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GLOBAL CONSUMER TRENDS

Consumer
Outlook 2023

2R #6200 FADIT7—AN—F1T=9=ERULA> A NG —FH-E2%IRMH TS Dynata LLC (F1R—45 /A4t :
XA FEHZM . BERAT(R : BRREBPRX, U TFI1R2=52v/(>) & BARZES 11 MEFI 11,000 ACHUTAEL
fzLR—KkIlGlobal Consumer Trend 2023 12FRUEUR. COLR— NI BBENBLUHSHRERDZLICDOVT, DL
BRI ZEBMEL T, EFELELR. 2OLR—bOFNS, 28 1 BDEEENESZTZ 2023 £, 56 2 BIEAORFIRT .
2 3 EII AN ET—XBIT 3 EICHHFTHISEIZFECT ., SOEIFESEFTEDINTERLIC. T-97-JIL=2HE
IB3FETYT. BEIERICTEVEIX=ILT7RLR (Info.Japan@Dynata.com) FTIEAEZE

$ 2 EBEOLR-MFIIR 4 A 13 B2FELTVWEY (£23 M)

mERIDLEE : HFROBRFIIEELT, S 1 FIOVWTEBNICESITVIAR 34%. EHMNICESATVIAG 42%
BENCESZTVREEEDHRNRTEIIEE 42% Tl TOFIELDEEERNBEIZNZH D, FE (76%). K
(51%). A=ZARSUT (47%). 15 (46%) TUI FICKETE 26% HTIEBCERBN ILEBZLTVWET ., KE., 3—
OV OEETE (IR AT 415)7) TOXEREBNRLOIZ(EFEIIELOEDRMERTUR. BARICEU TR, 28%HTETH
ZER ], [P U 1 EEIZELTVBDCITL T 36 %M A URERR T ETHIRER |([CCDSE 1 F2EBZTHD, ARERM(CESR
TLBADEFIN 8 MMV RZVELSFERTUIZ,

OPTIMISM FOR THE YEAR AHEAD NETHERLANDS
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Gen Z Gen Z and Millennlals report feeling optimistic

as they look ahead, while Gen X and Baby Boomers
5 !ﬁ; z 5% increasingly lean toward pessimism.
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3G optimistic than women.
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CONSUMERS' BIGGEST WORRIES

Inflatlon Is the #1 concern for consumers globally
and across all age groups - except in China where
it ranks second.

6 In 10 people say they are extremely
or very worried about rising prices.

Rising prices/inflation (D o
Russia's war on Ukraine (G -0
Ciimate change and the environment (D /7~

What the future holds for the next generation _ 46% (('[ }):]
Palitical conflict/unrest around the world (| DD - - - A
cCrime and public safety in yoour country (G - The #1 SrliEs In China is
» B the ongoing impacts of
Access/afford good healthcare services (D) -: COVID-10.

social polarization (D :5*
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The rise of extreme nationalism (GGG - -

Unemployment (D

Ongoing impacts of the COVID-19 pandemic  ( EGTcTcTNGEEED =
_ —vs.— 41%

Anti-globalization (D 25*
women's rights/gender equality in your country (R RRARRRREDEED -~ e =
more concerned than Gen Z
G i in v C ; %

LEETZfls e oty about the war In Ukraine.

Younger generations are more concerned about
unemployment and equal rights than older generations.
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