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Introduction

Voice of the industry: Consumer lifestyles survey snapshot

Value for money remains the most important purchase criterion for consumers
Candy WashPass brings more system spending under one roof, with gains for all involved
Carrefour simplifies grocery shopping with voice command

Shifts in consumer behaviour to further influence sales in the year ahead

Six consumer trends spotlighted as having the most influence

New ways of working: One of the most influential trends in 2021

HubSpot extends flexible work policies amid the COVID-19 pandemic
Spending up, savings down in 2022

Emirates airline builds confidence in travel through its safety measures
Frugality and indulgence sit side by side

Lidl attracts middle-class deal seekers with new app

Safety remains important, but convenience is key for store-based investments
Flying Tiger Copenhagen makes scan and pay even quicker

A localised and consumer-centric corporate strategy is important in 2022

The Cheese Merchant now supplies high-quality products direct to UK consumers
Business must build awareness of consumer behaviour and trends

Corporate awareness of consumer behaviour and trends by industry

Glossier — a canonical example of a successful platform

Coca-Cola’s Wabi aggregates traditional trade

Companies continue to prioritise recovery and growth in 2022

The Great Resignation in developed economies

IBM pledges to reskill 30 million people globally by 2030

Key takeaways

Three important investment areas

About Euromonitor International’s Voice of the Industry Survey series
Respondents

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:

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/voice-of-the-industry-consumer-lifestyles-
2021/report.
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