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• TrendKey is a launch pad to develop next-stage thinking, helping you plan 

for the future through a structured and data-rich platform. It is an excellent 

tool for workshopping strategic business issues based on robust consumer 

understanding, combining external forces impacting consumers with trends 

and in-market manifestations.

• Each of the 9 macro trends in TrendKey has been identified through 

analysis of NIQ Consumer Life Global data, as well as observations of the 

global marketplace.

• Recognizing the existence of certain trends is just the beginning. TrendKey 

provides a toolkit of trend narratives, data-driven insights, and market 

manifestations to fuel strategic thinking for future market planning.

Because the world is always changing, and so are consumers

Why TrendKey®

Reach out to your NIQ contact if you need support 

on building or refreshing your internal trends 

framework.

NEW IN 2025: This year, we introduce 5 new sub-trends, as well as 2 
new STEEP forces. All quantitative data and marketplace examples 
have been updated as well.

4
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Analysis framework

These are specific aspects of macro trends 
that may be shorter-term and more specific 
in nature. Note that the sub-trends in this 
report are not comprehensive, merely 
illustrative.

Consumer attitudes and behaviors 
shaped by external forces, 
representing genuine, long-term shifts 
in consumer wants and needs. Macro 
trends may be shaped by multiple 
external forces.

MACRO TRENDS
These are social, technological, 
economic, ecological, and 
political shifts that are beyond the 
control of individuals, but are the 
root causes of consumer change, 
driving macro trends and sub-
trends.

EXTERNAL FORCES 
(STEEP)

External forces provide the context within which people live their lives. We have identified 9 macro trends that 

describe how people react to those forces, as well as sub-trends that relate to each major trend. This report 

covers all 3 areas. 

SUB-TRENDS

BACK TO CONTENTS

BACK TO CONTENTS



4
col

4
col

2 / 4
col

3
col

3
col

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

A look at the 9 macro trends and 27 

sub-trends, including a description of 

what each trend signifies, data 

highlights from the 2025 Consumer 

Life global study, and manifestations 

of the trend in the marketplace.

6

An in-depth look at the global forces that 

impact consumer behavior, structured 

around the commonly used STEEP 

framework: Social, Technological, 

Economic, Ecological, and Political.

2025 Consumer Life global study 

coverage and methodology, 

explanation of TrendKey metrics, and 

country rankings

Contents (click on image or text to navigate to section)

9 Macro Trends External Forces (STEEP) Appendix
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9 Macro Trends (click on image to navigate to section)

SEEKING SAFETY

ECO-CONSCIENCE

FRICTIONLESS LIVING

SENSE OF WELLBEING

IN THE KNOWDISCERNING CONSUMPTION

EXPERIENCE ABOVE ALL

BELONGING

ALL ABOUT ME
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Seeking Safety

9
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“The world is a 
scary place, and I 
need reassurance.

Seeking Safety | Narrative

I want to be kept safe and secure in a world of 

increasing uncertainty, threats, and danger (both 

real and perceived). I appreciate products and 

services that help me conquer the fear so I can 

pursue the life I want and gravitate towards the 

companies and brands that I can trust for quality, 

safe products.

BACK TO TRENDS LIST

BACK TO TRENDS LIST
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NIQ Consumer Life Global 2025, EJM (global = 40 countries)

Seeking 
Safety
Trend indicators:

“I am always concerned about my 

safety and security”

“Where and how a product is made is 

very important to me”

“I worry about getting sick from 

contaminated food or drink products”

11
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Seeking safety | 3 sub-trends

I. Protect me

Consumers seek physical safety at and 

away from home.

III. Comfort me

Brands can offer physical comfort as well as 

emotional support.

II. Defend me

Consumers expect companies to guard 

sensitive information.

BACK TO TRENDS LIST

BACK TO TRENDS LIST
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NIQ Consumer Life Global 2025 C1, EJM, A2, H48 (global = 40 countries)

https://www.cnbc.com/2025/07/23/uber-women-drivers-riders.html 

Sub-trend in the marketplace

Sub-trend in the marketplace

Seeking Safety | Protect me
BACK TO TRENDS LIST

BACK TO TRENDS LIST

Physical security has always been fundamental to the consumer, and 

it takes on special urgency when it comes to keeping loved ones safe. 

• Protecting the family is the #X personal value globally on a list of 

57 measured 

• “I am always concerned about my safety and security” ranks 

#XX out of 44 life attitudes

- #X in Brazil, #X in Malaysia

• Crime and lawlessness is the #X personal concern globally on a 

list of 24 issues tracked, with XX% of consumers citing it

- XX% in Ecuador

• Physical and environmental safety are increasingly connected

- Global consumers view an unhealthy outdoor environment as 

the #X threat to their wellbeing, ahead of physical and online 

crime

Uber makes rides safer for female riders and drivers

13

Uber has introduced a new feature 
called “women preferences” in 
selected cities in the US in 2025. It 
pairs women drivers and riders, in 
the company’s latest move to address 
safety on the ride-hailing platform. A 
similar offering was first introduced 
in Saudi Arabia in 2019, before 
expanding into 40 countries. 

https://www.cnbc.com/2025/07/23/uber-women-drivers-riders.html
https://www.cnbc.com/2025/07/23/uber-women-drivers-riders.html
https://www.cnbc.com/2025/07/23/uber-women-drivers-riders.html
https://www.cnbc.com/2025/07/23/uber-women-drivers-riders.html
https://www.cnbc.com/2025/07/23/uber-women-drivers-riders.html
https://www.cnbc.com/2025/07/23/uber-women-drivers-riders.html
https://www.cnbc.com/2025/07/23/uber-women-drivers-riders.html
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NIQ Consumer Life Global 2025 TD_4, TDA_1 (global = 40 countries), 

TD 26 (global = 26 countries where the question was asked)

Privacy. That’s Apple. 2025 Campaign

Sub-trend in the marketplace

Sub-trend in the marketplace

Seeking Safety | Defend me

14

BACK TO TRENDS LIST

BACK TO TRENDS LIST

Cybersecurity continues to be a major issue globally for consumers, 

businesses, and governments.

• XX% of global consumers are concerned about the fraudulent use 

of personal information, making it the #X tech concern on a list of 

14 risks associated with technology 

- XX% among Indonesians

• XX% of consumers agree “Privacy records of brands and 

technology companies are very important in my purchase decisions”

- XX% among Indonesian consumers

• XX% cited privacy concerns as a barrier to adopting smart 

home products, making it the #X obstacle after only cost

- XX% in the UAE

Tech giant goes out of its way to protect data 

Apple has positioned privacy as a 
core brand differentiator, launching 
a series of campaigns that dramatize 
the risks of digital tracking and 
highlight how the iPhone protects 
users. Apple backs this claim up with 
features such as making apps “mind 
their business,” on-device data 
processing, mail protections, and 
more.

https://www.apple.com/privacy/
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NIQ Consumer Life Global 2025 EJM (global = 40 countries), H49 (global = 26 countries where the question was asked) 

Dove “Keep Beauty Real” campaign 2025

Sub-trend in the marketplace

Sub-trend in the marketplace

Seeking Safety | Comfort me

15

BACK TO TRENDS LIST

BACK TO TRENDS LIST

People seek solace in a stressful world. Companies can provide 

comfort and peace of mind through trusted brands with transparent 

provenance.

• XX% of consumers agree “I only buy products or services from a 

trusted brand,” making it the #XX life attitude on a list of 44 

measured

- #X in the Netherlands

• XX% agree “Where and how a product is made is very important 

to me,” making it the #XX life attitude

- #XX in Russia, #XX in Saudi Arabia

• XX% of consumers feel that better emotional support would 

improve their wellbeing the most

- XX% among Malaysians, XX% in the UAE

Global health and beauty brand acts as an 

emotional anchor

offers emotional refuge, aligning 

perfectly with consumers’ desire for 

comfort, connection, and clarity in a 

chaotic world

With 1 in 3 women globally 
feeling pressure to alter their 
appearance because of what 
they see online, Dove has 
spent 2025 renewing its vow to 
champion real beauty and 
fight against using AI to create 
or distort women’s images. 
This multi-country initiative 
promotes body positivity, 
emotional wellbeing, and 
brand transparency.

https://www.dove.com/us/en/campaigns/purpose/keep-beauty-real.html
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• Conduct scenario planning for future threats that will have the 

most significant impact on your business, e.g., extreme weather, 

political instability, supply chain delays. 

• Keep a close eye on new privacy regulations (local, federal, and 

global) and their relevance to your business; collaborate closely 

with internal partners (e.g., legal, IT) to budget and plan for 

adherence to these laws. 

• Adopt new digital tools in your fight against fraud, data breaches, 

bias in new technologies, counterfeit products, etc. 

• Closely monitor emerging risks and introduce timely reassurance 

initiatives to stand out from competitors. Think the Hyundai 

Assurance program launched during the Great Recession and 

revived during COVID.

Tomorrow

• Innovate with safety at the forefront; consider how protection 

intersects with other core benefits of your offering. 

• Determine what role your brand can play in addressing civic 

concerns (e.g., crime, public safety) through efforts like public-

private partnerships or timely awareness campaigns. 

• Keep tabs on emerging information security risks as the use of 

AI increases; stay proactive and educated about the evolution 

of the data privacy landscape. 

• Maintain transparency about your sourcing and manufacturing 

processes; respond comprehensively to your customers’ 

requests for the information necessary to make them feel safe. 

Today

Implementing the trend today and tomorrow

Seeking Safety | Actions and implications

https://www.marketingdive.com/news/campaign-trail-hyundai-purpose/575339/ 

https://www.marketingdive.com/news/campaign-trail-hyundai-purpose/575339/
https://www.marketingdive.com/news/campaign-trail-hyundai-purpose/575339/
https://www.marketingdive.com/news/campaign-trail-hyundai-purpose/575339/
https://www.marketingdive.com/news/campaign-trail-hyundai-purpose/575339/
https://www.marketingdive.com/news/campaign-trail-hyundai-purpose/575339/
https://www.marketingdive.com/news/campaign-trail-hyundai-purpose/575339/
https://www.marketingdive.com/news/campaign-trail-hyundai-purpose/575339/
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Sense of Wellbeing

17
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“Being truly well 
means taking care 

of body, mind, 
and soul.

Sense of Wellbeing | Narrative

I take a holistic approach to living well. This 

involves being proactive, seeking balance, 

and being open to new tools and products 

that help me manage my health. 

Sometimes this means being attentive to my 

appearance (looking good = feeling good); 

sometimes it means pursuing physical health; 

and sometimes it means nurturing the soul.

BACK TO TRENDS LIST

BACK TO TRENDS LIST
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NIQ Consumer Life Global 2025, EJM (global = 40 countries)

Sense of 
Wellbeing
Trend indicators:

“I actively look for products and 

services that help me live a healthy 

lifestyle”

“My outward appearance reflects my 

inner wellbeing”

“I try to maintain the right balance 

between work and leisure”
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Sense of Wellbeing | 3 sub-trends

II. Buying health

Post-COVID consumers are turning more to 

offerings that promise to help them better 

manage their wellbeing. 

III. Holistic health

Wellbeing means taking care of oneself, 

inside and out, body and mind.

BACK TO TRENDS LIST

BACK TO TRENDS LIST

I. Proactive health

Consumers are taking a more proactive 

approach towards wellbeing.
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NIQ Consumer Life Global 2025 C1 (global=core 18 countries), H11, H33, H50 (global = 40 countries),

Oura’s New Brand Campaign Reframes Getting Older as the Ultimate Aspiration

Sub-trend in the marketplace

Sub-trend in the marketplace

Sense of Wellbeing | Proactive health
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BACK TO TRENDS LIST

BACK TO TRENDS LIST

Wellness became more top of mind through the COVID pandemic, 

and consumers today are proactive in taking care of it.

• Health & fitness is the #X personal value globally on a list of 57, 

up X ranks from 2019

• XX% of consumers say their lifestyle focuses on both prevention 

and treatment when it comes to health and wellbeing. 

XX% prioritize prevention, vs. just XX% who prioritize treatment

- A treatment-focused approach is XX% for Gen Z vs just X% 

for Boomers

• XX% agree “I do everything I can to protect myself and my 

family from germs and viruses”

- XX% in Ecuador, XX% in Indonesia and China

• Drinking enough water and getting a good night's sleep are 

top health practices globally for consumers. On average, people 

often do X out of XX tracked healthy activities for wellbeing.

Oura: “Getting older is the ultimate aspiration”

Oura launched a global campaign in 

2025 to highlight its health-tracking 

rings and how they capture the most 

precise and consistent health data. 

Through sleep, recovery, and 

readiness insights, Oura is 

encouraging users to make the best 

decisions for their body every day and 

every night.  

https://ouraring.com/blog/give-us-the-finger-brand-campaign/
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NIQ Consumer Life Global 2025 EJM (global = core 18 countries), H33, H51 (global = 40 countries)
Coca-Cola takes on Olipop and Poppi

Sub-trend in the marketplace

Sub-trend in the marketplace

Sense of Wellbeing | Buying health
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While consumers may not always be ready to make significant lifestyle 

changes for better wellbeing, they are increasingly seeking products and 

services that offer health benefits.

• “I actively look for products and services that help me live a healthy 

lifestyle” ranks #XX among 41 consistently measured life attitudes, up 

X ranks from 2019

• XX% of consumers say they frequently eat healthy/nutritious foods, 

making it the #X health practice on a list of 13 items, preceded only by 

drinking enough water (XX%) and getting a good night’s sleep (XX%). 

- XX% of Indonesians and 61% of Malaysians often eat healthy foods

- XX% among college graduates

• XX% of global consumers have used weight-loss medications, 

including X% who used them in the past 30 days

- XX% for Millennials

Probiotic soda takes off as overall soda 

consumption falls

Soda consumption has broadly fallen in 

the U.S. over the last two decades, hurt 

by health concerns and an increase in 

alternatives on the market. But in the 

last five years, sodas containing 

prebiotics have taken off, thanks to 

industry newcomers Olipop and Poppi. 

Coca-Cola jumped into the rapidly-

growing digestive health soft drinks 

market by introducing its own version of 

probiotic soda in 2025, Simply Pop.

https://www.cnbc.com/2025/02/18/coca-cola-launches-simply-pop-prebiotic-soda-to-rival-olipop-poppi.html
https://www.cnbc.com/2025/02/18/coca-cola-launches-simply-pop-prebiotic-soda-to-rival-olipop-poppi.html
https://www.cnbc.com/2025/02/18/coca-cola-launches-simply-pop-prebiotic-soda-to-rival-olipop-poppi.html
https://www.cnbc.com/2025/02/18/coca-cola-launches-simply-pop-prebiotic-soda-to-rival-olipop-poppi.html
https://www.cnbc.com/2025/02/18/coca-cola-launches-simply-pop-prebiotic-soda-to-rival-olipop-poppi.html
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NIQ Consumer Life Global 2025 EJM (global = 40 countries), H49, H38 (global = 26 countries where the question was asked)

https://www.adsoftheworld.com/campaigns/decaf-billboards 

Sub-trend in the marketplace

Sub-trend in the marketplace

Sense of Wellbeing | Holistic health
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People appreciate that wellbeing is multifaceted, and that the inner and 

outer self are connected. They also understand that products across 

categories can help with various aspects of their wellbeing.

• “My outward appearance reflects my inner wellbeing” ranks #XX 

out of 44 life attitudes

- #XX in Japan, #XX in China

- #XX among Millennials

• XX% of global consumers would prioritize improving mental health 

for better wellbeing, making it the #X area for improvement on a list of 

10, after physical health and financial situation

- XX% in Malaysia (#X area for improvement), XX% in South Korea 

(#X)

- XX% among Gen Z vs. XX% Boomers

 

• On average, people do XX activities on a list of 20 to minimize 

stress, with listening to music, watching TV/videos, and exercising or 

playing sports topping the list

Nestle facilitates better rest in Panama

Panama has the highest number of 

residential skyscrapers in Latin America 

and one of the highest concentrations of 

digital billboards. Every night, thousands 

of families are exposed to an overload of 

artificial light that disrupts their sleep. 

Nestle addresses this with its “Decaf 

Billboards” campaign, promoting its 

decaf coffee. For the final hour of each 

ad cycle, the company took over digital 

billboards and replaced bright, flashy 

content with the calming image of decaf 

coffee flowing in slow motion lowering 

the screen’s brightness and giving the 

city an extra hour of better rest.

https://www.adsoftheworld.com/campaigns/decaf-billboards
https://www.adsoftheworld.com/campaigns/decaf-billboards
https://www.adsoftheworld.com/campaigns/decaf-billboards
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• Develop a plan to address the impacts of popular weight loss 

drugs on your category, e.g., reduced portion sizes or appetites, 

different food choices, changing sentiments around confidence 

and self-esteem, new apparel needs, increased ability to exercise 

or play sports. 

• Strategize the necessary future steps to accommodate probable 

public health threats of the future such as pandemics, extreme 

weather, resource scarcity, and  unsafe water or air.

• As the mainstream adoption of AI continues, combat health 

misinformation with clear and specific facts offered on credible 

channels. 

• Take a leadership role in fighting health inequities relevant to your 

brand and industry, e.g., access to preventative healthcare, food 

deserts, disparities in life expectancy.

Tomorrow
• Health benefits will sell. Think creatively about how your 

products and services can benefit various aspects of holistic 

wellbeing. 

• Increasing reliance on products and services to manage 

wellbeing will inevitably deepen the health divide. Provide 

products and services that help bridge the access gap. 

• Play an active role in supporting your customers’ mental 

wellbeing — whether through branded content that offers stress 

management tips, intuitive interfaces designed to reduce 

friction, or sensory product experiences that help people relax 

and recharge.

• As an employer, enhance offerings to meet your workforce’s 

evolving wellness needs, e.g., mental health resources, work-

life balance, affordable access to expensive treatments. 

Today

Implementing the trend today and tomorrow

Sense of Wellbeing | Actions and implications
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External forces
(STEEP)
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Social, technological, economic, ecological, and political shifts that are beyond individuals’ control, but are root causes of 

consumer change*

*Note: This is not a comprehensive list of forces, merely the ones most relevant for this report.

5 STEEP forces that impact consumer behavior

CLICK ON ICON TO GO TO SECTION

Social Technological Economic Ecological Political

◼ Globalization

◼ Economic shifts

◼ Income distribution

◼ Climate change

◼ Resource scarcity

◼ Disease

◼ Tensions & 

conflicts

◼ Government 

regulations

◼ Changing political 

landscape

26
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◼ An aging world

◼ Changing 

households

◼ Global 

migration 

◼ Urbanization

◼ Education

◼ Tech access

◼ Tech advances
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Life expectancy is again on the rise following a brief decline during the pandemic. Globally, life expectancy reached 73.5 in 2025, up nearly 1 year 

from 2019 and up 7.1 years since 2000. The global population aged 65 or older is expected to reach 1.5 billion by 2050, according to United 

Nations projections – fully 1 in 6 people worldwide. Although improved health and life expectancy are generally viewed as positive developments, 

populations that become increasingly top-heavy in terms of age structure face challenges, including a dwindling worker-dependent ratio, growing 

health costs, and – in cases where fertility and immigration don’t keep pace – declining populations.

27

World Population Prospects - Population Division - United Nations, https://www.axios.com/2025/06/26/america-older-younger-population, https://www.census.gov/newsroom/press-releases/2025/older-adults-outnumber-children.html  

STEEP ǀ Social Forces: An aging world

Global population by age and sex, 2000-2050 (green and yellow areas indicate potential range of projections)

2000 2025 2050

Male Female Male Female Male Female
110

AGE

0

POP IN MILLIONS

0

POP IN MILLIONS POP IN MILLIONS

100100

110 110

AGE

0 100100 0 100100
0 0

AGE

65+
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The U.S. population aged 65 and up grew by 13% between 2020 and 2024 to 61.2 million, the Census Bureau says, while the number of 

those under 18 fell by 1.7%. By 2050, senior population in the US is expected to reach 88 million, claiming 23% of the population.

https://population.un.org/dataportal/home?df=5aee91c2-34c9-42bf-ba4b-ecf6777e7808
https://population.un.org/dataportal/home?df=5aee91c2-34c9-42bf-ba4b-ecf6777e7808
https://population.un.org/dataportal/home?df=5aee91c2-34c9-42bf-ba4b-ecf6777e7808
https://population.un.org/dataportal/home?df=5aee91c2-34c9-42bf-ba4b-ecf6777e7808
https://population.un.org/dataportal/home?df=5aee91c2-34c9-42bf-ba4b-ecf6777e7808
https://www.axios.com/2025/06/26/america-older-younger-population
https://www.axios.com/2025/06/26/america-older-younger-population
https://www.axios.com/2025/06/26/america-older-younger-population
https://www.axios.com/2025/06/26/america-older-younger-population
https://www.axios.com/2025/06/26/america-older-younger-population
https://www.axios.com/2025/06/26/america-older-younger-population
https://www.axios.com/2025/06/26/america-older-younger-population
https://www.census.gov/newsroom/press-releases/2025/older-adults-outnumber-children.html
https://www.census.gov/newsroom/press-releases/2025/older-adults-outnumber-children.html
https://www.census.gov/newsroom/press-releases/2025/older-adults-outnumber-children.html
https://www.census.gov/newsroom/press-releases/2025/older-adults-outnumber-children.html
https://www.census.gov/newsroom/press-releases/2025/older-adults-outnumber-children.html
https://www.census.gov/newsroom/press-releases/2025/older-adults-outnumber-children.html
https://www.census.gov/newsroom/press-releases/2025/older-adults-outnumber-children.html
https://www.census.gov/newsroom/press-releases/2025/older-adults-outnumber-children.html
https://www.census.gov/newsroom/press-releases/2025/older-adults-outnumber-children.html
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Household structures grow more diverse 
In many parts of the world, nuclear families that once dominated have 

declined with the rise of single-person households, single parents, and 

couples without children. For example, in the US, nuclear families – or 

couples with children – accounted for just 17.7% of all households in 2024, 

compared with 42.5% in 1960 and 24.1% in 2000.

Lower fertility rates help drive down household sizes 
Globally, household sizes have declined over the past few decades with 

plunging fertility rates across regions. In Latin America and the Caribbean, for 

example, the average number of births per woman fell from 5.8 in 1950 to an 

estimated 1.8 in 2025. In the US, total fertility rates stand at 1.6 per woman.

Single-person households see fast growth
Living solo soared over the past two decades. In 2023, single person 

households globally accounted for one fifth of all households. From 2023 to 

2040, these households are projected to grow by 48% in absolute terms, 

outpacing the growth rate of all other household types. Scandinavian 

countries will have some of the smallest household structures globally, with 

over 40% of residents living alone.

28

5 facts about global fertility trends I Pew Research, Global household trends I https://www.niussp.org/ Top five trends in households I Euromonitor, To three trends in households I Euromonitor 

https://www.census.gov/data/tables/time-series/demo/families/households.html 

STEEP ǀ Social Forces: Changing households
BACK TO LIST

BACK TO LIST

Total fertility rates by region

In the US, single-person households accounted for 29.1% of all 

households in 2024, up 3.6 pts from 2000, representing the 

fastest-growing type of households in the nation. Households 

composed of two people also inched up, now making up 35% 

of all households, up 1.5 pts from 2000. Larger households 

have all declined during this period. 

https://www.pewresearch.org/short-reads/2025/08/15/5-facts-about-global-fertility-trends/
https://www.niussp.org/family-and-households/global-household-trends-converging-sizes-divergent-structures/
https://www.euromonitor.com/top-five-trends-in-households/report
https://www.euromonitor.com/article/top-three-trends-in-households
https://www.census.gov/data/tables/time-series/demo/families/households.html
https://www.census.gov/data/tables/time-series/demo/families/households.html
https://www.census.gov/data/tables/time-series/demo/families/households.html
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https://ourworldindata.org/urbanization, https://ourworldindata.org/urbanization#all-charts, https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/   

STEEP ǀ Social Forces: Urbanization

Global urbanization continues
Today, 58% of the global population lives in urban areas, up from 

47% in 2000. By 2050, nearly seven in ten people globally are 

projected to live in cities. This poses challenges in terms of 

infrastructure, affordability, and health, but also economic and 

social benefits. Sustainability is currently a particular area of focus.

Share of population living in urban areas, 2023

Long-term trends show a persistent increase in overall urbanization. Yet, 

recent shifts indicate a suburban resurgence, a trend predated but 

accelerated by the COVID-19 pandemic. Post-COVID, the population 

outflow from urban cores slowed to a halt. However, suburban counties – 

especially the outer suburbs – continued to grow at a faster rate per the 

latest data available, driven by domestic migration favoring suburban areas. 

Annual growth rates for urban core and suburban counties in large 

metropolitan areas, 2010-2023

US: Suburban resurgence still alive

BACK TO LIST

BACK TO LIST

https://ourworldindata.org/urbanization#all-charts
https://ourworldindata.org/urbanization#all-charts
https://ourworldindata.org/urbanization#all-charts
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
https://www.brookings.edu/articles/new-census-data-hints-at-an-urban-population-revival-assisted-by-immigration/
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Worldwide internet user penetration I Statista.com, June 2025 Ericsson Mobility Report, https://www.weforum.org/stories/2025/01/how-can-all-nations-realize-the-full-potential-of-ai/, 

nternXL: Home

STEEP ǀ Technological Forces: Tech access

Digital expansion continues
As of July 2025, 68.7% of the global population accessed the internet, up 

from 53% in 2018.  This represents about 5.65 billion internet users 

worldwide.

5G adoption skyrockets
5G subscriptions are forecast to top 2.9 billion globally by the end of 

2025 – making up about one-third of all mobile subscriptions. By the end 

of 2030, 5G subscriptions are expected to more than double to 6.3 

billion. In both North America and Northeast Asia, the 5G subscription 

penetration rate has exceeded 50%.

Persistent digital/AI divide
Despite progress, nearly a third of the global population (2.6 billion 

people) remains digitally unconnected, cut off from the internet and its 

related, essential services. And, with the rapid expansion of artificial 

intelligence and automation, the world is witnessing the formation of an 

AI divide, with those who lack AI access falling further behind.

In the Global South, limited access to energy-intensive AI 

infrastructure, advanced computing capabilities, high-quality 

data and AI skills hinders nations from reaping the economic 

and societal benefits that AI can offer. The growing global 

AI gap is projected to perpetuate economic disparities 

and social inequalities and affect international 

competitiveness. - World Economic Forum, Jan. 2025

internXL helps bridge the tech divide by offering 

students from diverse backgrounds opportunities 

such as free training and certifications in AI, data 

science and machine learning, including access to 

over 500 AI courses. It also connects students with 

AI experts and employers for internships, enabling 

them to gain practical experience in the field.

BACK TO LIST

BACK TO LIST

https://www.statista.com/statistics/325706/global-internet-user-penetration/#:~:text=As%20of%20July%202025%2C%2068.7,did%20so%20to%20find%20information.
https://www.ericsson.com/49e9b6/assets/local/reports-papers/mobility-report/documents/2025/ericsson-mobility-report-june-2025.pdf
https://www.weforum.org/stories/2025/01/how-can-all-nations-realize-the-full-potential-of-ai/
https://www.weforum.org/stories/2025/01/how-can-all-nations-realize-the-full-potential-of-ai/
https://www.weforum.org/stories/2025/01/how-can-all-nations-realize-the-full-potential-of-ai/
https://www.weforum.org/stories/2025/01/how-can-all-nations-realize-the-full-potential-of-ai/
https://www.weforum.org/stories/2025/01/how-can-all-nations-realize-the-full-potential-of-ai/
https://www.weforum.org/stories/2025/01/how-can-all-nations-realize-the-full-potential-of-ai/
https://www.weforum.org/stories/2025/01/how-can-all-nations-realize-the-full-potential-of-ai/
https://www.weforum.org/stories/2025/01/how-can-all-nations-realize-the-full-potential-of-ai/
https://www.weforum.org/stories/2025/01/how-can-all-nations-realize-the-full-potential-of-ai/
https://www.weforum.org/stories/2025/01/how-can-all-nations-realize-the-full-potential-of-ai/
https://www.weforum.org/stories/2025/01/how-can-all-nations-realize-the-full-potential-of-ai/
https://www.weforum.org/stories/2025/01/how-can-all-nations-realize-the-full-potential-of-ai/
https://www.weforum.org/stories/2025/01/how-can-all-nations-realize-the-full-potential-of-ai/
https://www.weforum.org/stories/2025/01/how-can-all-nations-realize-the-full-potential-of-ai/
https://www.weforum.org/stories/2025/01/how-can-all-nations-realize-the-full-potential-of-ai/
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https://www.imf.org/en/Publications/WEO/Issues/2025/07/29/world-economic-outlook-update-july-2025, https://www.imf.org/external/datamapper/datasets/WEO  

STEEP ǀ Economic Forces: Economic shifts

Global economy: Tenuous resilience amid persistent uncertainty
Global GDP growth is projected at 3.0% for 2025 and 3.1% in 2026, an 

upward revision from the April 2025 World Economic Outlook, reflecting 

front-loading ahead of tariffs, lower effective tariff rates, better financial 

conditions, and fiscal expansion in some major jurisdictions. However, 

growth is expected to slow this year from the 2024 level, with projected 

decline particularly pronounced in the US where GDP growth is forecast to 

drop from 2.8% last year to 1.9% in 2025 before rebounding slightly to 2% 

in 2026.

Inflation: Easing with notable variations 
Global inflation is expected to fall from 5.7% in 2024 to 4.2% in 2025 and 

3.6% in 2026. The overall picture hides cross-country variation in forecasts, 

however. The tariffs, acting as a supply shock, are expected to pass 

through to US consumer prices gradually and hit inflation in the second half 

of 2025. Elsewhere, the tariffs constitute a negative demand shock, 

lowering inflationary pressures.  

Inflation is projected to remain above the 2% target through 2026 in the US, 

whereas in the euro area inflationary dynamics are expected to be more 

subdued. 
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STEEP ǀ Economic Forces: Income distribution

https://www.weforum.org/stories/2025/07/against-the-odds-how-has-the-world-achieved-middle-class-dominance/, https://www.brookings.edu/articles/rising-inequality-a-major-issue-of-our-time/

https://www.pewresearch.org/global/2025/01/09/economic-inequality-seen-as-major-challenge-around-the-world/, https://wid.world/country/usa/    

Global middle class gains dominance in 2025, 
despite slowing growth
In 2025, World Data Lab projects 106 million individuals will join 

the "consumer class," defined as people spending over $13 per 

day (in 2021 Purchasing Power Parity), composed of the middle 

class and the rich. Despite the slowest expansion since the 

pandemic, the global middle class will surpass 4 billion this year 

for the first time, becoming the majority.

Middle-class dominance will continue
It’s predicted that another billion people joining the middle class 

within the next decade, reaching 5.7 billion consumer class 

individuals out of a world population of 8.7 billion.

Economic inequality a glaring issue
While income inequality between markets declined over the past 

few decades with the rise of emerging markets such as China 

and India, disparity within nations has risen in most advanced 

economies and major emerging economies. 
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Share of pre-tax national income in the US, %

54% of adults globally say 

the gap between the rich 

and the poor is a very big 

problem in their country. 

Another 30% say it is a 

moderately big problem

60% of adults globally 

believe that rich people 

having too much political 

influence contributes a great 

deal toward economic 

inequality
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Climate change now ranks #3 out 

of 15 environmental concerns globally 

33

The human and economic costs are high

• “Climate-related disasters have displaced 

over 20 million people annually in the past 

decade. Vulnerable communities in the 

Global South are disproportionately affected, 

with limited resources to rebuild or recover, 

underscoring the glaring inequities in the 

climate crisis.”

• If the current trends in extreme weather 

continue, the world could face $145 billion in 

insured losses in 2025 – a 6% increase from 

2024. Hurricanes and earthquakes pose the 

biggest risks, potentially driving insured 

losses to $300 billion or more in a peak year.

NIQ Consumer Life Global 2025, SS18, H48 (global = 40 countries); https://www.worldweatherattribution.org/extreme-fire-weather-conditions-in-spain-and-portugal-now-common-due-to-climate-change/; 

https://academic.oup.com/bioscience/article/75/7/519/8127685; https://www.weforum.org/stories/2025/05/costs-climate-disasters-145-billion-nature-climate-news/; https://gca.org/the-growing-threat-of-extreme-weather/; 

Biodiversity faces new threats from 

climate change

After overexploitation and habitat alteration, 

intensifying climate change is expected to 

become a third major threat to Earth's 

animals.

 

“Shifts in temperature and weather patterns 

are starting to threaten ecosystems 

worldwide, which, in turn, endangers 

countless animal species, affecting their 

reproduction, migration, and survival and 

ultimately accelerating the alarming decline in 

global biodiversity.”

—Oxford Academic

33% of global consumers agree that dangerous weather events are serious threats 

to themselves and their families, led by Indonesia (61%) and Brazil (52%).

Extreme fire weather conditions in 

Spain and Portugal now common 

due to climate change

As of September 1st, around 380,000 

hectares have burned across Spain since 

the start of the year

STEEP ǀ Ecological Forces: Climate change
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STEEP ǀ Ecological Forces: Resource scarcity

Precious metals and minerals: Future Agenda’s Resource Constraints analysis 

reports, “At current rates of consumption, there are real physical constraints on several 

important materials. We have around 8 years’ production left of antimony, a key 

ingredient in batteries, 12 years of iridium, important for solar panels, and only 17 years 

of silver and zinc. We have around 30 years’ worth of copper, 45 years of titanium. 

Without a downturn in consumption or a switch to alternatives, these are very big 

concerns. As we deplete these resources, countries with supplies will seek to keep 

them and their prices will increase.”

Energy: Energy consumption across the globe grew at a higher rate than average last 

year, according to a report from the International Energy Agency. Demand rose across 

the board for energy sources, including oil, natural gas, coal, renewables and nuclear 

power. The private sector was a key driver of growth, with “demand for electricity rising 

almost twice as fast as wider energy demand due to higher demand for cooling, rising 

consumption by industry, the electrification of transport and the growth of data centers 

and artificial intelligence.”

Water: The OECD’s report, “Global Drought Outlook 2025,” warns of intensifying 

drought impacts across the world, with 40% of the globe now experiencing more 

frequent and acute droughts. The share of global land exposed to drought has doubled 

since 1900, due to climate change and land use pressures. In 2023, nearly 48% of the 

world’s land area faced at least one month of extreme drought, severely straining 

ecosystems and communities. Around 62% of monitored aquifers show declining 

trends, with major rivers experiencing reduced flow, threatening water security.

People currently consume 

the equivalent of 

1.6 planets 
each year, using resources 

faster than they are 

replenished

Brazil’s Ten-Year Energy Plan lays 

out ambitious goals for energy 

efficiency and renewable energy 

over the next decade. The plan 

aims to reduce Brazil’s energy 

consumption by 7% by 2034 

through advances in efficiency.

According to the Environmental 

Performance Index, 9 of the top 10 

most environmentally friendly 

countries globally are in Western 

Europe. Air quality, sanitation, 

wastewater treatment, biodiversity 

conservation, renewable energy, 

and minimal pollution are common 

themes of top scoring countries in 

Western Europe.https://www.futureagenda.org/foresights/key-resource-constraints/; https://www.iea.org/reports/global-energy-review-2025; 

https://braziliannr.com/2024/11/09/brazil-pde-2034-targets-energy-efficiency-and-expansion/; https://worldpopulationreview.com/country-

rankings/recycling-rates-by-country;; https://www.insightsonindia.com/2025/06/19/global-drought-outlook-2025/; 

;
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ttps://www.weforum.org/publications/global-risks-report-2025/, NIQ Consumer Life Global 2025 A2 (global = 40 countries), US lawmakers call for broader bans on chipmaking tool sales to China, U.S. adds export restrictions to more Chinese tech firms over 

security concerns, How the US exerts controls over foreign chipmakers in China, US-China Tech War Escalates with Chip Controls and Rare Earth, How China is challenging Nvidia's AI chip dominance, Europe worries it's already at war, Nation on edge: 

Experts warn of 'vicious spiral' in political violence, France's election stokes far-right linked violence, Germany reports surge in extreme-right crime, Most voters think America's divisions cannot be overcome

STEEP ǀ Political Forces: Tensions & conflicts

Armed conflict is seen as the top global risk

The Global Risks Report 2025 released by the World Economic Forum in Jan. signaled mounting 

pessimism for the world in the coming years, with 52% of Chief Risk Officers anticipating an 

“unsettled” short-term future. State-based armed conflict was identified as the #1 risk in 2025.  

NATO/Russia tensions are at their highest point since the Cold War due to the conflict in Ukraine, 

with the risk of escalation always present. Russia has also escalated destabilization efforts in 

Europe, including the use of unidentified drones in NATO airspace.

Geoeconomic confrontation intensifies 
Geoeconomic confrontation was identified as the #3 global risk in 2025 by the World Economic 

Forum. The rivalry between China and the US, the world's two largest economies, is a central 

geopolitical dynamic, driven by competition for technological dominance, trade disputes, and 

influence over strategic regions like the Indo-Pacific. Technology, especially AI, has become a focal 

point of competition. The U.S. has expanded export restrictions on semiconductors and other 

advanced technologies, prompting Chinese retaliation and doubling down on its drive for tech self-

reliance. With control over roughly 60% of global rare earth production and up to 90% of processing 

capacity, China has also intensified its export restrictions.

Political violence on the rise as polarization deepens 

In the first six months of 2025, the U.S. experienced about 150 politically-motivated attacks — nearly 

twice as many as over the same period last year. High-profile assassinations have marked the year, 

including the killing of conservative activist Charlie Kirk in September and the murder of Minnesota 

state legislator Melissa Hortman and her husband in June. Developed democracies like France and 

Germany have also seen an increase in violence against politicians due to intense polarization. 

Political tensions impact personal concerns:

• Corruption/wrongdoing by elected officials is the #4 

personal concern in North America and #5 in Latin 

America on a list of 24 social, economic, and political 

issues (v. #10 globally)

• Rise of authoritarian regimes is the #6 concern in 

Baltic states and #9 in Western Europe (v. #22 globally)

• Relations with foreign countries is the #5 personal 

concern in Baltic states and #6  in Central/East Europe 

(v. #23 globally)

% of US voters who think America's political system…
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Appendix:
Methodology
and country
rankings
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How TrendKey® scores are constructed

We have identified three consumer 

attitudes that encapsulate the essence 

of each of the 9 macro trends. The 

extent to which consumers agree with 

these attitudinal indicators shows how 

people in each market relate to the trends. 

If consumers agree with all 3 of the 

attitudinal indicators for a particular 

trend, they are classified as strongly 

relating to that trend. If they agree with 1 

or 2 of the indicators, they moderately 

relate to the trend, and if they agree with 

none of the indicators, the impact is 

classified as low.

In order to give the truest indication of 

how people relate to the trends across 

markets, we have taken into account the 

natural variations in response patterns 

among consumers in different markets 

by fixed-point normalization at the 

country level.
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Sub-trends

• The sub-trends are qualitatively assessed each year to ensure that they reflect current developments related 

to the macro-trends. This is accomplished via professional observations, industry scanning, and interaction 

with clients.

- Desk research conducted as part of our syndicated reports and ad hoc client requests

- Input from client conversations

- Thought pieces such as webinars and podcasts produced by the Consumer Life and other NIQ teams

- Ongoing monitoring of consumer and industry trends in general

• The sub-trends are then explored and expressed via attitudinal and behavioural indicators included in the 

Consumer Life Global study as well as current marketplace examples

• Sub-trends are not meant to be comprehensive. They are meant to illustrate various dimensions of the 

macro-trends and provide thought-starters for marketers to consider as they seek to leverage trends.

A qualitative tool
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2025 NIQ Consumer Life Roper Reports® US study at-a-glance

Target 

group

Sampling 

method

Online & 

mobile Panel blend of online and mobile providers 

in the US. 

Sample of adults 18 years of age and over in 

the United States are interviewed for this study 

using a mix of online consumer panels.  

All demographic groups are represented, based 

on the latest population statistics derived from 

the United States Census Bureau. Quotas are 

imposed to ensure representation for each age 

bracket within gender, education level, as well 

as income, geographic region, and ethnicity.

Interviews completed from January-March 2025

Nationally representative of the online 

US population
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2025 NIQ Consumer Life Roper Reports® Global study at-a-glance

Online 
Panel blend of 4-6 online 

providers for each market 

40 Markets
8 Regions: North America, Latin 

America, Western Europe, Baltic 

States, Central/Eastern Europe, 

Middle East/Africa, Developing 

Asia, Developed Asia

Sample: Between 1000 and 2000 per market
Fieldwork conducted January-May 2025 

Argentina* China* Germany* Lithuania Saudi Arabia Switzerland

Australia* Colombia** India* Malaysia Serbia Thailand

Austria Croatia Indonesia* Mexico* Singapore Turkey

Belgium Ecuador** Italy* Netherlands South Africa* UAE

Brazil* Egypt Japan* Peru** South Korea* UK*

Canada* Estonia Kazakhstan Poland Spain* USA*

Chile** France* Latvia Russia*

*core 18 countries 

used for global trend

**Countries not 

included in the 36-

market average
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Some survey questions were not fielded in all 40 markets.

• Questions asked in 32 markets were not included in:

Argentina, Chile, Colombia, Ecuador, Indonesia, Mexico, 

Peru, and South Africa.

• Questions asked in 26 markets were also excluded from 

the above countries, as well as:

Croatia, Estonia, Egypt, Latvia, Lithuania, and Serbia
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Generational definitions

Gen Alpha Gen Z Millennials Gen X Boom

Birth years 2013-? 1998-2012 1980-97 1965-79 1946-65

Age in 2025 <13 13-27 28-45 46-60 61-79
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Seeking Safety | Country Rankings

Ranking of trend (on list of 9) across countries
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NIQ Consumer Life Global 2025, based on EJM1 (global = 40 countries)
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Sense of Wellbeing | Country Rankings

Ranking of trend (on list of 9) across countries

G
lo

b
a
l

C
h
in

a

B
ra

z
il

C
o
lo

m
b

ia

E
c
u

a
d

o
r

C
ro

a
ti
a

P
e
ru

K
a
z
a
k
h

s
ta

n

M
e

x
ic

o

C
h
ile

S
p
a
in

A
rg

e
n
ti
n
a

E
s
to

n
ia

It
a

ly

A
u
s
tr

ia

M
a

la
y
s
ia

S
in

g
a
p

o
re

T
h
a

ila
n
d

R
u
s
s
ia

F
ra

n
c
e

P
o
la

n
d

S
w

it
z
e

rl
a

n
d

E
g
y
p
t

U
K

In
d

o
n

e
s
ia

K
o
re

a

T
u
rk

e
y

G
e
rm

a
n
y

N
e
th

e
rl

a
n
d

s

In
d

ia

U
A

E

L
a

tv
ia

U
S

A

A
u
s
tr

a
lia

B
e
lg

iu
m

C
a
n
a
d

a

S
e
rb

ia

S
o
u
th

 A
fr

ic
a

J
a
p

a
n

L
it
h

u
a

n
ia

S
a
u
d

i 
A

ra
b
ia

BACK TO CONTENTS

BACK TO CONTENTS

43

NIQ Consumer Life Global 2025, based on EJM1 (global = 40 countries)


	Slide 1: 2025 TrendKey®
	Slide 2
	Slide 3: Introduction
	Slide 4: Why TrendKey®
	Slide 5: Analysis framework
	Slide 6: Contents (click on image or text to navigate to section)
	Slide 7: Nine Macro Trends
	Slide 8: 9 Macro Trends (click on image to navigate to section)
	Slide 9: Seeking Safety
	Slide 10: Seeking Safety | Narrative
	Slide 11: Seeking Safety
	Slide 12: Seeking safety | 3 sub-trends
	Slide 13: Seeking Safety | Protect me
	Slide 14: Seeking Safety | Defend me
	Slide 15: Seeking Safety | Comfort me
	Slide 16: Seeking Safety | Actions and implications
	Slide 17: Sense of Wellbeing
	Slide 18: Sense of Wellbeing | Narrative
	Slide 19: Sense of Wellbeing
	Slide 20: Sense of Wellbeing | 3 sub-trends
	Slide 21: Sense of Wellbeing | Proactive health
	Slide 22: Sense of Wellbeing | Buying health
	Slide 23: Sense of Wellbeing | Holistic health
	Slide 24: Sense of Wellbeing | Actions and implications
	Slide 25: External forces (STEEP)
	Slide 26: 5 STEEP forces that impact consumer behavior
	Slide 27: STEEP ǀ Social Forces: An aging world
	Slide 28: STEEP ǀ Social Forces: Changing households
	Slide 29: STEEP ǀ Social Forces: Urbanization
	Slide 30: STEEP ǀ Technological Forces: Tech access
	Slide 31: STEEP ǀ Economic Forces: Economic shifts
	Slide 32: STEEP ǀ Economic Forces: Income distribution
	Slide 33: STEEP ǀ Ecological Forces: Climate change
	Slide 34: STEEP ǀ Ecological Forces: Resource scarcity
	Slide 35: STEEP ǀ Political Forces: Tensions & conflicts
	Slide 36: Appendix: Methodology and country rankings
	Slide 37: How TrendKey® scores are constructed
	Slide 38: Sub-trends
	Slide 39: 2025 NIQ Consumer Life Roper Reports® US study at-a-glance
	Slide 40: 2025 NIQ Consumer Life Roper Reports® Global study at-a-glance
	Slide 41: Generational definitions
	Slide 42: Seeking Safety | Country Rankings
	Slide 43: Sense of Wellbeing | Country Rankings

