Consumers, homes and shopping
trends in the future

By Jesper Bo Jensen, ph.d.,
futurist




Private consumption

3,4% per year
40% In ten years

Househeld final consumption expenditure,
by time.
Constant 2000 prices {(mill. NOK)}, Final consumption expenditure of households.
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Distribution of household equivalent income (per cent),
by decil group and time.
Decile shares.
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Framskrevet folkemengde per 01.01,
etter tid og alder.
Middels nasjonal vekst (Alternativ MMMM).
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Demographic development

Norway 2006-2016
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In real numbers

2016, pers 2016, pers. Change
0-9 593580 572562 -21018

10-19 612877 619396 6519
20-29 563101 653753 90652
30-39 691589 617397 -74192
40-49 653560 703412 49852
50-59 602830 639857 37027
60-69 415703 557373 141670
70-79 288911 348595 59684
80-89 183902 167270 -16632
90 + 29928 38764 8836
| alt 4635981 4918379 282398




Modernism after the
iIndustrial era

In the industrial society the production was in foc us
Spending, relaxation and reproduction occurred with prod uction
iIn mind
Purpose determination in behavior and body - discipline

The postmodern society is all about shopping:

The body is an incontrollable shopping platform — he ad
for endless desire

This iIs reflected in the homes, the behavior and
perception of society:

A job is spending, individual interior design, snacks and coffee
on-the-go, loose party arrangements, constant changi ng
appointments, films, books, music as constant on-go Ing
spending




Situational consumption:
The outcome of getting richer
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Private consumption doubles every 20-odd years
Consumers do not buy out of needs, but increasingly
by inspiration, temptation or simply by coincident
Retalil Institute Scandinavia research

The old lifestyle segments are disappearing -

everybody buys everything — but not at the same time
and day or in the same mood

Research on elections, sociology of families and
research into the way we raise children all confirm S
this

Consumer segments are disappearing as before

them classes and the old hierarchical society




Choose your age
- and change it, when you feel
like doing It




Dimensions In
situational consumption

Phases of life and transitions

The seasons of the year

Vacations, days off and a few hours at your own
24 hours a day — and the phases of a day

The unexpected event — happens every day

All the predicable events of a normal day

A break from the speed — or speed in at break
With whom?

In what context?

Where, what, when?




Conseqguences of
situational consumption

When new products and
services are developed to
situations, everyone can
choose to buy them

The limitations of
segmentation can be
neglected:

Build scenes

The merchandise is a part
of the setting

Avallability is the keyword




The dual world of modern
consumers

Density




Consumers trends In
Norway

More luxury consumption — the rich get richer, and t he
rest want to have a piece of the cake

Up scaling — consumption based on value appreciation
at the housing marked

Window shopping — a part of the new hedonism
We like to shop with people like us

More consumption abroad — holidays, weekends abroad
and Christmas shopping

An awakening awareness about environmental and
ethic shopping — the first wave of organic grown
groceries is taking off in Norway




The New Phases of Life

1960

2000

2030




Average age of marrige -

women

NORTHERN EUROPE
Norway
Denmark
Sweden
Estonia

Finland

Iceland

Ireland

Latvia

Lithuania
United Kingdom

1970
1970
1970
1970
1974
1971

1971

21,9
22,1
23,7

22,5

21,9
23,5

21,3

2002
2001
2001
1989
2000
2000
2002
2002
2001
1991

31,4
30,7
32,3
22,1
30,2
30,5
30,9
26,9
24,8
26,4




Work, domestic work
and free time




Gainful work, domestic work
and free time




Work and domestic work
under 45 — no kids




Work and domestic work
couple — youngest kid under 7




Work and domestic work
couple — youngest kid 7-17 years




Norwegian men take leave
at home with their babies

Mindre tid pa jobb for fedre med helt sma barn




Less domestic work &
and more free time




Consumer resources

Modern consumers do not lack money — they are short
of attention and time

Time
The time budget plays a big role in modern two working parent
families
The extra spare time in Norway is spend on sports and leisure

Lacking time to buy is the most frequent reason for no t buying

Attention

Mental awareness is at limited good — demanding itre  quires
something to exchange of importance

The less attention needed, the more room for emotions and
Intuitions creating impulses to buy

Don’t ask questions and demand decisions







Home and living trends

Outdoor is getting a lot of attention:
Jacuzzi, outdoor kitchen, a small grill cabin, evena  n outdoor
bedroom

The new living room — every time technology change
the living room is reshuffled

Home cinema
A new dwelling room for the whole family with 3 to 4 screens

A room disappearing
Renewal of small rooms with dedicated functions

The bedroom?
Teenage-terror in the open space home —a new divisi  on
of the home under way




The SMS-generation
(prior the Nokia-generation,
comming Ipod generation?)

Get into their pocket
What's in it for me?

Learning to live online:
Shopping online
Finds something to buy — google it!

Gets information in circles: Friends, friends of fr lends,
SMS to groups, MSN-chat, surfing the net

H&M Carl Lagerfeld collection — sold for approx. 50 mio.
Euros in three days

Reinventing retail: Use it’s dynamic




Summery

40% richer in ten years
Scaling up— until the next economic downturn

Young and senior consumers as the most
Important groups the next 10 years

Situational consumption — we do not not know,
what we need

Time Is scarce — attention even more
Larger houses
Technological shopping for the sms-generation




Internet-address:
www.fremforsk.dk

ibj@fremforsk.dk




