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Scope

HIGHLIGHTS

Consumer values and behaviour in Egypt

PERSONAL TRAITS AND VALUES

Egyptians actively take precautions for health and safety when leaving home
Gen Z and baby boomers are concerned about rising costs of everyday goods
Egyptians enjoy discovering new products and offerings
Gen Z Egyptians are less interested in researching products they consume
Consumers are optimistic that their happiness will increase in the future
Egyptians expect higher workloads but also more happiness

HOME LIFE

Egyptians choose to spend their time at home to connect with friends or family virtually
A safe location is the most sought-after home feature among Egyptian consumers

COOKING AND EATING HABITS

Consumers prefer to prepare their own meals
Egyptian consumers say that another person in the home is responsible for cooking for them
Baby boomers have a higher preference for food delivery than other consumers
Egyptian consumers seek out healthy ingredients in food and beverages

WORKING LIFE

Gen Z expects their workplace to be close to their home
Egyptian consumers prioritise high salaries when finding employment
Egyptians tend to maintain a clear separation between their work and personal life

LEISURE

Consumers in Egypt interact with their friends virtually at least weekly
Baby boomers most regularly interact with their friends online
Egyptians seek relaxation above all else when travelling
Younger generations are more inclined to seek nature and outdoor activities when travelling

HEALTH AND WELLNESS

Egyptians prefer less strenuous exercise like walking or hiking, at least weekly
Baby boomers have the highest proclivity for team sports and group classes
Egyptian consumers practice meditation to improve wellbeing

SUSTAINABLE LIVING

Egyptians try to positively impact the environment through everyday actions
Gen Z Egyptians are more avid recyclers than other consumers
Egyptian consumers make a concerted effort to use more energy-efficient products
Consumers in Egypt are sensitive to brands’ values

SHOPPING

Egyptians enjoy spending time at shopping malls
Younger generations explore shops even if they have no intention to buy anything
Brand perception holds sway among Egyptian consumers’ purchase decisions
Baby boomers in Egypt appreciate exclusivity in brands
Over half of Egyptian consumers subscribe to online streaming platforms

SPENDING

Egyptians foresee themselves spending more on education
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Gen Z foresees increased spending on health and wellness more than other groups
Consumers in Egypt are less concerned about their financial situation than those elsewhere
Baby boomers depend on others for financial support less so than younger generations
Gen Z expect to increase their savings far more than other demographics

TECHNOLOGY

Egyptians actively manage their data sharing and online privacy
Baby boomers proves to be adept and active in using technology for online activities
Communication is the main utility for internet users in Egypt
Baby boomers use social media more than any other group in Egypt
Baby boomers in Egypt have a higher inclination to compare prices and shop online
Egyptians engage with businesses on social media more often than those in other countries
Gen Z will follow businesses’ social media but are less inclined to interact with them

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
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/consumer-values-and-behaviour-in-
egypt/report.


