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Private Label di Indonesia 

60% dari private label di Carrefour bukan golongan 
makanan minuman, seperti baju, kontainer plastik dan 
hal lain diluar makanan. Sisanya produk makanan, 
seperti beras, kecap, minyak goreng, gula, abon. 
Sementara Indomarco (Indomaret) setiap tahun 
meluncurkan 100-200 SKU private label.  Pembeli 
menyukai private label karena harganya lebih ekonomis 
hingga 30% dibandingkan dengan harga produk yang 
bermerek terkenal.
 
Private label juga merupakan jembatan / kesempatan 
bagi SME untuk menjual produk mereka langsung ke 
supermarket, karena SME tidak mempunyai dana untuk 
marketing/iklan maupun distribusi. Sebagai contoh 
Carrefore memberikan pengarahan kepada SME 
bagaimana membuat produk yang baik dan sesuai 
standar yang seharusnya

Saat ini di Carrefour private label mereka sudah mencapai 
7.5% dengan pertumbuhan 5 – 10% per tahun diharapkan 
segera mencapai 10% dari seluruh total SKU mereka atau 
4.000 SKU (10% dari 40.000 SKU), Alfamart juga sudah mulai 
meluncurkan private label mereka.

Discount Stores Successfully Targeting

The message being pushed by ALDI and LIDL that 
discount stores are a good place to pick up a bargain 
on premium brands is resonating with UK shoppers. This 
attitude, shared by both higher and lower income 
groups, highlights how discounters' strategy to appeal 
to middle class Britain is succeeding. 

A new survey by Canadean Custom Solutions finds that 
51% of adults aged 18 years and over have been 
visiting a discount store such as ALDI or LIDL in the last 
three months.

According to the survey, 54% of consumers believe that 
the quality of food sold in discount stores is of at least 
the same quality as that stocked in supermarkets, while 
45% believe that the continental offerings served in 
discount stores offer an added level of appeal and 
excitement to those offered by the major retailers. 
Additionally, 64% of consumers believe that stores such 
as ALDI and LIDL allow shoppers to pick up bargains on 
premium brands.

Perhaps most importantly for the discount chains, is that 
the view that premium quality brands are available in 
discount stores is shared by both middle-to-higher 
income consumers (classified as ABC1) (64%) and 
consumers with lower income (classified as C2DE) 
(65%). This attitude among ABC1 class consumers is 
particularly important as such chains look to target 
consumers from middle-to-higher income backgrounds 

and shake off the association with shoppers who are 
less affluent.

Michael Hughes, Research Manager at Canadean 
Custom Solutions explains “these findings show that the 
attempts by discounters such as ALDI and LIDL to 
target middle class consumers through advertising 
campaigns and products stocked in store are paying 
dividends. The association with discounters and low 
quality offerings has long been eroded and 
middle-to-high class consumers are happy to do their 
grocery shopping there–irrespective of levels of 
financial well-being. If discounters continue to expand 
their grocery ranges, this could prove a significant 
threat to established retailers in the long-term.”

Shoppers Choose Private Label

According to a new survey from Canadean Custom Solutions, 81% of UK adults are happy to buy 
private label brands. Approximately three in ten people (30%) say that at least half of the items they 
buy are store own brands. Biscuits (53%) is the product people are most li kely to buy private label. 
The survey found that 55% of UK adults believe that the quality of private label food and drinks is just 
as good as branded alternatives. More worrying for branded manufacturers is that 46% of 
respondents believed that branded and non-branded food and drink is produced in the same 
factory and it is only the packaging that is different. 
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