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An empirical study of the dual brand strategy by manufacturers
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In the grocery market in Japan, some of the toE market share manufacturers
have started private labels production, as private labels penetrate. The purpose of this research is
to clarify why and how they position private labels on the brand portfolio of their national brands
and what synergy between national brands and private labels they aim at.
We divided brand portfolio strategy into one type that emphasizes vertical differentiation and the
other type that emphasizes horizontal differentiation and conducted case studies. How to produce
private labels was different depending on the degree of differentiation that their national brands
were not imitated by competitors or private labels.
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