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THE OCCASIONAL INDULGENCE:
WHEN PREMIUM |S A TREAT

Occasions that merit celebration often call for
premium indulgences. These moments are
about more than just the product; they're about
creating memories and enhancing experiences.
Whether it's a romantic dinner at home, a festive
celebration, or a personal milestone,, premium
products add a layer of joy andﬁgl%_’
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THE CALL OF THE PRIVATE LABEL

For many consumers, the journey to private labels
begins with a simple question: why pay more? Price is
a decisive factor, with shoppers recognizing that these
products often provide comparable quality at a
fraction of the cost.

he affordability, combined with perceived quality,
makes private labels an appealing choice for those
keen on stretching their budget without compromising
on performance.

"The price, why pay more when the product tastes the
same." (Female, 54)

"| like them as they are generally cheaper than

branded products and sometimes have the same
product inside.” (Male, 54)
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THE PREMIUM PRIVATE LABEL PHENOMENON

In the bustling aisles of supermarkets, where choices abound, a new player
has emerged to captivate consumers: the premium private label. Distinct
from standard offerings, these products promise a touch of luxury without
the exorbitant price tag. Our journey into the world of premium private
labels unveils consumer perceptions, distinctions from standard labels, and
their suitability for those special occasions that call for something extra.

Consumers perceive premium private labels as a step above the standard
store brands, positioned to offer quality that rivals or exceeds well-known
national brands. These labels are seen as a strategic move by
supermarkets to cater to discerning shoppers who seek luxury at a more
accessible price point.

"Premium private labels are niche, distinct, luxurious and of a higher
quality than standard labels." (Male, 28)

"I understand them to be still cheaper than branded that offer that bit
more quality." (Female, 46)

"Premium labels are offered by supermarkets as an alternative to the

cheaper products aren't always appealing to some customers.” (Female,
30)
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For supermarkets looking to establish a successful premium
private label, simply elevating packaging and pricing isn't
enough—true quality differentiation is key. Consumers expect
premium private labels to rival or exceed national brands in
taste, ingredients, and overall experience.

Transparency in sourcing, high-quality ingredients, and
consistent product excellence are crucial to gaining and
maintaining trust. Additionally, premium private labels must
strike a balance between affordability and indulgence, offering
a compelling reason to choose them over both standard private
labels and high-end branded products.

Effective branding, clear communication of quality benetfits, and
consumer trust-building efforts will be the foundation for a
premium private label that resonates and sustains long-term
success.
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