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Scope

The drivers shaping consumer behaviour

Megatrends framework

Businesses harness megatrends to renovate, innovate and disrupt
Digital living

Telda launches payment app and pre-paid card without the need for a bank account
Egyptians are increasingly reliant on mobile apps

Consumers are protective of their personal data

Gen X pay the most attention to data settings

Friends and family remain the most trusted source of information

Return to in-person activities expected post-pandemic

Experience more

Egyptian cloud kitchen platform The Food Lab set for further expansion
Egyptians enjoy all types of experience

Online socialising is more common than face-to-face amid pandemic
Holidaymakers prioritise relaxation and safety when picking a destination
Baby Boomers are most likely to carry out more online activities

Middle class reset

Amenli provides a digital solution to bring insurance to the mass market
Over a third of Egyptians lead a minimalist lifestyle

The concept of repurposing is gaining traction

Baby Boomers are most likely to ramp up second-hand purchases
Premiumisation

Maijid Al Futtaim launches upscale Carrefour Market Gourmet concept
Consumers are eager for a simpler life

Most Egyptians are confident in their long-term investments

Quality is an important consideration in the path to purchase

Shifting market frontiers

Paymob empowers Egyptian merchants by enabling them to accept digital payments
International products more widely available, despite supply disruptions
Baby Boomers are the most focused on supporting local businesses
Shopping reinvented

New online marketplace Kenzz focuses on the needs of the mass market
M-commerce is now the most common shopping method in most categories
Egyptians are engaging more with brands on social media

Gen X are the most likely to interact with companies

Sustainable living

Waste collection scheme for aseptic cartons incentivises households to recycle
Helping those in need is an important element of Egyptian culture
Egyptians are less likely to vote than their global counterparts
Recyclable and glass packaging are seen as the most sustainable
Wellness

Esaal provides a convenient and secure e-health solution for consumers
Egyptians are showing a greater interest in health and nutrition
Meditation and massage are seen as key antidotes to stress

Egyptians have strongly embraced health tech

Consumers remain cautious about health and safety post-pandemic

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.
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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
of operations, their competitors, their geographic presence and performance.

e 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-egypt/report.
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