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Premiumisation 
Remains Alive and Well

Premiumisation is a key driver behind positive revenue mix, high margins, 
and ROIC. It is a positive for the category overall as it grows value sales.

The question here is, 
where does your brand 
sit in the mix?

Does it stand out from the crowd with a really strong message that 
attracts its ideal target audience with laser edged efficiency? Or is it 
guilty of the ultimate sin . . . hybrid mediocrity, blending in with every 
other competitor and lost in the crowd!



Consumers want to ‘trade up’ 
and satisfy higher needs

Premiumisation is happening because consumers are 
increasingly searching for value for money from purchases 
and this all over the world.

88%of consumers consider spirits an affordable luxury.
To consumers, affordable luxury means quality & value
Consumers regard them as “worth paying more for”. 88%



Example:
It’s not all about craft – 
the super premium phenomenon is 
reinvigorating spirits

Between 2006 and 2014, standard gin sales stagnated
whilst super-premium gin sales grew  up to 18%

18%



A huge shift in consumer 
desire for luxurious 

brand expressions has created a new 
market for premium products, even 
on the mass scale. For many brands, 
this emerging demand is overwhelming 
and raises questions of how to best 
target these evolving consumers, what 
ramifications these trends might have 
for production and how to continue 
evolving your brand offer without losing 
your authenticity.



With the increasingly 
competitive and 

fragmented global market, the 
need for packaging to differentiate 
brands has continued apace.

B&B will support you in your 
efforts for premiumisation 

of your brands and products with its 
wide range of premium label papers and 
flexible packaging papers.


