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1. What is the impact of shrinkflation on SKU performance?
o SKU sales
o Volume sales
o Value sales

2. Is the impact dependent on the implementation of the shrinkflation?
o Change in SKU price
o Change in volume

3. What is the moderating effect of brand and category characteristics on 
the impact of shrinkflation?

Research Questions
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Package downsizing
§ Downsizing additions may lead to more volume sold (Keller & Guyt, 

2022)

§ Underestimate actual package size changes   (CHandon & Wansink, 2007)

§ Consumers only notice a volume size decrease if large enough (= 
Weber’s law of Just noticeable differences)

Price increase tactics
§ SKU price increase = negative reactions (Janakiraman et al., 2006)

§ Consumers only notice a price increase if large enough (= Weber’s 
law of Just noticeable differences)

§ Consumers concentrate on SKU prices and not on volume unit 
prices (Homburg et al., 2005)

Theoretical context
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Shrinkflation as an effective price increase tactic

+   Higher sensitivity to price changes than volume changes 
(Kachersky, 2011)

+   SKU pricing as more diagnostic cue vs volume unit pricing 
(Homburg et al., 2005)

+   Do not breaching pricing/volume thresholds (= Weber’s law of Just 
noticeable differences)

+   Consumers tend to stick to habits (Dijksterhuis et al. 2005)

BUT

- Media exposure è consumer awareness (Dekimpe & van Heerde, 
2023)

- If consumers are aware of shrinkflation, they find this 
unfair (Evangelidis 2024)

- More attention to volume unit pricing in store (Yao & Oppewal, 
2016)

Theoretical context
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1.Units   = Volume                       Value ?
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Final sale:

408 cases in 4,789 stores in 62 product categories in The Netherlands 
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Sample description
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• 52% of the cases without price change = “pure shrinkflation”
• 21% of the cases with an SKU price increase
• 27% of the cases with an SKU price decrease
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Sample description: top 15 categories
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§ Fixed-effects model to capture effect of shrinkflation on performance SKU i in category c in store s during 
week t:
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Variable Description
Y Focal dependent variable (SKU sales, volume sales, value), year before and 

after each shrinkflation case

SHRINK Dummy variable to signal shrinkflation introduction (step dummy)

CASE CHARACTERISTIC Percentage SKU price increase/decrease, percentage volume decrease, 
original volume

BRAND CHARACTERISTIC Private label (vs national brand), brand size assortment (number of unique 
package sizes)

CATEGORY 
CHARACTERISTIC

Expensiveness, usage frequency, number of shrinkflations is last year

CONTROL Price, promotion depth, size assortment at SKU, brand, competitors + overlap 
dummy variable

Log(Yicst )= α + β1 SHRINKicst + β (SHRINKicst X CASE CHARics ) + β (SHRINKicst X BRAND CHARics ) + (β SHRINKicst X CATEGORY 
CHARc ) +  β Xicst +   λis + γct + δr +   ε icst
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§ Shrinkflation increases sales AND value!
§ 15.7% more units
§ 4.8% more volume
§ 7.8% more value

§ How to implement shrinkflation (in terms of value):
§ A small decrease in volume
§ A small increase in SKU price
§ No decrease in SKU price

§ Thresholds for consumers to notice changes in price and 
changes in size (Weber’s law)
§ Average decrease in volume: 13%
§ Average increase in SKU price: 12%
§ Average decrease in SKU price: 11%
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For which brands and categories?

§ Habitual behavior:
§ Expensiveness category (+)
§ Usage frequency category (-)

§ Likelihood to notice the shrinkflation:
§ Original package size (+)
§ Private label (-)
§ Brand size assortment (+)
§ Number of shrinkflations in the category (+)
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Shrinkflation = effective price increase tactic 
• Increase in sales (unit and volume) and value

Effectiveness depends on case, brand, category 
characteristics

• Consumer awareness
• Habits

Consumer welfare
• Pay more for less without realizing
• Shrinkflation warning labels
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