GenZ &
Inflation

How does the inflation in France affect 18—24-year-olds?
What is the impact on brands?
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Context

Inflation rates in France, and abroad, rose a lot in
2022 following tensions on transportation and
material production; but it now seems to slow
down. INSEE established at 4% the overall inflation
rate in France in December 2023 compared to
December 2022 whereas it reached more than 6%
few months ago.

Known as one of the poorest portions of the
national population, people aged between 18 and
24 years old - students particularly - struggle to
make both ends meet. This document aims to
assess budget cuts among this young audience
and the impact on different business categories.

Datasets: 01-01-2023 and 31-12-2023

YouGov Profiles

YouGov Brandindex




Gen Z & Inflation

Key insights

Personal monthly
disposable income
of 18-24 shrinks
more (-5%) than
inflation rate (+4%).

P

Holiday and Dining
spends are
decreasing the
most vs last year -
more than inflation
rates in these
sectors.

" Qe
A

Non-essential
products/services
are the ones the
most losing in
consideration
from the 18-24.

18-24's loyalty to
brands is at stake:
Price is the crux to

retain or recruit
young people.

QO

To save money,
second -hand
products are more
and more adopted
by the 18/-24.



4 YouGov Profiles

After monthly fixed charges, 18-24 y/o have less
money to spend compared to late 2022
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332,43€ 314,31€

Profiles+ dataset of the 01-01-2023 and 31-12-2023 *Source INSEE, inflation rate between December 2023 and December 2022
N 18-24 >2177

Methodology: disposable income calculation are based on a question presenting revenue ranges (125€ to 250€, 250€ to 500€, etc.).
The median revenue of each revenue range is used to calculate the average personal monthly income.
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The young generation is financially more worried than last year
and is even more looking for deals

) Base: 18-24y/o

“l am planning to save more money next year”
@ 65% vs 59%

“l am more careful with my finances than | used to be”
@ 63% Vs 59%

“Whenever | shop | make sure | utilise all sales, coupons and deals”
@ 57% vs 52%

“’m worried Pll never be able to save up for a treat day”
® 44% vs 36%

Profiles+ dataset of the 01-01-2023 and 31-12-2023 @@ : significant increase/decrease vs previous year at 95% confidence interval
N 18-24 > 400
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Dining and holiday spends suffer the most from budget shrinkage - especially
considering the clearl lower inflation rates. Shopping and telecommunications
are not affected (lower inflation rate).

) Base: 18-24y/o 2022 2023
- Supermarket weekly spend 49,33€ -2% 48,33€ +8% inflation* in food products category
Bar/restaurant monthly spend 1 3,63€ 14,00€ +5% inflation* in restaurants, cafés and similar
(/ _______________________________________________________________________________ N
| £&3 Fast-food monthly spend 30,84€ -12% 27,00€
: p— +4% inflation* in fast-food and take-out services
{ ‘ Take-out food monthly spend 30,72€ -20% 24,60€
N e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e 7
\ Shoppll(zgtffzggzgigsigin% 46,58€ 49,71 € +1% inflation* in clothes/shoes category
+4% inflation* i I , well d
' Personal care quarterly spend 35,63€ -2% 35,05€ beau&ncaarleoirt]egspce;tseognoarycare eness an
Mobile phone monthly spend 1 5,03€ = 1 5,07€ -8% inflation* in mobile phone services
(2 ¢ Most recent holiday ol spend  481.47€ e - P 413.03€ 2% naton n accommodaton servces
fwm  OSTTOCOMI MOy Aseen? oLk oo oem T Ale 1O _+2% infltion” in vansportservices_ ____ _ _
Profiles+ dataset of the 01-01-2023 and 31-12-2023 *Source INSEE, inflation rate between December 2023 and December 2022
N 18-24 > 620

Methodology: average basket calculation are based on a question presenting price ranges (25€ to 50€, 50€ to 75€, etc.). The median price of each price range is used to calculate the average spend
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In terms of purchase consideration, the most impacted sectors
deal mainly with non-essential categories in daily life

) Base: 18-24y/o
TOP10 - BrandIndex sectors losing the most in Consideration

Delt
Q42022 WQ4 2023 509>
osselials SR [T — . 21 @
Gonfectionery - 23 @
Fragrances ’ 21 @

11 20 ©
6 13 ©
12 ©
11 ©
09 ©

-0,6

Water, Juices and Soft Drinks

Electronics

I

Dining

~

Beer & Cider

‘
o

Personal Care

©

Luxury

‘
(o]

Energy -0,5

i
w

Monthly average
N 18-24 > 90 %: significant increase/decrease vs previous year at 95% confidence interval
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As a result, non-essential products and services brands are the
most impacted in Consideration from 18-24

) Base: 18-24y/o
TOP10 - Brandindex brands losing the most in Consideration

Delta vs
Q4 2022 mQ4 2023 2022
Starbucks. (Dining) “ 105 @
skall (Beer & Cider) 15 95 ©
. Significantly lower
Q) mpresson. qualty - Sephora (Skin Care and Cosmeics) RO
< and Satisfaction

(maybe due to ; 16 B
Crangesmihe app ) Bose (Electrorics) 57 ©
s > Lydia (Online Services and Websites) 23 -8,2 @
Bouygues Telecom (Mobile phone/Internet providers) 29 -8,0 @
La vie est belle - Lancome (Fragrances) 20 79 ©
WeTransfer (Online Services and Websites) 18 78 @
Apple Siri (Smart Home and Remote Surveillance) 18 7,3 @
Galeries Lafayette (Specialty retail & E-commerce) 22 -7,2 @

Monthly average
N 18-24 >90 %: significant increase/decrease vs previous year at 95% confidence interval
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Focusing on Dining, pizza brands resist better to the drops in
Consideration whereas sushi brands record the biggest decrease

Dining Consideration Ranking
(ranked following the difference between Q4 2023 and Q4 2022)

Delta vs Delta vs / )
Q4 2022 Q4 2022 / A o Pizza brand§: +l,3ptS
Burger King +6,9 Subway 2.1 °:°g° éivzezr:%Z|O,£r£t);ngi22:HLtjat,BF?ilztSaaPpasz,ZEiY
Just Eat +2,7 La Boite a Pizza [ 2,5 Speed Rabbit
(%) pomino's Pizza +1,3 Courtepaille  IEl 2 Burger brands: +0,2pt
@ Pizza Hut [IENN +0,4 Pomme de Pain |1 @ -3,7 %'j Average of Big Fernand,.Burge,r KFi)ng,
Frichti JlI3 +0,4 Hippopotamus Il -3,4 Five Guys, KFC, McDonald’s, Quick
(7 speed Rabbit 2 +0.4 KFC 34
@ Pizza del Arte +0,1 Sushi Shop -3,7 ﬂ Aggregators: -0,9pt
Buffalo Grill — Brioche Dorée m 41 g O Average of Deliveroo, Just Eat, Uber eats
Pizza Pai |3 -0,3 O'Tacos -4,4
Flunch IEIH -0,9 McDonald's 4,5 6% Bakery brands: -2,7pts
Quick 1,1 Uber Eats 45 ggepr:%e of Brioche Dorée, Paul, Pomme
Big Fernand [IEJl 1,2 Deliveroo IEIH @ -5,1
Campanile [ 15 Planet Sushi [l 5.7 \ (17, Sushi brands: -3,9pts
Five Guys -1,8 Paul -6,0 A Average of Planet Sushi, Sushi Shop
Léon de Bruxelles |3 2.0 Starbucks -10,5 ..

N 18-24 ~400
%: significant increase/decrease vs previous year at 95% confidence interval
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Focusing on Fashion, sportswear and shoes brands appear
to be the most affected by budget cuts among 18-24

) Base: 18-24y/o . } }
Fashion and Sportswear Consideration
(ranked following the difference between Q4 2023 and Q4 2022)

‘e \_ Significantly more

-=/* mentions of good value TOP 10:

‘ Delta vs BOTTOM 10: Delta vs
AN Q4 2022 Q4 2022
1V IR
1\ pecation 168 (D Recbok o5 @
|I \ .

‘\‘ \\\ 22 @ 19 @
\ Seeeo . . .
\\ -> Celio +9,9 @ Minelli 35 Q@
\,
RNy Etam +81 (D Le Coq Sportif 3,4
> Uniglo 81 (D Sport 2000 32 Q@
Pull&Bear 78 vans |EN 2,1

O dicounsduets Kb +6,6 Timbertand - XN 20

"< judicial liquidation
. Zara +6,3 Fred Perry | 1,9
\

~--> Go Sport +52 @ Jordan 1,8
Pimkie +5,0 asics [ENE 1,8

N 18-24 ~300



https://business.yougov.com/fr/produit/brandindex?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-02-FR-GenZ-Inflation
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YouGov Profiles

Loyalty is more at stake among the young generation, open to switch at any
moment. Deals in loyalty programs are key to retain or recruit them.

) Base: 18-24y/o
“] tend to stick to brands I like”

60% vs 63%

“] have a favourite brand but if another

brands is on sale, | will buy that instead”
48% vs 45%

“l am more loyal to brands that
| am a loyalty member of”
55% vs 56%

“l am likely to subscribe to loyalty

programs in the next 12 months”
38% vs 34%

Profiles+ dataset of the 01-01-2023 and 31-12-2023
N 18-24 > 700

Reasons to subscribe to loyalty programs

Delta vs
2022

Benefit from in-store/online discounts _ +11.4
and offers 52 ’ @
Beneflt_ from free . +2.5
products/services/experiences

Get discounts/rewards to other
retailers/brands +3.3
Be among the first to know about the
promotions/discounts/news from the +3,4
brand (e.g., early access)
Receive better services (e.g. 24/7 21
support, faster delivery, etc.) ’

Be part of the community +0,4

%: significant increase/decrease vs previous year at 95% confidence interval
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Cheaper, second-hand products are also an opportunity to attract 18-24 y/o:
They buy it more than a year ago - significantly more via thrift shops and eBay
vs late 2022.

) Base: 18-24y/o

Second-hand stores purchased from

2020
o) T b by s seconahane
(vs 39%) Other Website +3,4
Vintage/Thift shop +4,5 ()
From friends/family +0,6
Flea market/garage sale/yard sale +1,4
2 @
®41% already buy second-hand products - Charity +1,9
(VS 34%) Classified ads in newspaper -1,2
Other -1,1
Consignment service 0,6

Profiles+ dataset of the 01-01-2023 and 31-12-2023
N 18-24 > 700 %: significant increase/decrease vs previous year at 95% confidence interval
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Brands succeeding to increase their penetration have an attractive price
positioning (EDF, Signal, Barilla (pasta), Danone (yogurts)), or used in daily life
(WhatsApp, Google) or even a strong brand identity (Apple).

) Base: 18-24y/o
TOP10 - BrandIindex brands rising the most in current/recent Customers

Delta vs
_t . \_ State regulated Q4 2022 wQ4 2023 2022
= tariff for electricity
_____________ > EDF (Energy) s 49 +18,2
JBL (Electronics) Y 36 +16,3 @
Signal (Personal care) 159 @
WhatsApp (Online services and social networks) 136 @
4
Barilla (Dried and ambient food) +13,4 @
O_ Free services . _
A useful in daily life Lay's (Dried and ambient food) +12,5 @
1
‘\ Apple (Electronics) 120
\‘\
‘\\ Apple Siri (Smart home & Remote Surveillance) +11,9 @
77 Google (Online Senvices and ebsites) I —y 0 O
Danone (Dairy Products and Desserts) +11,4 @

Monthly average
N 18-24 > 90 %: significant increase/decrease vs previous year at 95% confidence interval
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Thank you

Want to know more about this survey our about our solutions?  Contact us

YouGoyv, 2023, all rights reserved. All materials contained herein are protected by copyright laws.

Any storage, reproduction or distribution of such materials, in whole or in part, in any form

without the prior written permission of YouGov is prohibited.

This information (including any enclosures and attachments) is propriety and confidential and
has been prepared for the exclusive use and benefit of the addressee(s) and solely for the

purpose for which it is provided.

We make no representations, warranties or guarantees, whether express or implied, that the
information is accurate, complete or up to date. We exclude all implied conditions, warranties,
representations or other terms that may apply and we will not be liable to you for any loss or
damage, whether in contract, tort (including negligence), breach of statutory duty, or otherwise,
even if foreseeable, arising under or in connection with use of or reliance on the information.

We do not exclude or limit in any way our liability to you where it would be unlawful to do so.

Living Consumer Intelligence | business.yougov.com


https://business.yougov.com/
https://business.yougov.com/fr?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-02-FR-GenZ-Inflation
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