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1. Consumer Perceptions of Tesco 
Own Brands: The Czech Republic 
and the United Kingdom

This paper has two main objectives. Firstly, it 
aims to provide an analysis of the situation of 
private labels and particularly Tesco own brands 
in the Czech Republic and to contrast it with their 
established position in the British market. Secon-
dly, it focuses on the attitudes towards Tesco 
grocery products held by Czech and British 
shoppers, and on how the structure of their opi-
nions differ in terms of gender, age and income. 
It should be emphasized here that this work is 
focused mainly on the situation in the Czech Re-
public where this issue has not been investigated 
in depth previously and the British data are given 
principally for comparison purposes. 

2. Own Brands and National Cha-
racteristics

Branding is one of the most documented parts 
of the academic literature on marketing. The 
literature on own brands is growing rapidly as 
the significance of the phenomenon becomes 
increasingly recognised. This literature inclu-
des reference to consumer perceptions of own 
brands versus national brands [8], [48], [12], [14] 
and store image [65], [1]. 

National culture is also of significance in this 
context with different nations at different stages of 
development in terms of how own brands are per-
ceived. British grocery retailers have for instance 
created a retail brand which is now regarded by 
consumers as being equivalent to and sometimes 
better than established manufacturer brands [36], 
[12], [5]. In other European countries, however, 
consumers may perceive differences between 
stores in terms of their formats [52], [21], [64]. 

Moreover consumers‘ purchase of own labels is 
affected by the general national familiarity with own 
labels. One recent study, which compared the fac-
tors influencing willingness to buy in Greece and 
Scotland, found that because Greeks are less fami-
liar with own label products they tended to assess 
them somewhat differently from the Scots [79].

Generally speaking the penetration of own 
labels into the emerging markets of Central and 
Eastern Europe is quite low, compared to the 
situation in many, although not all, Western coun-
tries. In the Czech Republic, Hungary and Po-
land, for instance, the penetration is less than 10 
per cent in each case. However the rate of growth 
of the sale of own brands is very rapid - at 44 per 
cent per annum in both the Czech Republic and 
Hungary and 115 per cent per annum in Poland 
[22]. In these countries, the growth of own labels 
is being driven by the expansion of Western mul-
tinational retailers. Indeed the internationalisation 
strategies of these retailers in Central and Eas-
tern Europe includes a significant emphasis upon 
the role of own brands [49].

3. Brands
The concept of brands has been investigated 

in many studies and brands have been defined in 
different ways. For instance, were able to catego-
rize brands into twelve „most important“ themes. 
For instance, brands can be perceived as a legal 
instrument, a logo, a company, a shorthand, a risk 
reducer, an identity system, an image in consu-
mers‘ minds, a value system, a personality, a relati-
onship, an added value and an evolving entity[13]. 
All of those categories are derived from different 
studies and reflect different points of view. Howe-
ver, for the purpose of a consumer behaviour stu-
dy, perception of a brand as complex information 
about attributes of the product, such as producer, 
price, shape or performance [47] suits best.
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Private label brands serve the same purpose; 
however, they also posses certain assumptions 
about their price or quality. Unlike in the past, 
however [35], private label brands no longer 
carry a negative message - they are no longer just 
cheap imitations of poor quality bought only by 
less affluent customers([67], [27], [26], [45]. The 
quality of these products is constantly rising and 
huge retail chains are very active in innovating 
and developing new ‚premium‘ and specialized 
ranges to meet the expectations of trendy and 
discriminating customers [67], [5], [48], [38]. No-
wadays, retailer brands are thus to be found next 
to national brands in virtually every food category 
[67], [27], [5] and some of them, including Tesco, 
have been developed to a form of standard brand 
in their own right [55].

Private branded products are simply described 
as „all merchandise sold under a retail store‘s 
private label“ [44]. This vague definition is then 
adopted by many other authors [2], [5], [38] who 
characterize it as the „products retailers sell un-
der their own names“. Terminology, in addition, 
is not stable and various terms, such as own 
brand, own label, private label, private brand and 
retailer‘s brand, are currently used to refer to this 
phenomenon [67], [45].

 Due to the broad definition, private brands can 
be classified into four basic groups: generics, 
standard, premium, and specialized ranges [53], 
[38]. However, other authors have classified own 
labels using different criteria [44], [2], [45]:
1. ‚store name brands‘: which use directly the 

name of particular store as a brand name;
2. ‚retailer-controlled name brands‘: which use 

a special brand name not identical with the 
store name;

3. ‚licensed names‘: which identify the brand 
with a popular personality;

4. ‚generics‘: very basic commodity products 
sold at the lowest price possible;

5. ‚controlled labels‘: brands owned by wholesa-
lers which are sold only in chains belonging to 
the wholesaler‘s group.

As the first two types are the most frequent 
ones it is important to mention the huge diffe-
rence between these two in terms of brand ma-
nagement. While ‚store name brands‘ are strictly 
bound up with the store itself and reflect its 
success or failure [45], ‚retailer-controlled name 

brands‘ provide a far broader opportunities and 
may be developed as standard brands [54], [45].

Generally speaking, private brands or own la-
bels can involve a broad scope of quite different 
products. Nonetheless, whatever they are called, 
these brands have experienced significant image 
revolution and are no longer a synonym for cheap 
and poor quality imitations [67], [27], [26], [45]. 
The products sold under store name are now 
being constantly developed and innovated, since 
they have become a crucial tool to build customer 
loyalty and to differentiate the store from competi-
tors [67], [51], [27], [26], [38]. 

4. The Role of Branding in Czech 
Grocery Retailing

 Because of the relatively short period of 
existence of the market economy in the Czech 
Republic, private brands are a relatively new 
phenomenon which have been introduced by the 
expanding supermarket and hypermarket chains 
[52], [66], [30], [20]. Until recently these produ-
cts were synonyms for poor quality. This may be 
still true for some products but for the majority of 
them this is no longer the case [41], [66], [52]. 
There seem to be two main reasons for this shift. 
Firstly, with an increasing standard of living, cus-
tomers are now not only highly price sensitive but 
they also demand better quality [11], [42], [66], 
[30]. Secondly, in a more and more competitive 
environment, where customer loyalty has become 
crucial for success, retailers are not willing to 
associate their names with inferior products [46], 
[28], [9], [66] [52], [30].

Thus, most chains have currently at least two 
private labels; one which targets very price con-
scious customers and another which provides 
guaranteed quality from established producers 
for lower prices [10], [9], [66]. Private brands are 
to be found now in all big stores and discount sto-
res, but the number of products included varies 
significantly and ranges from a few hundred to 
several thousand [46], [10], [66], [8].

Moreover, production under retailer brand 
names involves about 18 per cent of the total 
Czech market, whereas in the United Kingdom 
it is over 40 per cent [41]. The broadest offer of 
own labelled goods is to be found in Tesco [24]. 
Despite the rapid development and expansion of 
this kind of branding, Tesco‘s own label range is 
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still of a smaller scale than the British one [33], 
[24], [56], [9], [66], [8]. 

Tesco has launched four of its private brands in 
the Czech Republic so far: Tesco Výhodný nákup 
(the Czech equivalent of Tesco Value), Tesco, 
Tesco Finest and Tesco Healthy Living [33], [24]. 
The latter one was introduced more recently and 
there are slightly less than one hundred products 
offered, which are mainly food and sports equip-
ment [59]. Even the longer established brands, 
i.e. Tesco Výhodný nákup and Tesco, introduced 
in 2002 [62], consisted of only 1,600 and 3,000 
lines respectively, and comprised only nine per 
cent of total company sales in 2006 [11]. Howe-
ver, this was a significant increase on the figure 
of two per cent in 2002 [69]. As the popularity of 
these brands increases, Tesco has expanded the 
number of ranges available and intends to intro-
duce new premium and specialized brands [11], 
[46], [9], [53], [25], [3], [15]. It was proposing to 
launch its Organic label in summer 2007 and to 
announce a major extension of its Finest range 
before Christmas 2007 [24].

The Tesco Výhodný nákup brand includes ba-
sic product ranges priced at the lowest possible 
level and aims to meet just the basic purpose 
for which they were designed. These items are 
packaged in a very simple way; using only white, 
blue and red colours and a large Tesco logo; to 
be easily recognised. Moreover, they are to be 
found always at the front of the shelves for the 
particular product category to further facilitate 
customer orientation. On the contrary, products 
under the Tesco standard brand provide quality 
equivalent to any traditional branded goods from 
established manufacturers. Moreover they are 
sold at affordable prices, which are 10 to 20 per 
cent lower than in the case of other comparable 
products. The packaging is designed according 
to the British model, and contains information in 
the form of various pictograms or tables. Tesco 
also aims to guarantee a constant level of quality 
by regular checks and audits of manufacturers, 
who have to meet strict requirements and product 
specifications. Tesco Finest‘s offer consists of lu-
xury goods, especially wines, recognizable for its 
silver and elegant wrapping [58], [25].

5. Attitudes
 Generally speaking, attitudes can be perce-

ived as a „tendency to act or behave in some 

predictable way“ [17]. More specifically, attitude 
can be described as „an individual‘s favourable 
or unfavourable inclination towards an attribute 
of an object“ [17] or „a mental and neural state 
of readiness to respond, organized through 
experience exerting a dynamic and/or directive 
influence on behavio[u]r“ [32].

It is suggested, that attitudes represent a ‚cru-
cial link‘ between customers‘ view of a product 
and what they decide to buy [17]. Additionally, 
this connection is described as „strong relations 
between purchase and attitudes“ [43], [68], 
[16], [32]. Therefore attitudes are of particular 
importance for marketers. This is because they 
not only partly clarify consumer behaviour, but 
they are also modifiable by marketing activity 
[17]. For this purpose many ‚strategies of per-
suasion‘ have been developed, most of which 
are based on influencing elements of ‚attitudes‘ 
or ‚subjective norms‘ described in the Theory of 
Reasoned Action [17], [4]. For instance, it can 
be done by showing customers that the brand is 
somehow connected with their goals, shift their 
attitudes towards competing brands, persuading 
consumers that ‚important others‘ buy this brand 
or suggest that strong attributes of the brand are 
more important for customers than they believed 
previously [17].

Attitudes towards brand shifting have pro-
bably been changing too. It is believed, that 
food consumers in developed countries tend 
to be less brand loyal i.e. the importance of the 
brands is reduced [23]. According to this study, 
introduction of private label brands might be one 
of the reasons. Nonetheless it is claimed that 
the influence of brand depends on the product 
and the customers´ cultural backgrounds [23], 
hence there is a reason to believe that Czech 
and British consumers‘ attitudes would diverge 
to some extent. 

6. Methodology
Attitudes towards a particular object may be 

shown in many different ways [68], therefore 
many methods of data collections are available. 
The techniques range from simple observation to 
measurement by means of sophisticated electro-
nic devices, such as ‚eye cameras‘ or ‚psycho 
galvanometers‘ [68]. Nevertheless, in this study 
only the basic quantitative methods, i.e. questi-
onnaires, were employed because the numerical 
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results are relatively easy to analyse and compare 
internationally

In the questionnaires, a 7-point semantic diffe-
rential scale was used. The scale ranged between 
two opposite adjectives or statements which 
symbolize the extreme views [68]. Its advantages 
include simple application, ‚reasonable reliability‘ 
and various techniques available for the acquired 
data analysis [68]. Finally, this scale is probably 
the most widely employed in studies of brand ima-
ge since it provides broad range of possible an-
swers with graduating intensity, which would be 
very difficult to describe by words [68], [17], [16], 
[43]. So, it is possible to conclude that this scale 
perfectly suits this study since its bipolarity facili-
tates the comparison between traditional and pri-
vate brands and enables respondents to indicate 
the neutral view, which means ‚the same‘.

The data for this research were collected by 
questionnaires for Tesco customers in Prostějov 
(Czech Republic) between 3rd and 5th January 
2005 and Huddersfield (United Kingdom) 
between 20th and 21st February 2005. In each 
store 100 people were interviewed. Thus, all 
the respondents were asked to fill in the ques-
tionnaire directly while they were shopping. 
Answering the questionnaire was voluntary and 
completely anonymous. 

There were no written instructions provided in 
the main questionnaire as it was self administra-
ted and any lack of understanding of a question 
was immediately explained by the interviewer. 
During the pilot testing, which was implemented 
by asking ten people in each country to complete 
the questionnaire, explanation had proven to be 
necessary, especially in the Czech Republic 
where some customers were not aware of the 
difference between Tesco Value and the Tesco 
standard brand. The Czech and the British ver-
sions of this questionnaire were absolutely iden-
tical and differed only in the financial limits stated 
for individual income groups. 

To ensure that all possible demographic 
groups were included, non-probability quota 
sampling was used and the sample was stratified 
according to gender, income and age. According 
to Tesco‘s internal statistics [66] 70 per cent of 
its grocery shoppers are female. Each sample 
consisted therefore of 69 women and 31 men. 

The income groups were constructed on the 
basis of monthly (Czech Republic) or weekly (Uni-

ted Kingdom) net income per capita as follows. 
Low income group 30 per cent of population (i.e. 
under CZK 7,600 or £ 244), middle income group 
40 per cent (i.e. CZK 7,600-11,300 or £ 245-644) 
and high income group 30 per cent (i.e. over CZK 
11,300 or £ 645).

Four age groups were distinguished: 15-30; 
31-45; 46-65 and over 65. The age composition 
of the population is not the same in the Czech 
Republic [7] as in the United Kingdom [39]; 
therefore the structure of the samples differed 
accordingly.

The following hypotheses were tested in an 
attempt to satisfy the research objectives:
H1: In both countries Tesco brands are pur-

chased with the same frequency.
H2: In both countries the perceived quality of 

Tesco brands is of the same level.
H3: In both countries the perceived price of the 

Tesco brands is of the same level.
H4: In both countries the confidence in the Tesco 

brands is of the same level.
H5: In both countries a significant relationship 

exists between gender and the perception of 
measured characteristics. 

H6: In both countries a significant relationship 
exists between age and the perception of 
measured characteristics. 

H7: In both countries a significant relationship 
exists between income and the perception of 
measured characteristics. 

H8: In both countries a significant relationship 
exists between the purchase frequency and 
the perception of measured characteristics. 

To analyse the data for the purposes of this 
study the SPSS package was used. Therefore, 
all the data were transformed from questionnaires 
into electronic form and coded. The Osgood se-
mantic differential scale was employed since the 
data are classified as ordinal. This is the same for 
the socio-demographic characteristics, of which 
only gender is labelled as nominal. To demon-
strate the general characteristics of the data, the 
means and standard deviations were calculated. 
The Mann-Whitney test was performed to assess 
the significance of the differences between the 
overall responses obtained in the two countries. 
To investigate the correlations between individual 
product features and various socio-demographic 
characteristics, the Chi-square test was used. Ne-
vertheless, in this study it was possible to employ 
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this method only for examining the relationship 
between brand perception and gender. In all 
other cases the sample size was inadequate and 
several cells in the contingency tables have expec-
ted values less than five. Therefore, the Spearman 
(non-parametric) test was employed instead.

7. General Results
Generally speaking, the overall perception of 

Tesco own brands was less positive in the Czech 
Republic than in the United Kingdom. However 
there was only one significant difference in 
the mean values of the responses in the two 
countries. This was the case of the purchase 
frequency of Tesco Value products. Hence, only 
the hypothesis H1, in the case of the Tesco Value 
brand, can be rejected at the 95 per cent level of 
confidence whereas the hypotheses H2 - H4 can 
be neither rejected nor supported for both the 
brands examined.

A more detailed analysis of the responses 
shows how the answers for individual characte-
ristics of Tesco Value and Tesco standard brands 
are distributed in the Czech and British samples. 
The average values of the purchase frequency of 
Tesco Value and Tesco standard are lower in the 
Czech Republic than in the United Kingdom. The-
se data may also indicate that Czechs buy more 
Standard products whereas the British slightly 
prefer the Value brand.

In terms of perceived quality, the situation is 
similar. The attitudes of Czech consumers are 
again less favourable. Nevertheless, in both coun-
tries the scores may indicate that the quality of 
Tesco products was perceived as superior to that 
of other brands. 

In the case of perceived price a less favourable 
view was again held by the Czech shoppers. 
However, in both countries the price was evalua-
ted as being significantly lower than that of other 
brands. 

Finally, in terms of confidence in Tesco brands 
the results show a less favourable situation in the 
Czech Republic than in the United Kingdom. But 
in both countries the average scores were relati-
vely high which may indicate that Tesco private 
brands enjoy a higher level of trust than other 
established brands in both countries. 

The patterns which emerge when various so-
cio-demographic characteristics are taken into 
account are shown in the following sections.

8. Data Analysis by Gender
When the analysis is carried out by gender, 

it can be concluded overall that both Tesco 
Value and Tesco standard brands were perce-
ived slightly more positively by women than by 
men. Nevertheless no strong correlation exists 
between gender and any of the characteristics 
under investigation. None of them indicates a co-
rrelation at the 95 per cent level of confidence. 
The hypothesis H5 cannot be supported, therefo-
re, for any of the Tesco brand characteristics.

In both countries the female part of the sample 
tended to buy Tesco brands more frequently 
than the male one. When quality is analysed, the 
perception is again more positive among women 
than among men. In the case of Tesco Value, the 
average scores differ only very slightly whereas 
for Tesco standard the gap is wider. 

In the case of perceived price the situation is 
not so explicit. While for the Tesco Value brand, 
price is perceived as slightly lower by women 
than men, for Tesco standard the perception is 
vice versa and therefore more positive among 
men. This occurs in both the Czech and the Bri-
tish sample. Finally, for confidence in the Tesco 
brands the scores given by women are again rela-
tively higher than those of men. This difference is 
clearer for the Tesco standard brand. 

9. Data Analysis by Age
In the Czech Republic the Tesco brands were 

perceived most favourably by people aged from 
31 to 45 and over 65, whereas the 16 - 30 age 
group was less positive. In the United Kingdom, 
the most positive opinion about both Tesco Va-
lue and Tesco standard was held by those aged 
between 31 and 45. The youngest and oldest 
participants were the least favourable to these 
brands. However, no strong correlations between 
age and any of the measured features are shown 
since only one value of the Spearman coefficient 
is significant at the 95 per cent level of confiden-
ce. Therefore hypothesis H6 can be supported 
only for the relationship between the perceived 
price of Tesco standard products and age in the 
United Kingdom. It is not possible to support the 
hypothesis in the case of any other Tesco brand 
characteristics examined by age.

The purchase frequency, when examined on the 
basis of age, exactly follows the trend described 
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above. In the Czech Republic the highest mean 
occurred among the 65 and above age group. In 
the United Kingdom the highest average scores 
were obtained by the 31-45 age group. 

In the case of perceived quality, the tendency 
is very similar. In the Czech sample the most 
favourable group was also that aged from 31 to 
45, closely followed by the oldest respondents. 
Again, in the United Kingdom the most positive 
rating was among the 31-45 age group. 

In the case of perceived price, there is no clear 
pattern except in the case of the one correlation 
mentioned above. 

Finally, when confidence in the Tesco brands 
is taken into account, the situation in the Czech 
Republic, as well as the United Kingdom, resem-
bles the general trend described above. In both 
countries the highest level of trust was among 
the population aged between 31 and 45. In the 
Czech Republic the 65 plus age group was the 
most positive, whereas in the British case it had 
the lowest level of confidence.

10. Data Analysis by Income
In the Czech Republic the higher the income 

the less positive was the perception of Tesco own 
brands. In the United Kingdom the relationship is 
in the opposite direction. The performance of the 
Spearman non-parametric test revealed strong 
correlations between many product characteris-
tics under investigation. On the basis of these 
coefficients hypothesis H7 can be supported 
for the relationship between income, purchase 
frequency, perceived price and confidence in 
the Tesco Value brand in both countries at the 
99 per cent level of confidence. In terms of 
Tesco standard, the hypothesis is supported for 
purchase frequency and perceived quality in the 
United Kingdom at the 95 per cent level of con-
fidence. In all other cases the hypothesis cannot 
be supported.

Tab. 1: Perceived Characteristics according to Income 

 Czech Republic United Kingdom

Tesco Value Low Middle High Low Middle High

Purchase frequency - mean 4.700 4.800 3.500 4.067 5.275 5.233

SD 1.664 1.884 1.656 1.552 1.414 1.382

perceived quality - mean 4.167 4.475 3.467 3.667 4.475 4.833

SD 1.510 1.301 1.408 1.295 1.281 1.234

perceived price - mean 2.800 2.475 2.600 2.667 2.350 2.433

SD 1.126 1.132 0.814 0.884 1.027 0.935

confidence - mean 5.033 4.975 3.900 4.167 5.100 5.367

SD 1.351 1.687 1.626 1.416 1.549 1.098

Tesco Standard Low Middle High Low Middle High

Purchase frequency - mean 4.900 4.425 4.267 4.400 4.850 5.200

SD 2.107 1.767 1.530 1.303 1.528 1.730

perceived quality - mean 4.867 4.575 4.333 4.400 4.875 5.133

SD 1.383 1.466 1.348 1.276 1.362 1.279

perceived price - mean 3.400 3.175 3.433 3.500 3.000 3.133

SD 1.429 1.318 0.971 1.009 1.177 1.137

confidence - mean 5.233 5.075 4.933 5.000 5.350 5.433

SD 1.382 1.575 1.230 1.287 1.312 1.357
Source: own.
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But even if for the Tesco standard brand there 
are only two significant correlations, the situation 
is similar and all the characteristics except price 
are perceived more positively with falling income 
in the Czech population and rising income in the 
British one. In terms of price no clear pattern 
emerges apart from the fact that the average 
scores are slightly lower among the middle inco-
me group for both brands in the Czech Republic 
as well as in the United Kingdom. Overall, it is 
possible to state that income is the single most 
important socio-demographic characteristic influ-
encing the attitudes towards Tesco own brands. 
Moreover the differences between Czech and 
British customers in this particular area are 
substantial since all the observed relationships 
are inverted.

11. Data Analysis by Purchase Fre-
quency and by the Importance of 
Individual Product Features

Finally, the scores for individual product fea-
tures were examined according to the purchase 
frequency of the particular brand. 

In this case, the Spearman non-parametric test 
revealed very significant correlations and therefo-
re the relationship between purchase frequency, 
perceived quality and confidence in the Tesco 
private brands in both countries can be charac-
terized as directly proportional. This means that 
the more frequently these products are bought 

the more favourable is the view of them held by 
customers. So hypothesis H8 is supported at the 
99 per cent level of confidence for the perceived 
quality and confidence in the Tesco Value as well 
as the Tesco standard products in both countries. 
In terms of the perceived price, the hypothesis 
can be neither supported nor rejected.

When the individual scores for the assessed fe-
atures were multiplied by the importance of these 
features for the respondent, the differences were 
even more significant. 

In both countries the scores obtained by 
Tesco Value and Tesco standard in terms of 
perceived price and quality are clustered toge-
ther closely. The only exception is the answers 
provided by the oldest group of respondents 
whose position differs significantly. When the 
confidence in the brand is taken into account, 
its relationship with perceived quality may be 
more or less described as directly proportional 
in both countries.

12. Limitations
This research has a number of drawbacks 

which make it difficult to generalize the results. 
Firstly, the sample was of limited size and the fi-
eldwork was restricted to only one locality in each 
country. Secondly, the customers involved in this 
work cannot be considered as a representative 
sample with any certainty, since it is impossible 
to avoid a certain degree of personal involvement 
when selecting the respondents. Moreover, the 

Tab. 2: Spearman Correlation Coefficients for Income

Tesco Value Czech Republic United Kingdom

purchase frequency -0.268** 0.297**

Perceived quality -0.210** 0.333**

Perceived price -0.062 -0.091

Confidence -0.261** 0.313**

Tesco Standard   

purchase frequency -0.174 0.244*

Perceived quality -0.159 0.215*

Perceived price 0.022 -0.133

Confidence -0.080 0.129

* correlation significant at the 95 per cent level of confidence
** correlation significant at the 99 per cent level of confidence

Source: own.
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survey was not carried out during the typical 
busy periods when possibly the widest range of 
shoppers would be present in the supermarkets. 
In order to achieve more precise outcomes, it 
would be necessary to employ in-depth inter-
views and other qualitative techniques since the 
use of a questionnaire is limited. Additionally, 
some of the most relevant sources of secondary 
data were not accessible, since they were either 
Tesco internal information or private surveys avai-
lable only for a very high price.

13. Discussion
In spite of its limitations it is possible to say that 

the results of this research correspond closely 
with what has been generally assumed about the 
attitudes towards Tesco private brands on the ba-
sis of previous surveys. The analysis of the data 
shows overall very favourable attitudes towards 
these brands in both countries, with the percep-
tion of all measured attributes being slightly less 
positive in the Czech Republic. However, a closer 
examination reveals major differences in terms of 
how the view of these Tesco own labels depends 
on income. This may have significant consequen-
ces for Tesco‘s product portfolio development 
since the most affluent Czech consumers seem 
not to feel so positively about Tesco brands, 
whereas in the United Kingdom, the popularity of 
Tesco labels increases with income.

The results outlined above can now be compa-
red with the results of what was found about the 
attitudes towards Tesco own brands in the Czech 
Republic and the United Kingdom by earlier [40], 
[20], [36], [37] surveys. It must be noted that the 
Gfk and OMD Snapshot reports relate to an overall 
awareness and view held on private brands in the 
Czech Republic and does not concentrate on any 
specific brand names, whereas Mintel‘s studies are 
focused on individual companies and their own 
labels. On the other hand, the main subject of the 
Gfk and OMD Snapshot reports is the level of pri-
vate label penetration in the Czech grocery market. 
Indeed it measures the overall usage rate rather 
than the perception of any individual attributes of 
Tesco brands. However it may be presumed that if 
people buy these brands they have positive attitu-
des at least towards the key features, which then 
influence their purchasing decisions. For these 
reasons, the hypotheses formulated on the basis of 
these surveys are only of a very general nature. 

It was hypothesised in this study that those who 
buy Tesco products more often hold accordingly 
a more positive view of them. In this case the 
data analysis revealed very strong correlations in 
both countries. Therefore this hypothesis can be 
supported fully.

 Czech customers purchased Tesco own labels 
less frequently and viewed them less positively 
than British ones. However, the outcomes of this 
research do not indicate any large differences, 
with the British average scores being only slightly 
more favourable than those obtained in the Czech 
Republic. The only statistically significant diver-
gence seems to be in the purchase frequency 
of Tesco Value products which was markedly 
higher among the British shoppers. According to 
the [36] Tesco Value actually reaches the highest 
penetration of all private brands existing in the 
British grocery market. 

The perception of Tesco own brands, based 
on own experience, may be characterized as very 
positive in both countries. It has been shown by 
many studies that satisfied and loyal customers 
present very valuable assets since their spon-
taneous recommendations are frequently more 
efficient than expensive advertising [36], [40], 
[19]. When the attitudes towards similar objects 
are taken into account, it is possible to presume 
that the view of Tesco private brands in the Czech 
Republic is still influenced by the enduring ‚cheap 
imitation‘ image of some other own labels. This 
view is supported by the fact that these products 
are sometimes priced at an „unreasonably“ low le-
vel which may evoke suspicion and mistrust [42].

Although the results of this research show 
quite a high level of confidence and overall a very 
positive opinion about Tesco labelled products, 
their sales are several times lower in the Czech 
Republic than in the United Kingdom in real 
terms [60], [11], [66]. Several explanations may 
exist for this. First of all, it should be said that the 
purchase frequency of Tesco brands will vary 
between individual product categories. Many sur-
veys reveal that customers in the Czech Republic 
still tend to buy the own label version of basic and 
‚safe‘ products, such as milk or bread. However in 
the case of more expensive items or luxury goods 
they may prefer traditional brands [41], [65]. But 
this is not the case in the United Kingdom where 
Tesco Finest and other advanced ranges are very 
popular [36]. By contrast the offer of Tesco pro-
ducts is still quite narrow in the Czech Republic.
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The strong position of Tesco in the British 
market appears to be based partly on its introdu-
ction of its Clubcard in 1995 which provides the 
company with detailed information and enables it 
to create a segmented and sophisticated product 
portfolio of own labels [61], [63], [50], [31]. More-
over, the company guarantees not only low prices 
but also top quality for all the products sold under 
its brand. In the Czech Republic, where private 
brands present a quite new phenomenon, Tesco 
has launched, in fact, only four of its ranges so 
far: Tesco Value, Tesco, Tesco Finest and Tesco 
Healthy Living . Moreover in the latter case, there 
are less than hundred products offered [33], [24]. 
This contrasts with the situation in the United 
Kingdom where the basic offering of every major 
chain consists of ‚budget‘, ‚standard‘ and ‚premi-
um‘ ranges and the focus is now on an even more 
segmented offer. In fact, Tesco may be conside-
red to be the leader in this field since its Orga-
nics, Healthy Living and Free From are the most 
popular brands in their categories [37], [36].

14. Conclusions
The discussion above could provide at least 

a partial explanation for the fact that, even if this 
research reports a high level of confidence and 
overall positive attitudes towards Tesco own 
brands, their sales are notably lower in the Czech 
Republic than in the United Kingdom. In any case, 
it would require further and deeper investigation 
to enable the company to adapt its brand building 
strategies and to facilitate the full penetration of 
its brands to all product categories. Nevertheless, 
as the evolution of attitudes is a long term pro-
cess, it may take some time for Tesco own labels 
to develop a strong position in the Czech Repub-
lic. This conclusion is in line with that arising from 
the results of a recent comparative study carried 
out in relation to Greece and Scotland [79].

The authors would like to acknowledge the 
assistance of Aurel Chamilla in the finalisation 
of this paper. 

References:
[1] BALTAS, G. A combined segmentation 
and demand model for store brands. European 
Journal of Marketing, 2003, Vol. 37, Iss. 10, pp. 
1499-1513. ISSN 0309-0566.
[2] BERGÉS-SENNOU, F. et al. Economies of 
Private Labels: A survey of Literature. Journal of 

Agriculture & Food Industrial Organization, 2004, 
Vol. 2, Iss. 3, pp. 1-23. ISSN 1542-0485.
[3] BREYEROVÁ, P. Tesco looks for a lift with 
private label. Prague Business Journal, 2002, 
Vol. 7, Iss. 16, pp. 13. ISSN 1211-3514.
[4] BRITT, S. H. Psychological Principles of 
Marketing and Consumer Behavior. Lexington: 
D.C. Heath and Company, 1978. ISBN 
066901513X.
[5] BURT, S. The strategic role of retail brands 
in British grocery retailing. European Journal of 
Marketing, 2000, Vol. 34, Iss. 8, pp. 875-890. 
ISSN 0309-0566.
[6] CUTHBERTSON, R. Every Little Helps: 
Interview with Crawford Davidson, Director of 
Clubcard at Tesco, UK. European Retail Digest, 
2003, Iss. 37, pp. 26-32. ISSN 1352-9633.
[7] CZECH STATISTICAL OFFICE. Sčítání lidu, 
domů a bytů 2001 – Výsledky za okres Prostějov 
[Census 2001 – Results form the Prostějov 
region]. [online]. [cit. 2004-12-17]. Available at 
<http://www.czso.cz/sldb/sldb2001.nsf/tabx/
CZ0713>. 
[8] ČTK (2002). Tesco chce příští rok zavést 
500 výrobků pod vlastní značkou [Tesco plans to 
intoroduce another 500 products undet its own 
brand]. Marketing and Media [online]. [cit. 2004-
12-17]. Available at: <http://mam.ihned.cz/3-118
02540-tesco+chce+p%F8%ED %9At%ED+rok-
100000_d-3e>.
[9] ČTK (2005). Češi více nakupují privátní 
značky [Czechs buy more private brands]. 
Marketing and Media [online]. [cit. 2005-01-22]. 
Available at: <http://mam.ihned.cz/3-15556460-
%E8e%9Ai+v%EDce+nakupuj%ED+pr iv% 
E1tn%ED+zna%E8ky-100000_d-46>.
[10] ČTK (2006). Obchodní řetězce stále rozšiřují 
nabídku privátních značek [Retail chains extend 
private brand ranges]. Marketing and Media 
[online]. [cit. 2007-06-06], Available at: <http:
//mam.ihned.cz/3-19665950-tesco-100000_
d-d6>.
[11] ČTK (2007B), Obchodníci do boje 
o zákazníky nasazují kvalitní privátní značky 
[Retailers fight for customers by private brands of 
high quality]. Marketing and Media [online]. [cit. 
2007-06-06]. Available at: <http://mam.ihned.cz/
3-20843670-tesco-100000_d-35>.
[12] DAVIES, G. and BRITO, E. Price and quality 
competition between brands and own brands: 
A value systems perspective. European Journal 



MARKETING A OBCHOD 

strana 128 4 / 2008 E + M EKONOMIE A MANAGEMENT

of Marketing, 2004, Vol. 38, Iss. 1/2, pp. 30-55. 
ISSN 0309-0566.
[13] DE CHERNATONY, L. and RILEY F. D. O. 
Defining A „Brand“: Beyond The Literature With 
Experts‘ Interpretations. Journal of Marketing 
Management,1998, Vol. 14, Iss. 4/5, pp. 417-443. 
ISSN 0267-257X.
[14] DE WULF, K. ET AL. Consumer perceptions 
of store brands versus national brands. Journal of 
Consumer Marketing, 2005, Vol. 22, Iss. 4, pp. 
223-232. ISSN 0736-3761.
[15] FIALKA, M. Tesco je oblíbené u náročnějších 
zákazníků [Tesco is popular among demanding 
customers]. Hospodářské noviny 2003-03-03 
[online]. [cit. 2004-12-17]. Available at: <http:
//mam.ihned.cz/3-12466310-tesco+je+obl%ED
ben%E9+n%E1ro%E8n% ECj%9A%EDch+z%E1
kazn%EDk%F9-100000_d-f8>. 
[16] EVANS, M. J., ET AL. Applied consumer 
behaviour. 1st ed. Harlow: Addison-Wesley 
publishing company, 1997. ISBN 0201565013.
[17] FOXALL, G. R., ET AL. Consumer psychology 
for marketing. London: International Thomson 
Business Press, 1998. ISBN 1861523718.
[18] GARRETSON, J.A. ET AL. Antecedents 
of private label attitude and national brand 
promotion attitude: similarities and differences. 
Journal of Retailing, 2002, Vol. 78, pp. 91-99. 
ISSN 0022-4359.
[19] GFK. Hlavní role při výběru zboží u nás hrají 
kvalita a cena [Quality and price play the main 
role in the process of goods selection], Vídeň: 
Gfk, 1999.
[20] GFK. Private Labels v ČR v roce 2002 
[Private Labels in the Czech Republic in 2002], 
Praha: Gfk, 2002.
[21] GRUNERT, K.G. ET AL. Consumer 
preferences for retailer brand architectures: 
results form a conjoint study. International Journal 
of Retail & Distribution Management, 2006, Vol. 
34, Iss. 8, pp. 597-608. ISSN 0959-0552.
[22] GRZESIUK, A. Private Labels in Poland. 
European Retail Digest, 2005, Iss. 45, pp. 53-56. 
ISSN 1352-9633.
[23] GUERRERO, L., Y. COLOMER, ET AL. 
Consumer attitude towards store brands. Food 
Quality and Preference, 2000, Vol. 11, Iss. 5, pp. 
387-395. ISSN 0950-3293.
[24] HAVELKA, D. Teď už zavedeme další 
značky, které fungují v Anglii [Now, we will 
launch the brands which work well in England], 

Marketing and Media [online], 2007. [cit. 2007-
06-06]. Available at: <http://mam.ihned.cz/3-
21021080-tesco-100000_d-9f>.
[25] HEŘMANOVÁ, V. Budoucnost je 
v privátních značkách [The future is in private 
brands], Marketing and Media [online], 
2003. [cit. 2007-06-06]. Available at: <http:
//mam.ihned.cz/3-13491070-budoucnost+je+
priv %E1tn%EDch+zna %E8k%E1ch-100000_
d-bc>.
[26] HOCH, S. and RAJU, J. Are private 
labels a threat to national brands? Financial 
Times 1998-10-26 [online]. [cit. 2005-01-22]. 
Available at: <http://proquest.umi.com/pqdweb? 
did=35360088 &sid=3&Fmt=3&clientId=67318
&RQT=309&VName=PQD>.
[27] HOWELL, D. Private label expands in the 
food industry. DSNRetailingToday, 2001, Vol. 40, 
Iss. 2, pp. 23. ISSN 1530-6259.
[28] HŘÍBAL, P. Je to cesta k loajalitě [It is the 
way to loyalty] [online]. Regal, 2006. [cit. 2006-
10-19]. Available at: <http://mam.ihned.cz/3-
19323780-Tesco-100000_d-c0>.
[29] JONAS, A. and ROOSEN, J. Private 
labels for premium products – the example of 
organic food. International Journal of Retail and 
Distribution Management, 2005, Vol. 33, Iss. 8, 
pp. 636-653. ISSN 0959-0522.
[30] KAFTAN, J. Private Labels v České republice 
v roce 2002 [Private labels in the Czech Republic 
in 2002]. Marketingové noviny 2003-06-12 
[online]. [cit. 2004-12-17]. Available at: <http:
//www.marketingovenoviny.cz/index.php3 
?Action=View&ARTICLE_ ID=1233>.
[31] LEAHY, T. Tesco and what customers really 
want. Brand Strategy, 2004, Iss. 185, pp. 15. 
ISSN 0965-9390.
[32] LINDZEY, G. and ALLPORT, G.W. 
Handbook of social psychology. London: 
Addison-Wesley, 1954.
[33] LUŇÁKOVÁ, Z. and CLARKE, P. Co 
funguje v Anglii, musí jít i v Česku [Phil Clarke: 
What works in England must work in the Czech 
Republic as well]. Hospodářské noviny 2007-05-
02 [online]. [cit. 2007-07-06]. Available at: <http:
//ihned.cz/3-21037890-phil+clarke-000000_
d-ff>.
[34] MAŘÍK, M. Obchodní sítě letos lákají do 
desítek nových prodejet [Retail chains open tens 
of new outlets this year]. Hospodářské noviny 
2007-05-22 [online]. [cit. 2007-07-06]. Available 



MARKETING A OBCHOD 

E + M EKONOMIE A MANAGEMENT 4 / 2008 strana 129

at: <http://mam.ihned.cz/3-21202040-tesco-
100000_d-d3>.
[35] MCENALLY, M. R. and J. M. HAWES The 
Market for Generic Brand Grocery Products: 
A Review and Extension. Journal of Marketing, 
1984, Vol. 48, Iss. 1, pp. 75-83 ISSN 0022-
2429.
[36] MINTEL. Own-label Food &Drink. UK, March 
2005. 
[37] MINTEL. Own-label Food & Drink. UK, 
October 2006.
[38] MOGELONSKY, M. When Stores Become 
Brands. American Demographics, 1995, Vol. 17, 
Iss. 2, pp. 32-38. ISSN 0163-4089.
[39] OFFICE FOR NATIONAL STATISTICS 
(2002). Census 2001 – Kirklees [online]. 
[cit. 2004-12-17]. Available at <http://www. 
statistics.gov.uk/census2001/pyramids/pages/
00CZ.asp>.
[40] OMD SNAPSHOT Jak nakupujeme 
privátní značky [How do we buy private brands]. 
Marketing and Media [online], 2006, Vol. 34, 
pp. 4. [cit. 2007-07-06]. Available at: <http:
//mam.ihned.cz/in?s1=1&s2=0&s3=7&s4=1&
s5=0&s6=0&m=rubriky&article%5Btarget_id%
5D=4&article%5Bedition_number%5D=34&a
rticle%5Byear%5D=2006&article%5Bsource_
id%5D=10000067>.
[41] PATOČKOVÁ, M. Sbohem, značky. Je tu 
svět beze jména”. Mladá fronta dnes 2007-05-
18 [online]. [cit. 2007-07-06]. Available at: <http:
//ekonomika.idnes.cz/sbohem-znacky-je-tu-svet
-beze-jmena-dtu-/ekonomika.asp?c=A070528_
752934_ekonomika_maf>.
[42] PATOČKOVÁ, M. and CIZNER, J. Značkám 
roste levná konkurence. Mladá fronta dnes 2005-
04-11 [online]. [cit. 2005-04-12]. Available at: 
<http://ekonomika.idnes.cz/ekonomika.asp?r=
ekonomika&c= A050410_211638_ekonomika_
b i h & t = A 0 5 0 410 _ 2116 3 8 _ e k o n o m i k a _
bih&r2=ekonomika>.
[43] PERRY, M. Discriminant Analysis of 
Relations Between Consumers’ Attitudes, 
Behavior, and Intentions. Journal of Advertising 
Research, 1969, Vol. 9, Iss. 2, pp. 34-39. ISSN 
0021-8499.
[44] PRIVATE LABEL MANUFACTURERS 
ASSOCIATION (2005). Private Label Today 
[online]. [cit. 2005-01-22]. Available at: <http:
//www.[44]international.com/plt/WPL-WEB-
2K5-PLT_en. html>.

[45] RANDALL, G. Trade marketing strategies – 
The partnership between manufacturers, brands 
and retailers. Oxford: Butterworth-Heinemann, 
1994. ISBN 0750620129.
[46] REGAL. Zájem o privátní značky podporují 
novinky. Marketing and Media [online], 2007. [cit. 
2007-07-06]. Available at: <http://mam.ihned.cz/
3-20536640-tesco-100000_d-cd>.
[47] RICHARDSON ET AL. Extrinsic and intrinsic 
cue effects on perceptions of store brand quality. 
Journal of Marketing, 1994, Vol. 58, Iss. 4, pp. 28. 
ISSN 0022-2429.
[48] RICHARDSON, P.S. Are store brands 
perceived to be just another brand? Journal of 
Product and Brand Management, 1997, Vol. 6, 
Iss. 6, pp. 388-404. ISSN 1061-0421.
[49] ROGERS, H. ET AL. The Impact of 
Market Orientation on the Internationalisation 
of Retailing Firms: Tesco in Eastern Europe. 
International Review of Retail, Distribution and 
Consumer Research, 2005, Vol. 15, Iss. 1, pp. 
53-74. ISSN 0959-3969.
[50] ROWLEY, J. Building brand webs: Customer 
relationship management through Tesco 
Clubcard loyalty scheme. International Journal of 
Retail & Distribution Management, 2005, Vol. 33, 
Iss. 3, pp. 194-206. ISSN 0959-0522.
[51] RYPÁČEK, P. Budování značek. Marketingové 
noviny [online] 2003-08-25. [cit. 2004-12-17]. 
Available at: <http://www.marketingovenoviny.cz/
index.php3? Action=View &ARTICLE_ID=1071>.
[52] SCHUH, A. Brand strategies of Western 
MNCs as drivers of globalization in Central and 
Eastern Europe. European Journal of Marketing, 
2007, Vol. 41, Iss. 3/4, pp. 274-291. ISSN 0309-
0566.
[53] SEDLMAYER-SZELCSÁNYI, A. Co je 
značka a jak pomůže v prodeji. Marketingové 
noviny [online] 2003-08-08. [cit. 2004-12-17]. 
Available at: <http://www.marketingovenoviny.cz/ 
index.php3? Action=View& ARTICLE_ID=1379>.
[54] ŠELFENDER, M. Pět kroků k úspěšné 
privátní značce. Marketing and Media [online]. [cit. 
2005-02-01]. Available at: <http://mam.ihned.cz /3-
15507710-p%ECt+krok%F9+% FAsp%EC% 9An% 
E9+priv%E1tn%ED+ zna%E8ce-100000_d-74>.
[55] ŠELFENDER, M. and FOUSEK, M. 
Tradiční versus privátní značky. Marketing 
and Media [online] 2004-10-07. [cit. 2004-
12-17]. Available at: <http://mam. ihned.cz/3-
15010300-tradi%E8n%ED +versus+ priv% 



MARKETING A OBCHOD 

strana 130 4 / 2008 E + M EKONOMIE A MANAGEMENT

E1tn%ED+zna%E8ky-100000_d-2c>.
[56] SKÁLA, Z. Řetězce půjdou i do menších 
měst. Marketing and Media [online] 2006-
09-29. [cit. 2006-10-19]. Available at: <http:
//mam.ihned.cz/3-23019445-Tesco-100000_d-
3e>.
[57] TESCO STORES ČR (2004), Tesco v ČR 
a SR [online]. [cit. 2004-12-17]. Available at: 
<http://tesco-stores.cz/crsr.html>.
[58] TESCO STORES ČR (2006), Tesco značka 
[online]. [cit. 2006-10-19]. Available at:<http:
//www.itesco.cz/tesco_znacka>.
[59] TESCO STORES ČR (2007), Tesco Healthy 
Living [online]. [cit. 2007-07-06]. Available at: 
<http://www.healthyliving.cz>.
[60] TESCO STORES UK (2005), The Tesco 
history [online]. [cit. 2005-03-06]. Available at: 
<http://www.tesco. com/corporateinfo>.
[61] THOMPSON, J. Tesco Clubcard to go 
global. Retail Week [online] 2007-03-23. ISSN 
1360-8215. [cit. 2007-07-06]. Available at: <http:
//www.retail-week.com.librouter.hud.ac.uk/
nav?page= retailweek.news.search.results.detail
&resource=6689490>. 
[62] TUHÁČEK, M. Nová privátní značka Tesco 
konkuruje renomovaným značkám. Marketing 
and Media [online] 2002-04-11. [cit. 2004-12-17]. 
Available at: <http://mam.ihned.cz/3-1093721
0-nov%E1+priv%E1tn% ED+zna%E8ka+Tesco-
100000_d-a3>.
[63] TURNER, J.J. and WILSON, K. Grocery 
loyalty: Tesco Clubcard and its impact on loyalty. 
British Food Journal, 2006, Vol. 108, Iss. 11, pp. 
958-964. ISSN 0007-070X.
[64] UUSITALO, O. Consumer perceptions of 
grocery retail formats and brands. International 
Journal of Retail and Distribution Management, 
2001, Vol. 29, Iss. 5, pp. 214-225. ISSN 0959-
0552.
[65] VAHIE, A and PASWAN, A Private label 
brand image: its relationship with store image 
and national bran. International Journal of Retail 
and Distribution Management, 2006, Vol. 34, Iss. 
1, pp. 67-84. ISSN 0959-0552.
[66] VEČERKOVÁ, H. Mince, Halíř, Clever 
a spol. Mladá frotnta dnes [online] 2004-
11-11. [cit. 2004-12-17]. Available at: <http:
//ekonomika.idnes. cz/test.asp?r=test&c=2004 
M241T04A&t =2004M24 1T04A&r2=test>.
[67] VELOUTSOU, C. ET AL. Own labels 
choice criteria and perceived characteristics in 

Greece and Scotland: factors influencing the 
willingness to buy. Journal of Product and Brand 
Management, 2004, Vol. 13, Iss. 4, pp. 228-241. 
ISSN 1061-0421.
[68] WEBB, J. R. Understanding and Designing 
Marketing Research. 2nd ed. London: Thomson 
Learning, 2002. ISBN 1861525761.
[69] ZEMANOVÁ, M. Tesco uvedlo na trh dalších 
500 výrobků pod vlastní značkou. Marketing and 
Media [online] 2003-04-04. [cit. 2004-12-17]. 
Available at: <http://mam.ihned.cz/3-12604830-
tesco+uvedlo+na+trh-100000_d-a3>.
 

Dr. John R Anchor
University of Huddersfield, UK

Business School 
University of Huddersfield

Queensgate, Huddersfield HD1 3DH
United Kingdom

j.r.anchor@hud.ac.uk

Ing. Terezie Kouřilová, B.A.
Masaryk University, Brno, Czech Republic
Faculty of Economics and Administration

Masaryk University
Lipová 41a, 60200 Brno

Czech Republic
Terezie.Kourilova@centrum.cz

Doručeno redakci: 7. 3. 2008
Recenzováno: 10. 6. 2008
Schváleno k publikování: 3. 10. 2008
 



MARKETING A OBCHOD 

E + M EKONOMIE A MANAGEMENT 4 / 2008 strana 131

ABSTRACT

CONSUMER PERCEPTIONS OF TESCO OWN BRANDS: THE CZECH REPUBLIC AND 
THE UNITED KINGDOM

John R Anchor, Terezie Kouřilová

Relatively little is known about the consumer perceptions of own brands in the newly emerging 
markets of central and eastern Europe. This paper attempts to fill a gap in knowledge by investiga-
ting various aspects of consumer perceptions of Tesco own brands in the Czech Republic. 

The key data for this research was collected by structured questionnaires from Tesco supermar-
ket customers in the Czech Republic and the UK. Non probability quota sampling was used and 
the sample was stratified according to gender, age and income.

The results of the research indicate that the general view of Tesco own brands is slightly less po-
sitive among Czech than British customers. However, significant differences emerge when these 
are examined in terms of income. Increases in income lead to a decrease in the favourability with 
which own brands are viewed in the Czech Republic – the opposite to the position in the UK. The 
age of consumers was also found to be significant, although there is not a linear trend. No strong 
correlation was found to exist between gender and any of the characteristics under investigation.

The sample was limited in size (n=100 in each country). In depth interviewing would be neces-
sary to assess consumer attitudes further.

The results of this research may help Tesco in relation to its general expansion in central and 
eastern Europe and its brand building in particular.

The originality of the paper relates to its study of consumer behaviour in one of the emerging 
markets of central and eastern Europe.
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