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The world is shifting at an unprecedented pace.
Trends that WGSN predicted for the next decade
have accelerated to become part of our lives in a
matter of weeks. From above-the-keyboard
dressing to the home hub, we're now incorporating
new ways of living and working at speed. At
WGSN, we're used to seeing our long-term
forecasts come to life quickly, but never this fast.

The coronavirus pandemic is shaping up to be the
biggest global driver of change seen in most
people’s lifetime, and it is already forging new
consumer attitudes. Entire industries are having to
adapt to a new reality that demands flexibility,
resilience and, above all, creativity.

The good news is that times of great crisis lead to
great innovation, as history has shown us
repeatedly, and I'm convinced the designers,
creators, strategists, marketers, buyers and
executives in our WGSN community will rise to
this challenge like never before.

We won't be on lockdown forever,
but we will emerge in a different

world, so now is the time to start
envisioning different products
and experiences.

We will be designing for a new kind of consumer,
regardless of industry, and it's more important
than ever to understand what this consumer will
want to buy in the short-, mid- and long-term.

At WGSN, our job has always been to see the
signals of change and explain how they will
impact the future. In our current moment of
turbulence, even as we rely on digital connectivity
to survive, it's our need for human connection
that will truly shape our lives.

Our annual Future Consumer forecast gives you
the tools to tackle the changes ahead, with a
comprehensive analysis of the sentiments that
will drive the way people think, feel and behave in
two years’ time. While 2022 might seem far into
the future, the one thing our current situation can
teach us is that the future will come faster than
we think.
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Carla Buzasi,
Managing Director, WGSN




has been heralded as'the dawn

of the connected decade



While our speed to connectivity rises, expect to
see higher rates of digital emotional contagion
— a behavioural trait in which people mimic the
feelings of those around them.

We've read the headlines around 5G
transforming the speed of connectivity. The
hype surrounding driverless transport has
become a watercooler conversation
(hyperloop, anyone? and seemingly no one
can remember the last time a business
conference failed to have a panel on the
Fourth Industrial Revolution. Technology, both
literally and figuratively, is all around us.

Society’s shift to a connected decade will
solidify in 2022. By then, according to
Ericsson’s 2019 Internet of Things forecast,
there will be around 29bn connected devices
globally, which will be three times the human
population. 5G will be largely deployed in
developing countries and 75% of the world’s
population will have internet access. But what

good is speed if the internet highway is
congested? Don't worry, Wi-Fi 6 is just around
the corner, promising to massively boost
users’ internet access in high-traffic areas
without compromising their battery life.

While our speed to connectivity rises, expect
to see higher rates of digital emotional
contagion — a behavioural trait in which
people mimic the feelings of those around
them. In a digital age, these feelings are
transmitted rapidly on a global scale. A
meme sent around the world may result in
global laughter; an image of a burning
rainforest can spark outrage; and videos of
healthcare workers rejoicing as they
discharge patients who've beaten Covid-19
can offer inspiration.

How will these technological shifts transform
our daily lives? Our annual Future Consumer
white paper analyses the macroeconomic
and societal drivers set to influence how
consumer desires and spending powers will
evolve. This research is layered with the
emotional sentiments that are set to have the
greatest impacts on consumer mindsets.

Aligning with these
mindsets will make the
difference between growth
and stagnation.
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Before we introduce the key consumer groups for 2022,
we need to understand the inputs that are shaping their
daily lives. What are their challenges and opportunities,
and how can companies create products and services
that will react to these diverse needs?

WGSN'’s global research teams have segmented the four
largest global sentiments. Taking a considered approach
to these overarching shifts will inform how business
leaders innovate to remain relevant, in what is likely to
be an increasingly challenging environment.

WGSN'



Consumer Sentiment

Fear

Though the manifestations of fear differ
slightly for each generation, there are
commonalities that are impacting all ages -
the two largest being environmental and
financial uncertainty.

A quick glance at a daily news feed (political unrest,
environmental crises, fluctuating economies and, most recently,
the global pandemic) and it's little surprise that fear is on the rise
globally. During the research phase for this paper, fear was the
overwhelming sentiment from our 13 regional teams’ analysis.
Fear is not only a global unifier - it has become a demographic
one as well.




Fear
Consumer Sentiment

Eco-anxiety

Eco-anxiety — a chronic feeling of worry about the impact of global warming -
is rising, and it's not just a Western sentiment.

A 2019 WGSN climate survey found that 90% of global
respondents said the thought of a climate crisis made
them feel uneasy about their future.

Eco-anxiety has parents worrying more about the world their children will inherit, and
this is shifting behaviours globally. In parts of Northern India, tracking the air quality
index (AQl) has become part of many parents’ daily routine. Based on the daily AQI,
parents are limiting their children’s outdoor and school time. According to reports,
eco-anxiety is adding to childhood and teen inactivity in parts of North India, which
could have devastating long-term effects, including the rise of non-communicable
diseases. Parents in other regions (US, Australia and China) are also limiting outdoor
time for children based on similar environmental concerns.

While parents grapple with protecting their children from environmental woes, the
youth are transforming their fear into action, as evidenced by the thousands of teens
from 16 countries that participated in the global school strike in 2019. Young people
in regions fearful of protesting against the government planted trees or cleaned up
rubbish. Howey Ou, 16, from Guilin, China, said: “Protesting needs a lot of courage in
China, but planting trees is something we can do.” Ou became so anxious about
ocean plastic pollution that she had to see a therapist. “That was a turning point for
me, becoming a doer instead of just an observer,’ she said.
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