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“ MARKETING
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“ INNOVATION
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“ SOCIAL & SUSTAINABLE
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“ GLOBAL ISSUE BRIEFING
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“ MARKETING
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2022 Consumer Outlook & New Economic Divide
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Strugglers: Thrivers:
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Source: NielsenlQ 2022 Consumer Outlook Survey, Dec 2021
Q. Which of the following best describes how COVID-19 impacted your overall household financial situation over the last 2 years?
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& strugglers ' === Unchanged 4 Thrivers

Source: NielsenlQ 2022 Consumer Outlook Survey, Dec 2021 — Ranked on cautionary spending
Q. Which of the following best describes how COVID-19 impacted your overall household financial situation over the last 2 years? 24
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Source: NielsenlQ 2022 Consumer Outlook Survey, Dec 2021
Q. Which of the following statements best describes the impact that COVID-19 has had on your daily living and priorities?
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Source: NielsenlQ 2022 Consumer Outlook Survey, Dec 2021
Q. How have your brand and product purchasing preferences changed over the last 2 years (since COVID-19)?
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Source: NielsenlQ 2022 Consumer Outlook Survey, Dec 2021
Q. In which channels/outlets do you normally visit to do your weekly/regular grocery shop?
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