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Balancing price reductions with volume and margin-

building initiatives to increase basket size and proft

B�ANDIN� I�PACTS S�OPPE� 

DECISIONS POSITIVELY

This shows a huge diference in the mindset of brand 

and private label shoppers – the extent brand buyers 

are more willing to show “add value” behaviours.Source: Shopper Intelligence DC

1.

Agreement statements (NFS)

on shopping for Category in retailer

All branded

All own labels

“I often 

buy extra.”

33% 3u% 45% 22%

10% 2�% 34% 1u%

“I try new 

and diferent.”

“I don�t mind 

paying more.”

“I buy because 

i feel like it.”

Category role detail: spend

a)	

b)	

c)	

d)	

e)	

Brands tap into subconscious decision patterns acting as a short cut to making a purchas
e

Brand activity prompts purchase of added value items using motivating messaging and imager
y

Shoppers can be brought (back) into a category when they notice brand activation+

Displays and promotions act as a reminder of an otherwise latent nee
d

Familiar brands help with navi�ation, which makes shopping easier, faster and more enjoyable ,

    proven to increase basket size
.

http://www.shopperintelligence.com


BRANDED SUPPLIERS PROVIDE 

INSIGHTS THAT UNLOCK 

OPPORTUNITY

BRAND BUDGETS SUPPORT 

SHOPPER ENGAGEMENT

COLLABORATION ON,

BIGGER THEMES 

2.

3.

4.

t)

b)

c)

e)

	Brtner invert rubrttntitlly in undrrstanding ionsumrr and shopprr nrrdss,

     inrightr thtt uncover router to growth

	Inright�eriven initittiver tre morr likrlÃ to suiirrds beneÖting rupplier tne rettiler tli��

	Supplierr uneertt�e eettilee tntlyrer ¿often uring rettiler ettt) thtt,

    improrr promotional r¼iirniÃ optitiring ttrgin for both ptrtie�

	Supplierr fune in�eepth cttegory ttntgetent inputr tos for eºttples,

     optimisr ranging and spaiÚ

t) 

b) 

c) 

Supplierr tre willing to fune broadrr iatrgorÃ iommuniiation to ttp into,

     totivttionr thtt erive growt 

Brtne tctivttion grab rÃrballs thtt in turn leter to eºtrt purchtring,

     tne�or trigger crucitl itpulre purchtre�

Brtner invert behine innorations that gro� iatrgorir�

t) 

b) 

c) 

e)

Developing joint CSR initittiver to eeliver largr sialr ihangr,

     in storr ¿eaga reÖlltble ptc�r]

Difrrrntiating  ulllsrrriir storrs frot lititee trrorttent rettilerrs,

     rupporting gretter choices new ieetrs tne rhopping inrpirttioy

Brtner on their own or together irratr strplihangr innoration,

    in cttegorier ¿eaga growth of crtft beer]

 Brtne tctivity adds inspiration to crette tne eºploit retrontl thete�

The full report Brands and their role in competition between retailers ir tvtiltble: 
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