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INTRODUCTION

Background on the Voice of the Consumer: Lifestyles Survey
2021 five key insights

2021 FIVE KEY INSIGHTS: CONSUMERS SPENDING CAUTIOUSLY

Consumers spending cautiously
More considered spending across generations and income groups
While price is important, aligning to personal values is also key
Low-cost retailer invests to capture growing audience: Aldi

2021 FIVE KEY INSIGHTS: SOCIAL ACTIVISM GAINS MOMENTUM

Social activism gains momentum
Global consumers position themselves with virtuous brands and deeds
Social issues are gaining attention as a result of the pandemic
Purpose-led collaboration creates a new local brew: Nuestra Siembra

2021 FIVE KEY INSIGHTS: EMOTIONAL WELLBEING FRONT OF MIND

Escaping from unwanted pressures is key to consumers’ wellbeing
Physical health and emotional wellbeing go hand in hand
Global consumers seek support and clarity for their mental health
Core: Hands-on meditation guidance

2021 FIVE KEY INSIGHTS: ONLINE LIVING BECOMES MORE ESTABLISHED

Pandemic redefines and ingrains consumers’ online connections
Consumers shift to more blended online and offline ways of living…
…including a permanent shift to digital shopping
Squadded Shopping recreates group shopping experiences online

2021 FIVE KEY INSIGHTS: HOME-CENTRIC LIFESTYLES EVOLVE

Ho me-centric lifestyles evolve
Leisure activities move into the home…
…and food preparation and consumptions habits shift
Wow Bao launches national ghost kitchen programme

SYSTEM OVERVIEW: LIFESTYLES SURVEY DETAIL

Lifestyles Survey offers insight into consumer habits and attitudes
Overview of Voice of the Consumer: Lifestyles Survey
Unique features
Data visualised through state-of-the-art dashboards

SYSTEM OVERVIEW: ABOUT EUROMONITOR’S RESEARCH

Information about Euromonitor’s syndicated survey methods
Lifestyles Survey: FAQs

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
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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/voice-of-the-consumer-lifestyles-survey-2021-
key-insights/report.


