Consumer @ €27
Trends 2025 oy P v

statista %a



“This whitepaper is
a must-read because it gives
companies actionable insights.

With consumer behavior constantly
changing, this report helps you see
what’s coming, empowering you
to drive growth and stay ahead.”

Lauren Meyer,
Global Head of Product Marketing at Statista

Foreword

Keeping up with consumers is tough—just when you think you've got them figured out,
they change course. But the brands that get ahead are the ones that see these shifts coming.
In 2025, certain trends will take center stage, reshaping consumer expectations and

market landscapes.

This whitepaper explores both micro trends, which signal emerging changes, and macro
trends that drive long-term shifts in consumer behavior. With data-driven insights, businesses
can anticipate these trends, refine their strategies, and unlock new growth opportunities.
Whether it's spotting the first signs of innovation or adjusting to broader shifts, understanding
these trends will help your business stay competitive and ahead of the curve.

Ready to dive in? Let’s explore the trends.

AY



BUSINESS SUITE

ne data solution
yOU Neeo

Statista’s Business Suite offers unmatched data, from consumer trends to
market shifts—all in one place. You'll discover unique insights that can transform
your strategy, enhance your pitch, and drive smarter decisions to stay ahead. Stat's"ag
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of Germans would use
Al features for shopping.

Al-ssisted shopping
The loyalty seeker
Influence immune?
Omni-wellness

Why this trend matters

In 2025, Al isn't just a buzzword, it's the driving force behind

smarter shopping decisions. Consumers, particularly in Western
markets, are embracing Al tools to navigate the intricate world

of retail. Whether it's finding the best deals or getting personalized
product recommendations, Al is becoming the go-to assistant for
making informed choices. This trend is especially critical as consumers
face tighter budgets and look for ways to maximize value.

However, while Al is gaining ground, it's not without its challenges.
Many shoppers still crave human interaction during their shopping
journey. The message for brands and companies is clear:
integrating Al into their strategy will be essential, as consumers
are ready and waiting for the Al shopping experience.




The data behind it

Widespread Al adoption

Most consumers in Western markets are already comfortable
with Al-driven shopping experiences, though enthusiasm in Japan
lags slightly behind.

Unlocking Al-ssisted shopper priorities

Price remains the leading concern for consumers, so it is no surprise

that price comparison tools top the list of desired Al shopping features.

Product discovery and recommendations will also be essential for
driving consumers’ purchasing decisions.

Human touch still matters

However, even as Al rises, human interaction remains vital.
Consumers want to know that human support will be available
to them, particularly in the countries that are most receptive
to Al innovations.

7/ Sources: Al in e-commerce, Attitude on real-person support

Al-ssisted shopping

Share of consumers that would use Al features for shopping The loyalty seeker
Influence immune?
76% 71% 68% 60% Omni-wellness

DD DD

Which of the following Al-powered features would you use when shopping online?

45% 40%
34% 54 i 36% 31%
0
e 29% 26% 29% 26% 29% .
. - - - - -
Germany United Kingdom United States Japan
B Price comparisontools [ Product searches Product recommendations

“l prefer to engage with human customer service when shopping online.”

53% 66% 61% 38%
13% 12% 14%
N 31%
22%
26% 31%
34%
@ Agree Disagree Don't know
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Strategies for success

Integrate Al

Prepare for a future where Al streamlines
the entire consumer journey, from product
discovery to purchase. Invest in Al tools
that excel in price comparison, product
recommendations, and personalized
shopping experiences.

Data-driven strategies

Use consumer insights alongside Al to tailor
your marketing and product offerings to
meet the specific needs of your audience.

Hybrid approach

Blend Al-driven solutions with accessible
human support to ensure you cater to all
consumer preferences.

Build trust in Al

Launch campaigns that educate and reassure
consumers, particularly in sectors where Al
adoption is still met with skepticism.
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TREND 2

The loyalty
seeker

Use loyalty programs to grow,
not just retain.
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Why this trend matters

Loyalty programs should no longer be seen as a way to reward existing
customers, but rather as a powerful tool for growing a customer base.
As we approach 2025, the cost-of-living crisis has made consumers more
selective about where they spend their money.

While affordability is crucial, consumers are increasingly seeking
brands that offer additional value beyond price—such as cashback,
discounts, and exclusive offers—making loyalty programs a key
factor in their purchasing decisions. This trend is especially strong
in the UK and U.S., with varying degrees of enthusiasm in Japan
and Germany.

557

Al-ssisted shopping

Influence immune?

Omni-wellness

of Germans prefer

O discount coupons.

S1%

of Americans favor
cashback rewards.
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“Loyalty programs and rewards will influence my decision on where to shop.”

64% 61% 50% 43%
> 13% 10%
(1}
34%
26% 26%
(1}
40% 24%
@ Agree @ Disagree Don't know

Which type of loyalty or
rewards programs offered
by retailers do you prefer?

Discount coupons

Points-based
loyalty programs

Social media
engagement rewards

||
‘ Gamified loyalty Cashback
programs rewards
R 2
||
Kl [
Personalized Free items or

reward programs products trials

Membership
rewards programs
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The data behind it

Loyalty as a driver, not just an outcome

Consumers around the globe cite loyalty programs as a significant
factor in where they choose to shop. German consumers, however,
are not as easily influenced as their UK and U.S. counterparts.

Double down on discounts

Discount coupons are the most enticing loyalty and rewards program
on offer, being the most popular in Germany and Japan, and wanted
by half of consumers in the U.S. and UK. However, cashback is king for
U.S. and UK consumers.

AY

Sources: Attitude on loyalty programs, Loyalty program preference
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Strategies for success

Promote affordability and support
Position loyalty programs as a way to help
consumers navigate financial challenges,
emphasizing the added value they provide
beyond just discounts.

Tailor to regional preferences

Focus on discount coupons in Germany
and Japan while maintaining a strong
cashback presence in the U.S. and UK.

Broaden your loyalty offerings

Create multi-faceted loyalty programs
that combine cashback, discount
coupons, and exclusive offers to appeal
to a wider audience.

?
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TREND 3

Nnfluence
Immune?

Consumers tune out influencers
due to trust gap.
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Trustin...

Healthcare professionals

Teachers
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Why this trend matters

The meteoric rise of online influencers has reshaped consumer habits, but as we head into
2025, has their impact been overstated? While the number of consumers inspired to purchase
products recommended by influencers is growing, the rate of growth is slow and has even
plateaued in some regions. So, have we reached the peak of influencer impact or is there
something else driving consumers to overlook influencer-driven marketing?

In a world where authenticity is currency, our data shows that trust is a key factor in how
consumers view influencers. Despite their massive followings, influencers are seen as one
of the least trustworthy professions, alongside celebrities and politicians. This growing
mistrust may also impact direct-to-consumer sales channels, with consumer’s reluctance
toward influencer-led campaigns. And, while influencers still hold sway with Gen Z,
brands may need to rethink their strategies to build long-term trust and engagement.
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The data behind it

INsta-nt trust issues

When asked which professions consumers trust most, influencers are
at the bottom, along with celebrities and politicians. Consumers are
much more likely to trust spokespeople who are experts in their fields
such as farmers, scientists, teachers, or healthcare professionals.

The trust gap is already evident in sectors closely linked to online
influencer culture, such as beauty. This shift underscores the

values of consumers, prioritizing trust and credibility over fame.

15  Sources: Trust in professions, Attitude on online beauty influencers

Which of the following people or professions do you trust in your country?
Most trusted vs least trusted.

R 12
1 T

Healthcare professionals 38%

Farmers 36%

Teachers 33%

=

D
e
=

Celebrities 7% 5%

Online Influencers 6% 5%

Politicians 5%

“l trust beauty and personal care information | receive from online influencers.”

31% 29% 24%
14%
17%
20%
= S
—— 62%
= 48Y 54%
48% 33%
@ Agree Disagree Don't know

Al-ssisted shopping
The loyalty seeker
Influence immune?
Omni-wellness

AY


https://www.statista.com/insights/consumer
https://www.statista.com/global-consumer-survey/tool/64/trn_usa_202400?index=0&absolute=0&missing=0&rows%5B0%5D=v0402_trust_professions&tgeditor=0
https://www.statista.com/global-consumer-survey/tool/64/trn_usa_202400?index=0&absolute=0&missing=0&rows%5B0%5D=v0707_beauty_attitudes_2&tgeditor=0

Influence without impact

This lack of trust is impacting consumer behavior, as only a few consumers follow
advice or recommendations from influencers, despite their huge followings.

Share of consumers who follow online influencers

12%

88% 85%

—

20%

26%
80% 74%

B Influencer/content creator follower Non-follower

16 Sources: Influencer / content creators follower, Consumer behaviors

Share of consumers who followed advice from online influencers

Followed advice on
beauty and personal care

Purchased recommended
items online
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Followed Followed advice about
health advice food and drink
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Purchased recommended
fashion items
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The fashion industry should focus
on purchasing directly from celebrities
or influencers
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W
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Share of generations that trust online influencers

4% 4%
23% 18%
: 40% 43%
35%

34%

@ Genz(1995-2012) @ Millenials (1980-1994)
17

Purchased products because celebrities
or online influencers advertised them

P
_ 21%
/—_75' 20%
277
o
9%
2019 2020 2021 2022 2023 2024

3% 9%

5%
14%
45%

37%

1
36%

41%

Gen X (1965-1979) Baby Boomers (1946-1964)
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Direct to no-one

Consumers have shown little interest in fashion brands prioritizing
direct-to-consumer sales through influencers or celebrities,

signaling a lack of enthusiasm for these types of purchasing channels.
This tepid response suggests that shoppers may be seeking

different, perhaps more innovative or personalized, ways to engage
with fashion brands, beyond a solely influencer-driven approach.

Saturation point or
influencer-infancy?

Influencer marketing is rising slowly, but in some cases seeing its
influence plateau. However, in the West, Gen Z is the most receptive
demographic to influencer marketing. With Gen Z's spending power
rising, it may be too soon to dismiss influencers entirely.

. @I Attitudes towards online advertising, Age by trust in professions,
Sources: s . ) 7 -
Fashion industry consumer wishes
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Strategies for success

Engage micro-influencers

Focus on using data to identify micro-
influencers who have genuine engagement
rather than just large followings.

Trust-oriented campaigns

Craft campaigns centered around long-term
collaborations that emphasize product quality,
honest reviews, and authenticity.

Diversify channels

Expand beyond influencer marketing and
incorporate more direct consumer feedback
and peer reviews into product strategies,
offering a balanced approach to trust building.

Target Gen Z smartly

As Gen Z shows the greatest trust, brands
must nurture this demographic through
authentic, trust-building strategies rather
than short-term sales pushes.
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TREND 4

Omni-
wellness

Every purchase is a
wellness choice now.
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Why this trend matters

Wellness is no longer confined to one category—it permeates every
aspect of consumers' lives. From the foods they eat to the beauty
products they apply; consumers are prioritizing health and well-being
across all industries. In 2025, wellness is a core consideration in
purchasing decisions, with consumers seeking out products that

not only meet their needs but align with their health goals.

Whether its functional foods focused on gut health or beauty products
made with natural ingredients, the demand for transparency and
healthier options is growing. Consumers want to know how products
impact their overall wellness, driving a broader shift toward holistic
well-being. Brands that prioritize offerings and transparent
communication will capture consumer attention, helping consumers
make informed, health-driven choices in all areas of their lives.

35%

. ‘
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Influence immune?

of Japanese consumers are
willing to spend money to improve

their sleep performance.

AY



Which of the following areas are you willing to spend money on to improve your health or wellbeing?

Sleep performance @ O
q

Fitness and exercise

O
Meditation or mindfulness ‘ .
Nutrition ' . .

Appearance ® o O
Pain management O @
Mental health support O 00
Personal development O N

Stress management O o0 O ‘
Alternative medicine O O O

Healthy living environment ‘ . ‘ o i 4

Work-life balance

None of the above ‘ , . —

0% 10% 20% 30% 40% 50%

Number of consumers worldwide that use health and wellness apps (millions)

1200 == Fitness Apps
1,064 "
1000 == Nutrition Apps

200 Meditation Apps

600
400
200

0

432
283

2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029
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The data behind it

Investing in wellness

A considerable portion of consumers are willing to invest more
in products that promote health, particularly within the food,
fashion, beauty, and lifestyle sectors. Nutrition and exercise in
particular stand out.

Wellness goes mobile

And by looking at user trends within the digital health market,
we can see that consumer appetite for engagement with their
health and wellness, via apps, will continue to grow year on year
during this decade.

Sources: Willingness to spend on health, Health & Wellness Coaching
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Functional foods

Many consumers are becoming more intentional about their

food choices, actively seeking out functional foods that offer targeted
health benefits. Consumers are carefully selecting items based on
their nutritional value, ingredients, and potential to support long-term
health goals.

Nutritional revolution

A third of U.S. consumers now place value on nutritional content
when making purchase decisions. Particularly in the west, consumption
of fruits and vegetables and a corresponding decrease in sugar

intake are the most common steps for consumers to eat more healthily.

Nutritional behavior

_ MM Attitude on functional food, Food & beverage consumer behavior,
22 Sources: s

“l actively seek out foods that offer additional health benefits.”

51% 51% 57% 59%
10% 9%
( ) 20% )
0
39% 29% S
B Agree M Disagree Don't know

Share of consumers who purchased items due to their nutritional content.

24% 21% 31% 33%

a)

(I

Which steps have you taken to eat more healthy in the past 12 months?

Increased fruit O ® O
Increased vegetables o O
Reduced sugar ‘ . ‘

0% 10% 20% 30% 40% 50%
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Which of the following regarding beauty and personal care have you done in the past 12 months?

34%
29% 29% 30% g0
24% 24% 230,
20% 19%
14% 15% 13%
10%
7%
_ _
Avoided products containing Purchased items based Used products with natural Used vegan products

harsh chemicals on specific ingredients and organic ingredients

What areas would you like the health, wellness, beauty, and food & beverage industries to focus on?

30%

27% 2504
22%

21%

19% 19%

11%
7%

5% 5%

Customer education in beauty

Customer education in health Customer education in nutrition

Learned about gut health in the past 12 months

21% 20% 19% 15%
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Ingredient-centric beauty

Consumers are avoiding beauty products with harsh
chemicals, preferring organic options and making purchases
based on specific ingredients.

Knowledge-hungry consumers

Consumers are not just buying—they are learning. There is a strong
desire for more education on the products they consume, pushing
industries to offer greater transparency and information.

This is an important consideration for brands situated in Western
markets, whereas in Japan, the search for knowledge in these areas
is less important to consumers.

One notable micro trend is the fascination with gut health, which one
in five consumers have learned about in the past year.

Beauty and personal care behaviors, Health industry consumer wishes, 4
Sources: o’
Food & beverage behavior
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Strategies for success

Emphasize transparency

Clearly communicate the health benefits

of your products, focusing on nutritional

content, ingredients, and overall wellness
Impact.

Innovate with functionality

Develop products that offer functional
benefits, such as foods that support
gut health or beauty products that use
natural, organic ingredients.

Leverage personalization

Utilize consumer data to offer personalized
product recommendations that align

with individual health goals. This can include
tailored meal plans, customized beauty
regimens, or personalized wellness products
that meet specific dietary or skincare needs.

Educate your audience

Invest in educational campaigns that inform
consumers about the health benefits of your
products and the ingredients they contain.
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Conclusion

As consumer behavior continues to evolve, staying ahead of

the trends isn't just an advantage—it's essential. The insights shared
in this whitepaper give you the foundation to make data-driven
decisions, adapt your strategies, and lead your market in 2025.
With the right tools and foresight, your brand can not only

meet consumer expectations but exceed them, driving growth

and lasting success.
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“At Statista, we work with
trusted partners and

in-house analysts to verify

every insight.

Ovur datais reliable
and actionable, giving
businesses the
confidence to make
smarter decisions.”

Ann-Kristin Hamke
Chief Product Officer at Statista
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WHAT'S NEXT?

Jrn trends into
profitable strategies

Now that you've identified the key trends for 2025 with our whitepaper, COMING
it's time to put them into action. SOON

Join us on November 14th for a webinar where our expert will show
you how to turn these insights into real-world strategies.

Reserve my spot now

Coming November 28!

The full Consumer Trends
2025 report offers exclusive
access to additional trends
and deeper insights—just for
our clients.

Laura Yltava
Research Expert
eCommerce
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