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In this stud%, in order to examine the concept of PB products and its
development, first we investigated the PB strategies of retail companies. Second, we analysed the
relationship between those strategies and the distribution structure, and thirdly we analysed the
relationship between those strategies and the consumption structure.As to the distribution
structure, we confirmed the correlation between the degree of concentration of retail companies and
the ratio of PB products to their whole products. We found two tendencies. The retail companies try
to lower the prices of their PB products to compete against DS, while they give premium price to
their PB products by improving the qualities of them to compete against NB products and to adapt to
the consumption structure.Although there were some differences seen in the four countries we
compared, we were able to conclude that we should consider these two tendencies when we examine the
characteristics of the contemporary PB products.
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