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PL performance across the world 
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PL shares are stable or steadily increasing in most 

European Countries. 

 

Source:  Europanel 
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Why PL?  What’s in it for the 

Retailers? 
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Harder than ever for Top 4 to gain share. 

Source:  Kantar Worldpanel 12 week data 
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Number of Top 4 Grocers visited 
(physical stores) 
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Even though shares are stable, there’s lots of shopping around the Top 4. 
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Source:  Kantar Worldpanel, Total Grocery (RST) 

52 w/e 02 March 2014 
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Top 4 losing to cheaper end of trade, and Online. 

Losing out on Regular Shop as well as smaller trips. 
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Source:  Kantar Worldpanel, Total Grocery (RST) 

52 w/e 02 March 2014 vs YA 
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So, Top 4 working harder than ever to achieve a point of difference. 

3 main routes: 

PRICE 

•but difficult if everyone’s 
doing the same thing 

CHANNEL 

•similarly, most will follow 
suit (eventually) 

QUALITY 

•PL brands can’t be 
copied – key route to 
differentiation 
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What do these newer Channels 

mean for PL? 
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Great Aldi / Lidl share means more PL. 

Greater Bargain Stores share means more Branded. 

47 

82 

48 

47 

39 

4 

Private Label   

Branded   

96 
Bargain Stores 

61 
Convenience 

53 
Top 4 Stores 

52 
Online 

18 
Aldi/Lidl 

53 
TOTAL MARKET 

£% 

Source:  Kantar Worldpanel Total Grocery (RST) 

52 w/e 02 March 2014 
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If these strong-growing Channels keep up the pace, Categories that 

stand to benefit are:  
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Source:  Kantar Worldpanel Total Grocery (RST) 

52 w/e 02 March 2014 
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The growth is in the ‘newer’ Channels while Top 4 are struggling – but is 

it PL or Brands that drive that? 
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52 w/e 02 March 2014 vs YA 
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Brands in the Top 4 perform marginally worse than PL. 

PL drives Aldi/Lidl 
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What determines PL strength? 
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What affects the strength of PL in a Category? 
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ATL spend from 
Brands 

Value-for-Money 
perception of 
Brands 

Level of Trust in 
Brands 

Level of Innovation 
from Brands 

Differentiation of 
Brands 

Quality gap vs. 
Brands 

Source:  Europanel / AiMark 
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Good quality products

Easy to navigate store

Easy to navigate category

Good stocking

Good choice of products

Competitive prices

Good promotions

Premium products available

Good value PL

Good quality PL

Range meets health needs

Good information on pack

New products to try

PL Quality / Value not biggest Shopper concerns – hygiene factors win. 
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ñHow important is this aspect 
of the Category to you?ò 

Kantar Worldpanel Shopper Values data, 2013 

Average of 21 collected Grocery Categories 
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But, there’s a big spread of expectation – so it’s crucial to understand 

the Shopper Need in your Category. 
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35% 72% 

Chocolate 
35 

Expectation of PL Value & Quality is strongly 

correlated with PL Share 

Beer, Lager & Cider 
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67 
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63 

Kantar Worldpanel Shopper Values data, 2013 

Average of 21 collected Grocery Categories 
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So Shopper don’t always want & expect great PL – but more choice in a 

Category is almost  invariably a good thing! 
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Fewer choices, 
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Kantar Worldpanel 2013 



© Kantar Worldpanel 

Blurred Lines – how PL is evolving 
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Top 4 accounts for around 10,000 new PL SKUs per year.= 
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Where’s the action now? 

What strategy is each Retailer pursuing for their PL? 

 Existing Lines 

•extending choice 

•new pack sizes Renovation 

•same Brand / Tiering in different Category 

•entirely new Brand Rebranding 
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Tesco and Asda innovating more heavily during 2013; Asda more true 

‘innovation’, mainly Chosen By You. 
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‘Me too’ products  
More 

developed 
sub-Brands  

Venture 
Brands 

Simplified evolution of Private Label 

• Simple umbrella branding 

• Cheaper than National 

Brand 

• Allows Retailer to cover 

broader spectrum of 

Price & Value 

• Exclusive to store but 

which do NOT carry 

store Branding 

• Price typically above 

Category average 
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For all the noise about Tesco Venture Brands, there is far more 

innovation going through Finest and Regular PL 
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Kantar Worldpanel 2013 
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Venture Brands:  here to stay? 
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So what does this mean for me? 

Brand Owner: 
help Top 4 fix growth problem 

offer Premium and NPD as Channel 

exclusives 

own the things that make shoppers 

spend more in your Category: 

typically Navigation, Price & Promo 

perception 

PL Manufacturer: 
overcome mental and physical 

availability barriers – in-store 

execution 

consider Category mix in growing 

Channels – what’s best fit for me? 

understand what shoppers want 

from PL in my Category 

PL not highest of shopper priorities 

but big diffs by Category, & more 

choice always good 


