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We are the world’s 
consumer intelligence 
company.

2



© 2025 Nielsen Consumer LLC. All Rights Reserved.© 2025 Nielsen Consumer LLC. All Rights Reserved.

We deliver understanding and 
insights that make up the Full View.

WHAT IS 

HAPPENING

What consumers 
do and buy

WHY IT’S 

HAPPENING

What consumers 
think and feel

WHAT TO DO 

ABOUT IT

How to capitalize 
on opportunities 
& mitigate risks
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Latest Trends in Private Label

Shoppers Navigating through Current Times

Look forward: The Next normal?
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 2021 2022 2023

Disruption of the 
Pandemic

Inflationary 
Pressure

Cost of Living 
Crisis

2025

Global Trade 
Uncertainties

2024

Economic 
Uncertainty

Flashback and Looking Forward

2026 →

Thrive
Next Normal?
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Consumers 

around the world

are sold on 

private labels. 
53%

of global consumers

say they’re likely 

buying more private 

label products than 

ever before

It is expected that global 

private label food and 

beverage sales 

could grow at a 

CAGR of 

6.64%
through 2028

3

Sources: 1) NIQ Retail Measurement Services, Total private label sales, Annual period ended Q3 2024 vs. year ago, Value % growth - via Quarter By Numbers Private Label 

report, 2) NIQ 2025 Private Label & Branded Products report global survey, 3) Technavio via PR Newswire, Global Private Label Food and Beverages Market, Compound Annual 

Growth Rate (CAGR) 2023–2028
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https://www.prnewswire.com/news-releases/private-label-food-and-beverages-market-to-record-growth-of-usd-183-04-billion-between-2023-and-2028--europe-to-occupy-38-market-share---technavio-302046688.html
https://www.prnewswire.com/news-releases/private-label-food-and-beverages-market-to-record-growth-of-usd-183-04-billion-between-2023-and-2028--europe-to-occupy-38-market-share---technavio-302046688.html
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“To help customers address the challenges of 

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 

33% in 2022)

10

Big retailer investments drive even bigger reputation

Spotlight on recent private label expansion efforts:

“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”

“Ahold 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.

“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

From stigma
to status: 

Private label is 

growing more 

than just sales
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The power
of 

private labels

68% of global consumers 

say private labels are good 

alternatives  to name brands

The stigma has faded.

69% of global consumers 

say private labels are good 

value  for the money

They deliver on value.

60% of global consumers say they 

would buy more private label products 

i f  a larger variety were available

Demand has grown.

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

Private Label
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24.9%
Global Private Label Share 

in MAT25 P3

13Source: NIQ 2025 Global Strategic Planner, Europe
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European markets have the highest share in Private Label globally…

Global: 24.9%

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

Africa is excluded as it only represents South Africa
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… especially 

the West 

European 

countries

Europe: 37.6%

Source: NIQ 2025 Global Strategic Planner, Europe - MAT 

W12 2025

Global: 24.9%
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+0.1%pt

Global Private Label Share 

Growth in MAT25 P3

16Source: NIQ 2025 Global Strategic Planner, Europe
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Private Label is winning share in all continents

Global: +0.1%pt

Source: NIQ 2025 Global Strategic Planner, Europe

Africa is excluded as it only represents South Africa
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In 16/31 

European 

countries the 

share of Private 

Label has 

increased.

Europe: 37.6%

+0.1 % pt

Source: NIQ 2025 Global Strategic Planner, Europe
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Growth in PL in the past years

Rolling MAT – Private label share in Europe

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%)

Source: NIQ 2025 Global Strategic Planner, Europe
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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

Europe: 

% PL share 

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

Global: 

% PL share 

MAT25 P3
16.5% 30.2% 46.6% 9.3% 17.1% 16.9% 37.8% 7.3% 15.1% 32.2% 20.8%
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€ 8  billion

+2.8% | €     billion 

Europe

Source: NIQ 2025 Global Strategic Planner, Europe
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2.8%

Due to Price

0.9%
Due to Volume

1.9%

Private Label Value growth - Europe MAT25 P3

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

Named Brands: 

2.2%

Named Brands: 

0.2%
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Private Label Volume* Share Increase 

2025 in Europe

24* Volume is weighted on  category value share 

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

+0.2%pt
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Private Label Volume* Share 

Increase 2025 in Europe

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

* Volume is weighted on  category value share 

+0.2%pt
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Source: NIQ 2025 Global Strategic Planner, Europe-  MAT W12 2025

* Volume is weighted on  category value share 

Private Label Volume* Share 

Increase 2025 in Europe

+0.2%pt
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Private Label 

Volume share is 

strong, and 

growing

Private Label volume share*

Europe, MAT25 P3

Private  Label vs. Named Brands Volume Growth%* 
MAT25 P3 vs MAT24 P3

45.7%

Source: NIQ 2024 Global Strategic Planner, Europe

* Volume is weighted on  category value share 
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Look forward: The 

Next normal?

28
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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

Cost of Living Crisis Economic Uncertainty
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Memorable experience [E]

People tell own brand stories [E]

Most well-known [E]

Bought by trend leaders [E]

More interesting/different [E]

Supports local [E]

Brand I would miss [E]

Affordable [F]

Satisfying customer service [F]

Easily available online [F]

Always available in stores [F]

Wide product range [F]

Superior quality [F]

Specific dietary/health needs [F]

Specific claims/certifications important to me [F]

Regularly changes/improves [F]

Reflects how I feel about myself [BR]

Look forward to seeing content about [BR]

Provides environmental/social benefits to me [BR]

Buyers that I feel I can relate to [BR]

Proud to display or recommend [BR]

Celebrity-endorsed [BR] 

40.00

50.00

60.00

70.00

80.00

90.00

11 12 13 14 15 16 17 18 19 20 21
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Future growth will favor those who leverage these strengths alongside what name brands are bringing to the table 

Source: NIQ 2025 Private Label & Branded Products report global survey

For private labels, above all else, consumers around the world expect value and availability

[E] – Emotional reasons       [F] – Functional reasons       [BR] – Brand resonance

LOW –> HIGH  easure of how  uch consu ers associate these factors to that of “private labels”

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

Private label

Source: NIQ 2025 Private Label & Branded Products report global survey

But for named brands, consumers expect and prioritize factors beyond affordability alone 

[E] – Emotional reasons       [F] – Functional reasons       [BR] – Brand resonance

LOW –> HIGH  easure of how  uch consu ers associate these factors to that of “larger na e brands”

Association to Named brands
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Source: NIQ 2025 Private Label & Branded Products report global survey

 eize consu ers’ openness to trying “whichever” brand fits their needs.

A rising tide can lift all boats: 
Every organization has the chance to help grow the size of prize with consumers 

of global consumers say 

brand or store brand is 

irrelevant; they just buy 

what they need.

58%

of global consumers say 

they’re buying more 

brands, across more 

categories than ever 

before

58%

of global consumers say 

if they look hard enough, 

they can find a brand that 

fits their exact needs

65%

Needs-driven decisioning 

Broader consideration sets

Captive shopper audiences 
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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.
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Symbiotic dynamics for private label and 
named brands

Brand halo effect

Name-brand 
reputation can boost 
private label 
credibility by 
comparison.

Increased traffic

Popular private labels 
drive overall retailer 
traffic that can benefit 
name brands. 

Market expansion

Private labels can 
empower entire 
categories, propelling 
name-brand 
opportunities forward.

Price anchoring

Name-brand pricing 
sets a benchmark 
for private label 
value perception.

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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The future belongs to those who find harmony on the shelf.

36
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The New PLMA Dashboard:
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Thank you

Sebastiaan van Deth (Presenter)

sebastiaan.vandeth@nielseniq.com

Doğa Vidinli (Analyst)

doga.vidinli@nielseniq.com
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