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Regional Growth   
 
Positive growth, higher in smaller regions 

It is important to note that the 38 markets 

covered in this study represent a significant 

portion of the world’s consumer. However, when 

comparing regions and categories it is important 

to be careful not to over-generalize for the region 

as not all markets or categories may be fully 

represented. 

 

The overall regional growth trends in Food & 
Beverages were consistent with previous annual 
studies and are distributed as would be expected. 
The larger regions of Europe and North America 
showed more measured growth, and Latin America 
and the Emerging Markets both grew by double 
digits. Asia Pacific also showed higher growth rates 
than past studies; however this is likely due to the 
exclusion of Japan data for this current report. 
 
When looking at fast growth by region, it is 
interesting to see the variation in categories. 
These variations highlight the underlying cultural 
and economic variations across the regions.  

Regional growth in Food & Beverage categories 
(US $ million) 
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Large categories also varied by region 

Within Europe, the Cheese category was the 
largest, but showed growth slower than the 
regional average. Coffee and Water also were 
below the average in Europe. Of the top 
categories, Dairy/Dairy Substitute drinks that 
showed the strongest growth. This is not surprising 
due to the category including Milk, which has seen 
an across-the-board rise in price in many places. 
Markets that showed strong year-over-year growth 
included Belgium, Spain, Czech Republic/Slovakia 
and Ireland, all who posted more than 10% 
increases.  

 

Fast-growing markets for Fruit & Vegetable juices 
included Netherlands, Norway and again Ireland, 
but it was Poland – with an 11% growth and fairly 
large market – which contributed the most in terms 
of dollar value increase year over year. 
 
Despite the overall flat performance of Water, 
there was some strong growth in Hungary (+18%), 
Poland (+16%) and Spain (+8%), all which had large 
markets to begin with and therefore contributed a 
large share overall to the Europe increase in this 
category. 
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Dairy leads in North America 

North America is dominated by the US market and 
here, Dairy is king. The largest category overall 
also saw a significant jump from prior year in 
terms of value sales. Much of this can be 
attributed to the price increases taken, but it is 
interesting to see how much higher the growth is in 
this category than in others.  
 
While Meat purchases grew in value, they did not 
match the overall growth of the region, which is 
also interesting given the rising costs of food 
categories like this one.  

 

Soft drinks in the Non-alcoholic RTD product group 
— both Colas and Non-colas — grew at a slower 
rate than the other big beverage categories in 
North America. It is possible consumers could be 
switching to other beverages, but another 
consideration should be the prices to manufacture 
these category items. More detailed volume 
comparisons would need to be performed to 
understand this more completely. 
 

Growth by top categories 
North America  
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Cooking Oils dominate in Asia 

Cooking Fats/Oils was the clear winner in Asia 
Pacific, posting strong gains beyond Dairy and 
other categories. While Indonesia (+35%) had the 
highest growth year over year, it was China and 
India that drove the growth in the region, posting 
34% and 24% gains respectively.  
 
As many consumers in these developing markets 
move in to the middle class, they have the 
increasing income to purchase things for cooking in 
their home.  

 

Dairy/Dairy Substitutes and Baby Formula also 
showed strong growth, with China the driving force 
behind both. India interestingly showed strong 
growth in the Baby Formula category. This could 
be due to the growing middle class who have the 
financial resources to feed their infants, and 
perhaps also provide a bit of status as being more 
“modern” as well.  
 
Pasta/Noodles were a big category that showed 
large increases year over year, and Indonesia once 
again showed strong growth in the category 
(+37%). South Korea, growing at 6%, is still the 
largest overall purchaser of Pasta/Noodles in the 
region. 
 

Growth by top categories: 
Asia Pacific  
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EEMEA’s sweet tooth 

The EEMEA region showed strong growth 
throughout its top categories, which follows as 
these are smaller markets. This is the region with 
the “sweet tooth” as Sugar/Confectionery items 
and Chocolate showed very strong positive growth. 
South Africa (+73%) led the growth for Sugar 
Confectionery, as the Russians showed their love of 
sweets by posting the highest regional growth as 
well as largest share of the Chocolate category.  
 

Growth by top categories: 
EEMEA  
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Soft drinks reign in Latin America 

Both Colas and non-Colas both topped the list of 
large and fast-growing categories. However, 
Dairy/Dairy Substitute drinks have grown faster, 
making them the number-two largest category in 
terms of value sales. Argentina (+29%) and Brazil 
(+20%) were the two fastest growing markets in 
this category. 

 

Pasta and Noodles also showed some strong 
growth, as did Cooking Fats/Oils. These cooking 
basics help consumers provide nutritious for their 
families. Argentina was the main driver for growth 
in the region for both Pasta/Noodles and Cooking 
Fats/Oils, contributing both a high growth rate and 
a large contribution to overall growth dollars. 
 

Growth by top categories: 
Latin America  
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Private Label Trends 
Top 20 categories are fresh and “center 
store” items  

Within all the “What’s Hot” studies, private label 
seems to perform best in categories that are 
established categories where consumers may not 
perceive strong differentiation between branded 
items. In food and beverage items, Fresh Food also 
is a strong category area for private label. 

 
Looking at the top 20 private label categories in 
terms of their share of the category, many of the 
categories are either fresh, or commodity-type 
items like canned/frozen fruit and vegetables. 
However, in two of these categories, the total 
category grew faster than private label, indicating 
manufacturer growth actually outpaced the rate of 
private label growth. Of these top 20 private label 
categories, three were also part of the fastest-
growing categories overall.  
 

Top 20 private label categories  
in share of category  

**Fastest Growing Categories
Manufacturer brands growing faster than Private Label 

Global Product Area
PL Share of 

category
PL Growth 

Rate
Cat Growth 

Rate
Fruit - Frozen ** Frozen 62.6% 16.9% 12.1%
Eggs ** Dairy 59.5% 24.2% 19.0%
Fish/Seafood - Fresh Fresh 51.4% 7.2% 12.5%
Fruit - Canned Ambient 41.8% 0.2% 1.7%
Fish/Seafood - Frozen Frozen 39.4% 7.3% 5.0%
Vegetables - Canned Ambient 38.4% 4.7% 3.7%
Vegetables - Frozen Frozen 37.9% 8.5% 6.5%
Prepared/Ready Meals Non-Frozen Fresh 36.9% 6.8% 5.8%
Olives/Pickles/Chutneys Ambient 36.0% 7.5% 3.1%
Meat Fresh 34.3% 7.2% 5.8%
Vegetables - Fresh Fresh 34.3% 7.1% 6.0%
Dairy/Dairy Substitute Drinks** Beverages 33.8% 13.0% 11.2%
Bagel/Baguet/Ciabata/Roll Ambient 33.7% 7.5% 5.8%
Dips Fresh 33.0% 8.5% 6.4%
Cakes Ambient 32.5% 9.8% 7.0%
Cream Dairy 31.3% 9.1% 8.1%
Cheese Dairy 30.5% 7.7% 5.9%
Savoury Spreads Ambient 29.6% 6.3% 5.0%
Vegetables - Dried Ambient 29.3% 6.1% 4.0%
Pastries/Pies/Tarts Ambient 29.3% 4.8% 4.1%
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Comparing private label to brands 

When looking at the share of sales concentrated 
among the top 5 brands compared to private label, 
it is easy to see the vast differences among the 
markets. Some places, like Great Britain and 
Germany have more than one-third of sales tied to 
private label, with similar dispersion among the 
top five brands. Denmark, on the other hand, has 
more sales diversity with only one-fourth of all 
sales going to the top five brands.  

 

On the brand side, markets such as Mexico, 
Philippines and Saudi Arabia show extremely high 
sales concentrations among the top 5 brands with 
very little in terms of private label sales. This is 
due in large part to retail concentration – were 
there is a high volume of retail sales concentrated 
among a few large retailers, the incidence of 
private label is typically high.  
 
 
 

Top 5 brand share vs. private label share 
by market  
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Methodology 
Markets 

 
This study covers 38 of the world’s top markets, which account for a vast majority of the world’s GDP. The 
information is accessed from Nielsen’s Global Track Strategic Planner product, collecting information on 
products to the brand level across 150 categories. For the purposes of this study, 89 higher-level category 
groupings were used, which were grouped into 21 mega-categories.  
 
The syndicated Global Track Strategic Planner tracks value sales at modern trade retail outlets, in both local 
currency and common currency (US $). For the purposes of this study, common currency was used.  
 
 

 
Europe 

Great Britain 
Spain 
Poland 
Germany 
France 
Italy 
Norway 
Belgium 
Hungary 
Netherlands 
Denmark 
Greece 
Ireland 
Switzerland 
Slovakia 
Czech Republic 
Finland 
Sweden 

 
North America 

Canada  
United States 

 

 
Asia Pacific 

China 
Thailand 
South Korea 
Philippines 
Malaysia 
Indonesia 
India 
Singapore 
Taiwan 

 
Latin America 

Brazil 
Argentina 
Mexico 
Puerto Rico 

 
Eastern Europe, Middle East, 
Africa (EEMEA) 

Russia 
Turkey 
South Africa 
Ukraine 
Saudi Arabia 
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Categories & Segments 

 
The Global Track Strategic Planner product tracks 
150 categories, identifying value sales for the 
category, the top 5 brands and private label. For 
the purposes of this study, these categories  

 
 
were grouped into 89 larger categories, which 
rolled up into 21 “mega” categories. To get a 
complete understanding of the hierarchies in 
Global Track Strategic Planner, please contact 
your Nielsen Global Services representative.  
 

 
Non–Alcoholic RTD 

Colas 
Non–Colas 
Fruit & Vegetable Juices 
Energy/Sports Drinks 
Water 
Dairy/Dairy Substitute Drinks 
Ready To Drink Drinks 

Snacks 
Chips/Crisps Cereal Based 
Chips/Crisps Potato Based 
Chips/Crisps Vegetable 
 (not potato) 
Mixed Fruit/Nuts/Seeds 
Popcorn 

Non-RTD Drinks 
Tea 
Fruit/Herbal Infusions 
Coffee 
Chocolate/Cocoa/Malt 
Fruit Concentrate – Non Dairy  
Fruit Flavored Dairy Drinks 
Milk/Cream/Substitutes 

Sweet/Savoury Biscuits 
Savoury Biscuits 
Sweet Biscuits 
Breads All Forms 
Crispbreads/Dried Toasts 
Breadsticks 
Bagel/Baguet/Ciabata/Roll 
Bread Loaves 
Pitas/Tortillas 

Cakes/Cake Type 
Cakes 
Cereal/Muesli Bars 
Pastries/Pies/Tarts 

Spreads 
Sweet Spreads 
Savoury Spreads 

 
Baby/Infant Food 

Baby/Infant Food 
Baby/Infant Formula 
Baby/Infant Drinks 

Baking/Cooking Supplies/Mixes 
Baking/Cooking Supplies/Mixes 
Cooking Fats/Oils 
Tomato Pastes/Purees 
Grains 
Bouillon/Stocks/Soup 
Bouillon/Stocks 
Soup 

Canned Foods 
Fish/Seafood  
Fruit  
Vegetables  
Meat  
Milk  
Pasta  
Caviar  

Cereals 
Breakfast Cereals 

Condiments/Olives/ 
 Pickles/Sauces 

Condiments 
Olives/Pickles/Chutneys 
Sauces/Marinades 

Dried Foods 
Vegetables 
Meat  
Seafood  
Fish  

Herbs/Seasonings/Spices 
Herbs/Seasonings/Spices 

Pasta/Noodles/Rice 
Pasta/Noodles 
Rice 

 
Sugar/Sugar Substitutes/ 
Sweeteners 

Sugar/Sugar Substitutes/ 
 Sweeteners 

Confectionery 
Chocolate 
Sugar Confectionery 

Dairy 
Fromage Frais 
Probiotic Drinks 
Margarine 
Desserts 
Butter/Butter Substitutes 
Cheese 
Yogurt 
Cream 
Eggs 

Frozen 
Fruit & Vegetable Juices 
Ice Cream/Ice Lollies 
Fish/Seafood  
Fruit  
Vegetables  
Meat  
Prepared/Ready Meals  
Ice 
Soup  
Prepared Dough  

Chilled/Fresh Food 
Fish/Seafood  
Vegetables  
Meat 
Prepared/Ready Meals  
Dips 
Sandwiches 
Fruit  
Bite Size 
Prepared Dough  
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Coverage 

 
This report is based on syndicated Global Track Strategic Planner purchasing information from grocery 
supermarkets and hypermarkets, as well as mass merchandise retailers, and generally excludes such channels 
as department stores and home improvement centers. In some markets, sales from the data are only complete 
for specific categories. Within the US market, Wal-Mart sales have not been included in the syndicated RMS 
offering. 
 
Since coverage can differ significantly across markets, we have cited in our findings the actual number of 
markets included in this study where relevant. In cases where products were segmented into different 
categories across markets, we have aligned the products and categories in order to provide the most consistent 
view available. 
 
 

Time Period 

 
Information was collected for the 12-month periods ending year-end 2006 and 2007. Due to differences in 
timing of data collection in some locations around the world, the actual year ending date could vary by as 
much as four weeks among different markets; however, each market compared consistent 12-month year-over-
year figures. 
 
 

Exchange Rate  

 
Global Track Strategic Planner offers value sales data in both Local Currency and Common Currency ($ US).  
For the purposes of this study, common currency values were used for consistency across markets. 
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Learn more about Global Track Strategic Planner 
 
To meet the need for harmonized brand and category information at the 
headquarters level, Nielsen developed Global Track Strategic Planner. The 
most efficient way to understand growth globally, Global Track Strategic 
Planner details top brand and private label performance across 150 food & 
beverage categories in 40 key markets.  
 
Global Track Strategic Planner can be used to uncover the markets or 
categories worth pursuing for new product introductions, find 
complementary brands for the potential of a partnership, or gain a top-level 
assessment of products in a market where you currently do not have 
distribution.  
 
The Global Track Strategic Planner provides a link to retail measurement information via the web or desktop 
for flexibility.  
 
Global Track Strategic Planner can be used on a continuous basis, or as an ad hoc report called Adjacent 
Category Snapshots. Adjacent Category Snapshots provide a quick and inexpensive means to understanding 
category and brand performance at a point in time. 
 
 
 
 
 
 
 
 

About The Nielsen Company  

The Nielsen Company is a global information and media company with leading market positions in marketing 
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