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Differentiation and Challenges:Differentiation and Challenges:Differentiation and Challenges:Differentiation and Challenges:

What Is Private Label Doing Right?What Is Private Label Doing Right?What Is Private Label Doing Right?What Is Private Label Doing Right?

What Is Private Label Doing Wrong?What Is Private Label Doing Wrong?What Is Private Label Doing Wrong?What Is Private Label Doing Wrong?

What Can Private Label Do to Hold On What Can Private Label Do to Hold On What Can Private Label Do to Hold On What Can Private Label Do to Hold On 
to the Gains It Has Made?to the Gains It Has Made?to the Gains It Has Made?to the Gains It Has Made?
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                 Market Share Gains (by Volume)Market Share Gains (by Volume)Market Share Gains (by Volume)Market Share Gains (by Volume)

2005          20092005          20092005          20092005          2009
United KingdomUnited KingdomUnited KingdomUnited Kingdom 42%42%42%42% 48%48%48%48%
FranceFranceFranceFrance 32%32%32%32% 34%34%34%34%
GermanyGermanyGermanyGermany 40%40%40%40% 41%41%41%41%
SpainSpainSpainSpain 33%33%33%33% 39%39%39%39%
NetherlandsNetherlandsNetherlandsNetherlands 21%21%21%21% 25%25%25%25%
United StatesUnited StatesUnited StatesUnited States 21%21%21%21% 24%24%24%24%
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                 Market Share Gains (by Volume)Market Share Gains (by Volume)Market Share Gains (by Volume)Market Share Gains (by Volume)

1999          20091999          20091999          20091999          2009
United KingdomUnited KingdomUnited KingdomUnited Kingdom 39%39%39%39% 48%48%48%48%
FranceFranceFranceFrance 24%24%24%24% 34%34%34%34%
GermanyGermanyGermanyGermany 25%25%25%25% 41%41%41%41%
SpainSpainSpainSpain 20%20%20%20% 39%39%39%39%
NetherlandsNetherlandsNetherlandsNetherlands 17%17%17%17% 25%25%25%25%
United StatesUnited StatesUnited StatesUnited States 19%19%19%19% 24%24%24%24%
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          Consumer AttitudesConsumer AttitudesConsumer AttitudesConsumer Attitudes
1999199919991999 2009200920092009

% Frequent PL Shoppers% Frequent PL Shoppers% Frequent PL Shoppers% Frequent PL Shoppers 36%36%36%36% 65%65%65%65%
% PL As Good As NB% PL As Good As NB% PL As Good As NB% PL As Good As NB 55%55%55%55% 90%90%90%90%
% PL As Well Packaged% PL As Well Packaged% PL As Well Packaged% PL As Well Packaged 45%45%45%45% 85%85%85%85%
% Want More PL Products% Want More PL Products% Want More PL Products% Want More PL Products 34%34%34%34% 60%60%60%60%
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          Consumer AttitudesConsumer AttitudesConsumer AttitudesConsumer Attitudes
1992199219921992 2009200920092009

% Frequent PL Shoppers% Frequent PL Shoppers% Frequent PL Shoppers% Frequent PL Shoppers 12%12%12%12% 65%65%65%65%
% PL As Good As NB% PL As Good As NB% PL As Good As NB% PL As Good As NB 35%35%35%35% 90%90%90%90%
% PL As Well Packaged% PL As Well Packaged% PL As Well Packaged% PL As Well Packaged 32%32%32%32% 85%85%85%85%
% Want More PL Products% Want More PL Products% Want More PL Products% Want More PL Products 30%30%30%30% 60%60%60%60%
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                 Reasons for GrowthReasons for GrowthReasons for GrowthReasons for Growth
1. Supermarket Penetration1. Supermarket Penetration1. Supermarket Penetration1. Supermarket Penetration
2. Too Many Brands Chasing Shelf Space2. Too Many Brands Chasing Shelf Space2. Too Many Brands Chasing Shelf Space2. Too Many Brands Chasing Shelf Space
3. Microwave Revolution3. Microwave Revolution3. Microwave Revolution3. Microwave Revolution
4. Women in the Workforce4. Women in the Workforce4. Women in the Workforce4. Women in the Workforce
5. Convenience, convenience, convenience5. Convenience, convenience, convenience5. Convenience, convenience, convenience5. Convenience, convenience, convenience
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