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High class brands put on
an approachable face

What strategies can premium and mass-market brands

adopt that will enable them to keep a foot in both camps

without alienating core users? By Lou Cooper

Baylis & Harding:
The mass-market brand
has a luxury feel
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here used to be an unbridgeable
! divide between premium and mass-
market products, but the recession
H has prompted many premium brands
to tailor their offering to reach a
wider audience. High-end
supermarket Waitrose, for example, launched its
own Essentials discount range last year to cater
to consumers who are feeling the pinch.

Similarly, a number of low-cost ranges are now
successfully competing in the premium arena as
discerning consumers seek out products that
look and feel expensive, but come without the
hefty price tag.

Brands at both ends of the spectrum are trying
to exploit this shift in consumer demand. One
option is to sell a premium product, yet remain
approachable. Premium chocolate brand Hotel
Chocolat is trying to achieve this by selling its
products in shops with a wider customer base.

The company has decided to side-step the
“grande luxe" school of luxury that other high-
end chocolate brands have bought into. Hotel
Chocolat chief executive Angus Thirlwell says
he has avoided an atmosphere of snobbery,
elitism and astronomical pricing in favour of a
more inclusive approach, which sees all sectors
of society coming through the doors of its 41 UK
outlets. “Our staff are very secure in their
knowledge of chocolate, so when they're
engaging with our customers they behave
naturally,” he says.

Hotel Chocolat distributes through its own
channels to create the right ambience, says
Thirlwell. The only partner the company has is
department store John Lewis, which Thirlwell
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says shares similar values in terms of customer
experience and ethics.

The brand has just launched a Purist Rare
and Vintage range for “chocolate connoisseurs”
that features some of the world’s rarest cocoa.
But to make the range accessible to a wider
audience, it is sold in smaller portions to keep
the price down.

Thirlwell says the challenge is convincing
customers that chocolate can be enjoyed in small
quantities. “Anybody can afford to buy decent
quality chocolate, it's just accepting that less is
more," he suggests.

However, appealing to the masses with a
premium product can be a risky business, says
Bart Michels, managing director at brand
development consultancy Added Value. “It's a
delicious temptation for brands to gain access to
a greater pool of people, but the danger is that
you alter your value proposition.”

Chocolate connoisseurs, for example, might be
reluctant to buy products that anybody can get
their hands on. Michels says: “You take the
product into a space where it's no longer
performing at the level it needs to in order to
attract the right customer, or you're priced to a
level where you're accessing consumers who
would put off your core users."

But Thirlwell isn’t worried that making the
Hotel Chocolat brand more accessible will
alienate its upmarket clientele. “If anyone feels
uncomfortable going into one of our shops
because they see a relatively ordinary person
buying our decent chocolate, it's more of a
problem for them than for us.”

Toiletries brand Anatomicals has gone for a’






