\What do Brands deliver
for Supermarkets?

A comparison of brand and own label purchaser attitude in the UK Multiples

Considering all the purchases measured in the huge Shopper Intelligence database, we compare the
responses of shoppers who bought a brand with those who had bought an own label option, giving
us a “total store” perspective of the differences.

» Fresh foods, usually unbranded, are not included in this analysis;

» We ask questions about the category, but shoppers are not asked directly about the brand;
» Sample N=109,000, 140 categories surveyed;

» For differences by Department and Category - contact us.
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premium values
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Brand buyers have a slightly more male bias.
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Brands are more likely to be present when buying for others, particularly for children.
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For food and drink categories, where Shopper Intelligence asks about actual/intended
usage occasions, brands dominate on breakfast, snacking, treating/relaxing,
entertaining and kids' occasions. Own Label is stronger for Dinner, generally.
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Brands are stronger on bigger shops.
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Source: Shopper Intelligence.
For more information, contact:

Chris Adkins

Director
chris.adkins@shopperintelligence.com
07917 636703

www.shopperintelligence.co.uk

Methodology
124,000 data points from 74,000 Shopper Intelligence interviews
(online, last 3 days). Fieldwork carried out February — July 2018.
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