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 Background: 
  

Supermarket shelves continue to fragment filling up with smaller brands in all categories. 

Many of these brands, regardless of the health of the overall category or product, are 

making claims on everything from GMOs to whole grains—as well as providing product 

positioning that is clean, natural and attached to the source. The issue is not whether these 

things are true, but whether or not the consumer believes it is. And because they are not 

constrained with high dollar revenue targets, these brands can continue to grow slowly until 

they’ve taken a foothold.  

The question this study explores is whether large “big brand” food companies can maintain 

success with the same approach of providing a healthy, natural product within the confines 

of excellent taste? Or are products from larger companies already considered less healthy 

and less desirable? In addition, what, if any, advantages go with large brands in the minds of 

consumers. 

 

 Methodology: 
  

o Online study of 1,549 primary grocery shoppers 18+ years old. 

 

Part I: Two different groups of respondents are asked to evaluate the same products 

relative to how healthy they think they are and other measures. For both groups the only 

thing that will change related to each product is the brand owner – some will see a 

multinational brand owner, some a small company brand owner.  

 

A sampling of the products categories evaluated are: 

 Breakfast Cereal  

 Sweet Snacks 

 Snack/Granola/Protein Bars 

 Carbonated Beverages 

 Non-carbonated Beverages 

 Frozen Meals or Side Dishes 

 Meals or Sides from Dried Grocery Aisle 

 Savory Snacks 

 Yogurt 

 



 
Part II: Respondents evaluate a series of “pairs” of the same type of product, one from a 

multinational and a very similar product from a smaller company. Some of the pairs 

included in the study are: 

 

A sampling of the product categories evaluated are: 

 Non-carbonated beverages 

 Savory Snacks 

 Yogurt 

 Salad dressings and sauces 

 Frozen Meals or Side Dishes 

 Store-bought soup in a can, bowl or box 

 Snack bars, Granola bars, Protein bars 

 Meals or sides from the dried grocery aisle 
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o Shopping preferences: 

 Do shoppers prefer to buy products from establish brands or smaller 

companies? Does it depend on the category?  

 Do they prefer to buy from brand names they recognize?  

 Do they typically buy the same products over and over again? 

o Experimental Eating 

 Do shoppers like trying new products? 

 Do they buy new products because of unique or interesting 

ingredients? 

 Do they like experimenting with non-traditional flavors? 

o Small Brand Perceptions 

 Do they believe smaller, innovative brands usually have more 

information about benefits on packages?  

 Are their product packages more appealing? 

o Small vs. Large Brand Perceptions – Who has the advantage in terms of… 

 Which is more likely to produce a healthier product? 



 
 Which do you trust more? 

 Which do you think would offer a higher quality product? 

 Which is more likely have a higher level of expertise in what they are 

producing? 

 Which is more likely to be on the forefront of new trends? 

 Which is more likely to be innovative? 

 Which do you think cares more about sustainability in their 

manufacturing process? 

 Which is more likely to believe in the product they are offering? 

 Which uses higher quality ingredients? 

 Which cares more about the ethical treatment of animals? 

 

 Product Comparison Reviews: In this section, users of each category evaluated two 

comparative products — a big name-brand product vs. a niche-brand product, and are 

asked a series of questions evaluating each of these products together. Each user 

evaluated four product pairs. 

 

o Specific brands evaluated: 

Campbell’s Organic Tomato Soup Vs. Pacific Organic Tomato Bisque 

Quaker Chewy Granola Bars Vs. Van’s Granola Bars 

Ocean Spray Cranberry Juice Vs. Lakewood Organic Cranberry Juice 

Kraft Macaroni & Cheese Vs. Annie’s Macaroni and Cheese 

Planters Trail Mix Vs. Woodstock Trail Mix 

Chobani Yogurt Vs. Dreaming Cow Yogurt 

Newman’s Own Honey Mustard Vs. Briannas Honey Mustard 

Nestea Iced Tea Vs. TK Hibiscus Green Jasmine Hibiscus Tea 

Lean Cuisine Orange Chicken Vs. Luvo Orange Chicken 

Green Giant Chipotle Harvest Vs. Path of Life Southwest Quinoa 

 

 Theoretical Comparisons: Theoretical comparisons are theoretical because two 

different groups of respondents saw the same product, and in the case of one of 

the groups, the brand shown next to the product was theoretical (i.e., 

manufactured by Pepsi). A logical large-brand manufacturer was added to or 

associated with the smaller, niche product to see if it changed the ratings of that 

brand at all on various measures. At the end of the study, respondents were 

informed that it was a theoretical branding exercise. The second group saw just 

the smaller or niche brand with no added brand association other than what was 

already on the package.  

 

o Specific brands evaluated: 

 Earnest Eats Hot & Fit Cereal 

 I Heart Keenwah Quinoa Clusters 



 
 Hidden Garden Cookies 

 Go Macro Macrobar 

 GT's Kombucha 

 Purity Organic Superjuice 

 Telula Tart Cherry Chia Drink 

 Bai Bubbles Sparkling Antioxidant Infusion 

 Hi-Ball Sparkling Energy Water 

 Garden Lites Roasted Vegetable Souffle 

 Michael Angelo's Vegetable Lasagna 

 Ancient Harvest Supergrain Pasta 

 Seeds of Change Seven Whole Grains 

 Way Better Snacks Sprouted Barley Crackers 

 Hi I'm Skinny Quinoa Sticks 

 Unique Sprouted Pretzel Splits 

 Garden of Eatin' Sprouted Tortilla Chips 

 Chia Pod 

 Siggi's Icelandic Style Yogurt 

 Goodbelly Plus Shot 
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 PPT Report of Study Results 


