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“When looking at the Irish market as a whole, consumers
show a slightly stronger preference towards brands when it

comes to indulgence items such as chocolate, spreads and
alcohol. With staple foods (eg fruit and vegetables)

however, consumers appear to have no preference or lean
more towards own-label.”

– Emma McGeown, Research Analyst

This report looks at the following areas:

• What are the market challenges for brands and own-label?
• How is the own-label and branded market expected to perform in 2015?
• What are the enticements for buying own-label over branded products?
• What are the enticements for buying branded over own-label products?

Looking at IoI as a whole, the brand vs own-label market is leaning more towards branded in some
categories (ie indulgence foods such as sweets, chocolate confectionary, soft drinks and alcohol), with
most consumers not willing to substitute their branded favourite for own-label variants. In other more
staple categories, such as fruit and vegetables and meat, poultry and fish, preference over own-label
and branded is split or swaying more towards own-label.

When studying the NI and RoI market specifically, NI consumers show a higher preference towards
branded variants, whereas RoI consumers show a stronger preference towards own-label or no
preference at all – suggesting that RoI consumers may be more sensitive when it comes to price rather
than brands.
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Mondelēz takes over Nestlé in NPD
Figure 21: Share of branded launches in the UK and Irish food market, December 2010-15
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Figure 31: Consumers stating that a recommendation from friends for own-label products is a factor (other than price) that is likely to
encourage them to buy an own-label product instead of a branded, by gender, NI and RoI, November 2015

Special offers a key influence
Figure 32: Factors (other than price) that are likely to encourage consumers to buy a branded product instead of an own-label product,
NI and RoI, November 2015

Promotional offers encourage branded good use
Figure 33: Consumers who claim that being on special offer (eg 2-for-1) is likely to encourage consumers to buy a branded product
instead of an own-label product, by age and social class, NI and RoI, November 2015

NI consumers more likely to be swayed by taste
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age, NI and RoI, November 2015

Two thirds want more information on food producers

Consumers apprehensive about giving own-label goods as gifts
Figure 39: Agreement with selected statements relating to brand vs own-label food and drink, NI and RoI, November 2015
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Figure 52: If consumers prefer branded or own-label when buying cakes, buns, pastries, by demographics, NI, November 2015

Figure 53: If consumers prefer branded or own-label when buying cupboard staples (eg sugar, flour), by demographics, NI, November
2015
Figure 54: If consumers prefer branded or own-label when buying soft drinks/juices, by demographics, NI, November 2015

Figure 55: If consumers prefer branded or own-label when buying alcohol, by demographics, NI, November 2015

Figure 56: Factors (other than price) that are likely to encourage consumers to buy an own-label product instead of a branded product,
by demographics, NI, November 2015
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by demographics, NI, November 2015 (continued)
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Figure 90: Factors (other than price) that are likely to encourage consumers to buy an own-label product instead of a branded product,
by demographics, RoI, November 2015
Figure 91: Factors (other than price) that are likely to encourage consumers to buy an own-label product instead of a branded product,
by demographics, RoI, November 2015 (continued)
Figure 92: Factors (other than price) that are likely to encourage consumers to buy an own-label product instead of a branded product,
by demographics, RoI, November 2015 (continued)
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by demographics, RoI, November 2015
Figure 94: Factors (other than price) that are likely to encourage consumers to buy a branded product instead of an own-label product,
by demographics, RoI, November 2015 (continued)
Figure 95: Factors (other than price) that are likely to encourage consumers to buy a branded product instead of an own-label product,
by demographics, RoI, November 2015 (continued)
Figure 96: Agreement with the statement ‘I'm happy to try an own-label product that looks just like the leading brand’, by
demographics, RoI, November 2015
Figure 97: Agreement with the statement ‘If I'm buying something as a treat (eg chocolate, ice cream), I tend to buy brands rather
than own-label’, by demographics, RoI, November 2015
Figure 98: Agreement with the statement ‘I choose to shop at specific retailers because of their own-label products’, by demographics,
RoI, November 2015
Figure 99: Agreement with the statement ‘I would not feel comfortable giving an own-label product as a gift (eg chocolate)’, by
demographics, RoI, November 2015
Figure 100: Agreement with the statement ‘I buy own-label products for essential items (eg flour) so I can afford to buy branded
luxury items (eg alcohol, confectionary)’, by demographics, RoI, November 2015
Figure 101: Agreement with the statement ‘I usually own-label products when purchasing low-cost items (eg chocolate bars, bread)’,
by demographics, RoI, November 2015
Figure 102: Agreement with the statement ‘With own-label products you trade quality for a cheaper price’, by demographics, RoI,
November 2015
Figure 103: Agreement with the statement ‘I would like to see a wider variety of own-label products available at convenience stores
(eg Spar, Centra)’, by demographics, RoI, November 2015
Figure 104: Agreement with the statement ‘I would switch my supermarket if it stopped stocking my favourite branded food and drink
products’, by demographics, RoI, November 2015
Figure 105: Agreement with the statement ‘There are not enough own-label products available in smaller on-the-go pack sizes (eg
fizzy drinks, chocolate)’, by demographics, RoI, November 2015
Figure 106: Agreement with the statement ‘I would not want to be seen eating/drinking own-label products’, by demographics, RoI,
November 2015
Figure 107: Agreement with the statement ‘I would like more information on the packaging of own-label products about who produced
the product’, by demographics, RoI, November 2015
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