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Industry players reveal plans for competing and making a profit

Consumer packaged goods innovation is rising, list price increases are waning and retailers are focused on
private-brand expansion, according to a March 2023 survey of manufacturers and retailers by Advantage Solutions.

The survey also found branded product manufacturers are responding to private-brand expansion by marketing the
quality of their products and launching product innovation. Their top tool for remaining competitive is off-shelf
merchandising, as trade promotion activity has inched up gradually since the COVID dip.
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Private-Brand Expansion Is Retailers’ Top Strategy for Addressing Cost Increases
(Retailer respondents selected Top 3)
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* 8% selected delay other investments; 3% selected reduce non-HQ labor,
require more store labor from vendor partners and/or delay store openings/remodels

Retailers Will Expand Private Brands Through Line Extensions
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Retailers Will Create Space for More Private Brands

in Frozen Foods, General Foods, Beverages Percent of retailers responding
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(Where respondents will add additional private-brand products in 2023)

Frozen 45% 52% 3%

General food 41% 56% 3%
Beverages 28% 56% 16%
Home care 23% 57% 20%
Refrigerated 13% 77% 10%

Health 12% 73% 15%

General merchandise 10% 55% 35%
Beauty 10% 39% 51%
Liquor 3% 17% 80%
Tobacco 0% 4% 96%

Off-Shelf Merchandising Top Manufacturer

Manufacturers’ Top Strategies for

Competing Against Private Brands
Are Marketing Quality and Innovation

(Respondents selected Top 2 strategies
for next 6 months)
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Tool to Remain Competitive at Shelf

(Manufacturer respondents selected Top 3)

Off-shelf merchandising
| ©55%

Digital couponing
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Supporting retailer-focused marketing programs
| o 42%

More aggressive promotional price
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In-store marketing programs
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More frequent temporary price reductions
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Promote in multiples
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Lowering everyday price
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Shelf P-O-P to match brand-marketing message

I ® 9%

Source: Advantage Sales Manufacturer Outlook Study Survey (70 respondents)
and Retailer Outlook Study Survey (50 respondents), March 2023.



