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INTRODUCTION

Scope
Key findings
Key drivers affecting consumers in France in 2023
How developments today shape consumers of tomorrow

POPULATION AND SOCIETY

Today 2023: Baby Boomers’ market influence not to be underestimated
Today: Number of foreign citizens in France continues to expand in size and influence
Levels of obesity becoming an increasing public health concern
Tomorrow 2040: Millennials’ influence to rise as they become the largest generation
Tomorrow: Brands driving social and environmental causes will align with Gen Z values
Tomorrow: Number of young Parisians outnumber those in other major cities in France
Opportunities for growth
Case study: Mon Espace Santé provides a safe space to manage health information

HOUSEHOLDS AND HOMES

Today 2023: Single person households remains the largest household type
Today: Singleton households responsible for 25% of total consumer expenditure
Nearly 60% of French households are owned by their occupants
Tomorrow 2040: Single households and childless families to become the norm
Tomorrow: Highest consumer expenditure seen among household heads aged 40-49
Tomorrow: Smart home technology allowing for greater convenience in the home
Opportunities for growth
Case study: Homey in France, offering balance between simple and advanced features

INCOME AND EXPENDITURE

Today 2023: Number of middle-class households on the decline
Today: Inflation slightly subdued, but remained elevated compared to previous years
Baby Boomers most content with their current expenditure habits
Tomorrow 2040: Middle class growth restricted owing to economic fragmentation
Tomorrow: Late-lifers’ demand for premium goods to shape luxury market
Tomorrow: Paris remains main hub of consumer expenditure
Opportunities for growth
Case study: ACTION’s low-price strategy appealing to budget-conscious consumers
Case study: ACTION’s low-price strategy appealing to budget-conscious consumers

LIFESTYLES

Key findings consumer survey
Generation Z drawn to superior taste and essential goods of the highest quality
French consumers on the lookout for best value offerings
Eco-conscious consumers want brands aligned with their environmental concerns
Compared to global average, French citizens are less comfortable with their financial reality
Generation X demand positive work-life balance
Opportunities for growth

LIFESTYLES

Case study: Olisitic heightens France’s position as leader in eco-friendly fashion

CONCLUSION

Key takeaways
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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/france-consumer-profile/report.


