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The DNA of Growth: The Calculated Hedonist

For years, marketers have viewed the "impulse buy" as a failure of willpower – a 

momentary lapse at the checkout till. But as we navigate 2026, the spontaneous 

impulse buy is dying out. Faced with chronic macro -stress and an ongoing 

polycrisis, behaviour has evolved

People haven't stopped treating themselves, but they have drastically changed 

how they do it. They are aggressively slashing their boring commodity bills (the 

"Aldi -Brag ") to actively ring -fence their funds for pre -planned psychological 

rewards, not to save for a pension

We have entered a true 'barbell economy,' where consumers flock to the extremes 

of ultra -value and ultra -premium

So what?  

If your strategy relies on being 'sensibly priced' in the murky middle, or 

catching a shopper off -guard at the checkout, you are playing a losing 

game

To unlock growth, you must choose your psychological battlefield: be the 

frictionless utility brand that saves them money, or be the undeniable, 

guilt -free reward they eagerly spend those savings on

ABILITIES (PSYCHOLOGY & SKILL)

The death of the Impulse Buy

Consumers are no longer falling for checkout -till temptations. They are 

employing 'Mental Accounting 2.0' -  using strict cognitive buckets to 

ruthlessly isolate "commodity" spend from their "sanctuary" treat spend 

With 84% of shoppers now rigidly pre -planning their grocery trips to stick 

to cheaper store -brands, the spontaneous 'impulse buy' is being squeezed 

out of existence. Your premium product can no longer rely on a whim; it 

must earn a pre -planned spot in the consumer's emotional budget

Read more from McKinsey ->

NEXT MONTH

The rise of the uncompromising consumer, the Sovereign Single

ENABLERS (OPPORTUNITY)

The new spending psychology of a 

Cautious Consumer

The physical and digital retail environment has shifted to support a new 

breed of cautious consumers. With inflation fatigue settling in, consumers 

start to strategise

The normalisation of digital deal -finding and ultra -discounters has 

removed the friction - and the stigma - of trading down. This structurally 

enables the Value Paradox: by easily minimising spend on the mundane, 

the environment literally frees the cash to fund the premium

R ead more in Economy Insights ->

DRIVERS (MOTIVATION)  

The ROI of Sanity

To a classical economist, dropping £8 on an artisanal chocolate bar while 

buying own -brand bleach looks like madness. To a behavioural scientist, 

it’s emotional survival 

When major life milestones feel mathematically impossible, consumers 

are regaining a sense of agency through micro -luxuries. But because 

these are pre -planned splurges consumers are ruthlessly evaluating on a 

new metric: Return on Guilt (ROG) 

We recently decoded the "Splurge -Permit" – showing how smart brands 

are using temptation bundling to provide the ultimate psychological alibi.

Read our full article ->

84% of consumers rigorously pre-plan their shopping to stick to 
private-label basics. Yet simultaneously, over 1 in 4 admit to 
‘doom spending’ – willingly sacrificing long-term financial goals 
to fund premium daily treats just to cope with stress
(Sources: McKinsey & Company / Intuit)
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We decode the DNA of human behaviour to unlock transformative growth. Our evidence -based model 

reveals the hidden forces behind consumer choices by diagnosing their Drivers  (hidden motivations), 

eNablers  (environmental context), and Abilities  (knowledge and associations) to translate deep insight 

into concrete brand action

The middle ground of FMCG is now a graveyard
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