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90% UK consumers say 
Cost of Living is the 
most important issue 
they face 



Source: Circana SOTN Webinar 2025

67% of UK consumers 
are spending less on 
non-essentials



The Challenge and Our Agenda

•Private labels are gaining; shoppers are cutting back—even on basics.

•Brands must make value visible through performance, trust, and innovation

•Today we will use Hero Cosmetics – the makers of Mighty Patch as a case study, 

showcasing a brand that wins the value equation. 



Redefining Value Beyond Price

Quality & Trust: Performance, safety, and credentials

Innovation: Formats, features, new solutions

Emotional Connection: Brand heritage, purpose, relevance

Experience: Convenience, service, and ease of use

Sustainability: Ethical, eco-friendly, and certifications

Price: What the shopper pays

Effort: Time and energy to find, buy, and use

Risk: Perceived risk of trying something new



Case Study

Hero.
MIGHTY PATCH



Why are we choosing to speak about Hero. ?
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UK Spot Patches - Value Sales

Value Sales % Chg vs. YA
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Projection

Hero. has become 

#1 brand for Spot 

Patches



Build trust through 
emotional connection



Build Trust through … Emotional Connection 

•Relatability: Humour captures the everyday reality of 
acne without judgment. 

•Disruption: In a category dominated by seriousness, 
laughter stands out. 

•Empowerment: By mocking pimples as silly 
antagonists, Hero shifts the emotional tone. Acne is no 
longer scary—it is beatable, even laughable. 
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Build Trust & Lower 
Perceived Risk through 
Credentials 



Build Trust & Lower Perceived Risk through … Credentials 

EFFICACY POPULARITY REASSURANCE



Build Trust & Lower 
Perceived Risk by 
showing that it works



Build Trust & Lower Perceived Risk by … Showing it Works
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✓ Content creators with authentic acne issues

✓ Genuine product usage and experience

✓ Raw & real 

✓ Peel & reveal 

ER
20-30%



Lower shopper effort 
to find with… 
Format innovation 



HIGH STREET GROCERY ONLINE

DESTINATION FOR SKINCARE
KEY CHANNEL FOR NEW 

LAUNCHES / RECRUIT 

REGULAR PURCHASE / 
REPLENISHMENT 

FOR THOSE ALREADY USING 
THE PRODUCT

RECRUIT NEW PATCH 
SHOPPERS / HEAVY SHOPPERS 

WITH HIGH SPEND

Makes Hero accessible to all, without sacrificing quality

DISCOUNT & VALUE

INCREASE CATEGORY REACH 
/ HIGH VOLUME & MARGIN 

DRIVER

✓ BEST SELLERS
✓ PROVEN INNOVATION

✓WIDE RANGE
✓INNOVATION
✓EXCLUSIVES

✓ WIDE RANGE
✓ INNOVATION
✓ BIG PACK SIZES

✓SMALLER PACKS FOR 
AFFORDABLE SHELF PRICE



Lower shopper effort 
to find with.. 
Product exclusives



This strategy works best when the exclusive easy to spot and easy to 
understand, activated beyond the shelf and part of a joined-up story  

Winning shoppers through exclusives is about giving them 
a reason to choose you, not just a place to buy the same 
thing cheaper. 

THE SELLING PATCH ONLY 
AVAILABLE at……

Meet your 
Mighty Hero



CONCLUSION



• Make superiority obvious (claims, proofs, POS) — recruit and retain without racing 

to the bottom.

• Earn space and become easier to find by solving shopper pain points and 

presenting distinctive offers to retailers

Conclusion 

19


	Default Section
	Slide 1
	Slide 2: 90% UK consumers say Cost of Living is the most important issue they face 
	Slide 3: 67% of UK consumers are spending less on non-essentials
	Slide 4: The Challenge and Our Agenda
	Slide 5: Redefining Value Beyond Price
	Slide 6
	Slide 7: Why are we choosing to speak about Hero. ?
	Slide 8
	Slide 9: Build Trust through … Emotional Connection 
	Slide 10
	Slide 11: Build Trust & Lower Perceived Risk through … Credentials 
	Slide 12
	Slide 13: Build Trust & Lower Perceived Risk by … Showing it Works
	Slide 14
	Slide 15: Makes Hero accessible to all, without sacrificing quality
	Slide 16
	Slide 17
	Slide 18
	Slide 19: Conclusion 


