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The approach

Kruidvat is experiencing a number of challenges and
opportunities in its Makeup Category. To gain the best
market success, the brand is in need of a viable plan for the
retail mix, which takes the internal and external situation into
account. This presentation creates that plan, which aims to
increase the margin of the Make-up category by 15% in
2023.

This study briefly addresses the internal and external
company environment, before tackling the assortment,
price, and promotion tactics. Plus, three business ideas are
introduced that increase customer value, to nudge the

. consumer to the brand.
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Kruidvat at a glance
)Kruidvat)

Kruidvat's History

Kruidvat is founded in 1975 by the family de Rijcke. In 2002, Kruidvat is taken
over by the A.S. Watson Group. A.S. Watson Group is the world's biggest
international health and beauty retailer. They have more than 16000 stores,
and 12 retail brands, and are active in 27 markets. Their goal is to further
strengthen the international network and O+O (Online and Offline) platforms.
Kruidvat Holding also owned ICI Paris XL, and Trekpleister [nl], in the
Netherlands and Belgium (Kruidvat, n.d.)
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Kruidvat Today

Kruidvat has millions of customers every week. Because of this Kruidvat is
the market leader in the health- and beauty market in the Netherlands and
Belgium. Kruidvat has 1250 stores and almost 25.000 employees. Their

“ j | motto is “steeds verrassend and altijd voordeling” in English it is “always
.. surprising and always beneficial.” Kruidvat's own brand has products of
BESTE __ good quality and reasoning pricing (Kruidvat, n.d.).
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As a discount drugstore we are unique based on what our ) Kruidvat)
business does best well and what the customer desires

The USP|

Our customer need make-up to keep up their physical appearance, show their identity and enhance
their self-esteem while feeling insecure®. Makeup is used to reduce negative emotions of loss of
control in life and instability®>. Consuming quality makeup is a stress reliever, for those experiencing
the recession®. The products allow the individual to transform, and escape real-life issues.

What our They are on the lookout for (1) quality, (2) great deals, wanting to have (3) easy access online? and
customer in-store, (4) sometimes high-end products*. They desire constant gratification from new products.
desires

Kruidvat's @ "'We help everyone to feel beautiful, good and
Purpose: W healthy with sustainable quality products for an
affordable price" '

. Kruidvat offers good quality for a low price, thus accessible to everyone’.
There is always a store nearby. The frequently given deals and surprising
offers establish a feeling of Fear of Missing OUT (FOMQ) and customer
curiousity, which leads to frequent customer visits.

THREAT The USP of Kruidvat is threatened since more and more
brands adopt a strategy based on cheap pricing.

' Jaarverslag (2021); 2 Heath (2021); ® Studie Jeugd Uitgelicht (n.d.); * Danziger (n.d.)





































































