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Agenda

• Private label basics

• The consumer perspective

• Execution in action

• Tips and tricks
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Private Label Fundamentals



To this….
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Private label truly is the big brand 

Source: PLMA 2025 Annual Report 5

Note: Data provided for PLMA by Circana Unify+ for the 12 months ending December 29, 2024



Private label has come a long way

Sources: PLMA's 2025 Private Label Report, Circana
*2021 data and above restated for ALDI sales

6

$48

$86 $98
$118

$218
$247

$262 $271 $280

2006 2009 2011 2015 2021 2022 2023 2024 2025 (est)

Total US Private Label Sales Over Time
(in Billions)



Private label is well established across 
departments, but key growth areas exist

Source: PLMA 2024 Private Label Report 7



Why do retailers invest in private brands

Differentiation Loyalty Profitability

Buzz Reach
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The fundamentals of retailer’s strategies
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Breadth

DepthAudience



The Consumer Perspective



Everybody (almost) buys private label products in 
multiple categories

©PDG Insights 2025 US Diverse Consumer Pulse Study – March 2025
N=492 Gen Pop Consumers
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of US consumers have purchased 

private label products in at least one 

category in the last 3 months

93% 5.7

Average number of categories that the 

US consumer purchased private label 

products in the last 3 months



Consumers stated behavior about private label 
purchasing is slightly complicated

©PDG Insights 2025 US Diverse Consumer Pulse Study – March 2025
N=492 Gen Pop Consumers
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Preference for Private Label

28%

30%

45%

23%

7%

I prioritize buying private label/store brands
over nationally branded products regardless of

category.

Private label products and nationally branded
products are interchangeable.

It depends on the category. I will prioritize
private label in some categories but branded in

others.

It depends on the retailer. I will prioritize
private label at certain retailers over others.

I will always prioritize national branded
products.

Latino consumers, 
consumers under 45, HH 
with kids, and WIC/SNAP 

consumers are 
significantly more likely to 

lean into private label. 



Private label is strong across all departments in the store

©PDG Insights 2025 US Diverse Consumer Pulse Study – March 2025
N=492 Gen Pop Consumers
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48%

Bread & Bakery

39%

Canned Goods

39%

Dairy Products

37%

Frozen Foods

36%

Breakfast Cereals

34%

Cookies & Snacks

32%

Spices

31%

Produce

30%

Beverages

29%

Paper Products

29%

Cleaning Supplies 

Top 10 Private Brand Categories Purchased in Past 3 Months
(% of Gen Pop respondents)

• Latinos overindex on breakfast & cereal (42%), beverages (38%) – also alcohol, pet care, and baby care
• Black/AA consumers overindex on beverages



Consumers increase their private label portfolio of products as 
they age

• Bread and Bakery (42%)

• Breakfast & Cereal (40%)

Aged 18 – 34

• Bread & bakery (47%)

• Frozen foods (40%)

• Breakfast & cereal (39%)

• Diary & eggs (38%)

• Canned goods & soup (36%)

Aged 35 – 54

• Canned goods (52%)

• Bread & bakery (49%)

• Dairy products (45%)

• Frozen foods (43%)

• Paper products (42%)

Aged 55+

©PDG Insights 2025 US Diverse Consumer Pulse Study – March 2025
N=492 Gen Pop Consumers
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Top Categories to Buy Private Label by Age
(at least 35% of gen pop shoppers in each age group)

Avg. Categories Purchased
4.9

Avg. Categories Purchased
5.8

Avg. Categories Purchased
6.3



40%

52%

8%

©PDG Insights 2025 US Diverse Consumer Pulse Study – March 2025
N=492 Gen Pop Consumers
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Four of 10 US 
consumers are 
buying more 
private label 
products now 
versus a year 
ago Buy more private label 

than last year

Buy the same amount of 

private label products

Buy less private label than 

last year 

Private label purchase behavior this year
(% of respondents) 



Consumers still plan to replace more national brands 
with private label next year 

©PDG Insights 2025 US Diverse Consumer Pulse Study – March 2025
N=492 Gen Pop Consumers
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24%
of consumers plan to 

replace national 
brands with private 

label next year

39% 29%
of consumers under 
35 plan to replace 

national brands with 
private label next year

of consumers making 
$100K+ plan to 

replace national 
brands with private 

label next year

34%
of consumers using 

SNAP benefits plan to 
replace national 

brands with private 
label next year



Price and retailer trust drive consumer interest

©PDG Insights 2025 US Diverse Consumer Pulse Study – March 2025
N=492 Gen Pop Consumers
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66% Of Gen Pop consumers believe private 
label provides a good value 

62% Of Gen Pop consumers trust their retailer 
so they trust their private label offerings

51%
Of Gen Pop consumers believe private label 
products are the same quality or better 
than national brands 

46% Of Gen Pop consumers will pick one retailer 
over another because of private brands



Price matters, but consumers expect much more from 
retailers’ private label offering 

90%

89%

83%

81%

74%

73%

71%

70%

69%

69%

63%

Lower price versus national brands

High quality product

Ingredient transparency

Unique or innovative flavors

Sustainably sourced ingredients

Locally sourced ingredients

Natural and organic ingredients

Eco-friendly product

Packaging and labeling

Unique package sizes

Socially responsible messaging

©PDG Insights 2025 US Diverse Consumer Pulse Study – March 2025
N=492 Gen Pop Consumers
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Attribute importance in Private Brand Selection



Consumers recognize that retailers use private label 

assortment to differentiate themselves

©PDG Insights 2025 US Diverse Consumer Pulse Study – March 2025
N=492 Gen Pop Consumers

Availability of Unique Private Label Impacts My Choice of Retailer 
(% of gen pop respondents that are influenced)
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Significantly
30%

Somewhat
47%

Doesn't 
23%

77%

Gen Pop Consumers

Significantly
46%

Somewhat
43%

Doesn't 
11%

Consumers 18 - 34

89%

Significantly
41%

Somewhat
44%

Doesn't 
15%

Consumers $100K+

85%



Innovation in private label is critically important

©PDG Insights 2025 US Diverse Consumer Pulse Study – March 2025
N=492 Gen Pop Consumers
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20% 21% 18% 20% 19% 15%
27%

29% 27% 33% 28% 31%
32%

25%

37% 37% 35% 39% 34% 42% 38%

Gen Pop 18 - 34 35 - 54 55+ Under $50K $50K -
$99,999

$100K+

Somewhat Important

Very Important

Extremely Important

Importance of innovation in Private Label 

Top 3 Box 86% 85% 86% 88% 84% 89% 90%



Execution at Shelf

21



Scale and reach can drive traffic and 
opportunity
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Recognize the diversity of your consumers
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Reinforce your values

24



Flaunt it if you got it! 
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Lean into differentiating flavors or ingredients
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Thing to keep in mind

• Value and price are connected but can 
provide different opportunities

• Know your customer and their consumer

• Most private brands are true brands

• Evaluate where you fit in the portfolio

• Invest in innovation and differentiation
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For any questions, contact: 

Diana Leza Sheehan

Founder and Principal Consultant

M:   +1 (708) 250-3693

diana@pdginsights.com

PDG Insights was founded by a seasoned retail sales and strategy 
professional who recognized that small businesses, emerging 

brands, and non-profits often struggle to access affordable market 
research and consumer insights. Our mission is to provide these 
organizations with the same high-quality methodologies used by 

Fortune 500 companies, empowering them to make informed 
decisions and grow their businesses.

Connect on LinkedIn here:

mailto:diana@pdginsights.com


US Diverse Consumer Pulse Study Methodology

Sample
General Population - n=500

Latino Augment - n=500 

Black/AA Augment – n=250

How does this work? Fielded quarterly
Sign up for a 2025 wave now – March, 
June, September, or December

Online
Computer, mobile, or tablet 

Survey length
15 minutes

Census-balanced:

Gender, Age, Income, and Region
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