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Scope

HIGHLIGHTS

Consumer values and behaviour in Germany

PERSONAL TRAITS AND VALUES

German consumers are concerned by the escalating expenses of everyday goods
Baby boomers are the most secure with society’s acceptance of their identity
Consumers in Germany enjoy trying new products and services

Millennials do more research on the products and services they purchase
German consumers foresee more personal time in the coming years

Older generations in Germany expect their lives to get worse

HOME LIFE

Consumers in Germany use their time at home to connect with friends or family virtually
Safety remains the top priority when purchasing homes for German consumers

COOKING AND EATING HABITS

Germans prefer to prepare their own meals
German consumers don’t have time to cook
Gen X has less time to cook than other consumers

Germans prefer food and beverages with healthy ingredients

WORKING LIFE

Gen X consumers in Germany want to work close to where they live
German consumers prioritise stability in employment
Consumers in Germany value a division between their job and private life

LEISURE

German consumers connect with friends digitally more regularly than in person
Gen Z socialises online more than in person

German consumers prioritise value for money when travelling

Baby boomers are more comfortable to forgo convenience when travelling

HEALTH AND WELLNESS

Less strenuous exercise, like walking or hiking, is the preferred way to train
Gen Z has a higher preference for strength training than other consumers
Millennials are more inclined to partake in mental wellbeing activities than other consumers

SUSTAINABLE LIVING

Consumers in Germany feel uneasy about the effects of climate change

Baby boomers are far more intentional about reducing plastic use than any other group
German consumers actively seek energy-efficient products, particularly older generations
Baby boomers are the most willing to boycott brands that don’t share their personal values

SHOPPING

Consumers in Germany enjoy finding deals

Baby boomers are far more inclined to actively support locally owned stores
German consumers value affordability over brand preferences

Gen Xis more willing to buy previously owned goods than other consumers

Most German consumers subscribe to digital streaming platforms

SPENDING

More consumers expect increased spending on groceries than any other category
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Younger generations foresee increasing their spend on travel/holidays the most
Germans are less reliant on credit to cover everyday expenses than the rest of the world
Baby boomers are more financially comfortable than other consumers

Gen Z plans to increase their savings more than other consumers

TECHNOLOGY

Consumers in Germany care less about their online reputation than the rest of the world
Millennials have a higher preference for anonymity online than other consumers
Consumers utilise the internet for communication more than anything else

Millennials regularly stream video more than others

Millennials regularly compare prices online

German consumers are less engaged with companies than consumers in other countries
Younger generations are far more inclined to engage with companies on social media

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.

o 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/consumer-values-and-behaviour-in-

germany/report.
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