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Abstract

In the last years are private brands and their perception of customers very actual object matter for
retailing, also for the makers. The competition is big. The customers buy the private brands of
products increasingly and so stop behind the brand products. For nonfood brand products is the
situation hindered, while their loyalty is very poor. Strategy of exploiting of private brands is clear —
loyalty building, adduction of customers and the competition differentiation. As are the private
brands lower than the brands products, many times and also high quality, they fill strategy setting.
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Abstract

Privatne znacky a ich vnimanie spotrebitelom je v poslednych rokoch aktudlnou témou nielen pre
maloobchodné retazce, ale aj pre vyrobcov. Konkurencia je vel'ka. Privatne znacky produktov
kupujt spotrebitelia Coraz CastejSie a tak znackové vyrobky zostavaju na pultoch. Stazenu situaciu
maju najmi nepotravinové znackové vyrobky, ktorych lojalita je vel'mi nizka. Stratégia vyuzivania
privatnych znaliek je jasna - budovanie lojality, pritiahnutie spotrebitel'a a diferenciacia od
konkurencie. Ked'’Ze privatne znacky su lacnejSie ako znaCkové vyrobky a Casto krat i vysoko
kvalitné, dari sa im napiiat’ vytycenu stratégiu.
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