
The great recession created a new-norm for store brands as both consumer interest 
and retailer focus were elevated.  But as the economy improved,  overall private brand 
growth stalled as brands stepped up their promotions and innovation 
efforts.  Nevertheless, private brand focus is unprecedented and best-in-class retailers 
are investing in brand management activities like their branded peers.   With slowing 
population growth and pressures from current and unforeseen competition, winning 
retailers will be those who step up their innovation efforts to connect with and create 
demand for their private brand offerings across diverse and evolving population 
segments.  Join us as we review private brand performance and share insights on 
shoppers who really matter when it comes to private brand sales. 



We will start our session with and economic update on how private brands should be 
winning  today and tomorrow.  We will then do a review of the private brands 
landscape and performance with respect to sales levels and growth across key 
consumer-packaged-goods retail channels. That will be followed with a discussion 
around private brands innovation and emulation efforts.  We will then look at why the 
industry needs to look at growth opportunities with respect to connecting with 
shoppers that really matter when it comes to private brands sales.  Finally, we will wrap 
up the session with a summary of key takeaways. 
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Let’s begin with an update on economic conditions. 
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Consumer Confidence Decreases Sharply in October 
29 Oct. 2013 
The Conference Board Consumer Confidence Index®, which had declined moderately in 
September, decreased sharply in October. The Index now stands at 71.2 (1985=100), down from 
80.2 in September. The Present Situation Index decreased to 70.7 from 73.5. The Expectations 
Index fell to 71.5 from 84.7 last month. 
The monthly Consumer Confidence Survey®, based on a probability-design random sample, is 
conducted for The Conference Board by Nielsen, a leading global provider of information and 
analytics around what consumers buy and watch. The cutoff date for the preliminary results was 
October 17. 
NEWS RELEASE:  http://www.conference-board.org/data/consumerconfidence.cfm 
The next release is scheduled for Thursday, November 26, 2013 at 10 A.M. ET 
 
Note:  In February 2011 The Conference Board switched survey providers for the Consumer 
Confidence Survey® from TNS to The Nielsen Company. As stated in the Technical Notes 
released on February 22, 2011 most series showed only a limited effect from this change.  
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Richest 1 percent earn biggest share since '20s 
Sep 10, 2013; 3:33 PM (ET) 
By PAUL WISEMAN 
WASHINGTON (AP) - The gulf between the richest 1 percent and the rest of America is the widest it's been since the Roaring '20s. 
The very wealthiest Americans earned more than 19 percent of the country's household income last year - their biggest share since 
1928, the year before the stock market crash. And the top 10 percent captured a record 48.2 percent of total earnings last year. 
U.S. income inequality has been growing for almost three decades. And it grew again last year, according to an analysis of Internal 
Revenue Service figures dating to 1913 by economists at the University of California, Berkeley, the Paris School of Economics and 
Oxford University. 
One of them, Berkeley's Emmanuel Saez, said the incomes of the richest Americans surged last year in part because they cashed in 
stock holdings to avoid higher capital gains taxes that took effect in January. 
In 2012, the incomes of the top 1 percent rose nearly 20 percent compared with a 1 percent increase for the remaining 99 percent. 
The richest Americans were hit hard by the financial crisis. Their incomes fell more than 36 percent in the Great Recession of 2007-
09 as stock prices plummeted. Incomes for the bottom 99 percent fell just 11.6 percent, according to the analysis. 
But since the recession officially ended in June 2009, the top 1 percent have enjoyed the benefits of rising corporate profits and 
stock prices: 95 percent of the income gains reported since 2009 have gone to the top 1 percent. 
That compares with a 45 percent share for the top 1 percent in the economic expansion of the 1990s and a 65 percent share from 
the expansion that followed the 2001 recession. 
The top 1 percent of American households had pretax income above $394,000 last year. The top 10 percent had income exceeding 
$114,000. 
The income figures include wages, pension payments, dividends and capital gains from the sale of stocks and other assets. They do 
not include so-called transfer payments from government programs such as unemployment benefits and Social Security. 
The gap between rich and poor narrowed after World War II as unions negotiated better pay and benefits and as the government 
enacted a minimum wage and other policies to help the poor and middle class. 
The top 1 percent's share of income bottomed out at 7.7 percent in 1973 and has risen steadily since the early 1980s, according to 
the analysis. 
FULL STORY:  http://apnews.myway.com/article/20130910/DA8NN7U02.html 
IMAGE:  
http://apnews.myway.com/image/20130910/AP_Maps_v1.6.sff_GFX9873_20130910133804.html?date=20130910&docid=DA8NN
7U02 
 
Seeing green 
USA TODAY 
September 10, 2013—The wealthiest 1% of Americans earned more than 19% of the country's household income last year -- their 
biggest share since 1928, the year before the stock market crash, according to Associated Press. The top 10% captured a record 
48.2% of total earnings in 2012, says AP, citing economists at the University of California-Berkeley, the Paris School of Economics 
and Oxford University. In 2012, the incomes of the top 1% rose nearly 20% compared with a 1% increase for the remaining 99%. 
Source:  http://usatoday30.usatoday.com/MONEY/usaedition/2013-09-11-Income-inequality_ST_U.htm 
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Take a look at how manufacturing jobs have declined in this country and how they have 
been offset by “lowering paying” jobs in the retail sector.  As we will see, the drop in 
median household income also reflective of shift in job types. 
 
Original Data Value Series Id: CES2000000001 Seasonally Adjusted Super Sector: 
Construction Industry: Construction NAICS Code: 23 Data Type: ALL EMPLOYEES, 
THOUSANDS Years: 1939 to 2013  
 
Original Data Value Series Id: CES3000000001 Seasonally Adjusted Super Sector: 
Manufacturing Industry: Manufacturing NAICS Code: - Data Type: ALL EMPLOYEES, 
THOUSANDS Years: 1939 to 2013  
 
Original Data Value Series Id: CES4200000001 Seasonally Adjusted Super Sector: Retail 
trade Industry: Retail trade NAICS Code: - Data Type: ALL EMPLOYEES, THOUSANDS 
Years: 1939 to 2013  
 
Sources:   
data.bls.gov/timeseries/CES2000000001 
data.bls.gov/timeseries/CES3000000001 
data.bls.gov/timeseries/CES4200000001 
 
Updated:  October 22, 2013 
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As you look at trends in U.S. median household income, our economic recovery is bypassing some households.  Or as 
one of my Nielsen colleagues (James Russo) suggests, is this the new normal, where shrinking incomes are here to 
stay?  Shouldn’t private brand be thriving with this trend? 
Income, Poverty and Health Insurance Coverage in the United States: 2012 
TUESDAY, SEPT. 17, 2013 –The U.S. Census Bureau announced today that in 2012, real median household income and the poverty 
rate were not statistically different from the previous year, while the percentage of people without health insurance coverage 
decreased. 
Median household income in the United States in 2012 was $51,017, not statistically different in real terms from the 2011 median of 
$51,100. This followed two consecutive annual declines. 
The nation's official poverty rate in 2012 was 15.0 percent, which represents 46.5 million people living at or below the poverty line. 
This marked the second consecutive year that neither the official poverty rate nor the number of people in poverty were statistically 
different from the previous year's estimates. The 2012 poverty rate was 2.5 percentage points higher than in 2007, the year before 
the economic downturn. 
These findings are contained in the report Income, Poverty, and Health Insurance Coverage in the United States: 2012 
[http://www.census.gov/prod/2013pubs/p60-245.pdf]… 
FULL NEWS RELEASE:  http://www.census.gov/newsroom/releases/archives/income_wealth/cb13-165.html  
WEBSITE:  http://www.census.gov/hhes/www/income/index.html 
DATA SOURCE:  Table H-10. Age of Head of Household by Median and Mean Income, All Races 
[http://www.census.gov/hhes/www/income/data/historical/household/2012/H10AR_2012.xls] – 15 Years and Over – Median 
income – 2012 Dollars, http://www.census.gov/hhes/www/income/data/historical/household/ 
[NOTE:  2013 Median HH Income data likely to be available at the end of August 2014] 
Four takeaways from Tuesday’s Census income and poverty release, By Richard Fry 
On Tuesday the Census Bureau released its annual trove of data on income, poverty and health insurance in 2012. Here were some 
of the key findings on household income: 
1. New data show that median household income has stagnated for the longest period since the government began collecting 

such data in 1967. 
2. Households headed by those 65 and older are faring relatively better since the recession. 
3. The income gaps between racial and ethnic groups have stayed pretty much the same in recent years. 
4. The income gap continues to widen within the total U.S. population, and also within each racial/ethnic groups. 
FULL STORY:  http://www.pewresearch.org/fact-tank/2013/09/18/four-takeaways-from-tuesdays-census-income-and-poverty-
release/ 
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While all multicultural groups have seen declines in median household income since 2000, it is alarming to see such 
a wide gap in income levels  for Black and Hispanic households – two groups who are expected to drive significant 
population growth in this country.  Adding to this is the fact that median income has declined the most for these two 
groups.  Shouldn't private brands have a strong connection with multicultural shoppers? 
 
Census: Household incomes holding steady 
Tim Mullaney, USA TODAY; 5:46 p.m. EDT September 17, 2013 
Median household incomes after inflation, stopped falling last year following two straight years of declines. 
Americans' household incomes still haven't caught up to where they were before the recession, but they've stopped 
losing ground to inflation, the Census Bureau said Tuesday. 
Median household incomes after inflation stabilized in 2012, following two annual declines, the bureau reported. 
Adjusted for inflation, median household income was $51,017 last year, not statistically different from the 2011 
median of $51,100. The median is the point where half are below and half are above. 
The report paints a picture of an economy that has absorbed the impact of the 2008 financial crisis, but has not yet 
recovered from the damage, said Sheldon Danziger, president of the Russell Sage Foundation. Inflation-adjusted 
household incomes are 8.3% below their cyclical peak in 2007, and even further below their all-time peak in 1999, 
according to the Census. 
"Poverty is higher today than it was in 2000, and household incomes are lower,'' Danziger said. "The 'lost decade' is 
likely to turn into 'two lost decades.'" 
Compared with recent annual reports from the Census, this year's reported few dramatic changes, said David 
Johnson, chief of the bureau's social, economic and housing statistics division. 
The sharpest change was in the percentage of Americans without health insurance, which dropped by 0.3 percentage 
points to 15.4%. The decline was almost entirely accounted for by broader Medicare coverage, with almost no change 
in Americans' coverage by private health insurance, the report said. Medicare's change is mostly a function of more 
Baby Boomers becoming eligible for Medicare as they turn 65, Johnson said. 
But the number of people without insurance coverage, 48.0 million, was not statistically different than in 2011 
because of population growth, Johnson said. 
The official poverty rate showed no statistical difference, for the second year in a row, staying at 15%, representing 
46.5 million Americans living below the poverty line. That's up 2.5 percentage points from 2007, before the recession. 
From 2009 through 2011,about 31.6% of the population lived in poverty for at least two months, while just 3.5% of 
Americans were poor for all 36 of those months. 
The report touched on a number of hot-button issues about incomes, insurance and poverty. 
Income inequality changed little during the year, Johnson said. Families needed to earn $191,200 to make it into the 
top 5% of top-earning households, and about $146,000 to enter the top 10%. 
Inequality has risen sharply over the last several years. A broad measure of income inequality used by the Census 
Bureau has risen 2% since 2009 and 3% in the last decade. 
The wage gap between men and women remained unchanged, with women earning 77% of what men do. The gaps 
were smaller among younger groups of workers, the Census Bureau said, 
"For women and their families, it's the same old story — another year of no improvement,'' said Linda Hallman, 
executive director of the American Association of University Women. "Women working full time in the United States 
are still paid only 77% of what men are paid, just as they were a decade ago.'' 
FULL STORY:  http://www.usatoday.com/story/money/business/2013/09/17/census-median-household-income/2825129/ 
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A major reason why our economic recovery has moved at a slow pace is because U.S. 
consumers continue to be faced with impediments to their spending power.  From 
rising food prices, gas prices, utility/energy bills, health care costs, and payroll tax, the 
ability to spend continues to be tested.   
 
Here are the five financial headwinds or rising costs of living which we asked consumers 
to tell us how they were impacting how they shopped for or used consumer-packaged 
goods. 
 
- Payroll Tax Increase 
- Rising Food Prices 
- Increased Health Care Costs 
- Rising Utility/Energy Bills 
- Rising Gas Prices 
 
And I’ve added our government as a sixth financial headwind – from government 
sequestered furloughs to our recent government shutdown, Washington is not 
helping!!! 
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SNAP cuts affect 47 Million Americans:  a big opportunity for Private brands to continue 
to push the value equation, but these cuts will have a negative impact on 2014 industry 
sales. 
 
 
Food Assistance Benefits to Drop for Nearly 47 Million Americans This November 
August 1, 2013—All of the more than 47 million Americans, including 22 million 
children, who receive food assistance under the Supplemental Nutrition Assistance 
Program (SNAP, formerly known as food stamps) will see their benefits cut this fall, 
according to new data that the U.S. Department of Agriculture released today and 
discussed in a new report from the Washington, DC-based Center on Budget and Policy 
Priorities. 
That’s because a modest boost in benefits for all SNAP recipients that policymakers 
included in the American Recovery and Reinvestment Act (ARRA) to strengthen the 
economy and ease hardship expires on October 31.  Beginning November 1, every SNAP 
household in America will face cuts to already modest assistance to purchase food.  For 
a family of three, that cut will mean a reduction of $29 a month — $319 for the 
remaining 11 months of the fiscal year — a serious loss for families whose benefits will, 
after this cut, average less than $1.40 per person, per meal.  
FULL NEWS RELEASE:  http://www.cbpp.org/cms/index.cfm?fa=view&id=3998 
The full report, SNAP Benefits Will Be Cut for All Participants In November 2013, is 
available athttp://www.cbpp.org/cms/index.cfm?fa=view&id=3899 
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Lets now examine U.S. private brands sales trends. 
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Across the complete retail channel universe captured by Nielsen, value and convenience 
channels are winning shoppers and capturing the strongest retail channel growth. 
 
The retail universe we measure at Nielsen reached $767.8 billion in category sales with a 
growth rate of 2.0%.  Most of that growth from convenience and value-focused (i.e., club, dollar 
and mass-merchandisers) retail channels. 
 
Total All Departments for 52-Weeks Ending August 31, 2013: 
• $767.8 billion; up 2.0% vs. year ago - All outlets combined (AOC) plus C-stores 
• $313.2 billion; up 1.0% vs. year ago - Supermarkets – 40.8% share of total AOC plus C-stores 
• $277.3 billion; up 3.4% vs. year ago - Value* measured channels representing some key 

value retailers (mass  merchandisers, representation from warehouse clubs and dollar 
stores; military), but non-reportable retail channels – 36.1% share of total AOC plus C-stores 

• $126.8 billion; up 2.1% vs. year ago - Convenience Stores - 16.5% share of total AOC plus C-
stores 

• $  50.4 billion; up 1.0% vs. year ago – Drug Stores - 6.6% share of total AOC plus C-stores
  
 

*Contractual agreements from cooperating retailers in these other channels prohibit Nielsen 
from reporting individual channel views.  
 
Note:  These sales represent UPC-coded products across the universe of departments and 
categories coded by Nielsen.  They exclude Rx (pharmacy) sales as well as gasoline sales. 
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For the private brand universe, we see strong growth outside of supermarkets which 
commands a 52% share of private brand sales, but just growing at 1.8%. 
 
The private brands retail universe we measure at Nielsen reached $115.2 billion in category 
sales with a growth rate of 3.4%.  Most of that growth from convenience and value-focused 
(i.e., club, dollar and mass-merchandisers) retail channels. 
 
PRIVATE BRANDS:  Total All Departments for 52-Weeks Ending August 31, 2013: 
• $115.2 billion; up 3.4% vs. year ago - All outlets combined (AOC) plus C-stores 
• $60.4 billion; up 1.8% vs. year ago - Supermarkets – 52.4% share of total AOC plus C-stores 
• $42.9 billion; up 4.8% vs. year ago - Value* measured channels representing some key value 

retailers (mass  merchandisers, representation from warehouse clubs and dollar stores; 
military), but non-reportable retail channels – 37.2% share of total AOC plus C-stores 

• $8.3 billion; up 5.4% vs. year ago – Drug Stores – 7.2% share of total AOC plus C-stores
  

• $3.6 billion; up 11.5% vs. year ago - Convenience Stores – 3.1% share of total AOC plus C-
stores 
 

*Contractual agreements from cooperating retailers in these other channels prohibit Nielsen 
from reporting individual channel views.  
 
Note:  These sales represent UPC-coded products across the universe of departments and 
categories coded by Nielsen.  They exclude Rx (pharmacy) sales as well as gasoline sales. 
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Other channels less developed, but gaining, while supermarket share has been fairly  
flat. 
 
Just under one in five dollars spent at supermarkets is from private brands. Higher share 
in supermarkets, followed by drug stores, remaining channels tracked by channel 
(mass-merchandisers, select warehouse club and dollar store retailers, and military 
stores), and convenience stores.  Because of the lower private brand share 
development in convenience stores, we exclude that channel in our review of private 
brand growth and category performance. 
 
• 52 Weeks Ending 12/26/2009 
• 52 Weeks Ending 12/25/2010 
• 52 Weeks Ending 12/24/2011 
• 52 Weeks Ending 12/22/2012  
• 52 Weeks Ending 08/31/2013 
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First, make no mistake, private brands are significant as sales reached $111.6 billion in 
sales for the 52-week period ending 8/31/2013 and that level is 18.5% greater than 
calendar 2009.  Brand sales during that period reached $529.4 billion and grew 8.0% 
since calendar 2009.  These sales are from our new expanded view of retail 
performance including Walmart POS data, along with measurement in the club, dollar 
and military channels. 
 
Updated:  October 4, 2013 
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However, brands are still the leaders in new product innovation as private brands are 
more engaged in replicating or back-engineering existing products.  And brands capture 
78.9% of consumer packaged goods unit sales and 82.6% of dollar sales (for upc-coded 
product categories tracked by Nielsen in our new expanded view of retail performance 
including Walmart POS data , along with measurement in the club, dollar and military 
channels during 52-weeks ending 08/31/2013).  Private brands captured 21.1% of unit 
sales and 17.4% of dollar sales.  
 
Updated:  October 4, 2013 
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For the latest annual period, private brands dollar sales reached a 17.4% share, up 0.2 
share points from year ago.  However, this means that branded products still drive the 
vast majority (82.6%) of dollar sales.  We see store brand share growth in all but three 
departments. 
 
Private brands dollar shares range from a high of 36% in the dairy department to a low 
of 1% in alcoholic beverages. 
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And we see department development extend into categories as we measure greater 
private brand development in edible categories with edible categories having nearly 3 
times as many categories with a private brand share above 25. 
 
Of the 67 major edibles categories, 52 have 10% or greater private brands share; 22 
have 25% or greater private brands share. 
Of the 47 major non-edibles categories, 22 have 10% or greater private brands share; 8 
have 25% or greater private brands share. 
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So where are the growth opportunities within private brand categories?  Are they in the 
low or high share private brand categories?  While low share may seem like an 
opportunity, consider the marketing muscle of brands in categories like beer, deodorant 
and hair care?  You should also factor in competitive arena (number of brands) and 
category essentials – market size, growth trend, production costs. 
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For the 52-week period ending 08/31/2013, brand dollar volume increased by about 
$9.2 billion (a 1.8% increase in sales, but a 0.2 share point loss from the prior year).  
That growth was a function of absolute dollar volume growth in 87 mega-categories 
(generating $12.1 billion in gains), while dollar sales fell in 30 categories (generating 
$3.2 billion in losses).   
 
Categories generating the biggest gains and losses were…. 
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For the 52-week period ending 08/31/2013, private brands dollar volume grew by 
about $3.45 billion (a 3.2% increase in sales and a gain of 0.2 share points from the 
prior year).  That growth was a function of absolute dollar volume growth in 71 mega-
categories (generating $4.5 billion in gains), while dollar sales fell in 43 categories 
(generating $1.1 billion in losses).  We found three mega categories where there are no 
store brand sales:  Magazines Selected Titles, Ethnic HABA, and Coolers/Progressive 
Adult Beverages. 
 
Categories generating the biggest gains and losses were…. 
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So how does private brand performance look when the big declining categories are 
removed?  Overall share drops, but not much change in trend as unit share growth 
grows from 0.3 to 0.5 share points and dollar share growth remains at 1.0 pt. 
 
Omitted top four decliners in absolute $ change vs. year ago: 
1. Carbonated Beverages 
2. Milk 
3. Sugar/Sugar Substitutes 
4. Juices/Drinks-Shelf Stable 
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Here are the biggest selling private brand categories in terms of dollar sales.  Basic edibles (milk, bread & 
baked goods, cheese, fresh produce, etc.) drive the categories on the list.  Just two non-edible categories 
(paper products and medications & remedies makes the list). 
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And edible categories drive the list of the top private brand categories in terms of dollar share. 
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But some of the big edible categories are struggling with big drops in year-to-year declines in absolute 
dollar sales.  In many cases these are in categories which may be losing relevance and declining demand.  
A big reason why retailers and private brand manufacturers should be looking for new category 
opportunities.   
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And on a percentage basis, the biggest declining private brand categories are in edible and actually more 
non-edible categories.  Some declines due to falling demand (e.g., carbonated beverages, frozen juices & 
drinks, and film and cameras) and potentially some entries in low share “new categories” that didn’t 
work out!  For those that didn’t work, was there sufficient research of the market to ensure the launches 
were sound? 
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We do see more non-edible categories on the list of those driving the largest absolute gains in private 
brand dollar sales, but some big edible categories are part of the mix too! 
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And even more non-edible categories when we examine the fastest growing categories in terms of 
percentage growth. 
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So let’s now talk about private brand innovation or emulation. Show of hands, do you 
think our private brand industry is better at true innovation?  Or are we better at 
emulating brand successes?  The final question should be what really matters most? 
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Costco's Kirkland Earns Best in Category  
May 21, 2013—A store brand has earned the title of best performing laundry detergent pods, handily 
beating the national brand competition for a fraction of the price, according to Consumer Reports. 
“For as long as we've been testing laundry detergent pods – those convenient, single-use packets – only 
Tide Pods have cleaned well enough to make our winner's list. But there's a new top pod in our tests of 
laundry detergents, and it costs about 30 percent less than Tide Pods,” according to the report. “The only 
catch is you'll need a Costco membership to find it.” 
Kirkland Signature Ultra Clean Pacs scored two points higher than the national brand. Although both 
brands effectively removed grass and ring-around-the-collar in the company’s tests, only Costco’s store 
brand was good at removing blood. And Kirkland was priced at 14 cents per load, compared with 22 cents 
per load for the Tide Pods. 
There were nine other laundry detergent pods in the test, all ranking below the Kirkland and Tide, the No. 
2 product. 
FULL STORY:  http://www.storebrandsdecisions.com/news/2013/05/21/costcos-kirkland-earns-best-in-
category- 
 
Consumer Reports: Store Brands from Target and Walmart Top Latest Sunscreen Ratings; Tests find 
some products don’t meet SPF claims; paying more for sunscreen may not buy more protection from 
harmful UVA and UVB rays.  
YONKERS, NY (PRWEB) May 23, 2013  
In Consumer Reports’ latest ratings of sunscreens, Up & Up (Target) Sport SPF 50 spray and Equate 
(Walmart) Ultra Protection SPF 50 lotion earned the highest scores in tests and were among the least 
expensive. Some of the priciest sunscreens Consumer Reports tested offered less than their labeled SPF 
value, a measure of protection from burning UVB rays… 
Consumer Reports evaluated 12 sunscreens for their effectiveness at protecting against UVA and UVB rays 
– both of which can cause skin cancer. Six sunscreens, including the top-scoring products from Target and 
Walmart, Coppertone Water Babies 50 lotion and Walgreens Continuous Spray Sport SPF 50 (another 
store brand) rated very good overall. They guarded against UVB rays before and after 80 minutes under 
water and were very good against UVA rays – all at a cost $1.67 or less per ounce. 
Tests also showed that paying more may not buy more protection—the least effective sunscreens were 
among the priciest 
NEWS RELEASE:  http://www.prweb.com/releases/2013/5/prweb10761869.htm 
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Sam’s Club Simply Right:  
http://www5.samsclub.com/Showcase/SimplyRight/SimplyRightFrame.html 
Kroger Simple Truth:  http://www.simpletruth.com/ 
Target Simply Balanced:  http://www.target.com/c/simply-balanced-brand-shop/-/N-
55md8 
Shoppers Drug Mart (Canada) Simply Food:  
http://www1.shoppersdrugmart.ca/en/Food-And-Home/brands/simply-
food/collection.aspx 
Marks & Spencer (UK) Simply M&S:  
http://corporate.marksandspencer.com/page.aspx?pointerid=96de7daa90e34cd09e0f9
9fe563581e8 
Stop & Shop Simply Enjoy:  
http://www.stopandshop.com/our_stores/offerings/brands/index.htm?brnd=SIMPLY_E
NJOY 
Aldi Simply Nature:  http://www.moneysavingmadness.com/2013/01/aldi-simply-
nature-brings-organic-gluten-free-and-natural-choices-to-shoppers/ 
 
Target Introduces Simply Balanced Store Brand  
June 11, 2013—The new Simply Balanced collection is replacing two subsets of the 
Archer Farms brand: Archer Farms Simply Balanced and Archer Farms Organic. The first 
products hit stores June 9, while the full collection rolls out through October.  FULL 
STORY:  http://www.storebrandsdecisions.com/news/2013/06/11/target-introduces-
simply-balanced-store-brand- 
 

31 



Kroger executives pleased with performance, future; Executives stress importance of 
deals, data and private labels. 
Alexander Coolidge, The Cincinnati Enquirer 8:24 p.m. EDT October 30, 2013 
On private labels 
Kroger likes to highlight the success of its private label goods -- Kroger-branded 
merchandise from coffee to popcorn. 
Kroger's namesake brand is its top seller, and its upscale Private Selection is its No. 6 
brand, compared with an entire portfolio of goods sold by vendors such as Procter & 
Gamble, PepsiCo and Smucker's. 
The company announced its year-old Simple Truth brand of healthy items is close to 
becoming a $1 billion brand. 
McMullen said customers buy private label goods because it's a good deal: "It's easy to 
communicate the value to customers." 
FULL STORY:  http://www.usatoday.com/story/money/business/2013/10/30/kroger-
future-harris-teeter/3319043/ 
 
Kroger Simple Truth:  http://www.simpletruth.com/ 
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Maybe pulling a page from Lowblaw’s success in Canada with their No Frills format and 
private brands, or a recognition that our economic times dictates a return to generic 
offerings. 
 
Walmart Tests Neo-Generic\Basic Private Brand: Price First 
By Christopher Durham 
November 3, 2013—In a surprise move that demonstrates an increasing emphasis on 
Private Brands, Walmart, the world’s largest retailer, has begun what appears to be a 
test of a new extreme value\basic brand. Price First is featured in a 2-page flyer 
introducing the brand and it’s stark blue and yellow neo-generic packaging with the 
headline, “Choose our lowest-priced brand for all your grocery staples. Look for it in your 
store today.” The products appear to be moving from existing unbranded or control 
brand SKUs. 
It appears that the brand is now being tested in numerous markets including: 
Opelousas, Louisiana; Richmond, Virginia; Mobile, Alabama; Greenville, SC and 
Jeffersonville, Kentucky. 
Combined with the recent redesign and expansion of Sam’s Choice, if successful, the new 
brand will dramatically expand the Walmart Private Brand portfolio. With its addition, 
Walmart will create a very traditional three-tier private label architecture similar to the 
strategy implemented by most mainstream grocers in the 1980’s. The grocery portfolio 
is then rounded out by the specialty and category Private Brands: Clear American, Lucky 
Duck, Oak Leaf, Prima Della, The Bakery and Walmart Deli. 
FULL STORY:  http://mypbrand.com/2013/11/03/walmart-tests-neo-genericbasic-
private-brand-price-first/ 
PICTURES:  https://www.facebook.com/Walmart1675 
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So when it comes to connecting with shoppers that really matter, there is no better 
place to start than examining who is driving purchases in stores (men versus women) 
and also understanding top-spend private brand buyers who drive a disproportionate 
amount of private brand spend. 
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Lets start with a look at gender opportunities.   
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Except for Convenience/Gas (where males are more important in driving shopping trips 
than females), females dominate the majority of channel shopping trips.  Female 
shopping trips are most important to the Mass and Dollar Store channels, while trips 
made by males are of greater relative importance within Grocery and 
Warehouse/Clubs.  Between 2004 and 2012, males gained or maintained trip share in 
all retail channels but Drug Stores. 
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But we know that women are more deal prone. 
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Maybe not as when it comes to private brands, the private brand share of dollar sales 
across all departments is identical for male versus female trips.  However, females make 
up the majority of spend regardless of private label versus branded.  
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Overall, women account for 68% of all category spending when they are the primary 
shopper.  When it comes to non-food categories, women do the buying – particularly 
for beauty and baby categories.  Men do more per trip spending in a few categories, but 
they really lag in number of trips. 
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Men are engaged in the less personal non-food category buying, but in 6 of these 10 
categories, more women are engaged in buying and therefor males only have a higher 
share in three non-food categories. 
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Women dominate trip share for basic food categories. 
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Males play a big role in beverage buying, but women dominate share of spend as more 
of them are engage in category buying and they buy more often. 
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Nevertheless, it is interesting to see similar categories are purchased most often by 
males and females, but women are in stores and engaged with categories more often.  
But these findings do suggest we have greater opportunities to think about how we 
connect with male shoppers.  
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Our Nielsen Cambridge team has been doing a lot of work focusing on super consumers 
at the brand level.  That is, the biggest and most profitable spenders of brands who 
deserve a lot more attention that what many brands may be giving them.  So we 
thought it would be interesting to examine the top spending households for total 
private brands we measure at Nielsen, as well as across major departments.   
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A question for manufacturers and retailers:  Are you focused on new and existing 
private brand buyers?  Buyer acquisition is necessary as some buyers come and go over 
time, but how much attention are you paying to understand the wants and needs of 
your top-spend private brand buyers? Top-spend private brand buying households 
represent about one-fifth of annual buyers and account for 43% of private brand sales.   
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Top private brand buyers spend 3 times more per year than all other private brand 
buyers.  They are big spenders mostly because they make more annual buying trips, but 
they also spend more per trip and are less deal prone than average private brand 
buyers.   
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But brands still dominate overall spending for U.S. private brand buyers – whether it be 
top spenders or all other private brand buyers.  But over 1/4th of dollar sales for top 
spend private brand buyers is devoted to private brands – a ten point share swing.   
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And that share advantage for top spend buyers really pops when we examine top 
spenders at the department level and see how the top 1/5th of private brand 
department buyers are huge sales drivers – accounting for the majority of private brand 
sales in most departments.   
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Top spend private brand buyers are big sales drives as they make so many more trips – 
averaging 3.7 times more trips than “all other” private brand buyers. 
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The top spend private brand buyers also spend more per tip – averaging 62% more 
spend per trip than “all other” private brand buyers. 
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The behaviors of top private brand department buyers identify diverse cross-
merchandising opportunities.  Those departments on top of this chart reach the largest 
percentage of private brand buyers annually and they also generate the largest overall 
share of total private brand dollar sales among each group.  So top-spend dry grocery 
department buying households account for 20.1% of all private brand buyers and yield 
a total private brand dollar sales share of 40.4%.  Meaning that these households buy 
across the total store – so how can we leverage the dry grocery department with other 
departments important to these buyers to drive total private brand sales.   
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So who (demographically speaking) are the top-spend private brand buyers? 
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Not a big surprise to see how large families with kids over-index in terms of top-spend 
private brand buyers.  The kind of households driven by need for value given the 
number of mouths they need to feed and bodies they need to keep clean and care for.   
 
But small and no-kid households are important top spenders too.  Most notably for the 
dairy department, but also to the deli department where few high indexing 
demographic groups can be found. 
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But large households  and kid households  are not always a key connection for top 
spending non-edible private brand department buyers.  This is particularly true for top-
spend health & beauty department buyers as many health matters become more 
important with age. 
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35 to 54 females should be a primary focus to reach top spend buyers in the edible 
private brand departments.  Some differences in terms of female head education, but 
lots of touch points relative to this demographic classification.   
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And as we expected, we see more diverse age connection points to reach top spend 
non-edible private brand buyers, with an older skew to the top spend buyers in the 
health & beauty department.   
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We see wide “income” appeal in total and for top-spend edible department buyers, but 
opportunities to enhance connection and spending among multicultural department 
buyers.  Average development for edible private brands among Hispanic households, 
but clear opportunity to better connect with Asian and Black households.   
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And the same is true for non-edible departments as we see wide “income” appeal in 
total and for top-spend edible department buyers, but opportunities to enhance 
connection and spending among multicultural department buyers.  Average and above-
average development for edible private brands among Hispanic households, but clear 
opportunity to better connect with Asian and Black households.   
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Okay, so we have gone through a lot of material, let us wrap this up and then address 
any questions. 
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Economic Divide:  economy remains sluggish; opportunities across the economic 
spectrum, but we need meaningful job creation to drive growth.  Financial headwinds 
suggest an opportunity for private brands to engage shoppers to help drive growth. 

 

The “great recession” created new norm for private brands, but brands hanging tough.  
Private brands are gaining share, but can it be faster? 

 

60 



Private brands are overdeveloped in commodity-driven categories, but some big 
categories in decline and we see faster growth in a number of small share private brand 
categories.  Is it time to re-think your private brand category investments and look for 
white space opportunities.  Look to accelerate growth by focusing energy against 
shoppers that matter most – women in most categories and top-spend buyers provide 
powerful connection points. 
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