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In Latin America, as in the rest of the world,
we see a complex picture of a retail market
adjusting to inflationary pressures and new
consumer behaviours. Many households
are carefully reconsidering their spending
habits, and switching to discounters and
private labels.

How to configure this space so that
traditional brands continue to have their
presence while retailers advance in Latin
shoppers’ preference?
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Although PLs still represent a small portion within

the shopping channels, the challenge for traditional
brands is to ensure their presence at Discounters,

as inflation is rampant. On the other hand, the
products belonging to distribution chains are on the
rise in this large-scale growth and may be susceptible
to negative changes in more established channels.

Shopping is not just about price; the perceived quality
and innovation play an important role, and we can
help your brand understand the right place to be in
the spotlight.

For more information, contact
kantar.latam@kantar.com [( AN TAR



