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ABSTRACT 
 

The purpose of this study was to investigate the consumers’ behaviours towards the 

distributors’ brands. The aim was to find out what were the most important criteria of the 

marketing mix for a consumer in his buying process that make him choose between a 

distributor’s brand and a leader’s brand.   

In order to achieve that, a theoretical framework has been established about the distributors’ 

brands, their different types, their management compared to the one of the leaders’ brands, 

then about the consumers, their relation towards the distributors’ brands, their personal 

implication in the brand, and their role, and also the theory of the marketing mix has been 

exposed.  

 

A quantitative research was applied. The questionnaire focused on every customer leaving, 

after purchases, from Carrefour and Casino in Montpellier. All economic and social status and 

lifestyles were interesting to study.  

12 questions were asked to each customer, and 100 of them fully answered.  

 

The results of the study were that the price still is the most important criterion for the 

consumers in their buying decisions. The attractive price is the reason.  

But it was discovered that the quality became a real significant element for the consumers.  

The principal conclusion was that consumers still didn’t trust enough the products from the 

distributors’ brands, and that the price wasn’t anymore the only criterion to take into account. 

 

It was suggested that the distributors’ brands could reinforce their performances if they give 

more priority to the quality.  
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1. INTRODUCTION 

This is the first chapter of our dissertation. The research background will be introduced and 

followed by the research problem, purpose and delimitation, presented concerning the area of our 

study. 

 

1.1 BACKGROUND 

  

In 1974, Georges Chetochine was announcing that the distributors’ brands would be the worst 

enemy of the leaders’ brands, but at that time nobody could believe it. 

 

It is true that, in that period, only few establishments had taken the decision to put in its linear 

place, next to the big brands, its own brands.  

 

Some establishments in Europe had already tackled the distributors’ brands strategy but as a 

whole neither Carrefour, nor Leclerc, not even Wal-Mart were contemplating similar 

transformation of their offer. 

 

Nowadays, the facts have given reason to the predictions of 1974.  

The majority of the big establishments of distribution from the food sector, the sport or the 

clothes, achieve their sales thanks to those brands. (George Chetochine, 2006) 

 

Everywhere in Europe, day after day, the distributors’ brands get more and more loyalty from 

the consumers. According to a study realized in 7 countries, made by the PLMA (MORI, 

2006), one of the most important institutes in that field, the distributor’s brand get a higher 

level of acceptance from the consumers. They even declare that they better know those brands 

and have an increasing intention to buy products from the distributors’ brands. 

 

The major increase in the percentage of consumers who are increasingly conscious of the 

distributor's brands has taken place in the United Kingdom, Spain and France. Likewise, 

MORI (2006) has informed that having more knowledge on these brands is leading to an 

increase of the purchases.  
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The major increases in the percentage of consumers who glide to extend their purchases of 

products from distributor's brand of supermarket have been obtained in the Netherlands and 

Germany. 

 

The market share of the retail brands reached an historical maximum. For the first time, the 

retail brands have reached a market share of 40 % in four countries: United Kingdom, 

Germany, Belgium and Switzerland. In addition to that, the distributor's brands represent one 

of every three products sold in other two of the principal retail European markets: France and 

Spain. (Plma´s World Private Label International, Amsterdam Conference 27-28 May 2006) 

 

 

Portugal: 27% 

United Kingdom: 43% 

The Netherlands: 22% 

Norway: 20% 

Spain: 35% 

France: 34% 

Belgium: 42% 

Denmark: 27% 

Sweden: 28 % 

Finland: 25% 

Switzerland: 53% 

Germany: 39% 

Poland: 20% 

Italy: 16% 

Austria: 21% 

Czech Republic: 27% 

 Hungary: 24% 

Slovakia: 34%  

 

(Parts de marché des MMD par pays = Market Shares of Distributors’ Brands by countries) 

 

Therefore, the importance of the distributor’s brands no longer has to be proved, as we can 

see their growing shares in sales of several ranges of products and the diversity of the 

industries in which they operate in many countries.                   

However, the interest shown by the researchers is far away from the interest shown for the 

leaders’ brands. In fact, apart from the professional press, principal source of information 

about the evolution of market shares and new launch of distributors’ brands, we cannot find a 
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lot of studies dedicated to that notion. One of the most important reason to that statement is 

the trend to consider the distributors’ brands weaker than the leaders’ brands, judged stronger.                                 

That statement, probably valid ten years ago, is actually a lot more questionable.  

(Amine, Abdelmajid, 1999) 
 

Indeed, if we are judging today the importance of a brand by its sales and market shares, some 

distributors’ brands have to be seen as strong brands.  

In fact, those brands can represent 55% of the sales in certain range of products.  

On the other hand, if we are judging the importance of a brand by its richness and capital 

value, the distributors’ brands still have to make efforts and to be improved.  

(Cadenat and Bizeul, 1997). 

 

Until now, the purchase of distributors’ brands has been attributed to the attraction of the 

consumers for the price, and only the price.  But, since the 90’s, the consumer has become 

more rational and is more looking for quality for a right price than only the lowest price on 

the market.  

Moreover, given the relative ineffectiveness of the lowest price products, without a brand 

name or a proper identity, the distributors have encouraged the launch of proper brands with a 

specific identity, distributed under a name or an innovating packaging, bringing to the 

consumer an added value other than the price.  They also improved their brand quality and 

communication. (Amine, Abdelmajid, 1999) 
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1.2 RESEARCH PURPOSE 

                 

The principal aim of this work is the study of the consumer’s behaviour towards the 

distributors’ brands. We wanted to know what were the most important criteria of the 

marketing mix for a consumer in his buying process that make him choose between a 

distributor’s brand and a leader’s brand.  

 

In the frame of the deep transformations that has experienced and experiences the retail trade, 

a process that finds a clear expansion is the development of own brand products, which there 

include all the products sold under the brand of a distribution company, using his own name 

or a name specifically created with this purpose. 

 

Nowadays the principal chains of supermarkets, hypermarkets, drugstores and discounters can 

offer to the consumers, under an own brand, almost all products that could be manufactured 

and marketed.  

The own brands offer a wide range of food products, fresh, canned, frozen and dry goods, fast 

food, specialties of exotic cuisine, and pet food, health and beauty products, cosmetics, 

household items, laundry, gardening, hardware, paints, cleaning products.  

The own brand offers to the consumers a wide choice of quality products at lower prices than 

those of big brands. Those products can be purchased at any time, without waiting for future 

promotions. The own brand products are made with ingredients of quality, equal to or greater 

than that of the big brands; furthermore, the name or logo of the distributor who appears on 

the packaging ensures that the product complies with the quality standards and requirements 

of the distributor. 

 

1.3 RESEARCH PROBLEM 

               

In order to better fulfil the above stated purpose, a research question has been outlined below 

to help us approach the adequate and relevant knowledge to achieve our goal.  

 

• What are the most important criteria from the marketing mix that are influencing the 

consumer in his buying process? 
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1.4 DELIMITATION 

                   

Our research focuses in why at present the consumer buys a major quantity of products of 

distributor brand instead of leading brands, we are going to delimit our investigation in how 

the different variables of the Marketing Mix affect the consumer, we will make that clear with 

the help of different authors about the distributors’ brands and the consumers’ behaviours, and 

authors about the marketing mix. 
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2. THEORETICAL FRAMEWORK 

This chapter will present the theories pertaining to our stated research purpose and research 

question. The theory will be divided into three parts, one concerning the distributors’ brands, one 

concerning the consumers towards the distributors’ brands and finally one concerning the different 

variables of the marketing mix.   

 

2.1 WHAT IS A DISTRIBUTOR’S BRAND? 

Until a recent date, the literature had not so much talked about that notion in an appropriate 

way: the distributor’s brand wasn’t seen as a real brand, attracting only the consumers by the 

low prices. (Amine, Abdelmajid, 1999) 

But that situation has recently changed, as Russ Klein, general director of 7-eleven, said: “the 

distributors ‘ brands have changed so much that certain Brand name are making them as their 

premium offer in certain department of their stores.” (Marketing Management, July – August 

2006, p.15-18). 

 

The different types 

Concerning the name, and its relation with the brand name, a distributor’s brand can have the 

name of the Brand name or a new name, that’s all. 

Like this, it exists different types of distributors’ brands. 

There is the distributor’s brand directly referring to the Brand name as for the “Carrefour 

products” for Carrefour in France, but that same Brand name can use also new names for 

distributor’s brands as for the clothes in Carrefour under the name of Tex or Bluesky for high 

technologic products. In that case, even if it is not called as the Brand name, there is always 

the Brand name logo clearly visible on it and we call that a private label. 

Therefore, the private label (distributor’s brands) is seeing as a distributor’s brand even if the 

name does not refer directly to the Brand name.   

Then, there is the “countermark”, also seen as a distributor’s brand.  That type is often 

created to distract the attention of the consumers from a particular leader’s brand, by imitating 

all the known attributes (same packaging and placed just next to the leader) of the leader to 

create confusion towards the consumers.  

Finally, there is the “positioning brand”, far away from just being the better quality/price 

rate, that type is positioning its products according to the trends or the premium segments.  

(Kapferer, 2007) 
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Do we manage the distributor’s brand and the leader’s brand in the same way? 

 

From a managerial point of view, the distributors’ brands are brands almost like the others. 

Those brands are behaving like a leader brand (think about a particular target, take a main 

competitor to attract its consumers, define an offer, a price, a packaging and a 

communication), but moreover, those brands have to simultaneously answer to two 

obligations:  

‐ Adapt the Distributor’s brand to the marketing mix of the distributor 

‐ Make the price as the main element of their own marketing mix 

(Amine, Abdelmajid, 1999) 

 

That is why, those brands have not the same management as for the leader’s brands. The 

positioning of the distributor’s brand is the same as the Brand name.  

Moreover, the distributor’s brand is using the Brand name to define a tangible offer for the 

products. 

Those distributors’ brands are found all over the store of the Distributor (Brand name), in all 

the department of the stores, like this, the consumers can find it all along their shopping.  

It’s working as a fixed point for the consumers. In fact, those products often take benefits 

from a privileged linear place, and from a guaranteed distribution in all the point of sales of 

the Band name. (Denitto, 1993) 
 

On the other hand, the leaders’ brands are more specific. In fact, the ability for a leader’s 

brand is limited, for example, if we take a brand of ham, seen as a specialist of that type of 

food, we cannot imagine that brand doing jam. The leader’s brand is seen as an expert in what 

they do in the range of product in which it operates, it cannot be diversified as for the 

distributor’s brand. (Kapferer, 2007) 

 

Several studies have tried to identify the factors contributing to the distributors’ brands 

success in a range of products. One of them shows that the success is always due to two 

factors: the quality level and the activity level of the distributors and manufacturers.   

The distributor’s brand seems to be more powerful in the ranges of products where its quality 

is objectively better and relatively constant.  
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That same study had led also to an interesting conclusion: the advantageous price and the 

promotional activity would not be a significant element for the consumer. (Barbara E. Khan, 

2008) 

 

The success depends also on the logistic. In fact, the distributors already have to ensure the 

promotion, the production and the labeling of those brands, so, they will be less tented to take 

charge of those added costs in non-profitable range of products. The tendency will be to 

develop their distributors’ brands only in range of products offering a high potential of 

profitability. (Barbara E. Khan, 2008) 

 

The presence of leaders’ brands is also a major factor. In the range of products where the 

manufacturer of leaders’ brands are highly supporting their brands with a lot of 

advertisements or promotions and where there is a high competition on the prices, the chances 

of success for the distributors’ brands are low.  In the other hand, in the case of rivalry on the 

prices between leaders’ brands and distributors’ brands, the distributor’s brand will probably 

have the advantage. (Anne-Sophie Bayle-Tourtoulou, 2008) 

 

2.2 THE CONSUMERS 

 

The consumer relation towards the distributor’s brand 

 

From the consumer’s point of view, the distributor’s brand is perceived as a brand, but most 

of the time associated to an attractive price. When the question about the notoriety is asked 

(for example, what types of brands of yoghourt or bicycle do you know?) consumers are 

saying Decathlon or Casino (French Brand name), and when we are asking them if they are 

going to buy or buy again distributors’ brands the positive answer is really high in the poll. 

(Kapferer, 2007) 

It’s not for nothing if the distributors’ brands are highly present in most of the department of 

hypermarkets, the market share of first price products and distributors’ brands is becoming 

more and more dominant.  

With time, certain distributors’ brands manage to create affection to the brand, as we can see 

it in the study made by Brandz in England (2006).  
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According to that study, the relation of the customer towards the brand goes from the feeling 

of presence (notoriety, knowledge) to the pertinence (“it’s for me”), to the perception and 

performance of a real advantage until it creates a real affective belonging. It is interesting to 

see that two distributors’ brands are present in the top high ten of the British brand studied by 

Brandz: Marks & Spencer and Boots.  

 

Of course, we can say that there is an affective transfer from what the consumers feel about 

the Brand name to what they feel about the distributor’s brand, as a halo effect. 

Boots and Mark & Spencer are, in England, very respected Brand names, with a real and long 

relation of confidence and esteem with the customers and reciprocally.  

That halo effect is exactly the very important point on which the distributors’ brands are 

counting on.  

 

 

Personal implication in the brand 

 

A research made by C. Terasse (2006) on the implication in the brand is bringing a 

perspective.  

He has worked on 4 different categories of products to compare the implication in the 

distributors’ brands of Carrefour (French distributor, hypermarkets) towards the leaders’ 

brands. By implication in the brand we are talking about more than just repeated purchases 

(loyalty).  

The results of that study have shown that in a long term the products from the distributors’ 

brands obtained high repeated purchases rates equal to the ones of the leaders’ brands, and 

even sometimes more.  

 

The implication – personal implication toward a brand – measures a strong relationship with a 

brand making it very important. Therefore, if that brand is not present, the consumer will wait.  

For the consumer, it is not substitutable. The contrary is the indifference or the sensitivity to 

every raise of prices.  

That implication has two sources: the attachment to the brand, and the satisfaction linked to 

the fact that the consumer perceives a difference in the performances of the products. (Amine, 

Abdelmajid, 1999) 
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The study of C. Terrasse  (2006) also examines the consequences of the implication in the 

brand. 

In theory, more a person is involved in a distributor’s brand or a leader’s brand, less he must 

look for variety when he is purchasing and less he is sensitive to the prices.  

It’s exactly what is happening for the leader’s brand: the re-purchasing of the same product 

results from the implication of the consumer in the brand and its reducing effect on the two 

key factors of non-loyalty: the variety and the sensitivity to the price.  

For the distributor’s brand, the implication in the brand influences the re-purchasing, reduces 

the need for variety, but does not reduce the sensitivity to the price.  

It means that the re-purchasing of a distributor’s brand is still influenced by the price. For that 

kind of brands, the loyalty is seen as a fake loyalty. In fact, the sensitivity to the price is still 

present for the consumer who checks the price changes, contrary to the leader’s brand, the 

distributor’s brand cannot be seen here as an absolute brand. (Kapferer and Laurent, 1994) 

 

However, it exists an interesting difference in the functioning of the distributors’ brands 

compared to the one of the leaders’ brands. As we can see in the thesis of C. Levy (Levy, and 

Kapferer, 1996) about the impact of the distributors’ brands on the behaviours of the 

consumers, the satisfaction generated by a distributor’s brand increases the credibility of all 

the distributors’ brands. If, after tasting it, a customer finds out that he prefers the chocolate 

biscuit from the distributor’s brand Carrefour, than the same product from “Pepito” the leader, 

it increases the probability to buy those from others distributors’ brands. 

 

It explains why the distributors’ brands have difficulties to create loyalty. Of course, it 

generates repeated purchases from the consumers, but it is not discriminating for the others 

distributors’ brands. In fact, the consumers are not differentiating the products from a 

distributor’s brand to another, to them if a product from a distributor’s brand is good, the 

same product from another distributor’s brand will be good to. On the other hand, a leader’s 

brand is functioning for itself, consumers are giving more attention to leaders’ brands, and 

they can easily differentiate products from one leader’s brand to another.  

That is the most important difference in the functioning of the distributors’ brands and the 

leaders’ brands. (Levy, and Kapferer, 1996) 
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The role of the consumer 

 

The consumer is selective: he decides in which categories he will be more tented to buy  

distributors’ brands. It will be those were his personal implication is at a low-level (Kapferer 

and Laurent, 1995). The consumer will buy leaders’ brands if he finds a risk in the purchase, 

but if he doesn’t, a product from the distributors’ brands will tent him, especially if that 

product has for him a good reputation and an image of quality.  

For example, the butter is today dominated by the distributors’ brands. Most of the cooked 

meats sold in self-service in France are first prices products or from distributors’ brands. But 

not the new products, like the salty butter, or the ham without salt, as if that mutation of the 

products was a source of fear for the consumers who need to be reassured by a name of a 

leader’s brand. In 1989, for example, the distributors’ brands represented 65% of the frozen 

beans sold, but only 1,1% of the deodorant sold. So, depending of the range of product, the 

distributors’ brands are more or less important in the purchases. (Kapferer, 2007)) 

 

When the consumer is expecting a high level of performance (cosmetics for example) the 

leader’s brand is the most powerful. Moreover, when the products have a value of sign 

(clothes for example), the distributor’s brand is really weak. (Kapferer and Laurent, 1995)   

 

An experience realized towards 1500 consumers has allowed showing one of the reasons why 

the leaders’ brands are keeping their superiority above the distributors’ brands: the consumer 

has the tendency to evaluate the brand from its extern signs (like the prices, the name and the 

packaging) and not from its internal signs (like the taste or the ingredients). 

In that experience, the consumers were supposed to test different products identified as 

articles from the distributors’ brands and from the leaders’ brands. (Barbara E. Khan, 2008) 

 

But, those consumers ignored that the half of the distributors’ brands products were labelled 

as leaders’ brands and vice versa.  

The results have shown that the consumers attributed an inferior quality to the products 

labelled as distributors’ brands and inversely.  

It results from that experience that the choices are done from extern criteria.  

The consumers are deducing that the products from the distributors’ brands have an inferior 

quality because of their low prices and their status of non-leader brands.  
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According to that study, the author also states that the consumers are globally more and more 

interested by the quality than the price. (Barbara E. Khan, 2008) 

 

 

2.3 MARKETING MIX 

The term "marketing mix" became popularized after Neil H. Borden published his 1964 

article, The Concept of the Marketing Mix. Borden began using the term in his teaching in the 

late 1940's after James Culliton had described the marketing manager as a mixer of 

ingredients. The ingredients in Borden's marketing mix included product planning, pricing, 

branding, distribution channels, personal selling, advertising, promotions, packaging, display, 

servicing, physical handling, and fact finding and analysis. E. Jerome McCarthy later grouped 

these ingredients into the four categories that today are known as the 4 P's of marketing. 

These four P's are the parameters that the marketing manager can control, subject to the 

internal and external constraints of the marketing environment. The goal is to make decisions 

that center the four P's on the customers in the target market in order to create perceived value 

and generate a positive response. (Borden, 1964; Culliton, 1948; McCarthy, 1960) 

(Kotler, Wong, Saunders and Armstrong, Principles of marketing, 2005 p.34) 
 

2.3.1 PRODUCT 

We define a product as anything that is offered to a market for attention, acquisition, use or 

consumption and that might satisfy a want or need, products include more than just tangible 

goods.  
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Broadly defined, products include physical objects, services, persons, places, organisations, 

and ideas or mixed of these entities.  

 

Levels of product: 

Product planners need to think about the product on three levels. Each level adds more 

customer value. The most basic level is the core product, which addresses the question: What 

the buyer is really buying? 

 

Core Product: The problem solving services or core benefits that consumers are really 

buying when they obtain a product. 

 

At the second level, product planners must turn the core benefit into an actual product. 

 

Actual product: A product’s parts, quality level, features, design, brand name, packaging and 

other attributes combine to deliver core product benefits. 

 

Finally, the product planner must build an augmented product around the core and actual 

products by offering additional consumer services and benefits.  

(Kotler, Wong, Saunders and Armstrong, 2005) 

 

Products classification 

Products can be classified according to their durability and tangibility. Non-durable products 

are goods that are normally consumed quickly and used on one or a few usage occasions, such 

as beer, soap and food products. Durable products are products used over an extended period 

of time and normally survive for many years. Examples are refrigerators, cars and furniture. 

(Kotler, Wong, Saunders and Armstrong, 2005) 

 

Marketers have also divided products and services into two broad classes based on the types 

of customer that use them – consumer products and industrial products. 

 

Consumer Products: 

Consumer products are those bought by final consumer for personal consumption. 

Marketers usually classified this goods based on consumer shopping habits. Consumer 

products include: convenience product, shopping products, speciality product and unsought 
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product. These products differ in the way consumers buy them, so they differ in how they are 

marketed. 

 

• Convenience products: a consumer product that the customer usually buys 

frequently, immediately, and with a minimum of comparison and buying effort. 

• Shopping product: A consumer product that the customer, in the process of selection 

and purchase, characteristically compares with others on such bases as suitability, 

quality, price and style. 

• Speciality product: A consumer product with unique characteristics or brand 

identification for which a significant group of buyers is willing to make a special 

purchase effort. 

• Unsought product: A consumer product that the consumer either does not know 

about or knows about but does not normally think of buying. 

(Kotler, Wong, Saunders and Armstrong, 2005) 

 

2.3.2 PRICE 

The amount of money charged for a product or service, or the sum of the values that 

consumers exchange for the benefits of having or using the product or service.  

Price is the only element in the marketing mix that produces revenue; all other elements 

represent costs. Price is also one of the most flexible elements of the marketing mix. Unlike 

products features and channel commitments, price can be changed quickly. At the same time, 

pricing and price competition is the number one problem facing many markets. Yet, many 

companies do not handle pricing well. One frequent problem is that companies are too quick 

to cut prices in order to gain a sale rather than convincing buyers that their products or 

services are worth a higher price. (Kotler, Wong, Saunders and Armstrong, 2005) 

 

Other common mistakes are: the pricing that is too cost-oriented rather than customer-value 

oriented; prices that are not revised often enough to reflect market changes; pricing that does 

not take the rest of the marketing mix into account; and prices that are not varied enough for 

different products, market segments and buying occasions. 

 

Marketing Mix Strategy: Price 

The price is the only one of the marketing-mix tools that a company uses to achieve its 

marketing objectives. The Price decisions must be coordinated with products design, 
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distribution and promotion decision to form a consistent and effective marketing programme. 

Decisions made for other marketing-mix variables may affect pricing decision. For example, 

producers using many resellers that are expected to support and promote their products may 

have to build larger reseller margins into their prices. The decision to position the product on 

high-performance quality will mean that the seller must charge a higher price to cover higher 

costs.  

 

Companies often make their pricing decisions first and base other marketing mix decisions on 

the prices that they want to charge. Here, the price is a crucial product-positioning factor that 

defines the product’s market, competition and design. The intended price determines what 

product features can be offered and what production costs can be incurred. 

 

Many firms support a price-positioning strategy with a technique called target costing, a 

potent strategic weapon. The target costing reverses the usual process of first designing a new 

product, determining its cost and then asking “Can we sell it for that?”. Instead, it starts with a 

target cost and works back. 

 

Other companies de-emphasise the price and use other marketing-mix tools to create non-

price positions. Often, the best strategy is not to charge the lowest price, but rather to 

differentiate the marketing offer to make it worth a higher price.  

Thus the marketer must consider the total marketing mix when setting prices. If the product is 

positioned on non-price factors, then the decisions about quality, promotion and distribution 

will strongly affect price. If the price is a crucial positioning factor, then the price will 

strongly affect decisions made about the other marketing mix element. Even so, marketers 

should remember that buyers rarely buy only for the price. Instead, they seek products and 

services offering them the best value in terms of benefits received for the price paid.   

(Kotler, Wong, Saunders and Armstrong, 2005) 

 

2.3.3 PROMOTION 

A company’s total marketing communications mix- also called promotion mix- consists of the 

specific blend of advertising, personal selling, sales promotions, public relations and direct 

marketing tools that the company uses to pursue its advertising and marketing objectives. 

Here are the five main promotions tools: 
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• Advertising: any paid form of non-personal presentation and promotion of ideas, 

goods or services by an identified sponsor. 

• Personal selling: personal presentation by the firms’ sales force for the purpose of 

making sales and building customer relationship. 

• Sales promotion: Short-term incentives to encourage the purchase or sale of a product 

or service. 

• Public relations: Building good relations with the companies various publics by 

obtaining favourable publicity, building up a good “corporate image”, and handling or 

heading off unfavourable rumours, stories and events. 

• Direct marketing: Direct connections with carefully targeted individual consumers 

both to obtain an immediate response and to cultivate lasting customer relationship –

the use of telephone, mail, fax, email, the internet and other tools to communicate 

directly with specific consumers. 

 

Each category in the promotion mix involves specific tools. For example, advertising includes 

print, radio, and television broadcast, outdoor and other forms. Personal selling includes sales 

presentations, fairs and trade shows, and incentive programmes. Sales promotion includes 

activities such as point-of-purchase displays, premiums, discounts, coupons, competitions, 

speciality advertising and demonstrations. Direct marketing includes catalogues, telephone 

marketing, fax, kiosks, the internet and more. Thanks to technological breakthroughs, people 

can now communicate through traditional media as well as through newer types of media. The 

new technologies have encouraged more companies to move from mass communication to 

more targeted communication and one-to-one dialogue.  

 

At the same time, communication goes beyond these specific promotion tools. The product’s 

design, its price, the shape and colour of its package, and the stores that sell it, all 

communicate something to buyers. Thus, although the promotion mix is the company’s 

primary communication activity, the entire marketing mix – promotion and product, price and 

place – must be coordinated for greatest communication impact.  

(Kotler, Wong, Saunders and Armstrong, 2005) 

 

Marketing Mix Strategies: Promotion 

Marketers can choose from two basic promotion mix strategies -push promotion or pull 

promotion: 
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• Push strategy: A promotion strategy that calls for using the sales force and trade 

promotion to push the product through channels. The producer promotes the product 

to wholesalers, the wholesalers promote to retailers, and the retailers promote to 

consumers. 

• Pull strategy: A promotion strategy that calls for spending a lot on advertising and 

consumer promotion to build up consumer demand. If the strategy is successful, 

consumers will ask their retailers for the product, the retailers will ask the wholesalers, 

and the wholesalers will ask the producers. 

(Kotler, Wong, Saunders and Armstrong, 2005) 

 

 

 
(Kotler, Wong, Saunders and Armstrong, Principles of Marketing, 2005 P.744) 
 

 

2.3.4 PLACE 

A channel of distribution comprises a set of institutions, which perform all of the activities 

used to move a product and its title from production to consumption. (Bucklin, 1966) 

 

Another element in the Marketing Mix is the Place.  

Place is also known as channel, distribution, or intermediary. It is the mechanism through 

which goods and/or services are moved from the manufacturer/ service provider to the user or 

consumer. (Borden, 1964) 
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Marketing Mix, Strategies: PLACE:            

Depending on the type of product being distributed there are three common distribution 

strategies available: 

Intensive distribution: Used commonly to distribute low priced or impulse purchase 

products as chocolates or soft drinks.  

Exclusive distribution: Involves limiting distribution to a single outlet. The product is 

usually highly priced, and requires the intermediary to place much detail in its sell. An 

example will be the sale of vehicles through exclusive dealers. 

Selective Distribution: A small number of retail outlets are chosen to distribute the product. 

Selective distribution is common with products such as computers, televisions, household 

appliances, where consumers are willing to shop around and where manufacturers want a 

large geographical spread.  

(Kotler, Wong, Saunders and Armstrong, 2005) 
 
 

 

A research has analyzed how each type of distributor’s brand could raise the market share at 

the expense of the leader’s brand and also could lower the gap between the prices, which can 

boost the profitability (Levy, Kapferer, 1998). 

 

The researchers have asked to more than 500 mothers, in a store, to choose between the 

leader’s brand of chocolate cookies and a distributor’s brand. 

That choice varied depending on 4 criteria from the marketing mix:  

‐ The objective quality of the cookie: same or less good (Product) 

‐ The differences of prices (Price) 

‐ Notoriety, knowledge of the Brand (Promotion) 

‐ The easy way to find it (Place) 

 
 

With the help of those theories and a questionnaire we are going to try to find out what are the 

most important criteria of the marketing mix for a consumer in his buying process that make 

him choose between a distributor’s brand and a leader’s brand.   
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3. METHODOLOGY 

In this chapter, the methodology of our study will be presented. The research process will be 

illustrated and our choice of methods presented and explained. The research purpose, research 

approach, method of data collection, and sample selection will be also discussed in this chapter. 

 

3.1 RESEARCH APPROACH 

 

Quantitative research is often an interactive process in which evidence is evaluated, theories 

and hypotheses are refined, technical advances are made, and so on. Usually is used to gain a 

general sense of phenomena and to form theories that can be tested through further 

quantitative research. Quantitative research using statistical methods typically begins with the 

collection of data based on a theory or hypothesis, followed by the application of descriptive 

or inferential statistical methods. A fundamental principle in quantitative research is that 

correlation does not imply causation. This principle follows from the fact that it is always 

possible that a spurious relationship exist for variables between which covariance is found in 

some degree. When measurement departs from theory, it is likely to yield mere numbers, and 

their very neutrality makes them particularly sterile as a source of remedial suggestions. But 

numbers register the departure from theory with authority and finesse that no qualitative 

technique can duplicate, and that departure is often enough to start researching. (Kuhn, 1961, 

p.180). 

  

We want to use quantitative approach in this study, because we think it is the most suitable 

means of research for our study purpose, and it can lead us to a better understanding of the 

research problem. We think that it is very helpful to use statistical analysis to determine the 

facts and the correlations between facts. 

Our research tries to determine what are the most important criteria from the marketing mix 

that are influencing the customers’ behaviours in their purchasing towards the distributor’s 

brands. To achieve this goal, we needed to collect data by asking directly the consumers in 

order to create some relevant graphics. 

In Aaker, Kuman and Day’s Marketing Research (2006), the authors state that Quantitative 

Research classifies features, counts them, and allows searchers to construct a model, a statistic 

one, in order to try to explain an occurring phenomenon.  
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And thanks to the collected data, findings can be extrapolated to a larger population; of 

course, significant techniques and valid samplings have to be used. A Quantitative analysis 

permits to isolate a phenomenon and evaluate its frequency, its intensity and its rarity, thus its 

relative normality or abnormality. 

That is the reason why, in our research we tried to collect as many data as possible in order to 

make our research as relevant as possible.  

 

3.2 TYPE OF RESEARCH 

 

According to Aaker, Kumar and Day (Marketing Research, 2006, p 79), there are three 

different types of research: the exploratory, the descriptive and the causal.  

The exploratory Research can be used in order to determine the general nature of a problem, 

the possible decision alternatives, and the relevant variables that need to be considered.  

These methods are flexible, unstructured – which is easier to pursue ideas and clues – and 

qualitative, but fits to the research if the searcher “begins without firm preconceptions as to 

what will be found”.  

The Descriptive Research is used to give a snapshot of some aspects of the market 

environment; it can provide qualitative as well as quantitative results – interviews, test results 

or questionnaires can be used – to confirm or invalidate an hypothesis, which could have been 

speculative.  

Finally, the Causal Research can show that one variable causes or determines the values of 

other variables. 

 

Our research was a descriptive one thanks to the help of questionnaires.  

Descriptive research describes data and characteristics about the population or the 

phenomenon being studied. Descriptive research answers the questions who, what, where, 

when and how.  

Although the data description is factual, accurate and systematic, the research cannot describe 

what caused a situation.  

Thus, descriptive research cannot be used to create a causal relationship, in which one 

variable affects another. The description is used for frequencies, averages and other statistical 

calculations. Often the best approach, before writing descriptive research, is often to conduct 

a survey investigation. (Gummesson, 1991) 
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3.3 DATA COLLECTION 

 

According to Yin (1989, Case study research: design and methods, Thousand Oaks, CA: sage 

publication) the process of collecting data is difficult because the data are the basis of the 

whole theory. The research must be able to answer the main questions of the thesis thanks to 

the data which were obtained. This is crucial because otherwise the collected data does not 

represent the purpose of study. 

The data can be collected from different sources. These sources are classified into primary 

and secondary data. 

 

Primary data: It consists of new material gathered by the researcher. Sources can be direct 

observations, surveys, interviews and questionnaires. 

 

Secondary data: It consists of previously collected material that will be used to carry out the 

research. Sources can be such as literature, articles and newspapers. 

 

The data collection method is the primary data since we decided to ask directly the 

consumers with questionnaires in order to better fulfil our purpose. 

We choose structured questionnaire as the technique to collect our data. The process is to 

make a questionnaire with structured and key questions; the answer is a choice between two 

or more options. We designed some fixed- alternative questions with two given answers, 

which are a lot easier for respondents to answer and they are also easy to code and tabulate. 

We also have multiple-choice questions, so that the respondents can choose the alternative 

that most closely corresponds to their position on the subject. 

We choose structure questions because they are very simple to administer and easy to tabulate 

and analyze.  

The standardized questions can ensure that all respondents reply to the same question. We ask 

the questionnaire directly, that brings us a trustworthy answer about the customer’s behaviour 

toward the distributor’s brands because we catch them in the action, in the moment. 

Furthermore, it is very objective to analyze data from our collected numerical data, whereas 

analyzing wording data can be mingled with some subjective thinking and personal opinions. 

Therefore, we believe we can be more secure about the validity and reliability of the empirical 

data and the further analyses.  

 



 25 

Other reasons to choose Questionnaire (structured interview): 

→ The problem is well defined 

→ All questions to be answered are known in advance. Additional questions of clarification 

are not necessary, because the questions will be closed. 

→ The ‘range’ of possible answers is known in advance, we only want to know the answers’ 

distribution: How many persons choose each answer. 

→ The question which involve facts, quantities or physic aspects are easy to describe. 

→ We find much more interest in the numeric analysis. (Gilbert and Dawn 2005) 

 

3.4 QUESTIONNAIRE PRETEST 

 

The real issue of a questionnaire is how it performs under the real conditions of the data 

collection process. For this assessment, the questionnaire pre-test is vital. The pre-tests assess 

individual questions as well as their sequence. It is better if there are two pre-tests according 

to Gilbert and Dawn (2005, Marketing Research, Methodology Foundation). 

Therefore, we decided to do our first pre-test by interviewing a student, because he is an 

experienced interviewer, which can give us advice about the improvement and modification 

that can be brought to the questionnaire in order to clarify the confusion and incorrectness 

hidden in our designed questions. Then, we pre-tested our questionnaire a second time on 

several students we would like to interview in order to see if there was any specific problem 

with these typical interviewers once they answered the questionnaire.  

In that way, the second pre-test would reveal problems that are unique to the mode of 

administration. Thanks to the results that we collected from the pre-test, we were able to 

verify that we conceptualized the problem right and to get the data to answer our questions. 

 

3.5 POPULATION SAMPLING 

  

Our purpose is to ask all kind of people; the questionnaire is focused on every customer from 

Carrefour and Casino in Montpellier. Also, all economic and social status and lifestyles are 

interesting to study. 

Our purpose is to have a better acknowledgement about the consumer’s behaviour toward 

distributor’s brands; everyone can be the target of our questionnaire.  

We decided to interview, most people as possible, and finally, 100 consumers fully answered.  
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We did the questionnaire in the city of Montpellier, south of France, during two weeks. The 

first week we were beside the entrance of the Carrefour, all the afternoons from 4 pm to 8 pm, 

asking people who were leaving the store after purchases, and then the second week, we were 

beside the entrance of the Casino, all the afternoons from 4 pm to 8 pm also, asking people 

who were leaving the store after purchases.  

Finally, we get 100 questionnaires fully answered.  

 

3.6 VALIDITY AND RELIABILITY 

 

Regardless of our data collection method, the information has to be critically examined in 

order to determine their validity and reliability.  

We built the validity by establishing correct operational measures for the concepts we wanted 

to study. We used the structured questionnaire as the mean to obtain our data.  

The questions were designed and pre-tested in order to minimize as much as possible the 

misunderstanding and problems for the respondents; meanwhile it also increased the internal 

validity and reliability of the data. Moreover, we used statistical testing to analyze our 

empirical data, which could help us to better generalize our study findings, and then to 

increase the external validity of our study.  

There might be some shortcomings limits in the validity of our study, due to the different 

people we questioned, they all had different status, they all came from different culture and 

social background, being older or younger, but generally speaking, we do not think that it may 

influence our research in a negative way because we really wanted to have a general 

acknowledgement. 
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4. EMPIRICAL DATA 
This following chapter is presenting the data we collected from our questionnaire. The order of 
presentation is followed by the order of the questions stated in our questionnaire. We use 
numbers and percentage to present our data by putting them in the graphics. We collected 100 
questionnaires in total, therefore, all the percentage and numerical data has been calculated 
based on 100 respondents.  

PRODUCT 
 

1) Do you know what the distributors’ brands are?  
a) Yes -  90%   b)  No - 10% 

 

 
 Figure 1: Do you know distributors’ brands? 
 

2) How often do you buy products from distributors’ brands? 
a) Every time when you go to your supermarket – 68% c)   Once a week – 20% 
b) Once a month (not regularly) – 7%   d)   Never – 5% 

 

 
       Figure 2: How often do you buy products from distributors’ brands?  
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3) In your view, are leader brands better than supermarket own brands? 
a) Yes – 72%   b) No – 25%  c) I don’t know – 3% 

 

 
      Figure 3: Leaders’ brands better than distributors’ brands?  

 
 
 

4) What do you think about the quality of the distributors’ brands? 
a) Good – 25%     c) Same that leader brands – 8% 
b) Not so good – 25%    d) Worse than leader brands – 42% 

 

 
Figure 4:  What do you think about the quality of the distributors’  

brands?  
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5) What type of products from distributors’ brands do you use to buy generally? 
a) Frozen food – 30%    d) Refresh product – 5% 
b) Fresh food (drinks, yoghurts…) – 15%  e) Pasta/rice /vegetables – 35% 
c) Cosmetic – 2%     f) Cleaning products – 13% 

 

 
Figure 5: What types of products from the distributors’ brands do you  

use to buy? 
 
 

PRICE 
 

6) Is the price the reason why you buy distributors’ brands? 
a) Yes – 85%   b) No – 15% 

 

 
Figure 6: Is the price the reason why you buy distributors’ brands?  
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7) What do you think about the rate price/quality of the distributors’ brands? 
a) Good, we are satisfied – 39%    c) Quite good –12% 
b) The leader brand still propose a better rate – 43% d) Absolutely not – 6% 

 

 
 Figure 7: What do you think about the rate price/quality of the  

distributors’ brands?  
 

PROMOTION 
 

8) Do you have constant information about offers and promotions for the products from 
the distributors’ brands? 

 a) Yes – 22%   b) No – 78% 
  

             
Figure 8: Do you have constant information about offers and promotions  

           for the products from the distributors’ brands? 
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9) In which media do you find usually information about promotions for products from the 

distributors’ brands? 
a)Television – 3%   c) In the supermarket – 58% 
b) Radio – 2%    d) Home brochures – 37% 

 

             
           Figure 9: In which media do you find promotions about the distributors’  
                           brands? 
 
 
10) Are you interested in promotions on products from the distributors’ brands? 

a)  Yes, I purchase products from distributors’ brands with special promotions – 43% 
b) No, I prefer to buy leader brands product anyway - 32% 
c) No, i don’t wait for promotions to buy products from distributors’ brands - 25% 

 

                
                Figure 10: Are you interested in promotions on products from the distributors’       
                                  brands?  
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PLACE 
 
11) Do you find easily the products from distributors’ brands that you need in your 
supermarket? 

a) Always – 59%   c) Sometimes – 10% 
b) Often – 27%   d) Never – 4% 

 

                
                Figure 11: Do you find easily the products from the distributors’ brands  

                 that you need in your supermarket?  
 

GENERAL 
 

12) Do you plan to continue to buy products from the distributors’ brands? 
 a) Yes, if the quality is the same or better than now – 52% 
 b) Yes, but I hope than the price will be the same – 34% 
 c) No, if my earns will be more I will buy leader brands – 14% 
 

           
          Figure 12: Do you plan to continue to buy products from the distributors’     
                             brands?  
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5. EMPIRICAL ANALYSIS 

This chapter will present our empirical analysis, which we collected through our structured 

questionnaire. The analysis has been done following the order of the questions listed on the 

questionnaire with general description of the findings, all linked to the theory. 

 

 

This chapter will present the empirical analysis divided in 4 parts, showing the relations with 

the 4 variables from the marketing mix, depending on the consumer’s behaviour, from our 

theoretical framework.   

 

The questionnaire wasn’t focused in age, gender or social status, because the interest was to 

show how was influenced the consumer’s behaviour towards the distributors’ brands. The 

questionnaire relates the consumers with our theoretical frameworks.                        

Since the focus group was every people going out from Casino or Carrefour after purchases 

in Montpellier, the results show that the age or the gender of our respondents were not 

important for the research, because everybody can buy this kind of product. 

 

PRODUCT 

 

The focus of the research was the products from the distributors’ brands, and the results from 

the study show that 90% of the people questioned know what the distributors’ brands are. It 

represents almost all the people polled, and for that reason we can say that this kind of 

products reach almost all consumers, everybody, from our study, has bought at least once a 

product from the distributors’ brands or even heard about it (private label, countermark, or 

positioning brand). 

 

Today, almost 68% of the people questioned recognise that they do buy products from the 

distributors’ brands every time when they go to their supermarket, 20% once a week and just 

5% say that they never buy that kind of brand. This rate shows that, for the people polled, it is 

really popular to buy these products.  
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But this popularity has to be put into perspective because it depends of the product.  

According to the theory on the role of the consumer (Kapferer and Laurent, 1995), the 

consumer is selective. In fact, the consumer decides in which categories he will be more 

tented depending on his implication.  

According to our study, we are able to say that the most popular product from the distributors’ 

brands is pasta/rice /vegetables, it reached 35% of the people, and also it is really common to 

buy frozen food with a 30%. It can be explain by the fact that for these kinds of products, the 

consumer does not find a risk in the purchase and his personal implication is at a low-level.  

But, for instance, in cosmetics or fresh product, the rate is very low, 2% and 15%, mostly 

because the people lack of confidence in those products, they still prefer to buy products from 

leader brands. Moreover, we can say that the consumers are more confident with a brand they 

know in that type of product where their implication is high, they trust more the external 

signs. (Barbara E. Khan, 2008) 

Like this, our study confirm the theory saying that when the consumer is expecting a high 

level of performance as for the cosmetics, the Distributors’ brands are not powerful, the 

consumers are more tented by products from the Leaders’ brands.  

 

Moreover, about that constant comparison between leader brands and distributor brands, the 

people consider that leader brand is better than distributor brand at 72%, 25% say that it is 

the same and only 3% don’t really know about it 

 

Finally, one of the most important aspects in the product is the quality level of the products. 

When we asked about the quality of the products from the distributors’ brands, 42% consider 

that it is worse than the products from the leaders’ brands, 25% say it is good but in the same 

time another 25% think that it is not so good and finally, just 5% think that the quality is the 

same in both brands. 

 

PRICE 

 

According to our theoretical framework, the distributors’ brands are brands almost like the 

others and are behaving like leaders’ brands but those brands also have to adapt their 

marketing mix to the one of their distributors and have to make the price as the main element 

of their own marketing. (Amine, Abdelmajid, 1999) 
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In fact, he distributors’ brands are most of the time associated to an attractive price from the 

consumer and they are supposed to be very sensitive to the price. (Kapferer, 2007)  

 

Our study shows that more than 85 % of the people polled buy products from the distributors’ 

brands because of the very attractive price, in opposition with the 15 % who buy it for other 

reasons than the price. That rate is huge, and it shows well, that, according to our study, the 

price is clearly one of the most powerful strength of the distributor’s brands.  

 

In another hand, we can observe the relation between the quality and the price. 

Obviously, the people polled still think that the leading brands have a better rate quality/price 

than the distributors’ brands, concretely, 43%. Therefore, the price is not the unique factor 

that the buyers have in mind to choose a product. But, 39% say that they are satisfied with the 

products from the distributors’ brands, their quality is good.  

Those two rates are really close one to the other, it means that people from our study are 

aware about the good quality of the products from distributors’ brands but that they still don’t 

really trust those products and prefer to pay more for a product from the leader brand and be 

sure of its satisfaction. Only 6% think that the distributors’ brands do not satisfy their needs 

and that their quality is very lower than the leading brands. 

 

This is also a matter of implication. As we have seen in the theoretical framework, more a 

person is involved in a brand less he is sensitive to the prices. (C.Terrasse, 2006) 

But concerning the distributors’ brands even if the consumers have a strong implication it 

does not reduce the sensitivity to the price. In fact, it’s one of the most important problem of 

the distributors’ brands, it is really difficult to create real loyalty. The products from the 

distributors’ brands are still seen as substitute products and not absolute products as Leaders’ 

brands for the consumers, they will always check the prices before buying a distributor’s 

brand (Kapferer and Laurent, 1994). 

That’s why the most important motivation to buy a distributor’s brand still is the price, even if 

the quality is becoming now an important factor.  
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PROMOTION 

 

As we already know, for the distributors’ brands, the strongest strategy is the price. But there 

are several other useful tools of promotion.  

 

The problem with the distributors’ brands is that the majority of the consumers do not have 

enough information about those brands, and their offers.    

 

Only 22% have constant information about the offers and promotions for the products from 

the distributors’ brand and 78% have never received some information about those brands.  

Those brands try to reach the consumers by making promotions and by showing their offers 

quite only in their supermarket, as they own the place it won’t cost a lot to them. Like this 

they can reduce their cost of promotions.  

58 % of the people polled claim that they find promotions and offers for the product from the 

distributors’ brands in the supermarket with the staff of selling or the promotions inside the 

supermarket, 2% on television, 3% on the radio, and 37% in the home brochures.  

According to the theory, (Kotler, Veronica Wong, John Saunders and Gary Armstrong, 2005) 

the brands of distributor still have a push strategy of promotion, because the distributors take 

charge of putting in disposition of the consumer the products in the supermarket. 

Therefore, it is more difficult to well reach the consumers if they don’t entry in the 

supermarket, because they won’t know the different prices, promotions and qualities. 

 

43 % of the people say that they buy products from the distributors’ brands if there is a 

promotion, 32% continue to buy products from the leaders’ brands because it still represents a 

surety for their satisfaction and a kind of prestige, and, on the contrary, 25% of the people do 

not wait for the promotions to buy products from the distributors’ brands. This is a quite 

important rate showing that those brands are growing, and little by little, coming into the 

habits of the consumers. 

That rate shows also that even if there is not an important promotion concerning the DB 

products, still 25% of the people polled are buying those products; it can confirm that the 

promotion is not a real significant element for the consumers. (Barbara E. Khan, 2008) 
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PLACE 

 

The place is also an important factor for the distributors’ brands; in fact those products have 

to be found easily to catch the attention of the consumers. 

Depending on the type of product being distributed there are three common distribution 

strategies available, intensive distribution, exclusive distribution, selective distribution, the 

products from the distributors’ brands follow an intensive distribution because they use a very 

low price to catch the major number possible, and like that consumers obtain more benefits. 

(Kotler, Wong, Saunders and Armstrong, 2005) 

59 % of the people polled say that they always find easily the products from the distributors’ 

brands, 27 % often, 10% sometimes and finally, only 4% never.  

 

So, we can say that the products from the distributors’ brands are mostly easily reachable by 

the consumers; it means that their places in the supermarket are quite good. As we have seen 

in our theoretical framework, the distributors’ brands are present in all the types of products in 

a store, a distributor’s brand can be found in all over a store, like this, consumers can see and 

be caught by a product from a distributor’s brand.  

It confirms that those products often take benefits from a privileged linear place, and from a 

guaranteed distribution in all the point of sales of the Band name. (Denitto, 1993) 
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6. CONCLUSION 

In this final chapter, conclusions will be drawn based on the theory and the empirical 

data; meanwhile, the research question will be answered according to the research 

findings and conclusions. 

 

 

Today, in France, the consumers know more and more the products from the distributors’ 

brand, in the study made in the south of France, 90% of the people polled were aware about 

what distributors’ brands are. 

 

It’s like a phenomenon, a consumer is attracted by a product that will satisfy his needs but, in 

the buying process, we wondered what were the important criteria to select a product.  

 

After our research we can say that the first criterion is the price.  

The distributors’ brands have generally a real attractive price, that criterion is seen as the most 

important power of the distributor’s brands.   

But as we have seen in our theoretical framework some theories do not see the price as a real 

significant element for the consumers. (Barbara E. Khan, 2008) 

Actually our data haven’t confirmed that theory, on the contrary, we have seen that 85% of 

the people polled buy products from the distributor’s brand because of the attractive price and 

only 15% with other reasons.  

Therefore, the results of the study is that the price still is the most important criterion 

for the consumers in their buying decisions. The attractive price is the reason.  

 

Another criterion is becoming very important: the quality.   

The policy of the distributors is to create products with a quality more or less equal with the 

one of the leader brands and, above all, with a very attractive price. 

The problem is that there is still a general thinking about distributors’ brands. 

Mostly the people polled think that the quality is lower than the one of the leader brand, and 

only 8% think that the quality is the same in both kind of brand and there is still 42% who 

think that the leader brand is better than the owner brand. 

 



 39 

Thanks to the very attractive price, the distributors’ brands more and more attract the 

consumers, but they do not see those products in the same way as the leader ones.  

In fact, they still prefer the quality of the leader products and they do not really change their 

habits.  

Actually, the consumers are selective; it depends on their implication in the products they 

want to buy. 

According to our research, when the consumers are buying products with an implication at a 

low level as for pasta, rice, vegetables or frozen food, they do not see the difference between 

the quality of the product from a leader and the quality of the product from a distributor.  

In that way, the consumers do prefer to pay less and will go for the products from the 

distributors.  

But, in the other hand, for products as cosmetics or fresh food, consumers still prefer the 

leader products. It’s a matter of confidence in the brand, they think that if the brand is well 

known the product will be good for sure, and they don’t really care to pay a higher price.  

That criterion of quality is the reason why the distributors’ brands are still judged on its 

external signs and not as a real brand. (Barbara E. Khan, 2008) 

 

As a matter of conclusion to the research, the behaviours have changed, for sure, the 

consumers know more the distributors’ brands, and they actually buy more than before.  

Indeed, the price is not the only criteria to take into account; the distributors might need to try 

to make evolve more the mentality of the consumers if they want to reach more the 

consumers. But actually, according to the results from our study, the consumers polled are not 

going as much as we thought for the distributors’ brands.  

It’s a matter of confidence in the quality of the brand. They like to buy products from the 

distributors when their implication is at a low level, but when it’s an important implication 

they still prefer products from the leaders. Here it’s not a matter of price but just a matter of 

trust.  

 

The consumers are ready for it, as we have seen in our study, 52% of the people questioned 

agree to buy distributors’ brands again in the future, if the quality is the same or improved. 

Distributors just have now to convince more the consumers that their products have a good 

quality.   

 

Therefore, the quality is becoming a real significant element for the consumers.  
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The principal conclusion is that the consumers still don’t trust enough the products 

from the distributors’ brands, and that the price isn’t anymore the only criterion to take 

into account. 

 

Consequently, the distributors’ brands could reinforce their performances if they position their 

products on the quality more than the prices, what they can actually do today.  
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