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HOW IS INFLATION 
AFFECTING  
PRIVATE LABEL? 
IT’S COMPLICATED.



Inflation and the rising cost of everyday goods 
is having a significant impact on consumer 
spending and what many can afford. But 
while nearly all consumers plan to scale back 
on spending, switching to private label brands 
as a means to save some cash isn’t top of 
mind for many as a solution.

Instead, many consumers still want to buy 
“their brands” and accept this may mean 
waiting until their brands go on sale or maybe 
buying their brands less often. At this moment, 
as consumers are considering more solutions 
to save money, private label brands have an 
opportunity to help consumers navigate these 
inflationary times. 

But to make the most of this opportunity, 
private label brands need to show consumers 
they are more than just cheaper options, but 
real brands that deliver on their personal needs.

KEY FINDINGS:
•	� Most consumers don’t see private 

label as a solution to their financial 
concerns. Despite inflation, this 
has not changed since the 
beginning of 2022.

•	� An analysis of private label buyers 
shows these products are not 
universally appealing, instead they 
are most likely to be purchased  
by college educated women with 
children in the household.

•	� Notably, private label brands aren’t 
being seen as the desired solution 
for Black or Hispanic Americans. 
Despite inflation, these consumer 
groups are not showing an 
increased interest in purchasing 
private label brands. This is an 
opportunity for private label 
brands to better understand the 
needs of these consumers to  
build desire for purchasing.
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in June 2022 say they 
are likely to buy private 
label/store brands

29%
in January 2022 say they 
are likely to buy private 
label/store brands   

26%
(Source: Ipsos Coronavirus Consumer Tracker survey conducted June 22–23, 2022, among 1,117 U.S. adults, 
and Ipsos Coronavirus Consumer Tracker survey conducted Jan 4–5, 2022, among 1,158 U.S. adults.)

Consumers are looking at both restricting purchases and looking for deals 

41% will look to buy 
on sale/promotion

40% say they will buy 
fewer products overall

40% say they are likely 
to buy cheaper brands

38% say they will 
dine out less

Due to inflation and price increases, 85% of consumers expect their 
purchase habits to change over the next few months 

(Source: Ipsos Coronavirus Consumer Tracker survey conducted June 22–23, 2022, among 1,117 U.S. adults.)

Private Label Brands Are Not Readily Seen as a Solution for Inflation
Ipsos consumer tracking data shows that while changing purchase habits is a nearly universal expectation, 
these changes are most likely to involve both restricting purchases and looking for deals.

Private label products could be a hero and help consumers manage this gap in what they want and what 
they can afford, but most consumers don’t see private label as a solution to their financial concerns, and 
despite continual price increases, this has not changed since the beginning of 2022.
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Interest in purchasing private label has increased for Whites,
but not for Blacks or Hispanics
How, if at all, will inflation or current price increases impact your purchasing habits over
the next few months?
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(Source: Ipsos Coronavirus Consumer Tracker survey conducted June 22–23, 2022, among 1,117 U.S. adults,
and Ipsos Coronavirus Consumer Tracker survey conducted Jan 4–5, 2022, among 1,158 U.S. adults.)
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Private Label Meets the Needs of Some, but Not All
There are many consumers who purchase private label and see the value these brands deliver. But they are  
far from meeting the needs of all. An analysis of private label buyers shows they are most likely to be college 
educated women with kids in the household. And higher income households are just as likely to buy private 
label brands as lower income households, according to Ipsos research. Notably, private label brands aren’t 
being seen as the solution for Black or Hispanic Americans. Despite inflation, these consumer groups are 
not showing an increased desire to purchase private label brands.

This is a missed opportunity for private label brands to connect with a large portion of the population by 
offering them something that meets their needs during inflationary times.

4 IPSOS  |  HOW IS INFLATION AFFECTING PRIVATE LABEL? IT’S COMPLICATED.



0%

10%

20%

30%

40%

50%

Low Price Improves my mood Simplifies my life

Non-private label buyersPrivate label buyers

(Source: Ipsos Omnibus Survey conducted July 8–9, 2022, among 1,006 U.S. adults.)

Private label buyers are looking for things beyond low price 
How important are each of the following to you when shopping for groceries or other 
household products?

Private Label Brands Need to Connect with Consumers,  
Not Just Offer Low Price
It’s an incorrect assumption that consumers are buying private label brands only because they are cheap. 
While it’s true that private label buyers are looking for products that are low price, they have emotional needs 
as well, such as products that improve their mood and simplify their life.
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How important are each of the following to you when shopping for groceries or other 
household products?

(Source: Ipsos Omnibus Survey conducted July 8–9, 2022, among 1,006 U.S. adults.)

Low price

Made with high quality ingredients

Sustainable ingredients 
and/or packaging

Is a treat

Simplifies my life

Is a brand for someone like me

Makes me feel like Iʼm making a 
smart purchase

White Black Hispanic
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Opportunities exist to connect with Black and Hispanic shoppers 
on benefits beyond price 

Similar to the general population, Black and Hispanic consumers want low price products, but they  
want more from their products. There are additional needs private label brands need to consider in order  
to connect with these consumers.

Too often private label brands are presented to consumers as a low cost option but deliver little product 
benefit or personality other than being lower priced. Successful private label brands, just like national brands, 
stand for something and make a connection with consumers.
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About Ipsos
At Ipsos we are passionately curious about 
people, markets, brands, and society. We 
deliver information and analysis that makes 
our complex world easier and faster to  
navigate and inspires our clients to make 
smarter decisions. With a strong presence in 
90 countries, Ipsos employs more than 18,000 
people and conducts research programs in 
more than 100 countries. Founded in France 
in 1975, Ipsos is controlled and managed  
by research professionals.

WHAT’S NEXT:
•	� Understanding the foundational 

needs of your shoppers, both 
functional benefits as well as 
emotional needs, is critical to 
expanding brand share, including 
private label brands.

•	� Consider all of the opportunities 
to connect with consumers, 
particularly those not engaged 
with private label today, to build 
that personal brand connection, 
including: in-store messaging, 
digital shopping experience, 
packaging communication, 
packaging benefits and product 
performance.

•	� Each of these touchpoints 
represents a critical opportunity 
to show consumers that private 
label brands aren’t about giving 
something up, but in these 
inflationary times are more than 
ever a brand for someone  
like them.
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