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As market space gets more crowded,
prospects for profit and growth are
reduced, and products become more il

commodities

Supply exceeds demand, globalisatior
compounds the situation, prices decrea
more, the ability to differentiate brands
becomes harder, niches (and monopoli
disappear, and markets decrease In si.
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In ananalysis of the history o
business failures,
Harvard Business School
professor Richard Tedlow cat
to the conclusion that

businesses fall either becau
they leave their customers
(.e. they arbitrarily change
strategy that worked for the
INn the past,) or because the
customers leave them




Fast Slow
Recovery? Recovery?

No
Recovery?

2011 =— 2015 — 2020 — 2025 —>

Where Is your business going[?
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Yawn

Does that make It a trend?



Malcolm Gladwell called it
The Tipping Point:
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nNeA dr al
moment In an
epidemic when
something very
small makes
everything chang
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Trend analysis Is much more
than just watching: we need to
understand wh
whatissa n d -impartant,
how It will manifest itself in the
dayto-day world, and when it
will break Iinto the mainstream



Some great trend

But who started Hush Puppies?



What makes a trend?

Arendsetters seem to be curious

ATrends differ from fads by lasting
much longer

ATrends happen for a reason: they
never start from nothing

ATiming is everything: Newton vs. P:
Pilot, or MP3 and IPd@®ot.nombs?)



Arends affect different groups
differently: countries, cultures, ages

And most trends always have a
countertrend!

Arend analysis also means tiviitat
you do with the observatiewhat

Vd

count s e

AEven little trends can make you rich



In this sense, many trends more tha
Arthur C. Clarke's theory about th
three periodshat most new ideas

pass through:

11t can't be done

21t probably can be done, but it's no
worth doing

3.1 knew it was a good idea all along



You know most c
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\jiimiimuer d Consumer Trends

The Concrete Consumge

hi.Concrete is gr
—— | 20,. MoV e. | t
f %mgei,a;nm er just bounces of
it'e co amd'w'*h' ated wi
1IgiHe m polymer compound
.,,)r..vr '411 ru eu away Gralf

N - . .
ul I
w.
.
.



%

iy,
Z ‘
= s
= Py
= & 4
&
=
—
=
=
=
=1
=
=z
=
=
A =
=

This Is how most
customers feel today'




you sell...
your customers

are mad as hell!!!




The=Marketingi Battiegrounground

High Differentiator

G

Relativ

Price

LowCost
Producer

Low High

Perceived Quality of Experience



AVlore and more hostile competiti@ven
from the other side of the woilldiC6 OBC)

Ansistence on more ethical behaviour from leader
root out corruption an

FREE

*as long as you’re an MP




APoliticians, business & all leadersre accountable
than ever befor@yut government is getting bigger
& bigger all the time)

AMorefi t chwaniméetings with rulers, with more
responsivaepresentation
(Transparency Tyranny/Triumph)

AVlore pressure torotect citizen&
consumers from
Consumer Councils, NCR, media)
or-ofpf 6 (E. g. Ho |l

AFailure of governmebt
moreCorp. Soc. Investment
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A The Deat hanadldcatiGrrrelevaace fore
all screermhased work

AAlsoif Ho me ThiDitaspogr @& dnd r
Nl mme r asdrends)

AL ooseknit networks of employees/partnérsl o b
portabil i tyo -gpéalithy pabile?)

L
ACompanies seek skills elsewhere, (VAs) #
global redistribution of wealth f/ «

Almproved connectionaccess to informatian foe.
everybody: Smartphones and Skype are the star
media
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AA delugeof informationhbombarded by advertising,
and a proliferation of
to absorb this will not increasef¢-Lust,Google
maniafilter-services, but also resistance to too mu

AFor customersi Twi n s existewerywhere now

Listeners who bought Nouvelle Vague also bought:

1. Verve Remixed 3 2, Watting for the
Warious Arists Sirens” Call
Py Drcer

$9.99 ( ADD ALEUM )

3. Odyssey 4.
Fizcherspooner
& $9.99 ( ADD ALEUM )

$9.99 [ ADD ALEUM )

Let i Die
Feist
$9.99 ( ADD ALEUM )




But how does technology affect us?

AEasier to communicate with millions of others
DT A

Worst reviews:

O0000 EKowloon Shangri-La: "tired,”" May 23, 2005, A
THoddwisor Member

O0000 The Salisbury - ¥YMCA of Hong Kong: "Unless You're
Cne Of Thhe Willage People, Forget About The
Salisbury YMCA " May 30, 2005, A Trodduisor

Mermber

Read all Hong Kong reviews --




But how does technology affect us?
AEasier to communicate with millions of others

Alnstant obsolescence (Iridium, reverse engineerir

AbCol |l iding technologi e
possibilities e.g. 1|14g
AA  wcC ser s
much lo and fithes
ACol | rothero
AB u t pl es

t hat " b$ ha




And resistance to
technology
replacing human
contact!

(Web Dbots)



AThei nouveau p o o raddshe end of thé
debtcultured Buy n o w, andhNorillsaGhig




AThe preponderance of fearfi At mo&af e ar
vearning for the 0gooc¢c
(AnDown Agli ngo)

ACustomers looking for reassurance, guarantees,
moren b uil | tqualityy | ast O

Ancreased mobiligf customers, more choices, an
sense of betraydb Increasinglyragile customer
loyalty,more demanding, militantyilanteand
powerful than ever before, and they tell you the |
of the new game

Antolerant of bad manneeven from other
customers



Johannesburg

Planetarium




APerceptionthadt c ompet i ti on i s
choice, quality twuer vi c
supporting smaller, leaner, faster, more responsi\
competitors. o0Co0ompoandi t
Prosumersvill compete with you if they can

ADemand for more information about what you do.
how you operate, how you determine prices,
(Transparencyriumphb ut al so a n
bott om | (Coresuriltegsui c kl vy

ABut also demand that ygat to know them better,
who they ar e, how t hey
to them



ASi ze doesnodj
anymore, but there will bg
more giants and more &
minnows, different
business structures &
networkgMinipreneurs,
Retall PopJps& Multinationals of One

Aome and offidaverted, with dozens of everyday
conseguences:

£ Swar m iam qualiyoffifé



ABreakfast on the movapeed, speed, speed for
everything, andia S n a ¢ k fd& averything e o
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AEgonomicsin this cold, alienated, depersonalised
soclety, we crave recognition as individuals

ACustomer Madéncreased demand to be more
iInvolved Iin design, distribution, pricing, speed anc
other things that affectthdmn Ma st er s o
Youni ver seo)

--










