What Consumers Really Think About CPG

Brands

Social media is becoming the world's largest always-on focus group. Reddit threads, TikTok comments, reviews and
community discussions reveal a simple shift: consumers still care about brands, but the premium has to be earned every

time.

THE SIGNAL: Brand loyalty is increasingly conditional. Consumers reward tangible performance,

value and trust - and publicly challenge brands when those expectations are not met.

1. Value is replacing automatic loyalty

Example: Kirkland vs. national brands. Consumers compare
products one by one instead of assuming the famous name is
better. They may prefer a branded coconut water, but choose
private-label trash bags or household staples when performance
feels equivalent. The question is increasingly: what exactly am |
paying extra for?

2. Shrinkflation feels like a trust violation

A smaller package at the same price isn't discussed merely as
inflation. Consumers often interpret it as a transparency issue:
you hoped | wouldn't notice. Social media then turns an
individual observation into a shared calculation of price per
ounce, old-versus-new packaging and perceived value.

3. Product experience beats positioning

Example: Poppi and Olipop. Their branding is built for social
discovery, but consumer conversation quickly moves to taste,
texture, ingredients, fiber and price. Great packaging can win

trial; repeat purchase depends on what happens after the can
opens.

4. Consumers use other consumers to decode
claims

A shopper asks whether a $3 beverage is worth it and strangers
immediately dissect ingredients, flavor, stomach reactions and
alternatives. The consideration funnel now happens in public -
across social feeds, search, reviews, retail aisles and Al tools.

5. Distinctiveness still creates value

Example: Liquid Death. Water became culturally distinctive
through irreverent packaging and a voice unlike conventional
beverage marketing. The lesson isn't to imitate the brand; it's
that safe, generic positioning can disappear in categories where
functional differences are difficult to see.

6. Consumers are loyal to outcomes, not
corporations

The same shopper can insist on Tide or Bounty, switch another
category to private label and abandon a snack the moment
quality falls or the package shrinks. Brand equity is increasingly
product-specific and continuously re-evaluated.

WHAT CPG LEADERS SHOULD ASK

What are consumers recommending without being prompted? What complaint keeps recurring? Which competitor are they
comparing us with? What words do they use - not the words in our creative brief? At what price does the brand premium stop

feeling justified?

The takeaway: Social listening is most valuable when it identifies the gap between what a brand believes it sells and what
consumers believe they are buying. The smartest CPG companies won't try to make consumers talk more positively. They'l
listen closely enough to give consumers something more positive to talk about.

Directional synthesis of recent public social/community conversations; social media is not a representative consumer survey. Examples referenced in the source blog

include Kirkland, Poppi, Olipop, Dove and Liquid Death.




