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Value Re Defined: The UK Modern Consumer Shifts from Price to Quality, Fairness and Freshness
UK consumers are fundamentally re‑defining what “value” means, according to new findings from Lumina Intelligence’s The Modern UK Consumer 2026. While price remains part of the decision‑making equation, it is no longer the dominant driver. Instead, consumers increasingly judge value through quality, reliability, experience and emotional payoff, with fairness and consistency now outweighing the appeal of ultra‑low prices.
The research shows that “good value” is no longer synonymous with cheapness. Shoppers and diners are far more likely to associate value with being fairly treated, receiving consistent quality, good taste and trusted cues that justify spend, particularly in an inflationary environment. Heavy discounting, while still relevant for some cohorts, can undermine quality perceptions and erode trust when not backed by strong fundamentals.
Health Intent Continues to Outpace Behaviour
The report also highlights a persistent say–do gap in health behaviours. Consumers fluently talk about low ultra‑processed food (UPF), balanced nutrition and holistic wellbeing, yet everyday choices continue to default to simplicity, speed and convenience.
The largest gaps between intention and action sit around balanced macronutrients and low‑UPF eating, both of which require greater effort, knowledge and label scrutiny. Despite strong stated interest, these complexities often act as friction points in real‑world decision‑making.
This gap presents a clear opportunity for brands. Increasingly, operators and manufacturers are simplifying health communication through clearer visual cues, shorter messaging and menu or packaging framing that translates complex nutrition into fast, intuitive choices.
Freshness, Taste and Presentation Drive Conversion
Across both in‑home and out‑of‑home occasions, the research confirms that freshness, taste and presentation act as instant quality shortcuts. These sensory cues consistently outperform detailed claims, certifications and credentials in influencing choice and justifying price.
Consumers instinctively assess quality through what they can see, smell and experience immediately. While provenance, nutrition and ingredient transparency play a supporting role – particularly for older or more health‑engaged audiences – sensory signals are what convert in practice.
The findings highlight the importance of making quality visible and tangible, reducing reliance on explanation and enabling brands to command value with greater confidence.
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Methodology
The findings are based on Lumina Intelligence’s annual Psychographics Survey, drawing on responses from 3,000 UK adults aged 18+. The survey was conducted over a four‑week period to 18 June 2025 and is nationally representative across age, gender and region.

Additional behavioural insight is supported by Lumina Intelligence’s Eating and Drinking Out Panel, tracking consumer attitudes, values and decision‑making across both in‑home and out‑of‑home food and drink occasions.
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