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Inspiring Original Thinking through a deeper 
understanding of  Cultural Trends

Cultural Drivers &
Consumer trenDs

Culture

vulture



in
t

r
o

D
u

C
t

io
n

Culture informs media and media drives 
culture. they are intrinsically linked together 
and to understand the different areas of our 
culture, the best way is to look at trends.

our research has identified 5 global 
cultural Drivers which reflect 
the prevailing signs of the times and 10 
global consumer trenDs, the 
manifestations of how people react and 
adapt to the changing and always evolving 
cultural forces.

Culture Vulture’s Global Cultural drivers 
and Consumer trends Framework is our 
approach to applying cultural trends. it 
serves as an inspiration to understand the 
wider cultural context which we live in and 
for creating new strategies and ideas for 
business and communications.
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OF INFORMATION
DemoCratisation

We now demand information and 
have access to it at all times. When 
information is withheld we become 

suspicious and mistrusting. 

t he network society is making possible the dEMoCratisation oF 
inForMation: the exchange of  ideas, opinions, information, culture, 
knowledge and education is accessible anywhere, anytime and to 

everybody, more than ever before. The Internet and new technologies have 
facilitated the freedom to both publish and access information at the click of  a 
button.

The rise of  free digital content has disrupted the flow of  once-traditional 
consumption and payment models in numerous sectors – from music to 
publishing, gaming to television, computer software to education. This has 
changed the way people behave, becoming more accustomed to obtaining free 
content on the web (also allowing the practice of  piracy) and their expectations 
to be able to get all the answers have become firmly ingrained, especially 
among the digital consumers. The ultimate power of  the Internet is that it can 
equalize access to information previously undisclosed.

The marketplace has also been influenced by the cultural driver of  the 
dEMoCratisation oF inForMation thanks to the digital world and 
the proliferation of  online forums, social networks, reviews and comparison 
websites. In particular, free and mobile access to information has allowed 
consumers to compare prices, find special offers and share opinions and 
recommendations with other consumers. At the same time, consumers are also 
recognising that their personal information is valuable to brands.

Controversies over some companies’ attitude and approach to online privacy 
are raising consumer awareness of  their own personal data. Increasingly, there 
is a tension between the freedom of  expression and the right to privacy. The 
more the people can access information, the more they are informed and 
educated and consequently expect transparency of  information, production, 
manufacturing processes and business conduct from companies and 
institutions. The growing demand for transparency has become an important 
factor in generating advocacy and building trustful relationships with 
customers. The idea of  privacy is adapting to the ever evolving communication 
technologies and is becoming an exchangeable value that can be negotiated 
between consumers and businesses.

dEMoCratisation oF inForMation resonates in every area of  our lives 
and has become vital in the way we access information. Blogs, forums, product 
reviews by consumers on shopping sites, information-gathering projects 
(wikis), social media, micro-blogging sites, citizen journalism, crowdsourcing 
and social bookmarking are examples of  the free and multidirectional flow of  
information. People’s increasingly seamless digital lives are now evolving and 
becoming actively engaged in interdisciplinary collective activities and events 
(from online to offline) created with the aim to interact with an audience and 
spread knowledge in the physical world.

Doi
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Democratisation of information 
resonates in every area of our 
lives and has become vital in 
the way we access information. 
Blogs, forums, product reviews 
by consumers on shopping 
sites, information-gathering 
projects, social media, 
micro-blogging sites, citizen 
journalism, crowdsourcing 
and social bookmarking are 
examples of the free and 
multidirectional flow 
of information.

wikis
Internet platforms 
developed collaboratively 
by a community of  
users allowing anyone to 
add and edit content to 
spread knowledge. The 
encyclopaedia project 
Wikipedia is the most 
popular wiki. 

free eDucation
E-learning sites have 
expanded on the web to 
enable people – wherever 
they are in the world – to 
learn and develop new skills 
for free. Coursera is one.
of  the most successful free 
education platforms.

citizen 
Journalism
New technologies have 
made it possible for the 
public to collect, analyse, 
report and disseminate 
news and information in 
a democratic way, whilst 
at the same time accessing 
alternative sources of  
information.

DOI
“opening up government 
data drives democracy, 
accountability and innovation. 
it enables citizens to know 
and exercise their rights, and it 
brings benefits across society: 
from transport, to education 
and health. there has been a 
welcome increase in support for 
open data from governments in 
the last few years, but this index 
reveals that too much valuable 
information is still unavailable”.

stewart branD
aMEriCan writEr and Co-FoundEr oF 

thE Global businEss nEtwork

rufus pollock
FoundEr and CEo oF thE oPEn 
knowlEdGE Foundation

information 
wants to be

Free

“

”

75% of the global population think 
that the Internet should facilitate 
freedom of expression.

Mindreader

Culture Vulture Culture Vulture
C

ul
tu

ra
l D

ri
ve

rs

C
ul

tu
ra

l D
ri

ve
rs



With increased use of technology 
we now can have all data at

our fingertips.

PoWereD
EvERyThINg

DATA

t he boom of  the new technologies has resulted in the creation of   
massive volumes of  digital data with no historical precedents, so much 
so that 90% of  the data in the world today has been created in the 

last few years alone. data PowErEd EVErythinG is a cultural driver that 
highlights the fact that the amount of  data we are generating will not cease 
to increase and it will come from a variety of  different sources: from digital 
pictures to mobile phone signals and from purchase transactions to posts on 
social media sites.

The rise of  ‘The Internet of  Things’ where devices and objects are connected 
to the Internet – from televisions to light bulbs to fridges – is unleashing a 
wave of  new possibilities for data gathering. data PowErEd EVErythinG 
is fuelled by the concept of  ‘Big Data’ and the idea of  being able to quantify 
and collect information not only from stored actions in our devices like mobile 
phones and computers but also from wearable technologies and household 
objects. The emergence of  this technology is transforming people’s daily lives 
with the ability to interact with objects to generate smarter homes and hence 
live smarter lives.

In this data-driven way of  life, the impact of  algorithm usage is propelling 
unparalleled changes that are revolutionising citizens, businesses, the economy 
and the society as a whole, bringing insights, innovation and efficiency in our 
daily lives: from health data monitoring tracking devices to creative education 
software and from innovative business technologies to sustainability data to 
measure energy and carbon emissions. data PowErEd EVErythinG 
cultural driver highlights the idea of  digital technologies enabling devices, 
objects and individuals to communicate virtually with each other from 
anywhere and at any time. It generates exponential rates in the amount of  
data that can be captured, stored and analysed.

All the data collected from people’s digital and social media behaviour is 
also making possible hyper-personalised consumption – with advances in 
technology comes more data and consumers that will expect smarter devices 
and personalised services. But with the increased hyper-personalisation and the 
ability of  technologies to capture personal data from online activities, digital 
security and privacy are of  paramount importance. This is reflected in the 
growing need of  people to control their own on/off privacy, depending on the 
online context they are immersed in.

data PowErEd EVErythinG also identifies the technologies bringing 
people closer together, facilitating their interactions in many different ways 
and breaking down old barriers. We are able to create networks and store data 
generated from shared interests and information not just based on location, 
distance is no longer a problem as long as communication and data can be 
accessed. Data powered by digital applications are reshaping every facet of  our 
existence and presenting the world with endless opportunities.
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Data Powered everything is 
fuelled by the concept of ‘Big 
Data’ and the idea of being able 
to quantify and collect information 
not only from stored actions in our 
devices like mobile phones and 
computers but also from wearable 
technologies and household 
objects.

big Data
Capture, curation, storage, 
search, sharing, transfer, 
analysis and visualisation 
of  information and data 
derived from digital 
technologies are shaping 
our world.

internet of 
things
We are witnessing the dawn 
of  a futuristic world, objects 
and smart devices are 
seamlessly integrated into 
information networks and 
can be operated remotely.

app explosion
The number and variety 
of  mobile apps powered by 
data have created instant, 
interactive and immediate 
curated information 
discovery. 

DPE

hal varian
ChiEF EConoMist, GooGlE

“i keep saying that the 
sexiest job in the next ten 
years will be statisticians, 
and i’m not kidding”.

sherlock holmes
‘thE adVEnturE in thE CoPPEr bEaChEs’

he cried impatiently.
“i can’t make bricks 
without clay!”

Data!
Data!
Data!“

“

“Data really powers 
everything we do”.
Jeff weiner
CEo oF linkEdin 

alDous huxley
writEr and Visionary thinkEr

“Facts do not cease to exist 
because they are ignored”. 

82% of the World’s 
digital population 
use a search 
engine daily.
Mindreader

There will be nearly 
26 billion devices 
on the Internet of 
Things by 2020.

Gartner Research

Global mobile data traffic 
continues to increase.
an ExabytE (Eb) is a unit oF 
inForMation or CoMPutEr storaGE 
Equal to onE billion GiGabytEs.

Cisco, Visual Networking Index Report 2014

2013

18 
EB

2018

190
 EB
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this is an understanding that we are 
concerned about the environment and the 

world around us.

soCial
CONsCIENCE

t he utopian dream of  social achievement and the idea of  a truly 
human society have the potential to become a realisation. soCial 
ConsCiEnCE is a cultural driver that identifies this potential in a 

world of  social networks and the influx of  information which seemingly create 
a global consciousness and social awareness with the active process of  seeking 
out information about what is happening in the communities around us. A 
greater awareness of  social norms, concerns and difficulties that leads to better 
understanding and better solutions. 

Millions of  people with easy access to a world of  information through the new 
digital technologies – sharing their opinions and experiences online – are able 
to influence and raise other people’s social consciousness. Interactions between 
people from different parts of  the planet and learning about their cultures and 
environments have facilitated the exploration of  new ideas and prospects, thus 
expanding the notion of  ‘global citizen’ in which one is not only a citizen of  
one country but a resident of  the greater world who contributes in a positive 
way.

The soCial ConsCiEnCE cultural driver also looks at the increased number 
of  non-profit/charitable organisations in recent years and the growing segment 
of  the population who understand interconnectedness, value diversity and are 
willing to volunteer for humanitarian causes. It makes emphasis in the new 
digital activism and e-campaigning – fuelled by mobile technology – taking 
momentum and resonating in the streets for social, political, educational, 
human rights, economic and environmental actions. It also highlights the use 
of  the Internet as a key resource for activists and as a valued tool for awareness, 
advocacy, organisation, mobilisation, action and reaction. 

Being socially conscious is a global movement that is reflected in every aspect 
of  our lives, it has been incorporated and expressed by different disciplines 
– from ethical science to conscious art – and there is a growing interest in
creating a sustainable society for the generations to come. Corporates are 
integrating social and environmental principles. They support their vision with 
actions, resources and by raising the consciousness of  their employees in this 
area. The network and communication frameworks in societies are enforcing 
businesses to proceed with responsibility, transparency, accountability and 
authenticity. In turn, it benefits companies to be good corporate citizens as 
sustainable, good, ethical companies outperform the overall stock market. 

Responsibility not only comes from corporates and institutions. soCial 
ConsCiEnCE is also echoed in the increased awareness of  the impact our 
purchasing decisions have on both the environment and the consumer’s health 
and life in general. With an ever growing world population, the scarcity and 
need for resources demand ethical, conscious and environmental choices. 
Informed purchasing decisions are being influenced by fair trade, healthy 
options, ethical and environmental conscience in the production processes. The 
hopes for a sustainable society are supported by conscious practices to address 
waste, support local economy, share resources and create social infrastructures.
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the utopian dream of social 
achievement and the idea of a truly
human society have the potential
to become a realisation. social
Conscience is a cultural driver that
identifies this potential in a world
of social networks and the influx of
information, which seemingly create
a global consciousness and social 
awareness.

Digital 
activism
Mobile technology is 
fuelling direct action, 
demonstrations are 
resonating in the streets 
for social, political and 
environmental causes.

corporate 
responsibility
Businesses are increasingly 
integrating actions to 
encourage a positive 
impact on consumers, the 
environment and society as 
a whole.

new social 
prospects
The network society 
brings the possibility of  
understanding social 
concerns and enables 
proactivity to find new 
ideas and solutions.

SC

noam chomsky
linGuist, PhilosoPhEr, CoGnitiVE 
sCiEntist, loGiCian, PolitiCal 
CoMMEntator and aCtiVist.

larry page
GooGlE CEo

“if you’re changing 
the world, you’re 
working on important 
things. You’re excited 
to get up in the 
morning”. 

“the internet could 
be a very positive step 
towards education, 
organisation and 
participation in a 
meaningful society”. 

78% are interested 
in Natural World & 
Environment content. 

Mindreader

59% go out of their 
way to protect the 
environment.

Mindreader

46% have stopped 
buying a product 
because the company 
acts unethically.
Mindreader
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Belief that people can influence 
and change the world. From how a 

consumer shops, how to get funding 
for innovation to changing the

leadership of a country.

PeoPle
EMPOWERMENT

P eople from different parts of  the world have never before in history 
had so much power at their fingertips. PEoPlE EMPowErMEnt is a 
cultural driver that emphasises the importance of  citizen’s interaction 

with the advantages of  new digital technologies and connectivity. Most people 
on the planet have the opportunity to contribute and be part of  a worldwide 
community, in which the exchange of  information, open source applications 
and platforms are facilitating transformations in many areas of  our lives.

Knowledge is power and the free access and dissemination of  information 
does not stop in the digital environment, it transcends into the physical world, 
where individuals and communities are strengthening their positions in society 
and feel encouraged to put into action different initiatives – from personal, 
social, political and cultural to technological, educational and entrepreneurial. 
Communication technologies have increased the power of  individuals and 
organisations to work together across time zones and continents and it has 
massively expanded the idea of  collaboration and co-operation. 

PEoPlE EMPowErMEnt is driven by the strong idea of  a collective 
awareness through shared knowledge, and affordable connectivity is fuelling 
this co-operation among individuals, groups and institutions. Digital 
technologies provide tools and platforms to quantify and make sense of  data 
from diverse contexts allowing people to compare themselves with other 
individuals, communities, countries and regions. Data allows people to 
measure and set objectives generating an increase of  self-determined changes 
that simultaneously are conveying an impulse for human development and 
progression.

Technological empowerment is also a fundamental factor in the enhancing 
capacity to make choices and transform those choices into desired actions 
and outcomes. People are modifying, adapting and building technologies to 
meet their personal or collective needs. From free open application softwares 
to new collaborative creative digital platforms, the free web information, 
mobile technologies and democratisation of  tools are breaking down barriers 
for people to not only access, use and develop technologies but also to create, 
design and manufacture specific and local products and solutions. It is 
propelling an entrepreneurial spirit and expanding new ventures and business 
models such as ‘consumers to consumers’. 

PEoPlE EMPowErMEnt also captures the notion of  consumers’ purchasing 
power being maximised by engaging and sharing information with other 
consumers via real-time technologies and becoming actively involved with 
vendors and businesses to find the best value and the right product. People 
today not only have an increasing power in the marketplace, they are also 
enhancing democratic governance, impacting on development areas with the 
expansion of  communication networks, and opening new ways for citizens to 
have their voices heard and opportunities to be taken.

Pe
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People empowerment is driven 
by the strong idea of collective 
awareness through shared 
knowledge. the affordable 
connectivity is fuelling this 
co-operation among individuals, 
groups and institutions.

collective 
awareness
Growing communication 
power through digital 
connectivity and 
affordability has increased 
people’s awareness and 
actively influenced
co-operation in society.

purchasing 
power
Consumers can get the 
best value by comparing 
products reviewed by 
other consumers via real 
time technologies. They 
could even be part of  the 
production processes.

technological 
empowerment
People today have the 
power to access and use 
new technologies for 
personal development 
transforming their lives.

PE

robert neuwirth
author oF ‘stEalth oF nations’

“system D is multinational,
moving all sorts of
products around
the globe – machinery,
mobile phones, computers
and more – creating
international industries
that help billions of people
find jobs and services”.

By 2020 the shadow 
economy will employ 
two-thirds of the World’s 
workers. This new 
economy even has a 
name: system D. 
Is Informal Normal? Towards More and Better 
Jobs in Developing Countries - The Organisation for 
Economic Co-operation and Development (OECD) 

69% believe that 
ordinary people 
have a greater 
power thanks to 
the Internet. 
Mindreader

86% think
that knowledge
is power. 

Mindreader

“if you do build a great 
experience, customers 
tell each other about 
that. Word of mouth is 
very powerful”.
Jeff bezos
aMazon.CoM, CEo

71% agree that anyone 
can achieve anything 
regardless of their 
beginnings.
Mindreader

“When can i go into 
the supermarket and 
buy what i need with 
my good looks?”
allen ginsberg
PoEt and CountErCulturE lEadinG FiGurE
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the speed of change has increased 
from technology to social order.

Having the ability to adapt and react 
in a timely fashion has become 

increasingly important.

aDaPtive

t he dynamic of  our lives has changed dramatically since the 
proliferation of  smart technologies. We now live in a faster paced and 
more competitive world than ever before and to be up-to-date – or 

even ahead of  the game – societies have to keep up with the developments in 
technologies and the implications that these innovations can bring. adaPtiVE 
is a cultural driver that is central in the evolution of  the digital age and the way 
that people, business and organisations react to unforeseen changes that can be 
either beneficial or challenging. 

Disruptive technologies and innovations differ from normal technological 
advances in that they don’t just improve something that already exists but 
actually replace it entirely. This phenomenon is not new but what has emerged 
in recent years is the speed in which these innovations are reaching and 
impacting on our society. There is the perception of  an increased acceleration 
rate in the technological and – in consequence – social, cultural, economic 
and political transformations throughout history, which may suggest faster and 
more profound changes are envisioned in the future. 

The emergence of  real-time technology, the usage of  data and algorithms, the 
ubiquitous mobile hyper-connectivity and free information flow has shaped 
a culture in which everything is expected to be immediate and interactive. 
Business and organisations understand that a quick and effective reaction is 
crucial for their success. The adaPtiVE cultural driver draws attention to this 
symbiotic scenario in which markets are adapting to consumers’ needs and 
desires, and consumers are adapting to innovative technologies.

New business models have emerged creating new markets and transforming 
existing ones as we grow more interconnected and as breakthrough technology 
is at an all-time high – from 3D printing to sensor technology and from 
virtual reality games to intelligent homes. The outcomes of  our actions are 
becoming increasingly uncertain and are breaking the rules of  established 
industries. Peer to peer, crowdsourcing, customisation, consumer co-creation 
and collaborations are some of  the new business ideas that are fuelling and 
facilitating the adaptive market. A key feature of  these new models is the 
continuous interaction between business and consumers and a consistent effort 
to use new and multidirectional relevant channels that become available. 

The future is now and long term planning is becoming something of  the past. 
The cultural driver adaPtiVE is a paradigm-shift that is making profound 
transformations in the world with the inclusion of  more complex and 
unpredictable system models. We now live in a networked world in which the 
only certainties are constantly learning what is around us and being open to 
new ideas and possibilities in order to easily adapt to new thinking systems that 
will arise on the horizon.
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A
adaptive is a cultural driver 
that is central in the evolution 
of the digital age and the 
way that people, businesses 
and organisations react to 
unforeseen changes that 
can be either beneficial or 
challenging. 

new systems 
moDels
The speed of  change and 
disruptive technologies 
are creating new thinking 
systems – societies are 
learning how to adapt and 
react in a timely manner.

real-time 
technology
Everything is expected to be 
immediate and interactive, 
where instant connectivity 
and customisation are 
shaping our culture. 

innovation 
speeD
There is a permanent 
demand for innovation 
to sustain a competitive 
advantage in a highly 
demanding and rapidly 
changing world.

“the biggest risk is not 
taking any risk. in a world 
that’s changing really 
quickly, the only strategy 
that is guaranteed to fail 
is not taking risks”.
mark zuckerberg
FaCEbook CEo

norm Johnston

Confessions of  an Adaptive Marketer,
ChiEF diGital oFFiCEr, MindsharE.

“like a ping pong ball, 
data and dialogue goes 
back and forth between 
consumer and brand at 
a rapid pace”.

72% try to keep up 
with developments in 
technology.
Mindreader

The number of mobile 
connected devices 
is expected to reach 
10 billion by 2018, 
exceeding the number 
of people living on earth.

Cisco, Visual Networking Index Report, 2014

2018

10B

68% want to be able 
to access content 
(i.e. websites, TV 
programs, films, etc) 
wherever they go.
Mindreader

marshall mcluhan
CoMMuniCation thEory PhilosoPhEr

“First we build the 
tools, then they 
build us”.
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me nation

Consumers are at the centre of their universe and
everything should revolve around them.

individuals are displaying more 
passion and interest than ever 
before due to the growing 

opportunities to find more 
information and share it through their 
online networks. The ME nation
trend is looking at consumers no 
longer being passive with their 
judgement, a behaviour that have 
radically increased in recent years 
along with the demand for customised 
products and services. 

Individuals feel that everything should 
revolve around them. Self-esteem 
presents a desire to be accepted 
and gain recognition, which also 
gives them a sense of  contribution 
and value. They have an individual 
aspiration to become the best they 
can by realising their full potential 
and striving towards that in order to 
achieve goals. 

Self-portrayal and individuality 
are central to the ME nation
consumer trend. It’s easier to express 
a view when online since it’s not face 
to face and there’s that element of  
anonymity. People can be connected 
all day everyday on multiple devices, 
making this behaviour far more 
dominant than ever before. To further 
this, they are creating their internet 
persona in order to make themselves 
more appealing to by-standers. This 
is driven by people’s online presence, 
since they have learnt how to edit 
and restructure their appearance to 
suit their friends and followers critical 
observations. 

People no longer want to stand by 
and admire idols and celebrities, 
they want to become them. The 
celebrity industry has created a cult of  
‘personal celebrities’, a desire among 
consumers to have their lives centred 
on themselves in public, enabling the 
magnification and fabrication of  their 
lives. Resulting from this phenomenon 
we see the rise of  YouTube stars, 
reality shows and talent competitions 
as everyone is seeking their 15 minutes 
of  fame.

In conjunction with this, we are 
witnessing a transformation in the 
way consumers can demand the very 
best services, quality and engagement 
at all times. New technologies from 
the evolving media have increasingly 
blurred the boundaries between 
consumers and producers.

An important aspect of  the 
ME nation consumer trend is 
encompassed in the idea of  hyper-
personalisation. Consumers are 
now the curators and their demands 
are satisfied through a new type of  
engagement with brands, allowing 
them in many cases to participate 
in the production process before 
products are released. 

Being online ultimately allows these 
consumers to be actively involved, by 
participating or adjusting, in order 
to get what they want. This brings a 
sense of  belonging to the consumer, 
a way to engender between their 
interests and their consumption.
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maximising
moments

Doing multiple things at the same time.

t he world is getting faster, with 
the relentless acceleration of  
innovation, product launches 

and information flow. An infinite 
number of  new products and services 
are giving consumers too many 
choices causing brands having to think 
outside of  the box to stand out from 
their competitors and make every 
purchase experience and interaction 
unique.

The busy lifestyles of  our increasingly 
time-poor society along with the 
innovation of  digital technology and 
mobile media devices have facilitated 
a non-linear consumption model 
and have encouraged multitasking 
at multiple screens. The use of  
more than one screen has become 
ubiquitous and is often a normal 
behaviour. Consumers are surfing the 
Internet, sharing opinions in social 
networks or debating the contents 
they consume while watching TV.

MaxiMisinG MoMEnts is a 
growing consumer trend influencing 
the market in which purchase 
actions are becoming whole new 
experiences, which involve facets 
such as novelty, variety, interactivity, 
speed, playfulness, randomness, 
performance, fantasy and intensity. 
Single product and media 
consumption actions are replaced by 
multiple and simultaneous experiences 
that magnify every moment. 

Mobile technology is continuously 
developing and consumers – with 
information at their fingertips – can 
instantly access almost everything they 
want.

The demand for better connection, 
relevant information and fast and 
captivating moments is increasing 
Since consumers can now buy 
anything online – check features, 
benefits, prices, offers or buy from 
competitors – and since transparency 
is king, brands cannot hide anything 
from consumers and they have to 
engage with them in new ways. 

MaxiMisinG MoMEnts is a 
trend in which brands and retailers 
seduce and invite consumers to 
participate in fun moments and create 
interaction as well as enjoy a more 
stimulating, entertaining shopping 
experience in retail spaces, online and 
mobile platforms.

Brands are organising interactive and 
live events, and are using multiple 
media channels to tell stories which 
engage and inspire consumers. Social 
networking and interactive sites are 
letting consumers create their own 
stories around them fuelled by the 
recent years culture phenomenon 
based in fictional and fantasy 
narratives, which offer consumers a 
sense of  wonder, magic and escape 
from their ordinary lives.

To survive and stand out in today’s 
competitive climate, businesses will 
have to be less conventional. They will 
have to understand the psychology of  
the new and much more demanding 
consumer. They will be challenged to 
interact with them offering new and 
unique experiences – from playful 
participatory events to the opportunity 
to learn something new – which will 
make the purchase action a more 
memorable moment.
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the use of gaming system and design in a non-gaming context.

PoWer PlaY

i n a market inundated by infinite 
choices of  innovative products and 
services, consumers are seeking 

new experiences that can influence 
and determine their final decision 
when purchasing. PowEr Play 
is a consumer trend which has the 
potential to inject new life into a 
variety of  industries and broaden 
the appeal of  many new and existing 
offerings. It’s the application of  game 
mechanics and dynamics such as 
challenges, achievements and rewards 
to drive consumer engagement in 
what are traditionally non-gaming 
contexts. Also known as ‘gamification’, 
PowEr Play is our take on this 
trend, in which the retail industry has 
been one of  the first to benefit from 
its marketing strategies, but it’s now 
been adopted and applied to other 
areas such as education, information, 
corporate and working environments, 
health and fitness. 

PowEr Play consumer trend 
captures audience attention but also 
increases participation, introducing 
fun into routine, often dull activities.
It creates an action and reward system 
to get some immediate gratification 
for those who play, with the potential 
to encourage customers to engage 
even when they are not purchasing 
– brands can learn more about their
customers and, at the same time, 
build an enduring relationship with 
them. Another interesting aspect 
of  this trend is the ability to easily 
participate in games shared in social 
media platforms. The viral nature of  
social networks can build buzz around 
a specific offering and improve a 
brand’s chance of  attracting a broader 
and more engaged audience.

The digital revolution is here to stay 
and mobile devices are becoming 
ubiquitous, changing rapidly the 
purchase behaviour. To keep up with

the speed of  technological innovation, 
PowEr Play consumer trend 
has already infiltrated the way we 
shop and interact with brands.  
Geo-location technologies are also 
used to attract consumers to take 
part in mobile gaming opportunities 
to win prizes or get discounts – for 
instance, the potential of  combined 
app and beacon technology is big. 
Retailers can reward consumers who 
check-in at a store’s physical location 
and encourage price comparisons, 
non-discretionary spending and  
repeat visits.

The partnership between TV and 
online media is also a beneficial 
tactic in which users can interact 
with TV shows via gamification 
techniques, generating greater 
engagement, providing access to a 
related community of  viewers via 
social TV and incentivise viewing 
of  programmes and advertisements. 
Brands are already using gamification 
platforms or services that enhance 
consumers’ TV watching experience 
and provide rewards for participating. 
TV channels also use gamified 
websites to attract audiences and keep 
them engaged with their content. 
Brands can use gamification to engage 
consumers during commercials and 
enhance their appeal among certain 
demographics.

The broader adoption of  the  
PowEr Play trend will potentially 
lead to more discerning gamification 
consumers who will become much 
more selective about the gamification 
programmes in which they 
participate, driving developers and 
brands to simplify or customise their 
gamification systems in order to have 
more targeted appeal among specific, 
well-defined segments.
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the look and feel of everything is the most 
important factor in its quality.

visualisation

V ision is the most developed 
and utilised sense among 
humans and the rise of  visual 

culture is taking over as consumers 
are now using their sense of  sight 
to feel and understand the world 
like never before, with images as a 
universal language that can transmit 
information, ideas, feelings and 
emotions.

The popularity of  multiscreen 
innovations and mobile 
technology has accelerated the 
Visualisation consumer trend, 
driven by real-time interactive visual 
content which allows an immersive 
experience while on-the-go. From our 
leisure activities to our consumption 
behaviour, the digital revolution has 
transformed our ability to capture 
high-quality images and video 
whenever and wherever we find 
ourselves. 

Smarter devices are creating more 
opportunities for people to produce 
and consume visual content, whilst 
social media is encouraging content 
sharing on multiple platforms. This is 
manifesting itself  in text-based tweets 
giving way to photo and video tweets, 
Google+ that facilitates group video, 
viral sharing of  photoshopped images 
and the rise of  Pinterest – the online 
pinboard for sharing images and video 
– currently the fastest growing social
media platform. 

The Visualisation consumer 
trend is also fuelled by the idea of  
digital image enhancement. Personal 
images are shared online via photo-
focused networks and the importance 
of  online identity management is 
naturally intensified. 

More and more people are having 
control over their images they 
make publically available, hence 
manipulating their online identities. 
Social networkers often show 
themselves in the most positive light 
and they upload pictures to make 
themselves look like a more interesting 
person.

The success of  infographics is another 
example of  the Visualisation 
trend. The infographic boom is 
rapidly becoming the language of  
the Internet, not only spoken by 
developers, statisticians and scientists 
but also by people in general. 
Infographics are no longer the 
preserve of  designers, it seems. We all 
have access to free tools that can help 
us create complex data visualisations 
simply and easily for ourselves. 

The propensity to engage and interact 
with our self-generated visual material 
has been integrated into our daily 
activities. The proliferation of  video 
and photo-sharing services has created 
new behavioural patterns with the 
visualisation of  consumer’s lifestyle 
and choices. 

The Visualisation consumer 
trend is driving interest in augmented 
images to enrich the shopping 
process. Brands understand now 
that functionality is not enough 
and there is a growing emphasis 
on providing beautiful designs and 
visual interactions to engage with 
aesthetically demanding customers.

Culture Vulture Culture Vulture
C

on
su

m
er

 T
re

nd
s

C
on

su
m

er
 T

re
nd

s



seeKing
autHentiCitY

the desire to have a transparent and genuine 
experience while maintaining privacy.

C ustomers have always 
demanded authenticity but 
now more than ever before 

they can access instant information, 
compare and review their way to 
a more powerful position. As a 
result of  the growing sEEkinG 
authEntiCity trend, brands have 
the responsibility to be absolutely 
transparent and communicate 
everything about their production 
processes, ethics, sustainability and 
product quality in a manner that is 
easy to understand. 

Consumers can create or identify their 
true selves throughout the individual 
consumption experience, or can use 
products with symbolic meaning 
as personal identity. To create and 
maintain a self-identity, consumers 
want to feel as though they can 
control their lives and environment 
and, in doing so, are being true to 
themselves. Consumers can achieve 
this feeling through authenticating 
behaviours which empower the 
manifestation of  true self  and 
individual existence.

For many years, consumers have 
enjoyed the benefits of  convenient 
and available consumption in a 
material world where most products 
are mass-produced in standardised 
processes. But in recent years the 
sEEkinG authEntiCity trend 
has never been more relevant, with 
an increasing number of  consumers 
pondering questions such as who they 
are (based on what they consume) and 
what their existence means. 

The more that consumers seek 
happiness and personal meaning in

today‘s world, the more attention they 
give to the question of  authenticity 
in a quest to find a real and unique 
experience. Consumers rely on 
different cues to assess these properties 
and to enjoy the different benefits 
of  authenticity in their purchase 
experiences.

Today’s business is all about being 
sincere and authentic. Brands are 
challenged to become human, to 
admit their flaws and mistakes, 
and engage with their customers, 
stakeholders and competitors. 
Consumers are interested in what an 
association with a brand means for 
them and without total information, 
they risk compromising their ethics 
and status. 

The sEEkinG authEntiCity 
trend also looks at consumers who 
are trying to escape from their busy, 
hyper-connected digital lifestyles 
to prioritise personal realisation, 
wellbeing, and to aspire to a new 
set of  values. Consumers today are 
seeking authenticity through digital 
invisibility and demand of  privacy, 
having the control to switch on and off 
from their digital lives whenever they 
want.

In response to the increasingly 
unstable world, people are now often 
reassessing what matters and they are 
on a quest for a real and authentic 
life. Successful brands will offer 
solutions for this attitude: from new 
ways to regulate internet intrusiveness, 
to holistic and transcendental 
experiences that genuinely promote 
wellbeing and fulfilment.
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the desire to not complicate life.

s imPliFiCation

t he world today is witnessing 
an era in which technology 
is transforming people’s 

behaviour. It seems there is some 
form of  device to do everything 
for consumers, making their lives 
much easier. There is no doubt that 
it is radically altering their day-to-
day lives, how they function and 
think. As a result of  the growing 
siMPliFiCation trend, consumers 
are developing new skills and mindsets 
which are leading them to expect 
instant, easier and simpler consumer 
experiences.

Inefficiency is no longer acceptable 
and media devices are simplifying 
consumer interactions with almost 
everything, whenever and wherever 
they want to. Communicating 
with family and friends on-the-go 
through social media, the way we can 
customise online shopping, the use of  
GPS trackers or the option of  cashless 
payments and transactions are a 
few examples of  quick and efficient 
actions facilitated by algorithms 
and data-mining systems that help 
consumers make more accurate 
choices based on data.

While technology has evolved to 
accommodate a more convenient 
lifestyle and meet every need that 
could possibly need fulfilling, 
the siMPliFiCation trend 
also explores how consumers are 
becoming.more and more dependent 
upon it as they rely on the use of  
smartphones and information from 
the Internet. Consumers now demand 
greater things from products and 
services for less time and energy 
invested.

Technology is making consumers less 
active and with the right device they

are now able to access or do almost 
everything with minimum effort 
and no need to go anywhere. It is 
extremely easy for consumers to 
engage and participate with brands 
through the Internet and other 
connected devices, meaning they 
no longer have to go hunting for 
bargains.

The digital revolution and 
technological innovations have created 
devices and products for multiple 
functions and within this context the 
siMPliFiCation trend has also 
identified consumers leading a more 
minimal existence with fewer objects 
and less redundant clutter. Reduced 
living space, largely due to the ever 
growing population is another factor 
driving this behaviour, leading 
consumers to adopt simpler but 
smarter lifestyles. 

Consumers have never been exposed 
to so many choices and they are 
becoming increasingly skilled in 
operating and harnessing the benefits 
of  sophisticated technology. Brands 
are now challenged to go beyond 
their usual customer service and 
create more personalised suggestions 
powered by data collected from 
previous purchasing habits and 
preferences, making audience 
targeting a more efficient task.

In the age of  siMPliFiCation
driven by new technology, the focus is 
on the consumers’ needs and desires 
– whatever, whenever and wherever
they are. To minimise inefficiencies 
brands should offer intelligent services 
with more accurate, intuitive, smarter 
and informed purchase experiences to 
avoid time consuming and complex 
decision making processes.
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We now consume media in the same way we consume snacks. 
Curation plays a part in the growing need to have access to 

anything without purchasing.

snaCKing

i n the era of  the digital screen, 
the world is witnessing a 
transformation in people’s 

behaviour. Affected by technology, 
consumers now expect everything 
to be immediate, interactive and 
intuitive. These behaviours are 
generating a growing tendency for 
interactions to be ephemeral and 
powered by the virtual world. 

Consumers are already accustomed 
to having instant access, as their lives 
are progressively becoming time-poor. 
The snaCkinG consumer trend is a 
new consumption model, triggered by 
the saturation of  information and the 
increasingly short attention span of  
consumers who only digest small bites 
of  information, data or entertainment 
when, where and how they want 
(blogs, short web videos, RSS  
feeds, etc). 

The trend also looks at how 
consumers quickly switch from one 
media or consumption activity to 
another and from one device to 
another – from shopping online or 
watching a video on YouTube to 
reading the latest news headlines. As a 
result of  this behaviour and the access 
to immediate and free information 
on the Internet, consumers have 
extended their knowledge repertoire. 
In general, this is a broad spread 
of  worldly knowledge acquired 
online which consists of  little bits of  
information (sound bites, buzzwords, 
etc) as opposed to an in-depth 
knowledge in one area.

In this fragmented media trend there 
is also a consumer inclination to 
display their status, ideas and personal 
taste. Social curation sites like Tumblr, 
Pinterest, Storify or Listly are some 
of  the platforms where this behaviour 
is manifesting. Here, there are no 
defined boundaries between real 
and virtual consumption and people 
can collect and show what they like 
without having to buy.

Another factor contributing to the 
snaCkinG consumer trend is the 
idea of  temporary ownership. Whilst 
we are switching on and off from 
media devices, there is also a shift 
from ownership to access, from buying 
to hiring, from permanent possession 
to sharing, where people expect to be 
able to buy products on a temporarily 
basis. Consumers’ economic and 
environmental concerns along 
with their inquisitive natures are 
influencing them to adopt this trend. 
This leads them to be less committed 
to buying certain products and, in 
consequence, less willing to be brand 
advocates. 

To interact with consumers in a 
more efficient manner, brands and 
retailers are developing new ideas and 
introducing innovative strategies using 
small bites of  instant and enjoyable 
experiences. The snaCkinG trend 
presents the opportunity to reach 
consumers in the fragmented media 
world with increased frequency, 
maximum speed, packaged in small 
nuggets across multiple media 
platforms to activate a desired action.
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neW
netWorKing

Communities don’t have to be based on 
location but on shared interests. the power 

of the community is at an all-time high.

d igitally connected consumers 
have been sharing information 
across online social networks 

since the dawn of  the Internet. But 
now there is a proliferation of  a new 
type of  social networking which, 
based on new ideas, seeks to maximise 
the potential of  the community’s 
knowledge, skills, interests and 
possessions to add value to their lives. 

The rise of  social media and online 
communities has initiated a culture 
in which we compulsively share 
online. Technological advances 
along with a social shift towards 
open-sourcing and innovation are 
disrupting the conventional model. 
The nEw nEtworkinG trend 
is an emerging collaborative way in 
which people connect with a purpose: 
from volunteering for a good cause to 
crowdfunding a movie.

Entrepreneurs are operating a 
growing number of  peer-to-peer 
platforms, whilst more consumers are 
discovering the power of  networking, 
building collaborative communities, 
participating and engaging with 
activities that fulfil their desire for 
social value in their consumption 
experience. Numerous remotely 
placed people who are lending, 
sharing, exchanging, trading or  
being mobilised for the pursuit of  a 
common goal understand that trust is 
the new capital in this growing model. 

An important aspect of  the nEw 
nEtworkinG trend is the ability 
to redefine the balance of  power 
between brands and consumers. 
This has manifested itself  in the 
emergence of  collective buying sites 
that have made the practice of  group 
purchasing more accessible and have 
altered consumer’s perceptions of  
value-based pricing. 

This trend is becoming as powerful 
as social networking, with consumers 
engaging with each other online to 
improve their purchasing power, and 
brands attempting to harness the 
power of  collective consumerism by 
working co-operatively with their own 
customers.

Whilst nEw nEtworkinG trend 
continues to gain momentum, there 
are opportunities for businesses to 
engage with consumer’s needs, wants 
and desires; to build a relationship in 
which consumers can participate with 
their opinions and ideas for open, 
innovative and collective projects. 
As marketplaces are becoming 
increasingly transparent and social 
networks are connecting more 
and more, building and displaying 
trust with consumers becomes 
fundamental.
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national 
CeleBration

Being proud of where you come from and 
having a desire to support local people. 

F or a few years now, the concept 
of  ‘buying local’ has been 
around and it refers to the 

idea of  buying locally produced 
goods over products that have been 
sourced from other countries or long 
shipping distances. The national 
CElEbration consumer trend 
brings into focus the preference 
to support and promote local 
communities, traditions and culture in 
the context of  the globalised society 
we live in.

Communities are feeling the effects 
of  uncertain economic times and as a 
result they are becoming interested in 
local matters more than ever before. 
There is an increasing awareness 
among consumers that money spent 
in locally owned and run independent 
businesses is more likely to stay in 
the area and be recycled within the 
local community. Consumers feel 
that global businesses have affected 
their small communities and they 
don’t want to see their local shops or 
businesses closed down causing local 
people to lose their jobs.

The national CElEbration 
consumer trend has manifested itself  
through people being empowered and 
engaged with local communities in 
the form of  farmers’ markets, farmed 
goods sold through community co-
operatives, urban gardens and local 
programmes that endorse community 
agriculture and produce. More and 
more, geographical regions are 
becoming brands in themselves (e.g. 
Buy British), marketing themselves 
against generic global brands.

Environmental concerns are another 
factor driving hyper-localism 
behaviour. With the current market

condition, it has become cheaper to 
buy distantly produced goods, despite 
the increased costs of  packaging, 
transport and other expenses. 
However, along with the decline 
of  the economic wellbeing of  local 
communities comes a detrimental 
impact on the environment.

Consumers now not only 
understand that supporting locally 
owned businesses is good for their 
neighbourhood, town or region; they 
also see how buying local is a way 
to help societies retain their own 
distinctive identity and heritage. 
Buying local has also acquired a hip 
and trendy status which gives people 
a sense of  pride, belonging and 
exclusivity. 

This facet of  the national
CElEbration trend portrays 
consumer’s preference for products 
with a history that evoke a sense of  
nostalgia and – as societies feel less 
secure about the future – help them 
return to past comforts. In today’s fast 
paced and hyper-connected world, 
revival and vintage experiences are 
attributes which can take consumers 
to a happy place.

Successful brands are expressing 
cultural individuality and supporting 
community values. More distinct and 
individual messages to reflect local 
and regional customs are conveyed 
to captivate the consumer’s attention. 
These messages have a strong.
emphasis on personal fulfilment, pride 
and optimism about their country by 
purchasing locally sourced brands and 
products that bear nostalgic values 
and experiences.
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neW
WorlD orDer

With new global economic powers the 
world view is shifting so that ideas and 

products can come from anywhere.

t he rising influence of  emerging 
markets has shifted the world’s 
economic balance. The reality 

of  twenty-first century economics 
is that the notion of  geography and 
a defined marketplace is becoming 
increasingly irrelevant as the DNA 
of  trade continues to transform. 
The nEw world ordEr 
consumer trend shows how the edges 
between international, regional and 
national trade are shifting towards 
a progressively blurred one. In the 
current macro-economic age of  
transition, the trading of  developing 
economies will became more external, 
with the impacts now felt beyond the 
borders of  their nations

The changing landscape of  trade 
is a transformation premised on 
the geopolitical shifts that have 
occurred over recent decades and 
the exponential reach and influence 
of  technological advances. The old 
theories which governed the way 
we looked at trade in the past are 
requiring better calibration to fit with 
the new trading models of  recent 
years. 

Once only attractive for their natural 
resources or as a source of  cheap 
labour and low-cost manufacturing, 
emerging markets are now seen as 
promising markets in their own right. 
Rapid population growth, sustained 
economic development and a growing 
middle class are making many 
companies look at emerging markets 
in a new light.

The emerging businesses from the 
developing markets represent a major 
shift in the global competitive scene, a 
trend that will only strengthen as they 

grow in size, establish dominance and 
seek new opportunities beyond their 
traditional domestic and near-shore 
markets. 

The nEw world ordEr 
consumer trend identifies the 
emerging middle class and affluent 
consumers who are benefiting from 
the prosperity of  the developing 
markets. It also recognises the 
progressively important role some 
segments of  our societies (i.e. 
millenials, womenomics, LGBT 
communities) are playing in the new 
world economic map. 

Digital and online technologies have 
made it possible to trade more easily 
across the world and consumers have 
more choices than ever before. They 
are able to buy products from every 
corner of  the planet, resulting in a 
global consumerism in which products 
are not the only exports, culture too 
has become another commodity. 
Traditions, history and customs are 
being emphasised, they have become 
a source of  pride for local consumers 
and a source of  interest for global 
consumers.

In the nEw world ordEr 
consumer trend, the most successful 
brands from the emerging markets 
are creating profitable innovations 
and partnerships to export their 
products. Because consumers can now 
come from anywhere, these brands 
are developing innovative expansion 
strategies to target foreign markets 
and promote their own products and 
culture to the rest of  the world.
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Culture Vulture’s Global Cultural drivers 
and Consumer trends have been identified 
through an extensive research and curation 
process of trends and manifestations from 
all over the world. 

we have reviewed global trends and drivers 
from consumer behaviour studies, industry 
experts, trends specialists and a variety of 
consumer research and insight sources – 
proprietary and subscribed.

similarities in global trends have been 
recognised across the different sources 
under multiple terminology. to simplify 
the concepts and make them accessible 
to everyone, we applied a curation and 
standardisation process of information and 
terminology to align the trends under a 
functional framework for exploration. 

Culture Vulture’s Framework is Mindshare’s 
point of view that puts trends into context 
to ignite ideas for brand strategies and 
communications. 
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foursQuare
Golden Sticker

last.fm
Free downloads

nike+
Fuelband

mcDonalD’s
TrackMyMacca’s

silent cirlce
App

kfc
Snack!

tumblr
Microblogging platform

rss feeDs
Bites of  information

neighborlanD
Local collaboration

maDe in america
App

calm.com
Online relaxation

hmv
QR codes

paypal
Digital wallet

hipkey
Device Tracker

pinterest
Visual discovery tool

google
Glass

tripaDvisor
Travel reviews

c&a
Fashion Like

etsy
Handmade online market

bitcoin
Virtual currency

Democratisation of  Information Data Powered Everything

ME nation

MaxiMisinG
MoMEnts

PowEr
Play

Visualisation

sEEkinG
authEntiCity

siMPliFiCation

snaCkinG

nEw
nEtworkinG

national
CElEbration

nEw world
ordEr

DOI DPE
Culture vulture’s 
Framework

mn

mm

PP

v

sa

s

sn

nn

nC

nWo

lumosity
Brain training

barclays
Your Bank

toms
One for One

apple
Apology

recyclebank
Rewards

mazDa
Interactive cinema

biomat
Restaurant

british airways
Reactive digital billboards

morrisons
Let’s Grow

hsbc
The world’s local bank

coca cola
Live Positively

fiat
Cafés

ikea
Make Small Spaces Big

on-DemanD
Television

true activist
Videos

forD
Fiestagram

zeQus
Charity network

beamly
TV Social Network

intel
She Will Connect

havaianas
Going global

Social Conscience Adaptive

SC A
youtube

Celebrities

hartforD Denim
Handmade jeans 

zombies run!
App

nike
House of  Deadly

bristol pounD
Local currency

emirates
Aviation Experience

er wait watcher
App

youtube
Tutorials

kickstarter
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Mindreader
Scout Network Blog
The Wire (WPP)
Mindshare’s Future Media Lab
BrandZ
JWT
World Economic Forum
World Bank
United Nations Development Programme
nVision
WARC
Euromonitor
eMarketer
LSN Global
Forrester
Trendwatching
TrendHunter
IPA
Google Think Insights
Google Trends
Trend & Tonic (The Futures Company)
JCDecaux (OneWorld, Mobility & Trends)
Canvas8
The Guardian Media Network
The Next Web
IAB
Cisco System Technology Trends
Gartner Research
IBM Research
InMobi
Marketing Week
Microsoft Insights
Wired Magazine

For more information contact:

victoria.cook@mindshareworld.com
Partner, Business Planning WW

rita.ibarra@mindshareworld.com
Director, Business Planning WW
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