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Abstract

Managing products and store brand are more and more important in increasing marginal profit
while the popular brands are highly competitive. Store brand products can reach the profit as the
expectation. Managing quality and price of store brand product group obviously differentiates from other
famous brands; the customers cannot buy store brand products in the competitors’ store, and then the
comparison of quality and price at the time of purchase is more difficult. The successful store brand can
make a good relationship to the customers. That makes them continue to come back and buy the

products

Keywords : Brand, Distributor's Brand, House Brand, Private Brand, Own Brand, Store Brand
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