EDITOR’S COLUMN

Stuck on store brands

he recent launch of Supervalu Inc.’s Culinary Circle line of
store-branded items is just the latest incursion of private
label into supermarket meat and deli departments.

Consisting of entrées, soups, salads, appetizers, seasonings,
sauces, side dishes and desserts, the line is intended to compete
with foodservice locations for customers by matching the qual-
ity of meals that are available in popular restaurants. (For more
details, see “All eyes are on the package,” page 14.)

Such attention to caliber is fueling the popularity of private
label.

In a recent survey by The Nielsen Co., a Schaumburg, H1.-
based market research firm, 72 percent of consumers indicated
that store brands are good alternatives to name brands, and 62
percent noted that store brands were as good as name brands,
up 3 percent from 2005.

Nielsen reports that an improved sense of quality is likely a
driving factor in shoppers’ positive attitude towa rd private-label
items.

Indeed, 63 percent of survey respondents indicated that
private-label quality is as good as name brand, and 33 percent
said they consider some store brands to be of higher quality than
name brands.

In addition, 67 percent of respondents noted that store brands
usually provide “extremely good value” for the money, while 35
percent reported that they are willing to pay the same or more
for store brands if they like the items.

The online Nielsen Homescan survey was conducted in June
and July and drew responses from nearly 54,000 consumers who
are geographically and demographically representative of the
U.S. population.

Randy Irion, director of retail marketing for the Centennial,
Colo.-based National Cattlemen’s Beef Association (NCBA), says
changing shopper attitudes toward private label also is helping
to transform the beef case.

He states that store brands account for 31 percent of the
whole muscle beef products, while supplier brands comprise 20
percent.

“Abrand is a promise to consumers to deliver specific traits,
such as tenderness,” Irion states. “Private label is being seen by
additional shoppers as a top-quality brand and not a secondary
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