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“A slowly recovering economy and lingering perceptions of
inferior quality are inhibiting sales growth. Retailers will

need to address these issues and others through innovation
in products and positioning.”

– Sarah Day Levesque, Food and Drink Analyst

This report looks at the following areas:

• How can retailers encourage increased store brand usage?
• How are retailers addressing perceptions of poor store brand quality?
• How can retailers differentiate between value and premium store brands?

The private label food market has grown 19% from 2009-13, driven by increased demand during and
after the recession of 2008 and 2009. Increased demand during this period was supported by increased
availability of store brands and improving quality. Sales reached approximately $55 billion in 2013 and
are expected to continue to grow another 22% to reach $68 billion in 2018. Continued consumer
concerns about the economy, along with increased availability of both premium and value-positioned
store brands, will help drive the market. An increasing trend toward investment in store brand
marketing also will help increase awareness of and interest in store brands. However, as the economy
continues to recover, retailers will need to continue to develop new products to address growing
consumer food concerns, such as convenience, health, and demand for natural or organic.

Among the topics covered in this report are:

• What is driving, or hindering, the private label food market?

• What is the current market size and future projections?

• What types of private label food products are most successful with consumers?

• Which companies have been the most aggressive in marketing and what positioning are they using?

• How are retailers innovating with private label food products to better address consumer needs?

• What factors influence consumer behavior and what matters most to consumers?

This report builds on the analysis presented in Mintel’s Private Label—U.S., November 2011 , as well as
the February 2008 report of the same title.
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Figure 62: Proportion of store brands bought in a shopping trip, by generations, September 2013
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