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ABSTRACT

This article aims to present insights on private brand products in the retail market from a European
perspective to Thailand. Private brand products are considered an emerging market as consumer behavior shifts
towards seeking value for money. These products are similar in quality to major brands and hold significant market
share, especially in Europe, and are experiencing continuous growth in Thailand. They offer high-profit potential
for brand owners and are relatively easy to manage. Key factors supporting this gsrowth include rising living costs,
improved consumer perception of product quality, and the increasing trend of online transactions directly
connecting buyers and sellers. Private brand products have seen substantial growth in Europe, and retail stores
with private brands in Thailand have also achieved significant success. This presents both opportunities and

challenges for the current and future retail market.

Keywords: Private Brand Products ; Retail Stores ; Retail Market ; Growth of Private Brand Products
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