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categorize buyer behavior
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What matters to 
today’s consumer

Gen AI gains traction with the consumer

Personal and planetary wellbeing: How sustainability 
and eating habits influence consumer choices 

Retail media networks: Capturing the 
shopper’s attention

Make it snappy: The growing demand for  
quick commerce

Seeing the light: The beginning of the end of 
the cost-of-living crisis?

Consumers still prioritize discounts and private labels

We identified five distinct behavior clusters based on the sub-themes on 
which questions were asked in the consumer survey. Each cluster presents 

unique opportunities for targeted marketing strategies, reflecting their 
distinct lifestyles and priorities. The Gen Z consumers are present in three 

different clusters and exhibit different behaviors.

Cluster segmentation by demography and behavioral attributes

Gen Z continues to lead in the purchase of sustainable products

58% of consumers have replaced traditional search 
engines by Gen AI tools

53% of Gen Z consumers have bought products via 
social media platform

27% of consumers say they frequently use social media 
for customer service

Digital-First Trailblazers purchase more sustainable products 
than other clusters

67% of consumers notice ads on retailer websites and apps 
compared with 63% on social media

65% of consumers say 2-hour delivery preference is a key 
attribute when they shop

More than 90% of Digital-First Trailblazers are buying private 
label brands 

Consumers are less concerned about their personal 
financial situation this year

Experimentation and lack of personalization are major reasons 
for switching brands 

of consumers want Gen AI tools to aggregate 
search results from online search engines, social 
media platforms, and retailers’ websites to provide 
a one-stop-shop for highlighted purchase options. 

68%

March 2020 October-November 2023 October-November 2024

Share of consumers across age groups who bought products from organizations 
that are perceived as sustainable

70%

Global Gen Z
(age 18-25)

Millennials
(age 26-41)

Gen X
(age 42-57)

Boomers
(age 58 and over)

60%
64%

71% 71%73% 73%

65%
69% 68% 68%

54%
58%58%

61%

Share of consumers across age groups who bought products from 
organizations that are perceived as sustainable (by cluster)

Global Educated 
Rationalists

Convenience-
Led Urbanites

Grounded 
Suburbannites

Digital-First 
Trailblazers

Traditionalists

64%

52%

63%
66%

76%

61%

Global Educated Rationalists Convenience-Led Urbanites

Grounded Suburbannites Digital-First Trailblazers Traditionalists

October-November 2023 October-November 2024

Share of consumers who have bought products via social media platform, by age group

Global Gen Z
(age 18-25)

Millennials
(age 26-41)

Gen X
(age 42-57)

Boomers
(age 58 and over)

24%

32%

46%
53%

35%

45%

21%

31%

10%
13%

Global Gen Z (age 18-25) Millennials (age 26-41) Gen X (age 42-57) Boomers (age 58 and over)

Frequent (8+ times in past year) consumers usage of social media platforms 
for different purposes, by age

Shared 
shopping/collaborative 

shopping list/carts

Customer service 
on social media 

platforms 

Social media platforms 
to search for product 

information or reviews

Live shopping 
events on social 
media platforms 

9%

14%
13%

9%
5%

12%
14%

16%

12%
9%

23%
24%

27%

23%
20%

27%

42%
38%

27%

11%

How relevant do you find
the ads meeting your
needs from the following? 

How attentive are you to
the ads that you see from
the following? 

Attention level and relevency of ads viewed by consumers

Retail website/app ads when you search for a product

Ads shown during sports, award shows, charity events

Ads on print media (newspaper, magazine)

Outdoor billboards, digital signage/screens

In-store display and video ads

Ads on traditional television/radio 

Ads during online search

Podcasts

Retail website/app banner and video ads when you 
open the website/app

Ads on streaming services

Ads on social media platforms 

67%
67%
68%

30%
59%

28%
56%

33%
54%

49%
49%

47%
48%

63%
43%

36%
37%

59%
36%

54%
32%

63%

Consumer preference for quick 
delivery has surged significantly 
over the past two years. The 
demand for 2-hour delivery 
increased from 34% to 65%.

64% of shoppers visit multiple 
physical stores looking for deals, 
up from 56% last year. 

Currently, 65% of consumers 
buy private-label or low-cost 
brands, up from 63% last year.

65% 65%64%

Key attributes for consumers when they shop

Order online with 
10-minute delivery

Global

Australia

Canada

France

Germany

India

Italy

Japan

Netherlands

Spain

Sweden

United Kingdom

United States

Order online with 
2-hour delivery

Order online with same 
day home delivery

Order online, pick-up curb 
side/at store

65% 68% 57% 42%

64% 68% 60% 43%

71% 73% 58% 44%

71% 73% 63% 42%

73% 76% 63% 43%

66% 68% 55% 37%

64% 67% 56% 44%

69% 71% 62% 39%

64% 73% 60% 38%

66% 69% 55% 40%

67% 67% 60% 39%

52% 53% 46% 51%

65% 68% 57% 42%

Share of consumers who agree with these statements (by cluster)

77%

77%

51%

Digital-First Trailblazers TraditionalistsGrounded Suburbanites Convenience-Led Urbanites Educated Rationalists

I am buying cheaper private-label or low-cost
brands over name brands.

I am spending more time searching online to 
find deals and discounts.

I am spending more time shopping at different
physical stores to find deals and discounts.

54%

56%
56%
56%

65%

61%

60%

50%
91%

58%

68%
44%

The grass is greener: Why consumers are 
switching brands

Adapt with the consumer

Reasons cited by consumers for switching brands

60%

46%

I have switched to another brand when my trusted
brand did not care about environment (e.g. do not use

recycled packing, plastic free, renewable energy).

I have switched to a new brand when I hear positive
product review from social media influencer.

I do not see a value in paying a premium for a brand when a
white label/private-label product will also serve the purpose.

Only the loyalty membership holders get a personalized
experience compared to non-members.

Subscribing to membership program and sharing preference
data did not result in a better shopping experience.

I have switched to new brands as I like experimenting. 70%

65%

49%

39%

Sustainability and lack of personalization are major reasons for 
switching retailers 

Reasons cited by consumers for switching retailers

14%

21%

5%I have switched to new retailers as I like experimenting.

I have switched to a new retailer when I hear positive product
review from social media influencer.

Only the loyalty membership holders get a personalized
experience compared to non-members.

Subscribing to membership program and sharing
preference data did not result in a better shopping experience.

I switched retailers as my existing retailer failed to show
sufficient concern for the environment

(e.g., using recycled packaging, renewable energy, etc.).
67%

64%

54%

48%

40%

Adapt to compete Unlock channel growth Lead with purpose

Augment generative Al tools to 
become more consumer-centric

 
Use technology to boost 
resilience and sustainability and 
lower prices

Identifying new revenue 
streams and growth 
opportunities through new 
initiatives and operating models

Surprisingly, Gen Al influencers 
are challenging human influencers 
in terms of achieving high levels 
of consumer engagementUse 
technology to boost resilience and 
sustainability and lower prices

 
Leverage social and retail media 
networks as a keyway to engage 
and influence early in the 
consumer journey

There is still a gap in education 
and trust

 
Transparent collaboration 
across partners is a keyway 
forward to reducing food waste

Managing the growing tension 
between the simultaneous 
need for affordability and 
sustainability

2025 consumer behavior tracker for the 
consumer product and retail industries

Social media influencers are impacting consumers’ product discovery 
and purchasing processes

Cluster A

Educated Rationalists Convenience-Led Urbanites Grounded Suburbanites Digital-First Trailblazers Traditionalists

Cluster B Cluster C Cluster D Cluster E

Demographic:
Average age is 56 (second oldest), 39% 
retirees, 36% live alone, 69% urban, 
Highest level of education

Behavioral:
Low Gen AI use, prefer in-store deals, use 
social media for discovery, buy 
second-hand goods, less impulsive 
buyers, cost-conscious, value 
affordability, and less inclination towards 
sustainable products

Demographic:
Average age is 42, 
64% employed, 50% live with children, 
25% earn >$100K

Behavioral
Use Gen AI in shopping, impulsive 
buyers, prefer convenience and  
frequently exposed to same-day delivery

Demographic:
Average age is 42, 
60% employed, 97% suburban/rural, 
50% live with children

Behavioral
Use Gen AI in shopping, high attention 
to ads, stability in habits, predictability, 
most concerned by the cost-of-living 
crisis, and buy sustainable products

Demographic:
Average age is 37 (youngest cluster), 
32% part-time workers, 42% live 
alone, 74% urban

Behavioral
High Gen AI awareness and use, 
tech-savvy, trust and utilize social 
media and influencers the most for 
purchases , loyal to brands, and buy 
private labels

Demographic:
Average age is 62 (oldest cluster), 65% 
retirees, 70% urban

Behavioral
Prefer in-store shopping, low on tech, 
utilizes social media and influencers 
the least for purchases, low focus on 
sustainability, least loyal to brands, 
and traditional shopping methods

Consumers who have replaced traditional search engines by Gen AI tools (such as ChatGPT) 
their go-to tools for product/service recommendations

44%

62%

67%

65%

58%

Gen Z (age 18–25) GlobalMillennials (age 26–41)Gen X (age 42–57)Boomers (age 58 and over) 

I have replaced traditional search engines
by Gen AI tools (such as ChatGPT) as my go-to tools

for product/service recommendations.

Share of consumers who agree with the statement: 
I am extremely concerned about my personal financial situation.

November 2023 November 2024November 2022

61%
66% 66% 63% 61% 61%

64%

54%
49%

45%

58%

51%

60%
56% 55% 55% 55%

38%

30%

52%
46%

42% 42%
39%

High-income
(> $100,000)

Medium-income 
($35,000–$100,000)

Low-income
(< $35,000)

Boomers
(age 58 and over)

Gen X
(age 42–57)

Millennials
(age 26–41)

Gen Z
(age 18–25)

Overall

Share of consumers who agree with the statement: 
I am extremely concerned about my personal financial situation.

Share of consumers across age groups who bought products from organizations 
that are perceived as sustainable (by cluster)

Driving cost reductions and margin 
improvement by rethinking the way 
brands and retailers operate, how 
the supply chain is organized, and 
how to engage shoppers throughout 
their online and offline journeys

1 2 3

https://www.capgemini.com/insights/research-library/what-matters-to-todays-consumer-2025
https://www.capgemini.com/capgemini-research-institute-subscription/

