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"Private label food and drinks category sales declined by
-2.2% from 2015-16 and are forecasted to continue to

decline into 2021."
- Michael Averbook, Food & Drink Analyst

This report looks at the following areas:

• Store brands decline, drop expected to continue
• Perimeter store brands grow, center of store decline
• Private labels struggle with taste, national brands compete on price with coupons

Increased confidence in the economy may lead many consumers to opt for name brands over store
brands, especially for products located in the brand-centric center store area. Opportunities for retailers
to elevate the perception of their store brands will come through product innovation, sampling, and
increased ingredient transparency."
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Figure 45: Private label shopping behavior, any agree, by parental status, November 2016
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Figure 60: MULO sales and forecast of private label food, at inflation-adjusted prices, 2011-21
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