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of US households purchase 
Private Label  

NPD Group April 2010 ïFact one private label item 
purchased from all levels of Private label qualifies as a 
household

WEBINAR WILL START IN 5 MINUTES

85%



High end consumers more price conscious  ï
Incremental revenue to discount and price 
based retailing generated from >$60M 
households

WEBINAR WILL START IN 4 MINUTES



Consumers want their purchases to mean 
something ïThe Environment, Sustainability, 
Social conscience

WEBINAR WILL START IN 3 MINUTES



Consumers donôt buy brands they join them ï
National brands versus Private label will go 
beyond price to a stronger brand focus

WEBINAR WILL START IN 2 MINUTES



Consumers are fickle and you cannot segment 
them into distinct buckets ïDecisions are 
driven by emotion and not logic

WEBINAR WILL START IN 1 MINUTE
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½ Take PRIDE in who you are

½ Have PASSION for what you do

½ PROFIT will follow



TODAYôS REALITY

½ Increased SKUôs flat category 
performance

½ Consumers more demanding less 
forgiving

½ 4Pôs focused on products not solutions

½ Text Generation ïPromotions beyond 
price

½ Era of Postponement ïThe new 
consumer model

½ Back to Basics ïEmotions are at an all 
time high ïNeed to gain control



I MPACT ON THE SHOPPING EXPERIENCE

9% do not 
purchase

Consumer Responses to 

Out -of -Stocks

13% delay 

purchase

35% buy the item
at another store

22% substitute 

different brand

21% substitute 

within same 
brand

Source: ñRetail Out-of-Stocks: A worldwide examination of extent, causes, and consumer responses,ò GMA, FMI, and 

CIES, Oct 02; IBM Institute for Business Value Analysis



ñSTORES ARE OVER SKUôDò

1980 2,899

2005 10,651

2009 89,000

1987 24,500

1997 30,000

2009 48,000

New SKUs 

Registered

Average Items in a 

Typical Supermarket



NEW PRODUCT TRENDS

½ The failure rate for new product 
introduction in the retail grocery 
industry is 70 -80% percent

½ The US top 20 enjoy a 76% success rate 
for new product introductions

½ The bottom 20,000  US food 
companies have an 11.6% success rate 
for new product introductions

½ A major difference between top 20 new 
product introductions and bottom 
20,000 introductions is the apparent 
lack of research and strategic 
marketing done by the bottom 20,000



CURRENT L IFE CYCLE OF A PRODUCT

CATEGORY



NEW PRODUCT DEVELOPMENT CHALLENGES

½ Overestimated market

½ Underestimated consumer

½ Product Quality and Design

½ Poor design

½ Incorrect positioning

½ Error in pricing

½ Poor marketing communication

½ Cost overrun

½ Competition



THE EVOLUTION OF THE CONSUMER

In 2015 the 50 -year old 
is playing videogames 
and experiencing the 
Peter Pan Syndrome

In 2015 the 20 -year old 
has never lived in a 

world without mobile 
phones and Internet

In 2015 the 70 -year old 
is listening to Pink 

Floyd has an iPod and a 
voice activated 

communication device



NEURAL M ARKETING ïREACHING ALL

THE SENSES




