price perception, quality perception, brand trust, brand image, and consumer preference between private labels and national brands. The results indicated the positive impact of the competitive price policy, quality enhancements, branding and loyalty policies of Tesco on customers' purchase decision on their private label products. The following were some of the main themes emphasised: value perception, premiumisation, consumer trust and changing consumer shopping patterns within the UK retail market. Unsurprisingly, the study revealed that some of the most advantageous aspects of Tesco's competitive positioning—that is, low price, innovation, product improvement and digital engagement strategies—are greatly beneficial to the success of private label products. The following improvements were suggested for the future: more pricing strategies, product innovation, branding improvement and more digital consumer engagement.
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[bookmark: _Toc231132407]Chapter 1: Introduction
[bookmark: _Toc231132408]1.1 Research Background 
The store-brand products or own-brand products can also be referred to as the private label products that are gradually becoming a very important aspect of modern-day retailing. The retailers make and sell only such types of products in their own brand names, products that are also substitutes for the national brands. The past decade has seen a phenomenal growth in the market of the products of the own label due to the change in consumer preferences, growth in the living standards and competition within the retail market. Retailers focus on increasing their loyalty, positioning themselves as operating competitors and improving their profitability relative to branded products, which are linked to their retailer strategies; this is known as private-labelling (Warnery-Daugy, 2025).
Tesco, the largest supermarket retailer in the United Kingdom, is one such company that has been able to develop a wide array of own-label products in a wide variety of lines, including food, beverages, household products and personal care. Tesco's own-label range is a range of value, standard, and elite products to meet the different price levels and requirements of customers based on their income levels. With this plan, the establishment (company) will be able to compete with the national brands not only directly, but he/she will also be able to provide the consumers with more choices, but at a lower price.
Consumer buying behaviour of the products of the private label has changed. Previously, the majority of the customers regarded store brands as low-quality products, which they would purchase merely because they were cheap. This has, in fact, been altered by changes in perceptions following development in packaging, quality standards and branding. The alternative to a label good is another reliable, trusted offer and a cheap alternative offered by many shoppers. Some of these factors are price perception and perceived quality, trust in the retailer, and value of money, which tremendously affect the buying.
Given the economic uncertainty and inflationary pressures, consumers are now more outspoken in demanding cost-effective products without necessarily losing out in terms of quality. Thereby, the ambiguity of the influences of Tesco's own label products upon consumer buying behaviour is exceptionally relevant both to academic and retail management practice.

[bookmark: _Toc231132409]1.2 Research Rationale 
The reason behind carrying out the study is that the role of the label of a product of a retail store is key in the growth of the retail business, and increases as the influence on the selection of consumers. The supermarket chains operating in the highly competitive supermarket markets are forever seeking ways to increase their profitability, customer loyalty and market share. The use of the products of the own label is among the most significant tools to achieve these goals, as they are likely to generate a higher margin than the national ones, as well as introduce more power of the retailer's image.
Tesco has radically escalated its stake in the quantity of its own labels and is, thus, an adequate case study to monitor the relationship between private label products and buyer behaviour (Winter et al., 2024). Tesco has multiple market segments, offering economy, mid-range and premium own-label products. Such a positioning of generality will provide an opportunity to understand the reaction of different customer groups to price, quality and brand image.
Tesco declared that it has a share of 28.7 per cent on the grocery market in the UK in the year 2025, 23 basis points higher compared to the year before, which is a pointer to how the company is competing well in the supermarket market (Innes, 2026). In 2025, Tesco introduced over 2,000 more and better own-label products, 750 of which were categorised under the Finest brand as the highest end, which means that the own-label products were gaining increasing prominence in Tesco's strategy. Through online sales, Tesco states that the online business in the UK increased by 11 per cent to over 7billion pounds by the year 2025, which is a consumer buying behaviour in Tesco which will have an increasing pressure on all Tesco retail platforms.
Within literature, the historical literature has been engaged in researching the subject of the usage of the concept of the private labels in general, though few studies are being conducted on the topic itself of Tesco and the influence of the composite of price perception, quality, trust and value of money on purchasing behaviour. This research is an effort to address this void.
At the management level, the outcomes can help Tesco to master the pricing strategy, product positioning, improve customer trust and boost sales. Therefore, the research is timely, pertinent and useful to the theory and practice.
[bookmark: _Toc231132410]1.3 Problem Statement
The influx of supermarkets selling products under their own labels has grown at an exceptionally fast pace, but not knowing what makes people purchase such products, rather than national brands, is one of the greatest problems that retailers have had to deal with. Low prices will attract most customers, but purchasing will not be made based on price (Martinčić, Vuković and Hunjet, 2022). Other things that consumers consider are quality, trust, brand recognition, packaging and past shopping experiences. Retailers should not be surprised that they may struggle to capitalise on the prospects of their own-label lines unless they understand these influences. Tesco has considerably invested in developing its own label products in different categories and prices.
The other concern is the economic environment fluctuations. The rate of inflation and growth of the cost of living compel consumers to switch to using alternatives that are cheaper, but this consumption pattern is short-lived and driven by neediness and not by actual loyalty to the use of the products with a private label (Ahmed et al., 2022). Those who are customers may revert to national brands once the economic conditions improve unless Tesco can build a long-lasting trust and satisfaction. In addition, the age, income, lifestyle and shopping behaviour of the consumers vary. Without a clear understanding of these differences, Tesco will not be able to exploit opportunities to target the customers.
[bookmark: _Toc231132411]1.4 Research Aim
The study aims to examine the case study of consumer purchasing behaviour of the products with the label of Tesco.
[bookmark: _Toc231132412]1.5 Research Objectives
· [bookmark: _Hlk230714980]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.
· [bookmark: _Hlk230715028]To identify the key factors that influence consumer buying behaviour when choosing between private label products and national brands in Tesco stores.
[bookmark: _Toc231132413]1.6 Research Questions
· How do price perception and value for money influence consumers’ willingness to purchase private label products at Tesco? 
· What are consumers’ perceptions of quality, trust, and brand image associated with Tesco private label products? 
· What key factors influence consumer buying behaviour when choosing between private label products and national brands in Tesco stores?
[bookmark: _Toc231132414]1.7 Research Significance 
This research has academic, managerial and practical implications. The research contributes to the body of research on consumer behaviour and retail branding through its study of the effects of utilising the products produced in purchasing. It explicitly looks at the interaction between such variables of retail decision-making as price perception, quality perception, trust, and value for money that could contribute to its operational efficacy. The Tesco concept in the role of taking a case study is to give context-dictated evidence on the existing theories of consumption of a label-owned product.
The results can assist Tesco in understanding how customers feel about its own-label products. Tesco can focus on the competitive pricing strategy when price is the determinant of consumer (Roy, 2024). Once the elements of trust and quality are overriding more, the company may be required to make the packaging, assurance of quality, and promotional communication more forceful. The awareness of these drivers can make Tesco gain customer satisfaction, resulting in repeat purchases and long-term loyalty (Azan and Karimah, 2022).
In this study, there is also a contribution to the overall retail practice. The number of supermarket chains producing their own label to be comparable with the manufacturers' brands has been increasing. The experiences at Tesco can be extended to other retailers who would like to strengthen their own-brand approach in their individual markets. The findings can guide the companies to work towards providing competitive prices and perceived quality, especially when the economies are volatile.
More aggressive private labelling strategies can lead to quality of products, reduction in the price and an increase in the product choice to the consumers (Sgroi and Salamone, 2022). This contributes value in local purchasing decisions.
Finally, the study is timely because of increasing expenditure patterns and inflation, which has triggered a desire towards less expensive products. Therefore, the study has implications for practice to retailers and other researchers and policymakers who could be interested in pricing, competition and consumer welfare.
[bookmark: _Toc231132415]1.8 Dissertation Structure 
Chapter One: Introduction presents the background of the study, rationale of the research, problem statement, research purpose, objectives, research questions, research significance and the outline of the research. It provides the background on the need to explore the importance of examining the purchasing behaviour of customers and the Tesco branding.
Chapter Two: Literature Review critically evaluates the accessible scholarly theories and empirical studies as far as the topic of personal label branding, consumer buying behaviour, perception of price, perceived quality, trust and value-for-money is concerned.
Chapter Three: Methodology reflects the research philosophy, research approach, research design, data collection methods, sampling strategy, and data analysis methods to be utilised in the research. It also discusses those ethical concerns, reliability, validity and limitations of the chosen methodology.
Chapter Four: Findings and Analysis presents the findings attained during the research on the participants, and their interpretation within the context of the research aims and previous literature. The inferences drawn are the consumer buying behaviour patterns and the relationship governing the consumer buying behaviour of Tesco's own-label products.
Chapter five: Conclusion and recommendations gives a summary of the major issues of the research paper and discusses the research questions and whether the aim of the research is achieved. It also gives recommendations on what Tesco should/could do to improve the situation, and what research can be done in future.


[bookmark: _Toc231132416]Chapter 2: Literature Review
[bookmark: _Toc231132417]2.1 Overview
The retailer-owned/store brands, otherwise known as the private label products, have acquired a new meaning in the retailing world everywhere. Now, seen as cheap and cutting-edge substitutes, they are now trading on equal footing with the national brands, thanks to better packaging, quality and premium lines produced by chains such as Tesco, Aldi and Sainsbury. This literature review aims at discussing how the variables influence consumer buying behaviour to purchase private label products: price perception, value of money, quality, trust and brand image. It also presents the theoretical perceptions and sets research gaps to be utilised in the competitive position of Tesco in the UK market.
[bookmark: _Toc231132418]2.2 Concept of Private Label Products in Retailing
Private label is a product that is made by a business and sold under another brand name, such as the business sells the product under another name. These are generally sold as a cheaper or 'value for money' product compared to national or brand products (Thomas, Patel and Bhatt, 2023). Commonly referred to as store brands, own brands or retailer brands, they are sold in the retailer stores and are not offered in other stores besides their outlets. The benefits that the private labels have on the retailers are enhanced profitability, price-setting control and improved product control. Sgroi and Salamone (2022) insist that the advent of the concept of the private label has given a strategic instrument as it is used as a means of enhancing the bargaining power of the retailers over the suppliers and the fortification of the image of the stores.
The preceding generations of the products of their own brand were advertised as the low-cost generic substitutes of branded products (Buob and Franzén, 2023). These products were characterised by simple packaging, low levels of marketing reinforcement and occasional quality checks. They were largely in demand among high price elasticity consumers, and those demanding the lowest price. This strategy has been reflected in the initial line of products as Tesco Value in its UK market (Ward et al., 2026). 
As tougher competition took its toll, it dawned on the retailers that the low-price-only strategy was not a lasting strategy (Kopalle et al., 2023). This led to the second stage- production of such labels privately, where there was the production of standard ranges which were meant to provide decent quality but at a price lower than the large brands. Packaging was improved in design, ingredients were made better, and product consistency, too, was taken into account (Schifferstein, Lemke and de Boer, 2022). The Tesco and Sainsbury retail stores also expanded mainstream own-label products to target their family consumers who wanted low prices, but average quality. 
The third stage saw the emergence of certain high-end own-label products. Retailers realise that consumers might not be purchasing retailer brands to save money, but to enjoy a superior taste, convenience and aspirational value. Even the own label can compete with the national brands in terms of quality, as such high-quality brands as Tesco Finest, Sainsbury's Taste the difference, and Kirkland Signature can prove. 
The fourth phase is a more recent one that pays attention to ethical, organic and health-oriented own-label. The growing consumer interest in sustainability, wellness and responsible sourcing has facilitated the development of own-label products based on plant, fair-trade, free-from and organic in retailers. Czechotko, Gorska-Warsewicz and Zaremba (2022) found out that health-related motives are also becoming more relevant to the purchase of the own label and especially, in the food sections. 
[bookmark: _Toc231132419]2.3 Theoretical Underpinning
[bookmark: _Toc231132420]2.3.1 Theory of Planned Behaviour (TPB)
The Theory of Planned Behaviour focuses upon the intention towards the buying behaviour as the nearest predictor of buying behaviour. The intention, in turn, is influenced by three factors, i.e., attitude towards the behaviour, subjective norms and perceived behavioural control. This model is highly practical with regard to purchasing one's own labels because there is an inclination towards conscious decision-making when faced with the option of either purchasing a store label or a manufacturer label.
Attitude is the degree of consumer review on the private label products, whether to purchase them or not. Once individuals believe that Tesco's own-label products are of good quality, lower prices and satisfactory performance, the members of the shopping mall will have a good intention to buy them. To illustrate this case, a client who previously purchased Tesco pasta or cereal and felt content with the services will turn biased towards Tesco's larger series of privatised brands.
Subjective norms refer to perceived social pressure of family, friends or other members of society. As inflationary times and pressure of the press of living become the new thing, more and more often, value-based products are preferred. Perceived behavioural control, the consumer has a belief that he is able and he has the resources to follow the behaviour. National brands may appear inaccessible because of the budget constraint, but they appear to be more accessible and realistic in terms of price. The retailer’s brands will most probably be purchased by the consumers who will feel they are better placed to manage the household spenders. 
[bookmark: _Toc231132421]2.3.2 Perceived Value Theory
According to the Perceived Value Theory, a consumer makes product decisions depending on the comparison of gains made against trade-offs of a good, particularly money, time and energy. This theory can be used especially in examining the purchase of the labels owned by individual stores because the store brands compete, offering satisfactory quality at a reduced price compared to the national brands.
Customers do not necessarily request the cheapest product; they seek the highest value. Value can be quality and convenience in the products, reliability, regularity and satisfaction of the emotions. This theory provides an explanation for why the majority of the house brands have increased the packaging and composition of their products. Poor quality will never work when it comes to prices among retailers. 
Instead, they would like to increase the benefit-to-price ratio. In the research conducted by Musso et al. (2022), it was found that the perceived value exerted a significant influence when it comes to making decisions to purchase a private label, regardless of age, which can be justified by the fact that the process of value assessment is a global phenomenon. Aldi and Lidl discounts have already gained a niche in the UK, as individuals tend to believe that their own-label products, mostly of low quality, provide them with superior quality at a low cost. 
[bookmark: _Toc231132422]2.3.3 Signalling Theory
Signalling Theory is an explanation of how a consumer may make a judgement about the quality and reliability of a product without being able to directly assess the product before buying it because they do not have direct information about it. This theory is especially applicable to private label grocery products as consumers may often purchase the product based on limited information. Consumers judge the quality and value of Tesco private label products by the packaging design, reputation of the retailer, shelf position and price.
Packaging is an important quality criterion. Packaging that is premium, modern and appealing can convey freshness, sophistication, and greater standards; while older or basic designs can lead to lower quality perceptions (Vogel et al., 2023). The reputation of the retailer is also a factor that affects consumers. The well-known retailers with good brand images transfer this credibility to their private label product, so that their consumers believe that they are reliable and good.
One other important factor that affects buyers' decisions is price. People who are price sensitive may buy something because it is less expensive, but they may also have concerns about the quality. However, premium private label brands such as Tesco Finest can reveal to the customers that this is a quality product due to their high packaging quality, branding and pricing strategies, thus increasing purchase intentions.
Relevance of the theories
These theories are applicable in this study because they can be used to explain the factors influencing consumers' purchasing behaviour of the Tesco's private label products in the UK retail market. The Theory of Planned Behaviour is relevant as it outlines the relationship between the financial control, social influence and attitudes of consumers and their purchase intentions of the Tesco own-label goods. This is consistent with the objective of research on the private brands selection of consumers, which is to identify the motives of choosing private brands over the national brands. The Perceived Value Theory should be known as it explained the perceived balance of quality, price and benefits which consumers evaluate in buying the private label products in Tesco. This theory is directly relevant to consumer preference studies, consumer purchasing decision, and the grocery industry in the UK, as price sensitivity and value for money are crucial aspects of the UK grocery industry. Signalling theory is also important because there is a tendency for consumers to use the packaging, retailer reputation and price to determine product quality prior to purchase. This theory is applicable to Tesco's brand and packaging because it makes an impact on the customers' purchase intention and trust of the brand. The theories combined give a good theoretical base to study consumer behaviour, perceived quality, value perception and purchase intention towards private label products of Tesco.
[bookmark: _Toc231132423]2.4 Price Perception and Value for Money
Price perceptions are one of the best determinants in consumer buying behaviour of a specific product that belongs to a particular brand. The price is not considered by customers as a dollar; it is seen as being fair, savings or value potential, expected quality and overall value (Sharma and Adhikari, 2025). One of the most widely applied economic and psychological factors in the retail business sphere is price, as the shopper might see the alternative of a national brand in a store-label and think that it is a sensible alternative. Price perception management is therefore vital to such retailers as Tesco to encourage the sale of own-brand products in addition to competitiveness.
One of the concepts is the reference pricing. The price of the unbranded product would be set by consumers of one good instead of a price being determined as an object itself in comparison with the known object of a brand. Using the example, where Tesco's own-brand butter costs a lot less in comparison with a known national brand, the consumer would feel as though he or she has saved a great deal of money buying the butter. This is a key analogy that makes the alternative of having a private label more appealing, especially when there appears to be a slight functional difference between the two products. 
Price equity also plays a crucial part in buying decisions. Customers may be ready to spend less on economy special labels, and on the other hand, they must afford the luxury special labels at fairly reasonable prices, relative to the luxury national brands. Where a high-end Tesco own-label product is too expensive relative to a reputable brand of manufacturer, that shift might not be expected of much, as the shopper. This is in turn compelling the retailers to create a differentiated price-quality ladder of economy, regular and luxury (Raju et al., 2024). Customers must be informed why a product has a higher or lower price and what other value on top of that can be realised by the higher price.
A majority of households have become cost-sensitive given the cost-of-living crisis and high inflation. According to Dekimpe and van Heerde (2023), inflation encourages consumers to be more price-sensitive, seek offers and reconsider previous brand allegiance. This alters the situation in the UK, where Aldi and Lidl have been able to expand on their business foundations of strongly emphasising the low price of their own brand goods.
Ananthapavan et al. (2022) also state that the perception of value is also subject to the influence in the case of supermarket communication, such as shelf tags and in-store messages. By enabling the savings to be transparent and comprehensible, the retailers can therefore influence whether the buyers will buy or not.
[bookmark: _Toc231132424]2.5 Perceived Quality, Trust and Brand Image
[bookmark: _Toc231132425]2.5.1 Perceived Quality
Perceived quality refers to the overall judgement that a consumer forms about the quality or excellence of a product (Solin and Curry, 2023). It is opposite to objective quality because it is based on personal impressions, in contrast to the technical. In making comparisons of the labels under private label, the consumer will appeal to information that is readily observed and experienced in the form of packaging design, ingredients, taste, freshness, durability and performance.
When it comes to food products, the issue of taste, freshness and uniformity is of special concern. At the Tesco own label ready meals, bakery or dairy products produced, surpassed the expectations of the consumer, with each repetition thereafter, the quality perception heightens with time. On the other hand, an incident of a single bad experience could uphold past stereotypes that retailer brands are of low quality. When it comes to the non-food products such as detergents, tissues or batteries, the performance, durability, and convenience will supersede taste or appearance.
Packaging is also a strong factor in quality. Professionalism and trustworthiness can be projected through presentable, trendy and informative packaging, and plain packaging may project low standards. Mensah, Oppong and Addae (2022) have found that the perceived quality and brand loyalty are positively effective, and more powerful brand associations via packaging. This is one of the reasons why the majority of retailers have redesigned the packaging of their own labels to be more luxurious and fashionable.
[bookmark: _Toc231132426]2.5.2 Trust
The trust is closely related to perceived quality as it will reduce uncertainty and perceived risk. Consumers could never be in a position to inquire about all the attributes of the products before they can purchase them, particularly in packaged products. As such, they ground their trust in the retailer and experience. The quality of trust is especially prominent in such categories that would refer to health, hygiene or family consumption.
Anıl Konuk (2022) determined that a transfer of trust between the retailer and private label resonates greatly on brand loyalty and that price fairness mediates the relationship between transfer of trust and repeat purchase behaviour. This means that customers who are comfortable with a retailer will find it easier to trust anything that bears the name of the retailer. Individually, where the shoppers have the notion that Tesco is meticulous in sourcing, food safety, as well as customer care, then the shoppers may feel free to buy their own-branded baby wipes of Tesco, ready meals or frozen foods.
The trust is also strengthened as the positive experiences are repeated. The repeated purchases of a specific brand and the realisation that it does not fail make perceptions of risk less, and the item becomes normalised in the normal shopping behaviour. Trust is weak, nevertheless. The recall of products, or rather inconsistencies or even negative publicity of a product, will hurt the confidence of that identical product, as people would associate the retailer with the product in some way.
[bookmark: _Toc231132427]2.5.3 Brand Image
Brand image may be understood as a set of ideals which customers possess about a retailer and their merchandise (Parris and Guzmán, 2023). The high retailer image will prove useful in establishing a certain kind of acceptance towards the use of their own brand, as the shopper is likely to apply the shop's reputation as a heuristic to determine the quality. The retailers that have already created a quality of food, service or ethical standard that is of a relatively high level are at a better position to sell their own brand of products that are successful.
Marks & Spencer has been a longstanding and well-regarded company as regards the quality of their food, which they can leverage with their own line-up of food to command confidence among consumers. Similarly, Costco increased credibility and perceived value as Kirkland Signature is a recognised brand in its own right.
Value addition lines, such as Tesco Finest, are of strategic importance in the Tesco case as they contribute to the image which Tesco has. As an alternative to seeming as a price-led supermarket, Tesco can be linked to heralding the quality of the culinary range and aspirational consumption with better own-brand products. This helps Tesco to vie with the low-end stores and high-end supermarkets. Ndlovu (2024) asserts that the manufacturer brands in the majority of cases possess advantages in research and development, in toughness of advertisement and ground-breaking innovation. 
The gap is, however, narrowing. Improved packaging, aesthetic product development as inspired by the chefs, commitment to sustainability, and quality assurance have added to the image of the private label remarkably. The consumers have been more categorical and do not assume that national brands are superior, but are judging the products as a category after another. Thus, trust and retailer brand image as a perceived quality have become the competitive assets that are of critical importance in the current privacy label market.
[bookmark: _Toc231132428]2.6 Factors Influencing Choice Between Private Labels and National Brands
[bookmark: _Toc231132429]2.6.1 Demographics
Demographic variables such as income, age, family size and education significantly influence the option of purchasing own labels. The income remains also one of the strongest forecasts as low-income and middle-income households are more price-sensitive and price-conscious with their expenditures on grocery items. These consumers may be keen on turning towards consumption of personal labels, where household income is used, especially during inflation. 
Behaviour is also a factor of age. Younger consumers may also be more digitally savvy, less brand-loyal and value-driven, with retailer brands potentially being more appealing to them. This may not necessarily be true, and older consumers may remain loyal to national brands developed over many years. Musso and other authors (2022) note that the perception of the different products under the retailer label does not rate equally with the different age groups, and this is one of the cases where retailers should not assume all people will react in the same way.
The other is the size of the family. The large families are likely to purchase groceries in bulk, and, therefore, they may be price-conscious. Families with children may be tempted to buy Tesco's own-label staple food produce such as milk, bread, pasta or cereal, as a progressive saving on weekly shopping baskets could be substantial. Education can also be used to change attitudes. More product knowledgeable customers are better equipped to criticise ingredient, functionality and value features, and cannot simply assume the inferiority of a personal label.
[bookmark: _Toc231132430]2.6.2 Psychographics
Psychographic variables relate to the attitude, personality, lifestyle, and motivations of consumers. Price consciousness is one of the most important psychographic indicators of the adoption of private label. The price-to-value efficiency/value efficiency and product/pricing comparability, consumers- the active seekers of bargain- would purchase the retailer brands more frequently.
Risk aversion also influences behaviour. The consumers do not simply like the kind of products that have their uncertainties, and prefer to use the utilisation of known national brands, especially in those areas that refer to health, safety or performance which a given product lacks (Mladenović, Mladenović and Karanikić, 2024). However, with less risky categories, such as tissues or pasta, the same consumers are able to buy the in-house label, as they are not as damaged by disappointment.
The other psychographic is the identity of the smart shopper, which is also increasing. The buying of own labels is already regarded by a good portion of customers nowadays as evidence of monetary sophistication and non-trade-off. They do not have to waste their money in expensive advertising and brand value, but rather they passionately take pride in their decisions to select the products that provide the same performance, but then at a lower price. This transformation is significant as it reduced the amount of social stigma attached to store brands in the past. This form of smart shop mentality can be cemented through the promotion of savings and quality, as is done in the case of Tesco.
[bookmark: _Toc231132431]2.6.3 Situational Factors
Much of purchasing behaviour is impacted by short-term buying situations and not uniform tastes. Advertisements are particularly fine. These can be encouraged through temporary discounts, multi-buy and Clubcard price incentives as shoppers transfer to Tesco's own-brand products instead of national brands. Even customers, who are inclined towards buying branded products, could switch temporarily in the situation, when it is perceived that the savings are high.
The store layout can be manipulated by the retailers, and hence, strategic placement of the private labels becomes possible (Tofighi and Grohmann, 2024). It must also be accessible. As long as a favourite national brand happens to be in stock, the consumer is in a position to take a sample of a retailer's brand, and he will continue to buy the same brand if he has liked it.
Time pressure can be a significant precipitant of behaviour. These factors might be used in place of a greater comparison by fast shoppers who live by habit, recognition or convenience. Under such situations, the consumer can either revert to branded goods that he or she trusted or can switch to a dearer upgrade to familiar Tesco own label, which the consumer utilised on a previous shopping occasion.
[bookmark: _Toc231132432]2.6.4 Product Category Differences
The strength of the stock of own-label products is significantly different when products fall in the diverse category because of the perceived risk differences. In low-risk categories such as pasta, tissues, canned vegetables, cleaning products and basic bakery items, consumers often see little meaningful difference between private labels and national brands (Siddiqui et al., 2022). The price and convenience thus become decisive, and this benefits the products of retailers.
Most of the risky levels are more prevalent in national brands. More perceived impact in case of quality is possible with babies, pharmaceuticals, cosmetics and electronic and other specialists’ nutritional products. The category of this type of behaviour proves the fact that consumers cannot make one decision regarding the private labels. A family can buy Tesco-branded rice and detergents but replace them with branded baby formula or painkillers. Therefore, retailers should possess methods for their category, in lieu of thinking that there is a universal variety.
[bookmark: _Toc231132433]2.6.5 Loyalty and Habit
Loyalty and habit are also powerful, but not always perceived in the choice of a brand. Regularly sound purchases bring familiarity and need by consumers with less evaluation. Once the consumers have developed a habit of buying Tesco milk, bread, eggs or canned goods, then making such decisions will become automatic (Todd and Faour-Klingbeil,  2024). Habit is a time-saving and mind-saving factor when shopping for groceries.
A purchase of a trial turns into loyalty after good experiences. When the Tesco own-label products are still doing well in terms of price and quality, then there is no possibility of a customer defecting unless the prices are radically altered, stock runs out, or a quality glitch occurs. Conversely, emotional attachment to national brands can be extremely difficult to loosen as well, most of all in cases when a feeling of nostalgia or identity is involved.
[bookmark: _Toc231132434]2.7 Critical Synthesis of Literature and Research Gap
The agreement that exists in the literature is that price and value are significant influencing factors of the purchase of a label. The lowering of the efficacy of the private labels to cheapness is, however, inadequate. Recent studies show that the quality perceptions, trust and reputation of the retailer take a more decisive role. This indicates a developed market.
Quality results are inconclusive. Some consumers continue to perceive innovative or being a high-risk national brand as superior. Others believe that many of their own brands in the supermarket have come to be a similar equivalent of branded products. It also has a high difference in trust among retailers, which means that store-level brand equity is an important aspect.
Much of the literature is international or category-general. A sudden shift in consumer behaviour may have occurred due to either economic pressure or growth in discounters, and consumers shifting their attitudes towards value. Therefore, a new case-study research using one of the major grocery stores in the UK, such as Tesco, comes logically.
[image: ]
Figure 1: Conceptual framework
(Source: Self-developed)
[bookmark: _Toc231132435]2.8 Chapter Summary
The chapter has examined the research on the buying behaviour of the own label. Primary determinants include price perception, value of money perceived quality, trust, regarded brand image factors, as well as the situational choice. TBP, Perceived Value Theory and Signalling Theory are theoretical approaches that explain why consumers favour their own brands more. Recently, Tesco and other retailing firms in the UK have indicated that they have positioned their own labels as a formidable competitor to products with a nationally-based brand. In the Tesco case study, the second chapter elucidates the methodology in investigating these factors.


[bookmark: _Toc228613266][bookmark: _Toc231132436]3. Methodology
[bookmark: _Toc228613267][bookmark: _Toc231132437]3.1 Overview of Methodology 
The methodology chapter played a significant role in the development of the premise and validity of the study. It outlined the way in which a systematic approach was used to investigate the influence of the presence of the private label products on a consumer's purchasing behaviour in Tesco. The chapter presented transparency and consistency in the study by developing a clear definition of the research philosophy, approach, strategy and methods. The use of the interpretivist philosophy and inductive approach helped to provide a deeper understanding of consumer perceptions as compared to the qualitative approach, which helped to provide a comprehensive analysis of subjective variables such as price perceptions, quality and brand trust (Kumar and Ujire, 2024).
Additionally, the methodology clarified the use of secondary data and thematic analysis that demonstrated how the research was grounded in plausible and relevant sources. It also took into account the ethical concerns and limitations, which ensure academic integrity and reliability. Overall, this chapter played a significant role as it spearheaded the research process, strengthened the validity of the results, and provided the readers with a chance to evaluate the soundness of the research critically.
[bookmark: _Toc228613268][bookmark: _Toc231132438]3.2 Research Philosophy 
An interpretivist research philosophy was employed in the research to answer the research question on the role of the private label products and their effect on consumer buying behaviour in Tesco. Interpretivism was considered the appropriate option because the research was interested in the subjective meanings, perceptions, and experiences of the consumers rather than measuring the objective realities (Lyu, 2024). Consumer attitudes toward the use of the so-called private label products that require a deep interpretative approach are affected by personal beliefs, social factors and past experiences. The philosophy enabled the researcher to examine how individuals made meaning around issues such as the perception of prices, evaluation of quality, trust of the brand, as well as the value of money (Al-Ababneh, 2020).
The interpretivist stance was aligned with the purpose of the study, which was to study consumer behaviour contextually and experientially as compared to hypothesis testing. It allowed the researcher to critically engage with the literature available and come up with insights based on the patterns and interpretations of secondary data sources. This technique also supported flexibility in explaining different views that are presented in the different academic and industry books.
In addition, interpretivism was also valid as it recognised the dynamic character of consumer behaviour since it was influenced by the changing market trends, socio-economic circumstances, and the retail strategies (Junjie and Yingxin, 2022). This philosophy allowed the research to provide a micro-level understanding of the Tesco-branded products and how they contribute to the development of buying behaviour. The interpretivist approach ultimately added to the richness and depth of the results since it focuses on the meaning and not generalisation in numbers.
[bookmark: _Toc228613269][bookmark: _Toc231132439]3.3 Research Approach 
It employed an inductive approach in the research to derive knowledge on consumer buying behaviour as it applies to the Tesco own-label products. The choice of an inductive approach was also based on the fact that the study was aimed at developing new knowledge, depending on the observed trends in the available data, rather than checking any existing theory. Such an approach was more suitable as the research examined the evolving attitudes of customers depending on the dynamism of the retailing sector, the economy, and branding strategies.
Through the inductive approach, the researcher has been in a position to comb through a high number of sources of secondary data, including journal articles, industry reports and academic publications. Consumer price, quality, brand loyalty and value of money perceptions trends were identified and discussed. These themes were reproduced, which enabled the researcher to be more general in drawing conclusions about the effects of the purchase of products of their own label.
An inductive approach could not confine the researcher to a strict interpretation of data, and therefore, he/she might be altered with the new knowledge of the analysis. Unlike a deductive approach, the inductive one begins with no hypothesis, and consequently, it is possible to come up with theories on the basis of empirical observations in the literature. This was to be able to capture the complexity of consumer behaviour that is typically influenced by a complex of factors that are related to each other.
Further, the inductive approach was also logical because the products of the own label represent a dynamic area of retail marketing as the consumer attitudes in this area are yet to be formed. By formulating conclusions on the basis of observed data, the study provided a detailed and realistic insight into the Tesco private label strategy and its impact on the consumer decision-making processes.
[bookmark: _Toc228613270][bookmark: _Toc231132440]3.4 Research Strategy 
The study followed a qualitative research method, which was based on the review of secondary data in order to explore the impact of consumption of a private label product on the consumer buying behaviour. The selected strategy was selected because it is possible to explore the existing knowledge and get useful information with the assistance of a wide range of credible sources, without having to collect primary data (Sreekumar, 2023). The qualitative side of the strategy helped to gain a deep understanding of consumer perceptions, motivations and attitudes.
The secondary data sources were peer-reviewed journal articles, books, industry reports, and quality online publications in the field of consumer behaviour, branding, and retail strategies. These sources provided the researcher with different perspectives and empirical data that aided him in identifying significant trends and patterns, which can be associated with the products of the private label. The plan ensured that the research was founded on tested research and current information on the market.
A qualitative approach was suitable since it could help in the in-depth study of the matter, rather than conducting a statistical analysis. It helped the researcher to make meaning and form connections between different variables that influence consumer behaviour (Barroga et al., 2023). This approach was particularly beneficial in regard to such intangible variables as the perceived quality and brand trust, which are difficult to quantify.
Moreover, analysis of secondary data enhanced the efficiency and scope of the research. It made it possible to access the large quantity of data collected during different times and situations, and provided the overall view of the topic. The plan turned out to be more credible in the research to the extent of utilising multiple sources and perspectives in the analysis.
[bookmark: _Toc228613271][bookmark: _Toc231132441]3.5 Research Choice 
The research was a mono-method qualitative decision because only qualitative data in the form of secondary sources were used in the research. This choice was right because the study did not have to identify the associations between variables, but rather to examine consumer attitudes and experiences. To allow a close and consistent analysis of the themes of the consideration of the products with the private label and consumer buying behaviour, the qualitative mono-method was selected.
One qualitative methodology ensured that the data collection and analysis were consistent and the researcher had a clear methodological approach. With secondary qualitative data, i.e. literature reviews and published studies, the research would be able to synthesise the existing knowledge and provide a holistic picture of the topic (Dehalwar and Sharma, 2024).
This was the right option to be used in this study as it aligned with the interpretation philosophy and inductive approach that was applied in this study. It enabled a more in-depth exploration of subjective issues, like how the consumer perceived the price, quality, and brand trust (Shrutika Sirisilla, 2023). The mixed-method approach was not considered as a necessity, as the primary objective was not to test hypotheses but to describe already existing findings and conclude tendencies.
In addition, the mono-method qualitative option made the research study feasible since it reduced time constraints and resource constraints, which would have been one of the outcomes of primary data collection. It helped the researcher to focus on the study of high-quality and credible sources and draw important conclusions (Djafar et al., 2021). This strategy has enabled the study to be scholarly and at the same time provide abundant and detailed information concerning consumer behaviour, as is the case in the Tesco circumstances of the Tesco own label products.
[bookmark: _Toc228613272][bookmark: _Toc231132442]3.6 Time Horizon 
The study employed time horizon to analyse a longitudinal data over a given time between 2021 and 2025. This approach was considered to be appropriately chosen as it will enable the researcher to contrast and compare the changes and trends in consumer attitudes and behaviour towards Tesco own label products throughout the years. When compared to a cross-sectional design, the longitudinal perspective provided a dynamical view into the transformation in consumer perceptions in relation to the alterations of the market conditions and economically affecting factors and retail strategies (Shepard and Rose, 2025).
The usage of the longitudinal time horizon was rather suitable because secondary sources of information containing publications and reports published during the years of the chosen time period had to be used. In 2021-2025, the research succeeded in tracing trends and patterns through a systematic review and synthesis of results on price sensitivity, perceived quality, brand trust and value for money as key variables (Audulv et al., 2023). This enabled consumer behaviour to be studied more in a thorough and more chronological manner.
Also the longitudinal study design model enriched the study with the fact that one was able to compare the outcomes of various periods of time. It also illuminated the effect that the external factors (inflation, economic uncertainty, and changes in the competition in the retail industry) had on consumer biases towards the own label products (Shepard and Rose, 2025). This was very valuable to the research due to the possibility to touch upon not only the current behaviour but also on consumer attitudes development.
In this instance, the use of secondary data enabled longitudinal research to prove effective and possible to be conducted in a rather simpler and time-saving way. The longitudinal time horizon, generally, helped the study to give a firmer and in fact deeper understanding of the dynamic role of a private label product to the decisions of the consumers to buy off-the-label products.
[bookmark: _Toc228613273][bookmark: _Toc231132443]3.7 Data Collection 
The study relied on secondary data gathering to get relevant information about consumer purchasing behaviour and the products of a private label. Data were collected by use of a very broad spectrum of valid sources, including peer-reviewed journal articles, academic books, industry reports and reputable online publications (Ajayi, 2023). These sources assisted significantly in learning about the perception of consumers, the strategies that the retailers employ, as well as the market tendencies in line with Tesco's own-label products.
The decision to adopt secondary data was justified as it would allow the researcher to access a large volume of research that was available without being constrained by the time and cost constraints of primary data collection. It also enabled the introduction of different opinions and empirical data from different settings into the discussion, which was a contributor to the completeness of the research.
Only the quality sources were selected to be reliable and valid. Peer-reviewed journals and proven industry reports were selected as such sources of information because they were evidence-based and credible (Jain, 2021). The researcher read each source with a lot of care concerning relevance, accuracy, and methodological rigour.
The data collection process was through systematic searching, screening, and selection of the relevant literature. The keywords used to locate the right sources were the topic of a private label product, consumer behaviour, brand perception and retail strategy. This scientific approach ensured that the information gained was relevant to the study objectives.
Overall, secondary data collection helped to improve the study because it was a great source of existing knowledge, and it helped the researcher to make well-informed conclusions on the effect of Tesco's own-label products on consumer buying behaviour.
[bookmark: _Toc228613274][bookmark: _Toc231132444]3.8 Data Analysis
They thematically analysed the information they collected on the study based on the systematic framework that they developed by Braun and Clarke. The qualitative approach was selected because it has the potential to systematically identify and classify, and analyse trends in the secondary data sources (Roseveare, 2023). This technique was particularly appropriate in the investigation of subjective aspects of consumer behaviour, such as perceptions of own-label products in Tesco, such as price, quality and brand trust.
The analysis was based on the six-step process proposed by Braun and Clarke. To familiarise himself with the data, the researcher at first revised and re-read some of the literature to ensure that he understood the information. Second, the initial codes were developed using repetitive concepts and significant data units with respect to consumer perceptions (Byrne, 2022). Third, the common patterns were combined with each other to create the possible themes where those codes were clustered.
In the fourth step, three themes were re-examined and reduced to show consistency and relevance to the research objectives. This involved deciding on whether or not the themes were consistent with the coded data and the whole dataset. Fifth, themes were specified and categorised simply, with the highlight being focused on the spheres of price perception, perceived quality, brand trust and value of money (Braun and Clarke, 2023). Finally, the report of the findings was conducted linking the themes to the research questions and showing the evidence of the findings according to the literature.
The thematic analysis by Braun and Clarke was a suitable approach since it provided a rigorous yet flexible structure. It supported the inductive approach to research by making it possible to uncover themes in the data, so enhancing the validity, openness and depth of the research outcomes.
[bookmark: _Toc228613275][bookmark: _Toc231132445]3.9 Research Limitations 
Despite these strengths of the study, there are several limitations that must be mentioned. The secondary data used was one of the greatest limitations, as it turned out that the researcher was restricted to the fact of having first-hand data that would have reached the consumer. The conclusion was hence to undergo the quality and coverage of other research that may not be able to capture the current attitude of the consumer.
The other weakness was that these might have a bias in the sources selected. Although there was an effort to come up with a good and diverse literature, the subjective method applied in interpreting data might have been prejudiced by the researcher (Pandey and Pandey, 2021). Interpretivists. It is a familiar issue in qualitative research, particularly with the approach used by the interpretivists.
The quality of the study was also limited, bearing in mind the Tesco that might affect the ability to generalise the results. Across the spectrum of retailers, various geographical locations, consumer behaviour and perception of the products of the privately-owned labels might vary. This implies that the results cannot be generalised to other situations unless further studies are done.
Another limitation of the study was also the cross-sectional nature of the study, which prevented the study from studying the change in consumer behaviour with time. The longitudinal method would have provided a more in-depth insight into trends as they unfolded and long-term impacts.
Finally, the absence of quantitative data meant that the study did not measure the correlation among variables. Despite the following drawbacks, however, the studies highlighted the research in a very insightful way regarding the future research direction and consumer behaviour.
[bookmark: _Toc228613276][bookmark: _Toc231132446]3.10 Ethical Considerations
The study was conducted in an upright and proper academic responsibility, and thus, the concepts of ethics were an essential aspect of the study. Since the research was conducted in the form of a secondary data analysis process, there were no personal relationships with the human participants, so the ethical implications in relation to consent and confidentiality were minimised (Bhandari, 2021). But other ethical questions were attended to.
One of the primary ethical values was to avoid plagiarism. All the sources utilised in the research were cited following the rules of academic sources. This not only ensured the original authors received the due credit they deserved for their creation, but also ensured that there was integrity in the research work.
The researcher also addressed the sources that she used: she ensured that she would use credible and reliable sources in the research. To add credibility and reliability of the findings, key journals associated with the specific field and other publications, as well as credible industry reports, were utilised. This helped to eradicate the misinformation or wrong information.
The other ethics consideration was transparency. Research methodology, data collection procedure, and data analysis techniques were properly described, and other individuals can understand and criticise the research. This provided certain credibility and reproducibility to the research.
Additionally, the researcher was objective as well in the process of analysis because he was not oppressed by personal bias, but rather the interpretations were informed by facts as projected by data. These ethical standards allowed the study to maintain high academic standards and credible contributions towards the effect of the use of a private label product on consumer buying behaviour.
[bookmark: _Toc228613277][bookmark: _Toc231132447]3.11 Chapter Summary 
This chapter stated the methodological framework that maintained the objective of testing the effects of the use of the products by a private label on the consumer buying behaviour. It explained that the study was based on an interpretivist philosophy and an inductive approach to researching the perceptions of consumers in a deep way. Qualitative research strategy, which is based on secondary data, has been adopted where the researcher is capable of giving their conclusion based on the large scope of information from credible scholarly and industry-based sources.
The chapter also described the process of thematic analysis and a systematic process of arriving at the major areas of concern, which included: the perception of price, perceived quality, brand trust and value of money. It also discussed the cross-sectional time horizon, ethical concerns, and limitations of the research in which one can list such problems as reliance on secondary data and inability to generalise.
Overall, it can be concluded that the chosen approach sufficiently met the research objectives because the methodology was sufficiently well-crafted in a way that the findings acquired can be termed as credible, reliable and scholarly.

[bookmark: _Toc231132448]4. Data Analysis
[bookmark: _Toc231132449]4.1 Chapter Overview 
This chapter discusses the analysis and interpretation of the secondary qualitative data related to consumers' purchasing behaviour towards the private label products of Tesco. The analysis has been carried out from the information obtained from various academic journals, Tesco's annual reports, publications of the company, market reporting and discussions with consumers regarding the retail outlets' point of sale. It uses a thematic analysis approach to identify, understand and empower shared locations, perceptions and behaviours to Tesco's own-brand products. The chapter highlights the bearing of perception of price, value for money, perception of quality, trust and brand image on the choice of the consumers to use Tesco private brands versus national brands. The results of this work are presented in themes and sub-themes which match the research objectives and the research questions.
[bookmark: _Toc231132450]4.2 Thematic Coding
	Research Objectives
	Initial Codes Identified from Sources
	Categories/Sub-Themes
	Final Themes
	Supporting Sources

	Objective 1: To examine how price perception and value for money influence consumers’ willingness to purchase private label products at Tesco.
	Prices, lower cost, lower prices, value for money, low cost products, savings behaviour, inflation factor, price comparison, club card discounts, budget shopping and promotions discounts.
	Price sensitivity; affordability; economic pressure; promotional influence; consumer savings behaviour
	Theme 1: Price Perception and Value for Money
	Tesco.com (2026); Sharma and Adhikari (2025); Khan et al. (2022); Meng (2024)

	
	The key is that consumers have become more cost-conscious, willing to change brands and have tighter budgets, less spending, and financial insecurity.
	Consumer willingness to purchase; value-seeking behaviour; price-driven decision making
	
	

	Objective 2: To analyse consumer perceptions of quality, trust, and brand image associated with Tesco’s private label products.
	In terms of product performance, quality of product, acceptable performance, Tesco Finest premium performance, the reliability of products, satisfaction with Tesco products and quality improvement.
	Product performance; perceived quality; premium positioning; customer satisfaction
	Theme 2: Quality Perception and Product Satisfaction
	Jefferson (2021); Coleyporterbell.com (2026); Ndlovu (2024); Bhujel (2024)

	
	Consumer Confidence, Tesco Reputation, Trust in retailer, safety and consistency, loyalty programmes, repeat purchases, reliability
	Brand trust; customer loyalty; retailer credibility; purchasing confidence
	Theme 3: Brand Trust and Tesco Reputation
	Azan and Karimah (2022); Patel and Swamy (2023); Ndlovu (2024)

	
	Packaging Design, Tesco, Tesco Finest, Branding, Labelling, Excellent packaging, Social acceptance, Social acceptability, Store image, High quality packaging, Good looks, Emotional attachments, Emotional bonds
	Brand identity; packaging influence; premium perception; symbolic value
	Theme 4: Brand Image and Consumer Perception
	Coleyporterbell.com (2026); Gielens et al. (2025); Abdelouahid and Hind (2024)

	Objective 3: To identify the key factors that influence consumer buying behaviour when choosing between private label products and national brands in Tesco stores.
	Comparisons of national brands, familiarity with the brand, feelings of attachment, switching behaviour, promotions, convenience, and brand category preference
	Consumer comparison behaviour; brand loyalty; buying motives; product involvement
	Theme 5: Factors Influencing Choice Between Private Labels and National Brands
	Ribé (2024); Sharma and Adhikari (2025); Dubé (2024); Khan et al. (2022)

	
	Inflation-related purchasing and quality issues are cited as key determinants of low switching rates, as are known brands and purchasing behaviours.
	Decision-making factors; behavioural influences; consumer preferences
	
	


[bookmark: _Toc231132451]4.3 Thematic Analysis
[bookmark: _Toc231132452]Theme 1: Price Perception and Value for Money
The findings obtained from the Tesco sources and literature showed that Tesco has strategically picked the private label products, through the pricing factor, the product, when compared to the national brand product, is more economical, product differentiation and promotional techniques, too. The own-brand ranges for Tesco, like Tesco Finest, Tesco Standard and Tesco Value/Stockwell, allow Tesco to segment the ranges according to income level and preference of its customers. Tesco.com (2026) claims that Tesco is always reducing the price of the Clubcard on key food items to help keep customers' perception of value and savings. This method of pricing is even more important given that the cost-of-living crisis in the UK has intensified since 2022.
Private label products are usually more expensive than regular brand products, and the price consciousness of consumers and perceived value are the two most important issues that affect their purchasing decisions (Sharma and Adhikari, 2025). Comparing branded products to supermarket products before purchase is becoming an influence on consumers' purchasing decisions, especially for dairy products, packaged foods, household products and frozen foods. The study also indicates that if a consumer believes that a national brand and a private label are of similar quality, they are more likely to try a private label brand.
However, results indicate that the pandemic had an impact on the consumer's shopping behaviour in times of financial uncertainty and inflation. Khan, Alroomi and Nikolopoulos (2022) identified that the consumer price sensitivity in the UK had increased due to supply chain issues, the high price of groceries and economic uncertainty. With the shrinking disposable income came the shift in consumer preference towards affordability and not brand loyalty. This behavioural change boosted the sales of the private label products from Tesco, especially for the middle class and cost-conscious consumers.
Other influences on consumer perception of value for money were the way Tesco operated and priced. Due to the inflationary pressures in the retail industry, Tesco had to follow flexible pricing and operational efficiency to ensure competitive pricing (Meng 2024). Tesco's care of the supply chain, stock control and sales strategy has helped to keep customers happy during economic downturns.
The analysis also indicates that the cost of Tesco Clubcard is beginning to become a key determinant of repeat buying. The Clubcard discounts are obvious to the customer and are a way of getting them to feel that Tesco is more value for money than their competitors, supermarkets and national brands. This increases the customers' price perception and loyalty towards Clubcard promotions because they see it as a good way for them to save money on their weekly grocery shopping.
[bookmark: _Toc231132453]Theme 2 – Quality image and satisfaction with the product
The high-end private label is one of the cornerstones of Tesco's efforts to influence shoppers' perception of Tesco's brands. To refresh its product offering, Tesco targeted premium products to enhance the product quality, customer experience and brand differentiation as per the strategic priorities (Jefferson, 2021). The more important aspect of this was to establish a new brand, Tesco Finest, that would be dedicated to selling high-quality products at more competitive prices. One of the key elements of this strategy was the launch of the new brand "Tesco Finest", designed to offer consumers "high quality products at more competitive prices". Bidding to better compete against high-quality national brands, the retailer expanded their Tesco Finest fresh food, ready meals, bakery, dessert and drink range.
The results show that there is a strong association between Tesco Finest products and high quality, high end packaging and better reliability of the product. In 2026, the Tesco Finest brand was transformed by an account of the transformation by Coley Porter Bell for a more emotional and premium customer experience. The redesign focused on creating contemporary packaging, the quality of the visual brand identity and the ease with which the product is communicated to the consumer, thereby gaining trust and confidence in Tesco's high-quality private label products. With this premiumisation strategy, Tesco's private labels have helped to enhance overall perceptions within the UK retail market.
Moreover, the secondary data shows that consumers are now more likely to see Tesco's private-label products as having the same quality as brand products. According to Ndlovu (2024), this can also be attributed to the quality and innovation, but also the customer service that the modern private label brands provide. This research reveals that stores like Tesco have put a great effort into boosting the consistency of products, standards of sourcing, and branding to minimise the quality difference between private brands and the national brands.
The results of customer satisfaction also further this idea that perceived quality is important when it comes to repeat purchasing behaviour. According to Bhujel (2026), a significant relationship between product quality, product availability and customer satisfaction level in the Tesco stores was found. 130 Customers state that buying Tesco private label brands increases their trust in the items they are purchasing, and makes them more satisfied with the purchases, hence allowing them to come back and become long-term customers of the Tesco brand.
But the study revealed that there remain other consumers who feel the move instils more trust in national brands, particularly in health products, baby products, beverages and luxury products. There are still some consumers who are linking national brands to consistency of the product and to the heritage and know-how of the product.
[bookmark: _Toc231132454]Theme 3: Brand Trust & Tesco Reputation
Issues regarding Consumer Trust in the brand and Tesco's Corporate image were a big determinant in consumer purchase intentions for Tesco private label products. Results of the secondary qualitative analysis show that the consumer is more willing to buy if Tesco is trusted, reliable and customer-oriented. Part of being a powerful brand in the retail market in the UK has been the success in building him/herself a reputation for being consistent, product safe, low-priced and ensuring customer satisfaction. This reputation plays a significant role in reducing the consumers' doubts about purchasing the private label items.
Findings reveal that the customers tend to fall back upon the Tesco brand when it comes to their guarantee of buying quality and reliability of products. The strength of Tesco's reputation as one of the leading supermarket retailers in the UK is also boosting its own brand products. Tesco's use of the label gives consumers the security that the product could be safe and dependable because they think the way Tesco works, sources its stock and provides customer service may be safe. This trust is particularly important when it comes to food products and other essential goods, depending on the consistent and reliable performance of the products that the customer is purchasing.
The findings of Azan and Karimah's (2022) study have demonstrated that Customer loyalty programmes have a significant impact on Customer retention and long buying behaviour in the case of Tesco. Tesco Clubcard has now proved to be one of the retailer's most effective campaigns in the field of relationship marketing, which has generated so far more trust from customers with personalised discounts, rewards and promotional offers. Clubcard benefits are viewed by consumers as a measure of how important the relationship is between Tesco and its customers, as well as adding extra value for the consumer. It suggests that a loyalty programme can do a lot to develop customer loyalty in the form of emotional and financial bonding to the retailer, which can lead to greater satisfaction and create a retail relationship for repeat purchasing behaviour targeting.
Similarly, Patel and Swamy (2023) explain that the relationship marketing approach is considered crucial for Tesco's businesses in terms of gaining and retaining customers. Tesco implements the CRM techniques for improving the communication, consumer interaction and consumer loyalty. To create a positive attitude in consumers towards Tesco and their Private Label Products, personalised promotions, digital engagement promotions and promotions based on rewards are used. The results show that the more satisfied and more loyal customers are, the more likely he/she is to switch to exclusive purchasing of Tesco's own-brand products rather than a national brand or competitors.
The study also reveals that trust is accompanied by a decrease in perceived purchasing risk associated with the use of private label products by their customers. The retailer brands are increasingly outclassing the national brands, as supported by a growing retailer confidence, improving brand quality and customer experience, particularly against the backdrop of increased competition from other brands entering the market (Ndlovu, 2024). Tesco has worked to improve the attitudes people have towards Tesco private labels, focusing on the quality of its products, packages, sustainability and customer engagement. Even more, if it is well known to consumers that Tesco can deliver a consistent quality and value, they are more likely to make the trade-off from national brands to Tesco's.
In addition, the negative stereotypes that normally low-cost supermarket products have are eased by Tesco's strategic branding and marketing. Tesco has given more and more emphasis on promoting its own-brand goods as something that is "trustworthy, trendy and consumer-friendly" instead of a cheap alternative. This has had a positive impact on customers' trust in Tesco's run and contributed to improving customers' willingness to purchase products on Tesco's run, regardless of the segments.
[bookmark: _Toc231132455]Theme 4: Brand image & consumer perception
Two factors that have been found to be important on the effect on consumer purchasing behaviour towards Tesco private label products are the brand image and consumer perception. The secondary qualitative analysis highlights that consumers do not only judge private label products based on their price, but also based on their symbolic, emotional and visual perceptions related to the strategy of the retailer's brand. Tesco has been increasingly focused on developing a sophisticated private label identity by enriching the image, packaging and product lines to improve customer perception and its competitive positioning against the national brands.
According to Coley Porter Bell (2026), Tesco's rebranding of Tesco Finest was done to create a more premium brand identity with the consumers and to build an emotional bond with them. The redesign was much focused on the visual aspects of the package, the typographical usage, colour schemes, product story and presentation. Tesco's goal was to move Tesco Finest's image from the traditional supermarket own brand to a higher market segmentation where a premium lifestyle brand can be a market competitive brand to the established national brands. The findings suggest that beautiful packaging and strong brand identity have positive effects on the consumers' perception of quality, exclusivity and trustworthiness of the product.
The analysis also suggests that the packaging design and visual branding have a great influence on consumer perception of value and social acceptance. Consumers are equating high price with high quality and reliability of the product, and this is rapidly becoming the criterion for premium packaging. There is also the advantage that the brand's reputation is also beneficial when it's attractive, as it reduces the negative reputation of supermarket own brands. Today, Tesco's private labels are not perceived as 'cheap substitutes' and are considered modern and acceptable alternatives to brands by many consumers.
According to Abdelouahid and Hind (2024), private labels have gone beyond the initial low-cost positioning strategy and have become a key strategy for premiumisation, differentiation, and the development of customer loyalty. More and more, retailers are turning to branding, new packaging design and emotional marketing to strengthen the private label brands. The brand strategy that Tesco follows is a part of the overall change in the retail sector, where the private label products are not only about being a better value for money but also about image, emotion and customer experience.
Similarly, for Gielens, Geyskens and Dekimpe (2025), the "brandification" of private labels is one of the important developments in retail markets. Private labels are also being marketed as stand-alone, unique brands more and more often, rather than as low-cost brand alternatives. An example of this is Tesco Finest, a premium product offering with a rich brand visual, lifestyle positioning and stories to boost the consumers' perception and emotional connection.
[bookmark: _Toc231132456]Theme 5: Private labels versus National brands decision
Price is an important determinant in the buying process. Tesco private labels are, at least in the minds of consumers, compared to national brands in price, especially when living costs are high and the economy is in turmoil. Tesco private label products are regarded as a cost-effective option which provides a satisfaction level at a lower cost. This is particularly vital for consumers who want to save money in their homes without affecting their product performance much. The results indicate that the value-oriented pricing tactics and promotions that Tesco implements make customers more likely to switch to Tesco brands.
Consumer switching behaviour also rose substantially after the onset of COVID-19 and the rise of online grocery shopping. During the pandemic, the consumer habit of shopping has changed, which has been conducive to increasing consumer taste for supermarket private label products, especially using Tesco's online platform (Utama et al. 2022). Availability, convenience and costs were all factors that motivated consumers to try Tesco's own-brand products. Furthermore, personalised suggestions in online shopping and exposure to Tesco private label promotions affected the purchase decisions and the use of product substitution.
Tesco's digital transformation strategies also had an impact on the customer decision-making process. Roy (2024) stated that Tesco implemented cutting-edge digital technologies and personalised marketing frameworks along with data-driven customer engagement strategies to foster customer loyalty and enhance the online shopping experience. Tesco's digital platforms enable customers to get a clear view of the price, promotion and personalised recommendation, making it more convenient for them to view and the brands more attractive for them to try Tesco private label products. Likewise, Samadzadeh (2024) has shown that the success of e-commerce and digital marketing is significant in shaping supermarket shopping behaviour in the UK retail industry.
The product category proved to be one of the important factors affecting consumer decisions. To conclude, consumers are more likely to purchase Tesco's own-brand products if the products have a lower risk: bread, milk, frozen food, cleaning products and packaged groceries. For products in which the uniformity of quality, satisfaction, or social status is more important, however, they may continue purchasing the national brands.
The research also uncovers that emotional attachment and brand familiarity have some role to play in the consumer choice when it comes to national brands. According to Ribé (2024), the linkage between national brands and a better moral standing, authenticity and value for consumers does exist. Older brand names are more likely to be reliable if they have established themselves over a significant length of time and have garnered a history of positive reviews from customers, and if they know their products better. As a result, generally there is still strong demand for national brand products in high-risk segments, including baby products, health and hygiene, cosmetics and luxury foods.
Another important determinant of consumer decision-making was the category of the product. Tesco private label brands are more likely to be purchased by consumers for low-risk products which are bought regularly, such as bread, milk, frozen products, cleaning products and packaged groceries. However, they might still be interested in purchasing national brands in certain aspects of the product where it is perceived as sufficiently consistent in quality, provides emotional fulfilment, or social recognition.
Dubé (2024) also explains the battle of affordability and quality in today's private label competition, of branding and customer trust. This can be seen in Tesco's initiatives that have led to them following a private label strategy with a value-priced approach, improved packaging, premiumisation and customer engagement initiatives. But other variables come into play: consumers not only compare the cost of the brand, but they also sense its reliability in providing service when purchasing the product, along with the shopping experience.
[bookmark: _Toc231132457]4.4 Chapter Summary
Thematic analysis revealed five key insights into consumers' buying habits of Tesco's private label products. Price perception and value of purchase were strongly involved factors that impacted the consumer, mostly under inflationary and economic conditions. The results from the quality perception and product satisfaction prove that Tesco has strengthened the perception of its private labels by using premiumisation and product innovation. Through relationship marketing and customer loyalty programmes, brand trust and brand reputation have resulted in customer renewals and customers' confidence towards the brand. It was identified that a positive influence of branding and packaging strategy on the attitude towards Tesco-owned brand products was identified. Inevitably, the price, quality, trust, familiarity, emotional attachment and preference of product category affected the choice to buy private brand or national brand products.


[bookmark: _Toc231132458]5. Discussion
The results of the thematic analysis were consistent with the literature reviewed and have shown that the decision of consumers to purchase Tesco private label products relates to their economic, psychological and behavioural nature, all of which are linked. These results are contrasted with the existing theory and research on price perception, value for money, perceived quality, trust, brand image and consumer decision‐making.
The most crucial component of the thematic analysis is the impact of price perception and value for money (VfM) on purchasing intentions towards Tesco's private label products. According to Sharma and Adhikari (2025), price sensitivity was one of the highest determinants for private label purchasing behaviours. Analysis revealed that customers are more price sensitive towards shopper marketing of groceries since 2022 due to higher inflation, cost of living and financial uncertainty, thus increasing the appeal for Tesco brands. The findings  aligns with Dekimpe and van Heerde (2023), which state that in inflation, people are more aware of price & value.
The results also verify, as outlined in the literature review, the applicability of Perceived Value Theory. Musso et al. (2022) stated that consumers look not only for the lowest price products but also for the greatest value possible. Tesco's 'Value Proposition', along with the different levels of value in terms of price, is Tesco Value Stockwell offering Value for money to the particular market segment it targets and similarly with Tesco Finest and Tesco Standard. An interesting finding here is that Tesco Clubcard promotions are equally important, as literature suggests that price communication and promotions have a considerable influence on retailers' value perception.
The results related to perception of quality and satisfaction with the product also show a good level of consistency with those found in other studies. As suggested in the previous literature, private brands were previously associated with low quality and thus increased mistrust; however, the thematic analysis reveals that Tesco have been effective in undoubtedly enhancing the perceptions of quality through the processes of premiumisation, product innovation and packaging redesign. As stated by Ndlovu (2024), modern proprietary brands are now leveraging on a blend of price, quality, innovation and customer experience to stay competitive.
It also, as Signalling Theory in Chapter 2, reinforces the analysis. This theory states that buyers use the product's external attributes, like packaging, image of the retailer and how the product is set up, to assess the quality before buying it. The findings showed that the redesigned packaging and the Tesco Finest brand name in the packaging improved perceptions of sophistication, reliability and excellence of the product. Vogel et al. (2023) emphasised the need for quality signals such as premium packaging and a visual identity, to which consumers' expectations are raised. In this way, Tesco's investment in the quality of visual branding appears to have tapped into, albeit in some way, this traditional perception of poorer quality of supermarket own-label products being compared to national products.
During the same period, the results indicate that in certain product categories with a higher perceived risk (for example, health products, baby products and luxury products), the national brands are still perceived to be better valued. Mladenović, Mladenović and Karanikić (2024) showed that risk aversion is related to consumer preferences for familiar national brands in sensitive product categories, thus adding to the above finding. Thus, although Tesco has made a great deal of progress in closing the quality gap on many grocery items, national brands have a lead on those strongly associated with trust and emotional brands and those perceived as being more expert.
Another significant discovery related to the importance of brand trust and Tesco's corporate reputation on purchase behaviour. Thus, the results of the thematic analysis lead to the conclusion that when consumers trust Tesco as a retailer, there is an increase in the willingness to buy under the Tesco brand. This coincides with literature, where it is said that if a person trusts the retailer, then he/she can transfer that trust towards the retailer's own brand product (i.e., trust transfer theory). As pointed by Anıl Konuk (2022), the trust level of the retailers has a positive effect on their repeat purchase behaviour and private label loyalty.
Among these ingredients, the Tesco Clubcard programme was an important one that helped with the enhancement of customer relationship, customer loyalty and customer trust. Azan & Karimah (2022) mentioned that Loyalty programs are very important factors in keeping customers and long-term buying behaviour. Similarly, Patel and Swamy (2023) pointed out the significance of RM activities in enriching the emotional connection with customers and outlets. We believe that Tesco's personalised offers, as well as reward systems and digital promotions, entice customers to see the brand as a more trusted one, and less risky in terms of purchasing private labels.
It also reflects the extent of the positive effect that Tesco's well-established brand has had on the consumer's confidence in its own brand in terms of their reliability, product safety and value for money. This is in keeping with Signalling Theory that the reputation of a retail store is a form of signal to the outside world about the quality and reliability of the product. The consumers who buy food products at the supermarket company, like Tesco, would be more likely to attempt to continue to purchase the food products with the Tesco logo on them.
The brand image and consumer perception also support the current literature on the nature of today's private label. A previous study suggested that moving through price and functional value were key, and that it was private labels that were being most aggressive. Findings, however, reveal that Tesco is taking on an emotional appeal, premium positioning and exquisite packaging design to fight the competition. Gielens, Geyskens and Dekimpe (2025) referred the "brandification" of private labels as an important retail development.
The findings reveal that Tesco Finest products have left the supermarket razzamark domain and have become an expression of lifestyle. Tesco Finest has positive representations with consumers for quality, sophistication and social acceptance. Abdelouahid and Hind (2024) stated that the private label today is no longer just about price competition but about selling with emotion, differentiating your brand and customer identity.
The themes of the analysis of the importance of packaging design also correspond to the symbolic consumption and visual marketing literature. Attractive packaging, modern typography and excellent visual identity had a positive impact on consumers' perceptions of products' quality and social value. Thus, Tesco's rebranded Tesco Finest seem to have helped to strengthen this notion that packaging not only serves a protective role, but also as a means to transmit and define the emotional and symbolic experiences with the use of the product.
Results are also suitable for the Consumer Decision Making Model described in the literature review pertaining to a consumer's choice between private and national label goods. It was found that the consumer considered numerous attributes simultaneously, including price, quality, trust, familiarity, emotionality and ease of consumption when evaluating and deciding on purchases. This is to validate that a supermarket is such a situation that can be divided into various complex and multidimensional aspects from the consumers ' perspective.
There also appears to be some indication of the impact of economic pressures on switching behaviours towards Tesco private brands from 2022 onwards through thematic analysis. During pressure, consumers were willing to make sacrifices even if it meant going to a different store for their preferred items or buying more products from the supermarket. Khan et al. (2022) identified that disruptions resulting from the COVID-19 pandemic and volatility due to the economic downturn affected consumer shopping habits and created an opportunity for consumers to more readily accept private brands.
Digital transformation and online grocery shopping also emerged as major trends, affecting consumers' behaviour. This corroborates the argument of Roy (2024) and Samadzadeh (2024) that a rise in the exposure to Tesco private label products with the engagement of the consumer can be attributed to Tesco's digital marketing, personalised promotion and e-commerce platforms. There is an increased likelihood that the online shopper will check the prices, will be offered options (e.g. Tesco's own brands) and be offered personalised discounts that can encourage product switching. The results do indicate that, for some product categories, national brand products are still offering Tesco private labels' emotional and/or psychological advantages as the private labels move toward acceptance.
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[bookmark: _Toc231132460]6.1 Overall Conclusion
The study examined consumer buying attitudes towards private brands of Tesco in the retail food market in the UK with the emphasis on the perception of price, perception of quality, brand trust and consumer decision making behaviour. The study aims to determine why consumers prefer to purchase Tesco private labels over national brands, the effect of economic conditions, the effect of branding strategies and the effect of trusting the brand on consumers' intention to purchase private labels.
This research aims to examine the purchasing behaviour of consumers towards Tesco private label products in UK retail food market and to investigate various factors affecting their purchase intention, quality perception and decision-making process between private label and national brand in the retail food market. The results showed that the price perception and value for money played an important role on consumers' purchase decision especially in the inflation stage and in economic crisis. Tesco's policy on competitive prices, own-brand ranges and the tiered prices and its Clubcard offers helped to tempt customers to switch to its own brands. 
The study also showed that the perceptions of quality and packaging design and premiumisation practices, such as the Tesco Finest luxury brand, were found to affect customers' attitudes towards the Tesco private label. Customers' confidence, re-purchase intention and positive feeling towards the Tesco's products were enhanced due to the following factors: brand trust, corporate image of Tesco, and loyalty schemes, such as Clubcard. The study also revealed that Tesco private brands have been found to do well in low risk products, while national brands were found to be strong in high risk and emotionally sensitive products such as baby and health products. In general, the results indicate that the price, trust, quality, branding and emotional perception all have an impact on consumers' choices.
Overall, the findings responds to the research questions stating private label products are gaining more acceptance by consumers due to their convenience, acceptable quality, trust in the retailer and affordability. However, products with national brands are more likely to be successful in product categories that require emotional involvement and risky decisions. The study, hence, concludes that the influence of market economy, psychological and branding determinant does not just influence the purchasing behavior of consumers, but also the combination of both.
[bookmark: _Toc231132461]6.2 Linking the Findings with Research Objectives
Objective 1: To examine how price perception and value for money influence consumers’ willingness to purchase private label products at Tesco.
The results clearly indicate the impact of price perception and value for money on purchase intention towards the Tesco private label products. Despite the increased uncertainty, which has been impacting consumers' abilities to afford a wide range of products and services, Tesco's own-brand products now offer consumers a convenient alternative to the national brand products they are choosing to purchase, particularly since they are often a more affordable option. The inflationary pressures and changing household budgets since 2022 have resulted in a shift towards consumer cost-saving behaviour and value when shopping for groceries.
Various prices could be used in tiered/differentiated products of the retailer, like Tesco Value, Tesco Standard and Tesco Finest, that can satisfy the beneficiaries of the different classes of consumers with different income levels and tastes. The rollout of Clubcard promotions also brought affordability into the mix by highlighting and saving money based on the personal details of the person. Therefore, Tesco's private labels were perceived by consumers to be equal, if not superior, in terms of product quality to the national brands and yet are cheaper.
Objective 2: To analyse consumer perceptions of quality, trust, and brand image associated with Tesco’s private label products.
The findings indicate that the image, credibility and quality perception of the consumer are closely related to their attitude towards the Tesco Private Label products. Tesco has achieved premiumisation, redesigned packaging, and innovated its products successfully to enhance the perceived quality of its own-brand products. High-quality and modern packaging of the Tesco Finest products was strongly branded as a better customer experience.
Consumers feel that TESCO's own brand products are more and more reliable and satisfactory as compared to other brands. Retailer satisfaction and repeat purchase behaviour increased because of positive shopping experiences and a product's consistency. There were some perceived high-risk areas – in particular baby products, health items and luxury products – where there was some perceived preference amongst consumers for national brands.
Brand trust was another variable that emerged as an important factor in the buying behaviour. The Tesco brand helped to build confidence in consumers in the UK retail market in Tesco's line of products. For consumers, reliability, low cost, safety, and consistency were all related to Tesco. Additional loyalty-building activities, such as Tesco Clubcard, improved the emotional bond and long-term loyalty of customers.
Objective 3: To identify the key factors that influence consumer buying behaviour when choosing between private label products and national brands in Tesco stores.
The findings showed that there were several important factors that influence customers to make a value judgment in the product between Tesco private label products and national brand products. Factors were: price sensitivity, quality perception, trust, familiarity, emotional attachment, convenience, promotional activities and product category differences.
The first reason was that the consumers were more inclined towards buying Tesco's private brands at low risk categories when the consumers did not think that there was a big difference between the two types of products, namely, branded and private label products. National brands were, however, held in non-emotional, non-specialist categories and when the product was perceived to be risky.
Switching behaviour was also very sensitive to economic factors. During a difficult economy, consumers were more willing to 'chase the Tesco brand' as opposed to the national brand. All personalised promotion activities and digital marketing activities undertaken by Tesco were also contributory factors in this behaviour shift, as they provided more exposure with regard to Tesco's private label products as well as online shopping platforms.
[bookmark: _Toc231132462]6.3 Recommendations
Based on the data found, there are some recommendations that can be provided to Tesco to improve consumer purchasing behaviour towards Tesco's private label products.
Tesco needs to further implement value-based pricing and Clubcard's individual promotions. Economic tension remains, and consumers are sensitive towards price; there are clear links between the view of saving and purchases. In doing so, Tesco needs to improve personalisation offers and more targeted discounts in the digital space to enhance customers' retention and repeat purchase behaviours.
Secondly, Tesco can continue its efforts to improve the quality of its products and to innovate its features in the private label. Levels are very high, but there are also some 'high risk' product categories where some consumers still perceive National brands to be better. Therefore, Tesco may try to improve the uniformity of products, transparency of raw materials, and quality control systems, particularly for the health products and high-end products.
Thirdly, Tesco should improve the emotional branding and storytelling of its private-label marketing. Packaging, sustainability claims and lifestyle branding are becoming increasingly popular with consumers. The description of 'premium' and the culture of responsible sourcing can help the brand and strengthen the confidence of customers.
Furthermore, Tesco needs to continue to create digital engagement approaches and online shopping experiences. This can be achieved by using personalised recommendations, mobile apps and digital loyalty programmes, which will further increase the exposure and encourage product switching behaviour of Tesco's private labels. Moreover, Tesco needs to constantly monitor the trend of consumer behavior, as the trend may change depending on the change in economics, and then the private label strategy should be relevant and on par with the customers' expectations.
[bookmark: _Toc231132463]6.4 Research Gap
There were some studies into private label purchasing behaviour, but much of the literature had a general aspect to the supermarket and would not be as relevant to Tesco in the economic climate of post-2022. There were a few studies that looked at the impact of inflation in conjunction with digitalisation and shifting attitudes and perceptions among the consumers of Tesco on purchasing private label products. Furthermore, the previous studies predominantly focused on the analysis of either price or quality alone and not in combination. This study therefore makes significant contributions, not only with the use of Tesco as a target, but also in taking a holistic approach to the study by combining several behaviours that affect consumer buying behaviour in today's shopping environment.
[bookmark: _Toc231132464]6.5 Future Scope of Research
A primary quantitative approach or mixed approaches might be used in future studies on consumer purchasing behaviour in order to gain a better level of insight into consumer influence to purchase Tesco's private label products. Repeating the study with Tesco consumers through a survey and interview would help to gain more insight into the private label's behavioural motives, emotional attachment, and demographic differences that cause private label adoption.
Future research can also be carried out to compare Tesco as a supermarket retailer in the UK with other supermarket retailers, including Tesco, Lidl, Sainsbury's and Asda, which can also be compared in order to find differences in the way that Tesco develops its private label strategy and the way that consumers view Tesco's label. Further, the effects of sustainability, ethical sourcing and environmental issues on private label purchasing behaviour can be investigated in future studies since these aspects are becoming more prominent in the retail sector.
Research regarding customer loyalty programs, AI-driven marketing solutions, or technology's effect on buying choices in contemporary grocery stores could additionally provide relevant ideas when considering the consistent effects technology has on consumer habits within supermarkets. Future research could also explore differences in private label purchasing behaviour between generations including Gen Z and millennial consumers as digital shopping behaviour and the influence of social media is quickly changing the UK retail market.
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