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EXECUTIVE SUMMARY
In our eighth annual forecast of trends for the near future, new technology continues to take center stage. Many of our
are responding to its pull. We also put a spotlight on health, with two separate trends examining the rising awareness
around the impact of stress and happiness on well-being and how businesses are addressing it.
JWT’s 10 Trends for 2013 report is the result of quantitative, qualitative and desk research conducted by JWTIntelligence
see page 5).
Trends don’t happen in isolation. They tend to intersect and work in tandem with each other, as you’ll see here. And
assigned to just one calendar year. At the end of each trend, you’ll see a graphic showing which of our other trends it
are likely to be with us for a while.

1. Play As a Competitive Advantage: Adults will increasingly adopt for themselves the revitalized
idea that kids should have plenty of unstructured play. In an age when people feel they can’t spare
unstructured time begets more imagination, creativity and innovation—all competitive advantages.
sponsored events such as an “adult recess.”)

2. The Super Stress Era:
mounting and multiplying: We’re entering the era of super stress. And as stress gets more widely
recognized as both a serious medical concern and rising cost issue, governments, employers and brands
alike will need to ramp up efforts to help prevent and reduce it. (Example: Recognizing that the drive
to succeed for white-collar workers in Chinese megacities has led to intense pressure, The North Face
created a campaign urging people to escape—if only for a weekend—to nature.)

3. Intelligent Objects: Everyday objects are evolving into tech-infused smart devices with
augmented functionality. As more ordinary items become interactive, intelligent objects, our
and snowboarders, Oakley’s new Airwave goggles use GPS sensors, Bluetooth and a display so that
skiers can see their speed, location, altitude and distance traveled, and also read text messages or
emails on the screen.)

4. Predictive Personalization:
sophisticated and consumers generate more measurable data than ever, brands will increasingly
be able to predict customer behavior, needs or wants—and tailor offers and communications very
precisely. (Example: As a part of its “Know Me” program, British Airways relies on a database of
passenger info it gathered from many sources over several years to give highly personalized service
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EXECUTIVE SUMMARY
5. The Mobile Fingerprint: Our smartphones are evolving to become wallets, keys, health

6. Sensory Explosion: In a digital world, where more of life is virtual and online, we’ll place a
premium on sensory stimulation. Marketers will look for more ways to engage the senses—and as
they amp up the stimuli, consumers will come to expect ever more potent products and experiences.
whenever the brand’s jingle was played.)

7. Everything Is Retail: Shopping is shifting from an activity that takes place in physical stores or
online to a value exchange that can play out in multiple new and novel ways. Since almost anything
can be a retail channel, thanks largely to mobile technology, brands must get increasingly creative in
Walmart Canada created a “virtual pop-up toy store” in Toronto’s underground walkway, featuring

8. Peer Power: As the peer-to-peer marketplace expands in size and scope—moving beyond goods to
a wide range of services—it will increasingly upend major industries from hospitality and education
to tourism and transportation. (Example: Peer-to-peer lodging companies, such as Airbnb, Wimdu and
often unique and affordable accommodations, from couches to rooms to full homes.)

9. Going Private in Public: In an era when living publicly is becoming the default, people are coming up
with creative ways to carve out private spaces in their lives. Rather than rejecting today’s ubiquitous

Argentina’s Norte Beer distributed the Photoblocker beer cooler to local bars: When it detects a photo

10. Health & Happiness: Hand in Hand: Happiness is coming to be seen as a core component of
health and wellness, with the rising notion that a happier person is a healthier person—and, in turn,
a healthier person is a happier person. (Example: In Australia, Nestlé’s “Happily Healthy Project” is
a bid to educate consumers about the health-happiness link. The campaign’s website lets users take
attitudes.)
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EXECUTIVE SUMMARY
JWT’s eighth annual trends forecast is the result of quantitative, qualitative and desk research conducted by
JWTIntelligence throughout the year.

online tool. We surveyed 1,016 adults aged 18-plus (519 Americans and 497 Britons), as well as 100 teens (50 Americans
off reported frequencies may not add up due to this weighting).
Our trend Play As a Competitive Advantage features data from a survey we conducted in the U.S. and U.K. from
May 31–June 4, 2012, in which we polled 1,006 adults. For our trend on Health & Happiness, we used data from a survey
we conducted in the U.S. and U.K. from Aug. 13–21, 2012, in which we polled 1,247 adults.
We also received input from nearly 70 JWT planners and researchers across more than two dozen markets, including
Brazil, Canada, China, Colombia, Egypt, Greece, India, Italy, Japan, Lebanon, Malaysia, Mexico, the Netherlands, New
Zealand, Nicaragua, Pakistan, the Philippines, Poland, Russia, Saudi Arabia, South Africa, Sri Lanka, Thailand, the U.K.,
wellness, retail, media and academia.
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1

PLAY AS A COMPETITIVE
ADVANTAGE

Adults will increasingly adopt for
themselves the revitalized idea
that kids should have plenty of
unstructured play to balance out
today’s plethora of organized and
tech-based activities. In an age when
people feel they can’t spare time
goals attached, there will be a
growing realization that unstructured
time begets more imagination,
creativity and innovation—all
competitive advantages.

The advantage of a
playful person or a playful
company process is
that they’re much more
nimble. They’re really
able to enter a competitive scene with
lightness and with an ability to respond
wisely to the challenges. And if there
is otherwise a sense of nonplay, there
semicompulsive way of problem solving—
which doesn’t work nearly as well as if
there is this ability to give and take with
the circumstances.”
—STUART BROWN, founder
of the National Institute for Play

Image credit: B.K. Dewey
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1 PLAY AS A COMPETITIVE ADVANTAGE
Properties of play
the fun of it—no scores or goals attached. No rules and no guidelines. In fact, play is purposeless. To ascribe
purpose takes the joy out of it.
Apparently purposeless: Done for
its own sake.
Voluntary: It is not obligatory.

Diminished consciousness of self:
We stop worrying about whether
we look good or awkward, smart
or stupid.

Inherent attraction: It’s fun, and it
makes us feel good.

Continuation desire: We desire to
keep doing it, and the pleasure of

Improvisational potential: We’re
not locked into a rigid way of doing
things and are therefore open to
serendipity and chance. The result?
We stumble on new behaviors,
thoughts, strategies, movements or
ways of being.

Freedom from time: When fully
engaged in play, we lose a sense of
the passage of time.
Derived from Play, by Stuart Brown, M.D., founder of the National Institute for Play, with Christopher Vaughan

DRIVERS
Seeking balance: Today’s always-on world feels more fast-paced, pressured and overly structured than ever. As we found in a
survey of American and British adults that we conducted in June 2012, this is especially true of the two younger generations:
Around three-quarters of Millennials and Gen Xers agreed that “I always feel like something is coming at me that I have to take
care of” and that their day-to-day has become more structured and less creative over the years. (See Figure 1A; for country
Figures 1D-E.)
We’re living in a “getting things done” culture that pushes adults to age out of play and become hyper-productive. Pursuits

De-Teching: With all our tech distractions and demands

FIGURE 1A:

truly alone with our own thoughts—a phenomenon that 7 in 10
respondents to our June 2012 survey could identify with. (See
Figures
1D-E
relinquish any downtime we might previously have devoted
to play. But increasingly, more people are logging off, at

Percentage of American and British adults who agree

Life out of balance

present—a phenomenon that was among our 10 Trends for
2011 and continues to gain steam. Play can provide a muchneeded respite from our hyper-connected world.

Millennials (18-34)

Gen Xers (35-47)

Boomers (48-67)

77

I always feel like
something is coming
at me that I have to
take care of

75
63

Over the years,
my day-to-day
has become more
structured and less
or creative

72%

72
75

68%

58

With mobile phones,

73

networking, emailing,
etc., it’s rare that we
are ever truly alone
with our own thoughts

74

71%

65
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1 PLAY AS A COMPETITIVE ADVANTAGE
DRIVERS (cont’d.)
There’s a growing understanding that we need to embrace play if
we’re to compete successfully in today’s fast-paced world—it recharges us, helps our minds to function better, stimulates
creativity, builds problem-solving skills, builds bonds with people and so on. In our reactive, must-attend-to-now culture,
physical and mental downsides to cutting out play. In April 2012, The Washington Post noted that there had been four U.S.

connects us to others and the world around us. Play can also make work more productive and pleasurable.”
—GINA KEMP, MELINDA SMITH, BERNIE DEKOVEN and JEANNE SEGAL, “Play, Creativity
and Lifelong Learning: Why Play Matters for Both Kids and Adults,” Helpguide.org, February 2012

MANIFESTATIONS
Play in the business model:

Google, 20% time: Google famously gives its engineers one
linked to their job descriptions. Gmail and Google News
came out of 20% time, validating the idea that letting
employees play with ideas and pursue projects just for fun
makes business sense.

goals. The growing popularity of hackathons in the tech
world indicates the widespread acceptance of the idea
and innovation in the workplace—corporate, startup
or otherwise.
Pixar: Famous for its

Other companies have found inspiration in Google’s policy.
also become known for
instituted 20% time for engineers, as well as quarterly
working on anything of interest, with a slant toward
Atlassian’s products, starting on a Thursday afternoon and
unveiling the results to co-workers the following Friday
afternoon (the overnight turnaround gave rise to the

that encourage employees
to unwind and play with
ideas. In addition to game
rooms, there are theme
rooms and even hidden
rooms; there are open,

Twitter, Hack Week: Once a quarter, Twitter sets aside a
week for its engineers to pursue projects outside the scope
of their day-to-day work. With little direction from higherups, employees can be as creative as they’d like. The
results have included various new products and features.

One goal is to help create “forced collisions” of
employees so that ideas can be generated spontaneously.

Hackathons: Whether sponsored or independent,
hackathons let programmers collaboratively play around

classes based around fun, pressure-free activities, such
as belly dancing. Classes are open to any employee—for

intimate areas, such as a
cubicle that’s a tiny house.

Image credit:

10

1 PLAY AS A COMPETITIVE ADVANTAGE
MANIFESTATIONS (cont’d.)
Sketching ideas: Finding that sketches and doodles can
simplify the communication of complicated concepts and improve the
retention of less interesting information, companies such as Facebook,
(whiteboards, chalkboards, etc.). Facebook has taken to coating most of its
any time. And Zappos has “graphic recorders,” who sketch meeting minutes
and other such info in fun, cartoonlike ways.
Similarly, JWT’s Brand Toys are unique and playful visualizations of brands’
images—created using quantitative data (from Millward Brown’s BrandZ study)
and real-time online buzz—designed to make it easy for users to compare the
character and personality of 3,000-plus brands across the world.

I think there is an assembly-line mentality that if you don’t keep the
as to work output, if there isn’t a clock to punch, people aren’t going to
get things done. And I think that wise management transcends that.”
—STUART BROWN, founder of the National Institute for Play

Marketers advocating for play: While brands often want to be associated with lightheartedness and fun, a number of recent

Kit Kat, “Crane” and Chunky 3 campaign: In 2011, Kit
Kat, which advocates “breaks,” depicted various types of
at-work hijinks. “Crane,” from JWT London, is a TV spot
showing crane operators at a construction site coordinating
wrecking balls to create a giant Newton’s cradle (the
suspended metal balls clicking back and forth often seen
Kat Chunky 3, created by JWT Sydney, co-workers play
various games: juggling bricks, practicing golf trick shots.
Consumers could also submit their own creative work
breaks for a chance to win prizes.
Cheetos, “Take a Cheetos break”: In this U.S.
mattresses, sales associates at a music store repeatedly
play “Chopsticks” on a piano, and construction workers
have a mini–dance party in a house they’re building.
These breaks, like the ones in the Kit Kat commercials,
are all about taking some time out of the day to simply
let loose.

Image credits: Sunni Brown; Brand Toys; Kit Kat; Cheetos
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1 PLAY AS A COMPETITIVE ADVANTAGE
MANIFESTATIONS (cont’d.)
Nike, “Tag”: A prizewinning classic that still resonates today, this commercial was a part of Nike’s 2001
“Play” campaign in the U.S. It shows the mundane morning commute getting a shakeup with a citywide game of tag. When
It’s a reminder of how much fun can be had from even the simplest game.
Puma, “After Hours Athlete”:
An installment of Puma’s “Social”
campaign, this spot for the sport
and lifestyle brand celebrates
those who make the time for fun
with an ode to the “After Hours
Athlete”—the person who goes out
on the town and keeps going until
the sun rises. States the Puma
Social website’s welcome page:
training, and hydration levels.
PUMA Social is all about the
playfulness in after-hours sports.”
Cadbury, “Spots v Stripes”: This two-year campaign,
which ended in spring 2012, focused on helping
Britons rediscover “the spirit of play and lighthearted
competition” ahead of the Olympics. British and Irish
consumers were encouraged to join a team—either Spots
or Stripes—and compete in various competitions and
games. The campaign resulted in more than 2.3 million
games played and 11 world records broken.
Heineken, Pub Rugby Activation: When Heineken
sponsored the Dubai Rugby Sevens tournament, the
promotional material became a game in itself. Heineken
produced 9,000 cardboard coasters that could be turned
into rugby balls, while 1,700 tent cards were made in the
shape of rugby posts. Instead of just watching rugby, fans
could play their own mini-version.
Honda, “Leap List”: In the manifesto commercial for
Honda’s “Leap List” campaign, Matthew Broderick,
as himself, re-enacts some iconic scenes from Ferris
Bueller’s Day Off. Playing hooky from work, Broderick
spends the day doing things like playing carnival games,
running around with kids in a museum and practicing tai
chi on the beach. It seems that while “Bueller” may be
middle-aged now, he’s still fueled by a childlike sense of
fun and joie de vivre.

Image credits: Nike; Puma; Heineken; Honda
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1 PLAY AS A COMPETITIVE ADVANTAGE
MANIFESTATIONS (cont’d.)
McDonald’s, “Playland”: In 2010, McDonald’s
sized,” three-story-high Playland, the largest ever constructed. After
initially surveying the scene with bemusement and hesitation, men and
women in business attire enthusiastically took off their shoes and slid
pure childlike fun.
Play in culture:
all helping to inspire people.
National Institute for Play: Founded by researcher Stuart Brown, this California-based institute is “committed to bringing
new connections between neurons and disparate brain centers, and that engaging in activities such as puzzles and reading
topic in their book, Play: How It Shapes the Brain, Opens the Imagination, and Invigorates the Soul.
Austin Kleon, Steal Like an Artist: 10 Things Nobody Told You About Being Creative: Kleon,
an artist, outlines ways to become more innovative and creative. One key is creating the time
and environment to play with ideas free of distractions or mundane responsibilities. Among other
things, Kleon emphasizes the importance of physical movement to kick-start our minds into action
(something that Stuart Brown also advocates) and making the time for side projects, which can often
lead to one’s best ideas.
Allison Arden, The Book of Doing: Arden lists a number of ideas and
a favorite childhood activity or building something out of natural material). Arden’s reasons for
writing the book included a desire to live life more fully and to reignite her creativity. In the
process, she began to thrive on the “freedom and energy” that resulted from playful activities,

We’re living in a world that is changing
so quickly. Things that were the right
answer are no longer necessarily the
right answer. And so we need to be
open. If we can bring play more into our adult lives,
start moving our creativity into our adult lives, there
—ALLISON ARDEN, publisher of Advertising
Age and author of The Book of Doing

Steve Jobs’ calligraphy
course: Mentioned during his
2005 commencement speech
at Stanford University, Jobs’
famous foray into calligraphy as a college dropout
sensibilities—ultimately leading to a tech company
that’s distinguished by elegant design. Jobs had
attended the class purely out of curiosity—for fun,
not out of obligation.

Image credits: McDonald’s; Austin Kleon; Allison Arden
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1 PLAY AS A COMPETITIVE ADVANTAGE
MANIFESTATIONS (cont’d.)
“Caine’s Arcade”: This short documentary-turned-viral
video captured imaginations by demonstrating a child’s playful imagination
at work. Nine-year-old Caine spent a summer building an elaborate arcade
ingenious ways to replicate the games he loves. Filmmaker Nirvan Mullick

anywhere.
Last June, Caine participated in “JWT Junior Worldmakers: What Three
Kids Can Teach Us About Creativity, Business, and Imagination,” a seminar
at the Cannes Lions International Festival of Creativity that focused on the
importance of raw creativity. “We all were born creative. But through

Celebrating the inner child: As more adults take to heart the idea of “unleashing your inner child,” we’re seeing new
opportunities that enable “playtime” for grown-ups.
Adult playgrounds: Popping up across the globe, from China to Europe and the U.S., adult playgrounds come with workout
equipment rather than jungle gyms and sometimes more adventurous stuff, like rock-climbing walls. In the U.K., orders for
a hit, plans to create two dozen more.
Adult recess: Spacious is a recently formed organization in Washington, D.C., that “creates events around fun and play,
creativity and generosity to begin breaking down barriers so we can act for the common good together.” Its two founders
champion the idea of adult play and have sponsored events such as an adult recess in a Washington park that included piethrowing and games of Twister.
Landscape Structures, a playground equipment manufacturing company in Minnesota, takes a cue from its products and
holds an employee recess that includes childhood classics like foursquare, tetherball and hacky sack. “We realize the impact
that play has on people’s happiness and health and quality of life, and so we wanted to design a program that encouraged
employees to get out and play,” said the company’s wellness program director in a news report. Landscape employees say
these recess periods have improved employees’ health and mental focus, increased their happiness and boosted camaraderie.
Oh Sit!: This show on the CW cable network, which
launched in August 2012, is promoted as a “high-stakes,
high-octane musical chairs competition” with 12 adult
contestants. A New York Times reviewer called it “a
hilarious return to the childhood you never had—the

PlayLab: Founded in 2008, this U.K. company creates workshops and events for adults that are designed to

facility—an Institute of Play—to host events, including free-play sessions.

Image credits: Caine’s Arcade; Hulu
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1 PLAY AS A COMPETITIVE ADVANTAGE
WHAT IT MEANS
American and British adults in our June 2012 survey agreed that “play should not only be a part of children’s lives but adults’
lives, too.” No wonder: There’s a wistfulness and nostalgia attached to play and everything it suggests, with 78% saying they
wish they could recapture some of the imagination, fun and creativity of childhood and 74% saying they miss being able to play
Figures 1F-G.)
FIGURE 1B:

The case for play
Percentage of American and British adults who agree
Millennials (18-34)

Gen Xers (35-47)

Boomers (48-67)

87

Play should not
only be a part of
children’s lives,
but adults’
lives, too

90

90%

93
87

It feels good
to be silly
sometimes

93
88

89%

I wish I could
recapture
some of the
imagination, fun
and creativity of
childhood
Sometimes I miss
being able to
play like a child
with no rules,
boundaries and
restrictions

81
47

80

78%

74
80
75

47

74%

66

Act as catalysts for play: Brands have an opportunity to serve as catalysts for unstructured activity among adults, helping
to encourage it or providing more opportunities to insert playful activities into everyday life. Marketers can help people
reimagine their world and become more active participants in it through play. This may mean helping consumers see their dayto-day environment through a more playful lens—as Kit Kat has done—or encouraging people to dial down the constant stream
of information, images and digital conversations so they can focus on real-world doing.
FIGURE 1C:

No time for play
Percentage of American and British adults who agree
Millennials (18-34)

Gen Xers (35-47)

Boomers (48-67)

53

I don’t feel like
I have time for play
just for fun’s sake

55

50%

41

While there’s a strong
yearning for play, society has become so automated and resultsoriented that most of us don’t have the time or inclination to take
forays outside the structured framework. We found that half of adults
feel they don’t have time for play that’s “just for fun’s sake” and
say they don’t do things “just for fun” anymore. For many people,
everyday life has few opportunities for creativity and play. (See Figure
Figures 1H-I.)
Marketers can help to take the guilt out of fun for fun’s sake or

58
I feel like I don’t do
things “just for fun”
anymore

57

54

47
creative and playful
in my everyday life

53%

44

55
44

51%

Take play seriously: Marketers that speak to the value of play are
not only tapping into an innate human desire but offering a tool for
competitive advantage. In a quickly changing world, people who
aren’t afraid to rewrite the rules or rethink the status quo are those
who get ahead. Brands that inject play into everyday life through
products, services, messaging and other means can help to foster
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1 PLAY AS A COMPETITIVE ADVANTAGE
WHAT IT MEANS (cont’d.)
[Our culture] is not
really what I would
call conducive to play,
so you’d have to make
a conscious choice to
have fun, and that’s very hard.
And oddly enough, it takes a lot of
discipline, because you have to give
yourself permission.”

“Play is the greatest natural resource in a creative economy,”

in The Atlantic last May:

well. I predict countries that take play seriously, not only nurturing it
in education and the workforce but also formalizing it as a national
effort, will quickly rise in the world order. This is not Twister in the
boardroom. Rather it’s what Jeremy Levy, a physics professor at the
University of Pittsburgh, would call “a highly advanced form of play.”

—BERNIE DEKOVEN, game designer,
fun theorist and author

You need to not know
what the end stage
is in order to get
somewhere new.”
—AUSTIN KLEON, artist and
author of Steal Like an Artist

Foster play for better business results: In the corporate world, employers
seeking to foster play in business need to move away from product without
process—focusing on each layer of the problem at hand instead of trying to
favor of new, better ideas and solutions, crucial to the play mentality, is a key
to nurturing innovation.

THOUGHT STARTERS
If your brand creates products and services for
children, is there a way to create adult versions
that encourage grown-up play?
How can you give your consumers permission to
play, helping to relieve them of any guilt around
unstructured activities?

Is there any playful element to your brand that
you can pull out in communications?
How can you encourage your consumers to see
their day-to-day environment through a more
playful lens?

RELATED (AND COUNTER) TRENDS*
Related Trends

Counter Trends

Live a
Little
De-Teching

PLAY AS A
COMPETITIVE
ADVANTAGE
Disappearing
Downtime &
Downspace

Life in
Real Time

All the
World’s a
Game

*See

for more on Related
Trends and Counter Trends.
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2
9

THE SUPER
STRESS ERA

While life has always been
small, these are mounting and
multiplying: We’re entering the
era of super stress. And as stress
gets more widely recognized
as both a serious medical
concern and rising cost issue,
governments, employers and
brands alike will need to ramp
up efforts to help prevent and
reduce it.

When people feel out of
control, when they feel
uncertainty, that’s when the
stress increases. And there
are more factors [today] that
are increasing the feeling of uncertainty,
powerlessness and being out of control.”
—KATHLEEN HALL, founder and CEO,
The Stress Institute and The Mindful Living Network

Image credit: porschelinn
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2 THE SUPER STRESS ERA
DRIVERS
Life gets more stressful: The threat of terrorism has increased around the world; the weather is getting
wrought havoc with economies. At the same time, factors like hyper-speed technology and high-stakes competitiveness are
making daily life more challenging.
Prolonged economic challenges: With the global downturn still a grim reality, many people continue to face a daunting

In a survey we conducted in the U.S. and U.K. in November, the top three stressors cited by respondents were economic:
state of the economy (70%). In addition, half the sample pointed to their job and their family’s job security as contributing
to their stress, and 4 in 10 said their own job security stressed them out. (See Figure 2A for a full list of stressors on
page 20; for country breakdowns, see Appendix, Figures 2C-D.)
Always-on culture: Constant connectivity can
be both blessing and curse. Today’s always-on
world feels more fast-paced and pressured
than ever. Our work demands constant
attention—late night pings on smartphones,
early-morning Skyping with global partners,
reading reports on mobile screens while on
the go—and there are fewer places beyond
the reach of Wi-Fi or mobile reception.
Simply cutting off email lowered the stress
levels of 13 employees of a U.S. Army
experiment conducted in 2012 by a professor
at the University of California, Irvine.
“People said they felt liberated,” she told
the Los Angeles Times.

I think social media increases stress.
… When you consider the bandwidth
that’s now required to take in the
amount of information out there …
it’s a blessing and a curse.”

Beyond work, people want to be in the know, which is
harder than ever to achieve with exponentially more
video to watch, posts to read, goods to sift through,
etc. Digital media’s immediacy is giving our social and
recreational lives a “get things done” quality once
—DREW RAMSEY, assistant clinical professor of psychiatry,
reserved for work. Increasingly it feels like there’s no
Columbia University; co-author, The Happiness Diet
time in the day to simply relax and reset. Three in 10
of our survey respondents cited keeping up with life online (e.g., emails, social media posts, etc.) as contributing to their
stress levels on a regular basis; at 43%, Millennials were more apt to say this.
Hyper-competition: Consumers are feeling increasingly driven to get and keep an edge in the career marketplace, social
circles and life in general due to the relentless pressure of social media and the economy, among other things. And in our
always-on world, it feels like there’s always something more you can be doing to retain a competitive advantage.

Image credit: devinish
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2 THE SUPER STRESS ERA
DRIVERS (cont’d.)
Urbanization: The global population is clustering into
cities. Today more than half the world’s population lives
in cities, compared to less than 40% in 1990, and this
up stress thanks to overcrowding, crime, lack of green
space, pollution and sensory overload—and as urban areas
boom, they will only get more packed with people and
cars, noisy, polluted and dangerous. Among our U.S. and
to their stress levels on a regular basis, 39% said noise
and 34% cited pollution. (See Figure 2A on page 20; for
country breakdowns, see Appendix, Figures 2C-D.)
Living in crowds has been shown to affect the parts of
the brain that deal with stress and emotion, according
to recent research; people born and raised in cities
are more likely to suffer from anxiety, depression and
schizophrenia. By the same token, exposure to green
spaces has been shown to lower stress.

As we develop into more urban
living, there tends to be both more
opportunity and more stress. Just
think about the subtle stressors:
rushing and competing with other people for
limited resources. This is the urban existence, and
it is stressful. That’s why there’s such a thriving
wellness industry within urban environments. If you
yoga studios.”
—DREW RAMSEY, assistant clinical professor of psychiatry,
Columbia University; co-author, The Happiness Diet

The paradox of choice: We live in a world of abundant options, from the array
of life choices open to us today to the seemingly limitless goods available online.
“Choice overload can make you question the decisions you make before you even
make them, it can set you up for unrealistically high expectations, and it can
make you blame yourself for any and all failures,” reads the book description
for The Paradox of Choice, by psychology professor Barry Schwartz. “In the long
run, this can lead to decision-making paralysis, anxiety, and perpetual stress.” Among the American and British adults
Figure 2A; for country breakdowns, see
Appendix, Figures 2C-D.)
Spread of Western lifestyles: The high-stress lifestyle of the West is rapidly moving East. Emerging markets are seeing more
of the pressures to achieve and perform that cause stress in the West, along with a rise in behaviors that only exacerbate
stress: poor sleeping habits due to longer and more erratic work hours, poor eating habits as convenience and fast foods
become more accepted, and more sedentary lifestyles. And while development has improved the lives of many, keeping up
with the rapid pace of change that emerging regions are experiencing can be highly stressful.
China has perhaps undergone the most change among developing markets, and it’s also the world’s most stressed country,
highest in India, where close to 9 in 10 women said they felt stressed most of the time. One theory is that while women’s
set of responsibilities.
Distrust in institutions: People have been steadily losing trust in institutions as they see more and more instances of
ineptitude and misdeeds among government bodies, corporations and even religious organizations, in some instances.
corporate bailouts and a great deal of disillusionment with political leaders. Relying on big institutions increasingly
seems like a mistake, leaving people with little sense of security.

Image credit: RapidEye
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FIGURE 2A:

Stressors
Percentage of American and British adults who say the following factors
contribute to their stress levels a lot or a little on a regular basis
Millennials (18-34)

Gen Xers (35-47)
74

Cost of living

75%

76
75

75%

71

25

Crime in my
community

36
37

70%

70

Retirement

41

68

41

64%

71

36

62

62%

62
61
66

Family life

58%

61
50

55

The highly
competitive
job market

22
35

The threat
of terrorism

35%

35
35
35

53%

56

Pollution

34%

36

54

32
67

My job

55

50%

63
32

Nonromantic
relationships

34%

32
22

52
Workplace
relationships

47%

49
43
55

My family’s
job security

Achieving
a work-life
balance

My current
job security

38%

48

47

My country’s
political situation

39%

41

Noise

57

Diet and health

39%

37

73

Making the right
life decisions

40%

42

64

The current
state of the
economy

41%

45

43

81
75

65

Romantic
relationships

48%

55
40
58

43%

51
28
55

41%

50
27

50
16
40

Climate
change

Keeping up
with life
online

Overcrowding
in cities

33%

44

30

33%

32
43
31

30%

22
36
34

29%

22

62
Social life

43

41%

28
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2 THE SUPER STRESS ERA
DRIVERS (cont’d.)
Rising awareness of how stress affects health: The World
Health Organization has called stress the worst health
epidemic of the 21st century. Among our U.S. and U.K.
survey respondents, nearly 9 in 10 agreed that stress is a
who’s developed serious health issues as a result of stress and
43% have developed serious health issues themselves due to
stress. (See Figure 2B; for country breakdowns, see Appendix,
Figures 2E-F.)
Several of the ways in which stress negatively impacts health:
Nearly 85% of human illnesses and diseases can be
attributed at least in part to stress, and two-thirds of all
doctors’ visits are due to a stress-related illness, according
to the American Academy of Family Physicians.
People who feel stressed are 27% more likely to be
diagnosed with, hospitalized for or die from coronary
heart disease, according to a September article in The
American Journal of Cardiology. People with stressful
jobs are at notably higher risk for heart attack, according
to a pan-European study published in The Lancet in
September. Meanwhile, the bump in heart disease risk
a day, according to Donald Edmondson, a professor at
Columbia University Medical Center. And extremely

FIGURE 2B:

Stress as a serious health issue
Percentage of American and British adults who agree
Stress is a serious
health issue

87

Stress should be taken
more seriously as a health
issue than it is now

86

Stress should be taken just
as seriously as other health
epidemics, like obesity
I know someone who has
developed serious health
issues as a result of stress
I have developed
serious health issues
as a result of stress

88

63
47
43

Stress is the driver of most diseases,
and stress can also create disease,
because of the continued change in
hormones and the imbalance of the
system. And continual research,
amazing research, is showing us stress affects our
health in really almost everything.”
—KATHLEEN HALL, founder and CEO, The Stress
Institute and The Mindful Living Network

a 2012 study by the Mayo Clinic and insurance company

People who were more stressed out and anxious about everyday stressors were more likely to suffer from chronic health
conditions 10 years later than people who handled stress better, according to a fall 2012 study from Pennsylvania State
University.
Cost burden of stress:
issue. “Various studies have shown that chronic stress is a major driver of chronic illness, which in turn is a major driver of
escalating health care costs,” noted Norman B. Anderson, CEO and EVP of the American Psychological Association, in a press
release for the January 2012 report “Stress in America: Our Health at Risk.”
In the workplace, stress not only impacts overall employee health and productivity but tends to negatively affect the quality
of customer service and work relationships. In terms of reduced productivity, stress is estimated to cost businesses up to $300
billion a year in the U.S., £15.1 billion in the U.K. and AU$730 million in Australia.
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MANIFESTATIONS
Stress rising around the world: Studies show that stress is rising, especially among workforces around the
world, with many employees working longer hours or stuck in jobs they dislike, lacking alternatives.

increased stress levels versus a year ago. Women were more likely
than men to report an increase (49% vs. 42%), and Millennials were
vs. 42% and 40%).

according to researchers at Carnegie Mellon University. Their
2009 study found that reported stress increased 18% for women
and 24% for men between 1983 and 2009. And 39% of respondents
to an American Psychological Association study said their stress had
increased over the past year; 44% said their stress had increased

or have to let them go, somebody has to take on those
extra jobs or those extra tasks
that have to be done. And,
second, [there are] unrealistic job expectations. … Third, the problem with work and
jobs and stress is [many] people believe they
work too long hours.”
—KATHLEEN HALL, founder and CEO, The Stress
Institute and The Mindful Living Network

In England, hospitals saw a 7% increase in the number of admissions for stress between June 2011 and May 2012, according
to the Health and Social Care Information Centre.

to enjoy anything due to the stress of everyday life and the feeling of being constantly reachable.”
Roughly half the global workforce said they were more stressed than last year in a September 2012 study commissioned
stress increase.
British workers, many of whom have been working more hours than normal in the past three years, are “often experiencing

did 47% of companies in the Europe, Middle East and Africa region.

high levels of stress at work, with extreme fatigue and
feelings of being out of control, and 39% listed their
workload as their top cause of stress, according to an
October 2012 survey from ComPsych, a provider of
of the American workforce is burned out, and my
concern is that’s rising,” said Richard Chaifetz, CEO of
ComPsych, in USA Today.

Image credit: kholkute
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2 THE SUPER STRESS ERA
MANIFESTATIONS (cont’d.)
Marketers responding to stress: As stress increases and as awareness of its impact on health rises, brands
will look to alleviate or avert people’s everyday pressures. Some pitches will be more believable than others (and that may be
dependent on category). When we asked survey respondents what kinds of brands could play a role in reducing or preventing
and country breakdowns, see Appendix, Figures 2G-I.) Some examples of marketers that are addressing rising stress levels:
The North Face: For Chinese white-collar workers in megacities such as
Beijing and Shanghai, the drive to succeed has led to intense pressure
and long working hours in sedentary day jobs. Outdoor brand The North
Face created a campaign advocating that people escape—if only for a
weekend—to nature.
In a humorous manifesto spot, urbanites are encouraged to literally drop
everything in their hectic lives and retreat to the great outdoors, taking

strolling out. “Your life deserves another possibility,”
the voiceover concludes. “To discover. To release. To
gain. Go wild.”
Twinings: In a U.K. campaign that launched in 2011,
animated commercials for this tea brand feature
a woman navigating a small boat through stormy
seas or climbing a fog-covered mountain. Eventually
she lands safely on shore or emerges to the clear
summit and re-centers herself over a cup of tea.
The tagline: “Twinings gets you back to you.”
Thomson holidays: In the U.K., Thomson positioned
a vacation as a way to escape always-on culture:
“Never enough hours in the day, not enough days in
the week,” says a voiceover as we see images of families relaxing and kids swimming. “Everyone wants a little piece of you.
It’s time you stopped, switched off, forgot about time.”
Stress-reduction food and beverages: A relatively new category of beverages that claim to reduce stress contain
ingredients such as kava root, L-theanine (an amino acid found in tea plants), melatonin (a hormone) and the herb valerian,
variously said to ease anxiety and aid sleep and relaxation. Nearly 400 relaxation drinks were on the market as of 2011,
according to an IBISWorld report, among them Mini Chill, iChill, Drank, Vacation in a Bottle and Slow Cow, which refers to
itself as the “anti-energy drink.”
The U.S. market for relaxation drinks was worth $521 million in
2011, and Nielsen expects 20% annual growth through 2013; other
analysts forecast sales of seven relaxation drinks for every 10
energy drinks within the next year.
In the food category, U.K.-based Pulsin’ sells the Bliss Bar, intended
“to prepare mind and body for a stressful daily routine” and made
with ashwagandha root and maca (a medicinal plant).

Image credits: The North Face; Twinings; Slow Cow
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MANIFESTATIONS (cont’d.)
Quiet products:
avenue into the stress-reduction market. Noise-canceling headphones from Bose and Sony, for instance, remove ambient

to reduce noise. Its supporters include Lexus.

In our stressful lives we are surrounded by a cacophony of sound
that we have no power to stop. The louder the noise around us the
more energy we waste to overcome it, and it is getting worse day
by day. If we don’t do something about this soon, our ability to hear the subtle
—Quiet Mark website
sounds around us will disappear.”

Airports address stress: Airport
travel has become a more

response, airports are giving
travelers more ways to destress. Flyers can practice yoga
at San Francisco International
Airport’s yoga room, opened in January 2012; unwind in
rocking chairs at Boston’s Logan Airport; or do some trail
walking through Minneapolis-St. Paul’s airport. Singapore’s
Changi Airport provides complimentary rest areas.

Stress-reduction apps: Neuroscientists from MIT launched
the startup Neumitra to develop Bandu, designed to help
its users reduce their stress. A person’s stress level is
monitored through a watch, and if the level rises above a
certain point, an alert is sent via the mobile app. The user is
then given tips on how to relax. Neumitra, whose investors
aiming to raise $250,000 through an Indiegogo campaign for

More basic stress-reduction apps include Deepak Chopra’s
Stress Free, a six-week interactive, online course coached
by Chopra that’s available via iPhone; TranquiliCity, which
guides people in New York City to spots where they can
retreat and relax; Stress Tracker, “an all-in-one personal
relieve your daily stress”; and GPS for the Soul from The
will measure stress indicators and provide remedies that
help users “gain a sense of balance.” The latter is a part

all 13 of the online newspaper’s lifestyle sections—from food to travel to parenting—will run at
least one post daily on the topic.
The Break Club: The Break Club in Buenos Aires relies on a tried-and-true way to relieve stress:
letting off steam by smashing things. Protected by safety goggles, customers pay to break stuff, from
bottles to computers. Afterward, they can reboot in a relaxation lounge, complete with music and
comfy sofas.

Image credits: Mitsubishi; afagen; Bandu; The Break Club
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MANIFESTATIONS (cont’d.)
Cat cafés: Pets have long been linked with stress reduction. In
everyone to forget about their jobs and relax,” the owner of Calico, one such café, told
Reuters several years ago. Calico is home to about a dozen cats that visitors can pet or
simply watch. A cat café recently opened in Beijing.
Workplace well-being programs: Wellness programs are not new to the workplace, but
an emphasis on stress reduction has heightened in recent years with the introduction of
things like workplace yoga, free massages and stress-reduction workshops. For example,
Deepak Chopra’s Workplace Wellbeing, launched in September, offers customized
programs to assist businesses and organizations in managing employee stress and helping
them achieve a better work-life balance.
Last February, health insurer Aetna launched two stress reduction programs for the
workplace, designed to reduce perceived stress levels and improve ability to respond
to stress: Mindfulness at Work teaches short mindfulness practices that “target workrelated stress and work-life balance,” while the Viniyoga Stress Reduction program
teaches people how to manage stress using yoga postures, breathing techniques, guided relaxation and mental skills. Both
need for programs that help people reduce stress as part of achieving their best health,” Aetna Chairman and CEO Mark T.
Bertolini said in a press release.

Since companies rely on people working optimally, there is a role for occupational health
programs. And there’s a payoff. If you look at companies that incorporate wellness programs,
are happier.”
—DREW RAMSEY, assistant clinical professor of psychiatry, Columbia University; co-author, The Happiness Diet

WHAT IT MEANS
Since most of the factors making life more stressful will endure for the long term, and some will become more widely felt,
numerous. Increasingly, we’ll see stress as a global epidemic, much like obesity.
For marketers, a more stressed consumer may mean a different approach to communications and content or new variations on
how to stop a baby from crying, etc.) to mindless mobile games that provide a bright spot in a tough day. They can reframe
messaging to acknowledge consumer stress and provide ways to combat it. Consumers will be seeking more balance in their

Position products and services as stress-reducing: Brands can become catalysts for stress reduction, including brands
outside the typical categories that emphasize well-being and relaxation like health and wellness. For example, with the
introduction of relaxation drinks, the beverage industry has added a new category around stress reduction. North Face
is selling its brand as a way for Chinese workers to de-stress, helping them escape to nature, rather than centering its
message purely on the apparel itself. And many marketers position products or services as stress-reducing in that they help
the consumer save time.

Image credit: Barbarella - The Mad Cat Lady
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WHAT IT MEANS (cont’d.)
Helping people to unplug and take a break from
technology is another way for brands to reduce consumer stress—even
tech brands themselves. For instance, in June, Apple introduced a “Do
Not Disturb” option for the iPhone; once activated, it ensures the phone

through). Similarly, an app from Swedish telecom Telia disables Web
access for a set period of time. McDonald’s Arabia declared Sept. 28 to
family time.
With more apparel that embeds electronic sensors, we will likely see
gear and gadgetry that quite literally responds to consumer stress. These
products will monitor physical signs of stress to help alert people to rising
stress levels in real time and provide actionable ways to address those
symptoms. The Bandu app under development by neuroscientists from MIT
shows the potential here, monitoring stress levels via a watch worn by the
consumer and then sending alerts to a smartphone.
Marketers can also help to cut consumer stress through personalization
or curation: Instead of providing endless options, they can offer a
limited choice based on the individual’s preferences or habits or on the
brand’s trusted experts. For instance, Just Buy This One, from social
commerce site Reevoo, is a product recommendation service that
spotlights just one choice for each price point (low, middle and high) in
11 categories based on thousands of customer reviews.
Position products and services as the least stressful
option: Brands oftentimes contribute to consumers’
and air travel. When there’s high potential that
a customer is easily stressed out by the category
generally, there’s opportunity to reframe the
something unpleasant. In the U.S., for example,
a commercial for West Coast institution FirstBank
comically demonstrates how stressful it can be to apply for a mortgage. The bank positions itself as the easier
alternative, with an “anti-pull-your-hair-out-steal-a-bus-and-jump-in-front-of-it mortgage.”
Position products and services as alleviating symptoms of stress: Highly stressed people tend to suffer from various
symptoms, including poor sleep, overeating, headaches, fatigue and muscle tension. In turn, sleeping and eating well can help
the body better handle stress. While brands may not be able to reduce consumers’ stress, they may be able to address the

releases endorphins and helps to burn cortisol, the stress hormone.

Image credits: Apple; Reevoo; FirstBank
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WHAT IT MEANS (cont’d.)
Add surprise and delight into a stressful day:
increasingly anxiety-inducing feature of urban life. In 2011, Coca-Cola set about to “transform long faces into happy faces”
(drivers could tune in to the soundtrack on their car radios) and workers
dressed as old-fashioned cinema attendants delivering popcorn and Cokes
to cars. Coca-Cola has made these types of fun surprises a habit in its
“Happiness” campaign.
Another example comes from Dutch airline KLM, which has also emphasized
a “happiness” theme, but in an inherently stress-provoking category.
A campaign designed to commit “little acts of kindness to brighten a

Be there at high-stress times: During crises, when consumers are at their
most stressed, be part of the solution, where feasible for your brand. For
instance, at a time when consumers are most anxious for information,
keep them up to date through social media. After Hurricane Sandy, New
York utility Con Edison won kudos for “preventing panic, one tweet at
of its public affairs team monitoring Twitter around the clock for days,
providing safety tips, updates on when power might be restored and
responses to about 80% of individual queries. Con Ed’s followers ballooned
from 800 to upward of 22,300 in under a week.
Another example: Tide’s Loads of Hope program, which involves mobile
Laundromats traveling around after a disaster to satisfy the need for clean
clothing. “As we’ve learned, sometimes even the littlest things can make a
big, big difference,” touts the website.
Target a range of consumer groups: Marketers have long acknowledged
that working mothers have highly stressful lives, targeting them with
messages around making their lives easier and stress-reducing products
and services. But today almost everyone is under stress, with the drivers
tending to vary between generations and genders. (See Figure 2A for a
full list of stressors by generation; for country breakdowns, see Appendix,
Figures 2D-E.)
Marketers can tap into consumer stress no matter what demographic they’re addressing and acknowledge the particular

Help reduce employee stress:
plane on the tarmac via emergency chute may be an extreme example, but there are many ways in which stressed employees
can embarrass a brand, whether it’s with short-tempered customer service or an agitated tweet. Helping to reduce employee
stress will improve the overall well-being of the workforce and, ultimately, its performance and brand stewardship.

Image credits: Coca-Cola; Con Edison; Tide
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THOUGHT STARTERS

How can your brand be a leader in and catalyst for
stress reduction, both internally and externally?
How can brands help raise awareness of stress
reduction while being part of the solution, rather than
aggravating the problem?
If your brand isn’t already a part of the stress-reduction
initiatives could you develop while still staying true to

Are there certain groups you may have overlooked that
as it relates to stress reduction?
Are there ways for your brand to add an element of
surprise and delight to a consumer’s day to help ease
any angst they’re feeling? Or an employee’s day?
How can you help make the workplace less stressful for
employees? Is your brand taking any steps or developing
any stress-reduction programs? And how will this
translate to the consumer experience?

RELATED TRENDS*

Disappearing
Downtime &
Downspace

Recessionary
Living

THE SUPER
STRESS ERA
Outsourcing
SelfControl

Searching
for Stability

De-Teching

*See Appendix for more on Related Trends.
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3

INTELLIGENT
OBJECTS

Everyday objects are evolving into tech-infused smart devices with
augmented functionality. As more ordinary items become interactive,
intelligent objects, our interactions with them will get more interesting,
enjoyable and useful.

Image credit: martin.mutch
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DRIVERS
Shrinking technology: Advances in nanotechnology and microprocessing (and falling costs) are enabling
manufacturers to continue shrinking microprocessors, wireless communication chips and other tech components so that
chip that’s smaller than a grain of sand. (RFID chips can transmit information when placed close to scanners, functioning like
barcodes.) How much smaller can things get? IBM is developing transistors made up of microscopically tiny carbon nanotubes.
Smart fabrics: Shrinking tech components are in turn enabling the development of high-tech textiles, leading to smart
wearables. Adidas-owned Textronics, for instance, produces a fabric-based system that monitors body motion like respiration
and heart rate. Photovoltaic fabrics generate electricity when exposed to light. Stretchable circuit technology enables smart
bandages, which monitor the healing process by detecting certain proteins in wounds. Global Industry Analysts forecasts that
the global market for interactive textiles and smart fabrics is set to reach $2.6 billion by 2017.
Tech’s cool factor: Technology has gone from geek to chic. Noted British designer Hussein Chalayan debuted pixelated
LED dresses and frocks with lasers in 2007. Most recently, Diane von Furstenberg sent models down the runway wearing
Google’s prototype high-tech eyeglasses during New York Fashion
Week in September.
Demanding digital natives: Weaned on technology, Millennials and
Gen Z have come to expect teched-out experiences in all parts of
and expect high-tech functionality like wireless Internet, digital
displays and social networking capabilities.
Eat, Pray, Tech: One of our 10 Trends for 2011, this is the idea that
high-tech devices and services have become as integral to people as
food and clothing. In an interconnected, tech-driven and -enabled
marketplace, the latest technology is more than just a luxury or a
guilty pleasure.
Increasingly, technology feels indispensible—a
digital security blanket of sorts. Looking ahead,
people will seek to embed tech more deeply into
(or closer). And with touch screens and voice
recognition, tech-based interactions become more

Continuously connected: People increasingly
expect to remain continuously in the know
and connected, with relevant information and
updates available anywhere at any time. “Smart”
items can relay real-time data in a range of
environments (cars, bikes, homes, retail) and via a range of platforms (eyeglasses, grocery carts). And in some cases they also
enable sharing to social networks, another relatively new expectation.

Image credits: DVF; Spree2010
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MANIFESTATIONS
Intelligent objects, from ski goggles to scales to socks, can communicate wirelessly with tech devices
(generally smartphones) and/or the Internet by way of embedded technologies like microprocessors, RFID and Bluetooth. In
many instances, owners sync the item with their smartphone, which acts as a remote control, a data hub or both.
Wearable tech: From sportswear to underwear and glasses to gloves, apparel is gaining new tech-enabled functionality. In
other novel applications as well. IMS Research forecasts that the global market for wearable wireless devices—a category that
includes medical devices that track heart rate, glucose levels and other vital signs—will reach $6 billion by 2016.
Eyewear: Putting data right at eye level inserts a digital
overlay into our view, theoretically at just the right
moment. The tagline for Google’s glasses encapsulates
the idea: “We think technology should work for you—to
be there when you need it and get out of your way when
you don’t.”
Google is packing smartphone
functionality into spectacles
with its futuristic Google Glass
product, expected on the market
by 2014. Current prototypes
of the glasses feature a built-in microphone, camera,
speaker and screen, and they can be used to make
calls. They also layer information onto the physical
world using augmented reality—in theory, users will
be able to pull up data about their surroundings as
they navigate the world. For instance, when the
user is in a store, the glasses would identify products
and automatically display info such as nutritional
information, consumer ratings or complementary items.

you what you need at that point in time;

are ready for it.”
—CAROLINA MILANESI, smartphones and tablets
analyst at Gartner, “Wearable technology: a vision
of the future?,” The Guardian, July 18, 2012

technology] is this idea of being
discreet. … Rather than taking out
launching the app and checking in,
why not wear something that you can easily wave in
your hand or tap it very discreetly and check in?”
—JENNIFER DARMOUR, design director, user experience,
Artefact, a technology product design company

In November, headset maker Vuzix announced plans to
launch the M100 smart glasses in mid-2013. Set to retail
GPS, Wi-Fi, Bluetooth and a small display, allowing users
to view video, text messages and emails, listen to audio
and so on. Also in November, Microsoft was granted a
patent on its own augmented reality glasses.
Designed for skiers and snowboarders, Oakley’s new
Airwave goggles use GPS sensors, Bluetooth and a display
to provide information on the slopes. Skiers can see their
speed, location, altitude and distance traveled, and can
also read text messages or emails on the screen. The
companion app provides 600 maps showing ski-resort trails
and includes a “buddy” setting to track friends or family
using the Airwave.

Image credits: Google; Oakley
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MANIFESTATIONS (cont’d.)
Microsoft is collaborating with University of Washington researchers to create contact lenses that
transmit information directly to the eye. For instance, a prototype lens incorporates a sensor that detects glucose levels
and interrupts the wearer’s view if levels rise above normal. The product has no launch date as yet.
Sportswear:
clothing that embeds various sensors. Users can then modify their workouts or behaviors based on the feedback.
The Nike+ FuelBand, launched in January 2012, is a wristband that monitors
the user’s physical activity and provides stats via an app. Similarly, UP by
Jawbone is an app-synced wristband that monitors sleep patterns, meal
consumption and movement, and vibrates to notify users when they’ve been
inactive for too long. Larklife, which is
available for preorder, is a similar sleek
wristband that tracks the user’s activity.
Garments like Under Armour’s E39 shirt and
Adidas’ miCoach bra embed sensor packs
that track data such as heart rate, skin
surface temperature (in the case of the
former) and calories burned (in the case of
the latter). Underwear from Finnish brand
Myontec features sensors that detect muscle
movement, allowing wearers to track how hard
they are working.
Nike pioneered smart footwear in 2006 with the original Nike+ Air Zoom Moire
shoe, which accommodated an optional sensor that tracked movement and could
be synced with the wearer’s iPod nano. Nike’s latest range of “smart” shoes collect
data from four pressure sensors and an accelerometer, recording distance traveled,
number of steps and jump height over time. Users can sync this information with
the Nike+ online platform, tracking and sharing their results in real time.
Fashion: Technology is taking a turn for the stylish as designers experiment with ways to integrate complex electronics with
chic style. For instance, dresses that display tweets in real time: Bloomingdale’s and Microsoft debuted a prototype during
New York Fashion Week in September, while former Pussycat Dolls member Nicole Scherzinger recently sported a dress that
displayed tweets via 2,000 built-in LED lights.
Replay’s Social Denim line, set to launch in December 2012, lets the wearer share
social media updates. A device in the jeans’ vinyl pocket communicates with the
user’s phone; by clicking on it, the user can share his or her mood (choosing from
among eight options) with Facebook or Twitter networks.
In February, Vodafone partnered with high-end leather goods brand Tusting and
designer Richard Nicoll to create a prototype battery-powered handbag that can
charge a smartphone. An internal pocket for the phone provides extra juice on
incoming calls.

Image credits: Nike; Under Armour; Nicole Scherzinger; Richard Nicoll
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Even gloves and socks are getting high-tech. Hi-Fun weaves
new hi-Call gloves, available in Europe. The glove is synced with a phone
by Bluetooth, allowing the user to “talk through your hand”; capacitive
technology in the fabric also let users control a phone’s touch screen. And RFID
tags in socks from BlackSocks identify each sock according to its unique tag.
Owners can then use an iPhone app to ensure socks are correctly paired and
even use the phone’s camera to measure a sock’s blackness, to see whether it’s
overly faded and needs replacing.
Smart transport: The next generation of vehicles have been termed “computers on wheels.” They come with touch-screen
displays, sensors, wireless Internet and Bluetooth, syncing with phones or even the local garage, collecting and offering up
relevant data, enabling easy access to entertainment, and even taking on some driving responsibilities. A few prototype
projects show that bikes too can be made “smart.”
Automobiles: Intel forecasts that by 2014, cars will be
one of the three fastest-growing market segments for
connected devices and Internet content. According to ABI
Research, around 1 in 10 cars shipped globally currently
features a connectivity system, a percentage that will
grow to 6 in 10 by 2017.

The car is a rich source of real-time data,
and when combined with the processing
power available in the cloud, it could
become the smartest device you will ever own.”
—PAUL MASCARENAS,
Research and Innovation, Ford press release, Nov. 5, 2012

Examples include Ford’s SYNC platform, jointly launched
with Microsoft in 2007. The version in Ford’s 2013 Fusion,
for instance, can connect with drivers’ smartphones,
allowing them to initiate calls by voice, automatically
calling 911 in an emergency, and providing vehicle health
reports with diagnostic data and recommended solutions.
SYNC also offers local business listings, turn-by-turn
directions and an 8-inch touch screen that can stream
video from a digital camera or gaming system. Honda
offers HondaLink, which can read drivers their favorite
audiobook, switch to preferred stations on Slacker Radio
and access social media feeds.
“Toyota Friend,” which launched in Japan in 2012, is a
social network of sorts that connects customers with their
cars, dealerships and Toyota HQ. Owners can “friend”
their vehicle, getting information such as lifetime mileage,
battery charge and fuel level. The car can also alert owners
to issues such as low battery power or tire misalignment via

Intel launched a $100 million Connected Car Fund in February 2012 in a bid to develop “new in-vehicle infotainment
solutions, seamless mobile connectivity, compelling applications and advanced driver assistance systems.”

Image credits: hi-Fun; Ford; Toyota; Honda
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In addition to connectivity platforms, autonomous driving features are also making cars smarter,
enabling drivers to cede some responsibilities to the vehicle. Automakers including Ford, Lexus, Lincoln and Toyota offer
self-parking systems that connect sensors with power steering, allowing a vehicle to parallel-park itself. From 2014, the
radar and/or video recognition to warn drivers when they’re too close to other vehicles and automatically engage the

And Toyota is exploring systems that allow vehicles to communicate with each other and

Bikes: The Copenhagen Wheel, a partnership between Ducati Energia and MIT, is a
prototype Internet-connected bicycle. It includes a sensor that can detect carbon
monoxide emissions, noise, ambient temperature and relative humidity, among other
things, and relay this information to a smartphone.
Cyclists can opt to share this real-time data with city
authorities and use it to map faster or healthier rides,
track their mileage and so on.
In May, Audi debuted the concept Wörthersee e-bike,
which has built-in Wi-Fi and a touch screen from which
riders can control the bike’s settings and see distance
covered, speed, energy consumed, slope angle and so
on. The Wi-Fi connects with a user’s smartphone, which
can lock the bike and upload its data to social media
sites in real time.
Smart homes: The domestic sphere will become populated
with devices that can operate autonomously, collecting and
transmitting relevant data with the aim of better managing
energy use, helping people run their households more
remotely or simply adding fun elements of interactivity.
Juniper Research expects the global smart home
market to expand from $25 billion in 2012 to $60
billion by 2017.
Mobile monitoring services: Telecom
providers are offering remote-monitoring
services that allow consumers to track their
home and control devices from afar. AT&T’s
Digital Life, which launched in Atlanta and
Dallas in 2012, lets people control their homes
remotely (turning on lights, adjusting the temperature, locking doors, etc.) using a mobile device or Web browser. Users
can also link household functions—for instance, prompting the thermostat to switch on and the blinds to rise when the
front door is unlocked. The system sends an alert via SMS or live streaming video if it detects a break-in, smoke alarm
or other emergency. Vodafone and IBM recently demonstrated a similar service that can control devices like washing
machines remotely.

Image credits: Copenhagen Wheel; Audi; AT&T
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Smart appliances: The next generation of smart appliances offers
intelligent energy management and features like touch-screen displays and gesture
control. At the 2012 Consumer Electronics Show, LG and Samsung each debuted Internetconnected fridges featuring LCD screens and systems that help owners keep tabs on the
location and even the expiration dates of food inside. Samsung also launched its Smart
Energy Management system, which helps owners lower utility bills by determining the
optimum time of day to use appliances and when the house should automatically switch
to solar or stored power; it also lets owners turn appliances on or off remotely.
Other recent innovations include the Nest “learning thermostat,” which uses sensors and algorithms to detect when owners
include the Smart Thermostat from Canadian company Ecobee and Honeywell’s Prestige 2.0 Comfort System, which both
require professional installation.
Smart light bulbs: Available since October for $199, the Philips Hue
is a smart bulb that lets users personalize their lighting settings, set
illumination schedules and even follow “Light Recipes,” which match
the mood of the house or room at different times; this is all done using
a companion mobile app. The LIFX bulb, launched in September on
also adjust and program with a mobile app. The light can also be synced
with music on a user’s mobile device.
Smart health: Sensors in everything from connected toothbrushes to pills
can collect physiological and/or usage data and transmit this to a network of
devices, giving medical professionals precise and real-time updates on patients.
Smart health devices are also getting more
consumer-friendly, allowing patients to
manage more of their own care and take a
more proactive approach.
Proteus Digital Health, ingestible sensor:
California-based Proteus has developed
an ingestible sensor, roughly the size of
a grain of sand, that tracks medication
intake, helping doctors determine
whether patients are taking pills as
sensor on the patient’s skin. The U.S. Food and Drug Administration approved the
pill in July. Proteus aims to develop the technology further, with sensors gathering
critical health data from inside the body.
Beam Brush:
incentivize brushing. Users of the $50 toothbrush can seamlessly share information with medical professionals and other
interested parties.

Image credits: Samsung; Philips; Proteus; Beam Technologies
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Wireless scales: Scales from Withings and Fitbit
connect to a home Wi-Fi network and upload data on weight, body
mass index and body fat percentage to an online account. Users can
also access this information on a smartphone.
Smart bandages: A knee bandage developed in 2011 by researchers
in Germany incorporates sensors that measure joint movement and
pressure, providing doctors with information about how well the knee
is healing. A professor at the University of Illinois has developed a
prototype bandage with ultrathin sensors that can detect if a wound
is infected.
Smart retail: From carts to hangers to clothes, the retail environment
is adding smart elements to assist shoppers or make their experience
more dynamic.
Smart carts: Grocery chains including Pão de Açúcar in Brazil and
Whole Foods in the U.S. have experimented with “smart” shopping
carts, some of which have featured LCD screens, small computers,
motion-sensing technology and GPS. In the case of the Whole
Foods cart, shoppers can upload grocery lists to the cart, which
then follows as they walk around the store. Based on a consumer’s
stated preferences, the cart can spotlight questionable choices—for
instance, alerting the shopper that a product contains gluten. As
goods are added, the cart automatically scans barcodes and checks
items off the list, eventually completing the checkout process
automatically.
Burberry’s RFID store:
has added RFID tags to every item, enabling digital mirrors in
changing rooms to show shoppers additional information, such as a
video on how the item was worn on the catwalk.
Smart hangers: In April 2012, the Brazilian branch of clothing retailer C&A updated the traditional clothes hanger, turning it
are associated with the corresponding item.
Smart packaging: This usually involves conductive circuits placed directly on the packaging, with applications ranging from
better inventory control or security for manufacturers to real-time functionality for consumers. Beyond RFID, this includes
items such as talking pizza boxes, testers on batteries and reprogrammable decoration on
smartphones. The market for these kinds of technologies is estimated at just $28 million
currently but is expected to grow to almost $1.7 billion in a decade, according to IDTechEx.
Coors, Two-Stage Cold Activation: Launched in 2011 for Coors Light, this technology
visually alerts drinkers when a beer reaches the ideal temperature—images on the Coors
bottle or can turn blue, indicating it’s just cold enough.

Image credits: Fitbit; Chaotic Moon; Burberry; Coors
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Strongbow, StartCap: A prototype RFID bottle cap for this cider brand
becomes a trigger in RFID-equipped spaces. Once drinkers open the bottle, the chip signals various
events, like starting up music or checking in the user via social media. The StartCap is expected to
launch at events in Europe.
Vorbeck Materials and MeadWestvaco, Siren: Debuted at Home Depot and other major retailers
in early 2012, Siren is a loss-prevention device that sets off an alarm on products if they are cut,
torn or stolen. The technology is embedded directly within the package, unlike anti-theft products

WHAT IT MEANS
While advanced technology is at the core of Intelligent Objects, ultimately the goal is to make the tech invisible and the user
they can act autonomously—people may need to be eased in to the experience.

potentially attracting new cohorts in the process. This will mean new communication platforms for brands as their products
take on personalities—and a new challenge for marketers. It will also mean new streams of data, which can be used to better
cater to consumer needs.
Design around the consumer, not the technology: Technology is evolving from a clunky add-on, becoming more seamlessly
integrated into or layered onto our lives. Intelligent Objects should put the consumer at the center, adapting to how people
naturally behave rather than making users learn new behaviors. (Voice and gesture recognition, for instance, are more
intuitive technologies that are becoming more commonplace.)
And while the technology might be the primary selling point, consumers have
other key concerns too, such as design and comfort. “When you’re wearing
technology, you want it to look good and be cool and be comfortable,”
notes designer Jennifer Darmour, who heads user experience for Artefact,
a technology product design company. One of the chief reasons the Nest
“learning thermostat” got so much buzz when it launched was its sleek design.

It’s not the human
that needs to
learn how to use
technology but the
other way around.”
—VLAD TRIFA, co-founder and chief

says CNET.)

company that makes products “smart” by
connecting them to the Internet

While people will come to expect products that do more—that are attuned to
them or their environment, controllable by remote, interactive, etc.—it will
be a slow transition to full consumer acceptance of objects that perform tasks
automatically and independently. For one thing, while Intelligent Objects should make the consumer’s life easier, they also
require ceding some control. The driverless car that Google is working on, for instance, would theoretically make driving safer
but require a leap of faith on the consumer’s part.
User design that understands how consumers feel about Intelligent Objects will thus be important. “We’re not used to a
Evrythng, a software company that makes products “smart” by connecting them to the Internet. So the challenge is to design
experiences in such a way that “actually enhances the user value and doesn’t just freak them out.”

Image credit: Strongbow
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In technical terms, consumers must be able to easily activate products out of the box—most people have
with existing ecosystems (e.g., the dominant mobile platforms, for objects that sync with smartphones) and feature software

Finally, Intelligent Objects will need safeguards, in some instances, protecting consumers from their own worst instincts.
Ensuring that consumers don’t get distracted by their connected cars is one current issue.
Be creative about embedding technology—but don’t do it just because you can:
Once consumers become more familiar with Intelligent Objects, they will come to
see these products as assistants and start outsourcing more decisions to them. And
eventually they’ll grow impatient with products that don’t offer this functionality.
Be creative in thinking about where tech can be embedded and how it can add new
appeal to a basic product or experience. How can it help make things easier, safer,

In some instances, embedded tech can help solve longstanding issues around
elements (among other things) to brushing, a potential aid to parents whose kids resist the activity. And the Hop may prove
a godsend for elderly travelers or families juggling kids and luggage: The prototype suitcase automatically follows its owner,
using a caterpillar system based on compressed air and sensors that track Bluetooth signals emitted by the synced smartphone.
On the horizon, the possibilities for embedded tech will expand—even to the human body. Some people are already embedding
RFID chips into their skin, giving themselves a form of readable ID that allows for easy, secure authentication. Nokia has
patented a smart tattoo technology that transmits “a perceivable impulse” via the skin when a phone call or message is
received. And researchers at Princeton University have developed a prototype removable sensor that will eventually be able to
detect certain viruses and wirelessly alert patients.
But just because you can make anything and even anyone “smart” doesn’t mean it’s worth doing. The technology should truly
enhance the user experience, not confuse or complicate it, and go well beyond a gimmick or novelty that the consumer may
enjoy testing out once or twice.
Make the most of new communication opportunities with your consumer: Intelligent Objects present brands with new platforms
for communicating with their customers—the “fourth screen” on a car, the mobile app that syncs with intelligent objects, etc. This
will become the next frontier for reaching consumers on the go. Marketers can push context-sensitive messaging, accounting for
the device’s function and location in consumers’ lives.
In some cases, products will develop personalities of their own as they
communicate with users. Ericsson is even developing a prototype Facebooklike interface where users can “friend” their smart objects, such as lamps,
fridges and ovens. These devices can then post detailed messages, begin
short conversations and collect instructions—turning on the heating, for
instance, if the user says he’s heading home.

If the products themselves
become active, owned
pieces of digital media,
they become channels,
platforms for one-toone relationships with customers.”

This means marketers will need to think about the tone and manner in which
their products address consumers, and what kind of personalities they should adopt.
The right approach can help to bolster a brand’s personality and positioning.

—ANDY HOBSBAWM, founder and chief
company that makes products “smart” by
connecting them to the Internet

Image credit: Hop
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Make the most of new data streams: Connected, sensor-laden devices like wristbands, refrigerators
and cars will provide a new source of data about consumer behaviors. Brands will start leveraging this information to better
understand and cater to their customers, providing a competitive advantage.
For instance, several auto insurers are using connected in-car devices to track driving habits and award good drivers with
discounts. Insurance company Progressive offers the Snapshot, a free device that customers plug into their cars; it collects
data and wirelessly sends it back to the company. The insurer then offers lower rates to the safest drivers.
Ride the countertrend: appeal to tech-fatigued consumers: As objects get more intelligent, consumers will both embrace
the trend and yearn for simpler, tech-free items. We’ll see a continued emphasis on handmade, carefully crafted goods
and products made with traditional materials and processes—things that feel more intimate and human. Brands that can
emphasize the artisanal qualities of their products will appeal to consumers looking for a counterbalance to the constantly
connected world.

THOUGHT STARTERS

Can embedded technology address any longstanding issues around consumers’ use of a product?
Who are your potential partners as the smart ecosystem expands? If your focus is technology, what consumer
products are ripe for disruption and vice versa?
If you already market or are developing Intelligent Objects:
– Are you putting your consumer at the center of the design process when adding technology? For instance, are there
ways to integrate more natural and intuitive forms of control such as voice or gesture?
– Are you investing enough in learning algorithms that enable products to act autonomously?
– Are you making it easy and intuitive for consumers to interface with your Intelligent Object? Does your product

– Can your consumer start deriving maximum functionality from your product the moment it’s removed from the box?
– How can you use information collected from sensors to gain new insights into your consumer?
For telecom providers, are you creating data plans that account for the future proliferation of smart devices?
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RELATED (AND COUNTER) TRENDS*
Related Trends

Counter Trends

Eat, Pray, Tech
De-Teching
Life in
Real Time
The Mobile
Device as the
Everything Hub

INTELLIGENT
OBJECTS

Worlds Colliding

LocationBased
Everything

The Mobile
Fingerprint

*See Appendix for more on Related Trends and Counter Trends.
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PREDICTIVE
PERSONALIZATION

As data analysis becomes more

Using increasingly

and communications very precisely.

Harvard Business Review

Image credit: Portugal2004
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DRIVERS
Data in droves:

Each minute
of each day:

2 million
received by Google

72 hours
uploaded to YouTube

700,000

pieces of content
Harvard
Business Review

of consumers.
Data analysis gets faster, cheaper, better:

Accenture report.

Image credit: blese
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)

More demanding retail environment:

gain an edge.
Me-centric consumers:

tools and capability to deliver upon

The Guardian

offerings.

MANIFESTATIONS

Personalizing coupons:

customer analytics and

Tesco:

if you can start to predict a lifestyle

receive bonus Clubcard points for liking and

Image credit: Tesco
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Target:

The New York Times

Safeway, “Just for U”:

The New York Times

Stop & Shop:

Catering to consumers in real time:

Image credits: Target;

;
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Geofencing:

Forbes.
Google Now:

sports scores.
Hyper-personalized customer service:
consolidated data from various streams.
Fine-tuned dining:

British Airways, “Know Me”:

USA Today

Image credits: Google; Urbanspoon;
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Neiman Marcus, “NM Service”: U.S. department store

recognition.
Predictive education counseling:

Predictive medical care:

User-based insurance and predictive modeling: Car insurance companies

The New York Times

Perceptive media:

individual preferences.

Image credits: Nieman Marcus; Progressive
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Public safety gets predictive:

Addressing development challenges: Global

global crisis may only become apparent after some years spent on data

The Guardian

Image credits:

; Global Pulse
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Market to the individual:

produce into actionable feedback.

become even more nuanced.

Make transactions more personal:

Image credit:
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RON MAGLIOCCO

Tread carefully around privacy concerns:

FIGURE 4A:
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Figure 4A; for country
.)
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Integrate data analytics into the enterprise:

inform creative ideas.

THOUGHT STARTERS

RELATED (AND COUNTER) TRENDS*
Related Trends

Counter Trends

Reengineering
Randomness

Colliding

Is Retail

PREDICTIVE
PERSONALIZATION

Mobile
Fingerprint

*See

for more on Related
Trends and Counter Trends.
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THE MOBILE
FINGERPRINT

Our smartphones are evolving to become wallets, keys, health
our identity all in one place.

Image credits: Nokia; Hryck.
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Spread of smartphones: Smartphones are fast becoming the default mobile phone, with more than a
billion of them now in use worldwide (roughly one for every seven people on earth)—a number that jumped 47% between Q3
2011 and Q3 2012. With more low-cost smartphones set to hit the market—e.g., Google is reportedly working on a pre-contract
$70 phone—penetration will keep rising rapidly. By 2015, research group Strategy Analytics forecasts that another billion
smartphones will be in consumers’ hands, and IHS iSuppli estimates that 54% of all phones globally will be smartphones by the
end of 2013.
Smartphones as dominant digital device: Worldwide smartphone shipments now eclipse those of PCs. And in emerging
2012 government study found that smartphones have passed PCs as the most common way to surf the Internet.
Even in the U.S., home broadband connections are gradually declining as more people rely solely or mostly on wireless
Internet; the Pew Internet & American Life Project reports that 17% of adult mobile phone owners are “cell-mostly Internet
users.” And as more companies offer mobile apps, it’s becoming easier to get more done via smartphone.
Data transmission gets faster, cheaper: Improving telecommunications infrastructure is facilitating the high-speed
transmission of large packets of data. The average aggregated connectivity speed of mobile devices will be four times greater
in 2015 than in 2011, according to PwC, thanks to 4G and other fast networks and the proliferation of 4G handsets. With
through or live on these devices.
Contactless communication technologies:
communicate with enabled devices in close proximity. This will speed up adoption of mobile payments, for instance, allowing
smartphones to communicate with point-of-sale terminals. IHS iSuppli forecasts that close to 4 in 10 phones shipped worldwide
will be NFC-enabled by 2016.
FIGURE 5A:

Deepening emotional connection: People have been forging
such close relationships with their mobile phones that the device
is commonly referred to as an appendage. Various surveys have

Relationships with phone
Percentage of American and British adults who say they
have the following relationship with their phone
Full-on love affair

some would rather lose their wallet than their phone (30% of U.K.
respondents in a 2011 survey from Firstsource Solutions) and nearly
60% don’t go an hour without checking their phone (per a U.S.

5%

My phone wears
the pants in the
relationship

6%

Our own research found that 6 in 10 American and British adults
it as a best friend. (See Figure 5A; for country breakdowns, see
Appendix, Figures 5E-F.)

60%

29%
Best friend

The concept of having your phone
on next to where you sleep, or the
concept of taking a phone into a toilet
years ago, but actually now I don’t
think anyone would ever blink twice about it.”
managing director, JWT Mobile
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would become the preferred hub for digital activity as the availability of wireless broadband expanded and the cost of
advanced phones dropped. Since then, further technological innovations, design improvements and behavioral shifts have
made smartphones ever more multifunctional. As they consolidate a widening range of data and tools, mobile phones are
as these examples demonstrate.
Mobile phones stand in for identity: With phones holding hefty
stores of personal information such as banking details, text message
threads and call history, many consumers see the mobile as uniquely
reinforced by the results of a survey of U.S. and U.K. adults and
teens we conducted in November. (See Figure 5B; for country and
gender breakdowns, see Appendix, Figures 5G-J.)
At the 2012 Mobile World
Congress, Jay Altschuler, director of
global media innovation at Unilever,
noted that in India, some people
display their mobile phone number
at their door, rather than a name.

very personal … it’s related
to my car, to my health,
things to do with my bank,
my spending patterns
and my whereabouts—those are very
managing
personal.”

director, JWT Mobile

FIGURE 5B:

Mobile phone as ‘mini-me’
Percentage of American and British adults who agree
Teens (13-17)

Gen Xers (35-47)

Millennials (18-34)

Boomers (48-67)
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an equalizer: A group of men having an argument approach the head of

49

My mobile phone has so
much of “me” in it that I
feel like it’s a “mini-me”

32
16

30

identity information) or replace traditional ink signatures. United Arab
Emirates is working with telecom provider Etisalat on a pilot program to

42

Sometimes it seems like
my mobile phone knows
more about me than I do

30
15

Valimo, a Finnish company focused on turning mobile phones into digital
Sweden and Estonia to roll out its technology.
The traditional business card exchange is being replaced by technologies
like Google’s Android Beam, which allows NFC-enabled smartphones to
seamlessly exchange contact details by way of a quick tap.

86
Accessing someone’s
mobile phone is like
reading a diary

74
70
64

a one-off promotional project that enabled participants to use their
smartphone to unlock their social media accounts. Users input their
log-in details via a desktop app and synced it with any Bluetoothenabled phone; anytime a user was near the desktop, Keyfree Login
automatically unlocked Facebook or other accounts, then logged out
when the person left.

Image credits: Idea Cellular; Ford
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What is in your wallet now?
personal items. All this will
inevitably do so.”

The mobile wallet:
technologies, the smartphone is evolving into a virtual wallet that can be used
like cash and also store bank cards, loyalty cards and business cards. Myriad
global players are maneuvering to snag a piece of this market, lured in part by
the prospect of collecting reams of valuable consumer data. In the next several
years, a few leading players will emerge out of the “wallet wars” of today.

—HAL VARIAN, chief economist for Google,
“The Future of Money: Smartphone Swiping in
the Mobile Age,” Pew Internet & American Life
Project, April 2012

While the “wars” mostly revolve around mobile payments, they go beyond
that. Apple’s new Passbook app, launched in September, aggregates a user’s
loyalty cards, tickets, coupons and boarding passes. Using geo-location
technology, Passbook automatically pulls up relevant passes, coupons, etc., when users are in stores, venues and so on. A
growing number of brands are supporting the system, including Starbucks, Marks & Spencer, Target, United Airlines, Virgin
Atlantic and Walgreens.
Mobile payments: While the mobile wallet has been slower to come to fruition than some initially forecast, the necessary

TNS Connect, in a June 2012 report.
By 2017, Berg Insight estimates that penetration of NFC-enabled pointof-service terminals will reach 86% in North America, 78% in Europe
and 38% in the rest of the world. And Juniper Research predicts that
by 2017, more than a quarter of mobile users in the U.S. and Western
Europe will be paying in-store using NFC, and that NFC-assisted
payments will grow by seven-fold, to more than $180 billion globally.
The mobile wallet is already established in some markets, notably in
Africa with M-Pesa, launched by Safaricom in 2007 in Kenya, where it
now has 15 million-plus customers and completes around 165 million
transactions every month. The service enables users to deposit,
withdraw and transfer money using a basic mobile phone. It has spread
around Africa, and similar services are being tested in India and Brazil.
for products with their phone, according to TNS. Markets in Asia are
generally ahead of this curve, with infrastructure for mobile payments
installed everywhere from train stations to taxis and vending machines.
In the U.S., Google Wallet launched in 2011 and has forged
partnerships with 25 U.S. retailers so far and the major credit card
brands; users input credit or debit card details into the app, then
pay in stores by tapping their smartphone to a payment terminal. Big
players including Verizon, AT&T and T-Mobile have collaborated to
create Isis, an NFC-based alternative that recently launched in two
markets and has agreements with major credit card brands and some
key banks, including Chase and Capital One. Isis is also a hub for
loyalty cards and coupons.

Image credits: Safaricom; Isis
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In Europe, Vodafone, O2 and Everything Everywhere (EE) are
partnering on an NFC wallet, code-named Project Oscar, that received regulatory
approval from the European Commission in September. Quick Tap is a competing product
developed by Orange and Barclaycard in the U.K.
Apps present an alternative to these systems. Square Wallet, for instance, links
with a user’s credit card; to pay, the user opens the app and the retailer scans a
agreements with Square.
Mobile peer-to-peer payments:
Venmo enable quick and seamless peer-to-peer money transfers. In 2011, U.S.
consumers transferred $21.6 billion via peer-to-peer payments, according to
Javelin Strategy & Research. As of August, Venmo was processing $10 million

Mobile health hub: The smartphone will become a tool for monitoring and
managing personal health by syncing with external sensors that track and
accumulate data—making it a summation of the owner’s well-being and medical
status. Close to two-thirds of American and British respondents in our survey
said they would be open to using their mobile phone to track their health. The
personal health management and health care delivery”) is estimated to reach
$38.5 billion by 2016, according to the West Health Institute, a medical research
rate of 24% through 2014, per Technavio.
Mobile health monitors: We’re seeing a proliferation of “app-cessories” that monitor all kinds of vital signs and physical data.
Many come in the form of wireless health monitors—keeping tabs on blood pressure, glucose levels, heart rate, etc.—that sync
with smartphones.
Some examples: A blood pressure monitor from wireless consumer products
iBGStar is a blood-glucose monitor roughly the size of a AA battery that syncs with
smartphones, enabling users to track and analyze their levels. Zeo is a head-worn

We are all walking around with super-powerful personal computers in our pocket that we
call phones, and that has transformed us. … You tether that to your sensors, then you’ve got
this really interesting dialogue happening between sensor and phone, and phone and user.”
for people interested in self-knowledge through self-tracking

Image credits: Wallet; Popmoney; Withings
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Mobile wellness gurus: Consumers are managing their weight, improving their exercise routines,
modulating stress levels and otherwise tracking their behavior via a suite of smartphone products. Smart wristbands like the
apps. Apps like iTreadmill uses a phone’s accelerometer to measure step count, distance, calories burned and other activities.
Moodscope is an app that helps users to track their mood each day and identify what’s causing their ups and downs.
Mobile health records: The mobile device is becoming a portal for accessing health
groups in the U.S., launched a mobile-optimized website and Android app that allow
smartphone. As of May 2012, the app had more than
95,000 downloads. PocketHealth is a mobile app that
allows people to easily access their health care records—
information such as immunization records, blood sugar
levels and kids’ doctors visits—and share this information
with family and medical professionals.
Keys: The smartphone is replacing the traditional
key, thanks to NFC, Bluetooth and audio recognition
technology.
Door keys: Products from Verizon, Yale, Lockitron,
UniKey and OpenWays, among others, allow people to
unlock their door using their smartphone. An app by
UniKey, for instance, sends a Bluetooth signal to a paired
lock when the phone is in close proximity. The user
then touches the lock’s outer surface and the deadbolt
withdraws. Users can send a virtual key to visitors
via text message, specifying a time or usage limit, or
revoking it remotely. OpenWays offers products that use
NFC and audio to activate and unlock the door mechanism.

in London, Illinois and Texas have been testing or implementing smart keys.
Eventually, a smartphone may not only open doors but also automatically
adjust the room to suit the occupant’s preferences (setting the temperature,

tested such a program.
Car keys: Mobile apps can also unlock and activate vehicles. Zipcar’s app,
for instance, allows customers to locate and then unlock their car, as does
a similar program from Continental in France. A General Motors app allows owners of most 2011 GM
models to unlock their car doors and also start up the engine remotely. Mercedes-Benz’s mbrace
app lets users unlock and locate a vehicle via smartphone. Nissan has been working with Intel to
implement similar technology.

Image credits: Cognovant; Jawbone; UniKey; OpenWays; Zipcar
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5 THE MOBILE FINGERPRINT
WHAT IT MEANS
Many times technology advances ahead of consumer demand or
acceptance, but according to our research, many consumers are
open to the idea of using their mobile phones as wallets, keys,
health consultants and more. Nearly half the adults we surveyed in
the U.S. and U.K. said they’d be open to using their mobile phone
as a wallet, 64% would be open to using it to track aspects of their
health, and 48% would be open to using it as a key. Millennials were
the most open to using their mobile phones in these new ways.
(See Figure 5C; for country and gender breakdowns, see Appendix,
Figures 5K-N.)
As the smartphone assumes these new roles and in essence evolves
into an identity hub, consumers will become more dependent on it,
both emotionally and practically. Retailers, handset manufacturers,
telecom providers, software developers and other marketers will
need to consider how the consumer’s increasingly intimate connection
to the phone will change behaviors, sensitivities and mindset.

FIGURE 5C:

Openness to the Mobile Fingerprint
Percentage of American and British adults who are very
or somewhat open to the following
Millennials (18-34)

Gen Xers (35-47)

Boomers (48-67)

67
Mobile phone
as a wallet

45%

53
27

84
Mobile phone as a
health-tracking device

64%

68
49
63

Mobile phone
as a key

52

48%

37

Create smartphone-centric experiences: As the phone becomes
synonymous with personal possessions like wallets and keys,
people will grow accustomed to using it for a range of essential functions—
and, increasingly, look to brands to enable that. Help consumers outsource
decisions, tasks and various services to their mobile, showcasing your
smartphone tools as recommendation engines, personal assistants or anything
else that helps people manage their lives.
Use mobile data to tailor products and services: As people share more
information with various mobile apps and use their phone for more purposes,
they’re creating a stream of data about behavior, location, preferences, personal
stats and so on. Marketers can analyze this information and leverage it to hyperpersonalize their offerings.
Mobile keys, for instance, might provide hotels with opportunities to tailor
services. By enabling regular customers to access rooms using their smartphones,
hotels could log individual preferences over time and automatically customize room settings when the customer opens the
door—for instance, turning to the visitor’s favorite TV channel and setting the thermostat to the preferred temperature,
providing a seamlessly customized experience.
Make ready for the mobile wallet: As early adopters grow accustomed to the mobile wallet and appreciate its convenience,

will need to create mobile-friendly loyalty and couponing programs.
This technology can also cut costs for brands. According to research by Booz & Co., implementing SIM-based NFC technology

Image credit: Google
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5 THE MOBILE FINGERPRINT
WHAT IT MEANS

(cont’d.)

Partner across categories: Partnerships across categories will help brands capture
consumers via their mobile identity. Telecom providers will be key enablers—introducing
new technologies (NFC, etc.) to handsets and software—as well as gatekeepers. Recently
in the U.S., for example, Verizon nixed Google Wallet on its handsets, opting to develop
its own solution, Isis, instead. Mobile operators will have to seek out partnerships with
retailers, banks and other parties. Telecoms will also have to update their network
infrastructure and expand 4G coverage to allow for a surge in bandwidth demand from
customers doing more with their mobiles.
Support the self-sustaining patient: With health data consolidated on mobile phones,
patients will become not only information-equipped but self-monitoring and -sustaining.
They will use real-time data from mobile health monitors to track and adjust their
lifestyle (exercise, diet, etc.) in order to improve well-being and fend off or stay on top
of diseases. Brands can provide these tools and/or enable patients to use them. Also, by
motivating consumers to share their data with medical professionals, health care brands

Acknowledge and assuage “NoMoPhobia”: This term for “no-mobile phobia” refers to the relatively new fear of being
without one’s phone. Attachment is already very strong—a 2011 U.S. survey from Telenav found that 70% of people would
becomes more linked in to identity. Brands can reassure
consumers that if they’re separated from their phone, their
data will be secure.
Proactively address security concerns: As people load up
their smartphones with sensitive information, they’ll become
increasingly concerned about the security of their phone and
the data contained within. While 37% of our U.S. and U.K.
survey respondents said they had no problem storing private,
personal information on their mobile phone, a much larger
60% expressed concern about the security of their information

The wealth of intimate details stored
on smartphones makes them akin to
the personal diaries of the past—the
information they contain is hard to replace if lost,
and potentially embarrassing in the wrong hands.”
—AARON SMITH, senior research specialist,

country and gender breakdowns, see Appendix, Figures 5O-R.)

FIGURE

Handset and software manufacturers will need to build trust
by proactively addressing security concerns. “Mobile wipe”
solutions, for instance, allow owners to lock their device and
wipe all data remotely. Mobile wallet providers might develop a
feature that allows customers to wipe banking details from their
phone as easily as they might cancel a lost credit card. Touting
antivirus software on smartphones, extra-secure hardware such
as advanced NFC chips, safe data transfer protocols and heavily
protected cloud databases will go far in building consumer trust.
According to studies by TNS, partnering with a banking brand is
most likely to strengthen the appeal of a mobile wallet service,
given that consumer trust around handling money is highest for
bank brands.

Percentage of American and British adults who agree

:

Rising security consciousness
Millennials (18-34)

Gen Xers (35-47)

As I load more personal
data onto my mobile
phone, I’m becoming
more concerned
about the security of
this information

I have no problem
storing private,
personal information on
my mobile phone

Boomers (48-67)

72
63

60%

50
51
41

37%

25

Image credit: Airstrip Technologies
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5 THE MOBILE FINGERPRINT
THOUGHT STARTERS

to interface with consumers’ mobile identities? Where
or other digital technologies that accept the mobile
wallet?
As the smartphone becomes a repository of valuable
data, such as location and personal preferences,
how can you incentivize consumers to share this
information?
Can you do a better job of reassuring consumers that
their phones and data are safe?

Related Trends

Are you seeking out partnerships with companies in
other sectors? Is there a way to combine your collective
expertise to overcome regulatory hurdles and drive
adoption of the mobile identity?
Are you encouraging mobile consumers to be
proactive about their health? Are there ways to
encourage consumers to share health-related data and
provide this information to physicians and medical
professionals?
As the mobile phone becomes even more intimately
connected to identity, how will that change your
consumer’s behaviors, sensitivities and mindset?

Counter Trends

The Mobile
Everything Hub

Eat, Pray, Tech

Screened
Interactions

THE MOBILE
FINGERPRINT

HyperPersonalization

Intelligent
Objects
LocationBased
Everything

Appendix for more on Related
Trends and Counter Trends.
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6

SENSORY
EXPLOSION

In a digital world, where more of life is virtual and online, we’ll place
a premium on sensory stimulation. Marketers will look for more ways to
engage the senses—and as they amp up the stimuli, consumers will come
to expect ever more potent products and experiences.

Image credit: Exothermic
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6 SENSORY EXPLOSION
DRIVERS
Paucity of sensory stimulation: We’re increasingly

FIGURE 6A:

world, chatting with friends online, touring museums

Percentage of American and British adults who agree

our time-constrained, goal-oriented lifestyles allow less
time to indulge our senses.
According to a November survey we conducted in the U.S.
and U.K., 57% of American and British adults said they
increasingly crave experiences that stimulate their senses,
and 44% agreed that, in today’s digital world, they feel
more and more disconnected from the physical world.
Millennials and Gen Xers were more apt to say this than
Boomers. (See Figure 6A; for country breakdowns, see
Appendix, Figures 6B-C.)
Experiences over things: People are placing greater
importance on experiences than things, Millennials in
particular—saving up for a big trip rather than a car,
for instance. Nearly 8 in 10 of our American and British
survey respondents said they value experiences more
than they do material items, and almost two-thirds said
they’d rather spend their money on an experience than
a material item. (See Figure 6A; for country breakdowns,
see Appendix, Figures 6B-C.)
This trend, which the recession has helped to accelerate,
is driving a demand for super-sensory sensations that can
replace the adrenaline bump consumers used to get from
need to have more impact, and to make more impact on
our senses.
Cutting through clutter: As consumers get bombarded
with more messaging than ever, marketers are turning to
new sensory tactics to attract and retain attention. One
neuromarketing, which posits that most buying decisions
occur at a subconscious level that can be tapped with
particular memes, little units of sensory information that,
if well-chosen, stick in the brain as memories. Marketers
also are exploring the use of new technologies to trigger
emotions such as fear that drive humans to react
instinctively rather than rationally.

Sensory experiences
Millennials (18-34)

Gen Xers (35-47)

Boomers (48-67)

72
Increasingly, I crave
experiences that
stimulate my senses

In today’s digital world,
I feel more and more
disconnected from
the physical world

45
56

44%

50
33

81

I value experiences
more than I do
material items

I’d rather spend
my money on an
experience than a
material item

57%

61

79

79%

78
72
65

64%
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There’s solid research that shows
that [sensory marketing] makes the
products more memorable. There’s
an old expression that sums up how
together wire together.’ Our brain forms associations.
If every time you are in a particular environment
or you use a particular product or you see some
marketing for a particular product, it associates
another sensory experience like a scent or perhaps
a particular musical refrain with that, that forms an
association in your brain. When you smell that scent

—ROGER DOOLEY, author of
and the Neuromarketing blog
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6 SENSORY EXPLOSION
DRIVERS (cont’d.)
Communicating authenticity: Authenticity from a marketing
perspective means intensifying sensory elements so as to enhance
the perception of an authentic experience. Consumers see the
world as becoming phonier and more plastic, and also regard
Heightened sensory stimulation is a way to build an aura of
atmosphere of Apple’s stores to the enhanced smell of freshly
ground coffee in a café or doughnut shop.
Retail as the Third Space: One of our 10 Trends for 2011, brickenvironments and customer service as it is about the merchandise,
given the consumer shift to e-commerce. Shoppers can still be
enticed away from their computer screens if retail offers something
more than they can get online, including a rewarding sensory
experience.

As it becomes increasingly
businesses to compete on
price, range, convenience, time saving and
to create a new and integrated point
of competitive advantage and trading
philosophy, one which capitalises upon the
estimated 100 billion neurons in the human
—STEPHEN OGDEN-BARNES, retail industry fellow
at Deakin University, and retail consultant
DANIELLE BARCLAY

New technologies: Some of the more novel sensory experiences we’re seeing are enabled by new or more advanced
technologies. ScentSational, for example, is a coating that issues a scent when a package is picked up. Thermochromic inks
can change color based on temperature.

MANIFESTATIONS
Super sensory retail environments:
popularized the practice of circulating enticing fragrances. Now retailers are getting more creative, crafting multisensory
wonderlands to entice shoppers into brick-and-mortar stores and trigger positive responses to their products. For example:
Harrods’ Toy Kingdom:
foot space, which opened in the London
department store in mid-2012, engages visitors
with a barrage of sights, sounds, smells and
physical sensations. Floors rumble, fragrances
enchant and fairies whisper, creating an
environment that beguiles both parents
and children.
Lush: The U.K.-based chain has found success in a strategy focused on selling highly scented,
brightly colored, textured soaps and other body care products that shoppers are encouraged
to touch and sniff (they come with little to no packaging). “I walked into Lush and it was
FT reports that yearover-year sales were up 16% in the year that ended in June 2012; sales increased two and
a half times over since the 2006-07 period. The chain has expanded to 800-plus stores in 50
countries over the past decade.
Sephora Sensorium: In October 2011, Sephora debuted a pop-up scent museum in New York featuring “six immersive

Image credits: Harrods; Sephora
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6 SENSORY EXPLOSION
MANIFESTATIONS (cont’d.)
Just before the
Summer Olympics, Magnum opened a pop-up store at a London shopping center

bar. This data was used to create a personalized animated representation of the

Penfolds, The Blocks: Australian wine producer Penfolds created
a temporary restaurant and wine lounge, The Blocks, featuring an
installation designed to enhance wine-tasting by tapping into taste, sight,
totems, each representing a bracket of Penfolds wine and scented with a
bespoke fragrance inspired by the wine. The space included glass cabinets

Mercedes Drive-Thru: For London Fashion Week in September 2012, Mercedes-Benz
teamed with food artists Bompas and Parr for a project described as a “spectacular mix
of food and light art designed to turn the enjoyment of dining in a car into an exceptional
high-end department store Selfridges, the project included a revolving restaurant, rollerskating waitresses, a choreographed soundscape and a light installation.
Super sensory dining:
The restaurant chain Dans Le Noir, with outposts in London, Paris, New York, Barcelona and St. Petersburg, Russia, aims to
sharpen the experience of taste by depriving patrons of sight—they dine in the dark.
Taking dining in the other direction, the Ultraviolet restaurant in Shanghai offers an upscale meal complemented by lights,

Three-Michelin-star chef Anne-Sophie Pic recently opened a restaurant in Paris,
Le Dame de Pic, that features three menus, each aligned around a different
scent: vanilla, the sea and spices.
Super sensory advertising and packaging: Scented sachets in magazines were
Technological advances are now extending the reach of these elements in creative
new ways.
In 2012, Dunkin’ Donuts installed a technology in buses around Seoul that
released coffee aromas whenever the brand’s jingle was played.
A baked potato campaign from McCain Foods in the U.K. featured bus-stop ads
it was warm to the touch, and simultaneously emit a baked-potato smell.

Image credits: Magnum; Penfolds; Mercedes-Benz; BMB
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6 SENSORY EXPLOSION
MANIFESTATIONS (cont’d.)
New packaging for Bombay Sapphire features an illustration printed in electroluminescent ink that
lights up when the box of gin is touched. A hidden switch turns on the brief visual
effect via a battery in the bottom of the package.
Newspaper ads for Volkswagen’s Polo and Vento in India vibrated when the reader
vibration was triggered by a small light-sensitive box.
Custom super sensory products: New technologies are giving rise to products
with sensory elements that can be customized to their owners.

the user’s senses and motor skills. Depending on what kind of workouts users choose,
the eyewear reduces visual information or creates strobe effects, encouraging
athletes to build focus, reaction time, balance and peripheral vision simultaneously.
British designer Jenny Tillotson has created an emotion-sensing dress under the
brand Smart Second Skin. The garment emits aromas designed to enhance positive
environments and improve bad ones.
Immersive entertainment experiences: To lure consumers out of their homes, where they can

immersive experience. And at the walk-through theater experience
audiences can touch and explore the vast set as they follow actors around.

in New York,

seats. The experience is like a movie on steroids: For instance,
uses footage from the 3D version of the hit kids movie and adds rumbling seats, air blasts and other stimuli. One company,
D-BOX, has installed around 3,000 4D seats in cinemas around the globe. South Korea’s CJ E&M Pictures recently debuted Tai
environmental effects synchronized to the onscreen action.
Dolby Sound’s new Atmos technology, which features two extra
arrays of speakers above the audience, gives viewers the sense
of being amid the onscreen environment by directing audio to
single speakers at different moments. It’s incorporated in Peter
Jackson’s
.
The Museum of Arts and Design in New York recently opened

select works in the exhibition. The institution has an entire
department dedicated to so-called olfactory art, founded
two years ago.

Image credits: Bombay Sapphire; Smart Second Skin; CJ 4DPLEX
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6 SENSORY EXPLOSION
MANIFESTATIONS (cont’d.)
: Food manufacturers, restaurateurs, perfume makers and
of the past. Market research publisher Packaged Facts says hot and spicy
Western countries.

Fresno chili pepper has been rising up the radar in the U.S. The Fresno is
heat that outdoes the jalapeño’s bite.

vodkas called Oddka. Flavors such as Apple Pie, Fresh Cut Grass, Salty
Caramel Popcorn, Wasabi and even Electricity are designed for “tickling

Augmented reality experiences: While digital technology often
represents the opposite of a super sensory experience, in some cases it
provides opportunities to deliver additional stimuli in unexpected ways.
An iOS app created by JWT for Johnson & Johnson’s Muppet-themed BandAids uses augmented reality to conjure up animated Muppets on an iPhone
or iPad. Kermit, for example, sits on a swing and sings.
A print ad for Lexus’ 2013 ES sedan in
showed the
vehicle turning on its headlights and revealing its interior to a highenergy soundtrack, thanks to a new digital technology called CinePrint.
In this case, the print ad was augmented by a specially designed iPad
app and the effect achieved by placing an iPad underneath the magazine
page, turning a normally static experience into a multisensory one.

WHAT IT MEANS
This trend offers creative opportunities for brands to grab
consumer attention, as well as challenges in retaining that
attention once people come to expect ever more amped-up sights,
sounds, tastes and so on.

“If the product itself is
conveying what the brand
stands for, through sensory
means, then it is a much more

Make messaging and packaging more memorable by adding in
more sensory stimuli: Sensory elements, whether they’re sound
—ARADHNA KRISHNA, professor of marketing at the
University of Michigan’s Stephen M. Ross School of
and lights or smells added to ads or packaging, help marketers
Business and author of the upcoming
get attention and extend engagement. According to Cathy Barnes
of the Faraday Centre for Retail Excellence in London, a brand’s
impact increases by 30% if packaging design engages one additional sense, and by 70% if three senses are integrated.
Innovations such as CinePrint, which incorporates both digital and print formats by adding a digital layer to print advertising,
and ScentSational, a coating that issues a scent when a consumer picks up a package, will open up new, inventive ways for
marketers to add multisensory messages.

Image credits: Oddka; Band-Aid
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6 SENSORY EXPLOSION
WHAT IT MEANS (cont’d.)
We are already seeing a
growth in brand owners
and manufacturers who
recognise the value of wider sensory
stimulation in addition to the strong
visual impact of powerful design. For
example, sensory elements such as
textured or embossed labels or ‘soft
touch’ materials are gaining much
greater interest as the products feel
better in the consumer’s hands—
thereby enhancing the overall
—MARTIN DALLAS, managing director,
, October 2012

Re-imagining of a brand’s
physical presence is
essential in the context
of anywhere/anytime digital retail.
Through the provision of … rich,
multi-sensory experiences, savvy
retailers are turning their stores into
—LOIS JACOBS, chief executive of Fitch,
“All work and no play makes brand strategies
, Oct. 4, 2012

Layer in sensory elements to enhance overall product
appeal: Layering in sensory elements could become as essential as basic
design as more consumers look for or respond subconsciously to certain
sensory cues. Brands will intensify the senses already triggered through
designed the package for its High Impact Extreme Volume Mascara to make
an authoritative click when the top is twisted on to reassure users that it’s

And then there’s Apple, which plays up the sense of touch. “Just the
fact that [Apple] called it the iPod Touch made the consumer much
of marketing at the University of Michigan’s Stephen M. Ross School of
Business and author of the upcoming
. “If instead they had called it by some other
name, let’s say an alphanumeric name like Pod2S, they would not have
had the same sort of success. Just calling it the Touch really made people
aware of the fact that this product needs to be touched and ‘hand’-led.
The television advertising kept showing a person playing with the product
with their hands—touching it. The marketing campaign was very beautifully
done to engage the consumer in a sensory way. What companies really need
to do is engage the consumer and build an emotional attachment with their

Give people incentive to leave home: Able to shop and entertain
themselves at home, consumers will need more incentive to spend money
on fuel or transportation. So increasingly retailers and entertainment brands

available online or on home screens, whether it’s an over-the-top store (like
Harrods’ new toy department) or movie experience, as with 4D cinema.
Multisensory entertainment will continue to push the envelope, providing

elements of their own, such as scented DVD packaging.
Indulge the inner hedonist: Some of the demand for more intense sensory
experiences comes from the rising desire for small indulgences. Consumers
fatigued from the austerity of the past few years or needing a reprieve from
our increasingly stressful environments will seek out products that provide a
shot of delight or fun, or immerse them in an environment that feels different
from their routine reality. We’ll see a wider demand for products like K-Y

Image credit: CJ 4DPLEX
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6 SUPER SENSORY
WHAT IT MEANS (cont’d.)
Override price sensitivity: The thrill of the super-sensory experience is one potential way to avoid the
imperative to compete on price and boost consumer loyalty. “Retailers who seek to develop retail environments which offer

Beware of sensory overload:
seek to escape sensory overload. This will provide another opportunity for multisensory experts. The Dream hotel chain, for
example, designs its rooms with atmospheric mood lighting, relaxing music from a preprogrammed iPod and silky sheets to
maximize the feeling among guests that they are getting away from it all.

THOUGHT STARTERS
Can you create enhanced versions of your
products that appeal to various senses?

Are there novel sensory ways to promote your
products in a retail environment?

Are there new products your brand could create
that provide new sensory experiences?

How can you enhance your product line with
sensory features that differentiate your brand
from that of competitors?

RELATED TRENDS*

Live a
Little
Retail as the
Third Space

SENSORY
EXPLOSION

Authenticity
Matters

Objectifying
Objects
Buying the
Experience

*See Appendix for more on Related Trends.
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7

EVERYTHING
IS RETAIL

Shopping is shifting from an activity that takes place in physical stores or
online to a value exchange that can play out in multiple new and novel
ways. Since almost anything can be a retail channel, thanks largely to
mobile technology, brands must get increasingly creative in where and
how they sell their goods.

Image credits: Señor Codo; Yuya Tamai
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7 EVERYTHING IS RETAIL
DRIVERS
Spread of smartphones, 4G: Smartphones are fast becoming the default mobile phone, with more than a
billion of them now in use worldwide (roughly one for every seven people on earth)—a number that jumped 47% between Q3 2011
and 2012. Research group Strategy Analytics forecasts that another billion smartphones will be in consumers’ hands by 2015.
The number of consumers making mobile purchases will increase by 50% in the next two years, according to an October 2012
forecast by Juniper Research, rising from a projected 393 million in 2012. In addition, the average size and scale of purchases
will “continue to rise markedly, bolstered by larger volumes of regular, higher-value transactions,” Juniper said.
Mobile will also get faster and easier with the spread of 4G and speedier broadband, with smartphones eventually becoming
“highly embedded tools in our everyday lives,” as the “Retailing 2020” report from PwC and Kantar Retail notes. Over the
next eight years or so, the report says, smartphones will adopt a more evolved user interface that “will make the shopper’s
connection to the wired world increasingly seamless and effortless.”
Mobile wallets: As the mobile wallet gradually
comes into use, it will enable seamless transactions
that help on-the-go consumers make purchases with
minimal clicks and pauses to enter information and
passwords. Purchasing will ultimately require little
more than a quick tap or wave.
Worlds Colliding: One of our 10 Trends for 2011, this
is the idea that the borders between the online world
and the physical world are becoming increasingly
fuzzy, in part because our mobile gadgets bridge
the two realms (the Web accompanies you and helps
you navigate the physical realm). Younger consumers
especially don’t distinguish between digital and realworld activities and spheres.
More demanding consumers: Consumers have come

[Shopping is] not just about the Internet
anymore, it’s about the Internet ‘and.’ And
when I say ‘and,’ it’s usually mobile. … It’s
actually very mature in terms of usage, and so
to link that into the shopping process.”
—JILL PULERI, VP and global retail
leader, IBM Global Business Services

Our customers … expect great products at great
prices, easily available and delivered in a way
that’s convenient for them, not the vendor.
A customer might start an order on their laptop, add to
it later that day by scanning a QR code on their mobile,
and then collect it the following day from one of our 100
grocery Click and Collect points across the country.”

—MIKE MCNAMARA,
have made people accustomed to goods coming
“Tesco CIO: personalisation is the next big thing for
to them or, as with something like Zipcar, being
retail technology,” The Guardian, Nov. 7, 2012
available closer to home. And shoppers are coming to
expect a seamless experience across channels and platforms. “Shoppers increasingly demand a consistent level of experience
regardless of channel or mode by which the retail is accessed,” note PwC and Kantar Retail in their recent report “Retailing
2020.” “Such shoppers avoid retailers who are ill-equipped to deliver a seamless brand experience online, in-store and across
multichannel media, both consistently and continuously.”

In turn, brands are constantly upping the ante for what shoppers take for granted.
Free shipping has become standard for many online retailers. Now Amazon, eBay
(working with retailers including Macy’s, Best Buy and Target), Walmart and some
others have launched or are testing same-day delivery options. In the U.K., a few
supermarkets are offering delivery windows as small as one hour for online orders,
meaning a minimal wait time at home for customers.

Image credit: eBay
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7 EVERYTHING IS RETAIL
DRIVERS (cont’d.)
More demanding retail environment:
There’s a perfect storm going on. The fact that the
Retailers are working against several
recession hit made consumers more savvy with how
challenges, notably the ongoing postthey spend their dollar. At the same time, Amazon
recession battle to get consumers
grew and gave the consumer a more personalized and,
spending, the rising price of commodities
a lot of times, cheaper way to purchase products.
and the new specter of showrooming
(using physical stores to discover or
Consumers are getting used to having things shipped to their home. At the
assess goods, then ordering them from
same time, mobile took off, and so did social. … The old expression ‘Stack
cheaper online outlets). “An increasing
percentage of global purchasing power
—JILL PULERI, VP and global retail leader, IBM Global Business Services
is in the hands of people who can occupy
two different shopping environments simultaneously,” says Kantar’s Bryan Gildenberg, given that more consumers are using
smartphones to comparison shop in-store.

an even greater squeeze on brick-and-mortar merchants. “Amazon has kind of woken up the industry,” says IBM’s Jill Puleri.

needs-based trips” rather than leisurely stock-up expeditions, according to PwC and Kantar Retail’s “Retailing 2020” report. As
the population ages and families get smaller, this trend toward quicker, easier outings will accelerate.
Digital natives and converts: The younger Millennials take e-commerce for granted, and the same goes for Gen Z with
m-commerce. These consumers expect digital to be interwoven into their lives. On the other end of the spectrum, Baby
Boomers embrace technology and are becoming nearly as savvy (and digitally demanding) as their kids.

[Millennials] just expect seamless integration between the physical and the digital. And
they’re very much an ‘I see it, I want it, let me learn more about it and then decide if
I want to buy it’ type generation. The purchase funnel gets very, very short: Awareness,
consideration, all the way to purchase and then the loyalty and advocacy—it’s happening in
a much more compressed time frame for Millennials. From a retail perspective, you need to
build the infrastructure and make it easy for them to stay on that path to purchasing from you.”

MANIFESTATIONS

—RON MAGLIOCCO, global business director, Shopper Marketing, JWT

Shoppable walls, boards and screens: Home Plus, the Korean arm of Tesco, introduced a
shoppable wall targeting commuters in a Seoul subway station in 2011. Consumers could
scan QR-coded items and pay with their smartphones, then the items would be delivered—an
idea that’s launched numerous imitators around the world. For instance, in the U.S., online
grocery shopping service Peapod placed 100 billboards in subway stations around the country
in late 2012 that showcase about 50 items apiece.
This concept, taking online shopping into the physical world, is extending well beyond
commuter platforms and groceries:
Tesco took the idea to the airport with a 2012 trial of a screen at London’s Gatwick from
which travelers could use their phones to order everyday staples; their order was then
timed to their arrival back home.

Image credit: Tesco
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During Fashion Week in New York in February 2012, Glamour set up a
shoppable wall that allowed consumers to scan 2D barcodes with their phones. The “apothecary”
was stocked with products from some of the magazine’s advertisers including Unilever, Johnson
& Johnson, C.O. Bigelow, John Frieda and Elizabeth Arden.
Mattel and Walmart Canada created a “virtual pop-up toy store” in Toronto’s underground
walkway during the 2012 holiday shopping period. The “store,” comprising two walls of 3D
images featuring QR codes, “aims to revolutionize what it means to window shop,” said a press
release. Similarly, in November 2011, sister retailers Sears and Kmart placed shoppable walls
featuring images of toys along with scannable barcodes at spots including malls, airports and
movie theaters around the U.S.
A Christmas-season Virtual Book Shop installed by Irish book chain Eason
at Dublin’s Connolly Station adds a social commerce element. Commuters
can order best-sellers using QR codes, then “share their experience via
Facebook, make recommendations and see what titles their friends have
bought,” according to a press release.
Shoppable television: There are several methods by which the TV screen
can become a retail portal enabling near-instant purchase.
Second-screen apps: The mobile device can serve as a “second screen”
through which consumers can buy what they see on a TV show or
commercial. eBay’s Watch With eBay app attempts to let users buy
products related to programming. During the Summer Olympics in London,
for example, viewers watching a competition could use the app to buy the
same type of shoes worn by the athletes or posters featuring some of the
participants.
Other second-screen apps, like Shazam and Viggle, can sync users with
TV content and lead them right into an opportunity to purchase. For
instance, Dove Men+Care partnered with Viggle in early 2012; viewers who
checked in to broadcasts of college basketball playoffs were directed to
a landing page that included live tournament stats and an Amazon link to
Men+Care products.
Remote control: PayPal announced in June it would be getting into “T-commerce” in the U.S., partnering with both
Comcast Cable and TiVo. When the initiatives roll out, PayPal says Comcast viewers will be able to make purchases through
their TV using the remote control as well as a mobile device; with TiVo, an interactive tag will let viewers “buy now.”
Delivery Agent is a U.S. company that partners with TV channels and cable
providers to enable viewers to buy using the remote. Consumers register with
the company’s TV Wallet service (providing payment information) and then
sign in to shop by remote. Last summer, for instance, subscribers to Verizon’s
FiOS service who were watching History channel’s Picked Off could buy replicas
of antiques spotlighted on the program. By clicking the FiOS TV button on the
remote at designated times, viewers could see a split screen featuring items for
purchase on the right.

Image credits: Glamour; CNW Group/Mattel Canada, Inc.; eBay; Delivery Agent
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Ikea’s Uppleva television, which launched in parts of Europe
in June, is an early version of a TV with built-in commerce. During select
commercials, users can press a red button on their remote to bring up a window
that enables ordering the item.
Text to buy: This simple idea of texting to purchase was tested by Target for the
2012 holiday season. And Songwhale is a Pittsburgh-based company that markets
Paywhale, a platform that enables consumers to order a product by texting
certain words (as directed by a commercial) to a given number. The order goes
to sign up for an account.
Microsoft Kinect + 3D TV:
television and SAP HANA technology to create a virtual store. Shoppers can “walk through” it, with Kinect’s gesture
recognition allowing them to reach at items they want to place in a basket; payment and delivery would be arranged via the
retailer’s online system. Keytree says the concept delivers the best of both worlds: the immersive experience of perusing
real-life shelves and the more personalized, convenient one of online shopping.
Shoppable video: Shoppable videos, which allow viewers to simply click through to order goods, have been created by a
range of marketers, from Barneys, Neiman Marcus and Gucci to Levi’s and Kmart. YouTube is testing a feature that lets brands
apparel told Ad Age. A few of the more innovative variations on the shoppable-video concept:
Danish fashion brand Only created “The Liberation,” billed as a “fashion
online video retail environment.” Viewers who liked items they saw
could roll over the screen to see details, and “like,” browse, pin, tweet
and buy. Consumers could also interact with the video, which included
a game element (winners got pairs of jeans). At the end, viewers got
a personalized catalogue listing each of the browsed products. The
campaign won a Gold Lion at the Cannes Lions International Festival of
Creativity in 2012.
In fall 2012, Target launched this 12-minute
and Nia Long alongside some of its fashion,
beauty and home products. Target says this
share products without interrupting the
video. “We believe this is where video is
headed, and where digital, entertainment
and marketing meet to create a true
multimedia content experience,” Target
CMO Jeff Jones told Forbes.

Image credits: Ikea; Only; Target
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Shoppable live streams: For London Fashion Week
in September, Topshop broadcast its runway show
online, with viewers able to click on clothes,
accessories and makeup they liked and place an
order. The new goods were promised within eight
weeks, well before they arrive in stores. Topshop’s

Visually-interactive lifestyle shorts entertain
and engage powerfully to create sharp impulsive
behavior. The result leads from want to need to
have and hopefully share. This will build quickly as brands

as a melding of “social entertainment” and
commerce.

—PAUL FARKAS,
lifestyle association via shoppable video,” Luxury Daily, Aug. 1, 2012

Shoppable online channels: In the U.K., supermarket retailer Waitrose recently launched six online TV channels, focused
on recipes, health, seasonal events and so on. A “Buy ingredients” button on-screen allows viewers to click through and
order relevant products.
Shoppable augmented reality: AR brings digital technology into the physical world, enabling retailers and brands to set up virtual
stores that give a lifelike sense of the goods on offer. (It can also bring print pages to life; see “shoppable magazines” below.)
Görtz, Virtual Shoe Fitting: In mid-2012, German shoe retailer Görtz created a system that “turns regular outdoor media
into virtual shoe stores,” which Görtz set up in central train stations and other well-frequented spots. The system uses a big
screen, three Microsoft Kinect devices and augmented reality to enable shoppers to see how any model of shoe sold looks
on their feet in 3D. QR codes then link the shopper to a
mobile checkout site, with goods delivered the next day.
Unlimited Yihaodian: China’s biggest online grocery
retailer, Yihaodian, is planning to create 1,000 virtual
supermarkets in large, empty urban spaces. These
“Unlimited Yihaodian” stores will rely on augmented
reality to “stock” the shelves for shoppers with
smartphones. The company says this will enable
customers to “enjoy virtual window shopping in a nearby
neighborhood as well as the convenience of online
purchasing,” said Yihaodian’s board chairman.
Shoppable magazines: Enabling readers to buy directly
from a magazine has been an elusive goal for years. But
increasingly content is fusing with commerce so that it’s a
quick hop from reading about an item to buying it.
Augmented reality: Smartphones can turn the printed
page into a retail channel by way of AR. For instance,
readers of the January 2012 issue of the British lad mag
Nuts could use the Blippar AR platform to buy sneakers,
DVDs and other products featured in the editorial. And
an app, Scan to Shop, that makes the apparel brand’s
magazine instantly shoppable. (Similarly, ads that work
with these AR apps can also be made shoppable.)

Image credits: Görtz; Blippar
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Netpage app: This iPhone app
enables a smartphone to interact with a printed
page without visible codes or watermarks. The
screen displays a digital replica of the page, a
“glass-bottomed boat effect,” as Netpage terms it.
Esquire
technology—in part for shopping. Readers who use
Netpage to “clip” products see a “buy” button that
links to an online storefront.
Harper’s Bazaar, ShopBazaar: This fashion magazine’s recently launched e-commerce platform, ShopBazaar, features
editorial content and editor-selected items. The print magazine will display icons next to items available on the site, and
beginning in early 2013, readers will be able to use a smartphone to access ShopBazaar from the page (the exact mechanism
isn’t yet clear).
Digital magazines: Lifestyle Mirror, an online fashion publication that launched in early 2012, is touted as “instantly
shoppable.” Fashion spreads feature red dots next to each item; rolling over one leads to more information and a link to
purchase. Lifestyle Mirror says the site is “both a resource to inspire and a portal to drive readers to points of purchase.”
Launched in November, Monogram is a “shoppable fashion magazine” in the form of an iPad app. While content isn’t on a
par with more conventional magazines—it’s solicited from stylists and bloggers working for free—Monogram “is a hint at how
many of the more established fashion magazines will develop in their digital incarnations,” says The Guardian.
Shoppable ads: Procter & Gamble has started adding QR codes to magazine ads that ask, “Have you tried this yet?” and feature
several P&G products. Scanning the code leads to a mobile site that provides more information about the products, samples and
coupons, consumer reviews and links to purchase on third-party sites like Walmart.com and Amazon.
Shoppable windows: Retailers are turning shop windows into
sales platforms, effectively making the physical store a roundthe-clock channel.
Touch screens are one way to make windows shoppable,
and we highlighted several examples in our 2012 trend
Screened Interactions. More recently, Adidas tested
an interactive touch-screen window featuring life-size
products at a store selling its NEO Label. Shoppers outside
this German store were directed to a mobile URL, which
linked a person’s smartphone with a shopping bag on the
window. Consumers could then drag products into the bag,
edit product details, save products for later purchase and
share it all through social media or email.
QR codes present another solution, one that PayPal is
testing in Amsterdam. In the upscale shopping area De 9
Straatjes (The Nine Streets), the company partnered with
30 stores, which have posted QR codes on their windows.
Passersby can purchase anything displayed in the windows

Image credits: Netpage; Adidas
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by scanning the codes, using a De 9
Straatjes mobile app. “We’re learning more about how
to maximize the fantastic real estate available in shop
windows to help sales 24×7,” noted a PayPal blog post.
Shoppable social media: Social media offers varied
opportunities for immediate purchase. Sites like Pinterest
and Polyvore serve as content-sharing/creating platforms and
channels for discovery, with users able to quickly follow links
to purchase. Almost 7 in 10 who visit Pinterest have found
an item they’ve either purchased or wanted to purchase,
according to a Bizrate Insights poll conducted in North
America. Some sites, like Fancy or Beso, share revenue with
users when their links lead to purchases.
While Facebook commerce hasn’t proved a hit for big
Ecwid reports that Q2 2012 Facebook sales for these retailers rose 38% over Q1. Meanwhile, the social network is pushing into
e-commerce with Collections and Gifts. The former is a feature it’s testing that lets users click a “want” button when they see
products they like, creating a wish list of items that friends can click to purchase. Gifts, which started rolling out in September,

order goes through.
Digital bleeds into physical: Retailers are starting to give consumers more options on how to shop, mixing and matching the
digital and physical.
Click and collect: Consumers order online, then pick up at the
store. This has become a popular option for groceries in Europe,
with bags loaded into a shopper’s car outside the store. In some
Walmart now offers this option.
Endless aisles: Computer screens in stores or mobile apps can
create “endless aisles,” giving brick-and-mortar shoppers a wider
array of the retailer’s inventory from which to order. Walmart
is testing an app dubbed “Endless Aisle” that would let in-store
shoppers scan a code for out-of-stock items to see if they’re
available online. Canadian electronics chain Future Shop recently

The new retail order revolves
around an omni-channel
experience, where there is
no clear line drawn between traditional
channels. Over the next year, investors and
consumers are going to become very familiar
with omni-channel sales.”
—“The 1 Buzzword That Will Rule 2013,”
The Motley Fool, Oct. 9, 2012

typical store. It stocks 1,000 of the best-selling products, while instore tablets and computers showcase the full inventory; salespeople
also have tablets so they can show customers additional options.
E-commerce gets physical: More online stores are gaining a brickand-mortar presence, including Gap’s Piperlime brand and costume
jewelry seller BaubleBar. Amazon is rumored to be looking into
physical locations as well.

Image credits: Facebook; Piperlime
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Retail is undergoing a momentous shift, with brick-andmortar stores forced to evolve for a digital age, multiple
new ways to buy, fast-changing consumer attitudes and
habits, and new technologies continuing to disrupt the
status quo. Retail will be a lot more complex in tomorrow’s
opportunities to capture consumers’ attention and then to
seal the deal almost instantly.
The results of the survey we conducted in the U.S. and
U.K. in November indicate openness to shopping in these
new environs, especially among male and Millennial
early adopters. (See Figures 7A; for country and gender
breakdowns, see Appendix, Figures 7B-E.)
While mobile will be the primary conduit for Everything Is
Retail, it’s not the only one—everything from the remote
control to touch screens to social media sites will help to
push purchasing opportunities to the surface as consumers
go about their everyday lives.
For now, retailers need to experiment to discover what
resonates and how consumers adjust their behavior given
new options. IBM’s Jill Puleri notes that in the U.K., Tesco
has found that many “click and collect” customers shop
in-store after picking up items ordered online—frequently
bulkier, heavier items that they appreciate having preloaded into their car. “You just don’t know until you
actually implement it that consumers are not doing all
their purchasing on ‘click and collect,’” she says.
Make shopping simpler, faster, easier: Purchasing,
at least for certain types of goods, will become much
more seamlessly integrated into consumers’ lives,
accomplished on the go (or on the couch) with a few
clicks or taps. “Retail is increasingly all about making it
as easy and convenient as possible for consumers to part
with their cash,” as the BBC puts it. The consumer journey
will get increasingly compressed, with far fewer steps from
consideration to purchase.

the right touchpoint, getting the technology and the
supply chain working smoothly and in tandem, making
the interface ultra-simple for users, etc.—may be able to
override some of the severe price pressures that will be
dogging almost all retailers.

FIGURE 7A:

Openness to purchase
Percentage of American and British adults who would be willing
to purchase things in the following ways if it were easy and secure
Millennials (18-34)

Gen Xers (35-47)

64

Using touch-screen
displays in public
(like shopping malls
or train stations)

Using your phone to
scan codes on images
of items displayed on
billboards that you pass
on your commute, at the
airport or elsewhere
Clicking a button on
your TV remote to
instantly buy goods
you see and like
on TV programs or
commercials

72%

58
30
56

39%

42
19
49

47

39%

43
24
52

Clicking links on an
online video or digital
magazine so you can
instantly buy goods
you see and like
Using your phone
to scan images in
a magazine so that
you can instantly buy
goods you see and
like in articles or ads

Boomers (48-67)

42%

48
27
57
44

40%

19

There will be more changes in how
consumers shop and pay in the next 3 to 5
years than there were in the last 20.”
—JOHN DONAHOE, eBay CEO, “eBay Moves Beyond Its
Dotcom Roots,” Financial Times, Oct. 18, 2012

If you’re shopping at home for food
and then the food gets delivered to
you, that’s a great convenience. But
if you’re doing it from an airport on
your way home, that’s a huge win.”
—RON MAGLIOCCO, global business
director, Shopper Marketing, JWT

77

7 EVERYTHING IS RETAIL
WHAT IT MEANS (cont’d.)
Leverage technology to be at arm’s reach: Coca-Cola famously had the goal to be “within an arm’s
reach of desire” as it strove to dominate its market; Marks & Spencer’s Laura Wade-Gery, who heads multi-channel
e-commerce, cites this phrase in talking about the retailer’s aim to provide more ways for customers to access its goods. It’s

The objective has always been to
you have to be seen to be bought. And
so we’re really looking at taking these
[tech-based] enhancements, these
opportunities, to be more, with the old phrase,
‘within reach.’ Whenever, wherever.”
—GWEN MORRISON,
co-CEO, WPP’s The Store

Brands can now be at arm’s reach at the right moment—
not only as desire strikes but before it bubbles up. Once
“Everything Is Retail,” owning “point of purchase” shifts to
owning “point of impulse.” “Anywhere, anytime” are the
catch words here.
Meld retail into marketing: In many cases, the marketing
platform can now double as the sales platform. “For
consumers, the lines between products, services and
CMO Jeff Jones told Forbes in October.

This is quite clearly the case in magazine or television ads that enable “click to buy” via smartphones, or shoppable videos. It’s
equally the case with shoppable walls and screens, which not only take shelves beyond the store but help remind consumers
of what they might need, provide gift ideas, etc. “It grabs potential customers in a way that a direct mail piece can’t do, and
it’s a repetitive message that they see every day,” said Peapod’s marketing director in Fast Company’s Co.Design. Peapod’s
shoppable billboards are meant as much to advertise the company’s mobile app as to spur on-the-spot purchases.

and purchase behavior, as Bryan Gildenberg points out, and make the internal changes that enable this new approach.

The challenge with anything being a shopping environment is that I can move from being
stimulated to purchase almost instantaneously. … So the fundamental challenge that presents
to marketers is the need to bring together historically quite disparate functions within the
purchase behavior. That work has to be done a lot more holistically if [consumers] can
—BRYAN GILDENBERG,
consume media and shop in the same place.”
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What key locales does your consumer pass by or spend
time in on a regular basis, and how can relevant retail
be fused into this physical environment?
What locales does your consumer pass through on
special occasions, and how can retail be fused into
this environment at a time when consumers may be

Is there a way to integrate a quick “click to purchase”
into activities your consumer enjoys, whether browsing
social media sites, watching videos, spending time at
the gym, etc.?
Is there a way to further maximize your marketing
channels by integrating retail opportunities?
What kind of media does your consumer prefer, and can
it be made shoppable, either through paid or editorial
content?

distraction?

RELATED TRENDS*

Worlds
Colliding
Retail as the
Third Space

EVERYTHING
IS RETAIL

The Mobile
Fingerprint

Screened
Interactions

The Mobile
Device as the
Everything
Hub

*See Appendix for more on Related Trends.

79

8

PEER
POWER

As the peer-to-peer marketplace expands in size and scope—moving
beyond goods to a wide range of services—it will increasingly upend
major industries, from hospitality and education to tourism and
transportation.

Image credit: mikebaird
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Cooperative Consumption: A trend we highlighted in our 2008 forecast, in which we wrote: “Thanks to the
rise of online social networking, people are sharing just about everything, from carpooling duties to their living rooms.” This
informal social media–fueled sharing economy has readied us for more formalized peer-to-peer marketplaces.
Social media: With 1 billion-plus active users on
Facebook, around 500 million on Twitter, 100 million on
Instagram and millions more on Pinterest and others,
social media platforms have become a global exchange of
ideas, recommendations and more. Increasingly, they’ll
fuel a P2P marketplace for goods and services.
The Trust Economy: Before the advent of eBay, Etsy
and the like, the idea of staying in a stranger’s home or
getting a home-cooked meal from a stranger would likely
have seemed far too risky and off-putting. But today’s
consumers, primed to trust peers for the buying and
selling of goods, are more open to engaging peers for
services as well.

trying to start up an easier way for
people to buy and sell used books,
music, movies and games to each
other. No one thought it would ever
work. … What’s different now is that there are
billions of people online, and they’re organizing
and connecting and engaging through social media,
and that changes everything. And it unleashes a lot
of opportunity and a lot of companies.”
partner, First Round Capital

In addition, taking a cue from forerunners like eBay, many P2P service-oriented startups have put mechanisms in place to
social circle). And third-party services such as Repify.com are stepping in to assign unbiased “trust ratings.” With consumers
already warmed up to the idea of doing business with strangers, this increasingly elaborate system of checks and balances is
helping them get over the bump.
Economics: Given the continued economic uncertainty, people are
looking for new ways to save and/or make money. Often, peer-to-peer
marketplaces offer cheaper alternatives compared with established
services, or at least more bang for the buck. Their business models

FIGURE 8A:

P2P engagement
Percentage of American and British adults who agree

33

spaces sitting empty, cars not being used, empty rooms, etc.). As a
result, many of these upstarts offer quality, appealing services at
consumers are drawn to become “micro entrepreneurs,” as Fast
Company
or cars, sharing their skills, etc.
Just over 1 in 5 American and British respondents to a survey we
conducted in November said they’ve recently used online P2P services

Recently, I have used
online peer-to-peer
services to save money

Recently, I have found
new sources of income
by selling a service
or skill on a peer-topeer service

I’ve learned a
new skill or received
a service from
strangers in peer-topeer platforms

22%

30
11
39

23%

28
11
40

47

26%

33
11

recently found new sources of income by selling a service or skill on a
Figures 8D-E.)

54
my friends to try new
things like peer-topeer services

39

34%

20
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Millennials:
question peer-to-peer transactions, nor transactions made online
FIGURE 8B:

more open to disruptive solutions that challenge the status quo.
According to our survey, Millennials over-index when it comes to
positive attitudes and behaviors tied to the P2P economy.
For instance:
learned a new skill or received a service from strangers via P2P

Percentage of American and British adults who would
be likely to use the following services if they were
available and within their price range

a home, a room
in a home)

Figure 8A; for country breakdowns,
see Appendix, Figures 8D-E.)
When asked about their likelihood of using different types
other sectors), Millennials expressed the most openness across
Figures 8F-G.)
Distrust in institutions: Today, people have less faith than ever in
corporate scandals and bailouts, and a great deal of disillusionment
with political leaders. While consumers once regarded established
brands as more trustworthy, reliable, high-quality and/or safe than the
rest, that’s no longer a given. As a result, people are becoming just as

46

A service that
allows you to rent a

A carpooling service
that connects you with
drivers who have extra
space in their cars who
can pick you up and get
you to your destination
An online education
platform that allows
you to learn real-world

31%

38
17
39

28%

32
18

58

47

46%

56

carpentry, programming)
from ordinary people

32

A service that
connects you with
ordinary people in
your community who
can help you get your
chores done

44

33%

35
25

FIGURE 8C:

P2P vs. traditional businesses
Percentage of American and British adults who agree

to get lodging, for instance) versus sticking with the tried and true.
Fifty-six percent of our American and British survey respondents said
they think it’s great that people can avoid traditional businesses through

said they’d put their trust in an individual over a big corporation any day.
.)
Craving authenticity: Doing business with peers often feels like a more
authentic experience to consumers. Whether interacting with people
of similar ages or with similar passions, or with people one would
never normally come across, the world of peer-to-peer commerce
offers genuine communal interaction in addition to the commercial

I think it’s great that
people can avoid
traditional businesses
through peer-to-peer
platforms to get
things done together

68

46
52

I trust individual
people offering
services on peer-topeer platforms

I’d put my trust in an
individual over a big
corporation any day

56%

61

40%

48
26

47

59
53

55%

54

services sound like an exciting way to have new experiences.
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explosive growth. Consider that Airbnb booked 5 million guest nights in the months between late January and June 2012—
equivalent to the number it booked in the years between its launch in August 2008 and January 2012. The following snapshot
of today’s P2P services economy, which charts some
comprehensive), provides a sense of how broad and
deep the trend is becoming.

P2P hospitality: Peer-to-peer lodging companies are challenging traditional hotels by offering a wider variety of
launched the idea of strangers hosting travelers nearly a decade ago. Today, P2P accommodation services “may be making the

COMPANY

in February
2011

August 2008

Claims to be the European
leader in private short-term
rentals, having recently
acquired Airbnb rival

Based in

Connects travelers looking
for accommodations with
people who have rooms,
apartments or homes

Based in

cover more

listings; 10
million guest
nights booked in

treehouses) to rent.

municipalities

of June 2012).

cover around
100 countries.

More than
50,000 members
and 25,000
places listed as
of May 2012.

countries.

April 2011

Enables people to rent their
backyards as what it calls
“micro-campsites.”

Based in the
U.K. About
half the
listings are
in the U.K.
and half
international.

as of August
2012.

acquisition, gained
a Toronto hub and
raised inventory.
Total funding was
around $10 million
as of May.
Growth has zoomed.
In October, Peter
Thiel expressed
interest in investing
$1.5 million; if that
goes through, Airbnb
could be valued at
$2.5 billion.

Provided muchneeded affordable
lodging during

promotional stage
and not yet collecting
fees from hosts.

Image credit: airbnb
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P2P hospitality

COMPANY
Founded in

The Craigslist of travel
connects generous hosts
with travelers looking for a
free bed or couch. Members
can opt in to an identity-

Based in

More than
5 million
members.

200-plus
countries.

Corporation in 2011.

2011, and another
$15 million in 2012.

doing so leads to higher
placement in the site’s
search results. In addition,
members are asked to leave
references on each other
after “any kind of in-person
meeting,” and a “vouching”
feature allows members to
“publicly declare trust in
each other.”

Established
March 2011

An Airbnb imitator and one of
the largest European players
in this space.

Based in

100,000
registered users.

cover 50,000
properties in
100 countries.

in venture capital
funding in 2011.
months of 2012,
Wimdu’s global
revenue quadrupled,
to more than €5
million per month.

P2P experiences:
looking for a private guide to show you around local art spaces or take you mushroom picking in the forest.”

COMPANY
Founded in
November
2011

Focuses on experiences
offered by “real people,”
who are encouraged to
monetize their expertise for a
reasonable fee and advertise
their activities through social
networks. Offerings have
included a hot-air balloon ride
creating upcycled accessories.

Based in
Berlin. In
August 2012,
expanded

NA

Received a $1.2 million
investment in early
2012 from venture
Ashton Kutcher.

New York,
Berlin and
Amsterdam)
to a global
presence.

organizer.
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P2P experiences

COMPANY
Founded in
2010

Mates” to advise travelers on
the best places to visit, eat,
drink, etc. After travelers
who seems most compatible
with their tastes, they
receive a physical guidebook

Based in
Austria.
Operates in
11 cities,
including
New York,
Barcelona,
Zurich, Paris
and Tel Aviv.

NA

Based in Paris
and Tokyo.
Operates
in more

NA

NA

recommendations.
Founded by a Japan-born
June 2011
means “to be a guide”
connects anyone interested
in acting as a travel guide
with travelers looking for
personalized tours.
Founded in
July 2011

April 2011

funded by its
co-founders.

international
cities.

Promises “amazing
experiences that can’t be
found anywhere else”: e.g.,
hire a former CIA disguise
technician for a crash course
in creating disguises or sit
in on a professional break
dancing practice session.

Based in New
York; operates
in New York,
Washington,
D.C., and
Chicago.

NA

Offers offbeat experiences
around the world: e.g.,
members have booked
stays on Alcatraz Island in

Based in

Offers 2,500plus travel
experiences

accelerator program.
million in venture
capital funding.

cities.
of the city’s Tenderloin
neighborhood guided by a

Was part of the
summer 2011

Was a summer 2012
participant in the Y
Combinator business
incubator program.
Reports revenue
since May 2012.

in Fiji with a local king; and a
cupcake crawl in Washington,

the tour guide.
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P2P transportation:
leveraging extra space in drivers’ cars or cars sitting idle. While some ride-share-service drivers are professionals, many are
seeking simply to earn extra cash, help the environment or meet new people.

COMPANY

as a side
project under
different
name in
employee

May 2011

A “people-powered transport
network” that matches paying
passengers with seats in cars;
pitched as a new, affordable
way to tour Europe. Members
can post how social they want
to be, from Bla to BlaBla to
BlaBlaBla.
A P2P version of Zipcar.
Members can rent other
members’ cars via iPhone or
the Web. For iPhone users,
the car doors automatically
unlock when the designated
device is installed in vehicles
for this purpose). Those who
rent via the Web must meet
the owner to get the keys.
The cars are also insured.
Getaround claims the average
car sits idle 22 hours per day.

Founded in
May 2011

June 2012

connects riders with bikes
for rent, “whether from
individuals or existing bike
rental shops.” Members can
post photos of their bikes
and offer them up for rent or
seek spare wheels.

Based in Paris.
Operates in
nine European
countries.

Francisco.
Operates
in the Bay

More than 10,000
cars available for
rent as of August
2012.

Diego, Austin,
Portland,
Ore., and
Chicago.

and New York,
and recently
rolled out
around the

available for
rent.

million in additional
2012. Yahoo
president and CEO
Marissa Mayer is an
investor.

inventory increased
user base has grown

expand internationally.

A P2P ride-sharing service
whose business model is

Based and
operates in

$10) rather than fares from

Aims to
expand internationally.

from these donations. Cars
are decorated with giant

NA
members, with
500,000-plus
drivers. Around
500,000 passengers travel each
month.

Parent company Zim150 drivers
were providing
hundreds of rides
a day.

from venture funds.

sparring with the California Public Utilities
Commission and says
it’s “in talks with the
CPUC to develop new
regulations that are up
to speed with current
innovations.”
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P2P transportation

COMPANY

June 2012

This “community-based,
real-time ridesharing
marketplace” relies on a
smartphone app to match
people seeking rides with
those who have extra space
in their cars. Performs
background checks on drivers
and says drivers have “decent
cars.”

Francisco and
operates in

500 drivers
have provided
50,000 rides in

November.)

Raised $10 million
from Google Ventures
ture Partners. A regulatory dispute with
the California Public
Utilities Commission
has not deterred inplans to expand to
other cities.

P2P assistance: TaskRabbit and similar services—including Agent Anything, which enlists college workers, and the upcoming

COMPANY
Private beta
launched in
November
2011

2008

Matches people who need
help with to-do lists and
“TaskAngels,” who must
pass a background check.
Members post tasks, specify
their budget, then sift
through responses from
the site’s providers.
This online and mobile
marketplace allows users to
outsource a range of tasks.
the power of the community
to get things done—forming a
virtual neighborhood.”

Registered in
England and
Wales.

Francisco.
Operates in
eight other

NA

NA

The number
of users has
multiplied by a
factor of seven in
the last year.

Venture capitalists
on TaskRabbit so far.

including
Boston,
New York and
Chicago.
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Crowdsourced learning: The traditional student-teacher structure is facing new competition as knowledge
seekers connect with teachers, hobbyists and experts looking to share their interests and impart their knowledge.

COMPANY

April 2011

Enables people to sign up to
teach or attend short classes
taught cover anything from
writing computer code to
beer tasting to making baby
food. The company takes a

private beta
in January
2011

Offers the opportunity to
take or teach lessons in a
variety of subjects within
a social learning network.
Instructors can create closed
online study groups to
provide further insights and
analysis. Courses are free,

Based in New

NA

Initial focus was

classes held
in New York,

expanded to online
courses in August.

Philadelphia,
Boston, New
Orleans,
Portland,

million in venture

Based in
Minneapolis.

with GE on its GE
Garages initiative,
designed to help
people learn by
doing.
About 50,000
unique Web
visitors per
month, as of
March.

Online university
Capella Education Co.
took a majority stake

More than
200,000 students
as of May 2012.

NA

then acquired the
company outright in
April 2012.

Education Co. offers low-cost
courses for academic credit.
Founded in
February
2010

Udemy says it’s trying to
democratize learning by
allowing anyone to create an
online course on any topic.
Courses cover a wide variety
of categories, including business and entrepreneurship,
arts and photography, health

Based in

lectures added
each month by
instructors as of
May.

and technology. The majority
of courses are free; for
instructors who charge,

Founded

and
relaunched
as Veri in
2011

Members generate free online
learning sessions based on
user-provided questions
and answers, then test
participants on what they’ve
learned. Other media, such
as video, are provided as
supplemental learning tools.

Based in
New York.

NA

NA
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P2P funding and lending: Crowdfunding draws on the collaborative capabilities of the Internet:
Entrepreneurs raise modest amounts from a wide base of customers and fans, with contributors treated like stakeholders, in
from or lend to other members.

COMPANY

fundraisers meet their goal,

Francisco.
Operates
anywhere, as
long as a user
has a bank
account.

This 500-pound gorilla of the
crowdfunding community

Based in New
York. Operates

creative projects. Fundseekers post written or
video proposals and a goal
amount, then the public
makes donations in return for

and the U.K.

in January
2008
crowdfunding site. Charges

Projects have
been funded
in around 200
countries.

In June 2012, raised
$15 million in venture
capital.

As of November
2012, close to
80,000 projects
had launched,
with a success

Total funding pledged
as of November 2012

takes a small fee from each
transaction. External sources
estimate 2011 revenue at
around $2 million.
Described as a “Kickstarter
June 2012

knot enables locals to support
businesses in their community
in exchange for goods, serFunding goals generally range
from $2,000 to $10,000, with
money going toward clearly
taurant replacing tables).

National Endowment
for the Arts.
Based in
Brooklyn, N.Y.
Operates in
New York and
is running
a pilot in
Greenville,

peer lending network, Zopa
of the retail lending market
in the U.K. Rates are often
lower than those offered
by banks. Members can be
lenders, borrowers or both.

NA

Operates in
the U.K. and
Italy.

nesses impacted by
currently fundraising on the platform,
waived fees for these
campaigns. E.g., Red

plans to
expand.

Based in
March 2005

since Kickstarter’s inception, a more than
fourfold increase over
dollars pledged as of
2011. Was expected
to distribute more
funding in 2012 than

cates in exchange for
funds.
In January 2012,
Zopa lenders
sent more than
£8.2 million to

regulatory concerns.

increase over the
previous biggest
month.
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P2P everything:
industries, including parking, home cooking and storage.

COMPANY
Founded in
2010

Facilitates the delivery
of home-cooked meals:
everything from ethnic
dishes to kids’ meals to food
tailored for restricted diets.
Gobble’s amateur chefs,

Based in Palo
Alto, Calif.
Operates

NA

NA

The site had
150,000 users in
the U.K. alone
as of 2011.
The founder
estimated in
2011 that the
site earned its
customers a

A strategic investment in July 2011
from BMW put the
company’s growth
into overdrive.

Francisco Bay
area.

make meals in small batches
to order.
Promises to save drivers
by pairing them up with
individuals or businesses
that have a space to spare.
rental.

Based in the
U.K. Accepts
listings and
bookings
in “most
countries
around the
world.”

million a year in
the U.K.

July 2011

Pairs those simply looking
for extra storage space with
owners of empty basements,
sheds and other storage spots.
Collects one week’s rent as
a fee.

Based and
operates in
the U.K.

NA
users had posted
space on the site
as of October
2012.

the peer-powered economy is about to reach critical mass.
As P2P companies begin to disrupt major industries, many established players will turn to existing laws and regulations to
forward-thinking. For one, they can use the emergence of this new competitive set as an opportunity to rethink how they
operate or position their B2C businesses in this growing P2P economy. And they can examine what kinds of new behaviors and
expectations the P2P model is creating among consumers and start delivering against those.
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industry: A decade-long war on music-sharing sites mounted by the Recording Industry Association of America—in which the
industry lobbying group sued college students and teenage infringers—only helped turn music fans against the industry, and P2P
music sites thrived.
The silver lining for some brands is that P2P services may help to grow a market: Venture capitalist Chris Fralic notes that
Airbnb may be widening the market for travel, with its cheaper, more varied accommodations. Getting more people passionate
about travel is ultimately good for many businesses.
Embrace the P2P era:
this development through a variety of means. Perhaps the easiest is to partner with peer-powered businesses in the same or
which aims to extend the company’s range of products and
services over the long term by investing in innovative mobile
largest travel guide publisher, partnered with Airbnb to create
dual discount offers.
Taking it one step further, brands can add a P2P element to
their business or launch a business line that addresses a newly
created demand or challenge to their industry. For instance,

free or low-cost online courses, many taught by amateurs.
In partnering with these upstarts or launching their own
version of a P2P service, established brands can infuse
freshness or modernity into their persona, broaden their
appeal and/or get an existing consumer segment to look at
them in an interesting new light. Initiatives such as this also
provide the opportunity to learn more about the audience,
inner workings, and strengths and weaknesses of P2P
enterprises.

From our standpoint, you might say
we’re funding a company that might
help unseat venture capital. That’s
probably an exaggeration, but if
it were true, better we do it than
someone else does.”
partner, First Round Capital,
discussing one of their portfolio companies,
FundersClub, a consumer-friendly VC platform

Take inspiration from the P2P model: Whether or not brands partner with P2P services or add P2P elements, the P2P model
can suggest new, more innovative approaches: Are there ways to take inspiration from the things consumers like most about
P2P services? And are there ways to leverage digital technologies designed to match supply with demand, consumers’ rising
trust of strangers and proclivity for sharing, micro-entrepreneurs and so forth in order to better cater to consumers or market

Many businesses are built around models formulated in a pre-digital era when consumers had very different mindsets—models
that will need to be tweaked, if not shaken up altogether. The success of Airbnb, for example, “just shows that the way we
thought of and built and booked and ran hotels has to change,” says venture capitalist Chris Fralic. “Whether it’s a good thing
or a bad thing, it’s so hard to tell.”

Image credit:
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Build in more authentic experiences: One of the strengths of the P2P economy lies in its ability to
Millennials, who seek out one-of-a-kind, share-worthy experiences and shy away from anything that comes across as
prepackaged, cookie-cutter or too standardized. Big brands need to look for unique ways to build these attributes into their
services, without it feeling forced or too inauthentic.

provided a “language immersion pin” for guests who wanted employees to speak to them in the local tongue.

Airbnb and similar services
allow for their own native
experiences, where you’re
in the fabric of the city in a
way that you’re not when
you’re in a hotel. … It’s kind of like the
difference between taking a plane and
taking a train: The train brings you right
into the heart of the city, and the plane
puts you into the ugliest part of the city,
just because they had to put an airport
—
author, The Mesh:
there.”

Facilitate the impulse to connect and share: Consumers increasingly
are open to trading services with strangers, from lodging to household
tasks. Brands will need to tailor their selling strategies to accommodate
an online platform for consumers to buy and sell secondhand furniture.
The brand says it’s making an effort to be green and to inspire its
consumers to follow suit. While this could clearly hurt new product
sales, Ikea is arguably inserting its brand into a process that would
likely take place regardless.

Why the Future of Business Is Sharing

Image credits: TaskRabbit; Ikea
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Millennials will drive adoption, but don’t overlook their elders: As our survey showed, Millennials are
may be driven by the affordability, others by the novelty aspect, others by practical concerns—e.g., a service like TaskRabbit
could be just as appealing for an elderly person who needs help with errands as it is for a busy entrepreneur. In imagining

Play to your strengths: For all their appeal, P2P markets have their inherent weaknesses, including inconsistent service or
segment of consumers. Beyond the matter of trust, some people will inevitably feel awkward doing business with peers:
“There’s always tension between the person who is the employer and the person who is the employee that could turn users
The New York Times, talking about P2P services. Established brands
can leverage these negatives by emphasizing that working with a more traditional, trusted business can be easier, more
convenient, less awkward and even more affordable than choosing a peer-provided service.

Are there any P2P companies in your category or in a

Can you incorporate P2P technology into your model, as
either an alternative or add-on to your current business?

from partnering?
Is there a service you can launch that addresses needs
your category?
Are there ways to take inspiration from the things
consumers like most about P2P services?

service but is currently being overlooked by the market?
What strengths can you play up to differentiate your B2C
brand in a positive way? If P2P companies are directly
challenging your business, what can you offer that is not
available or guaranteed through these new channels? Can
you highlight existing offerings that help distinguish your
business from P2P services?

attributes in your brand experience?

Cooperative
Consumption

The Collective
Consciousness

PEER
POWER
NonCommitment
Culture

Generation
Go
Appendix for more on Related Trends.
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9

GOING PRIVATE
IN PUBLIC

In an era when living publicly is becoming
the default, people are coming up with
creative ways to carve out private spaces
in their lives. Rather than rejecting
today’s ubiquitous social media and
sharing tools outright, we’re reaping

and managing a new notion of privacy
for the 21st century.

%
67

of American
and British adults agree
that, “In the age of social
networks, I feel as though

privacy is

dead
*JWT SONAR™

Image credit: SashaW
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Privacy control shifts away from the individual: Consumers are quickly coming to realize that ultimate
a few lines of code, Web titans can destroy carefully walled gardens, turning the task of maintaining the desired degree of privacy
into an onerous chore. While Facebook users have periodically taken to posting privacy or copyright notices under the mistaken
impression that these declarations will protect them, users remain subject to the social network’s terms of service. Meanwhile,
managing the privacy settings on Facebook is “as daunting as trying to do your taxes with an abacus,” as The New York Times’ Nick
Bilton puts it.
It’s not just the Web powers-that-be that can toy with a person’s public persona—it’s also tag-happy, share-happy friends who don’t
realize that just because something is public information or done in public doesn’t mean people want it publicized. A survey we
for country and gender breakdowns, see Appendix, Figures 9D-G):
FIGURE 9A:

parts of their life private, since friends share everything online. It’s harder still
for teens to maintain privacy: Nearly 6 in 10 agreed with the statement.

Privacy in the social age
Percentage of American and British
adults and teens who agree

One in 5 adult respondents, and more than a third of Millennials, said they’ve
had secrets accidentally shared by friends via social networks. A quarter of the
teens we surveyed have experienced this.
Four in 10 adult respondents, and close to 6 in 10 Millennials, agreed that,
“Every time I take a photo with friends, I wonder where it will end up.”
Among teens, nearly 7 in 10 expressed this concern.

We owe each other a great deal of responsibility when
it comes to what we discuss online. Once something
is put on the Internet, it can never be taken back.
There has never been such a powerful tool to harm
someone’s reputation. And just because you are
comfortable with leading an ‘out loud’ life, it doesn’t mean you can
assume others do as well.”
—DON TAPSCOTT, author, speaker, professor and expert on innovation,
media, and the economic and social impact of technology

59

I try to keep parts
of my life private,
but this is becoming

56
48

since my friends share
everything online

45

24
I’ve had my secrets
shared by accident by
my friends through
social networks

34
23
11

68
Every time I take a
photo with friends,
I wonder where it
will end up

58
40
32

Radical transparency remorse: In the early days of social media, we saw the
advent of radical transparency: showing and telling all online, no matter how
personal. This was followed some time later by a wave of remorse over such disclosure. Those who haven’t personally experienced
the downside of over-sharing have likely seen at least a few friends stumble. “The price you pay by having even a minor slipup in

As a result, users are becoming more mature and sophisticated in their approach to social media, actively managing both the
information they choose to share and what others share about them, Millennials in particular. For instance, nearly one-third of
Figure 9B

Figures 9H-K.)
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The rise of reputation management: No longer the sole terrain of starlets, CEOs and the social media elite,
reputation management is now a consideration for the masses. Realizing that privacy is no longer an option—that one needs an
online presence to advance professionally and socially—more people are making a concerted effort to craft a polished image across
developing and getting widely picked up.

are captured and then posted online. Nearly half our adult respondents said that because of social networks, they are becoming
Figures 9H-K.)
The need to forget: Whether it’s a traumatic incident or simply what we had
for dinner a month ago, forgetting is a natural and healthy phenomenon. But
there’s no forgetting on the Internet. Many in the youngest generation will have
their whole lives documented on Facebook and elsewhere, starting with baby

FIGURE 9B:

Reputation management
Percentage of American and British
adults and teens who agree

experts are beginning to suggest that the action of forgetting be built into online
social worlds.
As Don Tapscott, an expert on innovation, media, and the economic and social
impact of technology, observes: “Our ability to record nearly everything and to

76

Because of social
networks, I have
become more selfaware of the image
I put out both

63
58
30

will it be like to grow up in a world that does not forget? Will comments posted
years later out of fear? Mitt Romney tried to deny that while in school he bullied a
gay student and forcibly cut his hair. Today there would be a video of the event on
YouTube, and there would be photos and discussions of the event on Facebook.”

entire history on display on social networking sites, with teens even more likely
to express this sentiment. Not surprisingly, the uber-transparent Millennials—
and college years—are more pained by their over-exposed past than older

breakdowns, see Appendix, Figures 9L-0.)

There’s a sense that the past is always present,
and it’s really reshaping our interactions in the
future. Sure, that’s always been true—we’ve
never automatically forgotten everything that
someone says—but when you can remember it
in explicit detail and recall a conversation word for word, it
becomes much harder to put aside the past.”

It’s come to the
point that I have
to explicitly tell
friends not to tag
me in photos/
status updates

42
47
32
23

FIGURE 9C:

The need to forget
Percentage of American and British
adults and teens who agree

Sometimes I don’t like seeing
my entire social history on

71
59

the new Facebook Timeline,
which shows all your pictures,
updates and other activities

66
52

Facebook until the present)

I hate that I can
never “live down”
embarrassing
moments in my
life because they
seem to live on
forever online

53
53
32
21

—BIANCA BOSKER,
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Rise of the social media commons: Facebook started out as an exclusive platform for college students, an
implicit private space to interact with one’s peer group. It’s now a social melting pot where users are connected with everyone
from co-workers to Grandma to childhood neighbors and ex-boyfriends. This uber-inclusiveness has left many users rethinking
how they choose to engage with the site.
Living under surveillance: Though not quite 1984, people are increasingly aware that much
of what they do—both online and off—can be tracked or uncovered by potential employers,
marketers, even new acquaintances. This may be the case whether or not they participate
in social networks. In a recent study, German researchers were able to predict “whether two
nonmembers of a social network knew each other based on information shared by a mutual
contact on the network,” according to ReadWrite. A writer for The Atlantic notes that while
she didn’t explicitly post that she got engaged, Facebook nonetheless displayed an ad for rings
facial recognition software, which is used for easier Facebook photo tagging, keeping identities

MANIFESTATIONS
Maintaining privacy, both online and off, has become an ongoing challenge in today’s hyper-connected world. In response,
Seventy-one percent of our adult survey respondents told us they share only some of their personal information online so they

Setting up privacy controls has become the norm, regardless of age. According to a

evidence suggests this generation has already wised up to the potential pitfalls of radical transparency. A 2011 Pew Research
Center report found that more than half of online
12- to 17-year-olds in the U.S. have refrained from
posting something out of concern that it might

unwanted friends, comments and tags in photos—
is also on the rise. According to a 2012 U.S.
networking users have deleted people from their

A similar study by the Future Foundation found
parallel behaviors among EU residents, with Irish
de-tagged photos).

Image credits: gvgoebel Facebook
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Working around the system: Rather than living in fear of being “caught” doing things that may not jibe with
the image they want to project, people are increasingly gaming the system or creating workarounds that go beyond applying

Facebook pseudonyms: College admissions counselors and employers routinely look up applicants on Facebook, not to
The New York Times changed her Facebook name to “Colleen Skisalot”
when she was a senior in college in an effort to hide from prying employers as she was looking for a job.) According to
volunteering and the like.

Since students don’t volunteer
this information to the

Dark rooms: Teens are creating “dark
rooms” at parties where any underage
drinking may happen, according to
session at SXSW 2012. Here, the lights
are kept dim, and no photography or
partyers can tweet, snap photos
and make videos without fear of
incriminating evidence making it
onto the Web.

see it as lying. Instead, they feel that if
on them by prying in their personal lives,
then they are going to game the system and
create fake personas for them to discover.”
—Breny Busboom, English teacher, “How High
School Students Use Facebook To Fool College

Rise of Facebook alternatives:
With a billion people on Facebook, social networkers are exploring more niche,
exclusive or private communities. For teens especially, Facebook can be a
headache: a generational melting pot that’s rife with drama and gossip. Many
are turning to alternative networks like Twitter and Tumblr for self-expression,
reserving Facebook use for things like photo-sharing, homework help and

30%
of men

have created
alternative online
personas, vs.

15%

of women.*

If Facebook built the
cities, then we are
building the homes. We
try to help people connect to less
people, not more.”
—DAVE MORIN, co-founder of Path, “Mobile-

intimate experiences, such as Path or Pair.

The Wall Street Journal, April 16, 2012

Google+, Circles: When it launched a social
network in 2011, Google tackled one of the
biggest complaints about Facebook—that it’s too
complicated to specify who gets to see what. With
plus users to “organize the people you know like
in real life,” by sorting them into social circles and
then sharing different things with different circles.
Users can “shout, speak or whisper,” as Google+
puts it, by choosing just how broadly or narrowly
they share.

*JWT SONAR™

Image credit: Epipheo Studios
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Path: Originally billed as “the personal network,” Path limits members to 150 connections, though
The New York Times. “Private” is among
six corporate “values” that Path lists in its about section, which explains that “Path should
be private by default. Forever. You should always be in control of your information and

Best of All Worlds: The founders of A Small World, an invitation-only site that targets the jetset crowd, launched this exclusive social network in 2012. The founders told Wired that the
connections.” Before launch the founders invited about 5,000 people, and members in turn can
invite only 10 contacts. Membership is currently around 25,000, from 150 countries.
Everyme: Launched in April 2012, Everyme generated nearly half a million users

and so on). From there, users select which bits of information they share with each
Facebook and Instagram content on Everyme).
Family iBoard: This is among the many sites positioned as a solution for families
looking to stay in touch and share with loved ones only. A promotional Web video
comically illustrates just how awkward Facebook would be in the physical world. A
man walks through a mall as his Facebook network “assaults” him: A stranger taps

since the man didn’t post the photo, there’s nothing he
arrives, showing just how bizarre the Facebook universe has
become. Account holders pay an annual fee of $19.99, and
each additional user costs $7.99. As of September, some
200 families had joined.
Social networking apps for couples: Launched in March
2012, Pair is a smartphone app that lets partners send each
other private messages, photos, videos, location updates,
sketches and “thumb kisses.” In two months, the app
similar apps—Cupple, Avocado and SimplyUs—likewise aim
to provide a private platform for lovers or other pairs.

Image credits: Best of All Worlds Everyme Pair
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Building privacy walls: When the Gen. David Petraeus–Paula Broadwell affair recently came to light, the
media buzzed about their effort to keep emails secret by sharing an account and then saving emails in a draft folder rather
than sending them—a practice that’s reportedly followed by privacy hounds ranging from teens to terrorists. Offering more
effective means of protecting user privacy, a range of apps and other services are popping up that allow people to guard or
instantly erase their digital activities.
Snapchat: This photo exchange app lets senders specify how long a recipient can view an
image. While the most likely use of Snapchat is safe sexting, young people are also using it
to engage in “photo-based banter,” according to The New York Times.
TigerText: Users of this app can send text messages and photos that are automatically deleted
after a designated period and that cannot be forwarded. Users can also recall sent messages from
the recipient’s phone. The company co-founder, who has a background
in recruiting and headhunting, told Time back in 2010, “People text
like they talk. And some of the things they say, taken out of context,
can come back to haunt them.” Burn Note is a similar service,
destroying text notes once they’ve been read.
Pixelgarde: This app allows people to strip revealing information—
such as geotags and dates—from photos before sharing them online.
Pixelate: With this app, users can obscure “sensitive picture details”
such as faces, brands, etc., with a solidly colored box or a pixelated effect before
publishing photos online.
Burner: This iPhone app allows users to buy short-term phone numbers that can be
disposed of, or “burned,” after a few minutes or days. It’s all managed through the
user’s phone and doesn’t reveal the person’s real number. “Burner is for anyone who
has more than one life—or who simply values their privacy,” the app’s founder and
CEO said in a press release.
Media spotlights privacy etiquette: The more that digital sharing becomes a ubiquitous
part of life, the more people are looking to formulate rules around the behavior: an
etiquette for how and what people share about others. Wrote author and journalist Ray
Connolly in The Telegraph following Prince Harry’s embarrassing nude photo escapade:
“It seems to me that although there can never be a Law of Harry’s Bottom to protect
our privacy from camera phones, a new mode of internet manners and social mores
must emerge, when a freedom to take and publish pictures of social gatherings isn’t
blithely assumed, just because it’s possible.”
The media has been trying to address the issue. In the past year, for instance, ReadWrite’s John Paul Titlow wrote a lengthy piece
Wright, technology and innovation columnist for The Sydney Morning Herald
double-checking that people have already disclosed birthday or anniversary information before posting well wishes).

Image credits: Snapchat TigerText Pixelgarde Burner 100
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Brands enabling privacy and reputation management:
Some marketers are enabling consumers to take better control of their
online entities and reputations.
Norte Beer, Photoblocker: Argentina’s Norte Beer found a clever way to
ensure that “What happens in the club stays in the club” with an amusing
innovation: a beer cooler that keeps drinkers safe from paparazzi-intraining. Distributed to various bars around Argentina, the Photoblocker
images unusable. Nearby drinkers can safely party without fear of wide
exposure. In one commercial, Norte Beer comically takes viewers through
the aftermath of a wild birthday bash, with and without Photoblocker—in
of his girlfriend.
Securitas Direct, Verisure Yourself app: Developed by European home security brand Securitas Direct, Verisure Yourself is

tag or demand that the item be removed. When a user disapproves of an item, the poster receives
a link to a video featuring a comical state trooper reprimanding the friend for violating online
etiquette. Securitas Direct developed the app as a recruitment tool, part of an effort to establish
a dialogue with young adults.
Olé, Hisker: Hisker, or the “History Faker,” is an app from Argentinian men’s sporting magazine
Olé that allows users to revise their online browsing history, removing evidence of hours spent
Facebook-browsing at work, or perhaps viewing adult content at
other hours, with more benign pre-selected sites. Clicking on one of
the wholesome links will take the user to that site.
Privacy in art: Not surprisingly, contemporary artists are exploring the
new notions of privacy, calling into question the long-term impact of sharing
without hesitation or consideration.
Pixelhead mask: Created by German artist Martin Backes, Pixelhead is a
head to ensure that your face is not recognizable on photographs taken
in public places without securing permission. A simple piece of fabric
creates a little piece of anonymity for the Internet age,” according to the
artist’s site.
A Charge for Privacy: For the 2011 Miami Art Basel show, interactive and
digital agency Branger_Briz created an installation dubbed A Charge for
Privacy: a station where attendees could charge their iPhones, but only after agreeing to terms of service that gave
Branger_Briz the right to use any photos stored on the phone as the company pleased. The charging station also projected
slightly distorted versions of these photos on a wall for all visitors to see. The aim was to prompt an examination of “the
perception of online privacy and the value placed on it,” according to a video about the piece, and to serve as a metaphor
for all the “free” online services consumers use without realizing that the price is often their privacy and data.

Image credits: Norte Olé Verisure Martin Backes 101
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Educating children about social sharing: Educators and advocacy groups are starting to teach kids how
to maintain privacy on social networks and why it’s so important. For instance, The School at Columbia University in New York
site is basically a “pre-kindergarten version of Facebook,” as a Forbes writer described it, and serves as
a forum where children can make mistakes that won’t haunt them for years. Faculty help students
understand that anything they share is traceable and potentially permanent and that social networks
have no information until the user offers it up. At the end of each school year, the data is archived,
and students have their digital slate wiped clean.

WHAT IT MEANS
Humans have a need to share and be social, and they also need private space, as Don Tapscott notes. But expectations
of privacy will vary widely among individuals and shift based on context and over time. “Privacy is a negotiated state
between an individual and their peers or people who are in a similar sharing context,” noted one participant in the “SoLoMo
circumstantial, nuanced and personal a matter privacy is.
Moving forward, the issue is not whether online privacy is dead but rather how to enable people to control the digital
information stream connected to their personal lives as needs and relationships evolve over time.

we can be alone and unwatched when we want to be. Let me paraphrase privacy advocate
Ann Cavoukian, with whom I wrote a book on privacy: Humans are social animals, but we also
requires that both these interests continue to co-exist.”
—DON TAPSCOTT, author, speaker, professor and expert on innovation,
media, and the economic and social impact of technology

Amplify existing behaviors around privacy:
put some privacy back into their public lives, pruning friends lists, hosting photo-free
“dark rooms” at parties to deter social media–sharing and creating Facebook pseudonyms
to avoid the prying eyes of employers and others. Brands can earn social cred by creating
The Facebook application offered a free Burger King sandwich to users who un-friended

dumped by their “friends” in less than a week.) In Argentina, Norte Beer is doing this by
protecting club-goers from camera-happy scenesters with its Photoblocker.
Help consumers counteract privacy lapses: While people are becoming savvier about
what’s appropriate to share, many still slip up from time to time. Plus, friends may have
a different sense of what should be shared. Brands can help people ensure against errors
clever ways to alert a friend that they’ve over-shared, as the Verisure Yourself app does.

Image credits: Facebook Burger King 102
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The trouble is that
[facilitating sharing] is
the Achilles heel of many
of these [social media]
companies, because
there is a certain tipping point where
the public becomes fed up with their
information being used against them. They
will become more cautious. … Companies
such as Facebook and others have got
a short-term interest in privacy being
destroyed, and there is a battle that is
shaping up.”
—DON TAPSCOTT, author, speaker, professor and
expert on innovation, media, and the economic
and social impact of technology

Safeguard privacy: While Web titans and consumer

measure of privacy for members or customers. Social media has helped
people share and express themselves—but if users fear being harshly
expression will be curtailed. Pointing to the potential chilling effect
survey agreed that, “Knowing everything I do or say can end up on
social media makes me very cautious.” Most concerned are American

Brands can come up with creative ways for people to participate in social
media yet protect their privacy. Foursquare CEO Dennis Crowley put forth
the idea of “cloaking” in a New York Times article, explaining, “You can
imagine a service that says ‘I don’t want my name to show up on any
social services for the next three hours.’”
Create safe spaces for sharing: Historically, people exchanged very
intimate or personal information only with those who earned their trust.
For some, social media has expanded that circle to anyone who is a
“friend” or “follower.” In response, people are seeking out safer havens—
more exclusive networks, like Path, where they can share freely with a
restricted circle and also be less exposed to the controversial views or
cringe-worthy pics of a motley array of friends.
Rather than facilitating willy-nilly social sharing, brands can create safe
spaces. When Pinterest started rolling out “secret boards” in November
was one of the most frequently requested features, although users are
limited to three such boards.

Be a beacon of clarity in the confusing social media universe: Consumers have grown tired of the complex web of privacy
rules that change frequently and vary from site to site. Consumers’ various attempts to restore privacy to their online world
that are hard to decipher and keep up with. As brands and consumers alike hash out the rules for online privacy, brands have
an opportunity to assuage consumer anxiety by clearly outlining privacy expectations.
Facebook, perhaps the biggest offender when it comes to confusing policies, now automatically takes new users through a

clearer and more understandable policy for the non-lawyers who use Pinterest.”
Rather than waiting for a backlash from consumers and legislators, brands can earn consumer trust by proactively outlining
the rules of exchange and enabling more open dialogue.

Image credit: Pinterest 103
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amplify existing measures that people are taking to
retain some privacy in a social media–driven world?
What are your consumers’ biggest fears about online
exposure? Is there a clever way you can help save them
from their own worst sharing instincts or from the
worst sharing instincts of their social network?

Can you create a safe space for people to share with
a small group of friends, family, classmates, etc.? Or
is there a way you can leverage interest in these more
private platforms?
Are there some consumer segments you might win over
if you disabled some automatic sharing mechanisms or
added more privacy options?

What tools could you provide—either digital or
analogue—to help people protect their privacy while
participating in social media at the same time? Is there
a way to create an on-off switch, for instance, that
allows someone to hide from social media temporarily?

RELATED TRENDS*

Reengineering
Randomness

GOING
PRIVATE IN
PUBLIC

*See Appendix for more on Related Trends.
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HEALTH & HAPPINESS:
HAND IN HAND

Happiness is coming to be seen as
a core component of health and
wellness, with the rising notion
that a happier person is a healthier
person—and, in turn, a healthier
person is a happier person.

There is a lot of research
showing how happiness
contributes to physical
health, even to longevity.
At the same time, when
we neglect our physical needs—poor
nutrition, lack of exercise and sleep—
we pay a high price in terms of our
happiness.”

—TAL BEN-SHAHAR, positive psychology
expert, author and lecturer
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Science links happiness to physical health: The idea that mental and physical health are linked isn’t new,

Researchers at University College London have found that happiness improves the functioning of key biological processes.
Since then, various other researchers have been studying precisely which psychosocial factors boost health.
Research has shown that more optimistic people are up to 50% less likely to suffer a heart attack or a stroke, and on the
health. Recently, Harvard School of Public Health researchers concluded that optimism and positivity can protect against
cardiovascular disease, based on a review of 200-plus studies. They also found that people with a stronger sense of wellbeing engaged in healthier behaviors.
American Journal of Public Health in November links positive mental health
with longevity. Co-author Corey Keyes, an Emory University professor, explains that happiness is more than simply
“feeling good,” it’s also about “functioning well” and having positive emotions—achieving a balance between

death at all ages.”
Higher levels of happiness among people age 50-plus correlate with later onset of disability, diminished agility and heart disease,
according to a recent report from the English Longitudinal Study of Ageing. The study found that psychological well-being can
predict the likelihood of people developing serious health issues in their 60s. “Those who were recorded as having a greater
enjoyment of life … were more likely to still be alive nine to 10 years later than were other participants,” researchers said.
In 2010, Wayne State University researchers published a study showing a correlation between longevity and propensity
correlations between smiling and physical health.
Happiness and mental health improve in direct correlation
vegetables—according to a recent study of 80,000 Britons
from the National Bureau of Economic Research in the
U.S. The study found that gains in psychological well-being
peaked when people ate around seven portions of produce
daily. And a report from the Mental Health Foundation links
depression with junk food and diets lacking in the nutrients
essential for optimal brain functioning.
Rise of positive psychology and positive health: Positive
psychology, which has been more formally recognized as
alternative to the traditional “disease model.” It focuses
on how to amplify well-being rather than relieve suffering.
Cognitive therapy techniques are used to alter thought
processes; for example, “story editing” is the practice of
consciously changing thoughts and behaviors to emulate
the emotions one would like to feel. Such therapy has been
shown to help patients feel happier.

collection of studies examining diet
and mental health, and they’ve
all basically said the same thing:
People who eat a Western diet, or the modern diet,
have an increased risk for depression, anxiety
—DREW RAMSEY, assistant clinical
and ADHD.”
professor of psychiatry, Columbia University;
co-author, The Happiness Diet

More and more research in positive
psychology is showing that increasing
levels of well-being is preventative—
working to avert psychological
disease as well as physical disease.”
—TAL BEN-SHAHAR, positive psychology
expert, author and lecturer
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This discipline, which institutions from Harvard to Cambridge are

realm of physical health. “Positive health” focuses on “promoting positive health
assets—strengths that can contribute to healthier, longer lives,” according to the
Robert Wood Johnson Foundation, which is funding research to identify these
assets in partnership with Dr. Martin Seligman, director of the Positive Psychology

Happiness indices: As governments start to embrace the notion of happiness indices—recognizing that quantifying a society’s
health and happiness. In turn, this is helping to connect
health and happiness in consumers’ minds and create a
sense that happiness can be assessed in much the same way
as health.
Bhutan introduced a Gross National Happiness Index in 1972
that examines performance across nine key areas, including
health, psychological well-being, time use, community vitality, education
and good governance. Bhutan uses the GNH to help improve the conditions
that are blocking happiness. More recently, other countries have begun to
measure happiness.
Both the U.S. and the U.K. established a Well-Being Index in conjunction
with Gallup in the last few years, with regular polls to assess health and
well-being. Results of these surveys help to link health and happiness:

WORLD
HAPPINESS
REPORT
Edited by John Helliwell, Richard Layard and Jeffrey Sachs

health was the most common response when participants were asked
what affects their well-being. The aim is for the data to help both
the public and private sector develop strategies that better enable
communities to thrive. In the U.S., a federally funded panel is assessing
whether the country should consider the happiness quotient when
determining public policy.
A happiness index is also under consideration in countries including
Australia, Brazil, Canada, Japan, Denmark, New Zealand and South Korea.
And the United Nations is behind the concept, with its Conference on
Sustainable Development calling for a broader index than the GDP and
Bhutan leading a U.N. conference on happiness in April. To coincide with this conference, Columbia University’s Earth Institute
factors including health, political freedom, job security and stable families.
Reports such as this are helping to make the idea of measuring and more seriously considering happiness more mainstream.
Almost three-quarters of respondents in our August survey agreed that happiness should be taken into greater consideration
when measuring a society’s well-being.
Image credits: Amazon [1], [2];
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A health/happiness rebalance in developing nations:
As the middle class expands in the emerging world,
more people are shifting focus from satisfying their most
immediate needs to seeking happiness. At the same time,
however, the high stress of modern life—mostly urban,
always on and hyper-competitive—is likely to negatively
affect health. So we’ll see a new focus on getting these
two factors into balance.

When a person’s basic needs, for
food, shelter and security, have
been met, he or she becomes more
concerned with higher needs, like
and more people in the modern world have their
basic needs met, they’re looking for prescriptions in
those areas that are higher on the hierarchy.”
—TAL BEN-SHAHAR, positive psychology
expert, author and lecturer

Health & happiness on bookshelves: More books touching on this theme have been cropping up in recent years, such as 2011’s
Spontaneous Happiness
optimize emotional well-being is by “taking care of the body,” as Weil puts it. Dr. Martin Seligman, considered the father of
Authentic
Happiness, Learned Optimism and Flourish, which unpacks the science of positive
Being Happy and Choose
the Life You Want, and Shawn Achor’s The Happiness Advantage.
Mental health in the spotlight: Governments and public health organizations are putting a
new emphasis on preventing and addressing mental health issues, understanding that they
depression is the leading cause of disability and a major contributor to the global burden of
disease. It will be at No. 2 by 2020, experts predict.
Canada’s Public Health Agency is leading the way in developing and implementing
programs that promote mental health, coordinating federal, provincial and territorial
action and conducting research tied to the development of these initiatives.
Happiness diets: The Happiness Diet, published in 2011, posits that the modern American

What we want to make clear
is the connection between
how you eat and how you
feel. Will you lose weight eating the
the same foods that will help prevent
chronic conditions like heart disease,
cancer, and diabetes? Yes.”
—TYLER GRAHAM, co-author,
The Happiness Diet, Big Blog of
Gardening, March 2, 2012

Turning the quest for happiness into a diet plan, authors Drew Ramsey, a
clinical psychiatrist at Columbia University, and Tyler Graham argue that
and emotional problems. They recommend a diet heavy on complex
carbs and rich in vitamins and minerals that support happiness-boosting
neurotransmitters like serotonin and dopamine.
The Happiness Institute in Australia, which aims to help people become
happier in actionable ways, offers a happiness diet plan that focuses not
on what to eat but on the “primacy of positivity”—the idea that wouldin positive energy, motivation and inspiration then helps people achieve
their weight-loss goals. The Happiness Diet involves a six-month online
interactive program.

Image credit: Amazon 108

10 HEALTH & HAPPINESS: HAND IN HAND
cont’d.

Brands making the health-happiness connection:
Nestlé, “Happily Healthy Project”: Nestlé
launched this campaign in Australia in 2011 in a
bid to “positively change attitudes and behaviours
of all Australians to live a healthier, happier life by
understanding more about the connection between
the two,” as the website explains. The site lets
users take a test to measure their HHQ, or Happily
Healthy Quotient, which asks about lifestyle, behaviors
and attitudes. Participants can compare their HHQ to
averages around Australia. A tally on the site says more
than 87,000 people have taken the test. Content covers
“happiness, fun and enjoyment.”
Nestlé makes itself part of the conversation around health
and happiness while fostering a sense of community and
collective action.
Campbell’s Soup, “Road to Happiness”: Building off its
tagline, “It’s amazing what soup can do,” Campbell’s Soup
launched a U.S. campaign in 2011 that shows consumers
from varied demographics turning to Campbell’s Soup to
vegetable nutrition, farm-grown ingredients, energy, and
can help you keep a healthy weight,” says the voiceover in
a TV spot. The campaign positions the brand as part of a
healthier, and ultimately happier, lifestyle.
Kellogg’s All-Bran, “Happy Inside. Happy Outside”:
This campaign out of India targets women in their mid30s to 40s who may be prone to digestive problems due
to factors like bad eating habits, inadequate exercise
regimens, hectic lifestyles and prescription medications,
according to a press release. A commercial touches on
the challenges today’s modern Indian woman faces in
the many roles she plays, from career woman to mother
to daughter. To seamlessly transition from role to role,
she needs to feel good from the inside out. All-Bran tells
in order to best care for loved ones, emphasizing that a
on the inside so that you are happy outside.”

Image credits: Nestlé; Campbell’s; Kellogg’s All-Bran 109
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Kellogg’s Special K, “What Will You Gain When You
Lose?”: The brand has long been positioned as a health and diet cereal,
promoting a “Special K Challenge” diet plan. Now Special K is discussing
weight loss in a new light, bringing in positivity and self-esteem as an
integral part of the equation. The Challenge remains, but in the last
year, Special K has moved away from emphasizing the aspirational goal
of reaching an ideal weight and instead focused on the positive emotions
“sass” and “joy” populate a video on the brand’s website.

announced it will bring in plussized “real women” to star in ads, which have mostly been dominated by slim models
in a red swimsuit or dress. A brand spokesman told the blog Jezebel that the aim is
to show that “losing weight isn’t just about the way you look or a certain size you
microsite, women are encouraged to post pictures of themselves holding boxes of
cereal that have space for writing words describing what the customer hopes to
gain when they lose weight.
Walgreens, “Happy and Healthy”: U.S. drugstore chain Walgreens positions
itself “At the corner of Happy & Healthy” in a campaign launched in August. A TV
commercial hearkens back to the retailer’s roots, with a voiceover informing that
founder Charles Walgreen “had a mission: to help people be happy and healthy,”
Happy
and Healthy, which it intends as a biannual magazine that provides
“information and articles to help [customers] get, stay and live well.”
The retailer is aiming to expand from a drugstore into a lifestyle store.
Lipton, “Drink Positive”: Lipton emphasizes that “When you put good
things in, you can’t help but shine on the outside.” Lipton reinforces the
this is supported on the website, which includes a section on the physical
country music group Lady Antebellum drinking one of the instant tea
products, then feeling rejuvenated and spreading joy to people around
them in a park on a beautiful day.
Yogurt: Yogurt has long been considered a health food, and some brands
have been making a connection between health and happiness. In New
Zealand, the website of Cyclops’ Bliss Yoghurt explains: “Cyclops has
always been about quality, health and sustainability; and it always will be.
The true reason for our new Bliss Yoghurt is simple… A little extra happiness
for you and your loved ones.” The package reads, “7 servings of happiness

Image credits: Kellogg’s Special K [1], [2]; Walgreens; Bliss Yoghurt 110
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In the U.S., Yoplait’s new “So Good” campaign is happy-themed, with a TV spot featuring a dance with
umbrellas that form a happy face, among other things. Website copy explains: “You can eat something that tastes amazing
but isn’t that good for you. You can eat stuff that’s really good for you, but doesn’t always leave you yummed up. So good
yogurt does both. All of you is happy, not just your tongue.”
Swisse: Australian vitamin, supplement and body care company Swisse puts an emphasis on happiness in discussing its
release. And a blog post on the Swisse website notes that “Health and happiness are synergistic. Therefore, by living a
healthy lifestyle, happiness will follow suit.” The company is planning to expand to the U.S., Europe and Asia, and recently
signed Nicole Kidman as its brand ambassador.
Happy Pills: Spanish confectioner Happy Pills makes the healthhappiness connection lightheartedly, using packaging inspired
by pill bottles and emergency kits. The candy may not be
literally healthy, but the implication is that it brings a mental
health boost.

Consumers are connecting health and happiness: Consumers are quickly coming to regard these as

Around 9 in 10 respondents
believe that happiness can have
a positive impact on one’s health

FIGURE 10A:

Health and happiness, hand in hand
Percentage of American and British adults who agree
Happiness can have
a positive impact
on your health

90

Better health can
have a positive
impact on your
happiness

87

Being happy is an
important part of
being healthy
Being healthy is an
important part of
being happy
When I’m unhappy,
I tend to feel
unhealthy as well

side, a majority say that feeling
unhappy is linked with feeling
unhealthy. As many as 87% of
respondents agreed that “Better
health can have a positive impact

84

breakdowns, see Appendix,
Figures 10H-I
83
47
57
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FIGURE 10B:

Ingredients for health
Percentage of American and British adults who say the following
Eating nutritious foods

77

Exercising regularly

75
69

Having a positive attitude
Being a happy person

64

Maintaining a good work-life balance

62

Making time for personal interests/hobbies

54

Spending time with friends and family

a positive attitude, spending
time with friends and family,
maintaining a work-life balance,
making time for interests

54

Being in a loving relationship

breakdowns, see Appendix,
Figures 10J-K

42

Taking vitamins

39

Visiting a doctor regularly

38

Engaging in stress-relieving activities

30

Following a diet plan

25

Taking medications

16

Having a successful career

15

Getting regular massages

Close to two-thirds of respondents
said being happy is an important
part of being healthy, with
a majority also citing key

8

FIGURE 10C:

Steps to health
Percentage of American and British adults who say they
Eat nutritious foods

56

Spend time with friends and family

55

Have a positive attitude

55

Exercise regularly

51

Make time for personal interests/hobbies

50

Being a happy person

48

Take vitamins

45

Maintain a good work-life balance

38

Being in a loving relationship

38

Visit a doctor regularly

37

Take medications

29

Engage in stress-relieving activities

16

Follow a diet plan
See a psychologist and/or counselor
Get regular massages

Close to half of respondents
said being happy is something
they personally do to stay
healthy, not much less than
the percentage who said they
exercise regularly to stay
healthy. And a majority cited
key components of happiness
and family, a positive attitude,
country and generational
breakdowns, see Appendix,
Figures 10L-M

14
7
6
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FIGURE 10D:

FIGURE 10E:

Ingredients for happiness
Percentage of American and British adults who say the following
70

Having a positive attitude

66

Spending time with friends and family
Feeling healthy

62

Being in a loving relationship

62

Making time for personal interests/hobbies

59

Maintaining a good work-life balance
Exercising regularly

41

Appendix, Figures 10P-Q

35

Having a successful career

28

Engaging in stress-relieving activities

21

Visiting a doctor regularly

16

Making a lot of money

14

Taking vitamins

Keeping a gratitude journal

of health—exercising regularly
and eating nutritious foods—
are important to happiness.

53

Eating nutritious foods

Taking medications

More than 6 in 10 said feeling
healthy is an important part of
being a happy person, and a

14
10
8
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FIGURE 10F:

Steps to happiness
Percentage of American and British adults who say they
60

Spend time with friends and family
Have a positive attitude

52

Make time for personal interests/hobbies

51

Being in a loving relationship

45

Exercise regularly

37

Feel healthy

country and generational breakdowns,
see Appendix, Figures 10R-S

35

Maintain a good work-life balance

34

Eat nutritious foods

33

Take vitamins

20

Visit a doctor regularly

17

Take medications

14

Engage in stress-relieving activities

13

Have a successful career

12

Follow a diet plan
Take mood elevators

Just over a third of respondents said
that feeling healthy is something
they personally do to stay happy, and
a similar percentage cited regular
exercise. A third said eating nutritious

7
6

FIGURE 10G:

Figures 10T-U

114

10 HEALTH & HAPPINESS: HAND IN HAND
WHAT IT MEANS
Because a happier person is a healthier person and, in turn, a healthier person is a happier person, we’ll
see more brands demonstrating how they can become catalysts for healthy, happy lifestyles. And as health and happiness

efforts to sustain it.
Make happiness a motivator for health, and vice versa:
The link between health and happiness means that one
element can serve as a powerful motivator in helping
consumers to achieve the other element. For instance,

assumed to be a key motivator for exercise—but some

Everybody’s in the gym wanting to
look better, but when people are
usually feel better, more grounded
and accomplished.”
—DREW RAMSEY, assistant clinical professor of psychiatry,
Columbia University; co-author, The Happiness Diet

to The New York Times.
Brands have opportunities to reframe motivation. For brands that can bring happiness, emphasizing a health aspect will help

Provide proactive steps
consumers can take to achieve
health and happiness: Consumers
will become just as prescriptive
about achieving happiness as they
are about achieving optimum
health. The growing connection
between health and happiness in
consumers’ minds is helping to
drive a more proactive approach
to happiness, perhaps driven by
the Great Recession, which has
left consumers seeking ways to
regain control over their lives.
“People have always pursued happiness, but it seems today there are more prescriptive ways to do that than ever,” Dr.
Drew Ramsey told us. Ramsey’s book The Happiness Diet is one example. Another is Gretchen Rubin’s 2009 best-seller The
Happiness Project—an account of the year the author spent test-driving “wisdom of the ages, current

The Happiness Project and other such titles are putting the pursuit of happiness on the pop culture
agenda and shifting it from a metaphysical abstraction—an amorphous aspirational goal—to a clear
formula. Today’s conversation is less about what happiness means than how to achieve it, placing it more
on par with health. Indeed, almost 6 in 10 respondents to our August survey said they would be likely to
use a theoretical happiness measurement from their doctor as part of their health evaluation.
Image credits: Dr. Drew Ramsey; HarperCollins 115
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Brands can show how they are a part of the prescription for enduring happiness.
Many consumers already believe that brands can boost their well-being: 46% of
respondents overall and 62% of Millennials said they think brands can have a positive
Appendix, Figures 10V-W
Brands can serve as facilitators of and partners in proactivity. They may need to
develop programs or movements of their own, offering guidelines and advice, or
create products and services that can be readily integrated into existing programs
and movements.
Marketers should focus on consumer “do’s” for health and happiness, not the
“don’ts,” outlining solutions rather than creating anxiety around the problems.
Consumers want actionable, easy-to-understand solutions and roadmaps. And they
prefer communications that employ and encourage proactive approaches instead of
reactive responses. A social element can further motivate consumers, helping to hold
them accountable to their goals while providing moral support and guidance.

FIGURE 10H:

A boost from brands?
Percentage of American and British
adults who believe that “brands can
have a positive impact on your own
happiness”
Millennials (18-34)

Gen Xers (35-47)

Boomers (48-67)

Silents (68+)

62
50
36
27

Consider happiness a serious pursuit:
to health, it comes to feel like a less frivolous aim than it previously
might have. And as stress reduction becomes a bigger public health issue
worldwide, more governments are likely to start considering ways to
develop and implement happiness-related initiatives, reinforcing the idea
that happiness is a serious subject. As governments develop happiness
indices, the implication for brands that can substantively help to boost
happiness is that they are ultimately bolstering a society’s well-being.
The recession and its aftermath created an environment in which brands
must stand for something greater and more meaningful than simply the
products and services they offer—and the growing emphasis on happiness
has made this all the more true. Consumers are starting to believe that
“less is more,” becoming more selective and considered with their
purchases and seeking to spend more on things that add meaning to their

Brands should work to help bring about happiness and health rather than just speaking to it in messaging, demonstrating how
helping to bring about not only individual happiness but greater social well-being.
Take a long-term view:

show how they are part of the fabric of a healthier and happier lifestyle. They can explain how their product or service offers

Image credit: Well-Being Index 116

10 HEALTH & HAPPINESS: HAND IN HAND

How can your brand elevate the connection between
health and happiness in consumers’ consciousness
and become a part of the conversation?

With happiness taking on a prescriptive quality, can
your brand create easy-to-follow, actionable steps
to help consumers in a more guided way?

What can you learn from products/services in your
category that are doing a good job of connecting
health and happiness?

Can you create a social component that motivates
consumers to accomplish their health/happiness
goals and provides support? How can you become
part of the conversation around this social
component?

Can you tap into messaging around happiness
to motivate consumers to advance their health?
Conversely, can you tap into health messaging to
motivate purchasing that can advance happiness?

Can you create a product or service that helps
facilitate a healthier and happier lifestyle rather

Can you put more focus on positive solutions or
messaging that advance health and/or happiness
rather than stirring consumer anxiety and focusing on

RELATED TRENDS*

Disease

HEALTH &
HAPPINESS:
HAND IN
HAND

The Art of
Eating Well

*See Appendix for more on Related Trends.
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ALLISON ARDEN, vp/publisher, Advertising Age, and author, The Book of Doing: Everyday Activities to
Unlock Creativity and Joy
Advertising Age publisher since 2007, Arden is on a mission to raise the value of creativity and help
others embrace their personal creativity for success in business and life. Arden and her team have
expanded the way Advertising Age serves the community with products and programs including Ad Age’s
LookBook, Ad Age on Campus and Ad Age Insights, a new division helping marketers better understand
brands using their platforms to affect positive change. Arden previously served as associate publisher and general
manager, interactive, for Advertising Age and Creativity.
Prior to joining Crain Communications in 1996, Arden launched 3DDesign
and VCU Brandcenter, and was inducted into the AAF’s Advertising Hall of Achievement in 2009. Learn more about her book
at bookofdoing.com, and follow Arden on Twitter @allisonarden.
TAL BEN-SHAHAR, positive psychology expert, author and lecturer
Ben-Shahar, who currently teaches at the Interdisciplinary Center in Israel, previously taught popular
Harvard University courses on positive psychology and the psychology of leadership. He consults and
lectures around the world to executives in multinational corporations, the general public and at-risk
populations on topics including leadership, ethics, happiness, self-esteem, resilience, goal setting and
mindfulness.
Ben-Shahar is the author of the new book Choose the Life You Want: 101 Ways to Create Your Own Road to Happiness.
His previous books include Being Happy: You Don’t Have to Be Perfect to Lead a Richer, Happier Life and New York Times
best-seller
behavior and a B.A. in philosophy and psychology from Harvard.
BIANCA BOSKER, executive technology editor,
She helped to launch the media outlet’s Tech section in 2009. Her work has appeared in publications
including The Wall Street Journal, Fast Company and the Far Eastern Economic Review. She has also
appeared on Nightline
Viewpoint with Eliot Spitzer and HuffPost Live. She lives in

founder, National Institute for Play, and author, Play: How It Shapes the Brain,
Opens the Imagination, and Invigorates the Soul
essential contributions of play to human development by discovering its absence in the life stories
need for healthy play throughout the life cycle, and Brown’s evaluations of highly creative individuals
exploration of animal play in the wild, resulting in an Explorer TV program.
Brown’s exploration of the evolution and neuroscience of human and animal play have helped to focus a central
commitment to bringing the promises and stories of play into general cultural consciousness. He established the National
Institute for Play, which aims to establish a new discipline, the Science of Play. The NIFP has produced a three-hour PBS
series, The Promise of Play
Where Do the Children Play?; and conducted a
conference on play science at Stanford University. Learn more about his work at playnovation.com and nifplay.org.
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JENNIFER DARMOUR, design director, user experience, Artefact
experiences. She began investigating wearable technology in graduate school at Art Center College of
Design in Pasadena, Calif., where she designed projects exploring wearable computing, soft textiles
and the aesthetics of circuitry. Darmour lives in Seattle, where she is designing on-body and technology
Lenovo, Panasonic, Sonos and American Eagle. Jennifer blogs and runs electricfoxy.com, dedicated to new interactions
that are beautiful, wearable and able to connect with software and services.
STEVEN DEAN,

design and product development background, he has designed and built new ventures, products and
services for some of the most innovative consumer health and wellness brands. Dean lectures on the

BERNIE DEKOVEN, game designer, fun theorist and author, The Well-Played Game
DeKoven is a fun theorist, game designer, international lecturer, workshop facilitator, author and
award-winning game designer. In his book, The Well-Played Game, he voiced a philosophy of “healthy
lifetime member of The Association for the Study of Play and winner of the 2006 Ifni-Raynolds award
Association. He is the author of the deepFUN.com website.
author of
Neuromarketing, and the blog Neuromarketing

Neuromarketing blog, he writes the Brainy Marketing blog at Forbes.com. Dooley frequently speaks on

of corporate planning for a Fortune 1000 company. He has an engineering degree from Carnegie Mellon University and an
MBA from the University of Tennessee. On Twitter, he can be found at @rogerdooley.
CHRIS FRALIC, partner, First Round Capital

acquisition. Fralic was also one of the early employees and VP of Business Development at Half.com starting in 1999, and
after the eBay acquisition spent six years with eBay in a variety of entertainment, business development and media roles.
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author, The Mesh: Why the Future of Business Is Sharing and chief instigator, Mesh Labs
“access to goods, services and talent triumphs over the ownership of them.” She also invests, advises,
speaks and writes on topics related to the Sharing Economy, including the hidden value in waste, cities
as platforms, shareable business models and the rise of local manufacturing. Her passion and interest
is to create and test new models and partnerships that will engender creativity and vitality in our

insight, driving the direction of content with in-depth knowledge and intuitive skills. He provides a
clear, ever-changing and topical focus on a variety of channels and retailers around the world. He has
authored numerous professional articles for Kantar Retail publications and periodicals such as The Hub
The Wall Street Journal, Businessweek and The Boston Globe,
as well as the China Economic Times

KATHLEEN HALL, founder and CEO of The Stress Institute and The Mindful Living Network
Martha Stewart Publications. She is the author of three books: Uncommon HOPE; A Life in Balance:
Nourishing the Four Roots of True Happiness, a 2008 Mom’s Choice Book Award winner and winner of
the 2007 Nautilus Book Award; and Alter Your Life: Overbooked? Overworked? Overwhelmed? Her advice
has been featured in major TV and print media outlets, and she has served as spokesperson for many
Fortune 500 companies, including Microsoft, Electronic Arts, Unilever (global ambassador for the Knorr campaign “Eat

Meets the Soul. She lives with her family on a horse farm near Atlanta.
IRA HELF,
services including customer segmentation, campaign results measurement, test designs, ROI analysis
and predictive modeling. The analytics team covers all channels and works on client businesses in the

built the Custom Analytics division. In these roles, he worked with clients such as Bank of America, Charles Schwab and
Hyundai. Helf has particular expertise in the development and deployment of quantitative analytical models, especially in
ANA conferences and is a U.S. patent holder on a statistical algorithm for developing geo-demographic segmentation. He
holds a BA in mathematics from Columbia College, an MBA in marketing from Columbia University and an MS in statistics
from Stanford University.
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Hobsbawm is founder and CMO at Evrythng, a software company that makes products smart by
partners through their own products, using smartphones and intelligent identities for physical products

Wired UK and was recently named among the 20 inaugural inductees of the British Interactive Multimedia
Association’s Digital Hall of Fame. He has been a weekly columnist writing on the new economy for the Financial Times, a

associate professor, Department of Sociology, Emory University
Keyes’ research centers on illuminating the “two continua” model of health and illness, showing how
the absence of mental illness does not translate into the presence of mental health and revealing that
the causes of true health are often distinct processes from those now understood as the risks for illness.
This work is being applied to better understand resilience and prevention of mental illness, and informs
the growing health care approach he calls “proactive health care.” Keyes is currently working on these
issues with governmental agencies in Canada, Northern Ireland and the U.S.
Keyes’ 1998 article in Social Psychology Quarterly introduced the concept and measurement of social well-being. His 2002
mental health. Among other things, his recent research has focused on the role of promoting positive mental health for
preventing mental illness and premature mortality.
AUSTIN KLEON, artist and author, Steal Like an Artist: 10 Things Nobody Told You About Being Creative
Kleon is a writer, artist, speaker and best-selling author. He’s written two books: Steal Like an Artist,
an illustrated manifesto for creativity in the digital age, and Newspaper Blackout, a collection of poetry
made by redacting newspaper articles with a permanent marker. His art has been called “brilliant”
by New York
The New Yorker said his poems “resurrect the newspaper when everyone
else is declaring it dead.” His work has been featured on 20x200.com, NPR’s Morning Edition and PBS’
NewsHour, and in Time, The Atlantic, Forbes and The Wall Street Journal. He’s spoken about creativity, visual thinking
The Economist. He lives in Austin, Texas.
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ARADHNA KRISHNA, professor of marketing at the University of Michigan’s Stephen M. Ross School of
Business and author of the upcoming
that affect how people make purchase and consumption decisions. Her research explores ways in which
a product’s look, feel, taste, sound and smell contribute to how it is perceived and how people respond
and is writing a second, and runs a sensory marketing research laboratory. She also works on designing cause marketing
and corporate social responsibility programs, and on constructing engaging pricing and promotion policies.
University of Singapore. She has more than 50 published articles, which have appeared in outlets including the Journal
of Marketing Research, Marketing Science, Journal of Consumer Research, Journal of Consumer Psychology and Harvard
Business Review. She is a lead area editor for the Journal of Consumer Psychology, an area editor for Management Science
and serves on the editorial boards of Journal of Marketing Research, Journal of Consumer Research, and Marketing
Science
Ahmedabad and a BA in economics from Delhi University.

insights and research, strategy, creative, activation and analytics teams. Prior to that, Magliocco spent six years at The
Coca-Cola Co., where he held positions in brand marketing, consumer promotions and retail marketing. He has also held
marketing roles at the National Football League Properties and TracyLocke.

modem products. Previously, he worked as general manager at Microsoft, where he was responsible for

Saatchi. Tim received his bachelor’s degree in English and psychology from Middlebury College.
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Morrison’s career has been devoted to heightening brand connections throughout the retail environment

Morrison has an extensive background that spans the disciplines of shopper insights, retail strategy development,
brand activation and technology innovations. Before joining The Store, she was managing director of Frankel Brand
Environments, where she pioneered the development of in-store brand communications that go beyond traditional
principles of merchandising and POP. She led retail initiatives for Disney, Target, The North Face, Frito Lay, Coca-Cola,

growth markets, an initiative funded by Coca-Cola Retailing Research Council in Latin America.
Morrison has written numerous articles for business publications including Harvard Business Review and Brandweek. Based
in Chicago, she’s a frequent speaker at retail industry events. She is a contributing author to Shopper Marketing: How to
increase purchase decisions at the point of sale and serves on the RAMA board of directors.
JILL PULERI,
Puleri has more than 20 years of experience with clients in the retail industry, having held leadership
positions in sales, marketing and consulting. She is responsible for helping retail customers adapt to,
manage and automate business practices in response to the changing landscape and the rise of mobile
and social networks. She also leads the Retail Center of Competency, which includes a set of global
retail experts that have deep domain knowledge around key retail solutions such as multichannel,
merchandising, supply chain and advanced analytics. Jill holds a Bachelor of Business Administration in Marketing from the
University of Massachusetts at Amherst, Isenberg School of Management.
assistant clinical professor of psychiatry, Columbia University
Ramsey is one of psychiatry’s leading proponents of using dietary change to help balance moods,
sharpen brain function and improve mental health. His clinical work focuses on the treatment
psychopharmacology. His interests lie in using modern psychological concepts and the latest brain
science to help people live their healthiest, happiest lives. In 2008, he turned his attention to changes
in the American food supply and co-authored The Happiness Diet

have appeared in publications including The New York Times, The Wall Street Journal and The Atlantic, as well as his blog
Recipe for Happiness on DrewRamseyMD.com and a blog, The Farmacy, on Psychology Today’s website. Follow him
@DrewRamseyMD on Twitter.
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BEN RICKARD,
Rickard has more than 15 years of mobile and multichannel experience, most recently leading the new
including M&S, New Look and Clarks, helping them develop a cohesive mobile strategy and a pipeline of
largest mobile agency. He also co-founded Just So Mobile, a London-based mobile consultancy, and held
the position of eBusiness Director at HBOS.
DON TAPSCOTT, author, speaker, professor and expert on innovation, media, and the economic and social
impact of technology
Tapscott is one of the world’s leading authorities on innovation, media, and the economic and social
impact of technology. He advises business and government leaders around the world, and has authored
Macrowikinomics: New Solutions for a Connected
Planet. His 1992 best-seller, Paradigm Shift, helped coin a seminal management concept, and his
1995 hit, The Digital Economy, changed thinking around the world about the transformational nature of the Internet.
Growing Up Digital. His 2000 work, Digital
Capital, introduced seminal ideas like “the business web” and was described by Businessweek as “pure enlightenment.”
Wikinomics: How Mass Collaboration Changes Everything was the best-selling management book in the U.S. in 2007 and
translated into more than 25 languages.
Over 30 years Tapscott has introduced many ground-breaking concepts that are part of contemporary understanding. In

with the Martin Prosperity Institute. He is adjunct professor of management at the Rotman School of Management at the
University of Toronto, and Martin Prosperity Institute Fellow.
VLAD TRIFA,

through their own products, using smartphones and intelligent identities for physical products on the

also worked as a researcher in urban and mobile computing at the Senseable City Lab at the Massachusetts Institute of
Technology in the U.S. and Singapore, in bio-acoustics and distributed signal processing at UCLA, and in human-robot
interaction and neurosciences at the ATR International Research Center in Kyoto, Japan. He also gained industrial
experience in factory automation and enterprise computing working as a research associate for SAP Research.
Trifa has a Ph.D. in computer science from the Swiss Federal Institute of Technology and an M.Sc. in computer science with
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FIGURE 1D:
Percentage of American adults who agree
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FIGURE 1E:
Percentage of British adults who agree
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FIGURE 1F:
Percentage of American adults who agree
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FIGURE 1G:
Percentage of British adults who agree
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FIGURE 1H:
Percentage of American adults who agree
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FIGURE 1I:
Percentage of British adults who agree
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2. THE SUPER STRESS ERA
FIGURE 2C:
Percentage of American adults who say the following factors contribute to their stress levels on a regular basis
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2. THE SUPER STRESS ERA (cont’d.
FIGURE 2D:
Percentage of British adults who say the following factors contribute to their stress levels on a regular basis
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2. THE SUPER STRESS ERA (cont’d.
E:
Percentage of American adults who agree
Stress is a serious
health issue
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2. THE SUPER STRESS ERA (cont’d.
:
Percentage of American and British adults who believe
the following types of brands could play a role in
reducing or preventing one’s stress level
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2. THE SUPER STRESS ERA (cont’d.
2H:
Percentage of American adults who believe the
following types of brands could play a role in reducing
or preventing one’s stress level
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2. THE SUPER STRESS ERA (cont’d.
2I:
Percentage of British adults who believe the following
types of brands could play a role in reducing or
preventing one’s stress level
44

Health care brands

47

Financial/Banking brands

37

Fitness brands

30

Food and beverage brands

21

Technology brands

Entertainment brands

23

Travel brands

21

Beauty brands

Home goods brands

17
14

Automotive brands

13

Clothing brands

12

134

APPENDIX: ADDITIONAL CHARTS
:
Percentage of American adults who agree with the following after learning that,
through data analysis, companies can predict what they’ll want or need and
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(cont’d.

:
Percentage of British adults who agree with the following after learning that,
through data analysis, companies can predict what they’ll want or need and
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5E:
Percentage of American adults who say they have the following
relationship with their phone
Full-on love affair

My phone wears
the pants in the
relationship

Best friend

5F:
Percentage of British adults who say they have the following
relationship with their phone
Full-on love affair

My phone wears
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Best friend
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(cont’d.

:
Percentage of American adults who agree
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5H:
Percentage of British adults who agree
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5I:
Percentage of American adults who agree
Male

Female
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5K:
Percentage of American adults who are very or somewhat open to
the following
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5L:
Percentage of British adults who are very or somewhat open to
the following
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5M:
Percentage of American adults who are very or somewhat
open to the following
Male

Female

Using their mobile
phone as a wallet
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phone as a healthtracking device
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5N:
Percentage of British adults who are very or somewhat
open to the following
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Female
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5O:
Percentage of American adults who agree

As I load more personal
data onto my mobile
phone, I’m becoming
more concerned
about the security of
this information

I have no problem
storing private,
personal information on
my mobile phone
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Percentage of British adults who agree
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personal information on
my mobile phone

63
67

55%

44
51
43

36%

24
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APPENDIX: ADDITIONAL CHARTS
(cont’d.

:
Percentage of American adults who agree
Male

Female

As I load more personal data onto
my mobile phone, I’m becoming
more concerned about the
security of this information

62
67

I have no problem
storing private, personal
information on my
mobile phone

40
34

47

5R:
Percentage of British adults who agree
Male

Female

As I load more personal data onto
my mobile phone, I’m becoming
more concerned about the
security of this information

54
56

I have no problem
storing private, personal
information on my
mobile phone

42
31

47
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APPENDIX: ADDITIONAL CHARTS
6B:
Percentage of American adults who agree

80
Increasingly, I crave
experiences that
stimulate my senses

64%

65
53
49

In today’s digital world,
I feel more and more
disconnected from the
physical world

45%

51
37

82

I value experiences
more than I do
material items

82%

81
82
75

I’d rather spend
my money on an
experience than a
material item

70%

70
66

6C:
Percentage of British adults who agree

64
Increasingly, I crave
experiences that
stimulate my senses

In today’s digital world,
I feel more and more
disconnected from the
physical world

49%

54
38
63

44%

50
29

80

I value experiences
more than I do
material items

I’d rather spend
my money on an
experience than a
material item

76

77%

75
69
58

58%

52
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APPENDIX: ADDITIONAL CHARTS
7B:
Percentage of American adults who would be willing to
purchase things in the following ways if it were easy and secure

73

Using touch-screen
displays in public (like
shopping malls or

54%

66
32

Using your phone to
scan codes on images
of items displayed on
billboards that you pass
on your commute, at the
airport or elsewhere
Clicking a button on
your TV remote to
instantly buy goods
you see and like
on TV programs or
commercials

63

20
47

47

38%

47
26
55

Clicking links on an
online video or digital

45%

55

instantly buy goods
you see and like

31

Using your phone
to scan images in
you can instantly buy
goods you see and like
in articles or ads

39%

44

63
49

40%

19
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APPENDIX: ADDITIONAL CHARTS
(cont’d.

7C:
Percentage of British adults who would be willing to
purchase things in the following ways if it were easy and secure

56

Using touch-screen
displays in public (like
shopping malls or

47

40%

27
Using your phone to
scan codes on images
of items displayed on
billboards that you pass
on your commute, at the
airport or elsewhere
Clicking a button on
your TV remote to
instantly buy goods
you see and like
on TV programs or
commercials

50

17
51

47

34%

38
22
49

Clicking links on an
online video or digital

35%

38

instantly buy goods
you see and like

24

Using your phone
to scan images in
you can instantly buy
goods you see and like
in articles or ads

32%

39

51
37

33%

19
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APPENDIX: ADDITIONAL CHARTS
(cont’d.

7D:
Percentage of American adults who would be willing to
purchase things in the following ways if it were easy and secure
Male

Female

Using touch-screen
displays in public (like
shopping malls or

56
51

Using your phone to
scan codes on images
of items displayed on
billboards that you pass
on your commute, at the
airport or elsewhere
Clicking a button on
your TV remote to
instantly buy goods
you see and like
on TV programs or
commercials

46
32

42

47
35

Clicking links on an
online video or digital
instantly buy goods
you see and like

53
38

Using your phone
to scan images in
you can instantly buy
goods you see and like
in articles or ads

47
33

147

APPENDIX: ADDITIONAL CHARTS
(cont’d.

7E:
Percentage of British adults who would be willing to
purchase things in the following ways if it were easy and secure
Male

Female

Using touch-screen
displays in public (like
shopping malls or

42
38

Using your phone to
scan codes on images
of items displayed on
billboards that you pass
on your commute, at the
airport or elsewhere
Clicking a button on
your TV remote to
instantly buy goods
you see and like
on TV programs or
commercials
Clicking links on an
online video or digital
instantly buy goods
you see and like
Using your phone
to scan images in
you can instantly buy
goods you see and like
in articles or ads

35
29

47

35
33

33
36

33
32
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APPENDIX: ADDITIONAL CHARTS
8D:
Percentage of American adults who agree

32
Recently, I have used
online peer-to-peer
services to save money

26%

36
15
40

Recently, I have found
new sources of income
by selling a service
or skill on a peer-topeer platform

27%

31
16

I’ve learned a
new skill or received
a service from
strangers in peer-topeer platforms

41

47

29%

37
16

65
my friends to try new
things like peer-topeer services

42%

44
26

8E:
Percentage of British adults who agree

34
Recently, I have used
online peer-to-peer
services to save money

Recently, I have found
new sources of income
by selling a service
or skill on a peer-topeer platform

I’ve learned a
new skill or received
a service from
strangers in peer-topeer platforms

18%

22
7
38

19%

23
6
40

47

22%

28
7
44

my friends to try new
things like peer-topeer services

32

27%

14
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APPENDIX: ADDITIONAL CHARTS
(cont’d.

8F:
Percentage of American adults who would be likely to use the
following services if they were available and within their price range

54

A service that
allows you to rent a
space (an apartment,
a home, a room

23

A carpooling service
that connects you with
drivers who have extra
space in their cars who
can pick you up and get
you to your destination
An online education
platform that allows
you to learn real-world
skills (such as cooking,

36%

39

43

31%

33
22

71

47

54%

59
38

from ordinary people
A service that
connects you with
ordinary people in
your community who
can help you get your
chores done

44

36%

35
32

:
Percentage of British adults who would be likely to use the
following services if they were available and within their price range

A service that
allows you to rent a
space (an apartment,
a home, a room

A carpooling service
that connects you with
drivers who have extra
space in their cars who
can pick you up and get
you to your destination
An online education
platform that allows
you to learn real-world
skills (such as cooking,

40

11
36

25%

32
14

46

47

53

39%

27

from ordinary people
A service that
connects you with
ordinary people in
your community who
can help you get your
chores done

26%

37

45
36

31%

20
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APPENDIX: ADDITIONAL CHARTS
(cont’d.

8H:
Percentage of American adults who agree

I think it’s great that
people can avoid
traditional businesses
through peer-to-peer
platforms to get
things done together

75

50
58

I trust individual
people offering
services on peer-topeer platforms

I’d put my trust in an
individual over a big
corporation any day

61%

64

43%

50
28
63

47

54%

52
51

8I:
Percentage of British adults who agree

I think it’s great that
people can avoid
traditional businesses
through peer-to-peer
platforms to get
things done together

61

43
47

I trust individual
people offering
services on peer-topeer platforms

I’d put my trust in an
individual over a big
corporation any day

52%

58

36%

45
25

47

55
54

55%

56
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APPENDIX: ADDITIONAL CHARTS
9D:
Percentage of American adults and teens who agree

61

I try to keep parts
of my life private,
but this is becoming

57
49

since my friends share
everything online

49

22
I’ve had my secrets
shared by accident by
my friends through
social networks

27
28
14

65
Every time I take a
photo with friends,
I wonder where it
will end up

62
41
35

9E:
Percentage of British adults and teens who agree

56

I try to keep parts
of my life private,
but this is becoming

54
47

since my friends share
everything online

40

26
I’ve had my secrets
shared by accident by
my friends through
social networks

41
17
8

70
Every time I take a
photo with friends,
I wonder where it
will end up

54
39
30
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APPENDIX: ADDITIONAL CHARTS
(cont’d.

9F:
Percentage of American adults who agree
Female

Male
I try to keep parts
of my life private,
but this is becoming

51
51

since my friends share
everything online

I’ve had my secrets
shared by accident by
my friends through
social networks

27
18

Every time I take a
photo with friends,
I wonder where it
will end up

47
40

:
Percentage of British adults who agree
Male

Female

I try to keep parts
of my life private,
but this is becoming

45
47

since my friends share
everything online

I’ve had my secrets
shared by accident by
my friends through
social networks

Every time I take a
photo with friends,
I wonder where it
will end up

28
12

36
43
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APPENDIX: ADDITIONAL CHARTS
(cont’d.

9H:
Percentage of American adults and teens who agree

78

Because of social
networks, I have
become more selfaware of the image
I put out both

75
68
39

37

It’s come to the
point that I have
to explicitly tell
friends not to tag
me in photos/
status updates

53
31
31

9I:
Percentage of British adults and teens who agree

74

Because of social
networks, I have
become more selfaware of the image
I put out both

53
42
23

It’s come to the
point that I have
to explicitly tell
friends not to tag
me in photos/
status updates

48
41
34
17
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APPENDIX: ADDITIONAL CHARTS
(cont’d.

9J:
Percentage of American adults who agree
Female

Male
Because of social
networks, I have
become more selfaware of the image
I put out both

64
54

It’s come to the
point that I have to
explicitly tell friends
not to tag me in
photos/status updates

42
31

9K:
Percentage of British adults who agree
Male
Because of social
networks, I have
become more selfaware of the image
I put out both

It’s come to the
point that I have to
explicitly tell friends
not to tag me in
photos/status updates

Female

33
39

30
26
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APPENDIX: ADDITIONAL CHARTS
(cont’d.

9L:
Percentage of American adults and teens who agree

Sometimes I don’t like seeing
my entire social history on
display for all to see (e.g., the
new Facebook Timeline, which
shows all your pictures, updates
and other activities from when

71
63
75
61

45

I hate that I can
never “live down”
embarrassing
moments in my
life because they
seem to live on
forever online

62
38
26

9M:
Percentage of British adults and teens who agree

Sometimes I don’t like seeing
my entire social history on
display for all to see (e.g., the
new Facebook Timeline, which
shows all your pictures, updates
and other activities from when

70
55
53
45

I hate that I can
never “live down”
embarrassing
moments in my
life because they
seem to live on
forever online

60
46
23
18
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APPENDIX: ADDITIONAL CHARTS
(cont’d.

9N:
Percentage of American adults who agree
Female

Male

Sometimes I don’t like seeing my
entire social history on display for
all to see (e.g., the new Facebook
Timeline, which shows all your
pictures, updates and other

I hate that I can never
“live down” embarrassing
moments in my life
because they seem to
live on forever online

68
65

47
32

9O:
Percentage of British adults who agree
Male

Female

Sometimes I don’t like seeing my
entire social history on display for
all to see (e.g., the new Facebook
Timeline, which shows all your
pictures, updates and other

I hate that I can never
“live down” embarrassing
moments in my life
because they seem to
live on forever online

47
52

27
27
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APPENDIX: ADDITIONAL CHARTS
10. HEALTH & HAPPINESS: HAND IN HAND
10H:
Percentage of American adults who agree
Happiness can have
a positive impact
on your health

89

Better health can
have a positive
impact on your
happiness

86

Being happy is an
important part of
being healthy
Being healthy is an
important part of
being happy

84

82
47

I tend to feel
unhealthy as well

55

10I:
Percentage of British adults who agree
Happiness can have
a positive impact
on your health

90

Better health can
have a positive
impact on your
happiness

88

Being happy is an
important part of
being healthy
Being healthy is an
important part of
being happy

I tend to feel
unhealthy as well

84

84
47
61
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APPENDIX: ADDITIONAL CHARTS
10. HEALTH & HAPPINESS: HAND IN HAND (cont’d.
10J:
Percentage of American adults who say the following are
78

Eating nutritious foods

74

Exercising regularly
Having a positive attitude

68

Maintaining a good work-life balance

63

Being a happy person

62

Spending time with friends and family

57

Making time for personal interests/hobbies

55

Visiting a doctor regularly

52

Taking vitamins

51

Being in a loving relationship

45

Engaging in stress-relieving activities

34

Following a diet plan

29

Taking medications

21

Having a successful career

18
10

10K:
Percentage of British adults who say the following are
Exercising regularly

77

Eating nutritious foods

76
70

Having a positive attitude
Being a happy person

67

Maintaining a good work-life balance

62

Making time for personal interests/hobbies

54

Spending time with friends and family

49

Being in a loving relationship

38

Engaging in stress-relieving activities

24

Taking vitamins

20

Following a diet plan

19

Visiting a doctor regularly

18

Having a successful career

11

Taking medications

10

Making a lot of money

7
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APPENDIX: ADDITIONAL CHARTS
10. HEALTH & HAPPINESS: HAND IN HAND (cont’d.
10L:
Percentage of American adults who say they personally do
Millennials (18-34)

Boomers (48-67)

Gen Xers (35-47)

Silents (68+)

46
58
60

Spend time with friends and family

58%

45
39
41
36

Maintain a good work-life balance

74
48
48

Have a positive attitude

41%

24
57%

63

39
42

Being in a loving relationship

82

38%
51

45

6
57
59

Take vitamins

21

Take medications

56%
68

67

53
49

Eat nutritious foods

18
19
19
20

Engage in stress-relieving activities,
such as meditation and yoga

56%

59
70
41
49

Make time for personal interests/hobbies

52%

56

Follow a diet plan

See a psychologist and/or counselor

51%

54
67
56
48
45

Exercise regularly

15%
29

41
48

19%

13
11
14

75

Being a happy person

31%

43

50%
56

11
6
8
3

8%

8
12
8
2

8%

29
Visit a doctor regularly

41

49%

57
83
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APPENDIX: ADDITIONAL CHARTS
10. HEALTH & HAPPINESS: HAND IN HAND (cont’d.
10M:
Percentage of British adults who say they personally do the
Millennials (18-34)

Boomers (48-67)

Gen Xers (35-47)

Silents (68+)

45
54

Eat nutritious foods

57%

62

29
27
27
23

Take vitamins

76
54
51
56
56

Exercise regularly

44
49
54

Spend time with friends and family

27%

12
22

Take medications

54%

53
11
16

Visit a doctor regularly

51%

20%

23

62
44
45

Have a positive attitude

58
62

39

Follow a diet plan

51%

48
50

Engage in stress-relieving activities,
such as meditation and yoga

46%
58

41
38
44

Being a happy person

44%

Take mood elevators

72
30
36

Being in a loving relationship

43
46

38%

12
14
10

12%
19

35
Make time for personal interests/hobbies

27%

36

See a psychologist and/or counselor

14
12
11
8

12%

10
7
4
0

6%

10
6
3
0

5%

27
38
37

Maintain a good work-life balance

33%

23
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APPENDIX: ADDITIONAL CHARTS
10. HEALTH & HAPPINESS: HAND IN HAND (cont’d.
10N:

10O:
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APPENDIX: ADDITIONAL CHARTS
10. HEALTH & HAPPINESS: HAND IN HAND (cont’d.
10P:
Percentage of American adults who say the following are an
72

Having a positive attitude
Spending time with friends and family

68

Being in a loving relationship

65

Making time for personal interests/hobbies

61

Feeling healthy

59

Maintaining a good work-life balance

55

Exercising regularly

41

Eating nutritious foods

39

Having a successful career

31

Engaging in stress-relieving activities

26

Visiting a doctor regularly

22

Taking vitamins

19

Taking medications

12

Making a lot of money

12

Keeping a gratitude journal

10

:
Percentage of British adults who say the following are an
67

Having a positive attitude
Feeling healthy

65

Spending time with friends and family

64

Being in a loving relationship

58

Making time for personal interests/hobbies

57

Maintaining a good work-life balance

51

Exercising regularly

42

Eating nutritious foods

29

Having a successful career

25

Making a lot of money

17

Engaging in stress-relieving activities

13

Visiting a doctor regularly

6

Taking vitamins

6

Taking medications

6

Following a diet plan

4
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APPENDIX: ADDITIONAL CHARTS
10. HEALTH & HAPPINESS: HAND IN HAND (cont’d.
10R:
Percentage of American adults who say they personally do
Millennials (18-34)

Boomers (48-67)

Gen Xers (35-47)

Silents (68+)

57

14

49

Spend time with friends and family

61%

67

25

Take vitamins

27%

32

77
44
46

Have a positive attitude

45

54%

60

16
11

Visit a doctor regularly

49
44

Make time for personal interests/hobbies

42
5
52%

54

Take medications

12
34

35
52
47
54
36
38
38

Maintain a good work-life balance

46%

Engage in stress-relieving activities,
such as meditation and yoga

33
28

36%

40
50

Exercise regularly

19
15
14

16%

15%

7

30

Feel healthy

12
15
21
13

Have a successful career

37%

16%

21

73

Being in a loving relationship

23%

30

79

38
33
35
42

36%

Take mood elevators

6
7
8
1

7%

8
10
5
2

7%

28
Eat nutritious foods

36
34

34%
47
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APPENDIX: ADDITIONAL CHARTS
10. HEALTH & HAPPINESS: HAND IN HAND (cont’d.
10S:
Percentage of British adults who say they personally do
Millennials (18-34)

Boomers (48-67)

Gen Xers (35-47)
52
55

Spend time with friends and family

58%

64

Silents (68+)

Take medications

6
7

12%

14

59

28

33
44

Have a positive attitude

49%

60
62

Take vitamins

30
50

Make time for personal interests/hobbies

58
57

48%

Have a successful career

11
8
10
17
9
11
6
11

34

34
38
38
41

Exercise regularly

42%

Visit a doctor regularly

37%

9%

2
5

8%

11
23

33%

35

Follow a diet plan

51
14
33
36

Eat nutritious foods

13
8

Engage in stress-relieving activities,
such as meditation and yoga
0

28
27

Feel healthy

9%

8
43
46
46

Being in a loving relationship

10%

30%
46

Take mood elevators

10
5
7
11
4
6
5
0

8%

5%

19
39

Maintain a good work-life balance

31

29%

25
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APPENDIX: ADDITIONAL CHARTS
10. HEALTH & HAPPINESS: HAND IN HAND (cont’d.
10T:

10U:
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APPENDIX: ADDITIONAL CHARTS
10. HEALTH & HAPPINESS: HAND IN HAND (cont’d.
10V:
Percentage of American adults who
believe that “brands can have a positive
impact on your own happiness”
Millennials (18-34)

Gen Xers (35-47)

Boomers (48-67)

Silents (68+)

59
55
39
29

:
Percentage of British adults who believe
that “brands can have a positive impact
on your own happiness”
Millennials (18-34)

Gen Xers (35-47)

Boomers (48-67)

Silents (68+)

64
44
33
25
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APPENDIX: RELATED AND COUNTER TREND DESCRIPTIONS
writeups on these trends can be accessed via the Trend Bank or the Stephen King Library. For external readers, contact
Nicholas Ayala to purchase any reports of interest.
All the World’s a Game
Increasingly, brands will apply game mechanics (leader boards, leveling, stored value, privileges, superpowers, status

The Art of Eating Well

Authenticity Matters
authenticity is the key to brands regaining credibility and trust. Brands once considered unquestionably reliable have lost

Buying the Experience
Experiences have overtaken objects as the “must-have” purchase. Expect more people to seek boast-worthy experiences

The Collective Consciousness

Cooperative Consumption
Sharing has never been so hip. Thanks to the rise of online social networking, people are sharing just about everything,

De-Teching

Disappearing Downtime & Downspace
those apparently unproductive pauses for breath in the race of life. Now, thanks to cell phones and PDAs, we never need be

Eat, Pray, Tech
clothing. In an interconnected, tech-driven and -enabled marketplace, the latest technology will be more than just a luxury
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APPENDIX: RELATED AND COUNTER TREND DESCRIPTIONS
Generation Go
in economic adversity. Out of continued joblessness or discontent with the status quo will spring an unprecedented

Hyper-Personalization
realm that offers up what they are most likely to need or want based on location, interests, demographic cohort, social

Life in Real Time
creating an increasingly mass culture and shifting perceptions of “current,” moving modern life into the “now.” (10 Trends

Live a Little
fatigued from several years of austerity, consumers will look for ways to live a little without giving up a lot. People have
been exercising more self-control, and increasingly they’re looking to let loose once in a while: indulging in sinful things,

Location-Based Everything

The Mobile Device as Everything Hub
As the availability of wireless broadband expands and the cost of advanced mobile phones drops, the mobile device will

Non-Commitment Culture
Reluctant to commit to discretionary or big-ticket purchases, people are increasingly opting for choices that require a lesspermanent commitment. Consumers will be more likely to rent goods, buy them one year and sell them the next, or share

Objectifying Objects
see more “motivational objects,” items that accompany digital property to increase perceived value, and digital tools that

Outsourcing Self-Control

discipline. More brands will assume the role of regulator, with products, tools or other services that prevent people from
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APPENDIX: RELATED AND COUNTER TREND DESCRIPTIONS
Outwitting Disease
Across the developed world, people are living longer than ever, thanks to greater health awareness and advances in medical
are allowing more people to live with chronic ailments and survive surgeries that have historically killed patients at a

Radical Transparency
Fess up! Flaunt it! In the digital domain, where personal information is readily sharable, people have few qualms about

Recessionary Living
The global recession has spurred people to make adjustments in their standard of living, whether it be cutting back on
spending, trading down, choosing quality over quantity or becoming adept at relying on their own resources. (10 Trends

Redistribution of Power
The coming years will see a widespread redistribution of power in almost every major sphere: economic, social and

Reengineering Randomness

Retail as the Third Space
as well as downloading digital versions of physical goods, shopping is becoming as much about experiences, unique

Screened Interactions

Searching for Stability
they see more clear, dependable and closer-to-home signs of stability. Unemployment lifting will be a key barometer for

Worlds Colliding
the two worlds, and all kinds of objects/devices are becoming Internet-enabled. So not only will we have a multitude of
connected gadgets, but objects like fridges or even dog collars will connect to the Internet. The latter is often referred to
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JWT:
ranks among the top agency networks in the world and continues a dominant presence in the industry by staying on the leading
a “worldmade” philosophy, making things inspired by the world through blending technological innovation with international

visit www.jwt.com and follow us

.

JWTIntelligence:

done this on behalf of multinational clients across several categories including pharmaceuticals, cosmetics, food, home and
personal care.
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