
Understand what’s new and next in consumer behaviour 
and the impact on marketing and innovation strategies.



Consumers occasionally perceive time 
in fleeting moments—like a countdown 
during an intense workout or as the 
clock strikes midnight on New Year’s Eve. 
However, in everyday life, individuals 
typically navigate their experiences 
without a conscious focus on life existing 
second by second. Technology and 
nature, on the other hand, are quite 
comfortable operating at millisecond 
speed, subtly occurring in the background 
of everyday lives. In 2025 and beyond, 
we’ll witness that the human mind, nature 
and technology aim to find harmony, 
but the puzzle is not always a perfect fit. 
Consumers and brands alike will live in a 
pendulum that constantly swings between 
a sense of control and a loss of control. 

In order to understand the mindset of 
consumers in a period defined by constant 
flux, Mintel’s Global Consumer Trends 
team explored the concept that behind 
every macro trend is a series of layers 
that define the whole. Any pastry chef 
will tell you that layers are essential for a 
perfectly formed croissant, and Mintel’s 
Trends Analysts take the same approach 
to creating a perfectly mastered trend. 
For Mintel’s 2025 Global Consumer Trends, 
the three trends represent the layers of 

interaction that consumers and brands 
exist within. They are ‘The Home: Under 
Construction’, ‘The Community: Linked 
Lives’ and ‘The Globe: Tradition  
in Transition.’

For those unfamiliar with Mintel’s annual 
trend predictions—or as a reminder 
for those who may have forgotten—our 
adaptive prediction model accounts 
for unforeseen changes, guided by 
seven Mintel Trend Drivers: Wellbeing, 
Surroundings, Technology, Rights, Identity, 
Value, and Experiences. Our objective 
in the pages that follow is to delve into 
the nuances of these seven drivers across 
different contexts. For example, the 
personal dynamics of value and wellbeing 
within the home differ significantly from 
those shaped by global factors.

If you have questions about how these 
consumer trends will impact your 
brand and the market and innovation 
opportunities they will create, nothing 
would make us happier than to answer 
your questions. If you’re a Mintel client, 
speak to your Account Manager. If you’re 
not a client, get in touch. 
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WHERE  
GREAT 
MARKETING 
BEGINS
You ask the questions. We connect 
the dots, predict the future and 
reveal your growth opportunities.
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deep understanding of consumers, innovation and markets.
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In an unpredictable housing market, 
true comfort and authenticity in our 
homes will come from celebrating 
imperfections and individuality, 
rather than chasing an ideal that 
often eludes us.

Community will exist in a 
collaborative space that defies 
physical limits, inspired by what 
brands and consumers can 
imagine together. 

The way things have always been 
done is changing by force as much as 
choice. Brands will need to embrace 
this inevitability to sustain progress 
and relevance.
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THE HOME:  
UNDER 
CONSTRUCTION

In an unpredictable housing 
market, true comfort and 
authenticity in our homes 

will come from celebrating 
imperfections and individuality, 

rather than chasing an ideal 
that often eludes us.



Historically, static societal norms shaped home 
rituals—defined work hours, regular meals and 
household responsibilities. The pandemic, coupled 
with the rise of e-commerce and technology, 
significantly disrupted these conventions. 

Mintel Trend ‘Redefining Adulthood’ (first introduced 
in 2018)—which says the concept of what it means 
to be an adult has changed beyond recognition, 
and people are adapting to lives that don’t fit the 
mould—has consistently tracked a transformation 
in how adulthood is measured: shifting the focus 
from traditional milestones to a more nuanced 
understanding of daily life. 

Similarly, the longstanding Mintel Trend ‘Make It Mine’ 
(2012)—which states that personalisation is a right, not 
a privilege—has highlighted a growing preference for 
personalisation. As a result, the dreams and aspirations 
associated with home life have evolved, leading to 
a desire to romanticise the everyday, as explored in 
Mintel Trends ‘Aesthetic Effect’ (2012) and ‘Sense of 
the Intense’ (2012)—which describe consumers craving 
aesthetics to fulfil emotional and social needs and 
intense physical and sensory experiences giving life, 
brands and products deeper meaning (respectively). 
This shift has allowed individuals to celebrate the 
smaller moments that comprise daily life within the 
home, balancing the loss of societal structure.

Evolution  
of the Trend
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What’s Happening Now 
Home is a sanctuary where people escape the pressures 
of the outside, especially in a post-pandemic landscape. 
The purpose of ‘home’ is under construction, and brands are 
being put at the forefront to inspire pieces of a home—not a 
complete home. It’s within the pieces of a home that people 
are creating memories and joy. A home might not have a 
full dining room, but it might have gorgeous glassware that 
shapes an everyday pleasure and enhances an experience. 
The aesthetics of singular products are becoming the focal 
point of daily routines. 

As at-home gatherings resume, people are sharing the 
intimacy of their homes in new ways that remove the need 
for perfection. Shoving clutter in a single messy closet and 
cleaning away dusty corners remain pinnacles of pre-
gathering routines across the globe, but people are no 
longer waiting for the perfect functional space to start 
living. As people rebalance their routines and habits, they 
are doing so through a lens of both optimising their time (eg 
multi-tasking) and optimising their wellbeing (eg rituals). This 
contradiction of harmonising productivity with self-care is 
shaping the future of the home.

The contradiction of 
harmonising productivity 
with self-care is shaping 
the future of the home.

People are sharing the intimacy of their homes in 
new ways that remove the need for perfection

79% 56% 44% 37% 
of UK adults who have spent 
or intend to spend money 
on their home would rather 
focus on small upgrades 
than full renovations.

of Canadian adults host 
guests in their living rooms, 
41% eat meals there and 
20% exercise there.

of Chinese adults aged 
18-59 rank ‘a sense of 
independence to enjoy 
your favourite lifestyle 
in your own space’ as a 
desired outcome of making 
changes to their homes.

of US adults reorganise 
space in their homes to 
feel relaxed.

Source: Mintel Reports UK, Consumer Trends, Attitudes and Spending Habits for the Home, 2024; Mintel Reports Canada, Canadian Lifestyles, 2024; 
Mintel Reports US, In-Home Lifestyles, 2024; Mintel Reports China, Attitudes towards Home Living, 2024

NEXT 12 MONTHS
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What’s 
Happening 
Next 18 MONTHS-3 YEARS

The desire to create an ideal home will contrast sharply 
with the growing issue of housing affordability. As individuals 
grapple with the challenges of securing a stable home and 
accept that ownership expectations don’t always align with 
reality, familiar comforts will become even more vital. This will 
give rise to the romanticisation of home that transcends mere 
physicality as individuals still fantasise about the ideal home, 
just with a new framing. 

Comfort and familiarity will become increasingly important 
as people navigate the complexities of their living situations, 
adapting to diverse contexts while preserving their emotional 
weight. The growth of childless couples, new relationship 
models and ageing in place will all influence how people want 
to live. Smart and modular home technologies will revolutionise 
living spaces, allowing people to adapt their homes to meet 
their changing work and leisure needs.

Concurrently, remote work will reshape family dynamics, 
impacting how children develop attachment bonds in 
environments where parents are constantly present. Modern 
home life, where emotional, practical and economic factors 
all play critical roles, will result in a reevaluation of defined 
household roles. 

Comfort and 
familiarity take on 
greater importance as 
people navigate the 
complexities of their 
living situations

51% 
of US consumers 

who don’t own their 
homes don’t think 

they’ll ever be able 
to afford one.

Source: Mintel Reports Japan, Living in the Age of Uncertainty, 
2024; Mintel Reports US, American Lifestyles, 2024; Mintel 
Reports India, Men and Household Responsibilities, 2022

47% 

85% 

of Indian men say brands 
should use advertising 

campaigns to help promote 
the equal sharing of 

household chores between 
men and women.

of Japanese 
consumers agree 

that small everyday 
happiness makes 
people enjoy life.
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Brand Inspiration 
Repurposed for  
Co-Living (Singapore):
The Singapore Land Authority (SLA) is 
converting more state-owned buildings 
into co-living spaces—which offer shared 
or private rooms with communal areas—to 
meet the rising demand for alternative 
living arrangements, particularly from 
young singles due to their flexible leases 
and services like weekly housekeeping.

Source: Singapore Land Authority

Source: snuggle_bear via Instagram

 Snuggle Celebrates  
Home (US):

Fabric softener brand Snuggle launched a 
new campaign celebrating the comforts of 

home. This campaign signals how the meaning 
of home is increasingly becoming designed by 
the more invisible or even functional pieces of 

the home that shape the scents, feelings and 
comforts. This demonstrates the harmonisation 

of productivity and self-care.
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Brand Inspiration 

Smart Homes for  
Self-Care (US, Europe): 
US-headquartered Kohler has 
acquired German sauna maker KLAFS 
as it pivots to wellness. This fits the 
broader movement occurring around 
temperature wellness and how it is 
shaping the balance of productivity and 
recovery within the home. 

Sunderland  
Smart Home (UK): 

Sunderland City Council 
developed a smart show 

house to demonstrate assistive 
technology, including a 

refillable dog bowl, artificial 
intelligence (AI) vacuum 

cleaner, curtains that can be 
opened by speakers, a stair 

lift, and Alexa-driven gadgets, 
all of which aim to improve the 
lives of people with disabilities. 

Source:AdobeStock

Source: kohler.com

Real Kitchens and  
Adobe (Argentina): 
Kitchenware brand The Kitchen Elements’ 
‘Challenge Perfection’ campaign consists 
of three digital media spots that encourage 
people to embrace the reality of home 
cooking and ignore the often seemingly 
perfect kitchens, cooks and recipes touted on 
cooking shows and social media. The brand 
wants to celebrate the authenticity of simple, 
everyday meals that people prep at home for 
their loved ones.

Source: thekitchenelements via Instagram
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A View Into 
The Future

Jordan and Amari, a Millennial couple in their 
late 40s living in London, wake up as their  
smart air filter automatically starts to fill the 
room with their optimal wake-up scent of  
Neroli and Sandalwood. 

Their AI assistant, Devan, starts their day: 
“Good morning! Jordan’s sleep score was 45 
due to hormonal imbalances, and Amari had a 
sleep score of 60 but struggled with moments 
of breathing. Jordan is optimised for a light 
walk and a watermelon-infused water, while 
Amari does a HIIT workout. Your ideal breakfast 
options are already listed on your  
refrigerator screen.” 

At noon, their dog, Frida, the couple’s only 
‘child’, is guided into her calming space, 
optimised for her ideal wellness needs. 

During a few virtual meetings, Jordan receives 
a wellbeing alert for her parents, who live 10 
minutes away. AI assistant Devan lets her know, 
“Your parents are high-energy today and have 
completed an afternoon walk”.

Dinner has become a key moment for 
emotional recharging and connection as 
breakfast and lunch have largely been 
replaced by intermediate snacking. Following 
dinner, the home air filter automatically shifts to 
cleaning mode and removes lingering  
cooking odours.

In this envisioned future, home is not merely a 
place to live; it is a hub of health, efficiency 
and personalised comfort.

5 YEARS AND BEYOND

Questions about how macro trends 
centred around consumers’ home 
lives will impact your brand’s market 
opportunities and innovation strategy?  
We have the answers. 
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THE COMMUNITY: 
LINKED LIVES

Community will exist in a collaborative space that defies physical 
limits, inspired by what brands and consumers can imagine together. 



People don’t want to go through the unknown alone. This 
internal reflection is a driving force behind the concept of 
community. Physical locations serve as a tangible backdrop 
against which self-expression unfolds and thrives, as 
explored in the Mintel Trend ‘Flexible Spaces’ (2022), which 
predicted public and private spaces taking on new uses to 
adapt to how consumers work, learn and socialize without 
diluting their core purpose.

The pandemic served as an accelerator to an ongoing 
loneliness epidemic. Mintel’s 2024 Global Consumer Trend 
‘Relationship Renaissance’ revealed that coming out of 
the pandemic, consumers expressed an eagerness to seek 
connection with purpose. This has driven a resurgence in 
hobbies and passion pursuits that ultimately provide people 
with identities that bring depth to their interactions with 
brands, technology and peers. 

Evolution  
of the Trend
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What’s 
Happening 
Now NEXT 12 MONTHS

As people adjust to the lasting disruptions of the pandemic, a lull 
in forming new social connections is driving a desire to reconnect 
with others, even inspiring a playful spirit that is extending 
childlike joy well into adulthood. In the face of inevitable change, 
people are looking to form stronger, sustainable and long-
lasting connections to help them grow resilient to whatever 
life throws at them. Driven by a need to prepare for everything 
from climate change events to political shifts, the complexity 
and unpredictability of these issues make it neither logical nor 
desirable to tackle them alone. 

Consequently, social groups have become a necessary part 
of how people plan for the future, seeking out intentional 
companionship and collective support. People are in the driver’s 
seat of how they choose and create community—it can be 
exciting but also distressing for people to feel like they have to be 
so intentional about every decision. Consumers perceive brands 
as part of their support system for navigating physical and digital 
connections, whether that’s a coffee shop curating events or 
brand fandom uniting people around a shared passion.

People are in the 
driver’s seat of how 
they choose and 
create community

71% 
of Argentinian 

consumers agree that 
it is important for them 
to have the support of 

a community.

Source: Mintel Reports UK, Competitive Socialising, 2024; Mintel Global Consumer, The Holistic Consumer, 2024; 
Mintel Reports US, Expressions of Identity, 2024

41% 

91% 

of US consumers 
agree that their social 

circles most express 
who they are.

of UK consumers who have 
engaged in a competitive 
socialising leisure activity 

in the past year agree that 
these activities give them 

a great way to bond  
with others.
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What’s Happening Next 
Despite a fear of growing loneliness and isolation, there’s optimism in 
the fact that self-expression invites community, whether it’s Swifties or 
coffee enthusiasts. The desire to connect is evolving, but it’s still our most 
fundamental human emotions and senses that bring us together.  
A brand’s tone can foster a sense of belonging and empowerment 
within its audiences, shaping a space where individuals can thrive and 
engage positively with each other. 

While digital spaces will transform the opportunities for community and 
self-expression, localism and physical spaces will continue to drive a 
sense of purpose and belonging. Hybrid communities will emerge that 
blend online engagement with in-person interactions, fostering stronger 
relationships across geographical boundaries. As a counter-trend to 
technology, we will become more intentional and intimate with our 
physical spaces.

Ultimately, brands will have to adopt a balanced approach to AI, 
ensuring it supports human self-expression to mitigate the risk of 
increased social isolation. Brands will not only be viewed as a resource 
for products, but they will be central to creating spaces where 
individuals feel valued and supported.

Brands will have to adopt a 
balanced approach to AI, 
ensuring it supports human  
self-expression to mitigate the risk 
of increased social isolation.

18 MONTHS-3 YEARS

Despite growing loneliness,  
self-expression invites community

88% 

67% 

44% 

of Canadians who have lived in 
Canada for less than 10 years say 
they enjoy participating in Canada’s 
cultural traditions/pastimes  
(eg holidays, winter sports).

of US adults say  
self-expression is very/
somewhat important.

of Brazilian adults say local 
companies/brands are the 
first choice when shopping.

Source: Mintel Reports Canada, Marketing to Newer Canadians, 2024; Mintel Reports US, Expressions of 
Identity, 2024; Mintel Global Consumer, The Holistic Consumer, 2024
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Brand Inspiration 

Gymbox X Raza Sana 
Collab (UK):
Gymbox has joined forces with Raza 
Sana, a not-for-profit organisation, and 
Haringey Council in a new community 
initiative to provide disadvantaged 
communities with fitness opportunities.

Source: gymbox.comSource: domestika.org

Identity Tennis (Chile):
Beer brand Miller recently 

collaborated with Vans and the artist 
@Mysneakerscl, known for customising 

and restoring sneakers, as part of 
a campaign designed to showcase 

individuality and creativity.
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Brand Inspiration 

Laundromat Sports Bar 
(South Korea): 
To solve the problem South Korean UEFA 
Champions League fans face of having 
to wake up in the early hours to watch 
live matches, Heineken’s LaundroMatch 
campaign transformed WashEnjoy 24-
hour laundromats into sports bars.

People-led Library 
(Singapore): 

The Casual Poet Library is a 
shared community space run 

entirely by volunteer librarians. 
Patrons can rent shelf space 

to share literature of any 
genre, and there’s space for 

workshops and pop-ups.

Source: casualpoetlibrary.com

Source: Heineken

Early Retirement at  
the Cantina (US): 
For a limited time, restaurant chain 
Taco Bell offered an innovative, early 
retirement community experience in 
San Diego, CA, for the old at heart. 
The Cantinas aimed to redefine leisure, 
emphasising that you don’t have to 
wait until retirement to enjoy life.

Source: Taco Bell
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A View Into 
The Future

Yuna, a 30-year-old AI artist based in Hanoi, 
Vietnam, has adapted their life and work in a 
rapidly evolving digital landscape. Originally 
from South Korea, they moved to Vietnam 
two years ago to join the animation studio 
Alienchair, where they contribute to a dynamic 
team specialising in anime. Their mornings 
begin with virtual pilates classes connecting 
them with friends and instructors back home in 
South Korea, showcasing the resilience of human 
relationships despite geographical barriers.

At Alienchair, they operate the Animator 
program, an expensive yet revolutionary tool 
that has transformed animation creation. After a 
productive day—the last in their four-day work 
week—creating 200 anime backdrops, Yuna 
attends a Shopaholics Anonymous meeting to 
confront their impulsive online spending habits.

This support group helps them foster  
healthier spending habits and build  
community connections.

In the evening, they virtually use the Everything 
app to manage household chores so they can 
enjoy a dinner at their favourite local restaurant 
with a friend they met through an esports 
coaching network. With a sense of satisfaction, 
Yuna ends their day knowing they have 
balanced work with self-care and maintained 
relationships that matter to them. 

This narrative illustrates a life shaped by 
technology while remaining grounded in  
self-expression.

Questions about how macro trends 
centred around communities—in the 
virtual and physical world—will impact 
your brand’s market opportunities and 
innovation strategy? We have the answers. 

5 YEARS AND BEYOND
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THE GLOBE: 
TRADITION IN 

TRANSITION
The way things have always been 
done is changing by force as much 
as choice. Brands will need to 
embrace this inevitability to sustain 
progress and relevance.

03



Evolution  
of the Trend
A world in transition started to unfold in Mintel’s 
2024 Global Consumer Trends. The trends ‘Being 
Human’ and ‘New Green Reality’ illustrated that 
climate change and AI have moved beyond abstract 
concepts; they are significant forces necessitating 
human adaptation. The consumer response to this 
disruption is exemplified in the ‘Positive Perspectives’ 
trend (2024), which demonstrates the prevalence of 
uncertainty in everyday life. 

For brands, the 2024 trends ‘Relationship Renaissance’ 
and ‘More than Money’ provide a strategic framework 
for helping consumers navigate this new reality. By 
fostering authentic connections and adopting a 
holistic view of the value they offer, brands can show 
that traditional mindsets do not need to vanish; rather, 
they must evolve to meet contemporary challenges.
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Consumers can no longer go about their daily lives without an awareness 
of the global changes at play, from extreme weather to advancing 
technology. Brands must be acutely aware of the evolving consumer 
sentiment that swings between moral values and basic needs. Right now, 
consumers are seeking products that support and elevate their lives on a 
functional level, more than vague corporate social responsibility claims 
that don’t translate to solutions. 

The rapid digital transformation, driven by AI, is starting to impact 
consumer trust and the job markets. The rise of generative AI is slowly 
eradicating certain skill sets, ultimately disrupting how people perceive 
their own talents and values. 

Big shifts are also happening in health, with weight loss drugs and a 
growing normalisation of body image alterations through plastic surgery. 
While these trends reflect shifting attitudes towards body image, as 
consumer expectations evolve, there will be a growing emphasis on 
transparency, safety and efficacy in health and beauty products. Brands 
will be called on to address immediate aesthetic desires and also prioritise 
long-term health, setting the stage for a future where wellness is accessible.

Brands must be acutely aware of 
the evolving consumer sentiment 
that swings between moral 
values and basic needs.

Rapid changes in everything from 
technology to health, have consumer 
sentiment in a state of constant flux

58% 

45% 

20% 

of UK adults say they know at 
least a little about AI (2% have 
not heard of it).

of Canadian adults agree that 
making sure a brand’s value aligns 
with their own is a top priority 
when purchasing a product.

of Saudi Arabian adults say 
diabetes drugs that reduce appetite 
are a good solution for weight loss 
(e.g., Ozempic, Wegovy).

Source: Mintel Reports UK, The Future of Technology, 2024; Mintel Global Consumer, The Holistic Consumer, 
2024; Mintel Global Consumer, Food & Drink, 2024

What’s Happening Now NEXT 12 MONTHS
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What’s 
Happening 
Next 18 MONTHS-3 YEARS

Shifting demographics, advances in technology and mounting 
environmental issues will ignite significant strife in the future. 
Climate change, conflict and wealth inequality will continue to 
be powerful factors driving migration, resulting in more people 
seeking safer areas to live. Environmental challenges will also 
have an impact on people’s purchasing decisions, with the risk 
of flooding, heatwaves and wildfires directly influencing where 
people buy property and travel.

An ageing population will bring lifespan and chronic health 
conditions into focus, sparking an increased demand for 
preventive care and long-term care options. Tensions will arise 
between generations as Baby Boomers remain active well into 
old age and Gen Alpha demands attention. In addition, the norms 
around health and beauty will see a notable shift. The use of 
weight-loss drugs and cosmetic surgery will become normalised. 
As a result, aspirations about looks and wellbeing will evolve.

As automation advances, job displacement will become a 
critical issue, necessitating government intervention through 
reskilling and upskilling programmes and enhanced social 
safety nets. This technological evolution also brings challenges, 
such as misinformation and deep fakes, requiring vigilant brand 
monitoring, ethical AI development and regulations.

Environmental change, 
tech advancement and 
ageing populations 
will cause significant 
challenges for consumers

63% 
of US adults worry 

about how new 
technology might 

replace human talent 
in the future.

Source: Mintel Reports Japan, Living in the Age of Uncertainty, 
2024; Mintel Reports US, Future of Entertainment, 2024; Mintel 
Reports UK, Future of Technology, 2024

51% 

78% 

of UK adults agree that 
technology will improve 

people’s personal 
health outcomes.

of Japanese adults 
agree it’s important to 
be well-prepared for a 
range of uncertainties 
as early as possible. 
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Brand Inspiration 
71-year-old 
fashion influencer 
(Philippines):
At 71, Rogelio Tabuzo, known as 
Lolo Drip (Lolo means grandfather 
in Filipino), is a social media 
fashion influencer who wears 
streetwear popular among Gen Z.

Source: spot.ph

Source: Wonderful Copenhagen

 Rewarding Sustainable 
Tourism (Denmark):

VisitCopenhagen is piloting a scheme 
that encourages tourists to engage in 

environmentally friendly activities, such 
as cycling instead of driving and working 

on urban farms. In return, they will be 
rewarded with perks like free lunches 

and museum entries.
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Brand Inspiration 

Best Buy Brand 
Refresh (US): 

Consumer electronics retailer 
Best Buy is debuting a brand 
refresh to address customers’ 

changing needs, including the 
launch of a new holographic 
spokesperson named Gram.

Source: Best Buy

The “Miss AI” Beauty 
Pageant (multi-regional): 
Fanvue and the World AI Creator Awards 
launched the world’s first Miss AI competition 
to demonstrate the level of mastery amongst 
the AI creator community and shift how we 
perceive beauty and creativity within the 
realms of artificial intelligence.

Source: Fanvue World AI Creator Awards

Embrace Proactive and 
Radical Sustainability 
(Brazil): 
In partnership with aluminium can 
manufacturer Ball, Ambev suspended 
beer production in Viamão, near Porto 
Alegre, to can and donate potable water 
to the people of Rio Grande do Sul, who 
were affected by the 2024 floods.

Source: Ambev
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A View Into 
The Future

Amelia, a skilled hair stylist living in Berlin, operates 
in an evolving landscape influenced by generative 
AI, cutting-edge robotics and the pressing realities 
of climate change. She is currently the primary 
breadwinner of her household as her partner John 
has lost his accounting job and is currently taking a 
retraining course. 

Amelia’s salon serves not only as a place for 
personal transformation but also as a hub 
for discussions about financial wellness and 
sustainability. One of her frequent clients, Yuan 
exemplifies how advancements in health and 
technology are reshaping our understanding 
of longevity and personal choices. At the age 
of 75, Yuan radiates vitality and sophistication, 
revealing the profound impact of his proactive 
health journey. Upon his arrival at the salon, Amelia 
receives an instant update on Yuan’s health data, 
revealing crucial insights, such as low hydration 
levels exacerbated by extreme heat and a thyroid 
condition contributing to his hair thinning more  
than usual.

Many clients now approach Amelia with a 
heightened awareness of their appearance and 
the financial ramifications of climate change. 
Discussions around finances and health, once 
considered taboo, have become routine  
during appointments.

As Amelia starts to wash Yuan’s hair, based on a 
careful analysis of his health data, the typical  
chit-chat ensues, largely about his family  
back home in Guangzhou, the weather and 
upcoming trips. 

This evolution in Amelia’s salon reflects a broader 
societal shift toward integrating health, finance 
and sustainability into everyday interactions, 
signalling that personal well-being and 
environmental stewardship are increasingly 
intertwined in shaping our future.

5 YEARS AND BEYOND

Questions about how macro 
trends centred around 
intersecting global economies 
will impact your brand’s market 
opportunities and innovation 
strategy? We have the answers. 
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At Mintel Consulting, we’re the 
‘What’s next?’ team. We help you 
digest the data and our analysts’ 
expertise, then apply them to your 
growth goals.

Think of us as an extension of your 
Marketing, Insights and R&D team 
to deliver tailored opportunities 
that propel market expansion and 
fuel consumer demand.

Speak to our team today and 
ask ‘What’s next?’ Find out how 
we can offer a customised 
view of your marketing and 
innovation strategies.

Amarachi Chukwuma, 
Consultant, Expert in 
Global Consumer Trends

‘WHAT’S NEXT?’
So you’ve got the trends and 
analyst predictions. What’s next?

MEET THE

TEAM

https://www.mintel.com/products/consulting?utm_source=crm&utm_medium=online&utm_campaign=ongoing-mn-wr-global-omnichannel-trends-2025&utm_content=pdf-download


Mintel is the expert in what consumers want and why. As the world’s leading 
market intelligence agency, our analysis of consumers, markets, product 
innovation and competitive landscapes provides a unique perspective on 
global and local economies. Since 1972, our predictive analytics and expert 
recommendations have enabled our clients to make better business decisions 
faster. Our purpose is to help businesses and people grow. 
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