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pandemlc or inflation. Many curtail dlscrehonary spending
while also leveraging supplemental sources of income.

As pandemic concerns begin to fade, inflation continues to be the primary focus of consumers around the world

TOP CONCERNS - FIRST OR SECOND PRIORITIES
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While a post-pandemic “return to normal” becomes increasingly common, a shift in habits and routines
suggests more of an evolution of norms

CHANGES TO HABITS AND ROUTINES AS A RESULT OF THE PANDEMIC
Bl ADOPTED SIGNIFICANTLY DIFFERENT HABITS/ROUTINES ADOPTED SOMEWHAT DIFFERENT HABITS/ROUTINES NET CHANGE

MY STUDENT LIFE** 39% 69%
LEISURE TRAVEL 35% 57%
MY WORK LIFE t 34% 54%
MY SOCIAL LIFE 36% 54%
HOW | SHOP 36% 53%
MY HEALTH AND WELLNESS 33% 51%
WHAT | DO FOR FUN 35% 51%
DAILY TRAVEL/COMMUTING 33% 51%
MY PERSONAL HYGIENE 31% 50%
ENVIRONMENTAL INITIATIVES 33% 48%
MY INVOLVEMENT WITH GOVERNMENT/POLITICS 29% 46%
MY FAMILY LIFE 31% 46%
MY MEALS 30% 45%
** Among students MY FAITH/SPIRITUALITY VI 44%

T Among those employed

Gen Z and Millennials are more likely to take actions o manage the impact of rising prices

LIFESTYLE CHANGES TO MANAGE RISING PRICES
B GENZ(1997-2012) @ MILLENNIALS (1981-1996) GEN X (1965-1980) B BOOMERS (1946-1964)
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EAT AT RESTAURANTS CREATE A LIMIT SOCIAL/ LIMIT TRAVEL PURCHASE FEWER CANCEL DELAY UPGRADES LIMIT MY
LESS/MORE MEAL PERSONAL ENTERTAINMENT TO SAVE ON PRE-MADE SUBSCRIPTION(S) TO PRODUCTS/ CHARITABLE
OCCASIONS AT BUDGET ACTIVITIES TRANSPORTATION MEALS/COOK OR SERVICE(S) SERVICES/ EXTEND DONATIONS AND
HOME COSTS AT HOME MORE THE LIFE OF ITEMS CONTRIBUTION TO

SOCIAL CAUSES
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Half of workers have some other means of generating income; these ‘side hustles’ are much more common

amongst younger generations

SIDE HUSTLES (OTHER WAYS OF MAKING MONEY), BY GENERATION
AMONG THOSE EMPLOYED

B GENZ [ MILLENNIALS GEN X B BOOMERS

507

l 54%

S 38% Of all those
employed have
another means of
making money

‘Side hustles’ help foster feelings of empowerment and enthusiasm, and allow people to feel more prepared

CURRENT STATE OF MIND, BY SIDE HUSTLERS VS. NOT

SIDE HUSTLE (YES) B SIDE HUSTLE (NO) c@ 2 1 %
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The number one ‘side hustle’
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With more than half of employees passionate about their job, ‘Quiet Quitting’ seems to be an overblown trend

APPROACH TO WORK

| am passionate about my job

190 and go above and beyond PASSIONATES
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. QUIET QUITTERS
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| only do the bare minimum . KT
to k |
© keep my job GLOBAL COUNTRY AVERAGE
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Ipsos Essentials monitors how people across the globe navigate the new rules
of engagement and the resulting impact on our state of mind, state of wallet,
and future intentions. Each month lpsos surveys consumers in 15 countries,
including: Australia, Brazil, Canada, China, France, Germany, Indiq, ltaly,
Japan, Mexico, South Africa, South Koreaq, Spain, the UK, and the US.

For more insights, country detail, or
subscription information, contact

essentials@ipsos.com
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