Consumer
Lifestyle
Trends
Cheat Sheet

Image by August de Richelieu, on Pexels

MICRO
TRENDS

MACRO
TRENDS

At-A-Glance
01

02

03

04

05

Health
& Wellbeing

Responsible
Living

Community
& Identity

Engaging
Experiences

Life
Logistics

People want to
build physical and
mental resilience

People are striving
to become more
mindful citizens

People are exploring
their own identity
and other
communities

People are seeking
out experiences that
bring them closer to
people and brands

People are looking to
minimise effort and
maximise enjoyment

Mental Fitness

Balanced Packaging

Local Lovers

Fan Frenzy

Re-establishing Boundaries

Healthified
Foods

Everyday Eco-Choices

Digital Relations

Novelty Seekers

Uncompromised
Convenience

Diversifying Diets

Promoting Unity

Sparking Joy

Facilitating Action

Harnessing Heritage

Adventurous Eaters

Clearer Credentials

Cracking
Conventions

Craft Culture

Mindful Eating
Reconnecting with
Nature
Democratising Care

Source Stories

Home Indulgence
Delivery Dash
Smoother Operations

01

Health and Wellbeing
People want to build physical and mental resilience

What’s happening?
●

Optimisation of health and wellbeing has become a
necessity on a national scale

●

People are moving from reactive approaches to
health and wellbeing to proactive and protective
ones

●

People want a balance of nature-first and
scientifically functional approaches

75%
of people globally claim they plan
to eat and drink healthier due to
the coronavirus pandemic.
Beneo, 2020

How did we get here?

Macro Drivers

What is driving this trend?

Epidemics and
Diseases

Ageing Populations

Rapid Urbanisation

Growing Digital
Connectivity

The COVID-19 pandemic has
accelerated the focus on
health with huge implications
for healthcare systems. It
has also shed a light on
inequalities that exist within
healthcare, financial stability
and access to resources.

Thanks to scientific and
technological advancements,
people are living longer lives.
But the pandemic also
highlighted the vulnerabilities
of older adults, who were
isolated and considered
more at risk to COVID-19.

For those living in urban
areas, there is a desire to
offset their life in a concrete
jungle by connecting with
nature. The COVID-19
pandemic has also impacted
urban areas worse due to
higher populations.

Health information is more
readily available online. The
pandemic also accelerated
the push towards digital
healthcare.

How is it playing out? - 5 Micro Trends
#1 Mental Fitness

#2 Healthified Foods

People are looking to build more resilient mental states
to improve their wellbeing.

People are seeking out functional foods that offer
extra health benefits.

CASE STUDY: PREPARE
YOUR MIND

CASE STUDY: FUNGTN

Mood Chews

Adaptogenic alcohol-free beer

Prepare Your Minds Mood Chews work to reduce
stress, anxiety, and depression while promoting
relaxation and focus.

Fungtn contains an ingredient purporting to have
physical and psychologically restorative health
benefits.

How is it playing out? - 5 Micro Trends
#3 Mindful Eating

#4 Reconnecting with Nature

#5 Democratising Care

People are looking to boost their
health by being more conscious of
their eating habits.

People are placing more value on
the natural world and how it can
benefit their health.

People are demanding more
inclusive access to healthcare and
health food options.

CASE STUDY: SIGGI

CASE STUDY: MEN
WITH THE POT

Palate Training Kit

Cooking in nature

Siggi launched a Palate
Training Kit designed to help
people retrain their palates to
recognise and appreciate
natural flavour and cut down on
artificial sugar consumption.

Men With The Pot is a TikTok
cooking channel featuring its
founder cooking over a campfire
as a way to destress after work.
Viewers have been drawn to the
creators’ back-to-nature approach

CASE STUDY: FOLX
Inclusive healthcare for
the Queer and Trans
community
Folx is looking to make healthcare
feel more accessible to Trans
people by offering healthcare
plans and doorstep deliveries.

What can we do? - Thought Starters

1.

2.

3.

4.

5.

Mental Fitness

Healthified Foods

Mindful Eating

Reconnecting with Nature

Democratising Care

How can you equip
people with the tools
needed to build more
resilient mental states
and improve their
wellbeing?

Are you getting the most
from existing ingredients
and communicating their
nutritional integrity?

How can you help
people become more
conscious of their
eating habits?

How can you help
consumers strengthen
their connection with the
natural world?

How can you help
create better access to
healthy options for
everyone?

For example…

For example…

For example…

For example…

For example…

Seek out some new moodboosting ingredients or
recipes that could be used
in your brands products.

Consider how packaging and
brand design can play a role
in articulating inherent
product benefits and
nutrition.

Partner with a mindfulness
expert to create tailored
content about developing
healthy habits.

Use messaging or social media
to nudge people into getting
outside everyday and highlight
the health benefits of doing so.

Develop outreach programmes
for educating consumers on
good nutrition, or even partner
with a charity to do so.

Acknowledge the different
needs - emotional, mental,
physical – that food and
drink can help meet.

Harness natural ingredients
in a product and natural
materials in the packaging to
cater to people's desire for more
natural products.

Enable consumers be more
empowered in taking control of
their health through more
affordable choices.

Partner with a mental
health organisation or
mental fitness platform to
demonstrate commitment.

Create alternative product
options that centre around
healthy benefits to appeal to
a new consumer base.
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Responsible Living
People are striving to become more mindful citizens

What’s happening?
●

People are trying to make more considered
choices in their daily lives

●

People are trying to gain more inclusive views

●

People are placing pressure on brands to step
up and make a difference

86%
of people globally want to see a more
equitable and sustainable world after
the pandemic.
World Economic Forum, 2020

How did we get here?

Macro Drivers

Epidemics and
Diseases

Increasing Pressure
on the Environment

Polarising Politics

Rapid Urbanisation

The COVID-19 pandemic has
shed a light on inequalities
that exist within healthcare,
financial stability and access
to resources. It has also
presented a challenge to
sustainable ways of living with
increasing concerns around
issues like safety and supply
chain.

The impetus to tackle the
global climate crisis has
accelerated since COVID19. Governments across the
world are setting strict
targets to make urgent
changes.

Political attitudes continue
to become more extreme
and diverse with issues
around social justice and
climate change now being
front and centre.

The growth of cities and
urban areas is taking its
toll on the environment,
from loss of green space
to higher levels of
pollution.

How is it playing out? - 5 Micro Trends
#1 Balanced Packaging

#2 Everyday Eco-Choices

#3 Facilitating Action

People are looking to resolve the
tension between wanting sustainable
packaging and wanting hygienic
options.

People are swapping in more sustainable
alternatives to their everyday shops.

People want brands to help them
live a greener lifestyle.

EDIBLE PACKAGING

CASE STUDY: SPILL

CASE STUDY:
TOMORROW

Edible transparent
film

Premium alcohol made
from waste

Easy sustainable
investing

A group of scientists from
Russia and India developed an
edible transparent film made
from seaweed biopolymer
sodium alginate, which can
dissolve in water within 24
hours.

Swedish company Gotland Spirits
launched a new liquor product
called SPILL, made from a variety
of food wastes including pasta,
crackers, fruits and milk powder.

Tomorrow is a mobile-first, digital
disruptor bank that positions
sustainability as its priority,
investing customers’ money
exclusively in sustainable projects.

How is it playing out? - 5 Micro Trends
#4 Diversifying Diets

#5 Clearer Credentials

#6 Source Stories

People are willing to expand their diets
in order to live more sustainable
lifestyles.

People want brands to clearly display
information to backup ethical claims.

People are looking for more sustainably
sourced foods.

GREEN MONDAY

CASE STUDY:
THIRD AURORA

CASE STUDY:
MEADE FARM

Rethinking the
perceptions of vegan
diets

Beerscans app

Extracting starch from
surplus potatoes

Green Monday is a social enterprise
in China dedicated to sustainability
by shifting narratives around plantbased eating from being a
compromise to something exciting.

Third Aurora’s beerscans app,
which uses the phone’s camera,
augmented reality and computer
vision to scan the beer, displays
everything from tasting notes to
information about how and where
the beer is brewed.

Meade Farm is extracting starch from
its surplus potatoes, reducing food
waste, adding a higher value to the
national potato crop, creating new
opportunities for export and
potentials for new packaging
material.

What can we do? - Thought Starters
Thought Starters

1.

2.

3.

4.

5.

6.

Balanced Packaging

Everyday Eco-Choices

Facilitating Action

Diversifying Diets

Clearer Credentials

Source Stories

How can you lead the way
in resolving the tension
between wanting
packaging that prioritises
hygiene, but that also
reduces the impact on
the environment?

How can you pivot your
offerings to better appeal
to people who are seeking
out more eco-friendly
alternatives in their daily
lives?

How can you act as a
partner to help close the
action-intention gap
around sustainability?

How can you encourage
consumers to eat from a
diverse range of foods
and take away any
preconceived stigmas
people have around
different proteins?

How can you find
ways to demonstrate
behind-the-scenes
stories in clear and
accessible ways?

How can you
rethink where you
grow and source your
ingredients, and
highlight this impact
to consumers?

For example…

For example…

For example…

For example…

For example…

For example…

Consider what materials
could be used to keep the
product hygienic, but that
can be easily recycled or
breaks down easily.

Create multi-use
packaging that can be
repurposed after a
product is finished.

Help enable consumers to
take action through
technologies, cookbooks,
events, etc.

Find ways to show the
food systems behind a
product – even if it’s just
on a website.

Highlight responsible
sourcing by adding
the carbon impact to
products where possible.

Reduce the size of
products to reduce food
waste among smaller
households.

Highlight the impact
that such behaviours
will have on the planet
in a tangible way.

Run a campaign which
encourages consumers to
swap out bad ingredients
for ingredients that have
both nutritional and
environmental benefits.

Encourage people to
look up evidence of
ethical credentials instore through things like
QR codes on packaging.

Find creative ways to
either source and grow
ingredients in new ways or
use up by-products from
food manufacturing.

Make it clear how products
are packaged to prioritise
health and safety.

Help people understand
the tangible benefits of
opting for these more
sustainable products.
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Community & Identity
People are exploring their own identity and other communities

What’s happening?
●

People are rethinking and taking more control
over their communities and identities

●

There is a rise in collectivism, but it’s manifesting
on a national and hyper-local scale

●

But digital connectivity is also heightening
desires to engage with other cultures

76%
of Gen Zers say they’re interested
in exploring new cultures.
Ipsos, 2020

How did we get here?

Epidemics and
Diseases

Multipolar
Worlds

The COVID-19 pandemic shed
a light on the importance of
local community, but also
collective action against
global crises.

Populations are
becoming more diverse,
meaning that
communities and
identities are shifting.

Macro Drivers

Rise of
Protectionism
and Nationalism

Sentiments of protectionism
and nationalism were
heightened during the
pandemic and countries
and people looked to
protect their own.

Growing Digital
Connectivity

Digital connections are
making it easier to
play with identity as
well as engage with
other cultures and
communities.

Changing Life
Stages and
Household
Structures
Traditional markers of
progression such as getting
married, buying a house or
having children continue to
shift.

How is it playing out? - 5 Micro Trends
#1 Local Lovers

#2 Digital Relations

People are investing in their local communities.

People are seeking out connection through
virtual means.

CASE STUDY: COMUNITÀ
FRIZZANTE

CASE STUDY: SCOTCH
MALT WHISKY SOCIETY

Local connections

Online communities

Italian soda brand Comunità Frizzante
collaborates with the community to workshop
flavour options and source native ingredients.

The brand pivoted its ‘home for whisky lovers’ to
the digital landscape, introducing an online
Members’ Room, virtual tastings and remote pub
chats and quizzes.

#2 Digital Relations

How is it playing out? - 5 Micro Trends
#3 Promoting Unity

#4 Harnessing Heritage

#5 Cracking Conventions

People want brands to help bring
people together.

People are looking to connect with their
own culture and heritage.

People want brands to recognise
and celebrate a wider variety of life
stages and choices.

CASE STUDY: MEAT
& LIVESTOCK

CASE STUDY:
GOUSTO

Make Lamb Not Walls

DNA Dishes

Meat & Livestock Australia launched
an advert set in 2031 where
Australians are separated by a wall
across state lines. But the smell of
lamb chops through a crack in the
wall destroys the tension, causing
people to unite over their shared love
of meat for a barbecue.

Gousto’s DNA Dishes sent
customers a free at-home DNA kit
from biotech experts Living DNA,
and then sent them personalised
recipe ideas inspired by their
results.

CASE STUDY: ZENGA
Championing gender
fluidity
In response to China's Education
Ministry proposing a return to
traditional masculine attributes,
menswear brand Zenga released a
social spot encouraging people to
think about how the values they
consider to be important don’t have
to be linked to ‘masculine’ or
‘feminine’.

What can we do? - Thought Starters

1.

2.

3.

4.

5.

Local Lovers

Digital Relations

Promoting Unity

Harnessing Heritage

Cracking Conventions

How can brands highlight
existing connections and
forge new connections with
local communities?

Where can you create
spaces for community
online, to empower people
to share their love of a
certain lifestyle, diet or
food or drink product?

How can you use
communications to create a
sense of unity between
groups, encouraging open
conversation and
highlighting shared views or
outlooks?

In what ways can you
respectfully celebrate different
cultures and heritage, and
help people feel closer to their
own cultures?

What can you do to better
represent different lifestyles,
life choices and identities in
your messaging?

For example…

For example…

For example…

For example…

Launch a virtual speaker series
that brings people from different
cultures together through food
and drink.

Adapt your brand offerings to
better cater to, and even
celebrate, single portions for
people who live alone.

Tap into interest in heritage to
create new food hybrids to
appeal to third-culture
individuals, or people who
identify with more than one
culture.

Position your brand as
a helping hand to people who
are taking on more chores and
responsibilities at home, such
as cooking for their households
or doing the grocery shopping.

For example…

Think about how to highlight
existing connections with local
communities and tap into these
even more to build local love.

Create virtual events that
connect people across the
world – even when IRL events
are back.

Consider new collaborations or
partnerships you can create
with local businesses, brands or
groups to support communities.

Think about opportunities to
partner with a public figure
and host an IG Live to stitch
together different
communities.

Implement strategies to ensure
broad multicultural
representation in branding and
messaging.
Consider the ways you can
celebrate people’s unique
attributes and views, and create
spaces for respectful
discussions.
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Engaging Experiences
People are seeking out experiences that bring them closer to
people and brands

What’s happening?
●

The pandemic highlighted the importance of
experiences and connection

●

People will splash out to make up for lost time

●

However, their culinary creativity will remain

50%
of American consumers expect to
spend extra in 2021 by splurging or
treating themselves.
McKinsey, 2021

How did we get here?

Macro Drivers

Epidemics & Diseases

Growing Digital
Connectivity

Multipolar Worlds

COVID-19 stopped us in our
tracks, significantly impacting
our work, home lives, social
lives, hobbies and inevitably
our relationship with food and
drink. As people were forced
to stay inside, social and
brand experiences had to
pivot to digital platforms.

Online experiences have
removed barriers such as price,
distance or availability to
engage in brand experiences
and events. In turn, these have
been a vital link to the world
during COVID-19.

More diverse populations
are increasing access to
different cultures,
experiences and cuisines.

How is it playing out? - 5 Micro Trends
#1 Fan Frenzy

#2 Novelty Seekers

People are showing their love for food brands and
restaurants.

People want novel, exciting brand
experiences.

CASE STUDY: TACO BELL

CASE STUDY: HEINEKEN

Taco NFTs

Heineken haircuts

Taco Bell released taco-themed GIFs and images
on NFT marketplace Rarible and it’s proven wildly
successful – the brand’s 25 tokens sold out in just
30 minutes.

For Britons leaving lockdown, Heineken provided
an added dose of convenience to the occasion by
giving people the chance to get a hair prune
alongside a well-earned pint.

#2 Digital Relations

How is it playing out? - 5 Micro Trends
#3 Sparking Joy

#4 Adventurous Eaters

#5 Craft Culture

People are supporting brands that help
brighten their days.

People are becoming more
experimental in their culinary choices.

People want craft products to be
more accessible.

CASE STUDY:
CELESTIAL PEACH

CASE STUDY: LIFE
KITCHEN

CASE STUDY:
COMETEER

Asian Dessert Exchange

Tackling the loss of taste
or smell

Craft coffee at home

Based in London, Celestial Peach
introduced Asian Dessert Exchange –
a monthly treat swap it describes as
‘a bit like secret Santa but for Asian
desserts.’

During COVID-19, cookery school
Life Kitchen — created for people
whose taste has been affected by
illness — released a free cookbook
which includes recipes designed for
those experiencing a loss of their
senses.

Cometeer is removing the need to
venture out to an artisan coffee shop
to grab a craft coffee. It pre-brews
coffee to a barista standard, then
flash freezes it and ships it to
customers with dry ice to lock in
freshness.

What can we do? - Thought Starters

1.

2.

3.

4.

5.

Fan Frenzy

Novelty Seekers

Sparking Joy

Adventurous Eaters

Craft Culture

How can you harness
partnerships, merch or
exclusive experiences to
create closer connections
with your audiences?

How can you inject a sense
of excitement and novelty
into people’s mealtimes or
dining experiences?

What are the moments in
which food and drink
brands can brighten up
people's days and lift their
moods?

How could you help people
turn cooking everyday
meals into creative and
inspiring experiences?

How could you shift the
narrative around craft
products to position your
brand as something that
is for everyone?

For example…

For example…

For example…

For example…

Create a sensory-led
immersive experience
encouraging people to
experiment with different
tastes and smells.

Think about opportunities to
offer clearer explanations of
products to bring clarity
around what artisan
products are and how they
are made.

For example…
Consider what you could offer
as brand merchandise that is
fun, relevant and innovative for
fans to showcase their love of
your brand.
Create online communities to
foster brand fandom and allow
lovers of your brand to
connect with one another.

Cater to people’s desire for fun
and novelty by creating
branded experiences that
meet people where they want
to be outside the home – such
as restaurants, pubs airports,
etc.
Consider how your brand
could help turn home dining
into something more novel and
exciting, especially when
people aren’t able to go out
due to COVID-19 restrictions.

Build custom hampers with
mood-boosting foods – either
through their ingredients or by
tapping into comfort and
nostalgia.
Find ways to surprise people
with positive experiences and
serendipity – forging an
emotional connection between
your brand and the consumer.

Consider strategies to make
new flavours, products and
ingredients more accessible to
foodies – in terms of
availability, price and ease of
use.

Break barriers to buying
craft items by making them
easily accessible to enjoy at
home.
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Life Logistics
People are looking to minimise effort and
maximise enjoyment

What’s happening?
●

The COVID-19 pandemic disrupted people’s
lifestyles and routines

●

People are looking to optimise the free time
they have

●

People want simpler and safer experiences

23%
of shoppers globally rank ‘increased
health and safety measures’ as their
first or second-most important factor
when shopping in-store.
PWC, 2021

How did we get here?

Macro Drivers

Epidemics and
Diseases

Rapid Urbanisation

Growing Digital
Connectivity

Changing Life Stages and
Household Structures

Restrictions implemented to
fight the COVID-19 pandemic
disrupted how people live
their lives – from not being
able to commute into the
office to forcing people to
shop online. It also forced
companies to pivot to offering
new ways of accessing their
products and services without
venturing in store.

The growth of cities and urban
areas is making room for
infrastructures that prioritise
convenience, such as
streamlined and fast delivery.
But the pandemic has also
sparked a rise in people moving
out of cities – whether that’s due
to a desire to live in bigger

Technology is heightening
expectations around creating
smoother brand experiences
from customer service to
delivery and accessibility.

Increased remote working is
disrupting routines and turning the
home into a multi-use space.

homes as they were stuck
inside, or the rise of remote
working removing the need to
live near the office.

How is it playing out? - 5 Micro Trends
#1 Re-establishing Boundaries

#2 Uncompromised Convenience

People are looking for ways to reinforce the lines
between work and play.

People want more from convenient on-the-go
options.

CASE STUDY: SABRA

CASE STUDY: YFOOD

Gamified plant-based snacking

Healthy meals to drink on the go

Sabra introduced a plant-based snack kit for
children, encouraging food exploration in a fun
and gamified way.

German startup YFood offers drinks that can act
as meal replacements, designed to keep people
full for five hours and to prioritise health, sporting
26 vitamins and minerals.

#2 Digital Relations

How is it playing out? - 5 Micro Trends
#3 Home Indulgence

#4 Delivery Dash

#5 Smoother Operations

People are expecting higher-end food
experiences at home.

People are looking for speedier, more
efficient delivery.

People are looking for more
streamlined shopping experiences.

CASE STUDY:
DUCASSE CHEZ MOI

CASE STUDY:
GORILLAS

CASE STUDY:
HUNGERRUSH

Haute cuisine at home

Hyper-fast, hyper-local
delivery

Text AI

Michelin-starred chef Alain Ducasse
brings high-end gastronomy to the
homes of French foodies, delivering
them haute cuisine while ensuring
that his suppliers are retaining
business.

Berlin-based startup Gorillas is an
on-demand 24/7 grocery delivery.
With a slogan of ‘Faster than you’
and a delivery fee of just €1.80, it
promises to deliver goods within
just 10 minutes.

HungerRush launched an AI-driven
text-to-order product that allows
consumers to place orders via SMS,
then uses natural language
processing to interpret them,
virtually eliminating order errors.

What can we do? - Thought Starters
Thought Starters

1.

2.

3.

4.

5.

Re-establishing Boundaries

Uncompromised
Convenience

Home Indulgence

Delivery Dash

Smoother Operations

How can food and drink
brands enhance the
experience of staying in?

What can brands do to
tackle the main pain
points of delivery and
make it a seamless
experience?

How can brands harness
technology to help people
have a smoother
shopping experiences?

How can food and drink brands
help people navigate new
routines and create clear
boundaries between work
and play?

What are the main pain points
of buying food-to-go and how
can brands rectify these as
people venture back into the
office?

For example…

For example…

For example…

For example…

For example…

Create easy-to-make
breakfast and lunch kits to
encourage people to pause
for lunch while WFH.

Reconsider product
portfolios to offer a wide
variety of convenient options
that don’t force consumers to
compromise on health,
hygiene or taste.

Create ‘stay at home’
hampers packed with all the
food and drink needed for a
fun night in.

Create or partner with
dark kitchens to speed
up delivery.

Consider ways to use
technology to offer people
the best customer service
experiences.

Consider what healthy snack
options you could offer up,
positioned as a means to take
a break from a long work day.

Consider where to sell foodto-go options in order to
connect with people at the
right time, in the right place
amid their new routines.

Consider opportunities for
your brand to partner with a
chef to do an Instagram Live
– cooking a meal using the
brand’s products and
ingredients.

Team up with delivery
services that deliver
more than food, to
create an allencompassing
experience for
consumers.

Expand the ways in which
customers can buy products
(for example, add voice
and/or text shopping).

Thank you.
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