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INTRODUCTION

Scope
Key findings

BACK TO BASICS: REMAIN COMPETITIVE ON PRICE

High inflation expected to stabilise but cost of living pressures will remain
Price rises and a high penetration rate kept private label from gaining share in 2022
Two years of inflation is finally moving the dial in favour of discounters and private label
Lesson from the “Anti-Inflation Trimester”: Standardised logo, reduce price of “basic” ranges
France: The Anti-Inflation Trimester has kept private label prices stable since March 2023
Germany: Private label’s historical advantage on price eroded in 2022, but stable in 2023
Germany: Discounters launch “essential” private label ranges; highlight price cuts on-pack
UK: Private label saw higher price rises than brands in 2022, but stable in 2023
UK: Examples of single and unified umbrella brand for “economy” private label
The upcoming price stabilisation is closing the window of opportunity for private label

REFRAME PERCEPTION OF PRIVATE LABEL AS AFFORDABLE QUALITY

A strategy to reframe perception of private label as affordable quality in the long term
Demand for cheaper 100% organic and all-natural products is an opportunity for private label
A growing organic staple foods market, despite inflation, shows promise for private label
Discounters: best performers in 2022 and best placed to benefit from a shift towards quality
France: Aldi shifts towards affordable quality, invests in advertising and store modernisation
Germany: Kaufland bolsters organic credentials and turns to K-pop band to appeal to Gen Z
UK: Discounters unapologetic about copycat brands

EXPAND E-COMMERCE

France: Expand click-and-collect to win in e-commerce in France
France: Lidl enters the e-commerce fray with the launch of Lidl.fr for non-food products
UK: Developed e-commerce market – boost visibility of private label on websites
UK: Supermarkets and hypermarkets well ahead of discounters in e-commerce
Germany: A fragmented and burgeoning grocery e-commerce landscape, led by Amazon
Germany: Discounters take cautious steps in testing grocery e-commerce schemes

KEY FINDINGS

Key summary

APPENDIX

Government responses to inflation
Appendix: Private label percentage share of selected industries in France
Appendix: Private label percentage share of selected industries in Germany
Appendix: Private label percentage share of selected industries in the UK
Definitions of Indexes
About Via from Euromonitor International

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
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key markets, competitive environment and future outlook across a range of industries.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/navigating-inflation-how-to-win-in-private-label-
lessons-from-france-germany-and-the-uk/report.


