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Scope

CONSUMER LANDSCAPE

Consumer landscape in Colombia 2025

PERSONAL TRAITS AND VALUES

Personal traits and values
Colombians take health and safety precautions when they leave home
Time with parents: Most prioritised by Gen Z
Consumers say their identity is accepted by society
Older generations value online virtual experiences
Older generations anticipate to have more free time for themselves in future
Personal traits and values survey highlights

HOME LIFE AND LEISURE TIME

Home life and leisure time
Exercising: Popular home activity for older generations
Consumers enjoy interacting with friends face to face
Outside space: Most desired home feature by Baby Boomers
Access to green spaces: Most desired external feature by Baby Boomers
Consumers in Colombia desire relaxation when travelling
Home life and leisure time survey highlights

EATING AND DIETARY HABITS

Eating and dietary habits
Older generations more likely to be on a diet
Baby Boomers claim not to have time for grocery shopping
Consumers cook or bake for themselves
Baby Boomers closely read nutrition labels
Colombians are ready to pay more for products with health and nutritional properties
Eating and dietary habits survey highlights

WORKING LIFE

Working life
Younger employees emphasise being able to feel comfortable expressing their identity
Colombians seek to have a job that allows for a strong work-life balance
Younger generations want to receive a generous income
Consumers expect to work from home in the future
Working life survey highlights

HEALTH AND WELLNESS

Health and wellness
Consumers in Colombia walk or hike for exercise
Yoga remains popular stress-reduction measure among Millennials
Health and nutritional properties the most influential product feature among Colombians
Millennials most likely to own fitness wearables
Health and wellness survey highlights

SHOPPING AND SPENDING

Shopping and spending
Colombians enjoy discovering good deals
Older generations consistently search for established or renowned names
Baby Boomers seek products with easy to understand labels
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Baby Boomers try to purchase locally-sourced products and services
Consumers in Colombia often donate used items to a charity or non-profit
Millennials regularly engage with businesses' social media content
Millennials use a price comparison websites
Colombians set to increase spending on education the most
Older generations depend on monetary assistance provided by loved ones or acquaintances
Shopping and spending survey highlights

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/consumer-lifestyles-in-colombia/report.


