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Cost-conscious consumers look for low prices when selecting foods

Most influential food features and attributes
n = 1,000; % of respondents

Low price
Superior taste
All natural

Health and nutritional properties

100% organic
Strong or well-known brand L ]
Ready to cook
E .

Non-GMO (genetically modified organism)
Hormone free
Locally sourced or manufactured locally
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HUSA ®Global
Source: Euromonitor Voice of the Consumer: Lifestyles Survey 2022
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Green behaviours Green behaviours by generation
n =625; % of respondents n =625; % of respondents
e @ L]
Recycle Items
> e L]
Reduce food waste [ ]
L RS L
Reduce plastics use [ ]
LR L
Use less water
L J
Reduce carbon emissions [ ]
0% 20% 40% 60% 80% 0% 10% 20% 30% 40% 50% 60% 70% 80% 90%
W USA @ Global @ GenerationZ @ Millennials Generation X~ ® Baby Boomers
Source: Euromenitor Voice of the Consumer: Lifestyles Survey 2022
Nate: Only showing results from respondents who try te have a positive impact on the
environment
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Top five shopping attitudes and preferences by generation
n =1,000; % of respondents

Ilike to visit shopping malls ° e )

1 would rather buy fewer, but

o o °

higher quality things
1try te -
y to purchase locally-sourced PRI
products and services
1 regularly buy gifts for my family
. ® °
and/or friends
1 seek products with easy to
° ® °
understand labels
0% 5% 10% 15% 20% 25% 30% 35%
. ionZ @ Millennial ionX @ Baby Boomers
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5998911A® Gen Z, Gen Millennial wag Gen X

3. aufesnsdedudainiudiiiosiu Indu Gen Millennial Wufiingy sosawwn@e Gen Z,
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Top five shopping influences by generation
n =1,000; % of respondents

Friends and family

5 ® @
recommendations
Independent consumer reviews o e L ] ®
Brand/company website ° o L
Product label/information L ] o o [ ]
Advertisement from company or ° o e
brand
0% 5% 10% 15% 20% 25% 30% 35% 40% 45%
® GenerationZ @ Millennials  ® Generation X @ Baby Boomers
Source: Eur itor Voice of the C¢ : Lifestyles Survey 2022
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Consumer values by generation
n=1,000; % of respondents (agree and strongly agree)

I like to try new products and
services

I extensively research the products
and services I consume

1only buy from companies or
brands that 1 trust completely

1 prefer branded goods to non-
branded alternatives

Ilike to be actively engaged with
brands

0% 10% 20% 30% 40% 50% 60% 70% 80%

® GenerationZ @ Millennials Generation X @ Baby Boomers
Source: Euromonitor Voice of the Consumer: Lifestyles Survey 2022
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[,‘f]uagj’]qa Over a quarter of American consumers expect to cut back on overall spending

Spending and saving intentions over the next 12 months Spending and saving intentions over the next 12 months by
n =963; % of respondents generation
n =963; % of respondents (increase)

saving money 44% 6%
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Wincrease M Decrease Stay the same . z e X ®Baby Boomers
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More American Gen-Zers enjoy spending money on fashion than any other entertainment category
Half of BoF Insights’ proprietary panel of nearly 1,000 Gen-Zers ranked fashion as one of their top three entertainment categories
% of respondents from Gen-Z panel that placed category in top 3 favourites

Fashion Dining Video Games Films & Streaming Health & Fitness

Source: US GenZ Consurmer Survey by BoF Insights and Juv Consulting, Sep 2022 B@F
Q- What are your favourite entertainmenit categories to spand money on? <

U,Vimmlwawaila Euromonitor/Businessoffashion/NRF/Powerreviews Uasang. al upsiagesn
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