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INTRODUCTION

Scope
Key findings
Exploring affordability, value, and the new reality across consumer goods industries
In the new consumer reality, value is more than just a competitive price
Affordability, Value, and the Cost of Living: Beyond price tags in consumer goods

APPAREL: AN INDUSTRY AT A CROSSROADS

To race or not to race to the bottom
Shein uses AI technology for on-demand design and production
But the cost of living crisis also boosts demand for repairs, resale, quality and durability
Arc’teryx focuses on design durability and circularity
DSW partners with Cobblers Direct in the US while VEJA opens a shoe repair centre in Paris
Ultra-cheap fast fashion is not the only answer to deliver 'value' to consumers

BEAUTY AND PERSONAL CARE: SIMPLICITY AND SAVINGS

Consumers are after cost-effective and streamlined routines and products
Av è ne: Bridging beauty and health
NAE: Solid beauty box set that emphasises simplicity and sustainability
Clean Beauty at Walmart: Affordable, accessible, and transparent
Effective strategies focus on simplicity and multifunctionality

DRINKS: FINDING THE RIGHT MIX

The focus on affordability is shaping new drinking habits and occasions
Coca-Cola: Promoting affordability through price-package optimisation strategy
Campa Cola: Capitalising on nostalgia and value-seeking Indian consumers
Heineken: Cheers to a good night out, wherever that is
The key to success is to find the right mix

FOOD: BEYOND DISCOUNTS AND PROMOTIONS

Consumers are uncompromising when it comes to food
Choba Choba: Pushing boundaries to feel (even) better about chocolate
Mastellone Hermanos: Delivering affordability and nostalgic appeal
It’s not all about discounts and promotions

CONCLUSION

Key takeaways
Navigating the new reality across consumer goods industries: How to win
Evolution of Affordability, Value, and the Cost of Living
Questions we are asking

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
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Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/affordability-value-and-the-cost-of-living-
beyond-price-tags-in-consumer-goods/report.


