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New Survey Shows Store Brands Offer Savings on 

Organic, Gluten-Free, and Special Needs Products 

NEW YORK – Consumers trying to maintain or improve their health are increasingly 

seeking specialty food and non-food alternatives. Whether they are organic, gluten-

free, dye-free or lactose-free, these products can be costly, but a new survey of special 

needs store brands items shows significant savings for consumers. 

The research, conducted by the Private Label Manufacturers Association, assembled a 

market basket consisting of 27 typical specialty products that consumers might 

purchase as healthy alternatives or for special dietary needs. These products include 

gluten-free items like pancake mix and chicken broth; organics such as milk and pasta; 

even non-food allergy-free items like dye and perfume free laundry detergent. 

For every category in the study, a leading national brand product was compared to a 

similar store brand product when available and prices were adjusted to account for all 

known discounts, coupons and promotions available for each of the four shopping 

visits in the study. 

The PLMA survey discovered that many organic products on the shelves had a private 

label product but sometimes did not have a national brand counterpart. However, 

when a national brand was available for comparison, private label products saved 

consumers 15%.  When comparing gluten-free products, the PLMA market basket 

study found the private label products cost over 20% less on average when compared 

to their national brand counterparts, while some store brand products saved shoppers 

as much as 41%. 

 (more) 
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Millions in the U.S. who suffering food allergies, and those with special dietary needs 

can also save with store brands. Consumers who choose to buy soy burgers, lactose 

free milk and low-salt chicken broth, among other specialty food products, would save 

almost 30% when compared to national brand products.  

 

Typical Store Brand vs. National Brand Market Basket Comparison 

 National Brand Store Brand 

Allergen-Free Products Unit Price Unit Price 

Decaffeinated Coffee $5.49  $3.99  

Diet Soda $1.39  $0.88 

Dye/Perfume-Free Dryer Sheets $5.99 $4.37 

Dye/Perfume-Free Laundry Detergent $5.99  $4.49  

Flat Bread Sandwich Rolls $3.00  $2.99  

Gluten-Free Brownie Mix $5.59  $3.29  

Gluten-Free Cake Mix $3.29  $3.29  

Gluten-Free Chicken Broth  N/A $2.29  

Gluten-Free Muffin Mix $3.79  $3.29  

Gluten-Free Pancake Mix $3.72  $3.29  

Gluten-Free Cookie Mix (box) $5.59  $3.29  

Lactose-Free Milk $4.39  $3.49  

Sensitive Skin Face Wipes $4.99  $4.12  

AVG MARKET BASKET TOTAL $53.22 $43.07 

 

Organic / Alternative Products   

Anti-Bacterial Dish Soap $3.09 $1.99 

Low-Sodium Chicken Broth $2.99  $2.09  

Organic Black Beans N/A $1.39  

Organic Corn (Canned) N/A $1.19  

Organic Cotton Balls N/A $1.99  

Organic Eggs $4.57  $3.99  

Organic Ketchup N/A $2.79  

Organic Milk $4.59  $3.99  

Organic Pasta N/A $1.99  

Organic Salad Dressing $4.19  N/A 

Organic Tomato Paste $1.39  $1.09  

Soy Chicken Patties $4.37  $2.79  

Veggie Burgers $4.37  $2.79  

Wheat Pasta $1.44  $1.19  

AVG MARKET BASKET TOTAL $31.00 $29.27 
 

Prices shown are averages based on weekly shopping trips conducted over a 4-week period 
from 6/7-6/28.  All prices are net after known discounts, coupons and/or promotions. 
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Organic food sales overall continue to grow. Presently they represent a $26 billion 

market, but sales are projected to reach $60 billion by 2020, according to a report from 

Packaged Facts. A recent Gallup survey found 45% of consumers actively try to 

include organic products into their diet, and for consumers under the age of 29, that 

jumps to 53%. 

The opportunity for private label is evident for a growing number of retailers. In a 

consumer survey, Walmart found 91% of people would buy organic products if they 

were more affordable. Kroger’s Simple Truth Organic has become a billion dollar 

brand for the retailer while other retailers like Costco and Target are expecting billions 

of dollars in organic food sales this coming year.  

The growth of gluten-free products in the U.S. is also widespread. According to Mintel, 

gluten-free sales have grown 63% since 2011 and gluten free sales will top $8 billion 

this year. Mintel also projects sales are expected to reach $14 billion by 2017 as their 

popularity and their availability on the shelves continue to grow.  

Looking beyond organics and gluten, the Food Allergy Network reports 15 million 

U.S. adults and children suffer from food allergies, while another five million are 

allergic to various chemical products. In a recent survey by Datamonitor, 20% of 

consumers said that they avoid certain foods due to an allergy or intolerance most or 

all of the time.  

The Private Label Manufacturers Association is the industry trade association devoted 

exclusively to store brands. Founded in 1979, PLMA today represents 3,300 companies 

who are involved in the manufacture and distribution of store brand products. The 

products supplied by PLMA members include food, beverages, snacks, health and 

beauty aids, over-the-counter drugs, household cleaners and chemicals, outdoor and 

leisure products, auto aftercare and general merchandise. 

   ### 

 

For information about store brands or to arrange an interview with PLMA President Brian 
Sharoff, contact PLMA’s press representative at (212) 972-3131. 


