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IDEAS LLYC Consumer Trends 2022

INTRODUCTION

In this new annual edition of our report on consumer trends, we have
sought to go one step beyond pure research. We have combined

the qualitative analysis of macro trends with our deep learning data
interpretation to offer a truer image of the main consumption trends
that will take place in the coming months.

To do that, after defining as many as 20 macro trends, we have
applied our Trend Spotting methodology to anticipate trends, a
method we also apply to brands. This methodology is based on
relevance of conversations at a global level and measures subjects
with the greatest coverage and, above all, those that experience the
highest rates of acceleration. Below, we have cross-referenced the
data on global conversations with the presence of these subjects

in 50 of the most important brands in the world. This has allowed
us to find the saturation level and the role of brands in these high
potential subjects. The third step in our habitual work with brands is
the analysis of the measurable legitimacy of our client in this trend or
subject.

The panorama that emerged from this work is irrevocably affected
by the traumatic, yet revealing, impact these last two years have

had in brand-consumer relations. Accordingly, we identify how the
emotional impact on consumers has shaped conversations about the
relationship they have with brands. We have become more skeptical
and demanding of brands. Trends such as the rise of skepticism of
brands, the search for brands that boost happiness and comfort, and
the criticism of toxic positivity fall within this group.

On the other hand, this emotional impact also translates to tangible
relations with brands, placing the focus on incentivizing security,
such as addressing food barriers, the new era of packaging, and
transhumanist consumers. Lastly, the channels and formats of
relations between brands and consumers remain in a state of
transformation, from the omnipresent metaverse, transforming
communication methods even in the most established brands and
sectors, focusing the time of consumption more on the ‘when’ than
the ‘where’, and the unstoppable growth of memes as language.



IDEASLLYC

METHODOLOGY

DATA Taking our Trend Spotting methodology as the basis
for the development of this report, we performed a
SH EET preliminary identification of more than 50 macro trends
which, according to various sources, were seen as the
Messages analyzed major consumer trends for 2022.
31.5 Million Based on this preliminary identification, we selected the

19 trends with the greatest recurrence and presence
among the different sources. Then with our Trend

enye Spotting methodology we selected the 10 trends with the
7.9 Million highest acceleration rates or growth dynamic, and the
most opportunities for inclusion for brands in 2022.

Profiles

Companies analyzed Implementation of the Trend Spotting

50 Global methodology in the development of the
companies study

Based on the importance of developing strategies that

are increasingly more people-centric, founded on the

19 Fields adoption of data collection, analysis tools, and techniques
that allow increasingly more accurate insights, we sought
to understand which of the 19 trends lead to greater

Conversations between activation (volume of conversation and presence in digital

1 January 2021 and media) by brands and individuals.
31 December 2021

Fields analyzed

In this way, we can identify those trends that have
attained a sufficient critical mass of relevance in a certain
Sources period of time.

Twitter, blogs,
forums and news
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* Level of acceleration of trends. How much do trends grow?

We sought to identify whether these trends are enjoying good
acceleration momentum and a growth dynamic.

To determine this, we have not only identified growth in
itself, but we have also analyzed the type of curve present
(exponential, linear, logarithmic) in each trend to be able to
qualify the point they are at.

We have also identified the activation ratio in order to
establish the average monthly activation of each trend.

 Differentiation and saturation levels of trends. How
appropriate are the trends for the brands?

In addition, we sought to calculate the saturation level of each
of the trends to establish how appropriate these trends are for
brands at this time.

To do that, we selected the 50 most valuable brands in
2021" and analyzed the level of presence of each of the 19
trends, both from a standpoint of their messages emitted
(the corporate accounts of the brands that participate in
the conversation) and of mentions (the users that mention
the brands in the comments, which indicates the level of
engagement and association of the brand with the field).

Accordingly, we can identify and quantify the trends with

the greatest presence and engagement of the brands and
which of these fields are still untapped, and hence have a
greater differential potential for the client. The higher the
differentiation percentage, the greater the probability that
the brands can differentiate themselves and stand out in this
conversation.

Habitually in our Trend Spotting methodology, the last step would
be to verify the legitimacy of our client in each trend and field. This
is something that is measured by calculating the social Net Promoter
Score (sNPS) gap: the preference gap of our client’s brand vis-a-vis
that of their competitors or the market. In this case, we have not
calculated the legitimacy since it is not a specific exercise for a
concrete brand.

'Interbrand 2021
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LLYC TREND SPOTTING INDEX

Prioritization of trends based on volume,
acceleration, and the level of differentiation

With the aim of identifying the 10 most important trends for 2022,
we have created the LLYC Trend Spotting Index, which combines
the parameters of volume, acceleration, and differentiation in

a single KPI. It also establishes greater weight for the latter two
variables (25% for each one), which are more decisive in identifying
the trends with the greatest success and probability for brands.

* Acceleration: percentage of growth and type of activity of
the trend in the last year

* Differentiation: percentage of differentiation and
engagement for brands

* Activation Ratio: average engagement for each profile
during 2021 for each trend

15.00% ® Made in happiness

@ Toxic positivism

@ Meme everything

® The food barrier

® When and not where

© New codes for traditional

. brands

5.00% ® Transhumanist consumers
‘ ® Boomer go digital
. ’ © Purpose / skeptics

® The new era of packaging

[o)
0.00% “ % Sustainability vs Affordability
o . % Here and now: the challenge

@ % of the new delivery

% Cannabis: the new era

4
10.00% |

Acceleration

\J

-5.00%

?// % Reuse & Repair

7// % The return of the product over
the brand

-10.00% ] 0 7 Unplug from reality

% Data Conscious and branding in
a cookieless world

% Visual content

-15.00%

75% 80% 85% 90% 95% % Social commerce
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Hence, we have selected the 10 trends that will be most relevant
in 2022 and that represent a great opportunity for brands to find a
differentiation potential with their consumers in each of them.

TREND 1.
MADE IN HAPPINESS
LLYC Trend Spotting Index: 77%

Acceleration: 6.75 %
Differentiation: 98 %
Volume (profiles): 173,687
Activation Ratio: 1.56

TREND 2.
TOXIC POSITIVITY
LLYC Trend Spotting Index: 75%

Acceleration: 3 %
Differentiation: 95 %
Volume (profiles): 615,899
Activation Ratio: 1.85

TREND 3.
MEME EVERYTHING
LLYC Trend Spotting Index: 69%

Acceleration: 3.30 %
Differentiation: 95 %
Volume (profiles): 340,403
Activation Ratio: 1.64

TREND 4.
THE FOOD BARRIER
LLYC Trend Spotting Index: 66,17%

Acceleration: -0.08 %
Differentiation: 96 %
Volume (profiles): 273,038
Activation Ratio: 2.72

TREND 5.
WHEN AND NOT WHERE
LLYC Trend Spotting Index: 66%

Acceleration: 2.39 %
Differentiation: 96 %
Volume (profiles): 611,137
Activation Ratio: 1.75

TREND 6.
NEW CODES FOR OLD BRANDS
LLYC Trend Spotting Index: 65%

Acceleration: 4.12 %
Differentiation: 89 %
Volume (profiles): 864,592
Activation Ratio: 3.11

TREND 7.
TRANSHUMANIST CONSUMERS
LLYC Trend Spotting Index: 63%

Acceleration: 1.97 %
Differentiation: 93 %
Volume (profiles): 772,492
Activation Ratio: 3.91

TREND 8.
BOOMERS GO DIGITAL
LLYC Trend Spotting Index: 59%

Acceleration: -4.47 %
Differentiation 96 %
Volume (profiles): 411,537
Activation Ratio: 1.76

TREND 9.
PURPOSE/SKEPTICS
LLYC Trend Spotting Index: 57%

Acceleration: -0.10 %
Differentiation 96 %
Volume (profiles): 2.038,389
Activation Ratio: 8.30

TREND 10.
THE NEW ERA OF PACKAGING
LLYC Trend Spotting Index: 57%

Acceleration:-1.58 %
Differentiation: 96 %
Volume (profiles): 70,560
Activation Ratio: 2.29




Made in

happiness
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TREND 1.
MADE IN HAPPINESS

Who hasn't thought about the concept of
happiness at some time? In spite of being one
of the most universally yearned for emotions,

it is also one of the most unknown. We sense
how it makes us feel, but scientifically not much
is known about it: not how to achieve it nor
what it consists of or exactly how long it lasts.
We will pause and look at this time aspect to
analyze one of the outstanding trends in 2022:
the transitory search for happiness through
consumer products and experiences with the
aim of escaping from the uncertain realities and
stresses of our daily lives.

Although it is not strictly-speaking new, the
pandemic has resulted in an temporary
intensification of the profound desire of
consumers to celebrate moments of “micro-
happiness” to comfort them. The figures confirm
this. This trend has an average volume of
profiles in the conversation, but has experienced
major growth in 2021 with acceleration of 6.75%.

@ LLYC Trend Spotting Index
@® Acceleration
@ Differentiation

6.75%

98 %

77 %

Consumer Trends 2022

In this context, brands have an opportunity

to differentiate themselves and be sources of
“micro-happiness” in consumers’ daily lives. They
can transmit emotions that go beyond the mere
functional, or provide experiences at different
moments of consumption. The figures also
indicate this. This is a fertile trend, addressed
little by brands until now (2% of saturation),
which has a very positive conversation
sentiment (NPS), principally on Twitter.

It is true that some firms start from a certain
vantage point because the nature of their
products or services is related to indulgence,
pleasure, or wellbeing. But this does not mean
that others are at a complete loss. They can all
work on creativity to awaken these gratifications
and create moments of reward before, during, or
after the experience with the service or product.

One of the main challenges to meet this
objective comes into play here: personalization.
Nowadays fortunately, Data Intelligence offers
more opportunities to discover people’s
motivations and associate them with concrete
consumption moments, which are opportunities
for empathetic communication.

Volume (profiles):
173,687 D
Activation Ratio: [EIEH

Made in happiness - Evolution profiles R?=0.2594
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TREND 2.
TOXIC POSITIVITY

The last two years have revolutionized the way

in which we revolutionize. The number of people
that use social media has increased by more than
500 million around the world compared with

the same period of the previous year (up 14%
according to the Social Media Trends of Hubspot
and Talkwalker). Media consumption trends have
accelerated and consumers have employed the
digital media as their channel to obtain more
information, entertainment, and connection.

The rise in digital media and the power of
algorithms have led to a constant rise in the
rates of digital emotional contagion. This is a
phenomenon that could be summarized in the
capacity we have as individuals to share the
same emotions as our peers are experiencing,
which conditions and influences the way we
think and decide.

In this context, the extreme positivity
experienced as a consequence of the fear and
anxiety generated by the pandemic are now in
conflict with the importance of normalizing our
most negative emotions and acknowledging
that there may also be something constructive
given the circumstances. Above all, this reflects

@ LLYC Trend Spotting Index
@® Acceleration
@ Differentiation

3%

95 %

75 %

Consumer Trends 2022

the importance of finding oneself and the
importance of critical judgement, of our ability
to delve into our emotions and to reaffirm our
own decisions.

This is something that can be clearly seen

in the large number of profiles that speak
about this phenomenon. This is a simmering
conversation, which as well as being reinforced
by its acceleration (3.04%), records a positive
NPS, which leads us to believe that interest in
the matter is growing and is becoming accepted
by stakeholders.

This time of post-positivity also allows us to

see a certain digital fatigue caused by the
disconnection between creators and users. We
are increasingly more aware of the thin line that
separates reality from fiction, of the constant
exposure to content, and of the “false reality” we
are subjected to and that we idealize with the
aim of finding a reflection of ourselves.

Long-lasting relations are sought, which are
not so much forged on super-optimism as

on confidence, simplicity, coherency, and

the acceptance of uncertainty. But, above

all, it is a question of understanding that,
beyond channels and the media, the key lies
in communities and in the capacity to connect
with them and with their needs and emotions,
regardless of where they are shared.

Volume (profiles):

615,890 CE———
Activation Ratio: K

Toxic positivity - Evolution profiles R?=0.1604
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TREND 3.
MEME EVERYTHING

Beyond how much fun and eloquent memes
may be, they have become specific popular
cultural references spread on social media. Their
importance is no longer just a case of fleeting
humor, although this is their main purpose, they
have also become powerful tools for social and
political protests.

The power of memes is primarily entrenched in
their unlimited capacity for the instantaneous
creation of messages based on common
references which, although short-lived, enjoy

a very high impact in digital culture. The

power and universality of memes is such

that marketing social media strategies have
turned them into a powerful tool to connect
with audiences. When well used, they can also
significantly increase engagement.

Their acceleration by 3.3% in conversation, and
saturation of more than 90% clearly show how
the use of memes has permeated conversations,
both those of brands and of individuals. A

study by Globalndex concluded that 54% of
users between 16 and 23 years of age and

@ LLYC Trend Spotting Index
@® Acceleration
@ Differentiation

3.30 %

95 %

69 %

Meme everything - Evolution profiles

Consumer Trends 2022

41% of those between 24 and 37 had seen at
least one meme per day, which confirms the
broad dynamic of this resource among younger
audiences.

The word “meme” primarily refers to the daily
use of this resource. But it is important to point
out that the emergence of the “meme stock”,
particularly tied into events that surrounded
GameStop, and the use of memes in the crypto
world (“meme coins”), have increased their
volume in conversation, particularly on Twitter.

The growth and high level of conversation of
memes may seem to be a tentative way for
brands to stamp their presence in a different
way regarding their interactions with their
audiences. But it is very important to ask at least
four questions before employing ‘memejacking’
(the use of memes by brands) and deliberately
try something that may not have the desired
effect: 1) Who is my audience and how much

do they connect with this type of messaging?

2) Is using memes coherent with the tone and
identity of the brand? 3) Am | using a meme that
has some kind of political or social connotation
that may mistakenly involve my brand in an
undesired conversation? 4) Do we know what
they mean and the effect they may have on the
conversation?

Volume (profiles):
340,403 "D
Activation Ratio: KKZH

R?=0.1076
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TREND 4.
THE FOOD BARRIER

39% of the world’s population are overweight and
2.8 million people die each year as a result of this
disease. One in ten people suffers from some
form of mental disease. By 2050, the number of
adults over the age of 65 will have doubled. 24%
of deaths are related to environmental problems,
and pollution kills more than 4.2 million people a
year. More than 50 countries are introducing laws
to regulate the use of sugar. Only four countries
require nutritional labelling on packets. It is clear
that health and wellbeing are no longer a trend
but a reality.

2021 has been a year of reflection and resilience.
But, above all, it has been a year to structure
priorities. The experience of recent years invites
us to try and live better and longer. That is why
we are more aware of the importance of health,
wellbeing, mental health and stability, happiness,
social balance and environmental awareness.

Eating has become a time for introspection,
for observing our interior and reflecting on our

@ LLYC Trend Spotting Index
@® Acceleration
@ Differentiation

-0.08 %
[ _J

96 %

66.17 %

Consumer Trends 2022

lifestyle, our health, and the type of existence
we want to have. This completely transcends
the taste of food and places the emphasis on
the ingredients, cultivation, and preparation
processes, and the direct benefits on our minds
and bodies.

The functionality of food has become the main
focus of consumers when shopping. But it

is also one of the most controversial issues

that generates debate. Vitamins, nutrients,
minerals and antioxidants are recurrent terms in
conversation, which shows significant saturation
(96%). But, above all, this is a field with a negative
conversation sentiment, according to its NPS.

However, the demand for food products

related to health continues to grow and it is
clear that such aspects as the transparency of
products and labelling go beyond the social level
and are important in forums of political and
governmental debate.

In short, we live in times where self-care and

the commitment of consumers to the planet
condition the food industry and will drive it
toward new paths that are not merely satisfaction
and the pure pleasure of eating.

Volume (profiles):

273,038 e
Activation Ratio:

The food barrier - Evolution profiles R?=0.07

14000

12000

10000

......... |

- #ls
oA AL

.....

8000

i

6000

4000

2000




; .If....uu

d u

"‘l‘.r"fﬁ_
RELSs LY

I :
AT

B HIRERIL m

"2




IDEASLLYC

TREND 5.
WHEN AND NOT
WHERE

2020 raised unavoidable questions on the
need and pressing nature of the digitalization
of shopping for consumers. In the new era of
online shopping and capacity limits in venues,
the omnichannel effect took on a fundamental
role and has converted digital or physical
locations into invaluable spaces to generate
experiences that capture the attention of a
consumer. This is in full transformation with
brands adaptating new shopping models and
consumer relations.

However, we now find ourselves facing a new
step in this transition. Consumers seem to be
increasingly more concerned with the place itself
and have started to give greater importance to
the “when”. The “now” and the “right now” have
become an element where many brands have
found a way to differentiate, with consumers
that are increasingly more anxious and
demanding with their time.

@ LLYC Trend Spotting Index
@® Acceleration
@ Differentiation

2.39%

96 %

66 %
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More than 2 million messages from social media
users - mainly Twitter, forums and other media
outlets - are associated with this paradigm shift.
The conversations show users’ growing needs.
This is a need that is not altogether satisfied; it
has a negative sentiment, with an NPS of -17.
Consumers need to use their shopping time for
other things.

Nowadays, consumers prefer to do essential
shopping in physical stores nearby or through
retailers or shops that guarantee same-day
delivery. A study by PYMNTS shows that 42% of
people surveyed in the United States state that
they would shop more if they could shop online
and collect the shopping from the store the
same day.

Before we spoke about ease and accessibility
when shopping, but the central issue now is
immediacy. Retailers, stores, and brands are
facing a major challenge: the perception and
value of time for people.

Volume (profiles):

611,137 c——
Activation Ratio:

When and not where - Evolution profiles R?=0.5031
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TREND 6.
NEW CODES FOR
OLD BRANDS

Clear differences exist between the digital
behavior of different generations. Marketing
specialists understand the value of analyzing
and discovering opportunities among their
different characteristics. To reach the right
consumers in the most effective manner, brands
must employ a sound omnichannel strategy
that adapts the offerings to the specific needs of
the audience at the other side of the Instagram
story, the product placement on Twitch, or the
referral by the YouTuber. Those companies

that find a way to do this maintain the strength
of their brand identity while experimenting

with emerging and very dynamic formats and
channels-all digital-to tell new stories.

Social e-commerce, for example, is a practice that
the digital environment has boosted, because
this channel facilitates it. This implies that basing
the conversion directly on the content is key.
Instagram and Pinterest are the channels that
have best resolved this issue, since, by visually
stimulating the consumer, they offer them the
tools to buy the same products they see in the
image, which leads to impulse buying.

@ LLYC Trend Spotting Index
@® Acceleration
@ Differentiation

4.12 %

89 %

65 %
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It is estimated that Generation Z will invest

3.1 billion dollars on consumer spending by
2030. And given that in 2022 we will see their
social ascent, brands must look to the future
and decide how to build a digital strategy,
paying close attention now to what defines this
demographic sector.

Together with the hegemony of the digital
channel and its different platforms, and the

rise of Generation Z, the demand for more
sustainable and ethical practices by companies
forms part of the new codes that need to be
heeded. Furthermore, the brand loyalty that was
previously expected has been replaced by the
need for a unique shopping experience. Younger
consumers are particularly motivated for this to
be as personalized as possible. Even at a content
level, luxury and fashion brands have adapted

to daily life and adopted a much closer urbane
focus with more appeal.

This trend also shows that influence marketing is
being harnessed in a new and reflexive manner.
The data continues to show that consumers
wish to see themselves increasingly reflected in
brand communication, and this also influences
shopping decisions. These are new codes that
brands incorporate in their communication and
marketing equation, requiring them to reassess
the inertia of old habits.

Volume (profiles):

864,59 cH—
Activation Ratio:

New codes for old brands - Evolution profiles R?=0.2383
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TREND 7.
TRANSHUMANIST
CONSUMERS

Are we at the gates to the end of mankind?

Is technology increasingly closer to replacing
human abilities? Is the cyborg future closer than
ever?

Jeff Bezos and Yuri Millner have invested 3
billion dollars in the biotech company AltoLab
to accelerate research related to delaying aging.
This is a fact that generates conversation on the
new race by the large technology corporations
to overcome human conditions through
research.

Although scientists are still skeptical about the
progress by such companies as AltoLab and
Calico (Google company engaged in the study of
longevity), it is true that people are increasingly
more interested in understanding, perhaps with
less fear than before, that technology is the path
to bringing physical limitations to an end.

@ LLYC Trend Spotting Index
@® Acceleration
@ Differentiation

1.97 %

93 %

63 %
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Progress in recent decades and the acceleration
of digitalization during the pandemic have
meant that our in situ world is increasingly more
limited while our virtual worlds have extended
and allow people to assimilate the possibility

of depending less on the physical body. This

is a fact that has led to increased interest and
growth in conversation.

Furthermore, the transhumanist fluidity

by young artists like Carlos Saez, recently
associated with the campaign #BETHEMEISTER
by Jagermeister, clearly shows the growing
dynamic of a consumer interested in seeing
other limits to human ability.

The ethical debate will remain present and
become a major challenge to the ties of brands
in this conversation. But the acceleration
potential of this trend (1.97%), in contrast with
the high level of differentiation due to the

low saturation level of brands in this field, will
undoubtedly convert it into a very fertile trend
that would seem to be here to stay.

Volume (profiles):

772,492 ca—
Activation Ratio:

Transhumanist consumers - Evolution profiles R?=0.1303

50000

45000

40000

35000

.........

20000 K
25000 llt
“

20000

=

150000

10000

5000







IDEASLLYC

TREND 8.
BOOMERS GO DIGITAL

Since the pandemic began in 2020, we have
observed an unprecedented acceleration and
consolidation of digital adoption that has taken
place at a steady speed in recent decades.

According to a study by McKinsey in 2021,

in Europe (understood as the European

Union, plus the United Kingdom, Norway and
Switzerland), 80% of adult consumers with
Internet access had used digital channels in the
previous six months. Of these, almost 70 million
had used digital services for the first time. And
although the growth in their use was particularly
high for people in the 35 to 44 age bracket, the
incorporation of senior citizens, over the age of
65, as users, also stood out.

Brands often ignore the digital realm, but this
generation is increasingly resorting to online
tools, applications, and systems to stay in touch
and supplied. According to a study by Pew
Research Center in 2021, people from the age

@ LLYC Trend Spotting Index
@® Acceleration
@ Differentiation

-4.47 %

96 %

59 %
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of 50 to 65 spent four hours more online per
week than in the previous year and a half, used
Facebook more than younger age groups, and
45% of those over the age of 65 used this social
media daily, primarily to communicate with
friends and family and to read the latest news.
According to Candidsky, 69% use it to research a
brand’s products and services.

The baby boomers feel that social media has
had a positive effect on their lives and, perhaps
surprisingly, use it at levels close to that
recorded for younger age groups. According

to a reportin April 2021 by the Global Web
Index, the number of baby boomers has grown
by 32% since 2018. And they won't stop there.
Taking advantage of younger forums, like dating
platforms for example, in their later years

baby boomers embrace love and sex, and have
openly burst onto a stage that was traditionally
taboo. And they also consume entertainment.

As the baby boomers continue to occupy
online spaces, those brands which ignore

this generation, whether in virtual shopping
experiences, platforms, or communications, do
so at their own peril.

Volume (profiles):

411,537 cE————————— D
Activation Ratio:

Boomers go digital - Evolution profiles R?=0.2612
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TREND 9.
PURPOSE/SKEPTICS

Greenwashing, cleaning up one’s image,
posturing, a makeover... Language offers us

a broad range of words and expressions to
refer to the lack of authenticity of brands that
seek to convey their purpose and their social
commitments.

In 2021, more than 2 million profiles took part
in social conversation using these and other
terms, through more than 16 million messages,
to judge the numerous promises made by
brands, primarily on sustainability and diversity.
This is a trend of conversation with an extensive
presence on Twitter and in the media. And this
will remain stable over time.

The data extracted show that there is not a
high presence of brands in the conversation.
From this, it can be deduced that criticisms
are not aimed at concrete actions by firms, but
rather that this is a widespread impression of
dissatisfaction.

@ LLYC Trend Spotting Index
@® Acceleration
@ Differentiation

-0.10%

96%

57%
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Perhaps it is not surprising that the sentiment
(NPS) in the conversation is negative due to
semantic aspects. But the following is surprising:
why are consumers so skeptical when most
brands are working on their mission and values
with more commitment than ever?

Thomas Kotler reflects on this matter in The
Hero Trap, "All brands claim that through their
purpose they can play a great role in your

life. But if you cannot see or feel the result,

it is merely a broken promise”. On multiple
occasions, brands establish a broad aim in

their mission and leave out the short-term
benefits to consumers. In addition, you have the
importance of not muddying the purpose of one
brand with the social or environmental purpose
that blossoms from the context of the moment.

In short, people expect more than empty words
about responsibility and great ambitions from
brands. They simply want their mission to be
reflected in practice and to have an impact on
their lives or their environment.

Volume (profiles):
2,038,389 D
Activation Ratio: IFEIH

Purpose/skeptics - Evolution profiles R?=0.4222
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TREND 10.
THE NEW ERA OF
PACKAGING

Labels on products provide us with information
on their ingredients, their origin, their
manufacture, the materials they are made with,
and how to consume or maintain them. But until
just a few years ago, this information was not
important for the consumer. It was simply noise.

Consumers have evolved and want to know
more about the products they consume or
buy. We are increasingly more aware of the
importance of responsible consumption. And,
in this new context, the information we find on
the packaging of these products takes on more
importance and is a key part of the experience
and the shopping decision.

@ LLYC Trend Spotting Index
@® Acceleration
@ Differentiation

-1.58 %

96 %

57 %

Consumer Trends 2022

Consumers not only choose the products they
buy for their use, price, or quality—they want

to see these products aligned with their values.
This experience has led us to reassess what is
truly important to us and made us reconnect
with our more aware inner self. That is why
sustainability, local commerce, slow fashion, and
traceability are nowadays concepts that have
gained importance when consuming.

According to a study by Accenture, the

reasons for shopping that have most grown
are trust, origin or health, and safety versus
price and quality. What brands need to ask is
what motivates their consumer to buy their
product? What does it give them aside from the
functionality of the product itself? How can |
connect with the consumer’s values?
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EXPLORE. INSPIRE.

IDEAS by LLYC is a hub for ideas, analysis

and trends. It is a product of the changing
macroeconomic and social environment we
live in, in which communication keeps moving
forward at a fast pace.

IDEAS LLYC is a combination of global
partnerships and knowledge exchange that
identifies, defines and communicates new
information paradigms from an independent
perspective. Developing Ideas is a constant flow
of ideas, foreseeing new times for

information and management.

Because reality is neither black nor white,
IDEAS LLYC exists.
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