
Growth & Innovation Drivers:  The Allure of Private Brands
Today’s retailers have become increasingly sophisticated with their 
private brand offerings to the point that many consumers simply 
consider them on par with — if not better than — many iconic national
brands. Because private brands have more flexibility in the innovation 
department, they have seized the opportunity to jump ahead of 
national brands in critical areas, such as ingredients, flavors, 
preparations and even packaging. Here’s a look at the role private
brands play in grocery shopping and purchase decisions. 

Grocery Store Loyalty Drivers
Having great private brand options is equal across generations. Having a great selection of 
national brands is less of a loyalty driver for Millennials vs. older generations.*

?

Shopping for Foods and Beverages
Millennials are less likely than older generations to pay attention to national brands and just as 
likely to choose a private brand as a national brand.* 

Change in Shopping Habits vs a Year Ago

Has best prices Has a great selection 
of national brands

Total       Millennials (19-37)       Gen X/Boomers (38-70)

Organic private brands have helped organic consumers increase their organic purchasing more 
affordably, and Millennials specifically look for these options when they shop.**

Total       Millennials (19-37)       Gen X (38-51)       Boomers (57-70)©
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**Organic & Natural 2016 report

51% 47%
54%

Offers great deals in
 its weekly circulars

33%
23%

38%

Has great private 
brand options

24% 24% 24% 22% 15%
27%

I usually pay attention to food brands

62%
57%

67%

I am as likely to choose a private 
brand as a national brand

49% 51% 48%

Buying more organic products

40%
50%

36%
31%

Buying more organic private brands

27%
32%

25% 22%

Total       Millennials (19-37)       Gen X/Boomers (38-70)
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 Source: *Foodways of the Younger Generations – Millennials & Gen Z/ 2016; 


