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Trends, 

Fashions, 

& Fortune 

Tellers  



òLight  travels  
faster  than  sound  

That  is  why  some  
people  appear  very  
brighté  until  you  
hear  them  speakó 



I make no apologiesé 



As market space gets more crowded, 

prospects for profit and growth are 

reduced, and products become more like 

commodities 

Supply exceeds demand, globalisation 

compounds the situation, prices decrease 

more, the ability to differentiate brands 

becomes harder, niches (and monopolies) 

disappear, and markets decrease in size 



ñ All 

companies fail 

Itôs just a 

question of 

whenò 



In an analysis of the history of 

business failures,                 

Harvard Business School 

professor Richard Tedlow came 

to the conclusion that 

businesses fail either because 

they leave their customers,  

(i.e. they arbitrarily change a 

strategy that worked for them 

in the past,) or because their 

customers leave them 



Fast 

Recovery? 
Slow 

Recovery? 

No 

Recovery? 

Where is your business going? 

Today 

2011 2015 2020 2025 



Nouriel Rubini, the ñpessimistic 

economistò 

ñWe've got a long way to go 

through the valley of the shadow 

of debt before emerging into 

daylight.ò 



My wife and I had 

a conversation 

about òpeachó at 

a weddingé 

I would never have been able to foresee it, or 

predict it ahead of time. I didnõt know how long 

it would last, how big it would be, where it 

would be big, nor who or what would follow ité                                                                       

I just saw ité. 



Yawn  

Does that make it a trend? 



Malcolm Gladwell called it    

The Tipping Point: 

ñéA dramatic 

moment in an 

epidemic when 

something very 

small makes 

everything change 

all at onceò 



Trend analysis is much more 

than just watching: we need to 

understand whatõs behind it, 

what is - and isnõt - important, 

how it will manifest itself in the 

day-to-day world, and when it 

will break into the mainstream 



Some great trendsettersé 

ÅRichard Branson 

ÅMadonna 

ÅSteve Jobs 

ÅHoward Schultz 

ÅRay Krok 

ÅMark Shuttleworth 

ÅSol Kerzner 

ÅDr. Platzhund 

ÅHans Enderle 

ÅRobbie Brozin 

But  who    started  Hush  Puppies?  



What makes a trend?  

ÅTrend-setters seem to be curious 

ÅTrends differ from fads by lasting 

much longer 

ÅTrends happen for a reason: they 

never start from nothing 

ÅTiming is everything: Newton vs. Palm 

Pilot, or MP3 and iPod (Dot.bombs?) 



ÅTrends affect different groups 

differently: countries, cultures, ages 

ÅAnd most trends always have a 

counter-trend! 

ÅTrend analysis also means that what 

you do with the observation is what 

countsé 

ÅEven little trends can make you rich 



In this sense, many trends more than fit 

Arthur C. Clarke's theory about the 

three periods that most new ideas 

pass through:  
 

1.It can't be done 

2.It probably can be done, but it's not 

worth doing 

3.I knew it was a good idea all along! 



You know most of 

this alreadyé 



Customer and Consumer Trends  

The Concrete Consumer: 

ñConcrete is great stuff. Itôs too heavy 

to move. Itôs so hard that a 

sledgehammer just bounces off. If 

itôs coated with one of those new 

high-tech polymer compounds, 

spray paint rinses away. Graffiti 

doesnôt even stick. Concrete canôt 

be moved or dented, and messages 

just donôt stick? Hey, that sounds 

just like a modern consumer!ò 



This is how most 

customers feel today! 



No matter what you sell... 
your customers are mad as 
hell!!! 



Relative 

Price 

Low  

High  

High  

Perceived Quality of Experience 

The Marketing Battleground  

Low-Cost 

Producer 

Differentiator 
Rip 

Off 



ÅMore and more hostile competition ð even                   
from the other side of the world (MIC Ƃ OBC) 

ÅInsistence on more ethical behaviour from leaders: 

root out corruption and waste (Madoff, MPõs expenses) 



ÅPoliticians, business & all leaders more accountable 

than ever before, (but government is getting bigger 

& bigger all the time) 

ÅMore ñtown-hallò meetings with rulers, with more 

responsive representation                                   

(Transparency Tyranny/Triumph) 

ÅMore pressure to protect citizens &                    

consumers from òtrickeryó (e.g.                           

Consumer Councils, NCR, media) &                           

òrip-offó (E.g. Holmes on Homes) 

ÅFailure of government Ƃ                                         

more Corp. Soc. Investment 



ÅNo place to hide for liars, crooks and cheats, but also  

a loss of privacy, (FICA, RICA and identity theft) 

ÅIncreased privatisation, as well as breaking down of 

monopolies/cartels 

ÅñBabelisation & Balkanisation,ò polytheism, more 

gurus and Oprahs, break-up of traditional families, and 

a new tribalism (ñClanningò and ñNethoodsò) 

ÅHOGs, Golf GTi Club, Man. United fans 

ÅGone electronic now: MySpace, Skype, Dinner and ñWorld 

of Warcraftò 

ÅAnd probably more ñ(STILL) MADE HEREò 



ÅñThe Death of Distanceò and location-irrelevance for 

all screen-based work 

Å(Also ñHome Trotting,ò ñDiaspora Managementò and 

ñImmi-merceò as trends) 

ÅLoose-knit networks of employees/partners. ñJob 

portabilityò (600 000 Portuguese-speaking people?) 

ÅCompanies seek skills elsewhere, (VAs)                      

global redistribution of wealth  

ÅImproved connections, access to information for 

everybody: Smartphones and Skype are the start, new 

media 





ÅA deluge of information, bombarded by advertising, 

and a proliferation of new ideas. But peopleõs capacity 

to absorb this will not increase (Info-Lust, Google-

mania, filter-services, but also resistance to too much) 

ÅFor customers: ñTwinsumersò exist everywhere now 



600 
million 
views!  

ÅEasier to communicate with millions of others  

But how does technology affect us? 



ÅEasier to communicate with millions of others  

ÅInstant obsolescence (Iridium, reverse engineering) 

ÅòColliding technologiesó meaning thousands of 

possibilities e.g. lighter cars, unmanned ôplanes 

ÅA world of òdrug usersó and bionic people who all live 

much longer. Staying Alive: beyond health and fitness 

ÅCollection and use (òminingó) of data: Big Brother 

ÅBut a sense of helplessness because we donõt like it 

that we donõt understand whatõs in òthe black boxò 

But how does technology affect us? 



And resistance to 
technology 

replacing human 
contact!  

(Web  bots)  



ÅThe ñnouveau poorôsò shift to thrift, and the end of the 

debt culture. ñBuy now, pay never,ò and No Frills Chic 



ÅThe preponderance of fear, (ñAtmosfearò) & a 

yearning for the ògood old stuff/good old daysó 

(ñDown Agingò) 

ÅCustomers looking for reassurance, guarantees, and 

more ñbuilt to lastò quality 

ÅIncreased mobility of customers, more choices, and a 
sense of betrayal: Ƃ increasingly fragile customer 

loyalty, more demanding, militant, vigilante and 

powerful than ever before, and they tell you the rules 

of the new game 

ÅIntolerant of bad manners, even from other 

customers 





ÅPerception that ñcompetition is the best guarantee of 

choice, quality service and low prices,ò thus 

supporting smaller, leaner, faster, more responsive 

competitors. òCompetition for the sake of itó ð and 

Prosumers will compete with you if they can 

ÅDemand for more information about what you do, 

how you operate, how you determine prices, 

(Transparency Triumph) but also a need to get to òthe 

bottom lineó quickly (Consu-Filters) 

ÅBut also demand that you get to know them better, 

who they are, how they operate, and whatõs important 

to them 



ÅSize doesnôt always count                                      

anymore, but there will be                                          

more giants and more                                             

minnows, different                                               

business structures &                                                  

networks (Minipreneurs,                                               

Retail Pop-Ups & Multinationals of One) 

ÅHome and office inverted, with dozens of everyday 

consequences:  

ÅòSwarm to warmó and quality of life 



ÅBreakfast on the move: speed, speed, speed for 

everything, and a ñSnack Cultureò for everything 

ÅUber-cocooning: protecting oneself from the wild 

world out there by staying at home moreé 

ÅBut also ñCashing Out,ò and ñBeing Spacesò 

ÅMore ñProsumersò: customers who take care of their 

own needs, excluding or diminishing the role of the 

company 

Å Includes Crowd Mining, and Crowd Sourcing (Idea 

Bounty) 



òTryvertisingó 

And  resistance  to  rules, 
bureaucracy,  pettiness, 
inconvenience,  excuses, 

and  wordy  legal  
contracts  

ÅDemand for less in your face òcreativeó marketingé 

ÅAnd more empathetic marketing:                                   

Do you feel my pain?  

 

Å99 Lives: Simplify my life, help me, (Brand Butlers) 

ÅMore power to small pressure groups with common 

interests: Eve-olution & Pink Rands, physically 

challenged, green, (SOS, Eco-Iconic), and so on 

ÅThe trust deficit: need for authenticity. We donõt even 

trust the news anymore: Trust is like your tonsilsé  

Å(òJust because weôre paranoidéò) 



ÅEgonomics: In this cold, alienated, depersonalised 

society, we crave recognition as individuals 

ÅCustomer Made: Increased demand to be more 

involved in design, distribution, pricing, speed and 

other things that affect them (ñMasters of the 

Youniverseò) 

ÅLook for small indulgences, mini-fantasy adventures, 

ñinsperiencesò and memorable experiences é 

ÅAnd Pleasure Revenge ï òIôm going to do what I like, 

go mad, get vrot, (but just not every day)ò 



Create 

your 

own Mii 

on Wii 




