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INTRODUCTION

Welcome to our new reality–remixed, 
reconstructed and reinterpreted. 
2017 continues to  reflect the dissent 
caused by a drastically changing 
political landscape, global social 
pressures and a fragmenting 
digital sphere.

This trend report explores our take 
on the trends set to change consumer 
lifestyle. We’ve all heard once, twice, 
a hundred times that people crave 
experiences over things but how 
we define experience is changing. 

Experience is something that  
exists in our reality, and the reality  
of our existence is shifting. 

Fake news, filter bubbles, 
misinformation and misconduct  
have exhausted us. We no longer want 
to have to constantly decipher and 
decide between the real and the fake.
We need to start again. 

We need to reboot reality.

I  THE STATE OF THINGS AS THEY  
 ACTUALLY EXIST
II  A THING THAT IS ACTUALLY 
 EXPERIENCED OR SEEN
III  A THING THAT EXISTS IN FACT

REALITY
NOUN



WHEN ENOUGH OF US  
PEDDLE FANTASY AS FACT, 
SOCIETY LOSES GROUNDING 
IN REALITY.
Ralph Keyes, author of The Post-Truth Era:  
Dishonesty and Deception in Contemporary Life
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TRUST IN GOVERNMENT, MEDIA, 
BUSINESS & NGO’S  

IS AT AN ALL TIME LOW
  Edelman Trust Barometer (2017) 

85%
OF RESPONDENTS LACK FULL BELIEF IN 
THE SYSTEM
Edelman Trust Barometer (2017) 



THERE’S HOPE... 
AMONGST ALL THE CHAOS, 
BUSINESS IS THE MOST 
TRUSTED INSTITUTION.



THERE’S HOPE... 
AMONGST ALL THE CHAOS, 
BUSINESS IS THE MOST 
TRUSTED INSTITUTION.

BUT...



50%
OF PEOPLE BELIEVE GLOBALISATION 
IS TAKING US IN THE WRONG DIRECTION.
Edelman Trust Barometer (2017)



THE ONUS IS NOW ON BUSINESS, 
THE ONE INSTITUTION THAT 
RETAINS SOME TRUST  
WITH THOSE SKEPTICAL  
ABOUT THE SYSTEM.
Edelman Trust Barometer (2017) 



THE ONUS IS NOW ON BUSINESS, 
THE ONE INSTITUTION THAT 
RETAINS SOME TRUST  
WITH THOSE SKEPTICAL  
ABOUT THE SYSTEM.
Edelman Trust Barometer (2017) 

ALSO...



53%
OF PEOPLE BELIEVE THE PACE OF CHANGE  
IN BUSINESS AND INDUSTRY IS TOO FAST.
Edelman Trust Barometer (2017)
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WORLD VIEW
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Here at I-AM, before we do anything, 
we start with the bigger picture, the 
world view. Consumers are affected 
by things that happen around our 
hyper-connected, globalised 
world–not just by what is happening 
in your industry or with your products. 
They do not live in silo’s–politics 
affect their shopping habits as much 
as money, eating out as much as the 
environment, and brushing their teeth 
as much as technology.

We look at and analyse the existing 
and emerging political, social, 
technological and environmental 
drivers that are shaping the world. 
We find patterns, assess the 
influences and predict what these 
changes mean for consumers whilst 
constantly evaluating how it will 
affect their purchase decisions, 
and ultimately–your brand. 

IN TODAY’S WORLD WHERE 
DISCONTINUITIES ARE AFFECTING  
EVERY INDUSTRY AND THREATENING  
THEIR SURVIVAL, A SOFT RESET ALONE 
OFTEN CANNOT SOLVE THE PROBLEM. 
WHAT’S NEEDED IS A COMPLETE  
HARD RESET–A FULL-SCALE 
STRATEGIC TRANSFORMATION.
MISC Magazine (2015)



DRIVERS



THE FOURTH TURNING: CRISIS
SOCIAL
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IN WILLIAM STRAUSS & NEIL 
HOWE’S SOCIAL GENERATIONAL 
THEORY THE FOURTH TURNING, 
THEY DESCRIBE FOUR 
CYCLES: HIGH, AWAKENING, 
UNRAVELLING & CRISIS.

THE FOURTH TURNING: CRISIS
SOCIAL

• Each cycle possesses a different set 
of circumstances

• We are currently moving from an era of 
Unravelling to an era of Crisis 

• Crisis denotes a complete breakdown 
of trust in institutions

• Innovative actions are now required to 
design new social systems



PAST THE POINT OF NO RETURN
ENVIRONMENTAL
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2016 WAS THE YEAR THAT, FOR 
THE FIRST TIME IN HISTORY, 
GLOBAL CO2 CONCENTRATION 
LEVELS ON OUR PLANET HAVE 
CONSISTENTLY STAYED ABOVE 
SAFE  LEVELS.

PAST THE POINT OF NO RETURN
ENVIRONMENTAL

• 350 parts per million is the level 
considered safe by scientists

• We stayed above 400 parts per million 
for the majority of the year

• It is unlikely that the environmental 
damage we have done to Earth can ever 
be rejuvenated back to its previous state



DISTRUST IS QUASI-PERCEPTUAL; LIKE 
SPECTACLES, IT FRAMES WHAT WE SEE. 
AND IF LEFT UNCHECKED, A LINGERING 
DISTRUST CAN CAUSE ONE TO WITHHOLD 
TRUST, EVEN FROM THOSE WHO REALLY  
ARE DESERVING OF IT.
Who Can You Trust In A Post-Truth World? 
The Long + Short, (March 2017)
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THE RISE OF POPULIST POLITICS
POLITICAL
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2017 CONTINUES TO GIVE US AN 
EXTREMELY ACTIVE YEAR  
IN POLITICS.

THE RISE OF POPULIST POLITICS
POLITICAL

• Increasing distrust in institutions, 
protests and the polarisation of politics 
were clear indicators that we are moving 
in to Strauss & Howe’s outlined era  
of Crisis

• Anti-establishment and anti-experts 
are the order of the day

• Populist movements are happening 
all across the globe with rising 
threats to disseminate previous 
liberal democracies 



POST-TRUTH ERA: FAKE NEWS
POLITICAL
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POST-TRUTH EMERGED AS 
2016’S OFFICIAL ‘WORD OF  
THE YEAR’ AS TITLED BY  
OXFORD DICTIONARIES. 

POST-TRUTH ERA: FAKE NEWS
POLITICAL

• The online epidemic of fake news 
stories, fake news outlets, and across 
the board, a disregard for the  
well-researched reporting 

• The key aspect of the ‘post-truth era’ 
is the secondary position that facts now 
take in discussion, policy and society 

• Emotion has begun to trump fact, 
reasoning and rationale 



THERE IS A SHIFT TOWARDS A  
POLITICS IN WHICH FEELINGS  
TRUMP FACTS MORE FREELY.
The Economist (Sept 2016)
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EXPLAINING THE FILTER BUBBLE
TECHNOLOGICAL

Photo: Eli Pariser



WE ARE BEGINNING TO REALISE 
THAT THE INTERNET WE SEE 
ISN’T NECESSARILY THE SAME 
INTERNET OTHERS SEE. 

EXPLAINING THE FILTER BUBBLE
TECHNOLOGICAL

• The filter bubble explains a series of 
algorithms that selectively choose what  
you see based on your previous online 
behaviour, location and other factors

• As a result, you only see things that are 
relevant for you, and separates you from 
opposing viewpoints



WELCOME TO THE SPLINTERNET
TECHNOLOGICAL
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THE INTERNET PROMISED  
A CONNECTED, GLOBAL, DEMOCRATIC 
WORLD BUT IN AN ERA OF CRISIS, 
FAKE NEWS, AND POPULIST POLITICAL 
MOVEMENTS, WE MAY SOON SEE THE 
INTERNET AS WE KNOW IT GONE.

WELCOME TO THE SPLINTERNET
TECHNOLOGICAL

• Digital worlds change and move too fast 
for law and global governments to react 
quickly and control

• Like land, countries are beginning to 
think about dividing the Internet into 
geographic boundaries in order to 
regulate it



WE ARE BRINGING UP OUR CHILDREN  
IN A WORLD OF HALF-TRUTHS AND 
THEN TELLING THEM TO BE HONEST.  
NO WONDER THEY’RE CONFUSED.
Tim Lott , The Guardian (Feb 2017)
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THE TRENDS WITHIN THIS REPORT ARE DIVIDED  
INTO 3 SECTIONS THAT REFLECT OUR ETHOS OF  
PEOPLE INSPIRED  EXPERIENCES.

TRENDS

PEOPLE 
Case studies from the marketing 
and digital worlds and the attitudes 
and outlooks that they are changing.

INSPIRED
A look at the best new formats 
and processes in retail design that 
are innovating the presentation of 
consumer product.

EXPERIENCES
The most interesting new 
experiences being designed to 
heighten consumer experiences. 



PEOPLE
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PROTESTING TRUTH
PEOPLE

After fake news scandals, filter bubble effects 
and a breakdown of liberal democracies as we 
knew them, media outlets are attempting to gain 
back people’s trust through interesting initiatives. 

1



PROTESTING TRUTH
PEOPLE

MERRIAM–WEBSTER
Online, 2016/17

Merriam-Webster, the collegiate dictionary in 
the US has been using its social media profiles to 
define misused words, terms and facts. Merriam-
Webster understands itself as a brand, and a 
brand that has a responsibility to play a part in 
a post-truth world. Merriam-Webster’s Twitter 
profile has now amassed over 430k followers. 

B.S. DETECTOR
Online, Feb 2017

This new Chrome extension has been made to 
help people try and distinguish fake news sites 
from real. Because a large majority of online 
users get their media diet from Facebook, it has 
become harder to know which sources are real. 
When you go onto a fake source, the BS Detector 
will flag it up and let you know that it may be a 
questionable one. 

TRUTH IS HARD–NYT
Superbowl, Feb 2017

The New York Times newspaper aired a 
controversial advert during Superbowl, (the 
most widely watched event in the US) to protest 
its commitment to truth. The ad features a 
cacophony of voices, all talking over one another’s 
opinions and ends with the statement that real 
reporting, facts and truth, can only be found when 
reading The New York Times. 

1

https://twitter.com/merriamwebster
https://twitter.com/merriamwebster
https://chrome.google.com/webstore/detail/bs-detector/dlcgkekjiopopabcifhebmphmfmdbjod?
https://www.youtube.com/watch?v=gY0Fdz350GE
https://www.youtube.com/watch?v=gY0Fdz350GE
https://chrome.google.com/webstore/detail/bs-detector/dlcgkekjiopopabcifhebmphmfmdbjod?
https://twitter.com/merriamwebster


NEARLY 6 IN 10 PEOPLE 
BELIEVE SEARCH ENGINES 
OVER HUMAN EDITORS.
Edelman Trust Barometer (2017)

PROTESTING TRUTH
PEOPLE TAKEOUT:

Help people distinguish between 
fact and fiction, the real and the 
fake. Brands need to step in and 
become the grounding force that 
people need when rebooting their 
sense of reality. 

1



SAFE SPACES
PEOPLE

2

Online safe spaces are emerging to help users shelter 
themselves from the sometimes nasty landscape of 
the Internet. More and more people are trying to find 
ways to exist in the digital world without being trolled, 
bullied or exposed.  



SAFE SPACES
PEOPLE

LEGO LIFE APP
By Lego,  Jan 2017

Lego’s latest venture is a social media app 
specifically designed for children and with the 
highest levels of safety in mind. Anyone under 
13 needs separate authorisation by a parent to 
sign up,  and users are not allowed to use their 
real names or profile pictures, instead the app 
offers randomly generated names and avatar 
options. The platform consists mainly of user-
generated content. 

2

HATER APP
Mobile, Feb 2017

New dating app Hater works by matching 
users with other potential romantic candidates 
to bond over things they both hate. An alternative 
approach to dating, Hater provides a safe space 
for those looking for romance but who won’t date 
people with an opposing point of view or set  
of values. 

FINSTAGRAMS
Mobile, Feb 2017

In an age of oversharing, we are seeing a rise in 
social media accounts that are for a few eyes only. 
These ‘fake Instagrams’ are secret, private and 
locked accounts that are usually in addition to a 
users main account. A place where they feel like 
they can truly be themselves. They are usually 
owned by young women and have followings of 
less than 10. 

Photo: Gary Houlder/Getty Images

https://www.lego.com/en-gb/life
https://www.lego.com/en-gb/life
https://www.haterdater.com/
https://www.theguardian.com/technology/shortcuts/2017/feb/21/finstagram-secret-instagram-account-post-ugly-selfies
https://www.theguardian.com/technology/shortcuts/2017/feb/21/finstagram-secret-instagram-account-post-ugly-selfies
https://www.haterdater.com/


SAFE SPACES
PEOPLE

2
TAKEOUT: 
Whether online or offline, help your 
customers feel safe and reassure 
them that they can enjoy services 
whilst also feeling protected from 
negative consequences.

39% SAID THEY EXPECT 
THE ONLINE FUTURE WILL 
BE “MORE SHAPED” BY 
NEGATIVE ACTIVITIES.
Pew Research Centre (2016)



EMBRACING COMPLEXITY
PEOPLE

3

In a volatile social landscape, issues around mental 
health are becoming ever more important to tackle. 
More and more people are opening up and talking 
about their struggles with mental health, and issues 
such as anxiety and depression are becoming ever 
more prevalent.



EMBRACING COMPLEXITY
PEOPLE

ANXY MAGAZINE
Kickstarter 
California,  October 2016

Described as “the magazine for your inner 
worlds”,  Anxy is a new lifestyle publication 
that aims to shed the stigma around mental 
health. It is designed not as a self-help manual 
but instead acts as a platform to discuss 
and normalise mental health outside of the 
medical arena and into the creative space.

FRAZZLED CAFE
By Ruby Wax x Marks & Spencer 
UK,  March 2017

Marks & Spencer have been supporting the 
Frazzled Cafe movement by offering their cafe 
spaces to host evenings where people can go to 
support one another with the anxieties of modern 
life. The ‘talk-in’ spaces are designed to be 
anonymous and non-judgemental for those who 
are just a bit too frazzled. 

HEADS TOGETHER
By British Royal Family 
UK, 2016/17

Heads Together is a charity run by The Royal 
Foundation fighting to tackle the stigma around 
mental health. Recently, the Royal Family have 
got involved to launch a campaign getting people 
to open up, especially when a recent YouGov poll 
found that 46% of people have spoken about 
mental health. 

3

http://www.anxymag.com/
https://www.frazzledcafe.org/
https://www.headstogether.org.uk/
http://www.anxymag.com/
https://www.frazzledcafe.org/
https://www.headstogether.org.uk/


75%
OF PEOPLE NOW ASSOCIATE MENTAL 
HEALTH WITH THEIR OVERALL HEALTH.
JWT, The Well Economy (2017)

“I think we will start seeing more 
brands acting like lifestyle brands, 
rather than operating in their core 
industries. They will start moving 
from the experience economy to 
the transformation economy”

Kristina Dimitrova, Founder, INTERLACED



EMBRACING COMPLEXITY
PEOPLE

3
TAKEOUT: 
Campaigns are attempting to 
remove the stigma around mental 
health, but brands need to get 
involved and play their part too. 

A FIFTH OF BRITONS 
SUFFERED FROM ANXIETY 
OR DEPRESSION IN 2016, 
UP FROM 18% IN 2015.
Office for National Statistics (2016)



INSPIRED
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THIS IS THE YEAR BRANDS GET  
BRAVE–AND FINALLY MOVE INTO  
THE ARENA OF UNDERSTANDING  
THEIR RESPONSABILITY TO IMPACT  
FUTURE SOCIAL, ENVIRONMENTAL  
AND ECONOMIC CHANGE.

“Brands have cottoned on to the 
idea that solving problems is 
much more powerful than slick 
marketing and those that strive to 
solve the problems that networked 
individuals care about, will be the 
ones that win their loyalty.”

Matthew Glover, MD, MATH Arts & Brands



COMMITMENT CENTRES
INSPIRED

Brands have begun to understand that simply 
stating a cause is not enough. With trust at an all 
time low in every institution but business, brands are 
beginning to assume their roles in the long-term view 
and test solutions tackling issues about how we will 
live in the future.

4



COMMITMENT CENTRES
INSPIRED

FILTER SPACE 
By Dr Jart 
Seoul,  Jan 2017

Filter Space is the new flagship store by skincare 
brand Dr Jart. The store uses a filtration system 
to provide its customers a purified experience 
and a resp ite from the outside world. A 
commentary on environmental pollution and 
supporting his clean beauty ethos, the 3-storey, 
naturally lit retail space includes air showers, 
and a water bar.

FORD HUB
By Ford, 
New York, Feb 2017

Ford has launched an open innovation hub that 
aims to inspire people to think about the future 
of transportation. The space is a showcase for 
Ford’s vision of future mobility solutions such as 
autonomous cars and ebikes, and also includes 
interactive games and a real-time dashboard of 
New York City’s transportation landscape.

THE INNOVATION LAB
By Marriott 
Los Angeles, Feb 2017

Continuing their commitment to innovation, 
Marriott recently launched its pop-up model 
hotel for its Aloft and Element brands. The lab 
works as a test space and allows everyone, from 
industry professionals and the public, experience 
some of the new concepts and provide real-time 
feedback on their experiences. This is Marriott’s 
second lab project. 

4

http://retaildesignblog.net/2017/01/22/dr-jart-flagship-store-by-betwin-space-design-seoul-korea/
https://www.fordpass.com/en_us/hubs.html
https://www.amazon.com/b?node=13270229011
http://retaildesignblog.net/2017/01/22/dr-jart-flagship-store-by-betwin-space-design-seoul-korea/
https://www.fordpass.com/en_us/hubs.html
http://news.marriott.com/2017/01/marriotts-first-ever-pop-innovation-lab-evolves-cutting-edge-aloft-element-hotel-brands/


COMMITMENT CENTRES
INSPIRED TAKEOUT:

Business is the new social 
institution–so push the issue 
that your brand is passionate 
about, and position that 
issue to be as important to 
your business as it is to sell 
products and services. 

4

THE PRIMARY AXIS OF 
COMMUNICATIONS IS 
NOW HORIZONTAL OR 
PEER-TO-PEER.
Edelman Trust Barometer (2017)



AUTOMATE
INSPIRED

5

Whether for convenience, emergency or access, 
automated stores are hitting the mainstream. 
Focused on efficiency, they are providing an 
enjoyable experience to a necessary but mostly 
unenjoyable chore.



AUTOMATE
INSPIRED

AMAZON GO
Seattle, Jan 2017

Amazon’s automated convenience store format 
eliminates checkout lines and streamlines 
the shopping experience. The in-store 
technology keeps track of products and people, 
and customers can leave the store without 
stopping by a cashier whilst Amazon charges 
their account for their shopping through the 
Amazon Go app. 

NARAFFAR
Sweden,  March 2017

The automated store is located in a small village 
in southern Sweden and was built to tackle the 
distinct lack of access to goods in more remote 
areas. Locals are also invited to co-create the 
store’s inventory by requesting items that they 
need which aren’t stocked. All purchases are 
completed through its app that is synced with 
users bank accounts. 

BINGOBOX
China, Feb 2017

China’s answer to Amazon go, Bingobox is an 
automated store powered through the mobile 
app WeChat. Bingobox is also a flexible store 
format and can be easily relocated due to its fold 
out wheels as well as programmed remotely to 
move itself to another location. The store offers 
800 products and over the counter medicine. 

5

https://www.amazon.com/b?node=16008589011
https://www.f6s.com/naraffar
http://chinachannel.co/wechat-store-amazon-go-china/
https://www.amazon.com/b?node=16008589011
https://itunes.apple.com/us/app/n%C3%A4raff%C3%A4r/id1065674232?mt=8
http://chinachannel.co/wechat-store-amazon-go-china/


AUTOMATE
INSPIRED TAKEOUT:

Find ways of minimising 
unnecessary queues, waiting and 
payment times by streamlining 
services to help your customers 
get their products quicker, better 
and easier. 

5

81% OF CONSUMERS SAID 
THAT THEY HAVE LOOKED UP 
INVENTORY ON A RETAILER’S 
WEBSITE BEFORE VISITING 
THE STORE.
Kibo Commerce (2017)



PHYSICALLY SPEAKING
INSPIRED

There has been an increased consumer appetite 
for physical books over their digital counterparts. 
More and more consumers are looking for the 
serendipity of discovery and have missed the 
experience that local bookstores provide.

6



PHYSICALLY SPEAKING
INSPIRED

AMAZON BOOKSTORES
Various, US, March 2017

Amazon is continuing to push out physical 
bookstores and is currently planning on opening 
its 10th one this year. Stores include a fully 
app-assisted shopping experience, with price 
and delivery options for Prime customers as 
well as having cookbooks merchandised with 
appropriate products.

SOUTHWOLD BOOKS
By Waterstones 
Various, UK, Feb 2017

Waterstones recently received backlash for 
opening 3 new unbranded bookstores that had 
the appearance of being ‘local’. Their goal was to 
bring in small neighbourhood bookshops back 
to high streets which had lost theirs, with the 
strategic vision to have Waterstones’ bookshops 
to each have their own unique identity.

LOBU
Vienna, Austria, Jan 2017

In a bid to save the Austrian book trade by 
larger online corporations, two students set up 
a bike delivery service where customers can 
get books bought and delivered to them on the 
same day from local couriers and bookstores. 
The service costs as low as 2 euros per delivery 
and couriers are local students. 
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https://www.amazon.com/b?node=13270229011
https://www.amazon.com/b?node=13270229011
http://www.telegraph.co.uk/news/2017/02/26/dont-judge-bookshop-cover-shoppers-warned-aswaterstones-opens/ 
https://www.citylab.com/life/2017/02/vienna-tests-bicycle-delivering-for-local-bookstores/515967/
https://www.amazon.com/b?node=13270229011
http://google.com
https://www.citylab.com/life/2017/02/vienna-tests-bicycle-delivering-for-local-bookstores/515967/


$2.7bn
THE AMOUNT THAT CONSUMER BOOK 
PUBLISHING HAS GROWN SINCE 2008.
Statista (2017)



PHYSICALLY SPEAKING
INSPIRED

6
TAKEOUT: 
Find interesting ways of 
presenting books and allowing 
consumers to discover things 
in new ways. Think about 
merchandising in real-time, 
with data and other products 
that compliment the stock. SALES OF PRINTED 

BOOKS HAVE GROWN 
FOR THE FIRST TIME IN 
FOUR YEARS.
Publishers Association (2016)



SHOW HOMEROOMS
INSPIRED

Consumers’ tolerance for stark, cold and 
unemotional retail spaces is decreasing brands 
are finding new ways to lure people away from 
their screens and online shopping accounts to 
retail spaces that are more comfortable than 
their own homes.

7



SHOW HOMEROOMS
INSPIRED

CASA PERFECT
By The Future Perfect, 
Los Angeles, Feb 2017

The second venture of its kind, Casa Perfect is a 
residence curated by retailer The Future Perfect 
where everything is for sale. The appointment-
only store was designed to give consumers an 
exclusive experience and help them imagine the 
products as they would be in their own homes.

KOTI
By Institut Finlandais, 
Paris, March 2017

To mark the centennial of Finland’s independence, 
the Institut Finlandais hosted an exhibition that 
showcased northern hospitality and design. 
Guests could stay overnight in the huts (booked 
through Airbnb) as well as participating in a 
programme of cultural activitives with products 
only from Finnish designers.

SOHO FLAGSHIP
By Sonos 
New York, July 2016

Continuing its foray into helping its customers 
experience its product in  new physical formats, 
Sonos’ new flagship store includes several pods 
designed to be different homes. Each pod is 
acoustically sealed and can be customised to 
sync to a customers iPod or Spotify account 
playing music of their choice.

7

https://www.thefutureperfect.com/present_tense/articles/casa-perfect
http://www.institut-finlandais.fr/?lang=en
http://www.sonos.com/en-us/stores/new-york-greene-st
https://www.thefutureperfect.com/present_tense/articles/casa-perfect
http://www.institut-finlandais.fr/?lang=en
http://


62%
OF CONSUMERS STILL WANT TO  
SHOP IN STORE TO SEE, TOUCH,  
FEEL AND TRY OUT ITEMS.
Retail Dive (2017)

“Retail spaces are currently so 
focused on product that they have 
forgotten about the experience. 
Shoppers need more. Why would I 
shop for something in store when I 
can more easily buy it from my sofa 
in my pyjamas?”

Elizabeth Holdsworth, Executive, 
Crowd DNA



SHOW HOMEROOMS
INSPIRED TAKEOUT:

Help your customers ‘live’ your 
product by contextualising it in 
domestic settings, helping them 
visualise its use. 

7

94% OF CONSUMERS 
RESEARCH ONLINE 
BEFORE VISITING  
A STORE.
Kibo Commerce (2017)



EXPERIENCES
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AUDITORY DREAMS
EXPERIENCES

Brands are tapping into sound to further entice 
consumers. By utilising its sensory properties 
and exploring its physiological effects, sound is 
being used in different spaces to alter moods 
and aid discovery. 

8



AUDITORY DREAMS
EXPERIENCES

TASTE IT WITH YOUR EARS
By Ritz Crackers 
Seoul, Jan 2017

By tapping into the sensory power of ASMR, 
Ritz Crackers’ latest advert highlights its 
crispiness through exaggerated sounds to 
provide an immersive viewing and listening 
experience. The advert has had 3.6m views 
and sales of the crackers have risen by 33% 
according to its ad agency, FCB Seoul. 

SPIRITLAND
London, Dec 2016

One of the first in a run of emerging ‘listening 
cafes’, Spiritland is a bar and cafe that has 
made sound the heart of its operation. The vinyl 
listening experience is built around a world-
class bespoke sound system and is programmed 
around different producers and DJ’s to provide 
the ultimate listening experience. 

AUDIO TOURS
By Foot Locker 
Various, Jan 2017

Foot Locker, inspired by the museum format, 
has begun remodelling their stores to look like 
galleries with accompanying audio tours. Each 
shoe has a code that begins playing stories of 
sports and footwear stars when entered in the 
app, augmenting the shopping experience with 
auditory elements.

8

https://www.youtube.com/watch?v=shiPU5GuUN0
http://spiritland.com
http://www.retailtouchpoints.com/topics/shopper-experience/foot-locker-audio-tours-tell-the-story-behind-the-shoes
http://www.retailtouchpoints.com/topics/shopper-experience/foot-locker-audio-tours-tell-the-story-behind-the-shoes
https://www.youtube.com/watch?v=shiPU5GuUN0
http://spiritland.com
http://www.retailtouchpoints.com/topics/shopper-experience/foot-locker-audio-tours-tell-the-story-behind-the-shoes


AUDITORY DREAMS
EXPERIENCES TAKEOUT:

Find ways to engage with your 
consumers through heightened 
auditory experiences. Whether 
for its healing properties or for 
pleasure, sound can be a powerful 
tool to enhance interactions.

8

2016 WAS THE FIRST YEAR 
THAT SPENDING ON VINYL 
OUTSTRIPPED DIGITAL 
DOWNLOADS WITH  
OVER 3M LPS.
British Phonographic Institute (2017)



THE NATURE ESCAPE
EXPERIENCES

Fuelled by increasing concerns about air pollution 
and toxicity, as well as a need for more soothing and 
calming environments, consumers are finding solace 
in gardening and green spaces.

9



THE NATURE ESCAPE
EXPERIENCES

OUTSIDE IN HOUSE
By Airbnb & Pantone 
London, Jan 2017

In line with their colour of the year 2017, Pantone 
and Airbnb teamed up to create a greenery-filled 
house that guests can stay in. Held over 3 days, 
people could also participate in workshops such 
as terranium making, gin tasting, wallpaper 
printing and Tai Chi in its herb garden kitchen.

SMART GREEN WALLS
By Naava 
Finland, January 2017

Finnish start up Naava produces green walls 
for homes and office spaces to counteract the 
effects of air pollution. By discarding the plant 
soil, the walls suck toxic particles through the 
roots of the plants to purify air in the room. It is 
also equipped with fans and AI technology to 
alter intensity. 

VERTICAL FORESTS
By Architect Stefano Boer 
Nanjing, China, 2018 

High concerns about air quality in China 
have led to the implementation of two green 
towers, to be situated in the densely populated 
Pukou district. The two towers will include 
2500 cascading shrubs and also house a 
museum, a hotel, a rooftop bar and a school 
for sustainable design. 
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http://www.designboom.com/design/airbnb-pantone-greenery-london-apartment-for-rent-01-25-2017/
https://www.naava.io
https://www.stefanoboeriarchitetti.net/en/portfolios/nanjing-towers/
https://www.stefanoboeriarchitetti.net/en/portfolios/nanjing-towers/
http://www.designboom.com/design/airbnb-pantone-greenery-london-apartment-for-rent-01-25-2017/
https://www.naava.io
https://www.stefanoboeriarchitetti.net/en/portfolios/nanjing-towers/


90%
OF BRITS BELIEVE THAT AN HOUR  
SPENT IN A GREEN SPACE IS AS 
RESTORATIVE AS YOGA.
- Airbnb (2017)

90% 
OF BRITS BELIEVE THAT 
AN HOUR SPENT IN A 
GREEN SPACE IS AS 
RESTORATIVE AS YOGA 

“People are looking for spaces 
that fill their emotional needs, 
and the growing interest in 
mindfulness is shaping a new 
generation of wellness destinations 
that help consumers to achieve 
emotional balance.”

- Elisa Cecilli, Insight & Strategy Consultant



THE NATURE ESCAPE
EXPERIENCES TAKEOUT:

Tap into the calming  
properties that green spaces 
induce by bringing the outdoors 
in. Offer ways to bring respite to 
this new consumer breed who 
are enamoured with nature and 
concerned about air quality. 

9

5M OF THE 6M NEW 
GARDENERS IN 2015 
WERE 18-34 YEAR OLDS.
National Gardening Market Research 
Company (2016)



THOSE AGED UNDER 25 ARE  
A THIRD MORE LIKELY TO BE  
TEETOTAL NOW THAN IN 2005  
AND A QUARTER OF YOUNG  
PEOPLE DO NOT DRINK AT ALL.
Office for National Statistics (2017)

“When bad behaviour on a night 
out could be filmed and posted 
online for anyone to see, the impetus 
to lose control fades away.”

- Elizabeth Holdsworth, Executive,  
Crowd DNA



BOOZY ESTABLISHMENTS
EXPERIENCES

In an attempt to sway a new demographic, alcohol 
brands are getting creative with how they engage 
consumers particularly, a new young, more sober 
demographic. 
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BOOZY ESTABLISHMENTS
EXPERIENCES

THE DISTILLERY
By Portobello Road Gin 
London, UK, Dec 2016

London brand, Portobello Road Gin, recently 
opened the world’s first Gin Hotel. Hosted 
over 4 floors, The Distillery offers 100 different 
gins, tasting sessions, and in-room cocktails. 
The Distillery is one of the latest offering to help 
gin shake off its previously dated image.

THE KENNEL
By Brewdog,  
Aberdeen, Scotland, date TBC

Craft beer brand Brewdog will soon launch  
its craft beer hotel where rooms will come with 
an in-built draught beer tap, home brewing kits 
and other beer-themed features. Other facilities 
will offer pale ale jacuzzi’s, rooms named after 
hop varieties and mattresses made from malt.

CRAFT BEER HOTEL
By Stone Brewing , 
San Diego, US, 2018 

US craft brewery Stone Brewery will be building 
its $26m craft beer hotel in 2018. The 100,000 sq 
ft space will feature 3 bars, beer-themed room 
service options and beer-made toiletries, as well 
as a 10,000 sq ft rooftop garden. Stone Brewing 
Brewery is already the 10th most visited place 
in the US. 
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https://thenudge.com/london-things-to-do/the-distillery/
https://www.brewdog.com/lowdown/blog/pimp-our-kennel
https://www.eater.com/2016/8/12/12451056/beer-hotel-stone-brewing-san-diego
https://www.eater.com/2016/8/12/12451056/beer-hotel-stone-brewing-san-diego
https://thenudge.com/london-things-to-do/the-distillery/
https://www.brewdog.com/lowdown/blog/pimp-our-kennel
https://www.eater.com/2016/8/12/12451056/beer-hotel-stone-brewing-san-diego


BOOZY ESTABLISHMENTS
EXPERIENCES TAKEOUT:

Alcohol doesn’t sell on its own 
anymore. There is less of a desire 
amongst consumers to get drunk 
and more of a desire to learn about 
alcohol, cocktails and provenance. 
Alcohol should supplement an 
experience, not be the focus of it.

10

THE NUMBER OF 
NIGHTCLUBS HAS  
ALMOST HALVED  
SINCE 2005.
ONS (2017)



INTERACTIVE REALITIES
EXPERIENCES

Understandings of reality are being rebooted, 
but allowing consumers to play with interactive and 
virtual ones could be the key to further engagement. 
Play with fiction, function and feeling to immerse 
consumers in alternate realities. 

11



INTERACTIVE REALITIES
EXPERIENCES

THE BAKERS
By Ted Baker 
Various, March 2017

Ted Baker has rolled out an interactive 
campaign for the launch of its spring summer ‘17 
collection through a self-developed 1970’s style 
sitcom ‘Keeping Up with the Bakers’. Aspects of 
the sitcom have been rolled out as a social  
media campaign, interactive windows and 
shoppable content.

TRY-BEFORE-YOU-BUY
By Ikea 
Toronto, March 2017

To help its customers visualise how its products 
would actually look, Ikea unveiled VR experiences 
that aid the buying process. One of the 
experiences allows customers to explore design 
solutions through the activity of pancake making. 
Features include seeing kitchen design from 
child’s view to anticipate any safety issues. 

HOLOROOM HOW-TO
By Lowe’s Innovation Labs 
US, March 2017

The Home Improvement retailer unveiled its 
latest virtual reality initiative that uses haptic 
technology to teach its customers DIY skills 
in store–without the messy and expensive 
mistakes. This was inspired by their research 
that found many consumers want to get involved 
in DIY but lack the confidence to do so. 
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http://www.keepingupwiththebakers.com/spring17/
http://www.keepingupwiththebakers.com/spring17/
http://www.ikea.com/ms/en_US/this-is-ikea/ikea-highlights/Virtual-reality/index.html
http://www.lowesinnovationlabs.com/holoroom/
http://www.lowesinnovationlabs.com/holoroom/
http://www.keepingupwiththebakers.com/spring17/
http://www.ikea.com/ms/en_US/this-is-ikea/ikea-highlights/Virtual-reality/index.html
http://www.lowesinnovationlabs.com/holoroom/


92%
OF CONSUMERS VISIT A BRAND’S WEBSITE 
FOR THE FIRST TIME TO DO SOMETHING 
OTHER THAN MAKE A PURCHASE.
Reimagining Commerce Episerver (2017)



INTERACTIVE REALITIES
EXPERIENCES TAKEOUT:

Augmented, virtual and animated 
technologies are becoming more 
accessible every day, so don’t shy 
away from them as a tool to help 
engage with consumers.

11

92% OF CONSUMERS 
REPORTED THAT 
INTERACTIVE CONTENT 
INFLUENCES THEM TO 
MAKE A PURCHASE.
Kibo Commerce (2017)
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TRENDS SUMMARY

PEOPLE
Help your consumers find safe 
spaces to help them find their own 
realities. Embrace complex narratives 
about truth and the human existence–
even if it’s not fully formed, your 
consumers will thank you for it.

INSPIRED
Find what your brand means in the 
wider world–what can you contribute? 
Taking a futures-focused approach 
will help consumers understand 
your purpose. Streamline and speed 
up the necessary to slow down 
for the luxuries.

EXPERIENCES
Rebooting reality doesn’t 
necessarily need to be serious. 
Engage with experiences that alter 
or heighten an experience and play 
with escapist and fictional narratives 
in order to create engaging spaces. 



TRENDS: PEOPLE

PROTESTING TRUTH
SUMMARY:
After fake news scandals, filter 
bubble effects and a breakdown 
of liberal democracies as we knew 
them, media outlets are attempting to 
gain back people’s trust again through 
interesting  initiatives.

SAFE SPACES
SUMMARY:
Online safe spaces are emerging to 
help users shelter themselves from 
the sometimes nasty landscape of the 
Internet. More and more people are trying 
to find ways to exist in the digital world 
without being trolled, bullied or exposed. 

EMBRACING COMPLEXITY
SUMMARY:
In a volatile social landscape, 
issues around mental health are 
becoming ever more important to tackle.  
More and more people are opening up 
and talking about their struggles with 
mental health. Issues such as anxiety 
and depression are becoming ever 
more prevalent.

TAKEOUT: 
Help people distinguish between 
fact and fiction, the real and the fake. 
Brands need to step in and become 
the grounding force that people need 
when rebooting their sense of reality.

TAKEOUT: 
Whether online or offline, help your 
customers feel safe and reassure 
them that they can enjoy services 
whilst also feeling protected from 
negative consequences.

TAKEOUT: 
Campaigns are attempting to remove the 
stigma around mental health, but brands 
need to get involved and play their 
part too.



TRENDS: INSPIRED

COMMITMENT CENTRES
SUMMARY:
Brands have begun to understand 
that simply stating a cause is not 
enough. With trust at an all time low in 
every institution but business, brands 
are beginning to assume their roles in 
the long-term view and test solutions 
tackling issues about how we will live 
in the future. 

AUTOMATE
SUMMARY:
Whether for convenience, emergency or 
access, automated stores are hitting the 
mainstream.  Focused on efficiency, they 
are providing an enjoyable experience to a 
necessary but mostly unenjoyable chore. 

PHYSICALLY SPEAKING
SUMMARY:
There has been an increased 
consumer appetite for physical books 
over their digital counterparts. 
More and more consumers are looking 
for the serendipity of discovery and have 
missed the experience that local 
bookstores provide.

SHOW HOMEROOMS
SUMMARY:
Consumers’ tolerance for stark, 
cold and unemotional retail spaces 
is decreasing. Brands are finding 
new ways to lure people away from 
their screens and online shopping 
accounts to retail spaces that are more 
comfortable than their own homes.

TAKEOUT:
Business is the new social institution–
so push the issue that your brand is 
passionate about, and position that 
issue to be as important to your 
business as it is to sell products 
and services.

TAKEOUT:
Find ways of minimising unnecessary 
queues, waiting and payment times 
by streamlining services to help your 
customers get their products, quicker, 
better and easier.

TAKEOUT:
Find interesting ways of presenting 
books and allowing consumers to 
discover things in new ways. Think about 
merchandising in real-time, with data 
and other products that compliment 
the stock.

TAKEOUT:
Help your customers ‘live’ your product 
by contextualising it in domestic settings, 
helping them visualise its use.



TRENDS: EXPERIENCES

AUDITORY DREAMS
SUMMARY:
Brands are tapping into sound to 
further entice consumers. By utilising 
its sensory properties and exploring its 
physiological effects, sound is being 
used in different spaces to alter moods 
and aid discovery.

NATURE ESCAPE 
SUMMARY:
Fuelled by increasing concerns about air 
pollution and toxicity, as well as a need for 
more soothing and calming environments, 
consumers are finding solace in 
gardening and green spaces. 

BOOZY ESTABLISHMENTS
SUMMARY:
In an attempt to sway a new 
demographic, alcohol brands are 
getting creative with how they engage 
consumers. Particularly, a new young, 
more sober demographic. 

INTERACTIVE REALITIES
SUMMARY:
Understandings of reality are being 
rebooted, but allowing consumers to play 
with interactive and virtual ones could be 
the key to further engagement. Play with 
fiction, function and feeling to immerse 
consumers in alternate realities.

TAKEOUT: 
Find ways to engage with your 
consumers through heightened auditory 
experiences. Whether for its healing 
properties or for pleasure, sound can be 
a powerful tool to enhance interactions.

TAKEOUT: 
Tap into the calming properties that green 
spaces induce by bringing the outdoors 
in. Offer ways to bring respite to this new 
consumer breed who are enamoured with 
nature and concerned about air quality.

TAKEOUT: 
Alcohol doesn’t sell on its own anymore. 
There is less of a desire amongst 
consumers to get drunk and more of a 
desire to learn about alcohol, cocktails 
and provenance. Alcohol should 
supplement an experience, not be 
the focus of it.

TAKEOUT: 
Augmented, virtual and animated 
technologies are becoming more 
accessible every day, so don’t shy 
away from them as a tool to help 
engage with consumers.



IF YOU WOULD LIKE TO KNOW MORE 
ABOUT THESE TRENDS OR DISCUSS  
HOW WE CAN HELP YOU USE THEM, 
PLEASE GET IN TOUCH.



WWW.I-AMSHIFT.COM
OUR TRENDS AND INSIGHTS PORTAL

Sabrina Faramarzi 
Trends & Insights
sabrina.faramarzi@i-amonline.com
+44 (0)20 7613 4114

www.i-amonline.com

http://www.i-amshift.com
mailto:sabrinafaramarzi%40i-amonline.com?subject=
http://www.i-amonline.com


Photo: Braydon Anderson

THANK YOU


