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In this chapter, all the detailed definitions, tables, 
figures, snapshots, graphs concerning with the project. 
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Premium definition: There are many definitions and 
interpretations on what premium is but if we look at the 
Kapferer’s definition of premium as opposed to luxury in 
his characteristic poetic and prophetic ‘Frenglish’:

"Premium is the reward for hard work and is 
fundamentally associated with effort and achievement, 
placing it within the realm of the bourgeoisie. It stands 
in structural and symbolic opposition to aristocratic 
luxury. Premium is chosen rationally for its excellence, 
whereas luxury is chosen for hedonism and vanity. 
Premium is comparative, while luxury is superlative."

(Kapferer and Bastien,.2017) developed a model 
illustrating the positioning and relationships between 
three brand types: luxury, premium, and fashion (see 
Figure I). Although fashion has not been previously 
discussed in other literature on premium branding and 
will not be further discussed here, (Kapferer and 
Bastien,. 2017) argue that it is often semantically 
confused with premium and luxury. Fashion used to be 
synonymous with luxury (as only wealthy individuals 
could afford new items before they were worn out), but 
this changed in the 20th century, as products beyond 
life's basic necessities became accessible to the 
masses. 



Price as thr basis for product classification:

Although price is excluded from the premium definition 
in literature review, the positioning of premium and 
related classes is mainly determined by price. Price 
serves as the most concrete indicator of a product’s 
positioning, conveying the intentions of the 
stakeholders regarding 

whether they want the product to be perceived as 
expensive. It is also the most effective measure to 
communicate value to consumers. Everyone has a 
specific opinion on a product’s worth, and monetary 
value provides a precise way to express and compare 
this opinion to other products.

Other measurement options are less concrete and 
informative. For instance, examining market share or 
sales numbers does not sufficiently reflect the premium 
perception of packaging. A product might sell well due 
to being extremely cheap and widely distributed, or it 
might sell poorly because it is only available in a few 
exclusive stores, being of high quality and thus too 
expensive for most consumers.

Huang and Huddleston (2009) created a graph 
measuring product classes based on price and quality.

Figure 1: Kapferer and Bastien’s graphical representation 
of premium positioning as opposed to luxury and 
fashion.

Appendix B: Definition & explanations
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This graph is insightful and addresses the need to 
evaluate products based on quality. Their graph shows 
premium private label products overlapping and even 
exceeding the quality of national brand counterparts, a 
point also noted by Richardson et al. (1994).

In Huang and Huddleston’s model, leading premium 
national brands are positioned at the same level as 
premium private label brands. Opinions on premium’s 
position and exact terminology clearly differ, but it is a 
matter of semiotics. As Kapferer and Bastien (2009) 
stated, the categories are porous, their boundaries 
permeable, but their core remains clear. To limit semiotic 
confusion and promote coherence, this research 
emphasizes that the premium positioning of packaging 
is solely based on price.

This graph is insightful and addresses the need to 
evaluate products based on quality. Their graph shows 
premium private label products overlapping and even 
exceeding the quality of national brand counterparts, a 
point also noted by Richardson et al. (1994).

In Huang and Huddleston’s model, leading premium 
national brands are positioned at the same level as 
premium private label brands. Opinions on premium’s 
position and exact terminology clearly differ, but it is a 
matter of semiotics. As Kapferer and Bastien (2009) 
stated, the categories are porous, their boundaries 
permeable, but their core remains clear. To limit semiotic 
confusion and promote coherence, this research 
emphasizes that the premium positioning of packaging 
is solely based on price.



Classification of premium:

For coherent communication, overview, and research 
purposes, this project classifies FMCG brands relevant 
to packaging design companies. The focus is on 
premium brands, the second tier of brands. Category-
leading national brands and high-end line extensions of 
A-brands are often categorized as premium brands. 
These brands lead their categories through commercial 
efforts (marketing and sales) and innovation in product 
and packaging. The ranking for this positioning is 
primarily based on pricing, as detailed in appendix. The 
five brand classes are described on the following page, 
with illustrations for the most relevant luxury and 
premium brands.Figure 2: Premium private labels as compared with 

national brands and private labels and generics by 
Huang and Huddleston.
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 Luxury Brands

Luxury brands are unique, low-volume producers that 
go beyond the typical price-quality-convenience 
equation. These products are often of high quality but 
are priced extraordinarily high due to their status-
enhancing appeal. Luxury items are typically bought to 
elevate one's status and showcase wealth, or given as 
prestigious gifts, rather than for functional use

 Premium Brands

Category-leading national brands are often referred to 
as premium brands, also known as A-brands. However, 
this project distinguishes between regular A-brands and 
true premium brands, including the premium line 
extensions of A-brands. These premium brands excel in 
their categories through strong commercial efforts, such 
as marketing and sales, and through continuous product 
and packaging innovation

 Premium private labels

Products are high-quality consumer goods produced by 
or on behalf of retailers, often priced similarly to or even 
higher than leading national brands. Huang and 
Huddleston (2009) describe these products as crafted 
to compete directly with top national brands, offering 
consumers a real alternative. These premium labels are 
sometimes only available during seasonal sales, such as 
at Easter or Christmas. Laaksonen and Reynolds (1994) 
emphasize that these products are designed to provide 
consumers with a genuine brand choice in the 
marketplace.

 Private label brands 

Often referred to as store brands or house brands, are 
non-durable products that are owned and branded by 
retailers whose main focus is on distribution rather than 
manufacturing (Collins, Dodd, & Lindley, 2003; 
Richardson et al., 1994). These brands usually offer a 
less expensive option compared to national premium 
brands and are sold under the retailer's own name

 Budget private labels 

These brands are among the most cost-effective 
products in supermarkets. They are designed to offer 
the lowest-priced alternatives within their categories. 
Supermarkets leverage these budget brands to position 
themselves as providing better value for money 
compared to their rivals.
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The two product categories have been chosen as they were the two most consumed categories in India. These product 
categories are further expected to grow representing their potential in the market. This information is presented in the following 
figures.

Appendix B: Reason for choosing product category

Figure 3: Growth chart of Indian food products sector.

Figure 4: Growth chart of Indian food products sector, 
with a clear category wise separation and percentage
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Appendix C: Focus group design
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Appendix C: Brands displayed for focus group settings

 - product category (chips)

10Figure 5: Seven other sample brands along with “Kettle 
studio”
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Appendix C: Brands displayed for focus group settings

 - product category (sweets)

11Figure 6: Seven other sample brands along with “Berfila”
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Figure 7: Tasks given to focus group 1.

Figure 8: Task results from focus group 2 Product cat 1 (Left) cat 2 (Right).

Appendix C: Snapshots of focus group tasks & results
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Figure 9: Task results from focus group 3 Product cat 1 (Left) cat 2 (Right).

Figure 10: Task results from focus group 4 Product cat 1 (Left) cat 2 (Right).

Appendix C: Snapshots of focus group tasks & results
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Appendix D: Snapshots of initial grouping of codes from focus groups.

Figure 11: Initial grouping of the codes obtained from the 
transcripts of the focus groups.
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PREMIUM PERCEPTION

LOGO

COLOR

ILLUSTRATIONS

FONT

Invoking a sense of added value by using the following cues:

 Logo unique to its brand, and small in size to give a niche look.

 Usage of innovative colors for a more differentiated and authentic look
 Usage of matt finish colors for a premium feel. 

 Putting in effort to design the elements to be subtle, deep and tell a story
 Display of bold claims and labels to catch the eye of a consumer.

 using bold and unique fonts to stand apart from competition.

Original, Real, Trustworthy

Unique, Noticeable, Stands 
apart

Serious, Authentic

Superior quality, Contrasting

Appendix D: Initial layout of guidelines from focus group insights.

15
Figure 13: First layout and formation of guidelines
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PREMIUM PERCEPTION
Invoking a sense of added value by combining & using the following guidelines:

Authenticity

 Color  Logo  Illustrations  Font

Differentiation

Superior quality

 Innovative colors give 
the product a unique 
appeal to the 
consumer.

 Bold font along with 
uppercase is classic 
and different.

 Illustrations of 
different labels make 
them different from 
their rivals.

 Logo contrasting from 
the background catch 
the attention and is 
differentiated from 
competition.

 Pastel colors are seen 
as luxury and fine 
quality by consumers.

 Font in line with the 
theme of the package 
is seen as more 
expensive and 
superior quality.

 Illustrations which 
tell story as seen as 
higher quality as they 
are perceived to be 
high effort.

 Logo which is crafty 
and has a theme 
instead of regular logo 
is seen as expensive 
and higher quality

 Matt finish colors are 
more authentic & 
premium.

 Serious font (Upper 
case) is more trustable 
and genuine.

 Custom illustrations 
like sketches give out 
an authentic look.

Logos that are minimal 
and small are confident 
and authentic.

Appendix D: Initial layout of guidelines from focus group insights.

16
Figure 14: Second iteration of guidelines
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PREMIUM PERCEPTION GUIDELINES

Font

Use uppercase font 
as much as 
possible.

Use unconventional colors for 
instant differentiation.

Make the branding pop out from 
the rest of the elements with the 
means of color/font/illustrations.

Make use of abstract imagery/
illustrations/graphics.

Use fonts which are not used by 
your competitors.

Use pastel shade colors. Alter the logo/branding to the 
desired theme.   

Use illustrations as a medium of 
telling a story.   

Customize the font to the 
desired theme.

Color

Brand elements

Logo Illustrations

Show the logo in reasonable size 
and noticeable location.

Make custom illustrations and 
graphics unique to the brand..

Use uppercase font as much as 
possible.

Use matt finish colors as they 
are more authentic than glossy 
finish.
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Figure 15: Final iteration of guidelines from literature review and focus groups

Appendix D: Final layout of guidelines from focus group insights.
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Figure 16: Snapshot of brands shown for survey group 1

Figure 18: Snapshot of brands shown for survey group 3 Figure 19: Snapshot of brands shown for survey group 4

Figure 17: Snapshot of brands shown for survey group 2

Appendix E: Four different redesigns for between-subjects survey.
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Figure 20: Snapshot of Survey

Figure 21: Snapshot of Survey

Appendix E: Snapshots of survey questions.
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Figure 22: Snapshot of within subject effect of design 1 Figure 23: Snapshot of within subject effect of design 2

Figure 24: Snapshot of within subject effect of design 3

Figure 26: Snapshot of rankings of design 1,2,3,4.

Figure 25: Snapshot of within subject effect of design 4

Appendix F: SPSS outputs for within subject effects.
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Figure 27: Snapshot of mean differences of authenticity, differentiation, superior quality of design 1,2,3,4.

Figure 28: Snapshot of mean differences of brand elements Color, Logo, Illustrations, Font in designs 1,2,3,4.

Appendix F: SPSS outputs for mean differences.
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Figure 29: Correlation between price range and premium elements.

Figure 30: Correlation between price range and brand elements in the project.

Appendix F: SPSS outputs: correlations tables.
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Figure 31: Regression of premium elements (Authenticity) and its influence on price perception.

Figure 32: Regression of premium elements  (Differentiation) and its influence on price perception.

Appendix F: SPSS outputs: regression tables.
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Figure 33: Regression of premium elements(superior quality) and its influence on price perception.

Appendix F: SPSS outputs: regression tables.
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Figure 34: Regression of brand elements(Color) and its influence on price perception.

Figure 35: Regression of brand elements(Logo) and its influence on price perception.

Appendix F: SPSS outputs: regression tables.
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Figure 36: Regression of brand elements(Illustrations) and its influence on price perception.

Figure 37: Regression of brand elements(Font) and its influence on price perception.

Appendix F: SPSS outputs: regression tables.
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Figure 38: Standard deviation of color(left) and logo(right).

Figure 39: Standard deviation of Illustrations (left) and font (right).

Appendix F: SPSS outputs: Standard deviations.
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Figure 40: Standard deviation of average of three premium elements across designs (left) and within subjects ranking (right).

Figure 41: Standard deviation of price perception. 

Appendix F: SPSS outputs: Standard deviations.


