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Scope

INTRODUCTION: MEGATRENDS FRAMEWORK

Businesses harness megatrends to renovate, innovate and disrupt
The drivers shaping consumer behaviour
Megatrends framework

CROSS-TREND COMPARISON: FRANCE

The search for convenience will continue to shape French lifestyles

CONVENIENCE

Convenience
Ochama introduces pick-up points and a next-day delivery service in France
French consumers seek an easier life
Employees aim for a better work-life balance
Shoppers enjoy the immediacy of physical stores
E-commerce is driven by the need for convenience
Gen Z turn to meal kits to save cooking time

DIGITAL LIVING

Digital living
Carrefour trials palm payments in Paris store
Millennials are most likely to own an in-home virtual assistant device
Consumers pay greater attention to data privacy
Millennials are less concerned about sharing personal data
The French are most likely to seek the opinions of friends and family
Consumers expect more online activity in future

DIVERSITY AND INCLUSION

Diversity and inclusion
Orange uses deepfake imagery to challenge gender bias in sport
The French are eager to voice their opinions on issues that matter to them
Millennials are the most charitable cohort
French consumers embrace inclusivity
Millennials hold brands to account

EXPERIENCE MORE

Experience more
Lacoste banks on gaming and personalisation with its UNDW3 NFT loyalty card
Day trips remain popular
French enjoy outdoor experiences
Consumers demand greater customisation

PERSONALISATION

Personalisation
Bricorama’s AI assistant provides customised painting recommendations
Consumers weigh up data concerns against desire for tailored offers
Younger consumers seek unique and personalised experiences

PREMIUMISATION

Premiumisation
Air France offers “signature” dishes to premium economy passengers for the first time
The French appreciate premium and customised features
Hyper-personalisation gains traction
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Taste and quality are key for French consumers

PURSUIT OF VALUE

Pursuit of value
Carrefour launches low-cost, Brazil-style cash-and-carry chain
Shoppers are looking for ways to get more value for their money
Older consumers see their incomes squeezed
French consumers reject the throwaway culture
Gen Z are the thriftiest cohort

SHOPPER REINVENTED

Shopper reinvented
Franprix rolls out AI-powered shopping carts for efficiency and personalisation
Brand trust is most important to Millennials
Consumers prefer using the internet for travel bookings and second-hand shopping
S-commerce is starting to gain traction
Gen Z lead the way in brand engagement

SUSTAINABLE LIVING

Sustainable living
Luxury resale pioneer Vestiaire Collective bans fast fashion brands from its platform
Consumers want to play their part in protecting the environment
Gen Z tend to pay more attention to sustainably-produced products
Energy conservation is crucial to French consumers
French take voting more seriously than their global counterparts
Consumers look for packaging that is recyclable or biodegradable

WELLNESS

Wellness
Heura brings pop-up meat-free “butchers” to France
Consumers employ mindfulness techniques for stress relief
Millennials turn to supplements to enhance health
Consumers are more informed about health and safety issues
Leverage the power of megatrends to shape your strategy today

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/megatrends-in-france/report.


