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INTRODUCTION

Scope
Key drivers affecting consumers in France in 2022
How developments today shape the consumer of tomorrow
Key findings

POPULATION AND SOCIETY

Today 2022: Baby Boomers are getting too large to ignore
Today: Ageing population pressures social system, weighing on consumer finances
Baby Boomers are not interested in online brand engagement, yet value trusted companies
Tomorrow 2040: Millennials will become the largest population cohort
Tomorrow : Millennials the largest cohort in 2040, Gen Z will become key influencers
Tomorrow : Despite declining population, Paris will remain the most attractive French city
Areas of opportunity
Case study: Silver Normandie facilitating innovation in the silver economy

HOUSEHOLDS AND HOMES

Today 2022: Child-free and single households are becoming increasingly more popular
Today 2022: Child-free and single households are becoming increasingly more popular
Despite contracting household size, the French seek more spacious homes
Energy efficiency is a top priority for home features, especially for Baby Boomers
Tomorrow 2040: Childless families and single households to dominate French market
Majority of French households will remain headed by elder males
Digitalisation to continue witnessing robust developments, boosting digital consumption
Areas of opportunity
Case study: Carrefour simplifies grocery shopping with voice command

INCOME AND EXPENDITURE

Today 2022: Shrinking middle class and slower gross income gains
Cost-of-living crisis pressures French middle class
Younger generations to demonstrate higher intentions to increase their future spending
Tomorrow 2040: Elder generations to witness fastest gross income growth
Tomorrow 2040: Late-Lifers to continue dominating top income band, shaping luxury market
Tomorrow 2040: Paris leads French consumer market, despite recent slip in buying power
Areas of opportunity
Case study : L’O ré al’s YSL Scent- sation using tech to encourage in-store engagement

LIFESTYLES

Key findings consumer survey
Younger generations are more positive about their future, yet expect to work more
French feel rather satisfied with their financial situation, yet rising inflation poses concerns
Environmental issues are worrisome for over half of French consumers
While work-life balance matters, salary remains the top work priority for French
While continuing to look for bargains, the French increasingly value quality over quantity
Case study: Henkel’s Le Chat launches next-generation “Power Bars”
Areas of opportunity

CONCLUSION

Key findings
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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/france-consumer-profile/report.


