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PRIVATE LABELS THE DRIVERS OF MODERN MASS RETAIL
GREAT SUCCESS IN WINNING THE TRUST OF CONSUMERS

Private Labels are a keystone for developing customer loyalty: some customers are willing to travel extra miles in order to reach retail points that stock their preferred Private Label products. The key points from the 15th Marca Report. 
Private Labels have won over the trust of consumers, and proved to be more dynamic than industrial brands in anticipating customers’ needs, responding to strict protocols concerning traceability and security, and in the sector of fresh goods they represent consumers’ first choice in supermarkets and are even capable of convincing customers to travel extra miles towards certain shops in order to purchase the Private Label goods that they have become accustomed to. In a nutshell, Private Labels are driving the evolution of Modern Mass Distribution. This is the conclusion that can be drawn not only from the economic data but also by taking the pulse of the market’s end consumers. Outlining all this are Nomisma and IRI, the curators for MarcabyBolognaFiere of the 15th Marca Report on the evolution of Private Label products in Italy, the presentation of which is scheduled for today, Thursday 17 January, the second day of the event organised by BolognaFiere in collaboration with ADM, the Association for modern mass distribution.

Nomisma researchers have outlined a picture of consumers who, in their choice of Private Label products, are particularly attentive to values such as minimising waste (40% in the multiple choice survey), product quality (30%), wellbeing potential (32%), specific guarantees of security (28%) and respect for the environment (22%). Consumers are more willing to select Italian products from the supermarket shelves (around 40% of respondents), they are carful to examine the information on the label, such as the contents, method of production and traceability of the supply chain (on average one consumer in 4) and are increasingly interested in organic production.
The Nomisma survey underlines that it is no longer only the price that determines consumers’ decision to purchase Private Label products. Private Labels are chosen mainly for the quality that the products can ensure (for the raw materials and productive process), in the case of foods, and for the fact that Private Labels can meet their needs, in the case of non-food products. Above all, they are making their choices with greater awareness: the Report highlights that in the last twelve months 72% of families knowingly purchased at least one Private Label product, which are now first choice amongst consumers in the sector of fresh meat (63% compared with 19% for industrial brands) and fresh fruit and vegetables (49% compared with 16%).
The trust that has been developed for Private Label products has even become a determining factor in the choice of supermarket at which to do one’s shopping: two consumers in three decide mainly based on the quality and assortment of Private Label products: almost half of those consumers are willing to travel further in order to reach the supermarket that stocks their favourite Private Label products. And 40% would be ready to change supermarket if their outlet of choice were to stop selling those products. 

This undoubtedly strong customer loyalty partly explains the growth of the sector (+2.5% compared with 2017 - source: IRI) gaining a share of sales in 2018 that is edging towards 20% with 10.3 billion in revenues (source:IRI) within a largely sluggish overall context of consumption in grocery retail (growth of 0.02% - source:IRI). Private Label products have earned significant trust among consumers that now position them on an equal footing to industrial brands. 
The flattering results revealed in the 15th MarcabyBolognaFiere Report are reflected in the evolution of the co-packers, the businesses that supply the products, which according to Nomisma’s research, view the relationship with mass retail distribution as a growth factor in many aspects, from the extension of the assortment to the evolution of packaging, from the labelling and certifications. In this latter area, in particular, the experience with grocery retail supply contracts is inspiring decisions to invest in research and development of new products, improvements to quality and security guarantees both for the retail groups clients and the customers. 

Private Labels, as was underlined on the first day of this 2019 edition of MarcabyBolognaFiere, are good for the food industry as a whole, stimulating structural and cultural growth and realising new potential. Nomisma and IRI, in the conclusions of the 15th Marca Report, indicate the coming challenges to be faced in order to ensure the Private Label sector continues to make huge strides forwards: the enlargement of the “heavy user” base and the communication approach to consolidate awareness of the typologies and needs of the final consumers, acquiring ever more knowledge, and being able to interact with clients’ emotional responses and not only their logical reasoning.
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PRIVATE LABEL CONFERENCE AND EXHIBITION
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