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Armd geopolitical upsets, developed markets are more pessimistic
about continued growth

“Recent global conflicts or political events will slow down my country’s growth” Net % of consumers who

(% OF RESPONDENTS WHO DISAGREE OR AGREE) agree that .geopolitica.ml
conflicts will slow their

DISAGREE | AGREE country’s growth?

France
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Developed

UK
markets

Brazil 52 Developing

. markets
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China 23

Source: BCG Global Consumer Radar survey, November 2025.
Note: Data shown for select markets only. Excludes those who responded “I don’t think this will affect/impact me.” n = approximately 620—-920 per country.
'Percentage of consumers who agreed with the statement minus percentage of consumers who disagreed. Net percentage calculated by weighted averages across developed and developing markets.



Developed and developing economies exhibit polarized outlooks

During the next 5 years, what is more likely in the country as a whole: continuous good times or periods of
widespread unemployment or depression?

(% OF RESPONDENTS) Change in net
sentiment since

CONTINUOUS GOOD TIMES | PERIODS OF WIDESPREAD UNEMPLOYMENT OR DEPRESSION June 2025*

France 17 71 _8
Developed

Germany 15 70 markets -8
turn increasingly

UK 17 63 pessimistic ~19
amid a tough

US macroeconomic 7
environment

Japan +21

Mexico —4
Sentiment in

Brazil developing +15
economies is

India improving or -3
stable

China 71 +9

Sources: BCG Global Consumer Radar surveys, June 2025 and November 2025.
Note: Data shown for select markets only. Excludes those who responded “don’t know/no opinion.” n = approximately 1,000 per country per survey.
'Percentage of consumers who see continuous good times minus percentage of consumers who see periods of widespread unemployment or depression.



Consumers’ intent to increase spending continues to rise globally,

primarily because of inflation

% CONSUMERS WITH INTENDED NET INCREASE IN SPENDING IN NEXT 6 MONTHS?
Mexico Brazil India China

Jdddd

France Germany Japan

% consumers say they expect to spend 8 40 / Developed
more because of inflation? countries

0 Developing
70 / O countries

Bl September 2024 B November 2025

Sources: BCG Global Consumer Radar surveys, September 2024 and November 2025.

Note: Data shown for select markets only.

'Percentage of consumers increasing spending minus percentage of consumers decreasing spending. n = approximately 1,000 or more per country.
2Percentage of consumers who cited increases in prices of essentials and nonessentials. n = approximately 310-700 per country.



Consumers 1n developed markets will rationalize spending to navigate
rsINg COStS

INTENDED CHANGE IN SPENDING IN NEXT 6 MONTHS (%)

France  Germany UK US Japan Mexico Brazil India China

House or apartment rental

Food staples

Mobile plan

OTC medicines

Skin care

Hair care Categories with
Automotive net increase in
Mobile devices spending’
Ho.me appliances Categories with
Leisure travel net decrease in
Toys and games spending®
Nonalcoholic beverages

Apparel

Alcoholic beverages

Prepared foods

Packaged snacks

Developed countries Developing countries

Sources: BCG Global Consumer Radar survey, November 2025.
Note: Data shown for select markets only. n = approximately 9,200.
!Percentage of consumers who expect to increase spending minus percentage who expect to decrease spending.



Multiple vanables influence consumers’ decisions
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Technology Tradeofts Human factors
Generative Al 1s transforming For example, sustainability 1s Consumers are open to new
how consumers search, discover, still a key global concern, yet a brands and are exposed to many
and make purchase decisions gap persists between consumers’ touch points, yet they often

stated 1ntent and actual behavior default to their “tned and true”

Source: BCG.




TECHNOLOGY
GenAl usage continues to grow, especially to guide shopping choices

% CONSUMERS WHO HAVE USED GENAI TOOLS IN THE AREA

+50%

+35%

40 40 40

19 23 23

GenAl use For general At work/for Brand or product Language To create a Health care
information seeking/ work purposes search or translation travel plan support
research assistance recommendation

B February 2025 B June 2025 Bl November 2025

Sources: BCG Global Consumer Radar surveys, February 2025, June 2025, November 2025.
Note: Data shown for select markets and use cases only. GenAl usage n = approximately 9,200; GenAl activities n = approximately 2,500-4,150.



TRADEOFFS

Consumers are concerned about sustainability, but few will pay for 1t
% CONSUMERS Q \j . o\/b T@q A : A S—
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AT VARIOUS Nonalcoholic Home Food Skin Hair Packaged Prepared Leisure Mobile  Apparel Auto
STAGES beverages appliances staples care care snacks food travel devices
Concerned

about
sustainability 5.9 :9 SD i'8> 9 59 54> 60’ 63’ 61’ |71’ 4\ /

in category
Adopting \
sustainable 4» 43 21\ 25\ 21\ Bb 22\ 3“ 54 ’ 29

behaviors

The say-do gap
has persisted

Qg:;n;gst])xg » » N N » N N n ~N ~ since 2022, with
sustainable goods 8 8 10 10 10 12 13 13 16 17 18 no notable shift
or services 1N consumers’

willingness to act

Paying stated ’ ‘ ) ) N ) ) ' N ) - on sustainabilit
premium for 4 4 4 5 6 4 5 3 5 4 8 y
sustainability

LESS ACTION MORE ACTION

Source: BCG Global Consumer Radar survey, November 2025.
Note: Data shown for select markets and categories only. n = approximately 2,100.



HUMAN FACTORS

Despite many touch points and influences, more than 80% of
consumers default to fambiar brands

Brand mindset during purchase Type of brand purchased
(% OF RESPONDENTS) (% OF RESPONDENTS)
Familiar New
brand brand

45

Bl Fixed brand mindset
B Flexible brand mindset B Purchased a brand | have used before

Bl Purchased the same brand | regularly purchase

B Tried a new brand for the first time

Source: BCG Global Consumer Radar survey, November 2025.
Note: Data shown for select markets and categories only. n = approximately 9,200.



How companies can stay ahead with brand plays that win

so

Understand the
oigger picture

Assess both the
category dynamics and
the underlying drivers
of spending shifts in
each market to shape
portfolio strategy and
prioritize portfolio
segments by risk and
growth potential

Source: BCG.

Show up 1n
Al ecosystems

Think beyond SEO

and optimize in a world
of AEO (@answer engine
optimization)—as Al
becomes an everyday
shopping advisor, it's
imperative to offer
structured, trustworthy,
comparison-ready content

nnovate and
oreak tradeoffs

Ensure that sustainable
choices are seamless,
credible, and cost-neutral
to help consumers break
tradeoffs and turn intent
into action

¢
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Butld meaningful
engagement

Reimagine marketing

and deliver consistent
best-in-class experiences
to reinforce trust and
strengthen long-term
affinity. Disrupt entrenched
behaviors by optimizing
touch points to influence
new customers and
occasions



