
C O N S UM E R

Fighting Private Label:
Growth drivers, brand defence strategies and market
opportunities

Business Insights in association with AIMARK and
Europanel

 Table of Contents 



  
 

 

ii

About the authors 
Lead Editor 

Jan-Benedict E.M. Steenkamp 

Jan-Benedict E.M. Steenkamp is one of the world’s leading experts on branding, 

private labels, and global marketing strategy. He is the CentER Research Professor of 

Marketing, GfK Professor of International Marketing Research, Director of Graduate 

Studies in Business at Tilburg University (the Netherlands), and Executive Director of 

AiMark. He is Honorary Professor at the European Institute for Advanced Studies in 

Management, Fellow of the European Marketing Academy (EMAC), and a Davidson 

Institute Research Fellow at the University of Michigan Business School. He has 

written numerous award-winning books and papers in the areas of global marketing, 

branding, private labels, innovation, promotions, interorganizational relationships, and 

marketing research techniques. He has presented at over 70 industry conferences and 

seminars and consulted with numerous companies and organizations such as Procter & 

Gamble, Reckitt Benckiser, Kraft, Unilever, Zurich Financial Services Group, Nutreco, 

Sara Lee, Johnson & Johnson, Vendex Food Group, Gilde Investment Management, 

Koninklijke Peijnenburg and the Dutch Ministry of Agriculture. 

 
 



  

 

iii

Authors 
Inge Geyskens 

Inge Geyskens is Associate Professor of Marketing, Tilburg University, Tilburg, the 

Netherlands. Inge is a leading authority in the area of manufacturer-distributor 

relationships, with a special emphasis on private labels and e-commerce. She is 

Associate Professor of Marketing at Tilburg University, the Netherlands. Her articles 

have appeared in leading journals such as International Journal of Research in 

Marketing, Journal of Marketing, Journal of Marketing Research, and Journal of 

Retailing. 

Oliver Koll 

Oliver Koll is Director of Consumer Insights Europanel, London, UK. He is also the 

founder and managing partner of Institut für Marketing PLC, a marketing strategy 

consultancy based in Innsbruck. A former lecturer at the University of Innsbruck and 

an Assistant Professor at HEC Montreal, he currently teaches in various university-

sponsored executive programs on marketing strategy, marketing research and 

international marketing. His main research interests include branding, management of 

customer satisfaction, strategic positioning and stakeholder management. Results of 

this research have been presented at international conferences and in various scientific 

journals. He has consulted with numerous organizations, among them Procter & 

Gamble, Kraft, Masterfoods, Swarovski, ZumtobelStaff Lighting, and VA Tech. 

Katrijn Gielens 

Katrijn Gielens is Associate Professor of Marketing, Erasmus University, Rotterdam, 

the Netherlands. Katrijn is an internationally recognized expert in the areas of 

international retailing and product innovation. She is Associate Professor of Marketing 

at Erasmus University, Rotterdam, the Netherlands. Her articles have appeared in 



  
 

 

iv

leading journals such as International Journal of Research in Marketing, Journal of 

Marketing, and Journal of Consumer Research. 

Helen Lewis 

Helen Lewis is a freelance writer specializing in the food and drink industry. Helen 

was Head of Consumer Publishing at Reuters Business Insight for more than three 

years and now works freelance for a number of companies including The Grocer and 

Just Food. 



  

 

v

About the research partners 
The research in this report was undertaken by AiMark at Tilburg University in close 

collaboration with Europanel and the internet information provider, MetrixLab. 

AiMark 

AiMark is the center for Advanced International Marketing Knowledge. It is a non-
profit cooperation between the academic world and business. AiMark is located at 
Tilburg University and headed by Professor Jan-Benedict Steenkamp, working in 
cooperation with a global community of leading academics and fueled by the massive 
consumer databases of Europanel and its partners. Tilburg University is one of the 
leading universities in Europe in business administration, economics, social sciences, 
and law. It is an independent organization, focusing on top undergraduate, graduate, 
and executive education and cutting edge research. Its Faculty of Economics and 
Business Administration is consistently ranked among the European top schools in 
terms of quality of education and research 

 

Europanel  

Europanel is operated by the market research agencies GfK and Taylor Nelson Sofres. 
It aims to provide in-depth knowledge of the consumer locally and internationally. 
Focused on consumer purchasing panels, the underlying principle is to provide the best 
available consumer information in every country. Today, between GfK and TNS, 
Europanel has consumer panels in 44 countries worldwide including 24 countries in 
Europe. Europanel’s preferred Internet information provider of web experience and 
behavior metrics is MetrixLab. Through its advanced and proven research technology, 
MetrixLab provides e-businesses, research companies, and consultancy firms with 
intelligent Internet information solutions to evaluate the experience and behavior of 
Internet users. 

 



  
 

 

vi

Copyright © 2005 Business Insights Ltd 
This Management Report is published by Business Insights Ltd. All rights reserved.
Reproduction or redistribution of this Management Report in any form for any
purpose is expressly prohibited without the prior consent of Business Insights Ltd. 
 
The views expressed in this Management Report are those of the publisher, not of
Business Insights. Business Insights Ltd accepts no liability for the accuracy or
completeness of the information, advice or comment contained in this Management
Report nor for any actions taken in reliance thereon. 
 
While information, advice or comment is believed to be correct at the time of
publication, no responsibility can be accepted by Business Insights Ltd for its
completeness or accuracy. 
 
 



  

 

vii

Table of Contents 

Executive summary xxiv 

Global trends in retailing: background to the growth of private label xxiv 
Private label country drivers – which countries do best and why? xxvi 
Private label category drivers – which products do best and why? xxvii 
Private label customer drivers – which retailers do best and why? xxviii 
Private label consumer drivers - who purchases private label and why? xxx 
The private label price differential – consumers’ willingness to pay xxx 

Chapter 1 Introduction to the private label 
market 34 

Introduction 34 
Key objective 35 
The 4-C conceptual framework 36 

Chapter 2 Global trends in retailing 40 

Summary 40 
Introduction 40 
The global retailscape 41 
Private label shares around the world 46 
Private label shares for different types of FMCG 49 

Chapter 3 Private label drivers across 
countries 52 

Summary 52 
Introduction 52 
The national-cultural environment 53 
The economic-institutional environment 56 



 

 

viii

The retail environment 58 
Strategic country-private label success matrix 59 

Chapter 4 Private label drivers across 
categories 66 

Summary 66 
Introduction 66 
Price-quality considerations 68 
Importance of the category to consumers 69 
Brand trust 70 
Consumer buying process 72 
Marketing activity 73 
Production issues 74 
Key overall drivers of private label success 76 
Secondary drivers of private label success: 76 
Minor drivers of private label success: 77 
Drivers having no systematic impact on private label success: 77 
San Miguel Beer in Spain 80 
WC Bref in Croatia 81 

Chapter 5 Impact of retailer size and store 
loyalty 84 

Summary 84 
Introduction 85 
Retailer size 85 
Store loyalty versus brand loyalty 86 
Hard discounting in Europe 88 
The growth of hard discounters across Europe 88 
Hard discounters as engines of private label growth 92 

Chapter 6 Profile of the private label buyer 96 

Summary 96 
Introduction 96 
A profile of the private label buyer 97 



  

 

ix

Chapter 7 The manufacturer brand - private 
label price differential 104 

Summary 104 
Introduction 105 
The private label price differential 105 
Manufacturer brands – Are consumers willing to pay more? 107 
Differences in willingness to pay between categories 107 
Differences in willingness to pay between consumers 108 
What are the key drivers? 109 

Category drivers: 110 
Consumer drivers: 111 
Category drivers: 111 
Consumer drivers: 111 

Chapter 8 Case studies 114 

Nivea 114 
Walker’s Crisps 120 

Chapter 9 The emergence of a cycle of 
private label success 128 

Key findings of European analysis 128 

Chapter 10 Private label in Belgium 132 

Impact of country drivers on private Label success 132 
Risk assessment of the major drivers of private label in Belgium 134 

The retailer landscape 135 
Private label success by country 136 
Market value and volume share 136 
PL market value share definition 136 
PL market volume share definition 136 
The food market 137 

PL value growth versus brand/PL pricing 138 
The drinks market 139 

PL value growth versus brand/PL pricing 140 
The personal care market 141 



 

 

x

PL value growth versus brand/PL pricing 142 
Price premium of brands over private label products 143 
Price comparison of private label versus branded food 143 
Price comparison of private label versus branded drinks 146 
Price comparison of private label versus branded personal care 148 
Private label penetration rates 151 
Private label penetration in food 151 
Private label penetration in drinks 151 
Private label penetration in personal care 152 
The ‘private label attractiveness’ index 153 
Cross-sector comparison: food, drinks and personal care 154 
Brand hell 154 
Brand threat 155 
Brand opportunity 155 
Brand heaven 155 
Conclusions 156 
Belgium’s position in Europe 157 
PL success: country comparison 157 
Ranking of the eight countries on these factors 157 

Chapter 11 Private label in France 160 

Introduction to the French private label market 160 
Impact of country drivers on private label success in Belgium 160 

Risk assessment of the major drivers of private label in France 162 
The retailer landscape 163 
Private label success by country 164 
Market value and volume share 164 
PL market value share definition 164 
PL market volume share definition 164 
The food market 164 

PL value growth versus brand/PL pricing 166 
The drinks market 167 

PL value growth versus brand/PL pricing 168 
The personal care market 169 

PL value growth versus brand/PL pricing 170 
Price premiums of brands over private label products 171 
Price comparison of private label versus branded food 171 
Price comparison of private label versus branded drinks 174 
Price comparison of private label versus branded personal care 177 
Private label penetration rates 180 
Private label penetration in food 180 
Private label penetration in drinks 180 
Private label penetration in personal care 181 
The ‘private label attractiveness’ index 182 



  

 

xi

Cross-sector comparison: food, drinks and personal care 183 
Brand hell 183 
Brand threat 184 
Brand opportunity 184 
Brand heaven 184 

Conclusions 184 
France’s position in Europe 186 
PL success: country comparison 186 
Ranking of the eight countries on these factors 186 

Chapter 12 Private label in Germany 190 

Impact of country drivers on private label success in Germany 190 
Risk assessment of the major drivers of private label in Germany 192 

The retailer landscape 193 
Private label success by country 194 
Market value and volume share 194 

PL market value share definition 194 
PL market volume share definition 194 

The food market 194 
PL value growth versus brand/PL pricing 196 

The drinks market 197 
PL value growth versus price differential 198 

The personal care market 199 
Private label value share by drinks category 199 

PL value growth versus price differential 200 
Price premiums of brands over private label products 201 
Price comparison of private label versus branded food 202 
Price comparison of private label versus branded drinks 205 
Price comparison of private label versus branded personal care 208 
Private label penetration rates 211 
Private label penetration in food 211 
Private label penetration in drinks 212 
Personal care 212 
The ‘private label attractiveness’ index 213 
Cross-sector comparison: food, drinks and personal care 214 
Brand hell 215 
Brand threat 215 
Brand opportunity 215 
Brand heaven 215 
Conclusions 216 
Germany’s position in Europe 217 
PL success: country comparison 217 
Ranking of the eight countries on these factors 217 



 

 

xii

Chapter 13 Private label in Italy 220 

Introduction to the Italian private label market 220 
Impact of country drivers on private label success in Italy 220 

Risk assessment of the major drivers of private label in Italy 222 
The retailer landscape 223 
Private label success by country 224 
Market value and volume share 224 

PL market value share definition 224 
PL market volume share definition 224 

The food market 224 
PL value growth versus brand/PL pricing 226 

The drinks market 227 
PL value growth versus brand/PL pricing 228 

The personal care market 229 
PL value growth versus brand/PL pricing 230 

Price premiums of brands over private label products 231 
Price comparison of private label versus branded food 231 
Price comparison of private label versus branded drinks 233 
Price comparison of private label versus branded personal care 235 
Private label penetration rates 238 
Private label penetration in food 238 
Private label penetration in drinks 238 
Personal care 239 
The ‘private label attractiveness’ index 240 
Cross-sector comparison: food, drink and personal care 241 
Brand hell 241 
Brand heaven 242 
Brand threat 242 
Brand opportunity 242 
Conclusions 243 
Italy’s position in Europe 244 
PL success: country comparison 244 
Ranking of the eight countries on these factors 244 

Chapter 14 Private label in the Netherlands 246 

Introduction to the Dutch private label market 246 
Impact of country drivers on private label success in the Netherlands 246 

Risk assessment of the major drivers of private label in Netherlands 248 
The retailer landscape 249 
Private label success by country 250 
Market value and volume share 250 



  

 

xiii

PL market value share definition 250 
PL market volume share definition 250 

The food market 250 
PL value growth versus brand/PL pricing 252 

The drinks market 253 
PL value growth versus brand/PL pricing 254 

The personal care market 255 
PL value growth versus brand/PL pricing 256 

Price premiums of brands over private label products 257 
Price comparison of private label versus branded food 257 
Price comparison of private label versus branded drinks 260 
Price comparison of private label versus branded personal care 262 
Private label penetration rates 264 
Private label penetration in food 264 
Private label penetration in drinks 264 
Private label penetration in personal care 265 
The ‘private label attractiveness’ index 266 

Brand hell 267 
Brand threat 268 
Brand opportunity 268 
Brand heaven 268 

Conclusions 268 
Netherlands’ position in Europe 269 
PL success: country comparison 269 
Ranking of the eight countries on these factors 270 

Chapter 15 Private label in Spain 272 

Impact of country drivers on private label success in Spain 272 
Risk assessment of the major drivers of private label in Spain 274 

The retailer landscape 275 
Private label success by country 276 
Market value and volume share 276 

PL market value share definition 276 
PL market volume share definition 276 

The food market 277 
PL value growth versus brand/PL pricing 279 

The drinks market 279 
PL value growth versus brand/PL pricing 280 

The personal care market 281 
PL value growth versus brand/PL pricing 282 

Price premiums of brands over private label products 283 
Price comparison of private label versus branded food 283 
Price comparison of private label versus branded drinks 286 



 

 

xiv

Price comparison of private label versus branded personal care 288 
Private label penetration rates 290 
Private label penetration in food 290 
Private label penetration in drinks 291 
Personal care 292 
The ‘private label attractiveness’ index 292 
Cross-sector comparison: food, drink and personal care 294 
Brand hell 294 
Brand threat 295 
Brand opportunity 295 
Brand heaven 295 
Conclusions 295 
Spain’s position in Europe 296 
PL success: country comparison 296 
Ranking of the eight countries on these factors 297 

Chapter 16 Private label in Sweden 300 

Introduction to the Swedish private label market 300 
Impact of country drivers on private label success in Sweden 300 

Risk assessment of the major drivers of private label in Sweden 302 
The retailer landscape 303 
Private label success by country 304 
Market value and volume share 304 

PL market value share definition 304 
PL market volume share definition 304 

The food market 305 
PL value growth versus brand/PL pricing 306 

The drinks market 307 
PL value growth versus brand/PL pricing 308 

The personal care market 309 
PL value growth versus brand/PL pricing 310 

Price premiums of brands over private label products 311 
Price comparison of private label versus branded food 312 
Price comparison of private label versus branded drinks 313 
Price comparison of private label versus branded personal care 315 
Private label penetration rates 318 
Private label penetration in food 318 
Private label penetration in drinks 318 
Personal care 319 
The ‘private label attractiveness’ index 319 
Cross-sector comparison: food, drink and personal care 321 
Brand hell 321 
Brand threat 322 
Brand opportunity 322 



  

 

xv

Brand heaven 322 
Conclusions 323 
Sweden’s position in Europe 324 
PL success: country comparison 324 
Ranking of the eight countries on these factors 324 

Chapter 17 Private label in the UK 328 

Introduction to the UK private label market 328 
Impact of country drivers on private label success in the UK 328 

Risk assessment of the major drivers of private label in the UK 330 
The retailer landscape 331 
Private label success by country 332 
Market value and volume share 332 

PL market value share definition 332 
PL market volume share definition 332 

The food market 333 
PL value growth versus brand/PL pricing 334 

The drinks market 335 
PL value growth versus brand/PL pricing 336 

The personal care market 337 
PL value growth versus brand/PL pricing 338 

Price premiums of brands over private label products 339 
Price comparison of private label versus branded food 339 
Price comparison of private label versus branded drinks 343 
Price comparison of private label versus branded personal care 346 
Private label penetration rates 349 
Private label penetration in food 349 
Private label penetration in drinks 349 
Personal care 350 
The ‘private label attractiveness’ index 350 
Cross-sector comparison: food, drink and personal care 352 
Brand hell 352 
Brand heaven 353 
Brand threat 353 
Brand opportunity 353 
Conclusions 354 
The UK’s position in Europe 355 
PL success: country comparison 355 
Ranking of the eight countries on these factors 355 

 



 

 

xvi

List of Figures 
Figure 1.1: The 4-C model of private label success 37 
Figure 1.2: Defining private label success 38 
Figure 2.3: Retailers are getting bigger and bigger in FMCG vis-à-vis manufacturers 42 
Figure 2.4: Top-30 FMCG retailers worldwide sales 2002-2003 ($ bn) 43 
Figure 2.5: Private label shares in different world regions, 2003 47 
Figure 2.6: Growth in private label shares in different world regions for 2000-2003 (%) 48 
Figure 2.7: Private label shares per type of FMCG by world region, 2002 50 
Figure 2.8: Growth in private label shares per type of FMCG by world region, 2000-2002, (%) 50 
Figure 3.9: The national-cultural environment as driver of private label share 55 
Figure 3.10: The economic-institutional environment as driver of private label share 57 
Figure 3.11: The retail environment as driver of private label share 59 
Figure 3.12: The strategic country - private label success matrix 60 
Figure 4.13: Price-quality considerations as drivers of private label share 68 
Figure 4.14: Importance of the category as driver of private label share 70 
Figure 4.15: Brand trust as driver of private label share 71 
Figure 4.16: Marketing activities as drivers of private label share 74 
Figure 4.17: Private label production issues as drivers of private label share 75 
Figure 4.18: Drivers of Private Label success across categories* 77 
Figure 4.19: A major and successful innovation by San Miguel beer in Spain, together with 

Mercadona’s private label 81 
Figure 4.20: Bref launches a continuous stream of new lavatory cleaning products 82 
Figure 5.21: The bigger the retailer, the larger the private label share* 85 
Figure 5.22: The relationship between store loyalty and propensity to buy private labels 88 
Figure 5.23: Hard discounter market share development in FMCG in different countries 90 
Figure 5.24: Hard discounter market shares in FMCG in different European regions 90 
Figure 5.25: Total Private Label share and market share of Aldi in Germany 93 
Figure 5.26: Private label share growth in categories with high and low Hard Discounter share 

growth  94 
Figure 6.27: Propensity to buy private labels across FMCG categories by age and gender 99 
Figure 6.28: Propensity to buy private labels across FMCG categories by class, income and 

household size 100 
Figure 6.29: Propensity to buy private labels across FMCG categories by urbanization and 

education  101 
Figure 7.30: Manufacturer brands -private labels price differential in different world regions 106 
Figure 7.31: Manufacturer brands – private labels price differential in different categories 106 
Figure 7.32: Relative importance of category factors driving consumers’ willingness to pay more 

for manufacturer brands than for private labels 108 
Figure 7.33: Relative importance of consumer sociodemographics driving consumers’ willingness 

to pay more for manufacturer brands than for Private Labels 109 
Figure 7.34: Key, secondary and minor drivers of consumers’ willingness to pay more for 

manufacturer brands vis-à-vis Private Labels 110 
Figure 8.35: Ranked category drivers in Germany 115 
Figure 8.36: Evaluation of detergent brands by Stiftung Warentest ranked from left to right 116 
Figure 8.37: Screenshot of the Nivea deodorant webpage 117 
Figure 8.38: Gillette deodorant and a PL ‘me-too’ product 118 
Figure 8.39: Encouraging consumer belief in the product 119 
Figure 8.40: Ranked category drivers in UK 121 
Figure 8.41: Brand icon: Gary Lineker 122 
Figure 8.42: Walker’s promotions bring price point down to PL level 123 
Figure 8.43: Walker’s crisps growth in the salty snacks market 123 



  

 

xvii

Figure 9.44: A circle of private label success 128 
Figure 10.45: Risk assessment of the major drivers of private label in Belgium 134 
Figure 10.46: Retailer summary: top 10 retailers by overall private label share versus market share, 

Belgium, 2003 135 
Figure 10.47: PL food value growth versus price differential, Belgium, 2003 138 
Figure 10.48: PL drinks value growth versus price differential, Belgium, 2003 140 
Figure 10.49: PL personal care value growth versus price differential, Belgium, 2003 142 
Figure 10.50: Food pricing index changes 2000-2003, Belgium 143 
Figure 10.51: Top five categories with the highest and lowest price differences between the average 

food brand and the average PL equivalent 145 
Figure 10.52: Drinks pricing index changes 2000-2003, Belgium 146 
Figure 10.53: Highest and lowest price differences between the average drinks brand and the average 

PL equivalent  148 
Figure 10.54: Personal care pricing index changes 2000-2003, Belgium 149 
Figure 10.55: Highest and lowest price differences between the average personal care brand and the 

average PL equivalent 150 
Figure 10.56: PL penetration in the food sector, 2003 151 
Figure 10.57: PL penetration in the drinks sector, 2003 151 
Figure 10.58: PL penetration in the personal care sector, 2003 152 
Figure 10.59: Overall private label attractiveness matrix: food, drink and personal care 154 
Figure 11.60: Risk assessment of the major drivers of private label in France 162 
Figure 11.61: Retailer summary: top 10 retailers by overall private label share versus market share, 

France, 2003  163 
Figure 11.62: PL food value growth versus price differential, France, 2003 166 
Figure 11.63: PL drinks value growth versus price differential, France, 2003 168 
Figure 11.64: PL personal care value growth versus price differential, France, 2003 170 
Figure 11.65: Food pricing index changes 2000-2003, France 171 
Figure 11.66: Highest and lowest price premiums between brands and private labels, food 173 
Figure 11.67: Drinks pricing index changes 2000-2003, France 174 
Figure 11.68: Highest and lowest price premiums between brands and private labels, drinks 176 
Figure 11.69: Personal care pricing index changes 2000-2003, France 177 
Figure 11.70: Highest and lowest price premiums between brands and private labels, personal care 

  179 
Figure 11.71: Private label penetration in food, 2003 180 
Figure 11.72: Private label penetration in drinks, 2003 180 
Figure 11.73: Private label penetration in personal care, 2003 181 
Figure 11.74: Overall private label attractiveness matrix: food, drink and personal care 183 
Figure 12.75: Risk assessment of the major drivers of private label in Germany 192 
Figure 12.76: Retailer summary: top 11 retailers by overall private label share versus market share, 

Germany, 2003 193 
Figure 12.77: PL food value growth versus price differential, Germany, 2003 196 
Figure 12.78: PL drinks value growth versus price differential, Germany, 2003 198 
Figure 12.79: PL personal care value growth versus price differential, Germany, 2003 200 
Figure 12.80: Food pricing index changes 2000-2003, Germany 202 
Figure 12.81: Top five categories with the highest and lowest price differences between the average 

food brand and the average PL equivalent, Germany 204 
Figure 12.82: Drinks pricing index changes 2000-2003, Germany 205 
Figure 12.83: Top five categories with the highest and lowest price differences between the average 

drinks brand and the average PL equivalent 207 
Figure 12.84: Personal care pricing index changes 2000-2003, Germany 208 
Figure 12.85: Top five categories with the highest and lowest price differences between the average 

personal care brand and the average PL equivalent 210 
Figure 12.86: Private label penetration in food, Germany, 2003 211 
Figure 12.87: Private label penetration in drinks, Germany, 2003 212 



 

 

xviii

Figure 12.88: Private label penetration in personal care, Germany, 2003 212 
Figure 12.89: Overall private label attractiveness matrix: food, drink and personal care 214 
Figure 13.90: Risk assessment of the major drivers of private label in Italy 222 
Figure 13.91: Retailer summary: top five retailers by overall private label share versus market share, 

Italy, 2003  223 
Figure 13.92: PL food value growth versus price differential, Italy, 2003 226 
Figure 13.93: PL drinks value growth versus price differential, Italy, 2003 228 
Figure 13.94: PL personal care value growth versus price differential, Italy, 2003 230 
Figure 13.95: Food pricing index changes 2000-2003, Italy 231 
Figure 13.96: Highest and lowest price differences between the average food brand and the average 

PL equivalent  233 
Figure 13.97: Drinks pricing index changes 2000-2003, Italy 234 
Figure 13.98: Difference between price indices, 2000 to 2003, drinks categories, Italy 235 
Figure 13.99: Personal care pricing index changes 2000-2003, Italy 236 
Figure 13.100: Difference between price indices, 2000 to 2003, personal care categories, Italy 237 
Figure 13.101: Private label penetration in food, Italy, 2003 238 
Figure 13.102: Private label penetration in drinks, Italy, 2003 238 
Figure 13.103: Private label penetration in personal care, Italy, 2003 239 
Figure 13.104: Overall private label attractiveness matrix: food, drink and personal care 241 
Figure 14.105: Risk assessment of the major drivers of private label in Netherlands 248 
Figure 14.106: Retailer summary: top 10 retailers by overall private label share versus market share, 

Netherlands, 2003 249 
Figure 14.107: PL food value growth versus price differential, Netherlands, 2003 252 
Figure 14.108: PL drinks value growth versus price differential, Netherlands, 2003 254 
Figure 14.109: PL personal care value growth versus price differential, Netherlands, 2003 256 
Figure 14.110: Food pricing index changes 2000-2003, Netherlands 257 
Figure 14.111: Highest and lowest price differences between the average food brand and the average 

PL equivalent, Netherlands 259 
Figure 14.112: Drinks pricing index changes 2000-2003, Netherlands 260 
Figure 14.113: Highest and lowest price differences between the average drink brand and the average 

PL equivalent, Netherlands 2003 261 
Figure 14.114: Personal care pricing index changes 2000-2003, Netherlands 262 
Figure 14.115: Highest and lowest price differences between the average personal care brand and the 

average PL equivalent, Netherlands, 2003 263 
Figure 14.116: Private label penetration in food, Netherlands, 2003 264 
Figure 14.117: Private label penetration in drinks, Netherlands, 2003 264 
Figure 14.118: Private label penetration in personal care, Netherlands, 2003 265 
Figure 14.119: Overall private label attractiveness matrix: food, drink and personal care 267 
Figure 15.120: Risk assessment of the major drivers of private label in Spain 274 
Figure 15.121: Retailer summary: top 15 retailers by overall private label share versus market share, 

2003  275 
Figure 15.122: PL food value growth versus price differential, Spain, 2003 279 
Figure 15.123: PL drinks value growth versus price differential, Spain, 2003 280 
Figure 15.124: PL personal care value growth versus price differential, Spain, 2003 282 
Figure 15.125: Food pricing index changes 2000-2003, Spain 283 
Figure 15.126: Highest and lowest price differences between the average food brand and the average 

PL equivalent  284 
Figure 15.127: Drinks pricing index changes 2000-2003, Spain 286 
Figure 15.128: Highest and lowest price differences between the average food brand and the average 

PL equivalent  287 
Figure 15.129: Personal care pricing index changes 2000-2003, Spain 288 
Figure 15.130: Highest and lowest price differences between the average personal care brand and the 

average PL equivalent 289 
Figure 15.131: Private label penetration in food, Spain, 2003 291 



  

 

xix

Figure 15.132: Private label penetration in drinks, Spain, 2003 291 
Figure 15.133: Private label penetration in personal care, Spain, 2003 292 
Figure 15.134: Overall private label attractiveness matrix: food, drink and personal care 294 
Figure 16.135: Risk assessment of the major drivers of private label in Sweden 302 
Figure 16.136: Retailer summary: top six retailers by overall private label share versus market share, 

Sweden, 2003  303 
Figure 16.137: PL food value growth versus price differential, Sweden, 2003 306 
Figure 16.138: PL drinks value growth versus price differential, Sweden, 2003 308 
Figure 16.139: PL personal care value growth versus price differential, Sweden, 2003 310 
Figure 16.140: Food pricing index changes 2000-2003, Sweden 311 
Figure 16.141: Top five categories with the highest and lowest price differences between the average 

food brand and the average PL equivalent 313 
Figure 16.142: Drinks pricing index changes 2000-2003, Sweden 314 
Figure 16.143: Top five categories with the highest and lowest price differences between the average 

drinks brand and the average PL equivalent 315 
Figure 16.144: Personal care pricing index changes 2000-2003, Sweden 316 
Figure 16.145: Top five categories with the highest and lowest price differences between the average 

personal care brand and the average PL equivalent 317 
Figure 16.146: PL penetration in the food sector, 2003 318 
Figure 16.147: PL penetration in the drinks sector, 2003 318 
Figure 16.148: PL penetration in the personal care sector, 2003 319 
Figure 16.149: Overall private label attractiveness matrix: food, drink and personal care 321 
Figure 17.150: Risk assessment of the major drivers of private label in the UK 330 
Figure 17.151: Top 10 retailers in the UK: private label versus branded product share 331 
Figure 17.152: PL food value growth versus price differential, UK, 2003 334 
Figure 17.153: PL drinks value growth versus price differential, UK, 2003 336 
Figure 17.154: PL personal care value growth versus price differential, UK, 2003 338 
Figure 17.155: Food pricing index changes 2000-2003, UK 339 
Figure 17.156: Top five categories with the highest and lowest price differences between the average 

food brand and the average PL equivalent 342 
Figure 17.157: Drinks pricing index changes 2000-2003, UK 343 
Figure 17.158: Top five categories with the highest and lowest price differences between the average 

food brand and the average PL equivalent 345 
Figure 17.159: Personal care pricing index changes 2000-2003, UK 346 
Figure 17.160: Top five categories with the highest and lowest price differences between the average 

food brand and the average PL equivalent 348 
Figure 17.161: PL penetration in the food sector, 2003 349 
Figure 17.162: PL penetration in the drinks sector, 2003 349 
Figure 17.163: PL penetration in the personal care sector, 2003 350 
Figure 17.164: Overall private label attractiveness matrix: food, drink and personal care 352 
 



 

 

xx

List of Tables 
Table 2.1: The world’s largest FMCG retailers by grocery banner sales (2004) 41 
Table 3.2: Profile of the quadrants of the strategic country – private label success matrix of the 

country drivers 63 
Table 4.3: Example of the impact of drivers of Private Label success: Canned green beans versus 

diapers in the UK 78 
Table 5.4: Trends in hard discounter penetration and share of expenditure by discounter shopper 

by country  91 
Table 5.5: Hard discounters contribution to total Private Label growth by country, 2000-2002 92 
Table 6.6: Sociodemographic profile of the generalized Private Label buyer 102 
Table 8.7: Nivea’s strategy on the key drivers of PL success 119 
Table 8.8: Walker’s strategy on the key drivers of PL success 125 
Table 10.9: Private label share by food category, Belgium, 2000 and 2003 137 
Table 10.10: Private label value and volume share by drinks category, Belgium, 2000 and 2003 139 
Table 10.11: Private label value and volume share by personal care category, Belgium, 2000 and 

2003  141 
Table 10.12: Food pricing index 2000-2003, Belgium 144 
Table 10.13: Drinks pricing index 2000-2003, Belgium 147 
Table 10.14: Personal care pricing index 2000-2003, Belgium 149 
Table 10.15: PL success: country comparison 157 
Table 10.16: Ranking of the eight countries on these factors 157 
Table 11.17: Private label value and volume share by food category, 2000 and 2003 165 
Table 11.18: Private label value share by drinks category, 2000 and 2003: percentage of each Euro 

spent on private label products 167 
Table 11.19: Private label value and volume share by personal care category, 2000 and 2003 169 
Table 11.20: Food pricing index 2000-2003, France 172 
Table 11.21: Drinks pricing index 2000-2003, France 175 
Table 11.22: Personal care pricing index 2000-2003, France 178 
Table 11.23: PL success: country comparison 186 
Table 11.24: Ranking of the eight countries on these factors 186 
Table 12.25: Private label value and volume share by food category, 2000 and 2003, Germany 194 
Table 12.26: Private label value and volume share by food category, 2000 and 2003, Germany 195 
Table 12.27: Private label value and volume share by drinks category, Germany, 2000 and 2003197 
Table 12.28: Private label value and volume share by personal care category, Germany, 2000 and 

2003  199 
Table 12.29: Food pricing index 2000-2003, Germany 203 
Table 12.30: Drinks pricing index 2000-2003, Germany 206 
Table 12.31: Personal care pricing index 2000-2003, Germany 209 
Table 12.32: PL success: country comparison 217 
Table 12.33: Ranking of the eight countries on these factors 217 
Table 13.34: Private label value and volume share by food category, 2000 and 2003 225 
Table 13.35: Private label value and volume share by drinks category, Italy, 2000 and 2003 227 
Table 13.36: Private label value and volume share by personal care category, Italy, 2000 and 2003 

  229 
Table 13.37: Food pricing index 2000-2003, Italy 232 
Table 13.38: Drinks pricing index 2000-2003, Italy 234 
Table 13.39: Private label price index by personal care category, Italy, 2000 and 2003 236 
Table 13.40: PL success: country comparison 244 



  

 

xxi

Table 13.41: Ranking of the eight countries on these factors 244 
Table 14.42: Private label value and volume share by food category, Netherlands, 2000 and 2003 

  251 
Table 14.43: Private label value and volume share by drinks category, Netherlands, 2000 and 2003 

  253 
Table 14.44: Private label value and volume share by personal care category, Netherlands, 2000 and 

2003  255 
Table 14.45: Food pricing index 2000-2003, Netherlands 258 
Table 14.46: Drinks pricing index 2000-2003, Netherlands 260 
Table 14.47: Personal care pricing index 2000-2003, Netherlands 263 
Table 14.48: PL success: country comparison 269 
Table 14.49: Ranking of the eight countries on these factors 270 
Table 15.50: Private label value and volume share by food category, 2000 and 2003 278 
Table 15.51: Private label value and volume share by drinks category, Spain, 2000 and 2003 280 
Table 15.52: Private label value and volume share by personal care category, Spain, 2000 and 2003 

  281 
Table 15.53: Food pricing index 2000-2003, Spain 285 
Table 15.54: Drinks pricing index 2000-2003, Spain 288 
Table 15.55: Personal care pricing index 2000-2003, Spain 290 
Table 15.56: PL success: country comparison 296 
Table 15.57: Ranking of the eight countries on these factors 297 
Table 16.58: Private label value and volume share by food category, 2000 and 2003 305 
Table 16.59: Private label value share by drinks category, 2000 and 2003: percentage of each Euro 

spent on private label products 307 
Table 16.60: Private label value and volume share by personal care category, 2000 and 2003 309 
Table 16.61: Food pricing index 2000-2003, Sweden 312 
Table 16.62: Drinks pricing index 2000-2003, Sweden 314 
Table 16.63: Personal care pricing index 2000-2003, Sweden 316 
Table 16.64: PL success: country comparison 324 
Table 16.65: Ranking of the eight countries on these factors 324 
Table 17.66: Private label value and volume share by food category, 2000 and 2003 333 
Table 17.67: Private label value share by drinks category, 2000 and 2003: percentage of each Euro 

spent on private label products 335 
Table 17.68: Private label value and volume share by personal care category, 2000 and 2003 337 
Table 17.69: Food pricing index 2000-2003, UK 340 
Table 17.70: Drinks pricing index 2000-2003, UK 344 
Table 17.71: Personal care pricing index 2000-2003, UK 347 
Table 17.72: PL success: country comparison 355 
Table 17.73: Ranking of the eight countries on these factors 355 

 


