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Environment for PL is Optimal

By Jeff Weidauer

Private label products have enjoyed
significant growth in the past year,
most of which has been credited to
the flagging economy and shoppers
looking to save money. What gets less
attention is the fact that store brands
have been on a slow but steady climb
for several years as retailers have
upgraded offerings as a way to
differentiate and drive shoppers back
to the center store.

While the worst may be over in
terms of the economy, we are still in a
time of record unemployment, and
shoppers continue to look for greater
value. In fact, most research indicates
the majority of consumers plan to
make increased frugality way of life.

It becomes clear that even an
improving outlook will have little
effect on the private label buying
habits for many shoppers. As retailers
continue to focus on developing
unique products that are more than
just copies of national brands, the
future of store brands is bright.

In a September "Times & Trends"
report, Information Resources Inc.
(IRD reviews the state of private label:
Unit share is up 1.2 points to 22.8%.
and dollar share has increased by 0.7
points to 17.6% across all outlets.
Another survey, from Princeton, NJ.-
based Braun Research Inc., found that
while 68% of shoppers say nutrition is
their priority when shopping for
food, 49% say they look for the best
deal.

STORE BRANDS

As a result, there has never been a
better environment for retailers to
offer store brands that entice and
encourage shoppers to try them.

Meanwhile, national brand
manufacturers haven't been standing
idly by as private label has gained
stature and sales. They are now
offering value priced alternatives and
working harder than ever to
differentiate their products. This has
become even more critical as retailers
reduce SKU counts, requiring each
product to prove its value, as well as
support the overall merchandising
strategy for that category.

The recent IRI report also
recommends that retailers create
multi-tiered private label programs;
multiple tiers targeted at narrower
segments make sense. Store brands
can offer multiple benefits, but there
is no compelling reason to try to
force them all into a single product.

For a retailer planning to upgrade a
store brand program, developing the
initial strategy requires a clear focus
on a few key elements:

* Define the role of the store
brand. It should support the retailer's
overall brand position and be
differentiating in its own right. Value
and quality are cost of-entry
attributes. If a retailer plans to have
brands serve multiple roles for varied
shopper segments, then a multi-tiered
program is probably the answer.

e Partner with national brand
manufacturers. Consumer packaged
goods (CPG) makers have begun to
accept that private brands have
become a force to be reckoned with.
Partnering with them will help the
retailer, the manufacturer and
ultimately the shopper.A long-term
strategic plan that offers cross-
promotion and targeted
merchandising allows both sides to
maximize their strengths while
offering the shopper greater value.

* Use the most effective medium
to drive awareness and trial - the shelf
edge. No other medium has the
power to engage and influence the
shopper the way a well-executed
shelf edge communications plan does.

Store brands offer numerous
benefits to shoppers and retailers.
With a little extra effort, CPG
manufacturers can both assist in - and
profit from - a well planned and
executed private label program.The
first step is to think of the store brand
as a real brand, and not a cheap
alternative that only appeals to low-
end shoppers. With that as the
foundation, retailers can develop
profitable and unique programs that
will reap benefits in both sales and

loyalty.
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