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Analysis and Thinking upon Retailer Own Branding
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Abstract: Retailers sell products under their own brand in European eountries and America including Britain that have experienced a e-
volvement process from low quality, low price, plain packsge, “me too™ product line to every bit of quality, variety, performance and packege
of products is tring to beat the branded products by manufacturers, retailers® own branding products in these countries that have heen widely
accepted by consumers and realized to have *“reasonable quality, and value to buy" . From such cases, Chinese retailers can learn something.
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