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INTRODUCTION

With 2016 set to be another challenging year for the global economy, today’s consumer
will continue to evolve, with a blend of trends and countertrends characterising
behaviour and attitudes. One constant will be the sustained move away from the
amassing of more “stuff” to the gathering of experiences, with savvy consumers
defining themselves ever more by what they have seen, done, felt, heard and been
part of; and less and less by what they own. Increasing geopolitical risk and economic
uncertainty have fuelled interest in mindfulness, spiritual wellbeing and a search
for a sense of purpose, and this theme will continue to resonate in 2016.
Will consumers part more easily with their cash in 2016? Unfortunately the answer is
likely to be “no, not really.” Although we expect global growth in consumer spending
to accelerate in 2016, we are unlikely to see stellar growth, much less a return to
the good old days. Consumer sentiment in emerging markets is likely to strengthen
compared to the dismal performance of 2015, but even so, private consumption in
China will continue to slow and Russia and Brazil will still see consumers reining
in their spending, albeit at slower rates than in 2015. Innovation is key to success in
this kind of climate—reaching the right people, in the right place at the right time.
Understanding which features consumers will pay more for, and which they won’t.
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I nt ro d uc t i o n

With demographic trends in the news, this is becoming ever more of a challenge.
As Europe is embroiled in a refugee crisis, migration presents opportunities and
challenges for governments and business alike. In 2016, 27 countries out of a total of
45 in Europe (60%) will see their working age populations decline. With more than
800,000 migrants expected to be welcomed into Germany alone in 2015, a higher
number than the live births in the country that year, migration clearly has the power to
influence demographic trends in the region. It has the potential to reverse the process
of ageing, boosting economic growth and with it consumption. It also opens up new
niche markets for consumer goods companies as retailers have found in the Polish
market in the UK. The extent of this depends of course on how governments integrate
the new arrivals into the community and the economy.
Technology continues to advance apace with consumers increasingly interested in
sharing and communicating with each other but also with their homes, cars and other
belongings. 2016 is likely to be the year that we see the smart home gain traction with
consumers with large digital players like Google now in the market. With e-commerce
and m-commerce well established in developed and emerging economies alike,
s-commerce will come to the fore in 2016. In 2014, according to our Hyperconnectivity
Survey, one-in-two consumers had “liked” or “followed” a company’s social media
feed, but far fewer have interacted more proactively by providing feedback via social
media or actually buying something. In 2016, we expect more consumers to take this
next step.
As we look ahead through 2016, we see consumers grappling with continued economic
uncertainty, spending carefully and embracing technology that simplifies their busy
lives. Staying ahead of this curve is imperative for consumer goods companies battling
with new rivals from the tech world, as well as increasingly sophisticated domestic
players in emerging markets, and consumer trends such as sharing that have the power
to revolutionise consumer markets.
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I n t r o duc t i o n

Euromonitor International’s Passport Consumers research database helps companies
make sense of these trends and more. Covering 210 countries, Passport Consumers
provides valuable consumer insight into new and existing markets, informing market
entry plans and allowing subscribers to understand the behaviour, motivations and
aspirations of their consumers. Our analytics team explores demographic, income
and expenditure trends alongside our team of subject experts and statisticians who
explore global trends in detail and research, standardise and model our data.
Our thought leadership stimulates debate and supports decisions in multinational
companies operating in a multitude of sectors.

SARAH BOUMPHREY
Head of Strategic, Economic
and Consumer Insight
Euromonitor International, UK
			

Connect via LinkedIn
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DATAGRAPHIC | CONSUMERS IN 2016
DEVELOPED COUNTRIES

Source: Euromonitor International

DATAGRAPHIC | CONSUMERS IN 2016
EMERGING CONSUMERS

Source: Euromonitor International

CHANGES IN TODAY’S
CONSUMPTION LANDSCAPE

What is changing in today’s
consumption landscape?
Consumption is currently an interesting blend of trends and countertrends. Take
for instance, the clash between thrift and the desire to spend and what this does
to consumer loyalty to brands. Brands are now reaching out to savvier consumers,
confident in the practice of a type of reverse premiumisation, finding quality in
unknown, unadvertised brands via hit Chinese online portal AliExpress.com, for
instance, and private label products. Indeed, more than 6 in 10 women worldwide
and more than 5 in 10 men report that they love to find bargains and furthermore,
“value for money” is a sought-after feature in many product categories. Consumers
living in shakier economies are displaying new coping strategies all involving the
tightening of purse strings and a “party’s over” mentality. In Brazil, for instance,
according to newspapers O Globo and Folha de São Paulo, consumers are cutting
back spending on luxuries and stocking up on essentials in order to pre-empt
price rises.
Meanwhile, the love of discounts is not total love and plenty of bargain-minded
consumers are willing to pay more for certain features, according to Euromonitor
International’s 2015 Global Consumer Trends survey results. Most of the features
deemed worthy of a premium price relate to quality (i.e. durable apparel,
high-quality children’s products) or health (i.e. all-natural ingredients); “green”
claims fall further down the list, unless they directly benefit the consumer or the
consumer’s family (i.e. organic ingredients = good for me / my family’s health)
versus those that benefit broader environmental or societal causes. In addition,
consumers in revived economies are spending more freely, playing a game of shopping
catch-up, spending on items and services like premium pet food, luxury foreign
holidays, savings plans and quality health food and wine. In the prepared food and
beverage aisles, great taste is most likely to merit a premium price tag. All-natural
is another one of the most sought-after food features, and interest in clean, simple
and unadulterated foods underlies many of the most-cited nutritional factors.

6

© E UR OM O N I TO R IN TERN ATIO N A L

Chan g e s in Today's Con sum pt ion La nds ca p e

% of Respondents Looking for “All Natural” when Buying Selected Product Categories

Source: Euromonitor International Global Consumer Trends Survey 2015
Note: Responses to the question “Which of the following features or attributes do you look for when buying...”

However, the turning away from the lifestyle of consumption as merely the acquisition
of more products is a sustained trend on the global stage and is itself evolving. Right
now, the interest in mental wellness is increasingly as much a focus for consumers
as physical health, particularly as consumers want to feel less pressured but more
in control. According to Euromonitor International’s 2015 Global Consumer Trends
survey, 42% of respondents feel under constant pressure to get things done and 66%
are looking for ways to simplify their life. The pursuit of mindfulness is apparent in
bestseller lists. On Amazon’s list of bestselling books for 2015, we see that three books
in the top five relate to wellbeing and mindfulness. At the same time, four out of the
top five bestselling books on Book Depository relate to calm. This interest in mental
wellbeing is also visible in app choices and holiday options and even the yoga pants
fashion staple, as the trend for athleisure or looking workout-ready beyond the gym
echoes the transition of wellness into everyday life and the consumer embrace of a
holistic attitude towards physical and mental health optimisation. Meditation is now
even offered to more high security prisoners.
% of Respondents in Agreement with Selected Statements

Source: Euromonitor International Global Consumer Trends Survey 2015
Note: Those strongly agreeing or agreeing with the statements shown.
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C h ang e s i n To day ' s C onsu mption L a nd sca pe

Against a backdrop of unsettling world events and prolonged stress that breed a
sense of fear in people, the consumer search for more safety and order is driving a
quest for greater control and a sort of lifestyle that effectively extends the idea of
gated communities as consumers feel they can’t count on former certainties. This
is influencing many buying decisions and disparate consumer behaviour including
“helicopter parenting”, the interest in smart homes, leisure choices and even “invisible
boyfriends or girlfriends” from invisible boyfriend.com—user-designed, believable
social partners who are always available and texting users back.
The consumption patterns and lifestyles of newly-minted consumers, the Millennials,
young consumers born between circa 1980 to the late 1990s, are the subject
of numerous studies, as these consumers of tomorrow are seen as trendsetters for
the wider population. The need for purpose is a recurring theme and social causes
retain their appeal for this segment. Over half of Euromonitor International’s Global
Consumer Trends survey respondents under the age of 30 believe they can make
a difference in the world through their choices and actions, compared with only
one-third of those over 60. An area of interest too is young urban creatives, who are
viewed as a hybrid of yuppies and hipsters and are often super-charged singles with
few commitments, who are driven to succeed. These “Undaunted Strivers” want to
have and be the best and are often willing to pay more for status-driven products and
services. Playboy, which recently made much of its newly toned down content, plans
to feature more culture to captivate city-dwelling, solvent and art-loving Millennial
males , its most sought-after new audience.
% of Respondents Who Feel They Can Make a Difference to the World through Their
Choices and Actions

Source: Euromonitor International Global Consumer Trends Survey 2015
Note: Those agreeing or strongly agreeing with the question “How much do you agree or disagree with the
following statements?”
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Whether measuring the impact of “traditional” media such as print and billboards or
that of “new” media such as digital advertising, Euromonitor International’s survey
findings suggest that young people are much more receptive to all types of marketing
(or at least more willing to admit to it), so the effort to woo Millennials is rife with
potential. Under 30s, like the general population, reported that friends and family
recommendations, independent consumer reviews and TV commercials are their top
influencers, but Millennials also gave much stronger endorsements to newer forms
of marketing, particularly social media marketing. Much of the appeal of peer
recommendations, user reviews, and even certain types of social media marketing lies
in the unbiased nature of such opinions, which means there is only so much marketers
can or should do to harness their influence. After all, Michelle Phan did not develop
her enormous YouTube following by acting beholden to a particular beauty company.
However, marketers can make it easy for shoppers to share purchases with members
of their social media circle who may be interested (think: “click here to share with
other dog-lovers”) and to prompt peer-to-peer recommendations without feeling
overbearing (e.g. “Get 10% off your next purchase if you recommend a friend”). Mobile
marketing, by contrast, remains less influential—and consumers have not warmed to it
over
the past few years largely due to privacy concerns—suggesting marketers must tread
carefully in this medium. With time spent on phones increasing every year, however,
efforts to understand and invest in reaching consumers through the mobile channel
will bear fruit for savvy companies.

DAPHNE KASRIEL-ALEXANDER
Consumer Trends Consultant
Euromonitor International, UK
Connect via LinkedIn

EILEEN BEVIS
Survey Manager
Euromonitor International, USA
Connect via LinkedIn

LISA HOLMES
Senior Survey Analyst
Euromonitor International, USA
Connect via LinkedIn
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PREDICTIONS FOR THE
DIGITAL CONSUMER IN 2016
Technological advances, including the arrival of smartphones to the masses, are
forever altering the way that consumers browse and buy all types of products
and services. Generations of what the world once knew about commerce are no
longer relevant.
Below are three predictions for how these digital shifts will continue to rewrite the
commerce playbook in 2016:

S-commerce: New frontier in m-commerce
As the world’s social media base passes the 2.0 billion user milestone, platforms are
becoming more confident in monetizing their reach. Increasingly, commerce is being
inserted into the normal course of the conversation. Although this convergence of
social and payments first gained traction in Asia Pacific, it is quickly being duplicated
all around the world.

Fans have numerous ways to engage with their favourite brands, but most opt to remain
passive. Simply liking a brand’s Facebook feed requires minimal commitment or effort.
This may explain why respondents were nearly twice more likely to have this type
of interaction as compared with any other, according to Euromonitor International’s
Hyperconnectivity Survey. By contrast, the majority of consumers were hesitant to
engage with brands when the interaction involved spreading information to their wider
social media circles.

10
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Interactions with Brands and Retailers on Social Media: 2014

Source: Euromonitor International Hyperconnectivity Survey

In addition to the potential marketing benefits, social commerce has long been
touted as a lucrative sales channel. Consumers are slowly migrating purchases to this
new channel with 25% of survey respondents reporting they had purchased an item
through a social media website. This figure will likely rise in 2016 as recent efforts
from Western social players like Facebook, Twitter and Pinterest push their buy-now
buttons as an avenue for social-driven commerce.

Full-scale global mobile payment wars

Apple’s entry into mobile payments in late 2014 was a much-needed catalyst that put
the spotlight on the future of commerce. Apple’s announcement was followed by
similar ones from its fellow tech titans and along the way ushered in the Era of Pay.
All three of the mobile wallets have the potential to one day build a global mobile
payments network. There are similarities among the mobile wallets offered by the
tech titan trio—namely all rely heavily on partnerships with existing financial
institutions and leverage Near-field Communications (NFC) to execute tap-and-go
payments. Nevertheless, each has unique value propositions that the three hope will
help to differentiate their products as they jockey for position in this fast-moving,
ever-competitive space.

© EU R OMONITOR INTER NATIONAL
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P re di c ti o n s f o r t he Digita l Consu mer in 2016

The stakes are high for whatever platform is the first to get mobile right. Mobile
payments surpassed more than US$670 billion in 2015 across the 46 markets
researched by Euromonitor International. Most impressively, mobile payments are
expected to expand nearly four-fold over the coming five years, to exceed nearly
US$2 trillion in payments conducted through tablets and mobile phones.

Next-generation of mobile wallets

While remote mobile payments are more popular, in-person mobile payments are truly
the Holy Grail because of what the mobile wallet can do in terms of digitising the
path-to-purchase. There has been plenty of hype portraying proximity payments as the
next big thing in commerce, but to date there have been few success stories. One
of the most well-known ones comes from the US-based coffeehouse giant Starbucks
Corp, which in five years has shifted 20% of its US sales to its mobile app.
When asked about the reasons for not having used in-store mobile payments,
respondents in Euromonitor International’s Hyperconnectivity Survey expressed
a concern over the security of this new payment method. A close second was the
notion that established payment methods were convenient, and not too far behind
that sentiment was the feeling that mobile payments provided no clear benefits
to end-consumers. The reality is that many mobile payment providers to date have
not given consumers a compelling reason to adopt.
Reasons for Not Using In-Store Mobile Payments Globally: 2014

Source: Euromonitor International Hyperconnectivity Survey
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Ultimately, mobile payments must be as cheap, secure and easy to use as traditional
payment methods to even be considered a viable option. All that being said, consumer
uptake will be directly related to the value add received from using mobile phones
in lieu of the leather wallet. This will likely be driven by one-on-one customer
engagement with tomorrow’s future loyalty initiatives. This has not yet come to
fruition in the current mobile wallet iterations, but mobile payment providers
are expected to begin to more fully integrate this type of experience. The first step,
which will come in 2016, will be the integration of offers and rewards into mobile
wallets akin to Apple Pay’s relationship with Passbook. The era of personalization
where mobile wallet providers are able to leverage location-based technology to send
the right message at the right time to the right person will remain elusive for at least
a few years.

MICHELLE EVANS
Digital Consumer Manager
Euromonitor International, USA
Connect via LinkedIn
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THE SMART HOME IN 2016:
A MAINSTREAM REALITY?
The smart home has been on the verge of a breakthrough for years, yet the lack
of a winning standard, confusion over product choice and limited consumer
tech-savviness have derailed its mainstream appeal. Nonetheless, 2016 is set to be
an important year for this still nascent market, as manufacturers are finally catching
on to what consumers want in their home and how much they are willing to pay.
Rising Internet usage, smartphone penetration and domestic appliance sales globally
will also enable more homes to get smart, while the general rise in IT literacy
in emerging markets will enhance accessibility to products. The entry of several
major digital brands into the market is expected to further strengthen visibility
and awareness of smart-home offerings.
Rising Appliance Penetration in 2016 to Drive Smart Home Opportunities

Source: Euromonitor International from national statistics
Note: Data refer to the global % of households in possession of the specified appliances; figures are forecast
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The smart home has struggled to enter
the mainstream
The idealised vision of the smart home has been around ever since US animated
show “The Jetsons” hit the TV screens in the 1960s. However, despite rapid progress
in connectivity and electronics, the home has not become the smart hub many
anticipated. A number of challenges have hindered progress:
•• There is no clear market leader, brand or format. A number of players from
diverse backgrounds are competing for market share. Therefore, consumers are
often confused and uneducated when it comes to choosing smart technologies
for their home, often believing it to be an expensive and complex process. The
sector requires the “iPod” moment—when a single highly desired product
launches mainstream demand;
•• The technology is not delivering the “wow” factor. While there have certainly
been breakthroughs in sensor controls and smartphone-enabled remote
connectivity, there remains a lack of space-age innovation in the market. For
example, a smart fridge that tracks its contents and lets users know when
foods are reaching their use-by date sounds appealing—but this technology
remains distant in terms of affordability and capability.

But smartphone maturity and appliance
penetration will drive the market
in 2016
The year 2015 has built a solid platform for the growth of smart-home technologies,
with 2016 providing the perfect opportunity for homes to jump aboard the
smart movement:
•• The smartphone is a key facilitator of smart-home implementation, acting as
an affordable and easy-to-use channel for apps and services. This digital handset
with a broadband connection, an automated system of sensors and plug-ins,
and a downloaded app already allow for a fairly affordable smart-home system
that tracks temperature, lighting, and energy use and provides remote security
alerts. In 2016, smartphone sales will reach a peak of 1.3 billion units and mobile
Internet penetration will break the 40% milestone, both factors vital to enabling
consumer uptake of smart services;

© EU R OMONITOR INTER NATIONAL
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T h e S m a rt H o m e i n 2 0 16 : A Ma instr ea m Rea li ty ?

•• Household appliances are beginning to reach a ceiling in terms of their
capability. While consumers are still willing to pay a premium for fashionable
designs and performance in fridges, ovens and air-con, there is a growing
need by manufacturers to provide smart options to stand out in a crowded
marketplace. For example, both LG and Samsung already have a line of fridges
with Wi-Fi capability and LED displays. Furthermore, rapid urbanisation and
the increase of middle class households in emerging markets is driving massive
leaps in the penetration of domestic appliances, giving more consumers a
stake in the smart home. For example, in India, the possession of a cooker will
surpass 65% for the first time in 2016;
•• By 2016, there will be three Internet users for every household globally, most
homes will have a PC and mobile possession will be almost universal. The world
has never been so digitalised, tech-savvy or ready to adopt new technologies.
Early-adopting and highly advanced nations such as Sweden and Norway are
already seeing a spike in demand for smart-homes due to their energy-saving,
“green” benefits, and the rest of the world will ultimately follow.
Global Household Possession of Broadband-Enabled PC and
Mobile Telephone: 2009–2030

Source: Euromonitor International from national statistics
Note: Figures for 2015–2030 are forecast
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Market entry by digital majors will unlock
consumer demand and awareness
A number of niche players have largely populated the smart home space. These include
Control4, a multi-purpose smart-home provider that was the first to see an IPO from
the segment in 2013; and ADT, the security specialist that offers smart security services
via its Pulse app. Both have developed strong expertise in the market, but they also
have a low profile among consumers and are unlikely to develop the sexy smart-home
offering needed to unlock mainstream demand.
Fortunately, a number of large, well-financed companies are beginning to dip their
toes into the segment, prepping for the potential multi-billion-dollar opportunities
on offer once the mass market is breached. The purchase of smart thermostat developer
Nest by Google in 2014 for US$3.2 billion is one example, while the giant US cable
TV provider DirecTV and Dutch major Philips have also made available apps and
supporting technologies for smart-home utilisation. In 2016, the home will become a
battleground for smart services, much like the smartphone market today, and progress
in innovation and affordability will follow.

PAVEL MARCEUX
Households Specialist
Euromonitor International, UK
Connect via LinkedIn
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INCREASED SPENDING VS.
ELUSIVE OPPORTUNITIES
Global consumer expenditure growth is expected to accelerate to 3.0% year-on-year
in real terms in 2016 from 2.3% in 2015, largely on account of recovery in key emerging
markets. Yet, compared to the period prior to 2015, emerging and developing
economies are entering an era of slow growth. At the same time, in developed
economies, as the boost to consumer spending from low energy prices fades, it is not
always going to be easy to convince consumers to part with their cash. Understanding
how the global consumer markets will develop in 2016 and beyond is crucial for
consumer goods companies to identify growth opportunities and win new consumers.
Global Consumer Expenditure and Annual Disposable Income Growth: 2009–2016

Source: Euromonitor International from national statistics / Eurostat / UN / OECD
Note: Data are in 2014 constant prices; Data for 2015 and 2016 are forecasts.
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I n cre ase d Spe n din g vs. Elusive Oppo rt uni t i e s

Consumption in developed economies
will be broadly stable
Real consumer expenditure in developed countries is forecast to grow by 2.3%
year-on-year in 2016, marginally up from the 2.2% recorded in 2015. The boost to
consumer spending from lower energy prices is expected to fade as prices are
set to rebound in 2016 while the underlying drivers for consumption growth in
developed economies will remain largely unchanged:
•• On the back of improved economic performance in developed countries
particularly the eurozone, the USA and Japan, the labour market in
the developed world will tighten, with unemployment falling to 6.5% of
the economically active population in 2016, down from 6.8% in 2015;
•• Nevertheless, businesses are not expected to raise salaries and wages
significantly and household income growth will therefore remain modest.
On average, real household annual disposable income in the developed
world will grow by 1.2% year-on-year in 2016, slightly down from the 1.3%
growth recorded in 2015;
•• Interest rates and the cost of consumer credit are likely to remain low,
although consumer prices will likely start to increase as the average inflation
in developed economies is set to reach 1.7% in 2016, from 0.5% in 2015. In many
countries, rising inflation will reflect currency depreciation, which pushes
up prices of imports, rather than consumer market dynamism. Therefore, we
do not expect interest rates to rise significantly during 2016.
Of the major developed markets, the USA is expected to achieve the fastest consumer
expenditure growth in 2016, as it maintains the 3.0% real growth achieved in 2015.
Meanwhile, Japan will see the strongest recovery in consumption, although the
country’s consumer expenditure growth will only be a modest 0.6% in 2016 (compared
to -1.2% in 2015). This means that even in the best-performing developed markets,
consumers will not necessarily part with their cash more easily in 2016 and companies
will need to rethink their strategies in order to identify pockets of growth and generate
sales in mature markets.

© EU R OMONITOR INTER NATIONAL
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Consumer Expenditure Growth in the Five Largest Developed Markets: 2015 and 2016

Source: Euromonitor International from national statistics / Eurostat / UN / OECD
Note: Data are forecast. The five largest developed markets are measured in total consumer expenditure as of 2015.

Moderate growth expected in emerging
and developing countries
Real consumer spending growth in emerging and developing economies is set to pick
up to 4.4% in 2016, from 2.5% in 2015. This recovery in consumption will be in
tandem with the projected improvement in economic conditions in Russia and other
commodity exporting countries in Latin America, Africa and the Middle East
and Asia, where prices of key commodities including crude oil, natural gas and iron
ore are expected to rebound in 2016 and support the labour market, as well as
household income and expenditure.
Compared to the period prior to 2015, however, consumer spending growth in
emerging and developing countries will be moderating to a “new normal” from the
above-trend growth recorded in the past. Emerging markets which were previously
celebrated for their stellar consumer expenditure growth will become harder for
businesses to expand to while companies that are already present in those markets
must now adjust to a slow growth era. In China, for example, despite the shift to
a consumption-driven economy, consumer expenditure is set to increase by 7.4% in
2016, which is similar to the 7.3% achieved in 2015 but considerably lower than the
average real growth of 10.1% per year recorded over the 2009–2014 period.

20
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I n cre ase d Spe n din g vs. Elusive Oppo rt uni t i e s

Annual Real Growth in Consumer Expenditure in the BRIC: 2009–2016

Source: Euromonitor International from national statistics / Eurostat / UN / OECD
Note: Data for 2015 and 2016 are forecast.

Identifying and seizing opportunities

Despite slowing long-term growth in emerging markets and subdued demand in
developed markets, companies can still identify and capture growth opportunities in
both developed and emerging markets:
•• In 2015, Arçelik AŞ—the Turkish manufacturer of Beko brand home
appliances—expanded outside the saturated markets of Western Europe by
setting up a factory in Thailand to produce for the whole Southeast Asian
region. In doing so, Arçelik AŞ will not only reduce its traditional reliance
on Western Europe, but will also gain cost-effectiveness and benefit from
an integrated market and production base that the ASEAN Economic
Community (AEC) will have to offer;

© EU R OMONITOR INTER NATIONAL
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•• Meanwhile, Unilever has uncovered a new path to growth in developed markets
as it has expanded into a range of high-end products. The global
consumer-goods giant is traditionally known for mass-market brands and its
strong presence in emerging markets. But, in view of the sluggish growth
outlook in emerging markets and declining sales in developed markets, Unilever
is pushing upmarket in Europe and North America where it sells premium
products such as Maille mustard, T2 tea and Talenti artisanal ice cream. In 2015,
the company further acquired four niche skincare brands (Murad, Dermalogica,
REN and Kate Somerville) as part of its premiumisation strategy to drive sales
growth in developed markets.
As opportunities are becoming harder to identify and capture, companies will need
to be more innovative in devising their strategies—by either reducing reliance on
one core market, expanding beyond traditional categories, or identifying cross-country
consumer segments—in order to be more targeted but also more cost effective.

AN HODGSON
Income and Expenditure Manager
Euromonitor International, UK
Connect via LinkedIn
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MIGRATION TO REMAIN A
DEMOGRAPHIC MEGATREND
Migration, urbanisation, ageing and the rise of single persons are the most significant
demographic megatrends of our times. European news was dominated by the
“migrant crisis” in the second half of 2015 and Euromonitor International expects
this to continue in 2016 amid the biggest migration challenge for governments in
the post-war period. How policy makers respond to the refugee crisis will shape the
political, business and consumer landscape. Yet this is a global issue with refugees
and asylum seekers from the Middle East, Africa, Eastern Europe and Southeast Asia.
Euromonitor International forecasts that 2015 was a record year for the number
of refugees / asylum seekers with 17.7 million people globally (with numbers possibly
higher given the nature of undocumented migration). We predict this will be topped
in 2016 as migration shows no sign of abating.
Growth Index of World Total Population and Refugees and
Asylum Seekers: 2000–2015
2000 = 100

Source: Euromonitor International from national statistics / UN / UNHCR
Note: 2015 data is forecast
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Mig rati o n to R em a i n a Demogr a p h ic Megatr end

This large-scale movement of people presents challenges for recipient countries in
terms of societal integration, social cohesion and increased demand for public
services. It also poses problems for the economies they are leaving through the loss
of labour / skills resulting in a brain drain. However, the influx of people to Europe
offers numerous benefits, notably when it comes to addressing the shrinking pool of
labour as a result of ageing populations. Euromonitor International estimates that 27
countries in Europe will experience an annual decline in their working-age population
aged 15–64 in 2016. According to the UN Refugee Agency (UNHCR) in October 2015,
nearly half of total registered Syrian refugees were in the working-age group of
18–59 years.

The crisis in context

According to a report by UNHCR in June 2015, forced global displacement by the end
of 2014 had reached a record 59.5 million:
•• Euromonitor International estimates that the five countries with the highest
number of refugees and asylum seekers globally in 2015 were Turkey, Lebanon,
Pakistan, Iran and Ethiopia.
•• The recent surge in migration is a result of political instability and war, for
example in Syria, Afghanistan and Somalia. UNHCR reveals there were 4.2
million registered Syrian refugees as of October 2015.
•• The International Organization for Migration estimates that arrivals by sea in
the Mediterranean in 2015, which is where the bulk of the European migration
crisis has been centred, reached 724,228 by the end of October with 80.0%
arriving in Greece alone.

Benefits of migration

The benefits of migration depend entirely on what framework is available to help
refugee integration. Legal restrictions may result in underemployment where skilled
workers are in low-skill jobs, not fulfilling their economic capacity. If migrants are
successfully assimilated within Europe, they can contribute to economic growth:
•• Europe’s labour markets are shrinking owing to ageing populations and
declining birth rates. 8 of the 10 counties globally predicted to have the oldest
populations based on median age in 2016 are European, with Germany leading
the European economies with a median age of 46.4. No country in the region
in 2016 will have a fertility rate of 2.1 or over (children born per female) which
is needed for a developed economy’s population to be able to replace itself
naturally. Immigration will increase labour input, boosting productivity and
economic growth.
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•• A bigger workforce could generate greater tax revenues, helping to improve
government finances in countries that have battled with sovereign debt.
Euromonitor International estimates that 9 European countries in 2015 had
public debt over the 90% of GDP threshold where debt is commonly believed to
impact economic growth.
•• In the medium-to-long term, consumer-facing businesses will benefit from
a bigger market size and growing expenditure. We forecast that in 2016, real
consumer spending in 13 European countries will still be below the pre-global
financial crisis levels of 2007.
•• Population diversification will present new opportunities as multiculturalism
becomes more widespread. Although there will be obvious prospects for
segmented marketing, a cross-cultural approach is gaining ground where
similarities across ethnic groups are targeted. According to Euromonitor
International, one-in-ten people in Germany in 2016 will be a foreign citizen.
Proportion of Foreign Citizens in Selected Western European Countries: 2016

Source: Euromonitor International from national statistics / UN / Eurostat
Note: Data is forecast

•• Tesco is an example of a UK supermarket which is catering to the increasingly
diverse population. Rather than adopt a one-size fits all strategy, it has
taken a local approach in determining the changing demand in different areas
and adapt products in specific stores. The key is to assess demand, not to
stereotype, and note that multiculturalism is blurring lines across cultures.
This is embodied in Coca-Cola’s 2014 Super Bowl advert which featured the
song “America the Beautiful” sung in a variety of languages.
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A clash of ideologies poses the
biggest challenge
Integration will take time, however, for migrants who need to learn a new language
before they can become economically active. Coming up with a cohesive European
strategy is another challenge. European leaders agreed in October 2015 to create
100,000 places in refugee reception centres while in September 2015, the European
Union (EU) agreed to resettle migrants across the EU.
Governments face a moral dilemma especially as the recent migration stemming from
the Middle East and Africa is resulting in the rise of Islamophobia in some countries
and a move to the far right in politics. The World Bank has warned that the movement
of people will be a characteristic of the global economy for decades in the future.

MEDIA EGHBAL
Head of Countries’ Analysis
Euromonitor International, UK
Connect via LinkedIn
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ABOUT EUROMONITOR
INTERNATIONAL
Euromonitor International is the world’s leading provider for global business
intelligence and strategic market analysis. We have more than 40 years of
experience publishing international market reports, business reference books
and online databases on consumer markets.
Our global market research database, Passport, provides statistics, analysis, reports,
surveys and breaking news on industries, countries and consumers worldwide.
Passport connects market research to your company goals and annual planning,
analysing market content, competitor insight and future trends impacting
businesses globally. And with 90% of our clients renewing every year, companies
around the world rely on Passport to develop and expand business operations, answer
critical tactical questions and influence strategic decision making.
To discover more about the power of Passport, read product reviews or request
a demonstration.
Euromonitor International is headquartered in London, with regional offices in
Chicago, Singapore, Shanghai, Vilnius, São Paulo, Santiago, Dubai, Cape Town,
Tokyo, Sydney and Bangalore, and has a network of over 800 analysts worldwide.
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