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Sample Information: Extract 1

Chapter 5: Trends in the German Private Label Market

Development over the
last five years / Figure 5.52: Germany: Change in Private Label share \
Analyzing changes in the (% change in value sales), by category, 2002-2007

German Private Label market
over a longer time period
allows the extent of
divergence in trends between
the categories to be seen
more clearly and offers more
insight into likely future
development.

In Fig 5.52, categories where
Private Label share has grown
by more than 10% (i.e. where
growth of Private Label has
been particularly strong over
the period) are highlighted in
red. Orange highlights show
where the change in share has
been between 10% and 5%,
yellow shows change in share
between 0% and 5%. Finally,
green shows negative Private
Label growth (i.e. categories
where National Brands have

taken share). \ Business Insighy

The key trends highlighted are:

* In comparison to other European countries there are a large number of categories where the change in Private
Label share has been in excess of 10%;

e Furthermore, for these categories where change has been high many of them have seen more than a 20%
increase in Private Label share over the period;

e There are a large number of categories where growth has been between 5% and 10% between 2002 and 2007,

e There are only a very limited number of categories where Private Label share has decreased: these include Instant
Coffee, Sweet Biscuits, Fabric Conditioners, Heavy Duty Washing Powders, Bleach, Dentifrice/Toothpaste and
Shampoo;

The increase in Private Label share across Germany is much greater than in other European countries, and highlights
Private Label expansion has had a massive impact on the German grocery market since 2002. (Continued...)
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Sample Information: Extract 2
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Chapter 3: Belgium - Brand Consolidation analysis

Relationship between Price
premiums and Private Label share

-

~

Figure 3.34: Belgium: National Brand Price Premiums versus
Private Label Value Share, by category, 2007

Figure 3.34 below provides the BO0%
full analysis, by category,

between price premiums and

0%
Private Label shares. The analysis
highlights the following: .
® Overall there is a negative

50%

correlation between price
premiums and Private Label
shares — higher premiums for
National Brands are linked to
lower Private Label share.

Private Label Share (% value), 2007

In the categories of Milk and
Toilet Tissue, Private Label has
been very successful in
achieving a very high value
share even though brands are
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Label share is below average) are

from Personal Care and Household Products sectors.

indicating that National Brands in Food have struggled to maintain large premiums over Private Labels;

High Prices of Brands vs Private Labels does not cause Private Label success

There is a negative correlation between price premiums and Private Label share. In conjunction with the fact that in
most sectors National Brands have been able to grow their price premiums in recent years, the findings appear to
be contradictory to the standard thinking about Private Labels; which is that they primarily represent a lower cost
alternative to National Brands and that high price premiums drives their sales. The data indicates very strongly that
this is not the case. However, to say that significant price differences do not have an effect on consumer purchase

choice is not logical either.

The answer to this problem is that whilst price is clearly important, the level of maturity of the Private Label market in
Belgium is such that the price battle between National Brands and Private Labels has already been fought.
Differences in prices not justified by consumer preferences have by and large been eroded. (Continued...)

Many of the Food categories show price premiums for National Brands which are around or below the average -
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resisted trading down, but
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- Brand investments in
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- Short-termism and
bottom-line pressure result
in counterproductive
brand management

- Cutting marketing
expenditure is the wrong
strategy during recession

- Four strategy scenarios for
National Brands
- Overly cautious
decision-making leads to
high loss potential
strategies

- Brands who treat the
recession as an
opportunity will strengthen
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- Seeking merely to survive is
the worst option

- Weak brands can use the
recession as an opportunity
to fight back

e Conclusions and Future
outlook
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