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Scope

INTRODUCTION: MEGATRENDS FRAMEWORK

Businesses harness megatrends to renovate, innovate and disrupt
The drivers shaping consumer behaviour
Megatrends framework

CROSS-TREND COMPARISON: GERMANY

The demand for convenience and digital solutions is set to drive innovation in Germany

CONVENIENCE

Convenience

BMW enhances driver convenience by enabling in-car fuel payments
Millennials make the greatest use of tech for an easier life

Consumers seek a better work-life balance

Baby Boomers have a strong preference for viewing items before buying
Online shoppers are drawn by convenience and flexibility

Gen Xare most likely to lack time for cooking

DIGITAL LIVING
Digital living

DIGITAL LIVING

Zalando’s new Al fashion assistant offers a more personal shopping experience
Millennials use tech to enhance their experiences across multiple categories
Germans remain wary of divulging their personal data

Millennials prefer online anonymity

Consumers place greater trust in personal contacts than in brand messages
Germans expect more activities to move online in future

DIVERSITY AND INCLUSION

Diversity and inclusion
McDonald’s campaign aims to promote greater visibility of para sports

Germans are more willing to donate to charitable causes than their global counterparts

Millennials are the most community-orientated generation
Expressing one's identity at work still appears to be a taboo for many Germans

Germans do not place as much value on trust in companies as their global counterparts do

EXPERIENCE MORE

Experience more

MediaMarkt opens innovative, five-floor experience store

Germans now socialise more frequently online than in person

Relaxation and personal safety are key considerations for holidaymakers
Millennials seek engaging and unique experiences

PERSONALISATION

Personalisation

Digital physiotherapy app Exakt Health poised to launch personalised running plans
Millennials embrace the personalisation trend

Germans are less likely than global counterparts to demand tailored experiences

PREMIUMISATION

Premiumisation

Stock Spirits launches its premium Vodka Amundsen brand in Germany
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Millennials are the most eager to stand out from the crowd
Shoppers become more discerning when it comes to product choice
Quality is important, with an emphasis on organic foods

PURSUIT OF VALUE

Pursuit of value

Penny pioneers the concept of price-marked packs to emphasise its low prices
A third of Gen Z state they would prefer to buy fewer items of higher quality
Consumers continue to worry about rising costs

Shoppers are increasingly supporting circular economy practices

Gen Z are the most eager to save money

SHOPPER REINVENTED

Shopper reinvented

Instant grocery start-up Flink set for expansion

Millennials are the most likely to look for tailored experiences
E-commerce becomes the channel of choice for most items
Social commerce emerges as a shopping channel

Gen Z are the most likely to engage with brands online

SUSTAINABLE LIVING

Sustainable living

Al-based solution foodforecast helps to make businesses more sustainable
Concerns about global warming drive a change in consumer behaviour
Older consumers are the keenest to support local businesses

Germans are eating less meat

Consumers are paying more attention to company values

Recyclable packaging is considered best for the planet

WELLNESS

Wellness

Zur Muhlen partners with Nosh.bio to produce single-ingredient meat substitutes
Massage is considered the best way to relieve stress

Millennials turn to supplements for better health

Germans pay less attention to outside dangers than their global peers

APPENDIX

Leverage the power of megatrends to shape your strategy today

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
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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/megatrends-in-germany/report.
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