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•Jupiter is a gas 
giant and the 
biggest planet 
in our Solar 
System. It’s the 
fourth-
brightest object 
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at relative conferences 
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Following the economic  

crisis of 2009, consumers  

seem to respond positively 

During the last 20 
years, the number 
and variety of 
private labels 
available at the 
Greek 
supermarkets has 
tremendously 
increased 



 

Among the total 

population: 

 

 
Within the last 20-year period, the proportion 

of Greek consumers purchasing at least one 

product category of private labels 

systematically has doubled, and currently 

has grown to 94% 



Purchase frequently/ 
systematically at least 
one product category of 
private labels: 
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Focusing on specific product categories, it is 

found that they have all substantially increased within 

the last decade  

2021 2010 
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Aluminium foil/membrane
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% Buying frequently/regularly  



Focusing on specific product categories, it is 

found that they have all substantially increased within  

the last decade  
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Clothes detergents

Soft drinks / juices
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Spices
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In more detail, the specific product categories that consumers 

currently buy regularly a private label (2021 study) are:  
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Vinegar

House cleansing

Legumes

Dish detergents

Shower/bath gel

Flour

Cloth detergents

Frozen vegetables

Coffee

Fabric softeners

% Regularly / frequently  
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Cream soap
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Spices

Rice



 

In more detail, the specific product categories that consumers 

currently buy regularly a private label  (2021 study) are:  
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Pet foods

Evaporated milk

Hand creams

Beer

Marmelades

Soft drinks cola

Soft drinks other

Hair styling

Frozen foods

Compotes

% Regularly / frequently  

36 

36 

35 

34 

34 

33 

32 

30 

29 

28 

Hair shampoo

Rusks

Fruit juices

Ice creams

Mayonnaise

Cereals

Biscuits/snacks

Olive oil

Frozen pastries
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     …a positive opinion 

among consumers 
The impressive 
increase of the 
private labels market 
is also accompanied 
by… 



 
The majority of consumers believe that private labels  

offer value for money 
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However, despite the positive image, the majority of consumers  

would prefer branded products vs. their regular PL if they found them at an 

offer approaching the PL price 
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