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The MONITOR Consumer
Trends Framework



What is MONITOR?

MONITOR is the ONLY
solution that provides
breadth and depth across
all of the key knowledge
areas vital to a deeper,
holistic understanding of
your target consumers.

The result?

The ability to make better,
more informed decisions
to grow your business.
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Consumer Trends: Introduction

MONITOR Trends Framework

THE WORLD » THE MARKETPLACE

CONSUMER TRENDS EXPRESSIONS

Discrete, measurable, and The result of shifts in Leading-edge manifestations

sustained forces that change consumer expectations, of a particular consumer
and shape the consumer attitudes, and needs in trend in any given market

landscape response to the Drivers

DRIVERS
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Organized by: Protection, Wellbeing, Examples: New products,
Wellbeing drivers Responsibility & Status consumer needs campaigns, efc.

Organized by: Social, Technological,
Environmental, Economic, Political &

THE MARKETPLACE

A

THE WORLD
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Global Consumer Trends: Introduction

The Consumer Trends Are Organized By 8 Key Consumer Needs

| Global MONITOR KANTAR
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How We Source and Select
the Consumer Trends

On-the-ground intel
from our global offices
and our freelance
network of “Cultural
Streetscapers’”—
leading-edge
trendspotters from
around the world

Ongoing scanning of
online and social
media for the latest
ideas in design,
technology, and
alternative lifestyles

Deep understanding of
macro and cultural
influences that
underpin the trends
and shape their future
development

MONITOR Consumer Trends

Extensive consulting
experience based on
helping our clients to
live, breathe, and
activate trends in their
organizations
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How We Measure the MONITOR Consumer Trends
_ Consumer Need Index Reach Momentum

Represents overall Represents the importance Represents the current Represents the current
strength of the trend: of the Consumer Need that marketplace reach of the momentum of the trend in the
aggregate score the trend primarily meets. trend relative to the other marketplace.
comprising the Need trends.

Score, Reach, Momentum
and Category Relevance

Demographic Relevance Category Relevance Time to Mainstream
Highlights which consumer Highlights the relevance of each Highlights the predicted time it will
segments the trend is more relevant trend across 11 key categories. take for the trend to become
among. mainstream in the marketplace.
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Shopping

With elevated expectations for convenience and ease As consumers become more comfortable with the convenience afforded by e-commerce,

. . ’ expectations centered on online and offline shopping experiences have rapidly risen.
consumers are embracing new shopping models and Companies are challenged to improve speed, ease and customer engagement throughout the
behaviors that reduce—and sometimes even eliminate purchase journey.

—frictions typically involved with choosing, buying, and
receiving products.
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Flow: Friction-Free Shopping

U.S. Scorecard: Friction-Free Shopping
Flow Index Score Reach Momentum

avg 100, avg 100
1

109 109 Hi Low

Demographic Relevance Category Relevance Time to Mainstream

@ a Food & Beverage |
K "= Beauty & Personal Care
- Home & Household Goods

Gen X Boomers Auto & Mobility
Fashion & Apparel

Media & Entertainment

Q O Travel
A~ l | Consumer Technology
,@ @\ (/ Financial Services

Non-White People with Re.ta|l
Disabilities Health & Wellbeing 0-1year 1-3years 3-5years 5+years

Legend: W Low Medium [ High Based on predictions from trend experts
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Accessible Digital Art For Sale

Flow: Friction-Free Shopping

NFTson TV

Global

ICANTAR
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Flow: Friction-Free Shopping

No Cashier Needed

Lk

Grab and Go
UK.

Mask On

Japan
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Luxury

As consumers are gaining greater access to once exclusive brands and services, the boundaries
around luxury are becoming less distinct.
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Attainable Luxury

Global Scorecard: Attainable Luxury

Overall Index Score Status Index Score Global Appeal

avg 100 avg 100
Hi

37

94

Geographic Relevance Category Relevance Time to Mainstream

Food & Beverage -
Beauty & Personal Care -

Home & Household Goods
Auto & Mobility

Fashion & Apparel -
Media & Entertainment
Travel
Consumer Technology
Financial Services

Retail ||

Health & Wellbeing [

0-1year 1-3years 3-5years 5+ years

Legend: M Below average Average [l Above average Legend: M Low Medium M High Based on predictions from trend experts

l(AN TAR * See attached Appendix for details regarding methodology. 15



Elevating the Everyday

Status: Attainable Luxury

Prada’s Luxury
(Vegetable) Market

China

ICANTAR
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Status: Attainable Luxury

Prestigious Pixels

adidas Originals: our future
started here

@8 17-Nov-2021 L virtual event

For those of you in search of new playgrounds
where possibilities are limitless, we invite you to
join us as we voyage into the Metaverse.

This digital collectible is our way of rewarding you

https://confirmed.onelink.me/mzYA/589f9ddf

<= SUPPLY & POWER & TRANSFERS

3510 18699 4617

Adidas’ POAP
Collectibles

Global

ICANTAR
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Retold

The diversity agenda has evolved into a more integrated form of inclusivity, which requires equitable
opportunities to participate in society regardless of one’s identities or abilities.

ICANTAR 18



Global Scorecard: Equity Retold

avg 100

105

Geographic Relevance

Responsibility Index Score

Equity Retold

Global Appeal

avg 100

86

Category Relevance

=
Hi

Time to Mainstream

Legend: M Below average

Average M Above average

Food & Beverage

Beauty & Personal Care

Home & Household Goods

Auto & Mobility

Fashion & Apparel

Media & Entertainment -
Travel

Consumer Technology
Financial Services

Retail ||

Health & Wellbeing [

Legend: M Low Medium M High

0-1year 1-3years 3-5years 5+ years

Based on predictions from trend experts

ICANTAR
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Responsibility: Equity Retold

Pushing Representation across Categories

OBOTICARIO

iy

AMOR‘PELO GAME. ISSO E BELEZA.

Women in Gaming

Brazil Australia
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Responsibility: Equity Retold

Human-Centered Design & Services

NEED A PACKAGE LEFT IN AN ACCESSIBLE PLACE?
NO PROBLEM! JUST LET US KNOW. _

=< o  Please
~ = leaveitat

/

Practical Packang
for Ali Delivery
U.S. U.K.
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Conscrous
Careers

Emerging signals suggest people are re-evaluating
the role of work as a marker of identity and
consciously re-examining how and whether their
career is as meaningful of a symbol of identity and
personal progress as it once was.

]
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Career and work have been at the core of how many people have built their identities — both to
themselves and to those around them. As the meaning of work and personal progress rapidly
change, so too are consumers' views on what purpose work holds in their lives. This,
combined with shifts in social-cultural norms sparked by the pandemic, unstable economic
realities and generational change are reinforcing a new and more conscious outlook on the

role of work.

ICANTAR
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Identity: Conscious Careers

U.S. Scorecard: Conscious Careers

avg 100

—

06

Demographic Relevance

¥

Female

S

N

Millennials

Identity Index Score Reach Momentum

avg 100

— B
102 Low Hi

Category Relevance Time to Mainstream

Food & Beverage -
Beauty & Personal Care -

Home & Household Goods
Auto & Mobility

Fashion & Apparel

Media & Entertainment
Travel

Consumer Technology
Financial Services

Retail

Healtn & Wellbeing I 0-1year 1-3years 3-byears 5+ years

Legend: W Low Medium [ High Based on predictions from trend experts
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Deromanticizing Work

B f(Guenther, LRG
) ) Doty oyl ﬂ’:ﬂqﬂi’ﬁ

When you live in a
capitalist society, no
matter what you do, it's
never enough.

Identity: Conscious Careers

“I don’t dream

of labor”
Global

ICANTAR
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Deromanticizing Work

So tell oo

Identity: Conscious Careers

“I don’t dream

of labor”
Global

ICANTAR
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Conscious Careers

Movements to Moderate Workaholism

CHINA’S “INVOLUTED” GENERATION

A new word has entered the popular lexicon to describe feelings of burnout, ennui, and despair.

ICANTAR
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Identity: Conscious Careers

Hardening work-life boundaries

The dangers of infobesity

Why is it urgent to tackle the overflow of
information?

7 —

3

Loss of information Dehumanisation
of internal emails are never J Too many o ‘_:w'.‘s\’.c-:li dehumanize ™
read or consulted. Too much = o ::;;;;’“C:_‘jh\E"‘.::Cd:gﬁz::l o n ro I n
1 ‘ — nformation drowns out information S it e

N\ . e Workflows
: ’ France

Digital carbon footprint

5% of global consumption is due to
data centers. 80% of our emails are

ICANTAR
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ommunal
Wellness

We”being is moving beyond personalized health to As collective efforts may be the most efficient means to improve health at the individual level,
the future of wellbeing will focus on fostering healthy communities and implementing

recognize the impaCt and role that communities have systematic change. This shift will be led by not just governments but in collaboration with
on individual health. community stakeholders including businesses, nonprofits and medical providers.

ICANTAR




Wellbeing: Communal Wellness

Canada Scorecard: Communal Wellness

Overall Index Score Wellbeing Index Score Reach Momentum

avg 100, avg 100
1

120 136 Med Hi

Demographic Relevance Category Relevance Time to Mainstream
’@\ Food & Beverage
@ A- Beauty & Personal Care
N /@\ @ °1nl® Home & Household Goods

Auto & Mobility

Fashion & Apparel -
Media & Entertainment

GenZ Visible Minorities Rural

Travel

Consumer Technology -
Financial Services
Retail

Health & Wellbeing - [N 0-1year 1-3years 3-5years 5+ years

Legend: W Low Medium [ High Based on predictions from trend experts
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Wellbeing: Communal Wellness

Healthy Food, Healthy Communities

Grow:
Combatting Food
Deserts

Canada

ICANTAR
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Communal Recovery

W4 FEATURING

5> .;m:séﬂ i

SERENITY
2 ACCEPT

PRESENTING THE ANTIDOTE FOR ADDICTION g pecovERY MEDITATIC

UMAN OO PEERS NOT

TH A BROAD RANGE OF COMMUNITY-S PRESSURE Htﬂc

THE ALANO CLUB

Wellbeing: Communal Wellness

The Sanctuary
U.S.

Alano Club
of Portland
U.S.

Retreat @
The Plaza
Uu.S

ICANTAR
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Wellbeing: Communal Wellness

Healthy Urban Greenery

Bees Cut

Collective
Health Risks

France / Europe

ICANTAR 32



MONITOR Consumer Trends

There’s a whole lot more where this comes from!

KANTAR Global MONITOR KANTAR U.S. MONITOR KANTAR
2022 Consumer Trends 2022 Consumer Trends

Canada MONITOR
2022 Consumer Trends
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The Global Consumer

Trends are a set of 35

leading edge cultural,
commercial, and lifestyle
trends we're observing around
the world. Use these dynamic

(RONGERTES trends to spark ideas,

XED Rea

R
The U.S. Consumer Trends S -
area set of 35 leading-edge

The Canada Consumer

ELLNESS Trends ore o set of 34

cultural, commexcial, and COMMUNAL W leading -edge cultural,
lifestyle trends we're commercial, and lifestyle

observing araund the US. trends we're observing

Use these dynamic trends to ke
spark ideas, stimulate ~——~CTION-FREE gy,
stimulate discussions, find Biscussions, find now ———2HOoPPING
new opportunities, and grow opportunities, and grow your
your business,

around the world. Use these
dynamic trends to spark ORGANZ
ideas, stimulate discussions,
find new opportunities, and
grow your business.

. Ap
business. V

NEW FOR 2022

NEW FOR 2022

NEW FOR 2022
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Leveraging Category Some trends are universal, but others vary widely by category

Relevance Overall Top 5 Consumer Trends
Global MONITOR U.S. MONITOR Canada MONITOR
Food & Beverage #1 | (Super)Natural Rest & Reset Circular Revolution
#2 | Mindful Money Equity Retold Organizing Chaos
BeaUty & Personal Care #3 | Time-Tailored Design Living Mixed Realities Friction Free Shopping
Home & Household Goods #4 | Everyday Defense (Super)Natural Rest & Reset
Auto & Mobility #5 | Optimized Self Organizing Chaos Meaningful Ownership

Fashion & Apparel
Media & Entertainment
Travel

Consumer Technology

Financial Services
Retalil
Health & Wellbeing

KANTAR 3




Leveraging Category Some trends are universal, but others vary widely by category
Relevance

Beauty & Personal Care
Home & Household Goods
Auto & Mobility

Fashion & Apparel

Media & Entertainment Food & Beverage Top 5 Consumer Trends
Travel Global MONITOR U.S. MONITOR Canada MONITOR
Consumer Technology #1 | (Super)Natural Rest & Reset Circular Revolution
Financial Services #2 | Time-Tailored Design (Super)Natural Friction Free Shopping
Retail #3 | Optimized Self Friction-Free Shopping | Meaningful Ownership
Health & Wellbeing #4 | Reclaiming Culture Optimized Self (Super)Natural

#5 | Circular Revolution Circular Revolution Restorative Living

KANTAR %




Some trends are universal, but others vary widely by category

Leveraging Category
Relevance

Food & Beverage

Beauty & Personal Care
Home & Household Goods
Auto & Mobility

Fashion & Apparel

Travel

Consumer Technology
Financial Services
Retail

Health & Wellbeing

KANTAR

Media & Entertainment Top 5 Consumer Trends

Global MONITOR

U.S. MONITOR

Canada MONITOR

1

Time-Tailored Design

Equity Retold

Digital Shields

#2

Reclaiming Culture

Living Mixed Realities

Equity Retold

#3

Reality Check

Digital Intimacy

Collective Power

#Ha

Equity Retold

Avatar |dentity

Reclaiming Culture

i

Living Mixed Realities

Anticipatory Intelligence

The New Agender

37



Some trends are universal, but others vary widely by category

Leveraging Category
Relevance

Food & Beverage

Beauty & Personal Care
Home & Household Goods
Auto & Mobility

Fashion & Apparel

Media & Entertainment
Travel

Health & Wellbeing Top 5 Consumer Trends

Global MONITOR U.S. MONITOR Canada MONITOR
Consumer Technology #1 | (Super)Natural Rest & Reset Rest & Reset
Financial Services #2 | Everyday Defense (Super)Natural Communal Wellness
Retail #3 | Anticipatory Intelligence | Communal Wellness Everyday Defence
#4 | Communal Wellness Everyday Defense (Super)Natural
#5 | Life Less Risky Conscious Careers Stronger Ties

KANTAR
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Leveraging Geographic
Relevance

Avatar

KANTAR

Identify market leaders & innovation | Avatar Identity

LB
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everaging Geog raphic Identify top trends in a target market | Germany
elevance

Advances in
have
behavi
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tired up new
N lead to costly new fa

e Ing sokutions to m

Cyber)Space Less Risky

Consumers are proactively placing
digital lives, hoping to secure t
rights and hald future digital w

g cultural norms
New/

new
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Using Time Horizons

eness of tha far-reaching consaquences
ange highlights the need for businesses
jors that preserve the

ICANTAR

KANTAR

Shorter-term opportunity
Need to act now

Mindful Money

0-1year 1-3years 3-5years 5+ years

Longer-term opportunity
Need to begin research & innovation

Restorative Living

0-1year 1-3years 3-5years 5+ years
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KANTAR

Q&A




KANTAR

Consumer
Trends

QUESTIONS?

Jennifer James
EVP and Head of Global MONITOR
jennifer.james@kantar.com

Casey Ferrell
SVP, Head of U.S. and Canada MONITOR
casey.ferrell@kantar.com




