
PREMIUMISATION
CROSSING THE BORDERS THROUGH



BRAND

FROM PRIVATE LABEL 
TO PRIVATE



A-Brands 
66%

Private Label 
34%

15 Countries in Europe - PLMA 2014



I DON’T LIKE TALKING IN TERMS 
OF MARKET SHARE. I DON’T WANT 
TO SHARE MY MARKET WITH 
ANYONE.

Larry Light , former CMO MacDonald’s







BUT PRIVATE LABEL CAME A LONG WAY





Mostly weaker 
brand manufacturers 
start producing PL

Retailers 
rationalize

the category to
create space
for private

label

Some brand
manufacturers

become dedicated 
private label

manufacturers



THE RETAIL 
PERSPECTIVE

PRIVATE LABEL



CONCENTRATION: TOTAL MERGERS IN % DIVIDED PER SECTORS 2004-2012
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source: Report on competition law enforcement and market monitoring 
activities ECN 2012 



WE NEED PRIVATE LABEL



THE NEED OF DIFFERENTIATION



THE NEED OF LOYALTY





THE NEED OF MARGIN
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THE NEED TO DRIVE INNOVATION



63% LIKE NEW

56% SWITCH

49% TELL OTHERS
source : NIELSEN BREAKTHROUGH INNOVATION 2014



THE NEED OF NICHE MARKETING













HARD 
DISCOUNTERS

PREMIUM STRATEGY



MARKET SHARE OF DISCOUNT RETAILERS IN EUROPE
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66 BN €63 BN € 18 BN €



AVERAGE 1500 SKU'S



FROM 3000 TO 
40 000 SKU'S



LESS PRODUCTS IS MORE SATISFACTION

MORE PRODUCTS IS BETTER CHOICE







60% SHOPPERS 40% SHOPPERS

3% CONVERSION 30% CONVERSION



“ TOO MUCH FREEDOM 
INHIBITS CHOICE. 
CONSTRUCTIVE 
NARROWNESS 
CLARIFIES CHOICE. “

Walter Darby Bannard







+15%

Source: Kantar WorldPanel - 12 weeks 2016



+15%

+65%
Source: Kantar WorldPanel - 12 weeks 2016



GO PREMIUM 
WHY AND HOW



NUMBER OF PEOPLE WITH ANNUAL INCOME > 
US$28’000 GLOBALLY
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Source: UNIDO, WIDER, World Bank, Nestlé F&C 

+72%



LARGER PERCENTAGE OF POPULATION:

BETTER EDUCATED

MORE SOPHISTICATED

MORE DISCERNING

MORE TRAVELLED



PREMIUMISATION

BETTER IS BETTER

ECONOMISATION

GOOD IS ENOUGH



3

WORLDWIDE LUXURY “MARKET OF THE MARKETS” (2015E|€B)

Worldwide luxury markets collectively surpassing one 
trillion in 2015

WORLDWIDE LUXURY “MARKET OF THE MARKETS” (2015E|€B) 

Source: Bain and Company 2015 World wide market monitor



TECHNICAL

FUNCTIONAL

EMOTIONAL



1 

SPECIALIST 
PRODUCTION

THE SEVEN KEYS AREA

3 

SENSORY 
APPEAL

4 

FORMAT AND 
SHAPE

6 

UNIQUENESS

7 

OCCASION AND 
RITUAL

5 

SUSTAINABILITY

2  

SPECIALIST 
BENEFITS

Source: The Gild



IT’S RELATIVE











IT’S ALL CONNECTED

ACROSS THE WORLD

ACROSS THE STORES

WITHIN THE STORE



ALDI NEW CONCEPT KIRCHSEEON





EDEKA NEW CONCEPT HIEBER











CROSS THE BORDERS 
WITH PRIVATE LABEL

OUR ADVISES TO



THINK LONG TERM



CONTINUE TO DO THE BASICS

BUT DO THEM WELL !



SHAPE THE FUTURE

BEFORE IT SHAPES YOU



THANKS

REMY MEDINA 
RMEDINA@IPLC-EUROPE.COM


