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Welcome to Ipsos Global TrendsMENA Edition

The 2024 Ipsos Global Trends report, "In Search of a New While the global report provides a comprehensive

Consensus: From Tension to Intention," marks the tenth
anniversary of this study. Based on over 50,000
interviews across 50 markets, representing 75% of the
global population and 90% of global GDP, the report
offers an unparalleled view of evolving public attitudes
and values. It identifies nine key global trends, exploring
both the continuities and shifts in societal sentiment
over the past decade.

Thereport reveals three key tensions that have
intensified over the last ten years and three constants
that shape people's perceptions of the world.
Understanding these tensions and intentions is crucial
for navigating the future and identifying opportunities
for brands and policymakers alike.
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overview, our MENAfocused analysis delves into the
specific nuances of the region. It examines how global
trends manifest differently within the MENA context,
providing valuable insights for businesses and
organizations operating in these markets. The MENA
region exhibits unique characteristics that influence its
response to global trends, requiring a tailored approach
to understanding consumer behavior and market
dynamics.

Ouranalysis focuses specifically on Saudi Arabia, the
UAE, Egypt, and Morocco, providing tailored insights
characterized by our unique region.




How we built the Trends

for this edition

Our framework is a product of
collaboration between Ipsos colleagues

6A0O0U0UU nDeéedtt Oa Neé

Theory of Change) a model for
exploring howMacro Forces(the
external context against which people
and organisations act),Shifts (changes
in attitudes and values across society
markets and people) andsignals
(visible realworld expressions of
change observed at local and more
surface levels) pull and push one
another, interact and cause tension,
and ultimately allow us to identify
trends.

At Ipsos, our curiosity about society,
markets, and people is what drives ug
so at the heart of our trends sits the
largest public survey in Ipsos history of

over 50,000 interviews, resulting in
over five million data points. We used
fidvandgdlanalytics t identfyZ30 6 U R
human values,that to a lesser or
greater extent, unite humans across
the globe. These sit at the heart of our
robust and reliable data driven
framework.

In this report we also explore and
present Signals and outline our updated
Macro Force Framework. Equipped
with this context, we have
subsequently identified nine global
Trends ¢ which you can readat a
glanceon the next page.
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Ipsos Global Trendsat aglance

A
Globalisation Fractures

While the world remains highly
interconnected, globalisation is seen as
having winners and losers, both at the
market level and personally. Focus on
playing up local strengths as well as
global cooperation and scale.

A
Splintered Societies

Rising inequality leads to a splintering
of traditional structures with new
ideologies and political allegiances
emerging. People feel that businesses
and governments need to do more.
Focus on commitment to our many
shared values worldwide to help lower
temperatures at home.

A
Climate Convergence

Worldwide investment in climate
resilience and mitigation is rising,

asthe impacts of climate change become
more evident. Focus on demonstrating
commitment at the organisation and
market level, but also help people feel
that they are contributing, too.

A
Technowonder

As technology becomes more
pervasive,there is atension between
excitement for all the problem-solving
tools, connection and entertainment
technology can bring us and concerns
about privacy, job loss and potential for
misuse. Focus on identifying the
benefits and reducing concerns.

Conscientious Health

Health understanding is more holistig
tied to both our physical and our mental
wellness. Tensions persist in terms of
who has access to care. Focus on
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helping people navigate this ever more
complicated landscape with clear,
trusted information and accessible
solutions.

Retreat to Old Systems

As an escape to nostalgia is widely
appealing, some people also yearto
revert to historical power structures
around religion, politics, gender and
more. Focus on the positive aspects of
the past butrealise that not everyone
wants to return to it.

A
Nouveau Nihilism

As economic stresses are preventing
many fromrealising their long-term
dreams, a sometimes but-not-always
geyetr| UY| A
is rising. Focus on helping people
bridge the gap between their
aspirations and their realities.
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A
The Power of Trust

As we are bombarded with information,
we crave authentic messages from
trusted sources but have a harder time
figuring out who and what to believe.
Focus on aligning your shared values
with those of your audience tobuild
trusted relationships.

A
Escape to Individualism

As the world feels overwhelming,

people are focusing on one thinghey
cancontrol ¢ themselves.9 WU UT DL
tension between those who strive for

stature and those who focus more

inward. Focus on leveraging trusted
relationships to help people express

their identities as they choose, even if

eyyl y




Executive Summary @MENA

The unique sociccultural and economic landscape of

MENA shapes how global trends manifest in the region.

While many of the same macro forceg digitization,
individualism, sustainability, and shifting societal
valuesp are evident worldwide, MENA consumers
respond to them in ways deeply rooted in their cultural,
economic, and historical context.

Compared to global trends, MENA exhibits a stronger
duality between modernity and tradition. While global
consumers increasingly embrace individualism, MENA
respondents continue to place high value on
community, family, and collective weltbeing, even as
personal autonomy becomes more desirable.

The need to balance seHexpression with cultural
norms creates a nuanced approach to change, where
heritage is not abandoned but rather adapted into
modern lifestyles. This is particularly evident in the

GDA] 6 nrRU DNa d-drigdd brangingiittieU U é L

revival of traditional design and values in contemporary
business, and the emphasis on trust and authenticity in
consumer relationships.
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Additionally, economic uncertainty and rapid change
have heightened consumers' desire for stability and

transparency. Trust is a defining factor in purchasing
decisions, with local brands and institutions expected

to uphold authenticity, fairness, and cultural alignment.

Compared to Western markets, where skepticism
towards corporations is on the rise, MENA consumers
still seek strong brand relationships but demand
accountability and social responsibility in return.

At the same time, digital transformation is accelerating
in the region, often surpassing global adoption rates.
MENA consumers are highly engaged in online
ecosystems, yet they navigate digital overload with
caution, balancing convenience with a need for real
world connection. While global trends lean toward
hyper-personalization and datadriven engagement,
MENA consumers expect brands to offer both
%fici%ncy and a human touch, as seen in the blending
of digital and in-person services.

Sustainability remains an emerging, yet complex,
priority. While global markets push aggressive green
agendas, MENA consumers balance environmental

concerns with affordability, practicality, and regional
infrastructure limitations. As a result, brands in the
region must find ways to make sustainability both

aspirational and accessible.

Ultimately, MENA is neither simply following nor
resisting global trendsp it is adapting them through a
unique lens. The interplay between rapid
modernization and cultural continuity defines how
businesses must engage with consumers, ensuring

Urey | nnocey)] aon
expectations, and aspirations.
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Our Trend Framework

Our analysis has identified nine Trends,
and 23 Values that tell the story of
Fleuy JURU L] LD Uo

The big picture is more forbidding

than it was previously ¢ the
international global order and our
national societies both appear to be
under immense pressure, while climate
change has become a pressing enough
threat to unite much of global opinion.

Technology is moving at a far faster
pace than ten years ago. It is acting as
an accelerant of further progress,
bringing wonder and worry in near
equal measure.

The responses we see from people are
a turn inwards, focusing on the issues
we feel we can most easily control,
such as our health.

4 tfying taréhiake the Worldtabe e

| GLOBAL TRENDS
Some seek sanctuary in the warm glow

. . . National . . Global
of nostalgia for an imagined past, or by Pride Globalisation Fractures [

like it was before. Others simply shrug UMW CCY SV Splintered Societies SR

their shoulders and focus on living in

the moment. ; Climate
Climate Convergence Responsibility

This has two important impacts : a Technological  MEY Technological  Technological
; echnowonder : 1915

more uncertain world for brands Worry Fatalism Optimism

which are expected to align with Health Honlth o '

l n C! € l CwétURr Cl EDUGUHD Self-Reliance Improvement Conscientious Health Longevity

also continue to deliver quality

products and customer service. Nostalgia Traditionalism

. e . . . . AP-aI Livingin . :
For individuals, intentionality, Nouveau Nihilism iR UN RS ERIEI

autonomy and self-control become
the new status symbols as ewdgn_ce _ Colgameerfsm V\Eﬂorfsnh?p The Power of Trust ARSI
that we can shape our own destinies in

a more complex and unpredictable

Social Escape to Seeking .
futonomy osity P
world. Status MLGIVEGIENIN QN Curiosity
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The contradictory world of human opinions

Tensionsexist within each of the
trends of course. Humans are
complicated and all of us are capable
of holding conflicting ideas at the
same time. Psychologists call this

( A0 Hfipplyphagisp d

For example, while the majority believe
that technology is destroying our

lives, a largermajority think that only
moderntechnology can solve our

future problems (71%)Understanding
these tensions helps us see why people
behave differently in similar situations
and gets at the rich nuances of

human motivation.

Some tensions are generational within
countries, some cross borders.
Tensions about gender do both: eight in
ten people in Pakistanagree that
women'smain role in society is to be
good mothers and wives, but only 13%
in Portugal, and under 20% in Sweden
and Ireland say the same.

© Ipsos | Global TrendsSMENA Edition Jan 2025| Version 1 | Public

Businesses and organisations must
learn how to navigate thiscomplexity:
globalorganisations face unique
challenges. Nationalones can deal with
one set of tough challenges while
global businesseshave tonavigate
much more diverse situations.

There is widespread agreement that
brands can do good things for the
world and make moneyand that
VVVVV TeebD & ¢
things for the world. However, trust
that business will achieve these "win
wins" is lower, with eight in ten thinking
there needs to bemore government
regulation of corporate environmental
impactsd !
are heading toward environmental
disasterr | § FD Co
habits quickly.

Over the past decade we have
seendouble-digit increases in the
proportion of people saying theytend

10

to buy from brands that reflect their
personal values. In fact, every core
market shows an increase compared
with ten years ago. Yet half also say
they do not care about a brand's social
or ethical responsibility, so long as they
make good products. How is a brand

or a policy maker supposed to navigate

Our nine Tends cover a broad range
of contexts from geopolitical to
deeply personal. That is relevant
because peopled your customers,
citizens, audience, and patients$ are
dealing with issues across those
dimensions, too.

UWFFody] i A TDo ¥t Dr UOY elasipaFengs tage upfrom the

such values are so internally and
externally conflicted?
Cwytr Yo CO
People might not see the
idiosyncrasies in their own attitudes,
but they see the conflict and tension
around them.

HooC

U] N| t é twein w N altyee injaurjsay they see more conflict

between people who do not share the

oy Afmexafyes inghgirgnation, and almost

half see it in their own families.

How does a leader lead in this
environment and balance all the
tensions?

global to the human level. In response
to the chaos people see in the world
around them, we see a flourishing

of individuality and an inward focus.
AstheworldUF ) nU owy 0§
control, they want to lean into
controlling their world: their physical
andmental health, their identity, their
data. So understanding the values
that drive people is crucial.




SYSTEM

A u n i q u e O p pO rtu n ity tO Pessimistic quadrant Optimistic quadrant

Autonomy

understand human values o o oplommed |

Technological

Worry ¢ Climate
Asking questions about what it means to be both citizen and consumer across i Wealth responsibility
. . . . Redistribution
50 markets, we can use statistical analysis to uncover hidden connections
éenCc nDF GDteéeylonUT | FU ADYFDDn FTDoFLtDrRU eUyYy] ywcCbuUd ® Health Improvement
Technological i
Our analysis has surfaced 23 human valugseach compromising a set of Fatalism Brand XVorshlp ® Global Outlook
strongly correlated questions. By presenting these on a map, we can start to - ° ® Health Self-Reliance -
wicbalyenC ToF AtoUDtt é+] HADC FTDoTtDRE €étVediendDJ »1D gwdUl DI RKFEGk UF o
values are¢ for instance, Nativism and Global Outlool the less likely a single < . Simplicity ® * ¢ Optimism g
person might be to hold both values. L seedig o 5
z ° Curiosity : ) <
National Pride
We have plotted the values onto four quadrants, oriented towards the system Anti- _
(top half of the map) or the self (bottom half of the map), and between a establishment ® Social Status
nDHeU] €D 60 FoU|] Y] ED uDéAU] 6 Yo UYoCétrU FoltLC wkDguylLwegintie] HT Y FéedauyU o6 UID
Nostalgia ® T TG

The five most intense values that unite humans globally (highlighted in bold) 9 .
are in the system part of the map but balanced between optimism and o
pessimism. The five least intense value® those that are less likely to unite st ® Equity
humans around the world (highlight in italics$ are all in the bottom half e

. . . ® Traditionalism
of the map. While these are less intense, they may show signs of greater
growth in the future and need careful attention. Ego quadrant

The 23 values that underpin our nine Trends support a more intimate SELF

understanding of each, making our framework more actionable for you.
® Top 5 Values ® Bottom 5 Values
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Fractures

Trend: Perceptions of globalisation have improved in many markets : y

around the world over the past decadeWhile the world remains highly LY & x - S PP

interconnected, the geopolitical environment has grown more contested. = \ - - ; -
X Q . 3 A LR DR WL LI

Increasingly, political leadersare asserting the primacy of their nationand : .» = - ¥ “h : , - ’k’,“"-*"“'““" o BN
its allies. ALy ' - ' -

Trend in MENA:Similar to global perceptions, Globalization in the MENA
region is met with optimism on both a national and persondkevel.

Tension: Despite the development of a more positive view on the impacts , ‘ 3 ~ oy ";‘;\)
of globalisation, geopolitical headwinds are promoting a focus on one's . 4 S bl
ney)on DUFDA] ettt | emphadsrondendingdobsd UYI DabrUO en -7 W
and local influences. L e W 2
Takeaway: Even global brands can and should play up their local ti¢s S Val ues
while alsohighlighting the benefits of their scale. In MENAbrands are ™ :
already increasingly tailoring their offerings to align with local cultural ' R Global Outlook
preferences. ' . .
National Pride
IR P B e |
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Globalisation Fractures

Beyond peak globalisation

The biggest tension in this trend is
between slow improvements in how
globalisation is perceived by the public
and the tenor of international political
debate as conflicts persist.

Similarly, in the MENA region, the main
tension revolves around the balance
between widespread optimism about
globalization's benefits and a growing
preference for local brands.Many in
the region view globalization positively
on both personal and national levels.
National optimism is shown by a
strong belief in business leaders'
ability to navigate the challenges of
globalization. This contrasts with
skepticism found in other parts of the
world, where trust in leadership is
lower.

Globally, one of the key factors
influencing public perception is the
changing dynamics of the middle
class, which is shrinking in some
regions while expanding in others.
These shifts are often linked to the
effects of globalization, as economic
opportunities and challenges reshape
societal structures and lead to shifts in
opinion. This transformation is further
accentuated by the rebirth of
industrial strategies and stimulus
efforts, which have prompted
countries to seek national champions
in strategic sectors. These activities
reflect broader economic shifts and
highlight the complex interplay of
globalization with local economic
policies.

© Ipsos | Global TrendsSMENA Edition Jan 2025| Version 1 | Public

In the MENA region, optimism about
globalization coexists with varying
degrees of caution. The growing trend
of 'glocalization," where global brands
integrate local cultures, highlights the
complex interplay between global
influences and local identity, which
brands must adeptly navigate.
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Globalisation Fractures

Globalisation: good for
me and the country?

Perspectives on the benefits of
globalisation, for the self and for
the country, march in lockstep.
Nearly all citizens see globalisation
as one tide that lifts ¢ or sinks¢

all boats.

All nations where a minority say
globalisation is good for either the
self or society are European or
North American. The French are
the least enthused (although
support has risen over the past
decade) alongside the Belgians and
Croatians. Even the United States,
a huge beneficiary of globalisation
at a market level, has public
scepticism about it and fits into
this double negative category.

By contrast, it is emerging markets
that are the most positive ¢ the
public in Nigeria, Kenya, Indonesia,
Zambia and China, among others,
are the most enamoured.

R2 =0.8964

2 100
- Kenya
, °
o 90 Nigeria ®
- Indonesia ®
Ho) f i
D 80 Vietnam @ 8 Zambia
— . . ° China
N Pakistan ® Chile India
. ; ® Brazil
O Mexico ;
70 ° ® Malaysia ® Singapore
o ) ® Thailand
N Argentina @ § KSA
T Spain o UAE

60 o P Morocco
— i Turkiye @ ® South Korea

Italy o

:g Egypt ® o ® New Zealand
= 50 ....................................................................................... ............................................................................................................................................................................................................................
T Poland ® i ® o ReamBritain
@ _ ;Ge”"%”y Japan

40 United States ®
=) Belgium Canada

France ® ©® ® Croatia
30 :
30 40 50 60 70 80 90
y éHODD (Htoaetr)Uey)on | U HooC

Base: 50,237 adults surveyed in the markets shown between 15 February and 23 April 2024. Selected markets labelled. For full metlogy see ipsosglobaltrends.com.

Source: Ipsos Global Trends 2024
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Globalisation Fractures

Navigating Perspectives on Globalization in MENA

agree
[Globalisation
is good for me

0ks

While the MENA region generally views
globalization's personal benefits positively, certain
countries stand out above the global average. In
Saudi Arabia, 65% of individuals feel personally

benefited, showcasing a strong sense of gain. Both

Morocco and the UAEreflect similar optimism,
with 64% of individuals surpassing global
benchmarks.

Conversely,Egypt shows more caution, with only
53% perceiving personal benefits, aligning more
with views observed in Western countries.

© Ipsos | Global TrendsSMENA Edition Jan 2025| Version 1 | Public
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agree
(Globalisation

is good for my
Aownuyidtr

62%

The perception of globalization's impact on
national economies is notably optimistic, with
certain countries surpassing the global norm of
64%. Saudi Arabiaand the UAEboth see 67%of
their populations affirming the benefits of
globalization for their nations, echoing sentiments
found in other high-growth markets. On the other
hand, Egypt presents a more reserved outlook,
with just 48% recognizing such benefits, aligning
more with skepticism observed in developed
nations.

15

agree

r» yYyawlOy &awu
54% leaders to tell the

Yadwuyl r

High confidence in business leaders significantly
stands out in the MENA region, where trust levels
exceed the global average of 44%. I8audi Arabia
and the UAE trust is notably high, with63% and
59%expressing confidence, respectively. This
sharp contrast with global averages reflects

q D r !favddable view of leadership in navigating
globalization's complexities. While this may be true
for GCC markets, countries likeMorocco present a
more skeptical stance.




Driving Forces of Globalisation Fractures

Signals The most impactful Macro Force themes affecting this trend

Local Brands Competing with Global Chains

Brands like Al Baik in Saudi Arabia and Zaatar w Zeit in
Lebanon compete with global fastfood chains by offering
locally inspired menus, combining globalquality operations
with distinctly regional flavors and branding.

O L

2\

Moroccan Handicrafts and the Global Market Increasing geopolitical Rising nationalism Rise and fall of

Morocco has focused on exporting traditional artisanal conlicts andpopulism middle classes

products, such as rugs, argan oil, and pottery, to global
markets while investing in local cooperatives to empower
artisans and preserve heritage crafts.

HyédawAlL UKunafhbhueé AT | 0

O9W] EC] AH on VAx : 1 0AKuhataflblorsl) €]

Starbucks Dubai created a donut that fuses these Middle

Eastern favorites with a modern twist, offering a treat that Community migration Resource depletion Pervasive technology
celebrates local tastes. and displacement

© Ipsos | Global TrendssMENA Edition Jan 2025| Version 1 | Public 16 E




Splintered
Socileties

f Trend: Largeincome and wealth disparities are widely recognised as
Y detrimental to society, yet in many countries they have widened over the
past decade. The intensity of this feeling has resulted in heightened
societal stress and a splintering of traditional structures, with new
ideologies and political allegiances emerging.

Trend in MENA:MENA reflects deepening divides driven by economic
disparity, expectations of corporate responsibility, and rising social

A tensions. These themes show MENA aligning with global concerns on
inequality and social fractures but with regional variations.

w ] Tension: As societies worldwide age and begin to shrink, immigration Val ues
will be the primary dividing line. Around the globe, about half feel that . . »
J immigration has a positive impact on their society. But even more feel “ Wealth Inequallty \
that there are too many immigrants. In MENA however, this is not a NatiVism o
central theme, and the tension manifests in a society seeking social .
equality, while upholding traditional family values. EC]Ulty

Takeaway: People also feel that businesses need to contribute more to
society. Demonstrating this more clearly could help reduce the

UDNF¥FDOeyUywidD o6¢g FDo Ttr Drvbrldwde Brd atn A gaowy

¥]
home.
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Splintered Societies

Rising attention on our divisions

Not only is there fracturing of
sentiment about globalization, but
within borders and even households,
there is rising tension. This year's
elections have highlighted these
divisions, with three-quarters (76%) of
people globally agreeing on increased
conflict between those holding
different values. Furthermore, half
(46%) report similar disagreements
within their own families.

Anxieties surrounding immigration
significantly drive the Splintered
Societies trend. Many perceive
immigrants as competitors for scarce
resources, leading to a rise in nativism.

This is reflected in the 71% who believe

employers should prioritize local
workers over immigrants during
economic hardship. While economic
inequality is a universal concern, the
immigration debate often exacerbates
these tensions.

In contrast, the primary driver in the
MENA region is a complex interplay of
economic disparity, age and gender
discrimination, and other contributing
factors such as limited government
spending on public services, wealth
concentration, and deeply ingrained
cultural and social norms.

High inflation and limited economic
opportunities contribute to
widespread feelings of economic
injustice. These anxieties are
intensified by feelings of
discrimination amongst women and
older individuals, who often face
barriers to employment and equal pay.
This intersection creates a unique
dynamic in the MENA region, where
social divisions are primarily fueled by
internal economic and social
inequalities.

© Ipsos | Global TrendsSMENA Edition Jan 2025| Version 1 | Public

The MENA region faces specific
challenges related to gender
inequality, including limited workforce
participation for women and persistent
discriminatory norms. Deeply ingrained
cultural and social norms often restrict
women's roles in society, hindering
their economic empowerment and
contributing to social tensions.

Furthermore, age discrimination,
particularly in the workplace,
marginalizes older workers and limits
their opportunities. These forms of
discrimination, combined with
economic hardship, create a complex
web of social divisions in the MENA
region. While efforts are being made to
address these issues, progress
remains gradual and uneven. The
economic costs of this exclusion are
substantial, hindering economic
growth and perpetuating cycles of
poverty and inequality.

%

agree that having large

differences in income and
wealth is bad for society




Splintered Societies

Immigration issues

Globally, 62% agree there are too
many immigrants in their

country, while 48% agree that
immigration has a positive

impact on national society.

Just two countries ¢ New
Zealand and Vietnan are doubly
positive, seeingimmigration as a
boon for their society and
disagreeing that there are too
many immigrants. By contrast, in
almost half of the markets (22)
the public are doubly negative,
including much of Europe.

Many more are somewhere in
between ¢ in 18 markets,
including the United States,
Great Britain and Brazil, a
majority are agreed on the
positive social impacts of
immigration, yet also feel that
there are too many immigrants in
their country at present.

ANN|] HOé y)
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: ° [ ]
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Vietham @ ° ® Singapore
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- ® Spain
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Great Britain ® ® Thailand Egypt
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% agree there are too many immigrants in my country

Base: 50,237 adults surveyed in the markets shown between 15 February and 23 April 2024. For full methodology see ipsosglobaltrends.

Source: Ipsos Global Trends 2024
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Splintered Societies

MENA's Splintering driven byEconomic and Social Divides

| HG DD
wealth gaps

5%

MENA voices strong concerns about income
disparities, with 75% agreeing that large wealth
gaps harm society, nearly matchingglobal
sentiment (77%). Calls for the wealthy to contribute
more are notably strong inEgypt (8199 and
Morocco (79%), reflecting a heightened regional
awareness of economic injustice and a desire for
wealth redistribution.

© Ipsos | Global TrendsSMENA Edition Jan 2025| Version 1 | Public
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conflicts over
values within
&N t|

50%

Reports of discrimination, especially due togender
(32%) and age (40%) exceed global averages,
WHCDOUAOG I
Additionally, 50% in the region see rising conflicts

over values within families , particularly inKSA
(53%)and Egypt (51%. These findings empha5|ze
qDr!' RU | AnybDonéetr yYbDnU] 6nUg
generational and social norms.
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HUDD
should do more
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Across MENAB3% believe businesses should do
more than seek profits, aligning with global

] AA gDr ! RU C| UUY| navetages. Fuktheémore, 2500 &ay hubiressieadgrs

should speak on social and political issues
impacting their nations, with robust support in
Egypt (87%)and UAE (84%) This trend highlights

actively contribute to societal wellbelng and voice
issues of public concern.
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Driving Forces of Splintered Societies

Signals The most impactful Macro Force themes affecting this trend
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Increasing gec Greater ethnic and

political conflicts religious diversity

The Saudi government has launched multiple initiatives under
Vision 2030 to boost female workforce participation,

including the Wusooltransportation subsidy, Qiwalabor

market reforms, and leadership training programs like
Hemayahand Mawhibato place women in executive roles.

D A+ Fvhle: Bxpanding Financial Inclusion

Egyptian fintech companyvalU provides installment-based
financing for middle- and lowerincome consumers, making
essential goods and services more accessible. By easing
financial barriers, valUis helping bridge the economic divide.

Vogue Arabia Celebrates Imanek T £ CBolg Idedtity

Vogue Arabia features Iman&hleif, an Algerian boxer

challenging traditional gender norms. Despite global

criticism, Khleif embraces her authentic self, and Vogue .System.lc health Climate change Wealth disparity
lgeal erU UOWTTFoay T ) AT L] AT YO & logopadity | n 1 Géea AwbUwabg FTwOT | aH
boundaries and redefining beauty standards and gender roles.
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Climate
Convergence

Trend: The macroenvironment for climate is changing rapidly as
worldwide investment in renewables continues to rise and the impacts of
global warming become more evident. Our data reflects this: globally,
views on the importance of climate action are converging, and have
increased in intensity over the past ten yearsThe key question now is
how far ¢ and how fastd people are willing to change their daily lives to
reach shared goals.

Trend in MENA:MENA shows strong support for climate action, aligning
with global concerns, though perceptions vary on corporate responsibility
and personal roles. While urgency is high, expectations differ across
markets, indicating a shared understanding of climate challenges.

Tension: Globally, outright denial and skepticism are rare, yet significant
differences exist between a core group prioritizing climate issues and the
wider population that risks disengagement. In MENA, this tension is
reflected in varying levels of urgency for environmental change and
engagement in sustainable practices that remains limited.

Takeaway: Brands should demonstrate commitment as people expect
more from companies. In MENA, demands for greater corporate
accountability make this crucial. People need support to engage in
solutions, with initiatives encouraging personal action and fostering
meaningful behavioral change.

>




Climate Convergence

Dividing lines emerge in the
new climate consensus

As in previous editions, a large
majority ¢ 80%¢ of the global public

widespread feeling that companies are
not playing their partp 77% across 50

gap poses challenges for fostering
more effective climate action,

Say they are already doing all that they can
to save the environment

eHGDD FDrRGD T DeéecCDC
disaster without rapid change. This
issue is becoming clearer through the
increasing number and intensity of
severe weather events and population
shifts in response, contributing to
changes seen in the more geopolitical
trends.

This caps a remarkable convergence in
global public opinion over the past
decade, across markets and
generations. Where the debate was
once on whether climate change was
occurring, now it is focused on the
significant trade -offs inherent in
meeting net zero goals.

But the debate of how far and how fast
we decarbonizep and who bears the
costs¢ has even greater potential to be
polarizing. On one hand, there is a

mrielis sdy Bodnpaii@s ild\nDtipdy & +
enough attention to the environment,
éencC D]JAT Y | n yDn
impacts on the environment should be
subject to closer government control.

In MENA, there is strong alignment
with global concerns, underscored by a
high level of awareness about the
urgency of climate action. People in
the region echo the global call for
tighter corporate regulation, reflecting
a shared view on the need for
corporate accountability. However,
while globally people claim to beaking
action, in MENA, there's a disconnect
between perception and reality. Many
in MENA believe they are doing all they
can for the environmentp more so than
the global average despite their
limited actual engagement in
sustainable practices. This perception
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especially amid broader economic
pressures. Globally and in MENA,

contributing enough, which can slow
further progress.

GLOBAL
AVERAGE

[ 2%

Ipsos' model for a sustainable future
starts with understanding individual
priorities ("me" agenda) before
addressing broader contexts ("my
world" and "the world"). While climate is
a major concern, it is often
overshadowed by personal issues like
health and wealth inequality.

MENA
AVERAGE

As climate responsibility varies,
proactive leadership from
governments and businesses is vital.
Collaborative efforts are key to turning
awareness into action, reinforcing
both corporate and individual roles in
sustainability.

%
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Climate Convergence

Mixed EV enthusiasm

While markets agree that
something ought to be done
about climate change,
disagreement is rife when it
comes to the types of action that
are important.

Electric vehicles are a key
example: decarbonising personal
transportation is a significant
step towards net zero.

Yet the importance of this shift
varies dramatically. While Indian
and Chinese people are among
the most convinced of the case
for EVs, less than half agree in
much of Europe and in the US.

Agreement decreases in line
with the number of vehicles per
1,000 people in each marked

suggesting the conversion to EVs

will be more difficult in markets
that already have a lot of cars.
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It is important people in my country switch to electric motors in cars
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Base: 50,237 adults surveyed in the markets shown between 15 February and 23 April 2024. For full methodology see ipsosglobaltreods.
Source: Ipsos Global Trends 2024. Cars per 1,000 people statistics from multiple sources, via Wikipedia
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Understanding MENA'sClimate Commitment

agree say they are
(FD eub | already doing all
7 environmental that they can to
/(_) disaster unless we save the

change our habits environment

Uw] ALLEt r
While 75% in MENA recognize the need for urgent 79% of individuals believe they have done their
environmental change, the sentiment varies by utmost for the environment, surpassing the global
market. Egypt leads with 82% expressing urgency, average. Notably Egypt (83%) and the UAE (80%)
followed by Morocco at 81% In contrast, the UAEat report higher self-assessed contributions.
70%and Saudi Arabiaat 65% show comparatively However, this reflects a perception gap, as actual
lower levels of concern. engagement in sustainable practices remains
This variation highlights differing levels of limited. There is a critical need for initiatives that
immediacy perceived across the region regarding inspire further environmental action, motivating
environmental challenges. individuals to move beyond current efforts to

address ecological challenges more effectively.
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on the environment
should be more closely
controlled by my
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People in MENA strongly advocate for increased
government regulation on corporate environmental
impacts. Morocco (84%)and Egypt (83%)
demonstrate particularly high expectations for
governmental intervention. This contrasts with the
UAE (77%)nd Saudi Arabia (74%),where
expectations are somewhat lower. These figures
reflect a regional demand for accountability,
emphasizing the role of government in enforcing
stricter environmental standards across diverse
markets.




Driving Forces of Climate Convergence

Signals The most impactful Macro Force themes affecting this trend
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Egypt is leveraging its abundant solar and wind resources to

pboyeat] Ul ' ga) AerU g aUOyY HOGDDR n FTLéenuy tedotdeéey) o

with international partners, making strides in transitioning to &

renewable energy.

Desert Agriculture and Vertical Farming in Kuwait Climate change Resource depletion Sustainable growth

Kuwait is investing in vertical farming technologies to address
food security and environmental sustainability. These farms
use less water and energy, aligning with climate adaptation
goals.

Mandatory Carbon Calculator E O |

In Abu Dhabithe Department of Culture and Tourism has
enforced amandatory carbon calculatorfor all hotels in the

city. It tracks fuel, gas, electricity and water use and converts Alternative value Loss of biodiversity Community migration
it into a CO2 equivalent score to enable comparison between structures and displacement
hotels.
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https://gulfbusiness.com/abu-dhabi-unveils-carbon-calculator-for-hotels/

Technowonder

Trend:We are in awe of the technology around us and the role it plays in
our lives. We live in wonder: 71% agree we need modern technology to
solve future problems. But also, we worry: 57% think technical progress i
destroying our lives¢ a feeling that has significantly risen over a tenyear
period. We have very real concerns about our mental health and our
AétuaDDuiU énCc ConrRyYU éLFéet+t U UDD UI D
companies.

Trend in MENA:There is a strong admiration for technology's potential to
drive societal progress, with 77% believing it is essential for solving future
challenges. However, this optimism is tempered by significant concerns
over privacy, mental welkbeing, and job security.

Tension: The beauty and convenience of technology often collide with
potential threats and human vulnerabilities. In MENA, this tension is
particularly evident, with significant concerns about privacy and the
inevitability of data misuse, which weigh heavily on public perception.

Takeaway: There is a lot of opportunity for brands and platforms to build
trust and educate people on the benefits of technology while assuaging
concerns over privacy, disinformation, security, and potential job losses.
In MENA, fostering trust and authenticity in digital interactions is crucial
as Al and social media continue to shape societal norms.
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Technowonder

We live in wonder of what technology can do,

awy FD Fodudat

Globally, technological progress is
often viewed through a dual lens,
balancing its potential benefits with its
inherent risks. On the one hand,
technology inspires wonder through
its ability to solve societal problems,
such as finding faster cures for
diseases and simplifying jobs.

Almost three in four (71%) globally
believe that technology is essential for
addressing future challenges,
highlighting its deep integration into

all aspects of life, from entertainment
to healthcare. In MENA, this sentiment
is even stronger, with 77% agreeing on
the necessity of technology.

Conversely, there is a growing global
concern about data privacy and
control, with significant unease about
how collected data about people is
being used. This worry is even more
pronounced in MENA, where 71%

express concerns about data usage,
and 79% feel privacy loss is inevitable.
Moreover, many in the region fear that
technological progress might be
'destroying our lives," with 70% in
MENA expressing this concern,
significantly above the global average
of 57%. This disparity underscores the
stronger apprehension in MENA
regarding the potential negative
impacts of technological advances.

Moreover, technology's pervasive
presence raises significant
challenges, particularly in MENA.
Social media, while connecting
individuals, has shifted societal
interactions toward more online
engagement, with 37% of people
spending more time socializing online
rather than face-to-face. Additionally,
there is a distinct concern about
information credibility, as MENA
heavily relies on online sources but
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trusts them the least, with 73%
expressing distrust. The rise of Al
further complicates these issues,

potentially exacerbating doubts about
data reliability and privacy.

feel that we need modern technology because

only this can help to solve future problems

GLOBAL
AVERAGE

This atmosphere of wonder and worry
creates a complex environment where
the benefits and potential threats of
technology must be balanced. In both
MENA and globally, Al, virtual spaces,
and health technologies are at the
forefront of innovation. However, to
gain acceptance, these advancements
must address tangible societal
challenges. Brands have the
opportunity to build trust by
highlighting technology's benefits,
managing risks, and aligning with
human values. This is crucial for
gaining public support and ensuring
tech progress enhances the quality of
life rather than diminishing it.
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Technowonder

Technowonder?

The feeling thattechnical
progress is destroying our livess
held by a majority in 41 of the 50
markets surveyed, but by more
than four in ten in every market.

»1 e yRU daérenADC
held by 71% who say technology
Is also the only thing that will
solve the problems facing us as
people, markets and society.

Our worries include 73% who are
concerned about how their data
Is used by companies or the
HoeEDOnNDRY wbéowy
inevitable that we will lose more
privacy (78% agree).

While a majority agree that social
media companies have a positive
] NFéAUg Ul DabDrU
from 87% in Indonesia to just
24% in the Netherlands.
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Base:
50,237 adults surveyed in the markets shown between 15 February and 23 April 2024. For full methodology see ipsosglobaltrends.

Source:
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Technowonder

Market Nuances INMENA'sTech Outlook

feel that we need
modern technology
because only this can
help to solve future
problems

{ (o

In MENA, 77% agree that modern technology is
essential for solving future problems,
demonstrating even greater optimism than the
global average. This highlightdMENA'sstrong
commitment to leveraging technology for societal
advancements.Egypt (81%)and UAE (78%)are at
the forefront, underscoring a regional focus on
innovation as a key driver for progress.
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are concerned about
how information
collected about them
when they go online is
being used by
companies

[

Despite acknowledging the benefits of technology,
71% of people in the region express concerns over
data usage. This concern is particularly
pronounced inEgypt, where 76%express unease,
and in theUAE, where 72%share similar worries.
Furthermore, 79%in MENAaccept privacy loss as
inevitable, with Egypt at 83%, reflecting a
heightened awareness of data vulnerabilities and
potential overreach.

30

fear that technical
progress is
destroying our
lives

1407

MENA significantly exceeds the global average in
fearing technology's adverse effects, with 70% of
people believing that technological progress might
be 'destroying our lives,' compared to the global
average of 57%Egypt (74%)and Morocco (71%)
lead this sentiment. However, there is notable
optimism in the UAE (69%)and KSA (68%), where
social media and Al are perceived as having a net
positive impact, illustrating the region's nuanced
view on balancing innovation with security and
ethical considerations.




Driving Forces of Technowonder

Signals The most impactful Macro Force themes affecting this trend

@W & éRpbrCbplnitiative

Dubai Police introduced Alpowered RoboCopsto assist with
public safety and interact with residents. These robots can
patrol streets, provide information, and even process

payments for fines.

9%,
({__‘56

Artificial Intelligence in Education Pervasive technology The immersive frontier Alandautomation

Saudi Arabia's Tatweer" education initiatives use Al tools for advances

personalized learning, interactive classrooms, and enhanced

student performance analytics.

: BNRU puw¥DG ! FF DEOGLWUY| 0 @
Careem transitioned from a ride hailing app to a super app, =S %
incorporating food delivery, financial services, and shopping,

showcasing the fusion of tech and everyday convenience in _
MENA. Exponential data Toll of technology »DAT ot

dark side

O«

I)
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cConscientious
Health

Trend: Health is becoming more holistic, as most of us globally feel that
we need to do more for our physical as well as our mental wellness.
Despite this, healthy living is a struggle for many and most people feel the
need to lose weight.Health's link with nutrition and technology is shifting
focus from just living longer to aging better.

Trend in MENA:In MENA, the trend mirrors global shifts toward holistic
wellness emphasizing greater selreliance and lifestyle improvement.

With higher priorities for physical (88%) and mental health (86%), the
region appears to show commitment to comprehensive health
management.

Tension: Globally, the tension between physical and mental health is
dissolving, but there is a persistent question of who has access, especiall
66U NnDF rFonCDilr CUMMWENA, Daspitdaifocug brD
holistic wellness and selfreliance, translating awareness into action is
challenging, revealing gaps in health management and highlighting the
need for strategies to tackle persistent issues like diabetes and obesity.

Takeaway: With growing awareness of holistic health needs,
opportunities arise to guide people through this increasingly complex
landscape. In MENA, brands can offer practical resources that turn
health awareness into action, empowering healthier lifestyles and
supporting regional wellness goals.

Values

Health Seltreliance
Health Improvement
Longevity




Conscientious Health

From Intent to Impact:

Our data highlights a strong global
commitment to health, with
improvement and selfreliance among
top values. This trend is mirrored in
MENA, where there is an even greater
emphasis on seltreliance and lifestyle
improvement¢ at least in thought. The
region appears to prioritize balancing

physical (88%) and mental health (86%)

slightly more than global averages,
with a narrower two-point gap
compared to the global three point
gap, highlighting heightened
awareness of comprehensive
wellness.

Globally, the urge to lose weight is
widespread, with 63% wanting to shed
pounds. In MENA, this interest is even
more pronounced, reflecting a strong
desire for healthy living. However,
despite prioritizing health, many in
MENA struggle to maintain healthy

lifestyles. High rates of diabetes and
obesity underscore a significant
disconnect between health awareness
and actual behavior, revealing the
challenges in translating good
intentions into practical, everyday
actions.

Self-reliance in health management is
a key trend, with 82% in MENA
prioritizing self-research and a
significant 87% desiring greater
control over health decisions,
surpassing global averages. While this
shows a regional commitment to
empowerment and personal agency in
healthcare, it also raises concerns
about the effectiveness of self-guided
health strategies without adequate
professional guidance. This reliance
on personal judgment could potentially
lead to misinformation or inadequate
health management, exacerbating
existing health issues.
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The disconnect between the
aspiration for a healthier lifestyle and
the reality of health practices in MENA
highlights a critical need for practical,
supportive solutions. Organizations
have an opportunity to bridge this gap
by providing resources that empower
individuals to make informed health
decisions and encouraging sustainable
lifestyle changes. By addressing these
challenges, brands can play a pivotal
role in transforming health awareness
into tangible improvements in welt
being, ultimately enhancing the quality
of life in the region.
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The narrowing gap between those
who wish to do more to look after
their physical health versus their
mental wellbeing

3ppts

GLOBALLY

2ppts

IN MENA




Conscientious Health

Conscientious Health | always try and find out information on healthcare by myself, rather than just
relying on what my doctor tells me
Around seven in ten people »0 Fley DI yYbDany Co tow éHOGDD o6 C)J)UéHGDD F)J Ul UYUIT D UyeycL
globally take health matters into
their own hands, conducting 84838383838382828181818180808080 79795

personal healthcare research

76757474
ratrljer than depending completely 69 7170707069696954 55 6463626059595958585856
on doctors. 535251 514547
42
This trend, often linked to "Dr
Google," echoes a desire for
autonomy, particularly in welt
served populations. Yet, this self
reliance is strongest in areas with  EYNSEGNET

limited medical infrastructure. O
In markets with fewer physici & S < c Tg .
n markets with fewer physicians o o8 gog8 P o £ B8 . _ . 28 .5 8 y
per capita, such as Kenya, South > S8EESTECEPS, s c P00 Lot a S S 888 0282858552008 5cE5¢
Africa, Morocco, and Egypt j 5951’:35‘%%%ggfgegggg@—zggfgﬁgg%ggag)gggggggggfﬁgagg-agg
|’ ' . ’ =] © = = = @© p} c & = =5 N = C L—Oa—ohz )

there's a notable appetite for self 5 xssS3WsEE=Z N&gt%g i—mog—ﬁggmgfoﬁ ocoasg=358 3¢ gnmmm
guided health information. - n - e O =5 Nz »
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Conversely, in Sweden, Belgium,  KEeEEEE

ey | IS

services are more proactive, less L 151314151413151715181417,4 191817191650 51 51 18 24

than half of the population 27 2527442525828
actively seeks out health
information independently.

31313033
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Base:
50,237 adults surveyed in the markets shown between 15 February and 23 April 2024. For full methodology see ipsosglobaltrends.

Source:

55
Ipsos Global Trends 2024
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Conscientious Health

Regional

always try to find out

agree adree information on
r ~ nbbDC yo Co g N Fowbe b healthcare by
860 / more to look 640/ Eo lose D820/ themselves, rather
0 after my mental 0 51 AT Ur 0 than just relying on
FDLtLaD)] fnfAr FDI v what their doctor tells
them
In MENA, the emphasis on balancing physical and Interest in weight management is notably higher in MENA demonstrates a strong inclination toward
mental health is slightly higher than global MENA compared to global figures, witfy 1%of self-reliance in health management, with 82% of
averages, with 88% prioritizing physical health and individuals in theUAEand 70%in KSAexpressing a individuals prioritizing self-research and 87%
86% focusing on mental welbeing. Egypt and desire to lose weight. This heightened interest seeking greater control over health decisions. This
Morocco stand out as particularly healthconscious indicates a regional focus on the idea of healthy trend is especially prominent inEgypt and
markets, with 90% in Egypt and 87%in Morocco living, driven by concerns about obesity and related Morocco, where selfreliance rates reach83%,
agreeing that they need to do more to look after health issues. highlighting a strong regional drive for
their mental well-being. This regional focus empowerment. These figures exceed global
underlines the growing recognition of mental averages and illustrate a cultural move towards
health as a critical component of holistic wellness increased personal agency and autonomy in
in MENA. healthcare choices.
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Conscientious Health

Driving Forces of

Signals The most impactful Macro Force themes affecting this trend

The Saudi Food and Drug Authority (SFDA) launched its o)
Healthy Food Strategy, partnering with global brands like ) @ /@‘
' DUULdg qéalg qoncbtdeg vbaaba [(FXN) .oAfArUg - Uo GDCWAE

sugar, salt, and fat in products and improve nutritional
labeling, promoting healthier consumption in Saudi Arabia.

Systemic health The tollof technology Integration of health
inequality andtechnology

The Dubai 30x30 initiative encourages residents to stay active
with 30 minutes of exercise daily for 30 days. With over 2
million participants, it promotes a fitness culture through

city-wide events, free classes, and activities. @@

Zain Jordan, a leading telecommunications provider, has

launched an initiative focused on mental health and fitness, Break-through therapies The next pandemic Population fluctuation
encouraging employees and customers to participate in

wellness programs through their mobile apps. Zain also

partners with health organizations to raise awareness about

lifestyle diseases.
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Retreat to
Old Systems

Trend: An escape to nostalgia appeals to many people around the globe,
at least half in 40 of our markets would like their country to be the way it
used to be. Even if the past we are nostalgic for is imagined assanitised
one, this can lead people to push back against trends that are seen to
challenge existing systems. This can be alamour for a "return" to
historical power structures, religious practices, employment patterns,
gender roles, and more.

Trend in MENA:In MENA, the yearning for tradition and stability mirrors
global trends but varies in intensity. Nostalgia is slightly less pronounced
than globally, with some areas more attached to traditions, while others
adapt to modern changes more readily

Tension: What some see as progress, others see as a move away from V al u e S
traditional values they hold dear, or a threat that will see them lose out to e

the benefit of others. In MENA, this is evident in the strong endorsement . Nostalgia
of traditional roles, particularly concerning gender and faith as central : - .
societal pillars. Traditionalism

Takeaway: While nostalgia remains a powerful tool for marketers looking
Uo aw]tC AonnbDAUYU]onUg J] YUrRU HO6OC ¢go
Céet U FDuDRRUY éLFéihWMENApbalahcingédertitg D ¢
with cultural identity is key, as consumers seek to integrate heritage
with contemporary influences.



Retreat to Old Systems

The comfort of old structures and systems
has mass appeal in the face of an uncertain future

The perfect storm of a challenging
present and an uncertain future brings
a natural allure to the past. The warm
glow of nostalgia is a trope of
recessions and crises across the past
century. The Trend of Retreating to old
systems describes one reaction to this
environment, but it can go further than
nostalgia; linking to power structures
and control. For the young, it is partly
rooted in pessimism for their present
and future.

The value of Traditionalism provides
one clear example:81% agree
traditions are an important part of
society. We see this through rising
interest in content promoting
traditional gender roles. This is
mirrored in MENA, where the
endorsement of traditional values is
even stronger, with 87% emphasizing
their importance. Social roles,

particularly around gender, play a key

amidst uncertainty. While these values

role in this trend. In MENA, 71% believe remain weaker overall, their rising

FoNDAnrRU Fia)] Néedt
and wives, a view nearly double the
global average, reflecting a stronger
adherence to structured societal
norms. Faith also plays a crucial role in
MENA, with 89% considering it central
to identity, highlighting its stabilizing
influence compared to the global
figure of 60%.

Nostalgia is more complex than simply
wanting to live in the past, with
significant cultural and demographic
variations. In MENA, 54% express a
desire to return to a simpler, familiar
past, slightly below the global average
of 57%.

Both nostalgia and traditionalism
speak to a retreat into familiar
structures or the self, offering comfort
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indicates a desire to balance
modernity with cultural heritage as we
face an unpredictable future.

In MENA, the emphasis is on
preserving stability through traditions
while managing societal changes,
showcasing a subtle balance between
nostalgia and adaptation.
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of nostalgia >z
Q 100 :
We measure two types of 0 r— . , : -
nostalgia in Global Trends: o . Optimistic about the future of the country but seeking Both national and personal nostalgia have majority appeal
: ) ) family tradition 5
national nostalgia and personal = Y :
nostalgia. Markets can exhibit, o) ® India
both, one or neither: 2 :
. . ISS Malaysia ®
Doublenostalgics feel their : I y ® Egypt
. . Philippines ®
nation was greater in the past Yya\ o o Pakist
and would also like to have 0 = ® UAE " @ ksp  Nigeria @ arstan
: w 0ro¢co
grown up when their parents _ T T Vistiai e ’"""""Bfa’iii] ........ @ Indonesi® s OHongKongSAR ..........................
were children. => e ©  United States
@ China ® : e France
: : : ; Great Britain
National nostalgics would like A e South Korea ® Spain 8¢ o ® Denmark
their nation to relive its glory 0 S Japan g e
days, but without the values and o . Germany
hardships their parents grew ‘f) i Portugal ®
up with. o
Family nostalgics favour a — _ _ _ : ,
modern nation with the mores of Minority appeal of personal or national nostalgia Nostalgic for a national golden era, but with modern values
. o H
their parents. 0 50 100
Anti nostalgics see the present Yy éHODD (~ FOWEC &) LD Nt Aownydt Yo ab YID Fe
as better than the past for their
nation and their families. Base: 49,233 adults surveyed in the markets shown between 15 February and 23 April 2024. For full methodology see ipsosglobaltreods.

Source: Ipsos Global Trends 2024
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Retreat to Old Systems

Understanding Market Variations in

agree agree agree
4 [ FowLC L] LD |7 [»déecC] Y| ono (i rqt GDL)] HAH|] 61
% country to be the % an important /0 is very important
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In MENA, 54% express a wish for their country to In MENA, the endorsement of traditional values is Faith holds significant importance in MENA, with
return to the past, which is slightly below the global notably strong, with 87% considering traditions 89% viewing it as central to their identity,
average of 57%. This sentiment reflects a longing essential, surpassing the global average of 81%. compared to 60% globally. This highlights the
for simpler times amidst modern complexities. This reflects a broad regional appreciation for profound influence of religious beliefs in offering
Egypt, with a stronger nostalgia at75%, contrasts structured societal norms. Within MENA, there are stability and continuity. Egypt, with 93%,
with the UAE, where only40% hold this view. This notable differences, with Saudi Arabia (74%)and exemplifies how faith serves as a foundational
variation illustrates the region's differing levels of Egypt (73%)L Dé C]) nH | n YT D &aDt | DpilaryThié dfronf @émphasisrolreligion highlights
sentimentality and adaptability to contemporary primary role is as mothers and wives. These its crucial role in maintaining cultural cohesion
changes, highlighting the nuanced perspectives figures, nearly double the global average of 39%, amid modern challenges.
within MENA. highlight the diverse attitudes toward tradition

across different MENA markets.
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Retreat to Old Systems

Driving Forces of

Signals The most impactful Macro Force themes affecting this trend
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architectural elements, like courtyards, arches, and intricate pe) @ %
woodwork, with modern luxury amenities. This residential //\ 2

development offers a nostalgic experience of Arab design
while integrating contemporary living features.

Community migration Rising nationalism Wealth disparity
and displacement and populism
Traditional clothing like the "thobe" and "abaya" have
experienced a revival, particularly among younger
generations. Fashion brands are incorporating traditional 0O
elements into modern designs, reflecting a desire to A O
reconnect with cultural heritage. qr_’lq @
CocaCola introduced limited-edition bottles with vintage Greater ethnic Ildentity acceptance Pervasive technology
Arabic calligraphy and traditional Islamic designs to celebrate and religious diversity

Ramadan. By linking the brand to cherished cultural moments,
these bottles tap into nostalgia and emphasize values of
family and togetherness.
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Nouveau

Nihilism

Trend: There is now a generational disconnect when it comes to milestones
like buying homes, getting married, and starting families. Financial realities
are keeping those dreams out of reach for manyThis is feeding widespread
Ubny] NDay UT éy | URr deitielbgddusditomgpmowts| € D
uncertain, or that it will simply take care of itself, because individuals feel
powerless to take personal control.

Trend in MENA:"In MENA, this outlook reflects resilience and a 'live in the
moment' mindset amid economic and social challenges. The region remains
optimistic about the future, fueled by aspirations for growth and
technological progress

Tension: Traditional milestones remain prioritized in many countries, even as
they become less attainable. In MENA, despite a focus on living for today,
traditional values endure. The region's lower perception of value conflict
compared to global levels suggests a balance between maintaining traditions
and adapting to modern challenges, reflectingENA'sunique coexistence of
cultural norms and a pragmatic approach to current realities.

Takeaway: Nihilistic tendencies drive people to live in the moment and
potentially take rash decisions, exemplified by the rise of buynow, pay-later
and personal debt products. Helping people to bridge the gap between their
lived reality and their aspirations is an opportunity for brands and
governments alke* i qDr ! g tDeEDGEH] AnH yYID

on progress could provide a path forward.




Nouveau Nihilism
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Globally, numerous factors contribute
to the belief that the world is declining,
from climate disasters to economic
uncertainties. This sentiment,
encapsulated by the "you only live
once" (YOLO) mindset, has evolved as
we become more aware of global
events through constant information
access.

Moreover, the pandemic highlighted
life's fragility and interconnectedness,
prompting a shift in attitudes: why
save for the future when the future is
uncertain?

In MENA, the "live in the moment"
outlook is pronounced, with 70%
agreeing that tomorrow will take care
of itself, surpassing the global
average. This mindset aligns with
regional challenges, where living for
today serves as a coping mechanism.

In contrast to global perspectives, offering support and solutions that
MENA shows a lower perception of resonate with this unique regional
conflicts over differing values, outlook

indicating the region’'s resilience and
pragmatic adaptation to economic and
social challenges.

This suggests that while the world
grapples with heightened valuebased
conflicts, contributing to a sense of
nihilism, MENA'selative cohesion
allows its populations to focus more
on immediate realities. This moment
focused resilience, rather than loss of
hope uniquely shapes Nouveau

r;j]T] ] UN | A gDr!g FIDOD

realistic flexibility in facing challenges.

As brands and governments look to
bridge the gap between current
realities and aspirations, leveraging
q Dr !optilhism and focus on
progress provides a pathway for
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Nouveau Nihilism

Nouveau Nihilism | live for today because the future is uncertain

Two thirds across 50 84
markets embrace the"YOLO" 838180787878
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mentality, living for today 64 757272717171696969696867676767666666666665646464636262

because the future is uncertain. |- 6160605856, ,

This mindset is particularly 5252 52525049494944
strong in Thailand, where 84%

agree, but weaker in Sweden

where only 44% feel this way.

Hedonism¢ which has seen |-

increased sentiment over time ¢ woAgree |

has always existed, but S T _

nowadays when combined ad AHw O S - £ © 2 ) o
with low faith in government l:>):J gg_“g’ggg_g§_E_ga-§§§§2<§§.§m.gﬁ§§§§§3g>§%.§g§§g'ggg%g%g-ﬁgéé
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the future, it feeds a new type 5 FoEC:a-Y=zURFES BESTZPLSS00 8 S28=F5¥FEN"C5A203H
of nihilistic sentiment that g gt 8 5 0 o oz z 0

erodes support.

% Disagree

We see a complex landscape of -
evolving attitudes and economic IIIIIIII

realities that governments =

i 1515

and policy makers will need to 181617185419
navigate carefully. 31

2724252759232659,926
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Base:
50,237 adults surveyed in the markets shown between 15 February and 23 April 2024. For full methodology see ipsosglobaltreods.

Source:

48
Ipsos Global Trends 2024
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Nouveau Nihilism

Understanding MENA'sPresent-Focused Mindset

agree

tomorrow will take
AéidabD o0¢g | Yyu

In MENA, the "live for today" philosophy surpasses
the global average of 62%, wittMorocco leading at
74%. This perspective is a prominent feature
across the region, illustrating how MENA markets,
especially Morocco, adapt to uncertain futures. The
emphasis on presentfocused strategies highlights
how these markets navigate ongoing economic and
social challenges, prioritizing immediate
experiences over longterm uncertainties.

© Ipsos | Global TrendsSMENA Edition Jan 2025| Version 1 | Public
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70)/0 is to enjoy life today,

agree

because the future

The inclination to prioritize today due to future
uncertainties is more evident in MENA, with 70%
supporting this view versus 64% globallyMorocco
(75%)and Egypt (71%)exemplify this mindset,
reflecting a practical regional response to global
economic instability. This approach highlights how
individuals in MENA concentrate on immediate
issues, adapting their strategies to address current
challenges instead of distant plans.
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65@) more and more conflict
/0 between people who
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While 76% globally see increasing value conflicts,
this perception is less prevalent in MENA, with only
59% concurring.Egypt reports the highest level of
value conflict at 69%, pointing to a more divided
society than the UAEat 54% and KSAat 52%,

where this sentiment is lower. This highlights
regional differences in societal cohesion, with

most MENA countries generally leaning towards a
more harmonious approach to differing values.




Driving Forces of Nouveau Nihilism

Signals The most impactful Macro Force themes affecting this trend
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challenges societal norms, resonating with young audiences
seeking to break away from traditional storytelling.

r)] LDrRU 10T ey ~g @ow :énhp :&eNTE
Climate change Increasing geopolitical Rethinking

Nike's "What If You Can?" campaign in Saudi Arabia challenges . e e
conflicts institutions

norms and encourages breaking boundaries. It resonates with
a younger audience, promoting selexpression and
individualism, aligning with the trend by questioning
limitations and embracing a new, unrestricted identity.
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sustainable products, offering eco-friendly options that align
with the growing demand for responsible consumption. This Entrenched inequality The next pandemic
initiative taps into the trend by reflecting a shift away from

overconsumption and excess, embracing simplicity,

sustainability, and mindful choices in response to modern

disillusionment.
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The Power of
Trust

Trend: In a world flooded with information, misinformation and even
disinformation, we crave authentic messages from trusted sources. In this
context ¢ and more dramatically so than in 2018 brands assume greater
importance, becoming extensions of our own worldview and values. But
greater uncertainty now comes from changes in how and why we choose to
trust some organisations and not others.

Trend in MENA:While MENA shares global concerns about trust in brands, it '
faces unique challenges. The region exhibits a strong reliance on established
brands, with many trusting new products from familiar names.

Tension: As trust becomes more erratic, it also becomes more important.
Yeta widespread sense that customer service is worse and more automated . : iy,
than it wasthreatens the trust companies have already builtin MENA, this is : : /8 Val ues
particularly relevant as consumers balance trust in familiar brands with < Nt

concerns over impersonal service, emphasizing the need for authentic R ) | Informed Consumerism

interactions to build trust. .
Brand Worship
Takeaway:* i FotrLéid] UDC Y| NDUg adencU NwU
into values, and when to simply serve the consumers who just want the
benefits of product ¢ while also reconciling these seemingly
opposite stances. In MENA, addressing concerns over automated customer ¥
service by fostering genuine interactions can strengthen trust and offera ~ _£*%
competitive edge, helping brands to successfully navigate the challenges \\
of maintaining consumer loyalty and engagement “



The Power of Trust

New opportunities and threats

for brand affinity

Globally, this trend is driven by
changes such as rapid technological
growth and shifting attitudes towards
global and local products. These
changes boost the influence of brands
but weaken the traditional advantages
of established companies. Regulation,
along with transparency and
responsibility, plays a significant role,
especially in the EU, Americas, and
other markets.

In MENA, the trend aligns with global
patterns, with a strong reliance on
familiar brands. However, concerns
about overly automated customer
service are also present, emphasizing
the need for authentic interactions to
sustain trust.

The strongest value globally is
Informed Consumerism, with
consumers seeking deals in response

to inflationary pressures. This is
mirrored in MENA, where brand
familiarity is key, yet consumers are
also willing to pay premiums for brands
that resonate with their values, ,
highlighting both cost-consciousness
and value alignment.

Brand Worship emphasizes trust in
known brands, with 81% globally
preferring new products from familiar
names. In MENA, this trust is equally
significant, influencing purchasing
decisions. Nevertheless, not all
consumers are willing to pay extra for
brand image alone.

Customer Experience significantly
influences trust and brand equity. Both
globally and in MENA, there is a
growing concern that customer
service has become overly automated
and lacks a personal touch. MENA

© Ipsos | Global TrendsSMENA Edition Jan 2025| Version 1 | Public

consumers particularly value genuine
engagement and are willing to invest
more for better service quality. This
underscores the need for brands to
enhance personal engagement,
ensuring consumer trust is maintained
through meaningful and tailored
interactions.

As brands navigate the contradictions
between global and local, online and
offline, they must adapt strategies to
address these challenges. In MENA,
enhancing genuine customer
experiences is crucial to aligning
consumer expectations with brand
delivery, ensuring trust remains
central to consumer relationships.

48
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The Power of Trust

Brands vs Value | am generally willing to spend extra for a brand with an image that appeals to me
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The world is divided when it

comes to spending more on a 28

brand with an appealing image 7574737272707070

55% globally agree and 41% ‘ll

6868686767

63626161 615953
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globally disagree. 55

European markets predominate
at the foot of the chart:
disagreement is strongest in
countries like Belgium, Sweden

and Italy, alongside Japan. % Agree (L_LD

<
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At the other end of the scale are | s 9 O Ngg?® = NN S SOx .
the other end of the scale a S oo nolE 2 Eof8 08088559850 888288908 o888¥88s ES .
Asian and African markets, led by < EE'ﬁ"c’?'ag<‘—°¥§<Q°Ug:8S%o%x-;CU‘J‘)*'EE’%”EU)EE8%m=§9m:g<ﬁ*§%2~-2vw
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say they are willing to spen Q = o 3 S 3 @ =4 ) 22
extra for an appealing brand. o

Yet most markets lie somewhere  RAREEEES S I
in between, suggesting that this
mentality will vary between 18,

different products, occasions, 2426262727252826 84,
and even brands.
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Base:
50,237 adults surveyed in the markets shown between 15 February and 23 April 2024. For full methodology see ipsosglobaltreods.

Source:
Ipsos Global Trends 2024
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The Power of Trust

Regional Trust Perspectives in MENA Markets

agree

trust a new product

8L

brand | already
LAOFr

In MENA, 81% of consumers trust new products
from familiar brands, closely matching the global
average. This trust is notably strong irEgypt,
where 85%favor known brands, and in thaJAE at
83%. The importance of brand reputation plays a
critical role in purchasing decisions, highlighting
the need for brands to maintain and leverage their
established reputation to attract and retain loyal
customers in the region.

© Ipsos | Global TrendsSMENA Edition Jan 2025| Version 1 | Public
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willing to pay extra
for a brand with an
image that appeal
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In MENA, 67% of consumers are willing to pay a
premium for brands with appealing images, which
is notably higher than the 55% global average, with
Saudi Arabialeading at70%. This trend indicates a
stronger consumer alignment with brand values in
MENA, offering a valuable opportunity for
companies to engage meaningfully. By resonating
with consumer values, brands can build deeper
connections and stand out in a competitive market,
boosting customer loyalty and driving longterm
growth.

50
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automated and

While 71% of MENA consumers are willing to pay
more for better experiences, 68% feel customer
service is becoming too automated and
impersonal, particularly inEgypt, where this
sentiment is at 71% This situation presents a
critical area for improvement, urging brands to
focus on genuine and tailored customer
experiences. By enhancing service quality, brands
can cultivate trust and foster loyalty, aligning with
consumer expectations in a world that is becoming
more automated.
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Driving Forces of The Power of Trust

Signals The most impactful Macro Force themes affecting this trend
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Emirates NBD introduced live teller services at ATMs, bridging

the gap between digital banking and ifperson customer | K@

support. This initiative enhances trust by offering customers

personalized assistance and improving their banking

experience. L ~ _
3 ) 3 _Pervasive technology Rising cost of living » DAl hotLOoOHt RU
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and pick up their items instore, with a personalized touch.

Store staff assist in finalizing purchases and handle any
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and customer care. %
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Almarai offers clear, traceable product labeling, ensuring Al and automation Toll of technology

consumers understand the journey from farm to fork. Almarai advances
also publishes detailed sustainability reports, showcasing its

commitment to ethical sourcing, animal welfare, and

environmental responsibility. This transparency fosters

consumer trust and loyalty.
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Escape to
Individualism

Trend: In the face of a world that feels threatening and overwhelming, people
are focusing on one thingthey cancontrol ¢ themselves. While this focus on
individualism has been high over the past decade, this year personal autonomy
the most powerful value. But this is, by definition, a multifaceted trend. We see
the draw of simplicity, social status andseeking new experiences all as ways of
developingourselves.

Trend in MENA:MENA reflects the global movement toward prioritizing
personal control and selfdefinition. Amidst rapid change, there is a

. pronounced desire for personal autonomy, as many feel overwhelmed and
seek simplicity. This trend highlights the regional necessity for individuals to
regain control over their lives in the face of uncertainty. .

Values

Autonomy
Seeking Curiosity
Simplicity

Social Status

Tension: For some, selftdevelopment is about slowing the world down and
avoiding the rush¢ yet for others it is about achievement andbuilding social
status. The balance of the strivers and the satisfiedvaries between and within
nations.

Takeaway: As people focus on the things they can control in their lives, helping =
people express and project that sense of self and reinforce their own values sets®
up lots of opportunities for brands and policymakers alike. In MENA, providing _
simplified, meaningful experiences that align with individual values can resonate ==

deeply. - ¥y




Escape to Individualism
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by expressing our identity and individualism

In the face of socio-political turmoil,
existential climate threats, and
HioF) nH FolOdt éa
gwywibDg FDoFLDrRU
continuing to grow in importance.
Autonomy is the strongest value in our
framework, and it is the engine that
drives highly individualistic definitions
of aspirations, goals and modes of
behaviour. In MENA, personal
autonomy holds significant
importance amid rapid changes, with
many seeking simplicity to regain
control over their lives.

The tensions arise in the other values
associated with this Trend which
range from Social Status (how people
express that, through milestones of
career success or material gain) or
Seeking curiosity with new
experiences or Simplicity, rejecting
those pressures and trying toreturn

backto the basics.In MENA, the
overwhelming pace of change, felt by

0 W | B5%)df iBdiviual§, antpifies the desire
§ ofok simipliciyand Pdrsbridldantrof D U

reflecting a regional urgency for
stability.

voiad Néntg Ul é&F)] nH
the ultimate sign of success. In MENA,
this emphasis on personal autonomy
reflects a broader desire to define
one's path amidst uncertainty,
balancing modern aspirations with
cultural values. Globally, younger
generations are more likely than older
groups to equate material goods with
success, highlighting a shift towards
visible achievements.

The quest for autonomy is supported
by technology, offering a range of
choices but also overwhelming
individuals with too much information

© Ipsos | Global TrendsSMENA Edition Jan 2025| Version 1 | Public

and uncertainty. This drives a desire
for simplicity, control, and security. In
both global and MENA contexts, this
$trbing focus on the individual can be
seen as a reaction to rising
unpredictability and tension in the

feel overwhelmed by too many choices

in life

world. While it helps provide a sense of GLOBAL
Ochnkidt dhd drehtdr exprbssidh) thete |
remains an important role for 0 AVERAGE
governments, businesses, and
communities in supporting and
building societies where individuals
can thrive.
7 MENA
:I?ZO AVERAGE
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Escape to Individualism

Escape to Fulfilment in life is achieving a prominent position in your career
Individualism »0 Flé&y DIyYybDAyYy Co6 tow éHGDD o0 C]JUéHODD F] Yl YI D UYeyc
o 81
_The world is divided orthe 8079 1757574747375
importance of career success. 706967676745
646363635161
55 5653
Just over half (55%)feel that |- 5149494848 46 46 45 4544
fulfilment in life is achieving a 424241403938 37 35 a5 -
prominent position in their career, 31,7
while 41% disagreeAgreement is 16
higher in Asian and African
markets ¢ most notably India, on  FYNTEEEE
81%¢ and lower in European tw
Q x
anddeveloped markets, < T
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experiences, such as travel, is O ;) 7 ST 5 z0O n z
perhaps a more universal path ) =

to individualism: 52% worldwide % Disagree

would consider moving to a II
different country to take a new
job, while 67% of people say they L 1717y 905202
. . . i 1
would like to experience living in 2377237 472424242526 54 5 312%303,30
different parts of the world. 36373639
40 4342 46
51 56
50,237 adults surveyed in the markets shown between 15 February and 23 April 2024. For full methodology see ipsosglobaltreods. 69
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Base:

Source:
Ipsos Global Trends 2024
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Exploring Autonomy and Self-Development in MENA

feel
overwhelmed by
too many choices

agree _
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is chgnging too
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the need to spend

86% T2%

geulUuyr Y] ND éLonbDr in life
In MENA, 86% express a strong desire for personal In MENA, 72% of respondents feel the need to In MENA, 71% feel overwhelmed by the abundance
autonomy, reflecting the region's response to rapid spend time alone, significantly higher than the of choices, with Egypt showing the highest
changes and uncertainties. This sentiment is most global average of 60%, witfEgypt leading at77% sentiment at 76%. This feeling of being inundated
evident in Egypt (89%)and the UAE (88%) where This trend indicates a shift towards introspection highlights a desire for simplicity and clarity in
individuals seek to regain control over their lives. and personal growth, as individuals prioritize decision-making. As consumers seek more
The emphasis on autonomy highlights a collective mental well-being and seltreflection. The focus on meaningful and straightforward experiences,
pursuit of self-determination, as people navigate self-development reflects a regional commitment brands have the opportunity to offer solutions that
the complexities of modern life while balancing to nurturing personal growth amidst external align with individual values and reduce complexity,
cultural values and the need for personal pressures, providing opportunities for brands to helping consumers navigate their options with
empowerment. support consumers in their journey towards ease and confidence.

holistic well-being and seltimprovement.
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Driving Forces of Escape to Individualism

Signals The most impactful Macro Force themes affecting this trend

Governmental Support for Entrepreneurship

Governments in the UAE and Saudi Arabia are fostering O

entrepreneurship through initiatives like the Mohammed Bin G

Rashid Innovation Fund and Saudi Vision 2030 programs,

enabling individuals to start their own businesses and take

control of their careers. Providing autonomy by empowering _ _

people to pursue independent livelihoods. Identity acceptance Employee power shift Entrenched
inequality

Mindfulness Apps by Local Platforms

Apps likeHekaytiand Rafiq are gaining popularity by providing

meditation, mindfulness exercises, and selthelp content in o O

Arabic. These platforms cater to the growing demand for sel &\\

reflection and mental well-being. <

~kD!RrRU NTt)] g)] DC ToFF| AH i owlnDt : :
i L9l . l Rise and fall of Wealth disparity

IKEA in the UAE has introduced a "shethe-room" experience middle classes

online and in stores, where customers can purchase pre
curated setups, reducing decision fatigue while maintaining
personal relevance and value.
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What now?

That was a lot. We know. There are also tensionswithin each of climate change, but most feel humanvaluesunderpinning eachtrend,
the trends. Nostalgia is a shared value, = overwhelmed by the complexity of the we can quantify and rank their
Ipsos Global Trends summases five and a powerful tool for bringing us world around them. Even if feeling intensity, and truly apply them to your
million data points. It includes year together, but taken further, that idea overwhelmed is part of being human, organisation so that you can act with
round work collecting signals and can cause a rift between those who ] URU UYLt & TFoFDugwmentDNoUY) on Yl ey adaéen
identifying macro forces from a truly yearn for what they see as traditional should be aware of and look to alleviate.
glObal team of experts and analyStS. values and others whose sense of One way: he|p pe0p|e express Sorun a WOkahOp. Role play Take the
_ identity is shifting. themselves however they and their data and tell a story about a persona
To recap at the highest levels: surrounding culture can. towrOD UGt | AA Yo &FF
Brands, businesses, organisations and how these trends apply to segments in
There are constants. Throughout, we governments have roles to play in »1T Y FeéeU | nU] AT Yg wi gouranérketr Knovoypur fubliéndg fas
see value; that strong majorities have everything from combatting global these trends will apply differently to
agreed with over the last decade across 1o mg jike climate change, to Now comes the interesting part. Trends  jnsjghts or innovation.
markets, genders, ages, incomesand  o1hing s exaress ourselves as _are holistic narratives that help to
téenHweHDUd ODRED -] CRA MR IDRSmidhly ¥rAiitho € P O unearth opportunities and navigate We present Ipsos Global Trends to get
arching themes and many other roles are and how to demonstrate potential threats, acting as compelling  you thinking and give you tools to help
individual issues. FOWROGD FTrét | nA yYT DN CoavRreation stantersaad catalysts foy you, too, understand society, markets
There are tensions at all levels. complicated. within your organisation. 1c:;;nrcél‘stoigﬁ{:)liemtgcilc:jlr;;;Oar?ctjzl\;vthl[oguogehsapplied
Sociopolitical tensions about the very As the world gets more complex, Yet, the multifaceted and sometimes without s’aying, that Ipsos stands ready
ideas of globalisation tensions within people focus on what they think they paradoxical nature oftrends can make  tg help with any of those challenges
markets, tensions between citizens and o, ¢onirol: themselves. People think  them elusive and challenging to like the case studies we provide on
even tensions within households. they are doing all they can to solve quantify. In contrast, by exploring the the next page.
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This report is a distillation of the broader research and analysis conducted by the Ipsos Global Trends team, with a specific
focus on the aspects most relevant to the MENA markets. Drawing on over a decade of experience in researching the
region, the work presented here has been shaped by extensive engagement with diverse clients and the management of
complex, multi-country studies. This background has provided a unique perspective on the intricate market dynamics of
MENA, enabling the translation of global insights into a narrative that speaks directly to regional realities.

The synthesis of extensive data and research presented here is the result of a deliberate effort to highlight key themes and
their unique manifestations within the region. By merging global trends with localized analysis, this report offers a nuanced
understanding of the forces at play in the MENA markets, while also reflecting the evolving cultural, economic, and social
landscape of the region. It is hoped that this work provides valuable insights for all stakeholders and contributes

Saad Masri meaningfully to the dialogue around market trends in MENA.
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