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INTRODUCTION

Scope

Top 10 Global Consumer Trends in brief (1)
Top 10 Global Consumer Trends in brief (2)
Top 10 Global Consumer Trends in brief (3)

BUILD BACK BETTER

Build Back Better: the great behavioural reset

Build Back Better: what it means for business

Build Back Better in action: Giki Zero Pro/Giki (UK)

Build Back Better in action: Leaders on Purpose (UK/global)
Outlook for Build Back Better

CRAVING CONVENIENCE

Craving Convenience: walk-ins not welcome

Craving Convenience: what it means for business

Craving Convenience in action: ManiMe (US)

Craving Convenience in action: ShopLive/Currys PC World (UK)
Outlook for Craving Convenience

OUTDOOR OASIS

Outdoor Oasis: open air gives trapped consumers an escape
Outdoor Oasis: what it means for business

Outdoor QOasis in action: Vilnius City Opera (Lithuania)

Outdoor QOasis in action: Lmnts Yoga and Fitness Studio (Canada)
Outlook for Outdoor Oasis

PHYGITAL REALITY

Phygital Reality: physical and digital worlds collide
Phygital Reality: what it means for business

Phygital Reality in action: Asics (Japan/South Africa)
Phygital Reality in action: Fortnite/Epic Games (US/global)
Outlook for Phygital Reality

PLAYING WITH TIME

Playing with Time: newfound flexibility switches up schedules
Playing with Time: what it means for business
Outlook for Playing with Time

RESTLESS AND REBELLIOUS

Restless and Rebellious: people versus politicians

Restless and Rebellious: what it means for business

Restless and Rebellious in action: Mountain Dew/PepsiCo (US)
Restless and Rebellious in action: Walmart (US/Chile)

Outlook for Restless and Rebellious

SAFETY OBSESSED

Safety Obsessed: less contact, more hygiene

Safety Obsessed: what it means for business

S afety Obsessed in action: QR codes/P ayPal (US/global)
S afety Obsessed in action: self-sterilising AC/Haier (China)
Outlook for Safety Obsessed

SHAKEN AND STIRRED
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Shaken and Stirred: rising above adversity

Shaken and Stirred: what it means for business

Shaken and Stirred in action: nostalgic Snacks/General Mills (US/ global)
Shaken and Stirred in action: Skillshare (US)

Outlook for Shaken and Stirred

THOUGHTFUL THRIFTERS

Thoughtful Thrifters: economic uncertainty drives frugality
Thoughtful Thrifters: what it means for business

Thoughtful Thrifters in action: iPhone SE/Apple Inc (USA/global)
Thoughtful Thrifters in action: buy now, pay later/ Atome (Singapore)
Outlook for Thoughtful Thrifters

WORKPLACES IN NEW SPACES

Workplaces in New Spaces : remote office environments
Workplaces in New Spaces : what it means for business
Workplaces in New Spaces: GoBe Robots (Denmark)

Outlook for Workplaces in New Spaces

CONCLUSIONS

Euromonitor International’s Top 10 Global Consumer Trends 2021

APPENDIX
Methodology

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/top-10-global-consumer-trends-2021/report.
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