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IPLC Partner D-A-CH

 > 30 years FMCG Marketing and Sales

 > 20 years Private Label
• J.W. Ostendorf GmbH & Co. KG – paints and laques
• Luhns GmbH – detergents, cleaners and personal care
• Wilkinson Sword GmbH – razors and blades

 Interim Management in Sales, e.g. in dairy

 René Dolata 

 IPLC Partner since 08/2022

 Based in Dortmund



Germany is different across the country

Purchasing power per capita



Consumer Climate still negative but slightly improving



Inflation rates in Germany



Shares per retail format / Discount continously gaining share

Drugstores Dept. 
stores Supermarkets Spec. retail

Disc

Drug



Market shares in German FMCG 
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Loyalty Programs

Multi-Partner Program



Market Share per Quality Level in Brand and Private Label

In first half-year, premium brand and premium 
private label are gaining share

Market share brand and PL Sell-out development
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Private Label Quality Structure in Germany

▸ German PL quality structure is Good-Better-Best

▸ Poor quality as price entry level does not exist

▸ Lowest quality level is defined by Aldi standard 

▸ NGO ratings like Stiftung Warentest and Ökotest are important

▸ Retailers obligate PL manufacturers to match quality of branded 
market leader (and/or Aldi) on PL price entry level

▸ With “Regional”, “Organic” or “Vegan” retailers add additional 
quality stages into their PL architecture

▸ Room for creativity and exclusivity in medium, premium and luxury 
Private Label

▸ Added value or extraordinary recipes needed to justify premium 
and luxury PL

▸ Premium and luxury tier in food retail during the whole year, in 
discount seasonal peaks with luxury PL products like X-Mas, 
Easter, Spanish week, French week etc.



What‘s needed to be preferred PL-supplier in German retail?

Requirements 
➢ Comply with German legislation
➢ Required certifications and audits
➢ Sustainable (product, packaging and transport)
➢ Delivery reliability
➢ Provide full and correct data in time
➢ Competitive price

To become a preferred supplier
➢ Uniqueness
➢ Understand the market, the retailer and the consumer insights
➢ Build a relationship



EDEKA Premium and Luxury PL

Price / Quality



REWE Premium and Luxury PL

Price / Quality



ALDI North & Soth harmonized Private Label

Price / Quality



LIDL Premium and Luxury PL

Price / 
Quality



LIDL Premium and Luxus PL

Lidl expands premium segment

Lidl has permanently added selected 

products from its high-quality own 

brand ‘Deluxe’ to its range. Until now, 

these products were mainly available 

seasonally, for example at Christmas 

or Easter. According to the company, 

‘Deluxe’ products differ from the 

regular range in terms of their origin, 

more complex manufacturing 

processes and attractive packaging.

15.09.2025



Key Take-Aways

▸ German retailers are open for new suppliers, especially in PL

▸ PL is all about differentiation from competitors, so new suppliers from “new” 
countries are welcome

▸ There are huge opportunities to enter German PL market, however processes and 
requirements (quality, regulatory, logistics, etc.) needs to be understood before 
approaching retailers. IPLC market entry guides provide guidance for Finnish 
manufacturers.

▸ PL Premium and Luxury segments are ongoing increasing

▸ Shoppers still buy in brick and mortar. Online is gaining share still on a small base

▸ Strong focus on pricing as Lidl tries to take over price leadership from Aldi

▸ Deep category development know how on retailer’s side

▸ Supplying PL to German retail can lead to a long-term partnership

➢ Doing things right from the very beginning

➢ IPLC-Team is happy to discuss and to support you on your way to German retail



René Dolata
Partner DACH

m +49 176 60 86 77 82
e rdolata@iplc-europe.com
  www.iplc-europe.com

 linkedin.com/in/rené-dolata-044a7343

IPLC Partner

Juha Korhonen

m +358 40 711 59 16
e jkorhonen@iplc-europe.com
  www.iplc-europe.com
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