
Private Label  
in APAC:
— 
CAPTURING OPPORTUNITY 
AND PROTECTING YOUR BRAND   



The New World of Private Label
—
Private label holds tremendous opportunity for retailers, 

but with that comes inherent risk. Establishing and 

maintaining a high-level of trust in respect to a retailers’ 

brand promise is critical to the long-term sustainability 

and growth of their private label assortment. As the 

supply chain becomes more complex and consumers 

demand more transparency on the sourcing, components, 

ethical development and sustainable nature of the 

products they purchase, retailers are challenged to  

bring new products to market fast whilst maintaining  

real-time, accurate information from their supply chains. 

This report examines the state of the industry in Australia,  

New Zealand and Asia Pacific (APAC) and intends to 

provide retail leaders with tangible takeaways for 

navigating the risk and rewards of private label in the 

modern retail ecosystem.
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The State of  
the Industry
—



Opportunity Calls
—
Private label is on the rise. In Australia, private label dollar growth 
outpaces branded products by nearly 2X, and private label accounts 
for a growing share of grocery sales. More broadly, private label is 
growing across the region, with the value share growth of private 
label in APAC increasing to 4.2%. Even with this steady expansion, 
opportunity remains. In APAC, where consumers are more brand 
loyal, private-label share is significantly lower when compared to 
the global average. Private label holds around an 18% market share 
in Australia, similar to markets like the U.S., and New Zealand is not 
far behind it at 14%. While APAC trails longstanding private labelers 
in Europe, like the UK at 47%, this signals there may be room for 
further growth.

Across regions, growth in private label translates into dollars 
for retailers, who can realize 25-30% higher margins on private 
label goods than from branded products. Beyond that near-term 
potential gain from increased margins, retailers must also consider 
the longer-term gains private label can offer them in the form of 
customer lifetime value, as 50% of APAC shoppers find stock of 
private brands most important in a shopping experience, according 
to Oracle’s The Loyalty Divide: Retailer and Consumer  
Perspectives report.

Great (Customer) Expectations
—
Global consumers’ priorities are evolving. Just one-third (33%) of 
Australian shoppers feel brand names are important, and nearly six-
in-ten (59%) Australians agree that store brands and private labels 
are of equal quality. Across APAC, three-quarters of consumers 
say private labels are good alternatives to name brands, and 
consumers—focused on shopping smarter—have a growing desire 
for private label. Alongside this shift, Oracle Retail found that 65% of 

Private Label in APAC      4

Private label dollar growth  
in Australia  

outpaces branded 
products by nearly.

 2x  

Across regions, retailers 
can realize 

25 to 
30%

  

higher margins on private 
label goods than  

from branded products.

50%
  

of APAC shoppers find 
stock of private brands 

most important in a 
shopping experience

https://www.iriworldwide.com/en-AU/Insights/Publications/Private-Label-Australia
https://www.macquarie.com.au/dafiles/Internet/mgl/au/apps/retail-newsletter/docs/2015-02/AustralianSupermarkets060215ex.pdf
https://www.nielsen.com/wp-content/uploads/sites/3/2019/04/global-private-label-report.pdf
https://theconversation.com/love-them-or-loathe-them-private-label-products-are-taking-over-supermarket-shelves-98465
https://theconversation.com/love-them-or-loathe-them-private-label-products-are-taking-over-supermarket-shelves-98465
http://globalretailmag.com/look-market-private-label-australia-new-zealand/#sthash.XjTncfvX.dpbs
https://www.cbinsights.com/research/private-labels-disrupt-cpg-retail/
https://go.oracle.com/LP=68752?elqCampaignId=146997&src1=:ow:lp:cpo::RC_BUMK180918P00045:LPD100746997
https://go.oracle.com/LP=68752?elqCampaignId=146997&src1=:ow:lp:cpo::RC_BUMK180918P00045:LPD100746997
https://www.iriworldwide.com/IRI/media/IRI_Private label-white-paper-au.pdf
https://www.nielsen.com/wp-content/uploads/sites/3/2019/04/global-private-label-report.pdf
http://globalretailmag.com/4-ways-to-reimagine-your-private-label-brand-today-a-perspective-on-the-asia-pacific-market/#sthash.xEDsSnEj.dpbs
http://globalretailmag.com/4-ways-to-reimagine-your-private-label-brand-today-a-perspective-on-the-asia-pacific-market/#sthash.xEDsSnEj.dpbs
https://go.oracle.com/LP=57306?partnerfef=blog


consumers find product transparency and material sourcing details 
important, and in a separate study found knowing that retailers are 
acting sustainably is a key influence on grocery loyalty for 56% of 
APAC respondents.  

Beyond a fad, this has opened the door to growth for private label. 
Almost three-quarters of global shoppers are open to changing 
consumption habits to reduce negative environmental impact, and 
in China, 41% of consumers are seeking eco-friendly products, 
offering new routes for private label to capture market share.

Preferences and lifestyle choices are not the only forces swaying 
demand. One-fifth of Australians are allergic to peanuts, and  
over 170 foods—including common ingredients like milk, eggs,  
soy, other nuts and wheat—are known allergens, forcing 
consumers to be more thoughtful in their consumption for their 
own health and safety.

You’re Only as Good as Your Reputation
—
Swaying consumers is only half the battle for private label retailers. 
While private label brands must meet stringent demands to 
gain shoppers’ loyalty, upholding a strong reputation is key to 
retaining it. As noted in Oracle’s The Loyalty Divide report, 43% of 
consumers are most loyal to brands that they have a high opinion 
of. This means if consumers find that a brand is lacking in quality 
or ethics, they are more likely to shift their loyalty to a brand that is 
more representative of their ideals – whether that’s a name brand 
or another private label option. 

Through voting with their wallets and buying what they believe 
in, consumers now drive safety and quality expectations far more 
than the government, trade unions or legislative bodies, and 
private label brands must keep up. 
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65%
  

The share of consumers 
that find openness about 
product details, including 

where materials are 
sourced, important in 

the Grocery/Pharmacy/
Discount Retail Category.

Read More:  
 

Retail in 4D: 
Understanding Consumer 

Behavior in an Age of 
Relativity

https://go.oracle.com/LP=75440
https://www.nielsen.com/us/en/insights/article/2019/a-natural-rise-in-sustainability-around-the-world/
https://www.nielsen.com/us/en/insights/report/2018/unpacking-the-sustainability-landscape/
https://allergyfacts.org.au/allergy-anaphylaxis/food-allergens/peanut
https://www.foodallergy.org/life-with-food-allergies/food-allergy-101/facts-and-statistics
https://go.oracle.com/LP=57306?partnerfef=blog
https://go.oracle.com/LP=57306?partnerfef=blog
https://go.oracle.com/LP=57306?partnerfef=blog
https://go.oracle.com/LP=57306?partnerfef=blog


Private Label in APAC

Rules of the Road for 
Brand Management  
in APAC
—



Regulations and Legislative  
Requirements in APAC 
—
Legalities across the APAC region vary from one country to country, 
driven by local governments and trade organizations as well as regional 
agreements. National policies such as China’s PRC Food Safety Law, 
the Australia New Zealand Food Standards Code and Japan’s Food 
Sanitation Act detail intricate standards that brands must follow. In 
addition, private label brands must follow other trade agreements 
and other national, local and state or province-level rules to conduct 
business. However, being compliant and staying compliant are far from 
one and the same. 

Change Is on the Horizon 
—
Moves toward regional harmonization, new health demands from 
consumers and governments alike and evolving means of protecting 
the food supply chain are fueling changes across the region:

• The Association of South East Asian Nations (ASEAN) is continuing 
ongoing efforts toward the harmonization of food laws across 
member countries, citing food safety as a motivating factor. This 
will no doubt impact private label brands operating within the 
region, but will also impact import and export partners and 
suppliers operating both within and outside of ASEAN states.

• Many nations within APAC are implementing new regulations to 
protect health and safety concerns. Malaysia already imposed a 
sugar tax which took effect in April 2019, and a similar measure 
is under consideration in Singapore. The majority of Australians 
support greater regulation, with 88% supporting warning labels 
on sugar-sweetened beverages and strong support for added 
taxation, giving private labelers good reason to think twice before 
incorporating added sugar into recipes.

• Laws are also evolving to keep pace with new technologies that 
could improve consumer safety. Food Standards Australia New 
Zealand (FSANZ) is considering two proposals, marking the first 
review of FSANZ in nearly two decades. Citing new technologies 
with the potential to protect citizens, such as remote verification, 
as key drivers, the proposals could be put into effect as soon as 
February 2021.
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“Today’s consumers have 
unprecedented access to 
information, and often, 
the determination to dig 
deep and investigate 
to confirm the facts 
themselves. While that’s 
good news for shoppers, 
it only increases the 
challenge for brands. 
If an existing claim is 
challenged, or as new 
demands surface, brands 
must respond quickly to 
avoid being overlooked 
or worse, singled out for 
noncompliance.”  

– Paul Woodward,  
Senior Director, 
Solutions Management 
Group, Oracle Retail.

Read more: Transparency 
Is The New Black for 
Marketers: It’s Time for 
Fashion and Cosmetics 
Brands To Focus In On 
Supply Chains and Brand 
Compliance

https://www.bakermckenzie.com/-/media/files/insight/publications/2018/09/guide_asiapacificfoodlaw_sep2018.pdf
https://www.foodnavigator-asia.com/Article/2019/03/02/ASEAN-harmonisation-Will-2019-see-substantial-success-in-aligning-region-s-food-laws
https://www.foodnavigator-asia.com/Article/2018/11/06/More-problematic-than-just-soda-Malaysia-to-impose-sugar-tax-in-2019-to-combat-rising-obesity-levels
https://www.foodnavigator-asia.com/Article/2018/11/06/More-problematic-than-just-soda-Malaysia-to-impose-sugar-tax-in-2019-to-combat-rising-obesity-levels
https://www.foodnavigator-asia.com/Article/2019/01/03/The-six-need-to-know-regulatory-developments-set-to-shape-APAC-s-food-and-beverage-industry-in-2019
https://bmjopen.bmj.com/content/9/6/e027962
https://www.foodnavigator-asia.com/Article/2019/08/20/Due-for-review-FSANZ-launches-proposals-for-food-safety-standards-review-in-Australia
https://www.martechadvisor.com/articles/ecommerce/transparency-is-the-new-black-for-marketers-its-time-for-fashion-and-cosmetics-brands-to-focus-in-on-supply-chains-and-brand-compliance/?utm_source=onesignal
https://www.martechadvisor.com/articles/ecommerce/transparency-is-the-new-black-for-marketers-its-time-for-fashion-and-cosmetics-brands-to-focus-in-on-supply-chains-and-brand-compliance/?utm_source=onesignal
https://www.martechadvisor.com/articles/ecommerce/transparency-is-the-new-black-for-marketers-its-time-for-fashion-and-cosmetics-brands-to-focus-in-on-supply-chains-and-brand-compliance/?utm_source=onesignal
https://www.martechadvisor.com/articles/ecommerce/transparency-is-the-new-black-for-marketers-its-time-for-fashion-and-cosmetics-brands-to-focus-in-on-supply-chains-and-brand-compliance/?utm_source=onesignal
https://www.martechadvisor.com/articles/ecommerce/transparency-is-the-new-black-for-marketers-its-time-for-fashion-and-cosmetics-brands-to-focus-in-on-supply-chains-and-brand-compliance/?utm_source=onesignal
https://www.martechadvisor.com/articles/ecommerce/transparency-is-the-new-black-for-marketers-its-time-for-fashion-and-cosmetics-brands-to-focus-in-on-supply-chains-and-brand-compliance/?utm_source=onesignal
https://www.martechadvisor.com/articles/ecommerce/transparency-is-the-new-black-for-marketers-its-time-for-fashion-and-cosmetics-brands-to-focus-in-on-supply-chains-and-brand-compliance/?utm_source=onesignal


While not all of these regulations impact retailers directly, all do 
have an indirect impact via suppliers and packers as well as through 
import and export partners.

Navigating Risk and Reward 
—
While private label can offer tremendous opportunity for retailers, 
risks remain. In addition to compliance with government policies, 
brands must also be cognizant of how products are marketed. 

Despite their own adherence to standards, private label retailers 
may find risks lurking in their supply chains. A recent investigation 
in Australia found 50% of fish sold in supermarkets and restaurants 
was mislabeled, and an incident of food tampering in September 
2018 that involved needles in strawberries has brought renewed 
attention to the complexities of the food supply chain. Further, 
issues appear to be on the rise, with food recalls in Australia and 
New Zealand reaching a record high of 106 incidents between July 
2018 and 2019, compared to 61 incidents over the same period two 
years prior, according to FSANZ.

Other FSANZ recent industry changes with the Health Star Rating 
System, which uses stars on labels to show the nutritional profile 
on over 10,300 packaged foods, and Country of Origin Labelling, 
that require clear and accurate origin claims on products, have had 
major impacts on retailers and how they capture new data and 
update product artwork. Both legislative changes are examples 
of the collaborative efforts that are required between retailers and 
suppliers to meet and maintain compliance requirements.  

To keep up with consumers’ standards, grocers must be able to 
demonstrate full visibility into not only their supply chains, but 
the supply chains of every manufacturer and farmer providing 
ingredients or services for the finished product. If ever the integrity 
of the product comes into question, retailers must be able to 
provide verification of all claims and be able to offer insight into 
every step of the manufacturing process. 
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https://10daily.com.au/shows/theproject/a191103ludet/fish-fraud-investigation-finds-up-to-half-of-all-seafood-aussies-eat-is-mislabelled-20191103
https://www.foodsafetynews.com/2019/02/recommendations-made-in-strawberry-tampering-report/
https://www.foodsafetynews.com/2019/10/australia-reports-record-high-number-of-recalls/
http://www.healthstarrating.gov.au/internet/healthstarrating/publishing.nsf/content/home
http://www.healthstarrating.gov.au/internet/healthstarrating/publishing.nsf/content/home
https://www.accc.gov.au/publications/country-of-origin-food-labelling
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Managing Complexity
—



Consumers Call for Stricter Standards
—
 

Read More: The New Topography of Retail and Setting the Bar Consumer Research 
Watch Video: Consumer Talk - Is it important that a brand is sustainable and ethical?

 
of consumers state that a key influence on loyalty is 
knowing the retailers are acting sustainably

of APAC consumers expect immediate communication  
on a product recall 

Solving for Private Label Success 
—
The complexity and sheer volume of both suppliers’ supply chains 
and legislative requirements have pushed the industry to the point 
where tracking product, ingredient and sourcing data manually is 
no longer feasible. The risk of human error is too considerable, and 
the consequences too severe. As grocers strive to bring products to 
market faster, there is a higher risk of contamination, mislabeling 
or spoilage which can have dangerous ramifications. To solve this 
challenge, grocers have embraced enterprise-wide technology 
solutions which help retailers and suppliers collaborate. 

One Version of the Truth 
—
Complete, accurate, real-time product information, spanning 
ingredient suppliers to manufacturers, packers, and shippers, is 
absolutely essential to provide a complete and accurate view of a 
final product. Having a single source of data enables grocers to 
respond rapidly to any claims or issues relating to products or the 
supply chain. By deploying compliance lifecycle solutions in the 
cloud, users can access and interrogate the data in seconds.
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52%
62%

https://www.oracle.com/a/ocom/docs/dc/thenewtopographyofretail_oracleretail_final.pdf?elqTrackId=cdfabcfa2ea8496596384f6975630e03&elqaid=75442&elqat=2
https://go.oracle.com/LP=86024?elqCampaignId=227299
https://www.youtube.com/watch?v=Zqq2Pzs7FwQ


18%
Australia 

14% New Zealand 

1%
China 

8%
Singapore
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Indonesia
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Thailand

4% South Korea 
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3% Taiwan 
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Overview of Oracle  
Retail Brand  
Compliance Customers
—
• The Top 2 Australian Food Retailers, 

controlling 70% of all Australian 
supermarket sales, rely on the solution to 
increase their range of private-label products 
each year 

• Nearly 70%: Share of grocers worldwide 
managing product specifications and supplier 
compliance

• Over 80%: Share of the world’s primary  
private label suppliers using solution for at least 
one customer

• Over 1,000,000: Number of products 
developed and protected 

• Over 10,000: Share of suppliers concurrently 
managing product specifications each day in  
the solution

• Over 1,000,000: Number of supply chain 
trading relationships visible through solution
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APAC Private  
Label Share  
by Volume

Sources: IRI and Nielson
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The Bottom Line
—



The Bottom Line 
—
Whether a grocer already has an established private label line or 
they’re deciding whether to make the investment, having the right 
technology to provide complete visibility into the supply chain is 
imperative. When choosing a solutions provider like Oracle, grocers 
can rest easy knowing they have chosen a partner with a proven 
track record. Click here to learn more.
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retail outlets

 Over

 2,500

Grocery Spotlight on Coles
—

—
Coles celebrated its 100th birthday 
in 2014 and is dedicated to providing 
Australians the products they need for 
a happy and healthy life, at prices they 
can afford. Founder GJ Coles created a 
store that would lower the cost of good. 
“The customers themselves really 
decide what goods we shall stock in our 
stores.” — GJ Coles, 1928

Over the past 10-15 years private label 
began to become an integral part of 
Coles’ sales. Today, Coles is aiming to 
have private label products make up 
40% of its products. 

Coles is a leading Australian retailer 
that services 21 million customers  
each week. 

https://www.oracle.com/industries/retail/products/brand-compliance/
http://www.wesfarmers.com.au/docs/default-source/asx-announcements/2018-strategy-briefing-day-presentation.pdf?sfvrsn=2
http://www.wesfarmers.com.au/docs/default-source/asx-announcements/2018-strategy-briefing-day-presentation.pdf?sfvrsn=2
https://www.colesgroup.com.au/about-us/?page=about-us


 

Contact Us for a Demo Today

—
CONNECT WITH US:

         blogs.oracle.com/retail               facebook.com/oracleretail                twitter.com/oracleretail               linkedin.com/company/oracle-retail/
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About Oracle Retail 
— 
Oracle provides retailers with a complete, open, and integrated suite of business 
applications, server and storage solutions that are engineered to work together to 
optimize every aspect of their businesses. Twenty of the top 20 retailers worldwide—
including fashion, hardlines, grocery, and specialty retailers—use Oracle solutions to 
drive performance, deliver critical insights and fuel growth across traditional, mobile and 
commerce channels. For more information, visit http://www.oracle.com/goto/retail. 

http://www.oracle.com/bc-demo
https://blogs.oracle.com/retail/
http://www.facebook.com/oracleretail
http://www.twitter.com/oracleretail
https://www.linkedin.com/company/oracle-retail/
http://www.oracle.com/goto/retail
http://facebook.com/oracleretail
http://blogs.oracle.com/retail
https://www.daymon.com/publications/whats-next-in-innovation-private-brand-intelligence-report-2019/
http://twitter.com/oracleretail

