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Shoppers Navigating through Current Times

Latest Trends in Private Label

Look forward: The Next normal?
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Big retailer investments drive even bigger reputation

Spotlight on recent private label expansion efforts:

(“7-Eleven continuing focus on its private label line,
with plans to add 150 new products”

... looking to its private brands to offer high-quality items at a lower price
point and better margin than national brands

J

f“AhoId Delhaize is launching a range of 500 new

private brand products in consistent packaging...”
Active in multiple European countries, their aim is to raise the sales share

for private brands to 45 % by 2028.

f“To help customers address the challenges of h
purchasing power... Carrefour places PL at the
heart of [their] commercial model”

Carrefour aims to have PL represent 40% of food sales in 2026 (vs

J

_33% in 2022)

“Target’s ‘Good & Gather’ brand surpassed $3B in 2023”

» “offers high-quality, better-for-you options at an affordable price”

* “no artificial flavors, no artificial colors, no high-fructose corn syrup—and it will be delicious and affordable”

NIQ
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Globally, the fading stigma, value proposition, and demand growth have propelled private labels to
new heights

The stigma has faded.

68% of global consumers
say private labels are good
alternatives to name brands They deliver on value.

69% of global consumers

The power say private labels are good
of value for the money

private labels

Demand has grown.

60% of global consumers say they
would buy more private label products
if a larger variety were available

NIQ
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24.9%

Global Private Label Share
in MAT25 P3
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European markets have the highest share in Private Label globally...

Global: 24.9%

P
B
0.0 26.0 53.0
37.6%
17.2%
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N IQ Source: NIQ 2025 Global Strategic Planner, Europe- MAT W12 2025 14

Africa is excluded as it only represents South Africa




... especially
the West
European
countries

Source: NIQ 2025 Global Strategic Planner, Europe - MAT
W12 2025

Europe: 37.6%

Global: 24.9%
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Global Private Label Share
Growth in MAT25 P3
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Private Label is winning share in all continents

Europe

Global: +0.1%pt

16.7% 17.2%

5.2% 5.5% 6.9% 7.0%
|~ EE .
Asia South America

®m PL Share MAT24 P3

B P Share MAT25 P3

North America

NIQ
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Europe: 37.6%

In16/31
_European

+0.1 % pt
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Growth in PL in the past years

Rolling MAT — Private label share in Europe

37.6%

37.5% 37.5%

P2 P3 P4 P5 P6 Py P8 Pg Pio P11 P12 P13\ Pr P2 P3 P4 P5 P6 Py P8 Pg Pio Pi1 P12 P13| P1r P2 P3

2023 2024

Cost of Living Crisis Economic Uncertainty
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European Categories with the highest Private Label share increase

Confectionary & Snacks (+0.3%) Ambient Food (+0.2%) Fresh Food (+0.2%)

NIQ 20



Share change of Private Label is varying across categories; although not the biggest category,
Pet Food stands out as having lost 1,1%pnt Private Label share

Private Label Share Change by Category - Europe

Confectionary & Ambient Food Fresh Food  Health & Beauty Healthcare Homecare Paper Products Alcoholic Non-Alcoholic Frozen Food Pet Food
Snacks Beverages Beverages
0.3%

0.2%

0.0%

1.4%

Europe:

% PLshare  27.3% 44.1% 57.9% 14.6% 14.6% 26.3% 55.8% 15.5% 25.1% 49.2% 33.9%
MAT25 P3

Global:

% PLshare  16.5% 30.2% 46.6% 9.3% 17.1% 16.9% 37.8% 7.3% 15.1% 32.2% 20.8%
MAT25 P3
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€382 billion
+2.8% | €10.5 billion
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Private Label Value growth - Europe MAT25 P3

2.8%

Due to Price Due to Volume

0.9% 1.9%

2.2% 0.2%

NIQ
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+0.2%0,:

Private Label Volume* Share Increase
2025 in Europe

NlQ 24
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+0.2%

Private Label Volume* Share
Increase 2025 in Europe

Lithuania
Latvia

Ireland
Slovakia
Estonia

Greece

Belarus
Switzerland
Norway
Belgium
Portugal
United Kingdom
Hungary
Poland
Denmark
Germany
France

Czech Republic
Italy

Republic of Macedonia
Sweden
Bulgaria
Croatia
Romania
Bosnia and Herzegovina
Ukraine
Slovenia
Austria

Spain
Netherlands
Serbia

-1.8

0.1

0.1

0.3
0.3
0.4
0.4
0.5
0.5
0.5
0.5
LX)
0.6
0.7
0.8
1.0
1.1
1.2
1.4
1.7
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Private Label
Volume share iIs

strong, and
growing

Source: NIQ 2024 Global Strategic Planner, Europe
* Volume is weighted on category value share

45. 7%

Private Label volume share*
Europe, MAT25 P3

Private Label vs. Named Brands Volume Growth%*

MAT25 P3 vs MAT24 P3

Total

PL

Named
Brands

1.4%
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Growth in PL share in the past years — will it continue to grow going forward?

Rolling MAT — Private label share in Europe

37.6%

37.5% 37.5%

P2 P3 P4 P5 P6 Py P8 Pg Pio P11 P12 P13\ Pr P2 P3 P4 P5 P6 Py P8 Pg Pio Pi1 P12 P13| P1r P2 P3

2023 2024

Cost of Living Crisis Economic Uncertainty
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For private labels, above all else, consumers around the world expect value and availability

Future growth will favor those who leverage these strengths alongside what name brands are bringing to the table

Stated global importance
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Association to private labels [E] - Emotional reasons

LOW —> HIGH measure of how much consumers associate these factors to that of “private labels”

[F] = Functional reasons

[BR] — Brand resonance

N I Q Source: NIQ 2025 Private Label & Branded Products report global survey
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But for named brands, consumers expect and prioritize factors beyond affordability alone

Alongside functional reasons, consumers associate emotional reasons with named brands as well, which is less the case for

Private label e mm T _
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LOW —> HIGH measure of how much consumers associate these factors to that of “larger name brands”

[BR] - Brand resonance

N I Q Source: NIQ 2025 Private Label & Branded Products report global survey
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A rising tide can lift all boats:
Every organization has the chance to help grow the size of prize with consumers
Seize consumers’ openness to trying “whichever” brand fits their needs.

58%

of global consumers say

brand or store brand is

irrelevant; they just buy
what they need.

Needs-driven decisioning

58%
Oftﬁ'o?a' CONSUMETS say Broader consideration sets
ey’re buying more

brands, across more
categories than ever
before

65%

f ey ook nard enough
o - Captive shopper audiences
they can find a brand that

fits their exact needs

NIQ s



From competition
to collaboration.

Retailers have tested, iterated, developed,
and marketed next-level private label brands that
are capturing the eyes and wallets of consumers.

At the same time, manufacturers have hit a stride
with consumers beyond inflation highs and have
fostered emotional connections that extend their
brand influence beyond any singular retail channel.

>>> Unlock total spending potential,
together by finding harmony.

NIQ




Symbiotic dynamics for private label and

Brand halo effect

Name-brand
reputation can boost

private label
credibility by
comparison.

Price anchoring
Name-brand pricing

sets a benchmark
for private label
value perception.

NIQ
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Finding harmony

You can struggle to survive alone—or
strive to grow the overall size of prize.

Private labels and brands can lean on
unique symbiotic dynamics to
collaborate, rather than directly

compete.
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International Private Label Market Report @ NIQ

Prevpeee Dmrveem > Pracaw Laoe Martad Sraws o J0342525 05 courky

PLMA NIQ

INTERNATIONAL COUNCIL

C |

International Private Label Market Report

European Overview Country Markets

BY COUNTRY BY CATEGORY Netherlands v GO TO COUNTRY

MAT (Moving Annual Total) is reported as a cumulation of 52 weeks
(a complete year) ending WK 12 2025
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Thank you

Doga Vidinli (Analyst) Sebastiaan van Deth (Presenter)

doga.vidinli@nielsenig.com sebastiaan.vandeth@nielseniq.com
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