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We will see...

Evolutionary penetration of private labels 
among Greek consumers

How is the public's opinion and image of private 
labels shaped over time

Evolution of private labels by main product 
categories



Research Basic Specifications

▪ Online interviews via YouGov panel 

▪ Structured questionnaire 

▪ Population : Men & Women 18+ Nationally

▪ Cumulative sample of this report: 1002 people

▪ Fieldwork : 4-8 September 2023

▪ Focus Bari is the Affiliate Partner of YouGov in Greece 
(www.yougov.com)

▪ The present survey was designed based on corresponding surveys 

designed and implemented by Focus Bari...

▪ For the first time in the Fall of 2000

▪ For the second time in the Fall of 2010

▪ This report provides comparative data between the three surveys



Evolutionary penetration of private 
labels among Greek consumers



In the last 23 years, the proportion of Greeks who have 
bought private label products at least once is increasing 
spectacularly & becoming universal!
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At the same time, the average number of different private 
label products they have tried is skyrocketing!
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Correspondingly, the proportion of Greeks who regularly buy 
private label products is rising spectacularly, as it includes 
almost all consumers
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Correspondingly, the average number of different product 
categories that consumers regularly purchase private label 
is also increasing!

"Which private label products do you regularly buy in your household?"
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Evolution of private labels by main 
product categories



Within the last "13 years of the crisis", the systematic 
selection of private labels is maintained for a large 
number of different product categories
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Within the last "13 years of the crisis", the systematic 
selection of private labels is maintained for a large 
number of different product categories
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Kitchen roll

Toilet paper

Napkins

Pasta

Rice

Aluminium foil

Garbage bags

Popular

Today, the private label products systematically purchased by Greek 
consumers are divided into specific categories, depending on the role 
and use they have in the household



Today, the private label products systematically purchased by Greek 
consumers are divided into specific categories, depending on the role & 
use they have in the household

%Quite common Less common

24

23

22

22

21

20

20

19

18

18

17

17

16

16

16

15

15

Tomato items…

Transparent film

Tissues

Legumes: Beans

Legumes: Lentils

Sugar

Frozen vegetables…

Vinegar

Flour

Ice creams

Cleaners…

Cream soap

Juices

Cookies / snacks

Cereals / Cornflakes

Evaporated milk

Wire/Sponges/cleaning cloths
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Shower gel

Canned food: Tuna

Mayonnaise / mustard / ketchup

Coffee

Toasts / crackers

Dish detergents for hand washing

Laundry detergents for washing machines

Spices (salt / pepper, etc.)

Fabric softener

Frozen sheets / doughs / pies / pizzas

Shampoo

Oil

Animal feed

Jams

Beer

Laundry detergents for hand washing

Gas cylinders

Soft drinks like Cola

Other soft drinks

Frozen fish / seafood

Frozen pre-cooked foods

Hand / body creams

Canned foods: Composts

Styling products…



How is the public's opinion and 
image of private labels shaped 

over time



Compared to 2010, today's consumers see a much 
greater variety in private label products than in the past

2010 2023

74

21

5

Many more product categories & types No change compared to the past Don't Know / Don't Answer
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In terms of their quality / aesthetics, today private label products 
present an overall improved image among the Greek public, 
although the proportion of those who consider that their level is 
getting worse over the years is increasing
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They are worth their money They are not worth their money Don't Know / Don't Answer

Consumers' view of whether private label products are 
value for money has improved even more, with a huge 
difference over the past decade
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Very positive opinion In some categories, they have just as good quality as the brands Very negative opinion

2010 2023

31

50

19

That is why the comparison between the three surveys shows that 
the general opinion of the Greek public about private labels is 
improving spectacularly:
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I would most likely choose Private Label Quite likely I would choose Private Label

Quite likely I would choose a name brand I would most likely choose a name brand

Despite the improved image of Private Labels most consumers 
would prefer the name brand if they could find it at a price 
equivalent to that of the private label
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Thank you!
Want more info? Ask antigoni@focus.gr

mailto:antigoni@focus.gr
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