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Ever on-point when it comes to consumer developments, we’ve pored
over trendwatching.com’s huge, in-depth report on what’s set to emerge,
progress, and dominate 2018. Thankfully for you, we’ve also condensed
those 100+ pages into something more succinct so that you can take
easily actionable insight into your marketing communications.

So without further ado let’s dive in.
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MACRO-SHIFTS
Big things set to make a
huge difference
Trust is
everything

As we have already blogged about in 2018, last year
was a detritus in terms of brand reputations, the public
perception of the media, government and more.
Faith has been all-but-lost, so rebuilding trust is set to
be of paramount importance this time round.

Transparency
is the only
way to be seen

Resistance
just got
mainstream

We have been writing about the need for transparency for
longer than many people have been working in the comms
industry. Put simply, your customers want to know where
products come from, how staff are treated, what the
environmental and social implications of your business is.
What they don’t want is buzzwords and uncertainty.

We don’t live in an equal world, but increasingly people are
becoming aware of this and voting with their purchasing
decisions in a bid to try and right some wrongs. 2018 could
well be a watershed year for dismantling the business
apparatus of exploitation given the current mood and
sentiment across the planet.
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Technology
changes everything.
Again.

Global
v local

As any fan of Black Mirror will understand, it’s wise
to be careful what you wish for. The power in our
pockets has never been greater, our lives never
so dependent on chips and code. So far benefits
outweigh problems but privacy and security are
just two issues that will make 2018 a crucial year in
avoiding Philip K. Dick levels of dystopia.

Donald Trump’s isolationist policies, the UK’s Brexit decision,
and Europe’s increasingly anti-immigration sentiments are
just three examples of how some are trying to pull-back from
the last few decades of ‘opening up’. Meanwhile, superpowers
like China are moving in the opposite direction. Both will have
significant implications for this year.

Sustainability
is essential

While some world and business leaders continue to deny
responsibility for the biggest threat to the survival of every
species on the planet— environment mistreatment— there’s
no denying that the public is sold on the need to clean up
our act and reverse at least some of the last 100 years of
ecological abuse.
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MICRO-TRENDS
Small but significant others
Status gets meaningful
We live in an age where our projected self has been transformed; we share
everything from experiences to thoughts on major issues, but in 2018 the
latter will start to become far more significant. Brands will increasingly turn to
influencers who are politically active and change driven, and #blessed lives will
be superseded by #involved people.

Truly improve the self
Just think of the number of status updates you see referring to #cleaneating,
#gymdays, or #fitlife. However, many members of the public are also tiring of
this obsession— one look at the vegan backlash is enough to prove this. As such
2018 will be all about the genuine inner journey, rather than a shallow attempt
to advertise your slightly improved lifestyle.

Centre of your own universe
Although many trends point to a more empathetic future, this one is all about
a far more narcissistic side to humanity; ‘the Youniverse’. Basically centring on
the individual, their tastes, needs, interests, allows them to fine tune and create
(or curate) their digital identities. An extension of this will be the rise in facial
recognition, emphasising the self as central to everything.
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Local talents

Life, sandboxed

They say there are only seven basic
stories and the rest are adaptations.
The same can be said for products
in the most fundamental way of
looking at things. In 2018 it will
never be more important for brands
to pay respect to, and credit, the
cultural sources of their inspiration,
and keep in mind an understanding
of what is and isn’t appropriate to
re-appropriate.

Consumers will become creators
more than ever in 2018, largely
thanks to the concept of
sandboxing. Given ultra-powerful
tools to turn imaginations into
digital augmented and virtual
realities, (almost) anything is
possible, and those who help
people realise this will be onto a
winner.

I want it now

Helping hands, without hands

Living in the now has never been
easier, so now it’s time for brands to
facilitate what’s being referred to as
‘instant adoption’. Real time data
put to the best possible use, namely
helping consumers realise their inthe-moment experiences, can result
in the most valuable consumercreated content on the market.

Brands need to start thinking about
how their products and services can
be developed to better suit the true
demands of the modern era. And
by that we mean requirements that
even consumers themselves may
be too busy to consider, until the
product or services are updated—
ideally automatically— to ensure it
offers what’s necessary to meet the
revised demands. Ultra-fast, ultrauseful, ultra-futuristic.

Virtual Playmates
Don’t panic. Yet.
Human connections and contact
will continue to be the most
important aspect of life itself.
Without these we are bound for
depression, isolation, and - in
some theories - an untimely death.
Nevertheless as AI and virtual
assistants become more advanced
the movie Her approaches reality;
meaningful interactions and,
potentially, relationships with
non-human entities.
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Better
business culture

Brands
become people
One of the key ways in which trust
and transparency will become
raised in 2018, this doesn’t refer
to individuals creating their own
brand, but rather ‘moments of
truth’ that cut through the jargon
and hyperbole to reveal a company
as it really is - a quality we have all
valued in actual people since the
beginning of time.

Autoshop
Thanks to pro-active marketing and
that all-important brand asset—
data— Automated Commerce is
now upon us. Already there are
loyalty schemes that reward us
with gifts based on previous habits
we didn’t actually request, services
that alert us to great offers befitting
our own tastes and interests. The
next stage is making the process of
purchasing and delivery ‘frictionless’,
which has begun.

Again, this is all about transparency
and so-called glass box culture.
Claiming to be ethical and
environmentally sound really isn’t
enough. Consumers want to to see
the proof in your rejection of plastic,
and so on and so forth. Whatever
takes place in your place of work is
now the brand itself.

Live life,
wherever
This one is all about remote
interactions that help consumers
make decisions. Whether that’s
streamed product tours by car
showroom staff, or live videos of
mussels being opened so shoppers
can see if there’s a pearl inside,
content and data are only going
to become more abundant, and
successful brands will know how to
harness the potential to make an
impact.
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No fluff, just fuzz
We want the world to be a better
place, but in order to be completely
reassured things are improving we
need traceability, in turn offering
transparency which builds trust. The
blockchain revolution can provide
the answer, and it’s set to explode
exponentially in the coming year.

An end to demographics
OK, so realistically there will always
be demographics to help us figure
out who you’re selling to. But
increasingly these demographics
will become irrelevant in terms
of age. The old traditional adult
landmarks - moving out of home,
buying your own house, having
children - no longer take place at the
same time in our lives, and brands
that help all age groups achieve their
next goal, whatever that may be, are
bound to flourish.

To speak to us about how
we take consumer insights
and develop them into award
winning campaigns:
CALL US
0161 839 1986
OR EMAIL
ingeniouscomms@smokinggunpr.co.uk

Price wars
No, this isn’t a race to the bottom.
Instead, it’s about revealing the supply
chain, accounting for every penny of
the price tag, and as a result ensuring
people understand why something
costs what it does. More importantly
still, it’s about giving them peace of
mind that their cash isn’t benefitting
one entity while exploiting another.

A Progressive Globe,
Re-Mapped
We now live in an era when the
supposed Leader of the Free World,
U.S. President Donald Trump, has
done extensive damage to America’s
scientific prowess. In the U.K., the
‘quieter’ partner in the coalition
government believes dinosaurs never
existed. Meanwhile, the Kenyan
government has banned plastic
bags, Morocco may have made an
Uber-beating ride-share service, and
China is top of the digital innovation
list for both consumers and brands.
The planet looks different, titles like
developing and developed no longer
dictate a nation’s global impact, so
it’s time to change our world view.

