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Danish Consumer Sentiment Series 
December 2022: Update to assess impact of inflation and energy crisis 
 

Rising inflation, the energy crisis and interest rate hikes have caused consumer confidence in Denmark to hit a 

record low in the past few months. Spending habits have changed as a result, and the imperative for consum-

ers is now money-saving. In this issue of the Danish Consumer Sentiment Series, we compare today’s consumer 

mood with the outcome of our surveys in March 2021 and April 2022.  

 

Based on insights from the data collected, we have identified 10 trends shaping consumer behavior. 

 

1. Consumer confidence has declined over the past year and a half, and 70% of Danes expect the situa-

tion to worsen due to further price-hikes. As a result, 68% of consumers plan to reduce spending, and 

only 1 in 10 expects to be able to increase savings. 

 

2. Women report higher financial worries than men, and are more concerned about having to draw on 

their savings; younger and older generations are equally worried about the future, but Gen Z and Mil-

lennials expect to increase their savings more than Gen X and Boomers. 

 

3. Consumers expect to reduce spending on all discretionary categories over the next six months, with 

the largest decrease forecast for jewelry and accessories. 

 

4. Categories that boomed during and after COVID-19 such as DIY, electronics, and sports and sporting 

equipment are expected to decline over the next six months; travel spending to stabilize at April 2022 

levels as consumers prioritize it over other non-essential items.  

 

5. Spending on essential categories such as food is expected to remain stable with the largest relative 

growth in fresh fruits and vegetables. 

 

6. Consumers across all income levels plan to increase their share of grocery shopping at discounters, 

with 85% expected to make purchases at low-cost retailers over the next six months. 

 

7. The importance of health as a key purchasing criterion, which increased during COVID, has declined; 

factors like quality and value for money remain important for consumers. 

 

8. Social and environmental responsibility continue being important for consumers but rank low as key 

purchasing factors. Only 20% are willing to pay a premium for sustainable options except for groceries, 

where 1 in 2 consumers are ready to spend more for environmentally friendly alternatives. 

 

9. A preference for second-hand products is on the rise as disposable income declines; the largest switch 

is expected in home furnishing, and apparel and accessories. 

 

10. Online shopping has declined post COVID, with the largest decrease in groceries and food services, 

and is expected to stabilize in the coming months; online retailers maintain a price advantage in some 

categories, but are perceived to be more expensive for food purchases. 

 

By exploring key changes in consumer attitudes and spending behaviors, this study aims to provide companies 

with an outlook over the next six months, highlighting opportunities and challenges deriving from the current 

economic uncertainty. 

 

This survey was conducted in October 2022 and collected responses from 1016 adults. 



3 

Consumer confidence has declined over the past year and a half, negatively affecting 

spending and saving patterns 

 

High inflation, rising interest rates, and uncertainty about the future have led to de-

creasing consumer confidence in Denmark. BCG’s latest consumer sentiment survey 

from October 2022 found that 68% of consumers plan to spend less, 70% expect prices to 

increase, and only 12% expect to be able to increase savings in the coming six months. 

While a negative trend was already identified in our April 2022 consumer sentiment sur-

vey, the rapid development – as illustrated in Exhibit 1 – presents cause for concern for 

the Danish economy and the retail sector. 

 

Exhibit 1: Consumers’ expectations over the following six months 

  

  
 

Women report higher financial worries than men, and younger generations are 

more concerned about increasing their savings 

 

Our October 2022 survey investigated key areas of concern for Danish consumers. While 

inflation was equally a main worry for both genders, differences were observed in other 

factors. Despite being identified as top-three concerns by both, women reported being 

more worried about having to draw on their savings, as well as the increase in energy 

costs. On the contrary, a relatively higher proportion of men expressed worries about a 

potential recession and geopolitical tensions.  

 

Exhibit 2: Key areas of concern across genders in October 2022 

 

 
 

While Gen Z and Millennials (age 18-41) and Gen X and Boomers (age 42-76) were 

found to be equally concerned about their financial situation, the younger group 

19% of women feel fi-
nancially secure vs. 
35% of men with re-
gard to the future 
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expected to increase their savings to better protect themselves against possible eco-

nomic hardship more than the older group.  

 

Exhibit 3: Consumers planning to increase savings across generations 

 

 
 

 

Consumers expect to reduce spend on all discretionary categories, with largest 

decrease in jewelry and accessories 

 

Our March 2021 survey found that during the pandemic consumers planned to decrease 

spending on some non-essential categories (cosmetics, clothes, and accessories), while 

they planned to increase it on others (vitamins, food delivery, toys, and streaming ser-

vices). As a return to normality was expected following the lifting of restrictions, re-

spondents in March 2021 expected to spend more on certain discretionary categories, 

with the largest growth forecast for travel (10.35%), restaurants (7.95%), and leisure and 

entertainment (7.90%). In October 2022, however, when asked about their plan for the 

next six months, consumers expected to reduce spending across all discretionary catego-

ries, reflecting a pervasive negative sentiment about the future state of the economy. 

The largest decrease in growth is anticipated for jewelry and accessories (-5.91%), fol-

lowed by food delivery (-5.35%), home furnishing and DIY (-5.18%) and electronics (-

5.17%) as illustrated in Exhibit 4 below. 

 

Exhibit 4: Expected growth of discretionary categories in next six months in October 2022, 

compared with March 2021 

 

 

Categories that boomed during and after COVID-19 are expected to decline over 

the next six months; travel spending to stabilize at April 2022 level 

 

In March 2021, our survey found that consumers had increased their spend in home 

furnishing and DIY, and electronics, and that they would maintain high spending levels 

in these categories. Furthermore, respondents indicated that they would increase spend 

in leisure and entertainment, sports and sporting equipment, and travel once re-

strictions were lifted. Our April 2022 data partly verified these predictions, as ~20% of 

respondents forecasted spending more on electronics, DIY, and sports equipment in the 

following 12 months. Nevertheless, expected spending on leisure and travel declined. In 

Jewelry and accesso-
ries and food services 
to suffer the largest 
decrease in spending 
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October 2022, the outlook was bleaker. When asked about the future, consumers now 

expect to further reduce spending across categories, with the largest changes in sports 

and sporting equipment, leisure and entertainment, and electronics. As shown in Ex-

hibit 5, travel is the only category where expected spending has remained relatively sta-

ble since April 2022, suggesting that consumers prioritize holidays over other discretion-

ary expenses.  

 

Exhibit 5: Share of consumers expecting to increase spending over the following six months 

 

  

 

Spending on essential categories such as food expected to remain stable with larg-

est relative growth for fresh fruits and vegetables 

Consumption of groceries remains stable despite economic uncertainty. According to 

consumers’ spending plans for the next six months, both fresh, packaged, frozen, and 

canned foods are expected to grow by ~1.5%. Fresh meat is expected to face a minor 

decline. Since April 2022, the majority of consumers have not changed their purchasing 

behavior, and only 17% have reduced the quantity bought. The most notable difference 

is that 30% have switched to cheaper brands whilst still purchasing the same amount.  

 

Exhibit 6: Expected spending outlook for essential categories in next six months 

 

 
 

The majority of consumers expect to shop at discounters in the coming months 

 

According to our survey, consumers across all income levels are likely to increase their 

share of grocery shopping at discounters in the coming months: in October 2022, only a 

third of high-income respondents reported making purchases at low-cost retailers; how-

ever, an additional 55% of high-income consumers reported being likely – or very likely 

– to do so in the next six months. Overall, ~85% of consumers in Denmark are expected 

to seek cheaper alternatives to traditional grocery retailers, in response to an increasing 

cost of living. 

 

Largest spending re-
duction expected 
within sports and 
sporting equipment 
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Exhibit 7: Expected change of grocery shopping at discounters in next six months across in-

come levels 

 
 
*Remaining % of respondents either unlikely to increase share of purchases at discounters or currently do not know whether 

their purchasing behavior will change 

 

 

The importance of health as key purchasing criterion, which increased during 

COVID, has declined 

 

The COVID-19 pandemic impacted the lifestyle and eating habits of consumers, with an 

increase in home-cooking and consumption of fresh food. Purchase of vitamins and 

other supplements also increased, reflecting a higher commitment to health. In our 

April 2022 survey, health emerged as the main factor guiding purchases for 42% of con-

sumers, up from 19% in March 2021. In the October 2022 study, however, the share of 

consumers finding health important fell to 31%. Other factors such as value for money 

and quality have remained stable since April, cited by ~30% of respondents as the most 

influential factors in their product selection.  

 

Exhibit 8: Consumer preferences in October 2022 and their development, compared to March 

2021 and April 2022 

 

  
 

Social and environmental responsibility continue to rank low as purchasing factors 

 

The health trend es-
tablished during 
COVID-19 has now 
weakened 
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In March 2021, our survey reported an increasing preference of consumers for socially 

responsible or locally produced products, with 65% having adopted the habit of buying 

sustainably. Our October 2022 data found that consumers still value sustainability, es-

pecially in the grocery category: 74% of respondents reported purchasing sustainable 

foods at least sometimes, followed by apparel and accessories, and cosmetics and hy-

giene. Electronics and appliances ranked last with 43% of consumers.  

 

Exhibit 9: Share of consumers purchasing sustainable products often or very often in October 

2022 

 

Despite high awareness, few consumers are willing to pay a premium for sustainable 

options, and respondents mentioned higher prices as the main deterrent from purchas-

ing more sustainably. Groceries was identified as the segment where consumers are 

ready to spend more (51% of respondents). Cosmetics followed with 31%, and 24% for 

apparel and accessories. 

 

Exhibit 10: Importance of sustainability in purchasing decision in relation to willingness to 

pay a premium 

 

   
 

Preference for second-hand products on the rise as disposable income declines, 

especially in home furnishing, and apparel and accessories 

 

As disposable income decreases, 46% of consumers reported being more likely to opt 

for second-hand options in the October 2022 survey. When asked about their expected 

spend over the coming six months, 43% of consumers planned to purchase more sec-

ond-hand furniture, followed by apparel & accessories (40%). Limited cost-benefits, 

Consumers are not 
willing to pay a pre-
mium for sustainable 
alternatives 
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poor quality and difficulties in finding products, however, are hindering further adop-

tion of second-hand alternatives. 

 

Exhibit 11: Forecast of second-hand purchases in the next six months in selected categories 

 

 
 

Online shopping has declined post COVID and is expected to stabilize in the com-

ing months  

 

In March 2021, our survey reported that online shopping had peaked during the pan-

demic, with 41% of consumers making purchases online several times per month, com-

pared to 25% pre-COVID. Besides health fears and government restrictions, respond-

ents cited convenience and time-saving as key reasons for shopping online. In April 

2022, following the lifting of restrictions, our data found that consumers had reduced 

their share of Internet purchases; from our October 2022 survey, it is evident that the 

trend has now stabilized. Furthermore, based on consumers’ own spending expecta-

tions for the next six months, the level of online shopping is forecast to remain the 

same in the coming future.  

 

Exhibit 12: Evolution of proportion of frequent online shoppers pre-, during and after COVID 

 

 

Online sales of apparel and accessories and electronics grew significantly during the 

pandemic, making up 31-36% of total purchases as measured by our March 2021 survey. 

In April 2022, however, their online share had decreased, and has stabilized since. In 

October 2022, the largest decline was measured in restaurants and take-outs, which saw 

Online shopping ex-
pected to remain sta-
ble since the lifting of 
COVID restrictions 

Half of Danish con-
sumers plan to pur-
chase more second-
hand products 
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online sales drop from 31% in March 2021 to 21% in October 2022. Groceries decreased 

by 25%, followed by cosmetics, skin care and hygiene that saw a drop of 19%. Among 

the key reasons for reducing their share of online consumption, respondents in our 

study mentioned the ability to feel the product before buying it, the ability to find inspi-

ration in shops, and high delivery costs.  

 

Exhibit 13: Evolution of online purchases since March 2021 

 

 

 

Despite an increase during COVID, grocery retail remains the category with least online 

penetration. Besides the ease of finding the desired products in store and the ability to 

bring them home directly, price perception of online supermarkets remains higher than 

all other categories. 44% of respondents perceive physical food retailers to have lower 

prices, with only 6% considering online food retailers to be more affordable. On the 

contrary, online shopping is perceived to be more financially convenient for apparel 

and accessories, electronics and appliances, and cosmetics and hygiene. 

 

Exhibit 14: Perception of lower prices in online shops compared to physical stores 

 

 

 

Opportunities for companies to address the shift in consumer preferences  

Retailers across sectors are operating in a highly uncertain environment, characterized 

by continued price increases, reduced disposable income, and rising labor and utility 

costs. To navigate these challenging times, companies should closely monitor trends 

shaping consumer behavior, and strategize accordingly. More specifically, we suggest 

the implementation of four initiatives. 
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Reduce prices and lower costs: as a result of inflation, consumers are increasingly looking 

for low prices when making purchases. With the majority of consumers likely to shop at 

discount stores in the next six months, there is an opportunity for traditional retailers to 

reduce prices to remain competitive; to do so profitably, it is advisable to identify ac-

tions to lower costs. 

 

Provide affordable sustainable options: while consumers still value sustainability of prod-

ucts, they are not willing to pay extra, and would happily trade down to non-sustaina-

ble options if comparatively cheaper. To encourage widespread adoption of more so-

cially and environmentally friendly products, consumer companies should aim to 

achieve price parity with traditional counterparts. 

 

Improve online perception: online shopping has decreased post-COVID, with the largest 

changes measured in groceries and food services, which are perceived to be more ex-

pensive online. To drive online traffic, retailers should improve price communication, 

highlighting the financial benefits of shopping through their platforms when compared 

to traditional stores. 

 

Build a circular business model: as disposable income decreases, consumers are more 

likely to purchase second-hand products, especially within the categories of home fur-

nishing, and apparel and accessories. Retailers have the opportunity to build circular 

business models based on recycling and reusing items, meeting consumer demand for 

second-hand products as well as providing affordable sustainable options.  
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without any independent verification. BCG does not guarantee or make any representation or warranty as to 

the accuracy, reliability, completeness, or currency of the information in this document nor its usefulness in 
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