


THE FUTURE OF INDULGENCE

INDULBE
YOUR IDENTITY

We're entering a new era of indulgence.
One of self-expression.

In a world where individuality and self-betterment are increasingly
prized, indulgence has evolved beyond simple pleasure.

Today, how we indulge is a powerful statement of personal values
and lifestyle.




THE#FUTURE OF INDULGENCE
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No longer just about comfort, reward, pleasure or giving in to impulse,
indulgence is now a canvas for showcasing who we really are.

Indulgence is now identity. It’s intentional, expressive and meaningful.
It's not just what we do —it's who we are.



Bl TNDULBENCE IS
SUB_ECTIVE.
ITTS DIFFERENT FOR
DIFFERENT PEOPLE.
ITTS A HISHLY
PERSONAL AFFATIR. qq

Stephen Wilson, Ex CIO Diageo



INDULBENCE THROUGBGH..

As consumerism and advertising
drive demand for convenient,

indulgent foods and brands
focus on delivering richer flavors
and instant gratification.

OFFER EXPIRES: JULY 31, 1963

On The Regular Price Of diet Coke*
In A 2-Liter Bottle Or Any
Multi-Pack Of Bottles Or Cans

Diet Coke’s got it.
Here’s 25¢ to gei it.
A

New sugar and fat alternatives
allow for guilt-free indulgence
and a new have-it-all attitude.
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Economic boom sees disposable
incomes increase and a new
interest in status signaling through
higher quality products.

As social media grows so do
pressures to embody a perfect

lifestyle, consumers seek
indulgences that are also ‘good
for them’'.




SUPPORTING DATA

O of Gen Yers and Zers
>> O describe their diet as
‘unrestricted’
O of UK Gen Zers say their
>> O food choices are limited by
the cost of living

O of Gen Zers in Europe
>> recognise the importance of
O being healthier, but have

difficulty understanding what
to do about it

O of consumers aged 18-34
>> O engage in self-care practices
as a form of self-expression

1 & 2. Canvas 8, 2023
3. McKinsey & Company, 2022
4. Mintel, 2023 I-m




CATESORY:
FOOD s DRINK

As the food & drink category continues to evolve and fragment, recognising
the shift in the way we indulge will help your brand resonate with consumers’
innate desire for elevated experiences and pursuit of pleasure.
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]
A moment of indulgence
IS a transition point in
people’s day.

Brendan Williams,
Co-Founder & CEO NuWave AFB
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Forget the rules and blend the
gourmet with the gritty



Reframe healthy indulgence as
decadent wellness




Celebrate the messy, unpolished
and imperfect
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THE FUTURE OF INDULGENCE

HEALTH & BEAUTY 709

pay more for beauty products
with mood-boosting benefits

Mintel, 2024

As category lines continue to blur within health and beauty, brands have a
unique opportunity to create distinctive experiences that transform daily

routines into opportunities for indulgent self-expression.




Create indulgent rituals that tfransform daily

routines into statements of identity

1



Create luxurious products that both
nourish and beautify







URE OF INDULGENCE

CULTURE
CURRENTS
WORKING
SESSION

1 HOUR 30 MINS

Culture Currents is a tool that identifies
the cultural movements best aligned for

your brand to drive growth, momentum,

meaning and relevance to consumers.




BRAND &

INNOVATION
PARTNERS

DIAGEO
Creating a new-to-world
brand for indulgent moments
in the African market

TROPICANA
Reigniting an emotional
connection by reframing juice
as an indulgent morning ritual

SINCE 1894

HERSHEY S

HERSHEY'S

Creating an Indulgence first
innovation pipeline



