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INTRODUCTION

Scope

Key findings

Key drivers affecting consumers in Nigeria in 2023

How developments today shape the consumer of tomorrow

POPULATION AND SOCIETY

Today 2023: Gen Alpha remains the largest consumer group in Nigeria

Elevated birth rates keep Nigeria’s growing population young

Obesity is far more prevalent in women than in men in Nigeria

Tomorrow 2040: Ageing seniors to increase at the most rapid pace

Owing to high fertility rates, a significant portion of Nigeria’s population will be Gen Alpha and Gen Z
Lagos remains popular among rural migrants in search of economic opportunities

Opportunities for growth

Case study: Coca-Cola Nigeria partners with local influencers to create authentic content

HOUSEHOLDS AND HOMES

Today 2023: Nigerian households remain large owing to cultural preference for big families
Single-parent families set to see the fastest growth of all household types

Mortgage financing remains a challenge for majority of homeowners

Tomorrow 2040: Disposable incomes per household to surpass the regional average by 2040
Nigerian household heads are most commonly males in their thirties

Broadband internet access and daily internet usage expected to nearly double by 2040
Opportunities for growth

Case study: Family Homes Funds Limited makes mortgage financing more accessible

INCOME AND EXPENDITURE

Today 2023: Soaring inflation restricting rise in disposable incomes

Consumers remain concerned about high inflation

Baby boomers are Nigeria’s most optimistic generation

Tomorrow 2040: Substantial increase to gross incomes expected for consumers aged 55+
Senior consumers benefit from accumulated assets and additional income sources

Abuja set for the fastest expansion of consumer spending by 2040

Opportunities for growth

Case study: Nestl & Nigeria introduces smaller package sizes for budgeting consumers

LIFESTYLES

Key findings of consumer survey

Millennials and baby boomers agree health and nutritional properties are worth a premium
As prices rise, most Nigerians are looking to buy fewer goods instead of lower quality
Nigerians are increasingly making an effort to impact the environment positively

Few Nigerians are confident in their current financial situation, but most remain optimistic
Nigerians maintain their entrepreneurial spirit, as Al advancements reshape the job market
Opportunities for growth

LIFESTYLES

Case study: Jumia makes e-commerce more welcoming to sceptical consumers

CONCLUSION
Key findings
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Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research

spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

o Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.

e Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.

e Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with

country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/nigeria-consumer-profile/report.
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