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Abstract: At the center of the business operations of modern companies are
consumers, which is why companies invest significant resources in market
research, product development, and the creation of marketing communication
directed toward the target group. At the same time, consumer behavior is subject
to constant changes under the influence of various factors, which requires
companies to continuously monitor consumers’ needs, attitudes, and purchasing
habits. In this context, private labels are gaining increasing importance, having
occupied an important position in the market over the past twenty years. Their
competitive advantage is based primarily on a more favorable price, but also on
the increasingly pronounced consumer perception that their quality does not lag
behind that of manufacturer brands.

The subject of this paper is consumer perceptions of private labels in the
Republic of Croatia, with special focus on the K Plus private label of the retail
chain Konzum plus d.o.0o. The aim of the paper is to examine consumers’
attitudes and perceptions of private labels, while the purpose of the paper is to
consider the factors that influence consumers’ purchase and evaluation of these
products.
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INTRODUCTION

The aim of every company is to achieve profit through successful
business operations. In order to accomplish this, a company adapts its products
and services to the needs and wishes of target consumers. Bearing in mind that
consumer behavior is constantly changing, especially in modern market
conditions characterized by a large number of market participants and the
influence of numerous factors on the purchasing process, companies must
continuously work on the development of products and services that will
attract the attention of target consumers, satisfy their needs, and at the same
time ensure an appropriate level of quality.

These facts are also recognized by retailers, who actively develop their
own private labels in order to attract consumers and compete with strong and
established brands that have been present on the market for many years. In this
context, the subject of this paper refers to the examination of consumer
perceptions of the K Plus private label of the retailer Konzum plus d.o.o.
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During the purchase decision-making process, consumers are influenced by
various factors, whereby the intensity of their influence is not the same for all
consumers. Companies seek to influence consumers by implementing various
marketing activities, but for this influence to be successful, it is necessary for
them to first become familiar with consumers, understand their motives,
needs, and wishes, as well as the communication channels they most
frequently use. Given that most consumers strive to purchase products that
offer a favorable price-quality ratio, it is not surprising that a large number of
retailers in the Republic of Croatia today develop their own private labels,
which consumers readily buy and use, and which in many cases they prefer
over products of large and established brands.

The paper will provide an overview of the factors that influence
consumer behavior, as well as the ways in which these factors affect the
purchase decision-making process, particularly when choosing between a
product of a specific brand and a private label product.

The general aim of the paper is to provide retailers with better insight
into consumer perceptions of private labels present in the market of the
Republic of Croatia, with special emphasis on the K Plus private label of the
retailer Konzum plus d.o.o.

The general hypothesis of the paper is as follows: H: Due to their
favorable price-quality ratio, consumers perceive private labels as products
that can successfully compete with major brands in the market of the Republic
of Croatia.

The specific hypothesis H1 is as follows: Consumers believe that
retailers do not provide sufficient education about the characteristics and
advantages of private labels.

The following scientific methods will be applied in the research:

e the method of analysis, which will be used to analyze consumers’
attitudes toward private labels, with special emphasis on the K Plus
private label;

e the method of synthesis, which will be used to connect the factors
influencing consumer behavior with the influences that consumers
themselves recognize in relation to their purchasing habits regarding the
K Plus private label;

e the method of description, which will be used to describe the private
labels of several retailers operating in the territory of the Republic of
Croatia;

e the method of comparison, which will be used to compare the K Plus
private label with the S-Budget private label and the private labels of the
company Kaufland.
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THE CONCEPT AND CHARACTERISTICS OF CONSUMERS

Consumers are “individuals who purchase goods or services for
themselves or their household for personal use” (Milas, 2007). A consumer is
a person who carries out purchasing activities for themselves or for the
household in which they live. Furthermore, “a consumer is the bearer of needs
for a specific product, which they ultimately physically or otherwise consume
or use” (Meler, 2005). In other words, a consumer is a person who consumes
a product or uses a service. In this sense, “a consumer is a person who
consumes or uses a product or service” (Meler, 2005). Since the very
beginnings of business operations, companies have recognized the importance
of being consumer-oriented, as their business success or failure largely
depends on consumers.

Modern consumers today are significantly better informed and can access
information more quickly and easily thanks to the development of new
technologies. Modern consumers are characterized by the following (Vlasi¢,
2003):

e lack of time,

e complexity of life,

e expectations and demand for experiences, not only products and services,
e marketing awareness and a high level of demandingness,

e ability to use digital technologies.

Based on the above, it can be concluded that modern consumers live at a
fast pace, have limited time, hold high expectations of products and services,
and are at the same time demanding and well informed. Thanks to digital
technologies, they can easily obtain information about products and services,
as well as purchase them through various modern channels. This means that
companies today must invest significant resources in order to establish
effective communication with target consumer groups and encourage them to
purchase their products and services. When developing products, companies
should not focus exclusively on the product itself and its production process,
but primarily on understanding consumers, their needs and wishes, and, on
that basis, developing appropriate products and services.

Consumer behavior is a subject of interest for a large number of authors
and experts, precisely because every individual, from birth and at certain
stages of life, is also a consumer, as well as due to the fact that consumer
behavior changes over time. As emphasized, “consumer behavior is a very
interesting field of study, since all people, in addition to the many roles they
have, are also consumers in certain stages of life from the moment of their
birth. Therefore, people in the role of consumers can, based on their own
experience, draw a number of conclusions and thus better understand the
concept and theories of consumer behavior” (Soce & Bozi¢, 2019).
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By collecting information about consumers, insight is gained into their
behavior, which enables a better understanding of the reasons why consumers
behave in a certain way. In this sense “environmental influences are part of
the broadest context in which consumer decisions are made. What is important
is to create awareness that no consumer decision which does not include the
influences and effects on the environment in which it takes place is complete,
regardless of whether the consumer is aware of it or not” (Ostoji¢, Pec¢i¢ &
Ruzi¢, 2021).

When it comes to studying consumer behavior, marketing experts start

from five basic principles (Previsi¢ & Ozreti¢, 2007):

1. the consumer is sovereign;

2. the motives of consumer behavior can be identified;

3. consumer behavior can be influenced;

4. influences on the consumer should be socially acceptable;

5. consumer behavior represents a dynamic process.

“Consumer behavior consists of a series of psychological and physical
activities undertaken by an individual or household in the process of selecting,
purchasing, and consuming products and/or services” (PreviSi¢ & Ozretic,
2007). This means that consumer behavior includes psychological and
physical activities before, during, and after the purchase. The purchase
decision-making process includes both psychological processes and specific
consumer activities.

When making a purchase, each consumer goes through a certain decision-
making process. This process represents a series of interrelated decisions that
a consumer makes when choosing and purchasing a product or service, while
numerous influential factors affect their behavior. The purchase decision-
making process can be divided into four stages (Foxall & Brown, 2007):

1) development and recognition of a need or desire;
2) pre-purchase planning and decision-making;

3) the act of purchase itself; and

4) post-purchase behavior.

The perception of a particular product or brand plays an important role in
consumers’ minds when choosing the products they will purchase. “Perception
is usually defined as the process by which a person selects, organizes, and
interprets input from our senses into a meaningful picture of the world
surrounding them” (Milas, 2007). Since every person is unique, it is important
to emphasize that individuals perceive phenomena, events, and people from
their environment in different ways. Accordingly, perceptions of brands,
products, and services offered by companies on the market also differ.
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Although it is often said that “a brand lives in communication,” in practice,
a brand actually lives in the overall experience that a consumer has with a
company. Every contact - an advertisement, a website, packaging, a point of
sale, a conversation with an employee, customer support, or a social media
post - represents a touchpoint between the consumer and the brand (Pervida,
Pokié¢ & Suput, 2026).

THE IMPORTANCE OF THE BRAND FOR COMPANIES AND
CONSUMERS

One of the ways in which a company can stand out in the market and
encourage consumers to more easily distinguish its products and services from
those of competitors is through brand creation. A brand plays an important
role both in the business operations of a company and in the lives of
consumers. Consumers tend to purchase brands with which they are familiar,
which they trust, and which they associate with a certain level of quality.
Based on brand characteristics, consumers can successfully distinguish
individual brands, as well as products that belong to their range. In this sense,
“a brand is a sign that customers use to distinguish one product from another,
and it is commonly used by customers to assess quality when making a
purchase” (Krajnovi¢, 2015). It is generally known that consumers often
assess the quality of a particular product precisely on the basis of the brand to
which that product belongs.

For consumers, brands represent a certain guarantee of quality.
Namely, consumers perceive certain brands as being of higher quality than
others, which is why they more often decide to purchase their products or use
their services. Also, when a brand that consumers trust launches a new product
or service on the market, there is a high probability that consumers will be
willing to try it precisely because of the trust they have in that brand and
because of the perception that its products and services possess an appropriate
level of quality.

Through a brand, the culture and values of a company are expressed, while
at the same time it represents one of the fundamental determinants of the
company’s strategy. In order for a brand to make its full contribution to
business operations, it needs to be managed strategically. Today, brand
management strategy is based on two basic parameters (VraneSevic, 2007):

e differentiation, and
e added value.

Differentiation implies the implementation of activities through which a
company’s products are distinguished from other products present on the
market. Added value refers to the fact that products belonging to a particular
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brand have greater value for consumers compared to products that are not part
of a recognizable brand.

One of the challenges faced by companies is successful brand
management. Such management involves the continuous monitoring of the
needs and wishes of target consumers, the constant improvement of business
processes, the development of products and services that meet market
requirements, the provision of sufficient quantities of products and services,
as well as the timely and reliable delivery of products to customers.

Brand management is not a one-time project, but a continuous process that is

constantly repeated and further developed. In brief, this process includes:

1. defining the identity, promise, and positioning of the brand,

2. translating that identity into visual, verbal, and behavioral standards, i.e.
brand guidelines;

3. implementation throughout the organization, including people, processes,
products, and communications;

4. monitoring results through a combination of perceptual, behavioral, and
financial indicators;

5. periodic reviews and adjustment of the strategy and its implementation

(Pervida, Poki¢ & Suput, 2026, p. 138).

In addition, successful brand management also includes the clear
definition of its key characteristics, as well as their consistent communication
to consumers in the market. VraneSevi¢ (2007) emphasizes that modern brand
management is largely conditioned by globalization processes. In this regard,
companies must continuously monitor changes in the environment and in
consumer behavior in order to be able to timely adapt their business operations
and market communications.

Through brands, companies seek to help consumers more easily recognize
products and services that can successfully satisfy their needs and wishes.
Successful brands are those that also have emotional value for consumers, that
is, emotional capital. As emphasized, “modern consumers are becoming
increasingly demanding — it is no longer enough to have only a good product;
it is important to be a brand” (Mjeda, 2014). Brands that become successful
over time are those supported by a carefully designed and long-term strategy
aimed at establishing and maintaining relationships with consumers.

Without developing an emotional connection with consumers, brands can
hardly retain their attention, encourage loyalty, and build a long-term market
position. According to Pervida, Poki¢ & Suput (2026, p. 124), the aim of
emotional branding is to create a lasting emotional connection between the
brand and the consumer through communication, and not merely to convey
information about product characteristics.
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THE CONCEPT AND MARKET IMPORTANCE OF PRIVATE
LABELS

Private labels represent a means by which retailers attract consumers
to their stores and encourage them to purchase products from their own
assortment. Among the main reasons for launching private labels are profit
generation, the reduction of differences in the quality of products from
different manufacturers, the improvement of promotional activities, the
reduction of perceptions regarding pronounced differences among various
brands, the strengthening of the bargaining power of intermediaries, that is,
retailers, as well as the exploitation of market opportunities for introducing
new brands to the market.

One of the main reasons for the development of private labels is
retailers’ effort to achieve a competitive advantage over other retailers in the
market, as well as over manufacturer brands. In this sense, it is emphasized
that “private labels offer numerous advantages to their owners. Through them,
retail chains can attract and retain customers, set prices more freely, more
easily resist pressure from strong manufacturer brands, improve their own
image and the image of their private label, generate higher profit, and the like”
(Cirjak, 2012).

At the very beginning, it is necessary to point out the difference between
private labels and manufacturer brands. Private labels differ from
manufacturer brands according to the following elements (Horvat, 2015):

e price;

e brand control and supervision;

e position and representation on shelves;
e brand image.

One of the ways in which retailers have sought over the years to gain a
competitive advantage and generate profit is through the creation of their own
private labels. The concept of a private label is based on the offer of generic
products, which have, over time, been developed and improved to the level at
which their quality can be compared with that of manufacturer brands (Cirjak,
2012).

When placing their own private label on the market, retailers must
recognize the importance of its proper positioning. In this context, it is stated
that “when selling private label products, positioning is very important. Low
prices are not a sufficient reason to attract customers, since the achieved
success also depends on product quality. The aim is to adjust price and quality,
i.e. prices should be lower than those of branded products in order to
encourage consumers to purchase these products instead of branded ones”
(Previsi¢ & Bratko, 2001). It follows from the above that the success of a
private label does not depend exclusively on a lower price, but also on the
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retailer’s ability to ensure an appropriate level of product quality and to clearly
communicate such value to consumers.

Today, retailers most often do not have only one private label, but develop
several of their own private labels covering different product groups. As
emphasized, “almost every retail chain has its own brands, with which it
appears to achieve market success regardless of possible differences in
execution — some brands refer more clearly to the retail chain’s brand, while
others do so to a lesser extent” (Vranesevi¢, 2007).

In the initial stages of private label development, consumers perceived
products of these labels significantly differently than they do today. Over the
years, the reputation of private labels has changed considerably. Namely,
“consumer perception of private labels has changed over time as retailers
repositioned them. The narrowing of the gap between private labels and
national brands in terms of price and quality, together with increased
promotion by retailers of their own brands, has changed consumers’
perception of private labels and reduced the risk associated with their
purchase” (Cirjak, Krajnovi¢ & Bosna, 2012). Based on this, it can be
concluded that continuous quality improvement, more careful positioning, and
more intensive promotional activities have contributed to strengthening
consumers’ trust in private labels.

Each consumer forms their own attitude and perception of a particular
private label. Consumer attitudes may be based on previous personal
experience with the private label, the experiences of other people, the
perception of the price-quality ratio of the product, as well as other relevant
factors. When it comes to shaping consumer attitudes, retailers seek, through
various activities, to encourage the development of a positive attitude toward
the private label, which is particularly important for this category of products.
For this reason, retailers invest additional efforts and resources in
implementing marketing activities aimed at attracting consumers and
strengthening the presence of the private label in their minds.

Retailers seek to develop products of the highest possible quality and
at affordable prices within their private labels, as well as to continuously
expand their assortment, in order to attract as many consumers as possible to
their stores and encourage them to purchase products under their own label. In
this regard, it is stated that “with the concentration of sales in large retail
chains, the market share of private labels is increasing, and in some countries
it is approaching as much as half of total sales” (Sopta, 2007). The share of
private labels in today’s modern market is highly significant, and it may
reasonably be assumed that their importance and market share will continue
to grow in the future.
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RESEARCH RESULTS AND INTERPRETATION OF FINDINGS

In the Republic of Croatia, several large retailers operate and have,
over the years, developed their own private labels that are recognizable in the
domestic market. This paper covers the private labels of three retailers: (1) the
S-BUDGET private label of the retailer Spar, (2) the private labels K-
Favourites, K-Free, K-Bio, K-Classic, K-Purland, and K-Take it Veggie of the
retailer Kaufland, and (3) the K Plus private label of the retailer Konzum plus,
which is the focus of the research in this paper.

The subject of the research is private labels, with special emphasis on
the K Plus private label, which is owned by the retailer Konzum. The aim of
the research was to examine respondents’ perceptions of private labels, with
special reference to the K Plus private label. The survey questionnaire method
was applied as the research method. A survey questionnaire consisting of 20
questions was created. The questions covered respondents’ personal data, their
perceptions of private labels, as well as their perceptions of the K Plus private
label. All respondents answered all questions included in the survey
questionnaire. The research was conducted via Google Forms in June 2025. A
total of 107 respondents from the Republic of Croatia participated in the
research.

Consumer behavior is influenced by various factors, among which
social factors, personal factors, and psychological processes stand out. Social
factors include culture, socialization, society, social classes, social groups, and
family, all of which influence consumer behavior, that is, the decisions
consumers make during the purchasing process. Personal factors include
consumers’ motives and motivation, their perception, attitudes, personality
traits, values, lifestyle, as well as knowledge about products and services.
Psychological processes represent the third variable through which consumer
behavior is observed, and they include the information-processing process, the
learning process, the process of changing attitudes and behavior, as well as the
process of group communication and personal influence.

In order to better understand how, why, and when consumers act in
certain situations, it is necessary to study their behavior. The better companies
understand consumers, their habits, needs, wishes, and purchasing power, the
more successful they will be in creating products and services through which
consumers can satisfy their needs and wishes. When making a purchase
decision, consumers choose among a large number of brands present on the
market, assessing which product will provide them with the greatest benefit
and offer the most favorable price-quality ratio. In the past, consumers were
generally guided by the belief that products of well-known manufacturers had
the highest quality and offered the best price-quality ratio. However, with the
emergence and development of private labels, this perception has changed
over time.
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In the initial stages of private label development, consumers perceived
them as products of lower price and lower quality. Over the years, this
perception has changed significantly. Private labels have been improved, their
quality has increased, and their assortment has expanded, which has
contributed to consumers increasingly recognizing their value and using their
products. Today, private labels hold a significant market share, and in certain
cases consumers prefer them over manufacturer brands. Retailers themselves
have significantly contributed to consumers’ positive attitudes and perceptions
of private labels, as they have actively worked on the development and
promotion of their own private labels. What retailers should further work on
is more intensive consumer education about what private labels are and why
their products can represent a high-quality and rational choice. In order for
private labels to continue gaining importance and further developing in the
future, it is necessary for retailers to point out more actively that today they
are equal in quality to manufacturer brands, and in certain segments even more
competitive.

The research entitled “Consumer Perceptions of Private Labels”
sought to determine how consumers in the Republic of Croatia perceive
private labels, with special emphasis on the K Plus private label. After the
research was conducted, significant findings were obtained.

The results show that consumers largely purchase private label
products, most often on a weekly or monthly basis. When purchasing private
label products, the most important factor for respondents is that the product
offers a good price-quality ratio. Respondents believe that private labels are
of the same quality as manufacturer brands, they are satisfied with the price-
quality ratio offered by private labels, and they emphasize that retailers should
be more active in educating consumers about their own private labels. In
addition, according to respondents’ opinions, more resources should be
invested in the visual appearance of private labels, as well as in their
advertising.

When it comes to the private labels of the retailers Konzum, Spar, and
Kaufland, the respondents in this research most frequently prefer the K Plus
private label of the retailer Konzum. Respondents are familiar with the K Plus
private label and regularly purchase its products. They identified price and
product quality as the primary reasons for purchasing products of this private
label. Compared with the private labels of other retailers, the majority of
respondents perceive the K Plus private label as being of equal quality.

When evaluating individual elements of the K Plus private label,
respondents gave the highest ratings to price, quality, and product position on
store shelves. On the other hand, the logo, packaging, and promotional
activities of the K Plus private label received lower ratings, indicating the need
for improvement in precisely these segments. Regarding the communication
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channels through which respondents most often receive information about K
Plus products, the results show that printed leaflets are the most acceptable
and most frequently used form of communication.

According to the respondents, in order to improve sales of the K Plus
private label, Konzum should primarily invest resources in expanding the
assortment of K Plus products, which could attract new consumers. The
positive perception of the K Plus private label is also indicated by the fact that
more than 60% of respondents stated that they believe this private label can
successfully compete with manufacturer brands, confirming that consumers
perceive it as a high-quality brand. Furthermore, more than 90% of
respondents stated that they plan to continue purchasing K Plus private label
products in the future.

Based on all of the above, it can be concluded that consumers perceive
private labels positively, with special emphasis on the K Plus private label,
and that they are willing to purchase them, primarily due to the favorable
price-quality ratio these labels offer.

CONCLUSION

In this paper, research was conducted with the aim of determining how
consumers perceive private labels, with special emphasis on the K Plus private
label. Based on the research results, it can be concluded that consumers
generally perceive private labels, and especially the K Plus private label,
positively, that they purchase them frequently, and that the most important
reason for purchasing them is the favorable price-quality ratio these products
offer.

Although most respondents do not consider the K Plus private label to
be of higher quality than the private labels of other retailers, the results show
that they nevertheless give it preference over competing private labels. Such
perception may be associated with Konzum’s strong market position, the wide
availability of its stores, its long-standing presence in the market, as well as
the continuous development and expansion of the assortment of its own
private labels in accordance with consumers’ needs and expectations.

Based on the theoretical analysis and the results of the empirical
research, it can be concluded that private labels have developed significantly
over time, and that consumer perceptions of them have changed in parallel
with their development. In the past, private labels were mostly associated with
lower prices and lower quality, whereas today they are increasingly perceived
as products that can compete equally with manufacturer brands. This change
has been influenced by improvements in product quality, the expansion of
product assortments, more intensive promotional activities by retailers, as well
as changes in the economic and social environment that have affected
consumers’ purchasing habits and priorities.
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The results of the paper also indicate that, year after year, consumers
show increasing attachment to certain private labels, as well as elements of
loyalty. As a result of positive perception and growing consumer trust, private
labels are gaining an increasingly significant market share. Based on this, it
can be expected that their importance and influence will continue to grow in
the future, and that retailers will continue to develop new private labels and
improve existing ones in accordance with the requirements of modern
consumers.

Based on the theoretical analysis and the results of the conducted
empirical research, it can be concluded that the general hypothesis of the paper
has been confirmed, namely that, due to their favorable price-quality ratio,
consumers perceive private labels as products that can successfully compete
with major brands in the market of the Republic of Croatia. Furthermore, the
specific hypothesis has also been confirmed, since the research results indicate
that consumers believe retailers do not provide sufficient education about the
characteristics and advantages of private labels.

While writing the present article, the authors (Ruzica Pervida, Marija Rudinac, Branka
Markovi¢) used ChatGPT in order to translate from Serbian into English. After using this
tool/service, the authors reviewed and edited the content as needed and takes full
responsibility for the content of the published article.
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