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INTRODUCTION

Scope
Key findings
What will socialising look like in the post-pandemic era?
Recreating social occasions in-depth

ALCOHOLIC DRINKS ROARING BACK

Bouncing back stronger: The new “Roaring ‘20s”?
Nostalgia and polarisation: Deciphering 20s parallels
Industry is optimistic about recovery
Rosé Lumière: Moët embraces art deco, indulgence and experiential luxury
Uneven recovery to drive experiential innovation

INFLATION REORDERS CONSUMER PRIORITIES

Inflation remains a point of concern in 2022
As the cost of living rises, consumers turn frugal
Unregular Pizza: Home-made food as payment
Inflationary environment creates new pressures

LOCKDOWN FASHION AND THE FUTURE OF WORK

Home-centric lifestyles force fashion and beauty players to rethink their future strategies
The dawn of the affluent rural urbanite leads to shift in our lifestyle and dressing habits
Lower mobility expected to change our long-term socialising and lifestyle habits
Demand for comfort and versatility here to stay as focus on the home and wellbeing sticks
High street fashion brand Mango moves into work leisure
Changing world of work drives new choices

FROM SOCIAL GAMING TO VIRTUAL WORLDS

Gaming provides a readily available installed base for the metaverse
Millennials and Gen Z will dictate how the metaverse operates
Crown Royal – a new world of cocktails
Online worlds about more than just consumption

FOODSERVICE FOLLOWS CONSUMERS INTO THE METAVERSE

Delivery as a key element in a social experience
Case study: Rappi Live Events complements online experiences through quick commerce
Case study: TikTok Kitchen, experiencing a sense of community through food delivery
Online socialising offers a path forward for delivery

REMAPPING IMPULSE SNACKING POST-COVID-19

Snacks: Is impulse behaviour compatible with planned online shopping?
Beyond the virtual basket: Local supply and delivery of snacks has much potential to develop
UK e-convenience store Jiffy expands rapid delivery service to fresh pastries
Re-invigorating impulse snacking and snacks purchase in the post-COVID-19 e ra

THE FUTURE OF SOCIALISING

On getting together in a more atomised world
Social occasions to become more online, more varied, more connected

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.
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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/recreating-social-occasions-work-play-and-
home-in-a-new-era/report.


