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Underneath the surface, diverging confidence in both developed and emerging markets

Confidence rebounded among high-income consumers in developed markets, while declining among low-income ones in
developing regions

Economic confidence is often higher in emerging markets than in developed economies, but this does not necessarily mean consumers are better
off. Rather, elevated optimism is driven by two factors. First, emerging markets tend to experience faster economic growth, creating greater
opportunities for income gains and upward mobility. Second, many emerging markets have younger populations, who tend to be more optimistic
about their future earning potential and opportunities for advancement.
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Behind muted confidence: economic concerns remain top of mind in 2026

Four out of the top five concerns globally are economic in nature

% of global consumers citing the following as top personal concerns, 2026

Inflation and high prices

Money enough to live right and pay the bills
Recession and unemployment

Cost of healthcare

Crime and lawlessness

Global climate change

Environmental pollution

Economic inequality in my country
Wrong-doing by/corruption of government officials
Educational quality

The future of government-provided retirement plans
Personal info getting into the wrong hands
Misinformation presented as fact

Pandemics

The impact of technology on society

Terrorism

Drug abuse

Religious extremism / fundamentalism

Trade restrictions impacting my country
Relations with foreign countries

Rise of authoritarian regimes around the world
Immigration

Gender inequality

Relations between racial and ethnic groups
Other

NIQ Consumer Life Global 2021-2026 A2 (global=39 countries for the chart on the left, global = core 18 countries for trended data on the right)
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Inflation & high prices, money enough to live right/pay
bills, and recession have been among the top five
concerns globally since 2021

% citing the following as top personal concerns, 2021-2026,
top seven concerns in 2026
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Money enough to live
right and pay the bills
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unemployment
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High-income consumers tend to be more concerned about the environment
Yet the income gap has narrowed as environmental concerns fell more among the higher-income over the past couple of years

Ranks of personal concerns by income on a list of 24
measured, global, 2026
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Long view: concerns about climate change soared over the past decade as pollution declined
Mid-term view: Post-COVID economic pressures have tempered environmental priorities

Ranks of personal concerns on a list of 19
consistently measured, global, 2016-2026
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Inflation and high prices

Recession and
unemployment
Cost of healthcare

Global climate change

Environmental pollution

Ranks of personal values on a list of 57 consistently
measured, global, 2016-2026
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Material Security
Living without financial worries

10 The fastest-growing value
since 2020 globally and
across income levels

15
20
25 Preserving the Environment
q) Helping to preserve nature
One of the fastest-declining values
20 since 2020, the fastest-declining

globally since 2021

NIQ



A growing consensus: economic wellbeing takes priority over environmental issues
A sentiment led by Millennials, high-income consumers, and those in Developing Asia

XX% of global consumers

agree “First comes economic security and wellbeing, then we can worry about environmental problems”

19 pts from 2021

Developing Asia

North America
Developed
Asia

Western
Europe

Latin America
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Millennials High income*
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Gen X Medium-low*
Boomers Low income*
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Financial security has become more central to an ideal life
Marriage and children saw the sharpest declines as hallmarks of a “good life” as
consumers scale back their aspirations

% of global consumers who consider each of the following a part of the “good life”

2022 m 2026 Pt change from

2022
Good health *1 Up at least 4 points
Financial security +6

Down at least 4 points
Free time/leisure time

Travel for leisure
A home you own

Control over one's own life
#7 element of a

LA happy marriage — ) good life* in 2026,

down from #4 i
A job that is interesting 28\2’; rom #4 in
Spiritual enrichment
L Children | — )

A yard and lawn/a nice garden

Really nice clothes/accessories/jewelry

Having the latest electronics for my home

Pets
A luxury car or second car #15 element,
. down from #12
LA college education ) in 2017 and
#13 in 2022

Fewer people are getting
married or having children

Global fertility rate falls to 2.3, the lowest in
recorded history and less than half its 1950
level, as nations across the globe report
historic low births.

From the US to EU to China, marriage rates
are also on the decline as people delay or
even forego marriage.

Changing social norms, more time spent on
higher-education, tech-induced social
isolation, and the affordability crisis all play a
role. In fact, in some of the richer countries,
higher-income individuals are now more
likely to marry and have children than their
less affluent peers. Heightened economic
and social uncertainty may also be
suppressing childbearing.

G

Raising children is an inherently forward-
looking project...increasing exposure to
a volatile global economy and
accelerating technological change
make it hard for young people to project a
path forward with even a modest degree of

confidence.
—New York Times, May 2026

Falling fertility rates spark warnings of population decline/, Why So Few Babies?, The Working-Class Marriage Decline, More Babies For the Rich? The Relationship Between Status and Children Is Changing, The Great Depopulation - The Atlantic

US fertility rate dropped to another record low in 2025, Eurostat: Since 1964, marriage rate in EU has more than halved, divorce rate has doubled, China's marriages drop to decade low, Japan births, fertility rate at record lows in 2025,

EU fertility rate at 1.34 live births per woman in 2024, China's birth rate hits record low as population continues to shrink
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https://www.gisreportsonline.com/r/falling-fertility-rates/
https://www.nytimes.com/2026/05/07/opinion/birthrate-kids-parents-demographics-future.html
https://www.heritage.org/marriage-and-family/report/the-working-class-marriage-decline-how-higher-expectations-and-shifting
https://www.heritage.org/marriage-and-family/report/the-working-class-marriage-decline-how-higher-expectations-and-shifting
https://www.heritage.org/marriage-and-family/report/the-working-class-marriage-decline-how-higher-expectations-and-shifting
https://ifstudies.org/blog/more-babies-for-the-rich-the-relationship-between-status-and-children-is-changing
https://www.theatlantic.com/ideas/2026/05/global-birthrate-decline/687297/?gift=d8ZRaj-jwmzYTMu_QJXUF0scfJb1LUWMJahGWF2HaDY&utm_source=copy-link&utm_medium=social&utm_campaign=share
https://www.theatlantic.com/ideas/2026/05/global-birthrate-decline/687297/?gift=d8ZRaj-jwmzYTMu_QJXUF0scfJb1LUWMJahGWF2HaDY&utm_source=copy-link&utm_medium=social&utm_campaign=share
https://www.theatlantic.com/ideas/2026/05/global-birthrate-decline/687297/?gift=d8ZRaj-jwmzYTMu_QJXUF0scfJb1LUWMJahGWF2HaDY&utm_source=copy-link&utm_medium=social&utm_campaign=share
https://www.cnn.com/2026/04/09/health/fertility-rate-record-low-2025
https://sofiaglobe.com/2026/03/22/eurostat-since-1964-marriage-rate-in-eu-has-more-than-halved-divorce-rate-has-doubled/
https://www.reuters.com/world/china/chinas-marriages-drop-decade-low-deepening-demographic-concerns-2026-05-11/
https://english.kyodonews.net/articles/-/77220
https://ec.europa.eu/eurostat/web/products-eurostat-news/w/ddn-20260306-1
https://www.bbc.com/news/articles/c79r7v7qr53o

Pets over kids for Gen Z

While Gen Z in developed markets lean more towards pets, the generational
shift is more pronounced in emerging markets

% of global consumers who consider each of the following a part of the “good life”

Developed markets Developing markets ————

m Children ®m Pets

Babies out, fur babies in: Why young people in

China are choosing pets over parenthood
According to Goldman Sachs, the number of pets in China already
exceeds the number of children 4 and under. By 2030, it said, the
country will have almost twice as many pets as toddlers: more than

70 million compared with about 40 million.
—NBC News, Jan. 2026

Kids or pets? 40% of Americans would pick

fur babies

Among Gen Z and millennials, that number grew to 55% when asked
if they've considered building a life around pets only.

GenZ Millennials Gen X Boomers GenZ Millennials Gen X Boomers

—USA Today, Jul. 2026

NIQ Consumer Life Global 2026 |1 (global = 39 countries), China sees surge in pet ownership as population shrinks, Kids or pets? 40% of Americans would pick fur babies
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https://www.nbcnews.com/world/asia/china-pet-ownership-population-shrinks-xi-jinping-economy-rcna255339
https://www.usatoday.com/story/pets-animals/2026/07/13/harris-poll-pet-trends-2026-kids-or-pets/90904170007/

Even a downsized version of the “good life” is harder to attain
Consumers in many western developed markets are the most likely to consider it harder today than a decade ago to realize their

vision of a “good life”
In nearly all markets, more consumers say it's harder today to achieve the “good life” than it is easier. China is the sole exception, where slightly

more consumers believe it has become easier to attain.
Compared with the past, say 10 years ago, do you feel “the good life” is easier or harder to attain today? (%)
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Price-sensitivity remains elevated

However, consumers continue to favor quality over quantity and are
increasingly willing to pay for convenience

Ranks of the attitudes on a list of 41 attitudes consistently measured since 2019, global

2019 2020 2021 2022 2023 2024 2025 2026

) GG

| prefer to own fewer but higher quality

¢ items (clothes, technology products, etc.)

#XX life attitude, up X ranks from 2019

i e

14 T lam prepared t_o pay more for products
that make my life easier

17 #XX life attitude, up X ranks from 2019

20 Price is the most important factor in my
purchasing decisions

23 #XX life attitude, up X ranks from 2019
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Sustainability matters, value wins
Nearly half of consumers consider environmental impact, but cost and performance drive choice

(0)

XX/O of global consumers XX% of global consumers agree XX% of global consumers agree
take environmental protection “The environmentally friendly “The environmentally friendly
into consideration when making alternatives for many of the alternatives for many of the products |
purchase decisions, products | use are too expensive,” use and need just don't work as well,”
on par with 2025 and +XX pts from 2021 +XX pts from 2021
-XX pt from 2021

2021 m2026

North Latin Western Developed Developing North Latin Western Developed Developing

America America  Europe Asia Asia America  America Europe Asia Asia
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Across the globe, the majority of consumers are scrutinizing everyday purchases

Couponing is a top shopping strategy in Asia, relying more on discounters is led by those in the Middle East and Africa, while
trading down and buying second-hand is more popular in the west, especially North America

% of global consumers who did the following in the past 12 months, sorted by Global

Global  mNorth America  ®Latin America  ®mWestern Europe  mDeveloped Asia m Developing Asia m Middle East & Africa  m Central/Eastern Europe

Shopped more Used a coupon Cut back on Shopped more at Purchased Postponed a Boughtin bulk to  Switched from Bought something Borrowed money
carefully for nonessential discount stores energy-saving purchase for get adiscount  name brands to second-hand  to maintain living
everyday spending product to save in  special offer less expensive instead of new standard / pay
necessities the long run brands bills
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Those who shop more tend to be more strategic shoppers
Primary shoppers lead on the use of shopping tactics

Primary shoppers are defined as the 49% of
global consumers who do all of the everyday
% of global consumers who did the following in the past 12 months shopping for the household. They tend to be Gen X
and Millennial women in the full-nest life-stage,

™ Primary shoppers = Rest of the population often juggling work and family responsibilities.

Shopped more carefully for everyday necessities

Total Primary
shoppers
Used a coupon Gender
[ Male AL
Cut back on nonessential spending Female 50 56
Generation
Shopped more at discount stores GenZ
\ Millennials
Purchased energy-saving product to save in the long run N’!f Gen X
/q; Baby Boom

Postponed a purchase for special offer Life-stage

Married

Parent

Parent with children
under 18 in the household
Employment

Employed

Employed full-time

At least 4 pts higher than Total

Bought in bulk to get a discount
Switched from name brands to less expensive brands

Bought something second-hand instead of new

Borrowed money to pay bills

iy
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High-income consumers shop smart

Couponing, shopping more at discounters, buying in bulk, and adopting energy-
efficient products for long-term savings are led by more affluent shoppers

% of global consumers who did the following in the past 12 months, by income®,
sorted by low-income shoppers

Low income ®Medium-low ®Medium-high ®High imcome

A

Shopped more Cut back on Used a coupon Shopped more at  Postponed a Purchased Switched from  Bought in bulk to Bought something Borrowed money
carefully for nonessential discount stores purchase for energy-saving name brandsto  get a discount second-hand  to maintain living
everyday spending special offer  product to save in less expensive instead of new  standard / pay
necessities the long run brands bills
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Scrutinizing purchases coincides with indulgence

Millennials and high-income consumers lead on luxury purchases;
those who trade down also tend to indulge in luxury buys

XX% of global consumers

bought any type of luxury products
or services” in the past 12 months

(’\
y-@ \/
Led by:

XX% Gen Z and Millennials

XX% of high-income consumers

% who bought the following types of luxury products or services in the past 12 months

Those who traded
Total dOV\_/n o less . Gen Z Millennials Gen X Boomers Low
expensive brands in

the past 12 months

Medium- Medium- High
income low high income

Clothing and accessories 44% 45% 45%  51% 42% 27% 35% 44% 47% 55%
Food and beverages

Personal or home electronics

Beauty & wellness

Travel and experiences

Furniture

Art and collectibles

Automotive

Other

At least 4 pts higher than Total Global At least 4 pts lower than Total Global

Buying secondhand helps many,
especially younger generations,
afford luxury

Last year, the value of the luxury resale
market hit 50 billion euros for the first time,
based on estimates from Bain & Co. The
resale business is growing faster than the
primary market and is now the same size
as all of the trade that luxury brands do
through off-price outlets—their third-largest
channel by sales after brand’s own stores
and online channels.

Research shows that young consumers
aren’t just buying used clothing, they’re
also selling in this space as a way to pick
up some extra income.

% of global consumers who bought second-
hand products in the past 12 months

Gen Z Millennials Gen X Boomers

The Luxury Resale Market Is Booming, Luxury resale market tops $59 billion driven by side hustles

NIQ
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https://www.wsj.com/business/retail/the-luxury-resale-market-is-booming-brands-are-struggling-to-cash-in-e614ed4d
https://www.pymnts.com/news/retail/2026/luxury-resale-market-tops-59-billion-driven-by-side-hustles/
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