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INTRODUCTION: MEGATRENDS FRAMEWORK

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

CROSS-TREND COMPARISON: SOUTH KOREA

Convenience is king for Koreans

CONVENIENCE

Convenience

Hy diversifies into food delivery with Knowk app
Millennials are more inclined to spend money to save time
Consumers strive for a better work-life balance

Millennials value instant access to purchases

Online shoppers enjoy the flexibility of e-commerce

Consumers seek convenient meal solutions

DIGITAL LIVING

Digital living

Samsung rolls out Al-powered smart ring

Gen Z enjoy playing video games the most

Internet users are eager to protect their personal data

Baby Boomers are the most averse to targeted advertising
Koreans still rely on personal connections for advice

Many Koreans expect more face-to-face interactions in future

DIVERSITY AND INCLUSION

Diversity and inclusion

Tinder campaign encourages Gen Z daters to be authentic and expressive
Koreans are reluctant to voice their opinions

Baby Boomers are the most socially active cohort

Koreans remain socially conservative

Brand trust matters to Koreans but less so than to their global peers

EXPERIENCE MORE

Experience more

Seoul launches the world’s first comprehensive urban metaverse
The experience economy continues to flourish

Quality dining is highly important to Korean travellers

Baby Boomers are the most likely to seek engaging experiences when shopping

PERSONALISATION

Personalisation

AmorePacific launches in-store Al technology to tailor products to individual skin tones

Millennials are the most appreciative of digital experiences
Baby Boomers want bespoke experiences

PREMIUMISATION

Premiumisation

Starbucks Korea launches its “Reserve-only” concept in Seoul
Millennials are the most eager to stand out from others

Koreans take the time to research products thoroughly before buying
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Nutrition and taste are crucial food qualities for consumers

PURSUIT OF VALUE

Pursuit of value

Kream tackles “ phoneflation ” with the launch of a used smartphone platform
Gen X are the most frugal cohort

Most shoppers are still worried about high living costs

Thrifty and eco-conscious consumers support the circular economy

Gen Z are most intent on saving money

SHOPPER REINVENTED

Shopper reinvented

Coupang rebrands its luxury beauty app as R.LUX with enhanced features
Gen Z consumers put their trust in celebrities

Consumers enjoy a blend of offline and online shopping experiences
Social commerce is taking off

Younger consumers engage most with brands on social media

SUSTAINABLE LIVING

Sustainable living

Korean firm Futurefear innovates with award-winning vegan puffer jacket

Consumers adopt greener lifestyles in response to climate change

Koreans take recycling seriously

Cutting down on food waste and plastic use are the most pressing environmental concerns
Koreans are more likely to boycott brands than their global counterparts

Compostability is considered the most important sustainable packaging feature

WELLNESS

Wellness

Dong-A Pharmaceutical forays into pet dietary supplements
Growing incidence of insomnia drives demand for sleep aids
Health supplements are widely consumed

Consumers are highly aware of personal safety outside the home
Leverage the power of megatrends to shape your strategy today
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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:

o 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.

e Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
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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-south-korea/report.
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