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“Brands considered innovative tend to generate a stronger
reputation for being worth paying more for among

consumers, suggesting that being noted for innovation can
help to add value not only to individual products, but also

to the brand as whole.”
– Richard Hopping, Brand and Household Analyst

This report looks at the following areas:

Few brands are in a position where they are able to rely on reputation alone to build a premium brand
image. Those that are tend to be high-fashion, car or technology brands, with sizable price tags
compared to the average brand in their sector acting as a marker of luxury or added value. For other
brands, active experience is far more crucial.

Mintel’s brand research suggests a link between the perception of innovation and being considered as a
brand worth paying more for. Innovating could therefore be a means to add value above and beyond
that of competitors, driving purchase decisions and consumer spend not only in the short-term, but
also into the future.
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Figure 48: Top ranking of brands by agreement with “Exclusive” in the technology products sector, January 2015-August 2017
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sector, January 2015-August 2017
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2017
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Fashion’s ability to boost self-esteem is worth a premium
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A clean home is a source of pride

Financial services struggle to differentiate at a brand level

Exclusivity perception comparable across users and non-users
Figure 61: Average agreement with “Exclusive” across all brands, by users and non-users, January 2015-August 2017

Technology Service Providers

Travel

Cross-category Review – What You Need to Know

Sector Comparison

Perception of Exclusivity among Users

Report Price: £1995.00 | $2672.70 | €2262.13

Premium Brands - UK - October 2017

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/793833/
mailto:reports@mintel.com


Users and non-users see similar brands as most exclusive
Figure 62: Top ranking of brands by agreement with “Exclusive”, by users and non-users, January 2015-August 2017

Perception of non-users drives exclusivity
Figure 63: Brands with the largest difference in agreement with “Exclusive” between users and non-users (in favour of non-users),
January 2015-August 2017

Fashion sector is an anomaly
Figure 64: Average agreement with “Exclusive” across all brands, by users and non-users, by sector, January 2015-August 2017

Quality perceptions far stronger among users
Figure 65: Average agreement with “A brand that is consistently high quality” across all brands, by users and non-users, January
2015-August 2017

Consumers conditioned to see brands as quality

Quality among non-users based on reputation and positioning
Figure 66: Top ranking of brands by agreement with “A brand that is consistently high quality”, by users and non-users, January
2015-August 2017

FMCG representation shows importance of experience in these categories
Figure 67: Brands with the largest difference in agreement with “A brand that is consistently high quality” between users and non-
users (in favour of users), January 2015-August 2017

Food brands particularly favoured among users
Figure 68: Average agreement with “A brand that is consistently high quality” by users and non-users, by sector, January 2015-August
2017

Fashion brands can lean on reputation

Creating added value perception among non-users is a tough ask
Figure 69: Agreement with “A brand that is worth paying more for” across all brands, by users and non-users, January 2015-August
2017

Rolex and Dyson particularly outstanding
Figure 70: Top ranking of brands by agreement with “A brand that is worth paying more for”, by users and non-users, January
2015-August 2017

Different brands between users and non-users

Ocado and Lush have a lot to gain
Figure 71: Brands with the largest difference in agreement with “A brand that is worth paying more for” between users and non-users,
in favour of users, January 2015-August 2017

Fashion and BPC stands out for added value
Figure 72: Average agreement with “A brand that is worth paying more for” by users and non-users, by sector, January 2015-August
2017
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