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2015
TEN TRENDS INFLUENCING THE 
MARKETPLACE AND THE CULTURE 

Brands will have myriad new opportunities to connect with 
Americans who are letting go of a recession mindset and embracing 
new technologies they believe can improve their lives.

Way back in 2013, we encouraged readers of our annual trends 
report to expect a year of cultural, social and technological tipping 
points in 2014. Americans wholeheartedly embraced mobile, and 
brands followed suit. The democratization of content emerged with 
content creators, consumers and platforms blurring and traditional 
models forever altered. Marketing and media also began to 
truly reflect the new America, where cultural, ethnic and gender 
dynamics have shifted profoundly. 

Accustomed to an ever-changing world where the introduction of 
new business models and technologies is now the norm, Americans 
will be increasingly open to experimentation in 2015, especially 
if innovations provide more seamless interactions, new ways 
to communicate, time savings and control over their worlds. To 
keep pace with these expectations, brands will move faster from 
experimentation to implementation, and consumers will respond if 
the value equation is simple and intuitive.   

In such a business environment, where rapid change and risk taking 
can yield greater rewards in the form of stronger brand loyalty, 
it’s crucial that we understand and anticipate the forces shaping 
consumers’ collective expectations of brands in both the short and 
the long terms. Such an understanding begins with an awareness 
of the cultural, demographic, economic and technological shifts at 
work across the culture and marketplace. Combining the resources 
of our Strategic Planning, Digital and Market Intelligence teams, 
we’ve compiled a list of the major trends that will inspire consumers, 
shoppers and businesspeople to act in 2015.

And when we say “trends,” we mean it. The following selections are 
indicative of long-term shifts in values and attitudes, not just fads that 
come and go willy-nilly like the latest YouTube sensation. As such, 
the trends we’ve chosen to highlight aren’t appearing out of thin air; 
rather, we’ve focused on them as they build momentum and garner 
mainstream adoption. 
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RETAIL EVERYWHERETREND
ONE

INSIGHTS 

Have device, will shop. The digital world has forever 
altered the shopping landscape, an evolution we’ve 
explored in past trend reporting. Today’s shoppers 
don’t just expect an online-like experience regardless of 
location, they increasingly desire for the world around 
them to be shoppable. In an omnichannel race to 
retailing success, retailers across categories and channels 
are rolling out tools and experiences to satisfy these 
expectations for a purchasing experience that’s simple, 
seamless and maybe even fun. 

We expect 2015 to further solidify the idea that much 
of our world is now a purchasing platform. Inspiration is 
becoming dynamic, with 2015 sure to welcome more 
technologies that promise to shorten the time and distance 
between discovery and purchase. The urge to own can 
be sparked in the physical and digital worlds with social 
commerce tools like Like2Buy and Cortexica’s and Slyce’s 
visual search technology. 

In the brick-and-mortar environment mobile payments, 
beacon technology and improved app experiences 
should all spur more online-like experiences for shoppers. 
Shoppable walls and interactive customer service are 
blending physical and digital capabilities. Brands will 
also invest more in their flagship stores as they become 
more critical in showcasing a retailer’s core brand in a 
more experiential and immersive manner not typically 
accessible to shoppers online. Incorporating both 
digital technology and analog offerings like coffee 
shops, restaurants, community spaces and customized 
merchandise will contribute to more experience-driven 
retail environments. Delivering compelling reasons to visit 
a physical store will not only build shopper loyalty, but 
may also mitigate retailers’ declining traffic with higher-
value purchases. 

MARKETPLACE MANIFESTATIONS 

Look to Target’s recent moves to make its mobile app 
a bridge between online and offline as a harbinger of 
more innovation in the mass channel. They promise that 
their acquisition of Powered Analytics will allow them to 
deliver contextually relevant rewards instore, while their 
integration of Point Inside will provide mapping and alerts 
about nearby deals. We’ll be following Nordstrom’s, 
Gap’s, as well as Target’s efforts to make Instagram a 
platform for easy acquisition, and keeping an eye on 
visual mobile search’s success with Neiman Marcus 
fashionistas out to purchase that fabulous bag they just 
photographed with their phones. Shazam for shopping? 
Count me in.

FOOD FOR THOUGHT 

Retailers, are your omnichannel 
initiatives still focused on 
operations? If so, it’s time to 
shift your priorities towards your 
shoppers’ expectations and desires. 
For brands, 2015 will bring more 
opportunities to inspire consumers 
who may be in shopper mode 
anywhere and at any time. For 
brands, it’s imperative to consider 
where you fit in your key retailers’ 
“retail everywhere” initiatives. 

http://www.curalate.com/solutions/like2buy/
http://www.cortexica.com/
http://slyce.it/
http://www.digitaltrends.com/mobile/apple-pay-1-million-activations-72-hours/
http://www.psfk.com/2014/10/store-beacons-driving-next-generation-shopping-experiences-psfk-conference-sf.html
http://www.adweek.com/news/advertising-branding/target-s-new-app-steers-you-right-aisle-black-friday-161450
http://www.fastcompany.com/3035229/the-smart-dressing-room-experiment-how-irl-shopping-is-getting-less-private-but-more-persona
http://ny.racked.com/archives/2014/06/09/urban_outfitters_2.php
http://finance.yahoo.com/news/announcing-shoes-prey-design-own-171900981.html
http://finance.yahoo.com/news/announcing-shoes-prey-design-own-171900981.html
http://online.wsj.com/articles/shoppers-are-fleeing-physical-stores-1407281362
http://www.pointinside.com/
http://www.luxurydaily.com/neiman-marcus-simplifies-purchase-process-with-mobile-photo-feature/


TREND
ONE

TODAY’S SHOPPERS DON’T JUST EXPECT AN 
ONLINE-L IKE EXPERIENCE REGARDLESS OF 

LOCATION, THEY INCREASINGLY DESIRE FOR 
THE WORLD AROUND THEM TO BE SHOPPABLE.

TREND
ONE



OMNICULTURAL MARKETINGTREND
TWO

INSIGHTS 

In 2015, we expect the marketing world to move away 
from an obsession with any one particular consumer 
demographic group. Need I mention Millennials, 
anyone? Instead, smart brands will market to the broader 
culture that reflects both our diversity and our unifying 
values. Instead of focusing myopically on one generation, 
insightful marketing will come from examining broader 
cultural transformations that are changing behaviors and 
expectations regardless of any particular generational 
or ethnic designation. Acknowledging and celebrating 
diversity remains essential, but to do so effectively requires 
an omnicultural perspective that also celebrates our 
shared experiences, priorities and curiosity about the 
larger world. 

The digital world is both a conduit and an example of 
this accelerating adaptability and openness. Consider 
how quick we are to adopt new forms of communication 
and digital behaviors. Seemingly overnight, we’re all 
swiping, messaging, streaming and talking to our devices 
regardless of our age, race or ethnicity. At the same 
time, the world of content accessed by these behaviors is 
more varied than ever, allowing us to enjoy music, food, 
entertainment and ideas across a spectrum of tastes, 
genres, eras, etc. This access has fostered a cultural 
plasticity where different generations and ethnicities can 
have more in common than ever, as diversity in music, 
food, entertainment and ideas is valued as both modern 
and smart. Whether it’s President Obama riffing on Iggy 
Azalea’s “Fancy,” or parents sharing musical playlists with 
their kids, our tastes and interests are less likely to silo 
us. Instead we expect variety, respect individuality and 
respond to the shared aspirations and values that unite us.

MARKETPLACE MANIFESTATIONS 

With its celebratory “This Is Wholesome” campaign, 
Honey Maid spotlighted not just the diversity of today’s 
families, but also their shared joys and experiences. On 
a global level, Starbucks’s new “Meet Me at Starbucks” 
campaign does a lovely job of focusing on human 
interactions with the brand in the background as the 
welcoming environment where these moments play out.  

FOOD FOR THOUGHT 

Taking an omnicultural approach 
provides an opportunity for brands 
to identify the behaviors, themes and 
human truths that resonate with us 
beyond a mere demographic. Are 
you thinking about where your brand 
plays among broader cultural shifts? 

http://adage.com/article/news/ad-campaigns-finally-reflects-diversity-u-s/292023/
www.honeymaid.com
https://www.youtube.com/user/Starbucks


TREND
ONE

WE EXPECT VARIETY, RESPECT INDIVIDUALITY 
AND RESPOND TO THE SHARED ASPIRATIONS 

AND VALUES THAT UNITE US.

TREND
TWO



TREND
THREE IT ’S NOT A DIET,  IT’S MY LIFESTYLE

INSIGHTS 

The old adage “you are what you eat” has never been 
more widely embraced. Whether we’re going gluten 
free, becoming clean eaters, embracing flexitarianism 
or telling big government to stay out of our stash of soda 
and Doritos, we have collectively recognized the central 
role of our diet in both our health and wellbeing and our 
personal identity. What we eat is not just who we are, 
but who we want to be. 
 
Food has become central to our personal strategies 
around health and wellness. We equate our diet with our 
stamina in a fast-paced society. We recognize that our 
choices all contribute to how we hope to age and how 
we plan to stave off illnesses that could eventually slow 
us down. Food is also a factor in our mental wellbeing, 
whether it’s in the form of an indulgence or the ability to 
disconnect and enjoy a communal meal with friends and 
family. Our diet is a central element in our beliefs about 
quality of life.

What we eat has also become more closely tied to our 
sense of who we are and the type of person that we 
present to the rest of the world. For instance, when we 
share stories or photos of the restaurant meals we’ve 
enjoyed, the foods we’ve sampled while traveling or our 
accomplishments in the kitchen, we’re broadcasting our 
sense of adventure, our creativity and our joy in discovery. 

MARKETPLACE MANIFESTATIONS 

A greater emphasis on food as a conduit for health and 
vitality doesn’t mean the entire nation will be stocking 
up on kombucha at Whole Foods. While that retailer 
for the foodie and food-source-obsessed set continues 
to please both investors and shoppers, mass grocers 
who’ve expanded their organic and upscale assortments 
are making mainstream shoppers both happy and 
loyal. Retailers like Mariano’s, Wegman’s and even 
that stalwart of the industry, Kroger, are finding success 

with a blended approach to assortment that addresses 
the shopper who’s buying more organic, more natural, 
but also wants her Diet Coke in the same basket. These 
food progressives, as consulting firm Hartman Group 
has labeled these retailers, will continue to succeed in 
building sales and loyalty by tapping into our collective 
belief that our food choices dictate how we feel and age.

Brands are also succeeding in tapping into food’s role 
as a reflection of our identity. To promote its status 
as the brand of choice for bakers, King Arthur Flour 
launched an online Baking Bootcamp where home bakers 
were encouraged to post pictures of their creations in 
conjunction with popular blogger and author Joy the 
Baker. Consumers who did not only entered to win prizes, 
but also were able to share the photogenic results across 
social media. And not to be left out, non-food brands are 
aligning themselves with our food-loving culture as well. 
Just take a look at MasterCard and Range Rover partnering 
with the epicurean media platform Tasting Table. 

FOOD FOR THOUGHT 

As food has become woven into 
the culture, our choices and interests 
in food have become stronger 
markers of who we are and who 
we wish to be. How can your brand 
message reflect these ideas about 
food and health? Are you facilitating 
opportunities for consumers to 
express themselves via food and 
food-related experiences?

http://online.wsj.com/articles/whole-foods-posts-strong-earnings-1415222551
http://hartbeat.hartman-group.com/article/557/Whole-Foods-watch-out-The-rise-of-Mariano-s-and-the-killer-grocery-format-for-the-21st-century
http://www.businessweek.com/articles/2014-09-12/krogers-organic-food-sales-are-about-to-hit-1-billion
http://vimeo.com/96029555


TREND
THREE

WHAT WE EAT IS NOT JUST WHO WE ARE, 
BUT WHO WE WANT TO BE. WHEN WE 
SHARE PHOTOS OF OUR MEALS WE’RE 

BROADCASTING OUR SENSE OF ADVENTURE, 
OUR CREATIVITY AND OUR JOY IN DISCOVERY. 



TREND
FOUR CANDID BRANDS 

INSIGHTS 

Over the years, our trend report has highlighted the 
influence of transparency on consumers’ relationships with 
brands. As access to information has grown, consumers 
have certainly become more skeptical about brands’ 
motivations, but expectations continue to evolve. Today’s 
most trusted brands often communicate with a candid 
message and voice. Some are even acknowledging that 
they are not the center of their consumers’ lives. Instead, 
they’re demonstrating how they contribute to what really 
matters to the consumer. It’s no longer enough to be 
transparent. Consumers want brands to be genuine with a 
simple, straightforward promise.

More brands are abandoning an old-fashioned formal 
tone that spoke of distinct roles and authority and 
embracing a voice that’s friendly and direct. In a culture 
where we’re prioritizing experiences and surgically 
eliminating anything that takes too much time or mental 
energy, communication should be personalized. In 2015, 
make it easy, make it personable, and get to the point.

MARKETPLACE MANIFESTATIONS 

Pure-play ecommerce brands like Zappos and Amazon 
were early to this new cheerful tone. Who hasn’t noticed 
the pithy messages in their Zappos deliveries and smiled? 
But stalwarts of tradition in the banking world have also 
embraced a more pragmatic and straightforward tone. 
Bank of America’s “Life’s Better When We’re Connected” 
campaign positions the brand as a facilitator and “not 
the center of your lives,” while Discover card promises 
to be “fair, safe, generous, flexible and human” with its 
“We Treat You Like You’d Treat You” campaign riff on the 
Golden Rule. In the wireless category, T-Mobile continues 
to cause fits for its competitors with its successive rejection 
of category conventions by eliminating domestic overage 
fees, offering free streaming of music and introducing a 
variety of other Uncarrier innovations.

FOOD FOR THOUGHT 

Brands will connect at a more 
personal level when they’re direct, 
honest and human. Transparency is 
a point of entry in doing business, 
but to be transparent and continue to 
speak and act like a business drone 
misses the point of today’s no-b.s. 
consumer mindset. 

https://www.youtube.com/watch?v=efAqCmKZDDI
https://www.youtube.com/watch?v=ZuJPXdj7cDI


TREND
FOUR

MAKE IT EASY, 
MAKE IT PERSONABLE, 

AND GET TO THE POINT.



TREND
FIVE SHOW ME THE FUN

INSIGHTS 

Last year’s trend report highlighted “Contentment is the 
New Cool,” where we explored Millennials’ changing 
definition of success and achievement. Less likely to 
follow traditional life trajectories, younger consumers 
are more apt to value shared experiences, novelty and 
exploration. Now, with a recession mindset finally 
receding, more Americans are looking for messages that 
reflect a greater sense of optimism and prioritization of 
shared experiences. Brands will increasingly reflect these 
aspirations with campaigns that highlight a collective 
cultural desire for joy, discovery and good old-fashioned 
fun. The tone that resonates with this audience isn’t all 
snark and irony. It’s optimistic and smart, and nice is the 
new cool.

Just look to the perennial late-night TV wars for an 
example of how fun and nice succeeds. Jimmy Fallon, a 
Gen X-er, has established himself as the late-night host for 
the optimistic, fun-seeking Millennial set and beyond. He’s 
quickly become an omnicultural celebrity who appeals 
to a broad audience with not only a never-ending stream 
of fun and creative hijinks, but also a super-savvy social 
media strategy that spreads that fun afar.

MARKETPLACE MANIFESTATIONS 

What’s more fun than an Andrew W.K. party anthem? 
Google’s new Android campaign “Be Together. Not the 
Same” with W.K.’s “Party Hard” soundtrack dispenses 
with the heartwarming, almost meditative spots we’ve 
seen from many of the tech giants. An operating system 
becomes a conduit for a good time. Of course, it’s 
not just TV where brands are extolling “fun” to connect 
with this mindset. Brand sponsorship of music festivals 
continues to break records as these communal events 
draw millions of enthusiastic fans with multiple days of 
music and celebration. In the social sphere, Mercedes-
Benz’s #GLApacked campaign on Instagram is a 
perfect example of infusing your offering with a sense 
of adventure. The company loaned popular Instagram 
users a Mercedes GLA to travel across the country while 
documenting their trip on Instagram.

FOOD FOR THOUGHT 

Does your brand’s message reflect 
a mindset where the pursuit of 
one’s passions is celebrated? Are 
you reflecting consumers’ growing 
optimism and desire for novelty? 
Consider where your brand can 
join the party, spur an adventure or 
just help us all reflect on the joy to 
be found in the everyday.

https://www.youtube.com/watch?v=TRmgMe2STL0
http://adage.com/article/media/marketers-rush-summer-music-festivals/292669/
http://glapacked.com/


TREND
FIVE

YOUNGER CONSUMERS ARE LOOKING FOR 
MESSAGES THAT REFLECT A GREATER SENSE 

OF OPTIMISM AND PRIORIT IZATION OF 
SHARED EXPERIENCES.



TREND
SIX URBAN ANYWHERE

INSIGHTS 

For the past several years, we’ve been following 
America’s growing urbanization as more of us are 
attracted to the country’s largest metro areas, not just for 
economic reasons, but also to satisfy our desire for access 
to the arts, restaurants and vibrant, walkable centers. 
As a result, many of the country’s largest metro area’s, 
like DC and LA, have experienced an influx of younger 
Americans. However, for 2015 we’re tracking the trend 
towards growth in smaller cities and non-core urban 
destinations. Cities like Nashville, Portland and Denver 
have successfully repositioned themselves as vibrant 
communities attracting college graduates and young 
families seeking the best amenities of a big city, but with 
the charm and ease of living “smaller.”

MARKETPLACE MANIFESTATIONS 

While the country’s smallest and most rural communities 
continue to face challenging population declines, these 
mid-sized cities have proven that in an interconnected, 
digitally empowered society, a shared culture of ideas 
and amenities can be had in a variety of geographies. 
Brands like Starbucks, Whole Foods and that little 
champion of local messaging, Trader Joe’s, have 
expanded to smaller markets and localized their stores to 
community tastes. 

FOOD FOR THOUGHT 

Especially as brands race to 
connect with younger consumers, 
it’s important not to assume that 
they’re all moving to Brooklyn (and 
growing beards) or San Francisco 
(and launching start-ups). Marketing 
imagery will need to reflect this 
new urban-anywhere dynamic 
and acknowledge that our digital 
connections not only bring the world 
to us, but they’re also helping us to 
shape our communities in many parts 
of the country.

https://www.planning.org/newsreleases/2014/apr30.htm
http://blogs.wsj.com/economics/2013/11/14/millennials-flock-to-washington-after-abandoning-city-in-recession/
http://cityobservatory.org/ynr/
http://www.brookings.edu/research/opinions/2014/03/31-population-slowdown-small-town-america-frey
http://fortune.com/2014/04/10/whole-foods-takes-over-america/


TREND
SIX

CIT IES L IKE NASHVILLE,  PORTLAND AND DENVER 
HAVE SUCCESSFULLY REPOSITIONED THEMSELVES 
AS VIBRANT COMMUNITIES PROVIDING THE BEST 
AMENITIES OF A BIG CITY, BUT WITH THE CHARM 

AND EASE OF L IVING “SMALLER.”



TREND
SEVEN MOBILIZED WELLNESS

INSIGHTS 

Over the years we’ve highlighted Americans’ changing 
strategies around health with more of us not only taking 
a more active role in the management of our wellness, 
but also tapping into a wider ecosystem of information 
and care. Back in 2012, we called this “A World 
of Wellness.” Now, as fitness and health-focused 
wearables become more ubiquitous, this ecosystem 
has become even more individualized, customized and 
trackable. As consumers expect these devices to be more 
multifunctional, we predict that 2015 will bring more 
digital and mobile health solutions that incorporate a 
holistic array of metrics encompassing fitness measures, 
vital signs and diagnostic metrics associated with specific 
medical conditions.  

Today’s wearables tend to focus on discrete sets of data 
that appeal to different segments of consumers including 
hardcore fitness buffs, casual exercisers, the fashion set 
and data geeks. But the future of these devices will be 
shaped by the fact that Americans’ interest in total health 
has intersected with a revolution in mobile adoption and 
new sensor technology. The next iteration of wearable 
technologies will provide whole-body assessments, with 
mobile devices acting as a centralized database and 
dashboard for users. As fitness wearables and mobile 
diagnostic devices converge and integrate, individuals 
will have a more seamless experience of their personal 
physical data collection. Such holistic devices and 
platforms can make the data far more actionable and 
valuable, leading to swifter mass adoption. 

MARKETPLACE MANIFESTATIONS 

Even with household penetration just beginning to 
accelerate, a variety of brands have started to explore 
where they may play in a mobilized world of wellness. 
We’ll continue to track Walgreen’s efforts in this space as 
they integrate data from different wearables and mhealth 
apps into their Balance Rewards loyalty program. This 
year, we’ve also seen the introduction of several new 
mobile connected devices for those who suffer from 
hypertension. iHealth, with its Apple Health integration, 
allows users to track their blood pressure readings and 
merge this data with other fitness and wellbeing data 
collected either from an existing wearable or, starting next 
year, via Apple’s much anticipated Watch.

FOOD FOR THOUGHT 

If your brand can contribute to 
consumers’ efforts to achieve health 
and wellbeing, it’s time to consider 
where you may integrate with their 
growing interest in mobile health 
and fitness tracking. Can you deliver 
rewards, incentives, content or other 
tools that augment their use of mobile 
health devices for whole-body health?

http://newsroom.accenture.com/news/2014-state-of-the-internet-of-things-study-from-accenture-interactive-predicts-69-percent-of-consumers-will-own-an-in-home-iot-device-by-2019.htm
https://jawbone.com/up
http://www.fitbit.com/
http://www.intel.com/content/www/us/en/wearables/fashion-technology.html
https://www.walgreens.com/steps/stepslanding.jsp
http://www.apple.com/watch/?cid=wwa-us-kwg-watch-com


TREND
SEVEN

THE NEXT ITERATION OF WEARABLE TECHNOLOGIES 
WILL PROVIDE WHOLE-BODY ASSESSMENTS, WITH 

MOBILE DEVICES ACTING AS A CENTRALIZED 
DATABASE AND DASHBOARD FOR USERS.



TREND
EIGHT BRANDS & THE SOCIAL Q U I D  P R O  Q U O

INSIGHTS 

Facebook may be only ten years old, but boy, have 
things changed during that decade of widespread social 
media adoption. Over the years, brands have focused 
on getting liked, friended, followed, etc., sometimes with 
little to show for their efforts. We expect smart brands 
in 2015 to recognize that the dynamic has shifted. 
Consumers now recognize that interacting with brands 
online is a reciprocal relationship where their willingness 
to follow, like, share, “shout out” and show off a brand 
may not only deliver a reward, but also enhance their 
digital experiences. And while the traditional definition of 
a reward has been access to coupons or other discounts, 
consumers are now often willing to interact if that interplay 
helps build up their own social media identity. If the 
interaction relies on existing behaviors such as tagging, 
posting, and sharing in a way that’s natural, and actually 
spotlights the consumer, the value may lie in the social 
currency that comes from being invited to participate in 
and influence the brand’s online identity.

MARKETPLACE MANIFESTATIONS 

Partnering with Curalate’s Fanreel platform, brands like 
Urban Outfitters, Lucky Brand and Saks Fifth Avenue are 
encouraging their shoppers to tag photos of themselves 
wearing their merchandise in exchange for being featured 
in the retailers’ social media presence, campaigns or 
catalogs. The images can then also be linked to product 
pages if the items in the photo are still available for sale. 
A win for the shopper who gets to show off her style and 
for the retailer who may then win another sale. 

To capitalize on the abundance of brands seen in 
consumers’ social media images and videos, the content 
marketing firm Thismoment creates dashboards for 
brands like Levi’s, Sephora and Coca-Cola to follow 

what consumers are posting in real time. If a brand sees 
a particularly great image, it can immediately ask that 
user for permission to use it in its marketing. The brand 
acquires the sort of authentic content that resonates with 
today’s consumers, and the “owner” of the image or 
video gets a little slice of advertising celebrity.

Brands also continue to invite consumers to showcase 
their personal experiences and contribute to the brand’s 
broader marketing efforts. For instance, this summer, 
Corona’s “Fill Your Summer” program encouraged beer 
drinkers to capture images of their summer, which the 
brand then featured online and in national advertising. 
Yes, that could be you looking fabulous in a bikini in the 
next Corona beach spot.

FOOD FOR THOUGHT 

Understanding that today’s social 
quid pro quo often depends on 
providing great content, consider 
what social value you’re creating 
via your content marketing strategy. 
Are you offering consumers an 
opportunity to co-create and share 
in ways that enhance their online 
identity and experiences? How 
can you inspire consumers to help 
build your brand’s story in the social 
media world?

http://www.luckybrand.com/style/standout.html?cm_sp=HP-_-C01-_-LuckyYou_StyleGalleryImg_20141014#crl8-gallery
http://www.saksfifthavenue.com/saksstyle?bmUID=kBtTl5l
https://www.thismoment.com/


TREND
EIGHT

CONSUMERS ARE NOW OFTEN WILL ING TO 
INTERACT IF THAT INTERPLAY HELPS BUILD UP 

THEIR OWN SOCIAL MEDIA IDENTITY.



TREND
NINE THE MASS SOCIAL ECONOMY

INSIGHTS 

Did your mom Uber this year? Did the grandparents 
vacation with Airbnb? It’s not just those crazy kids 
enjoying the conveniences of social economy services. 
In 2015, we expect the social economy, where peer-to-
peer networks use technology platforms to link supply and 
demand, to become mainstream. In fact, a recent KPMG 
report forecasts that the rise of mobility alternatives like 
Uber, Lyft and RelayRides will eventually lead to a decline 
in two-car households in the US. With wider adoption of 
these and other social economy services such as Instacart 
and DogVacay, we’ll also see collaborative commerce 
concepts begin to influence many other categories, 
including those in the B2B world. 

As these companies mature, they not only will continue 
to face their well-publicized regulatory challenges, but 
they’ll also need to build their brands with a wider 
customer base that’s not just dominated by early-adopting 
younger consumers. These new economy brands will 
embrace tried and true brand marketing. Such brand 
building will come from more traditional marketing efforts 
and sponsorships, as well as creative partnerships with 
established brands.

MARKETPLACE MANIFESTATIONS 

Airbnb’s new global campaign aims to build the brand 
in new markets with its “Belong Anywhere” message, 
while its new business travel offering aims to integrate the 
system with corporate travel departments. Also notable 
is the brand’s decision to begin publishing a quarterly 
travel magazine, Pineapple, an offering not uncommon 

in the travel industry, where many hotels and airlines 
have established print pubs. Uber, on the other hand, has 
embraced more unconventional tactics to build its brand 
with its past special deliveries of Home Depot Christmas 
trees, kittens, ice cream, and most recently, flu shots. 
However, its 2014 mobile integration with American 
Express is a sign of the brand’s desire to move beyond 
stunt marketing and communicate legitimacy to a wider 
customer base. 

FOOD FOR THOUGHT 

As these social marketplace 
companies evolve from start-ups 
to become major consumer and 
business brands, they will seek 
out alliances with established 
brands. Would such a partnership 
yield new opportunities for your 
brand while tapping into these 
businesses’ younger, affluent and 
educated consumers? Consider how 
your brand may enhance social 
economy platforms in a way that 
positions your brand to surprise and 
delight. 

https://www.whttl.com/
http://venturebeat.com/2014/09/08/from-p2p-to-b2b-the-next-phase-of-the-sharing-economy/
https://www.airbnb.com/business-travel
https://www.airbnb.com/pineapple
http://www.adweek.com/news/technology/home-depot-teams-uber-deliver-christmas-trees-154289
http://about.americanexpress.com/news/pr/2014/amex-uber-mobile-loyalty-program.aspx
http://about.americanexpress.com/news/pr/2014/amex-uber-mobile-loyalty-program.aspx
http://techcrunch.com/2014/08/20/uber-api-part-deux/


TREND
NINE

IT ’S NOT JUST THOSE CRAZY KIDS 
ENJOYING THE CONVENIENCES OF 

SOCIAL ECONOMY SERVICES. 



TREND
TEN THE CONVERGENCE OF CONTENT

INSIGHTS 

As digital experiences become more seamless, intuitive 
and mobile, we anticipate a continuing convergence 
of content creation and access in 2015. Consumers’ 
multiscreen habits, their embrace of new communication 
tools and their 24/7 social media participation will 
continue to fuel new forms of content outside of traditional 
brand and media structures. We are not only consuming 
media across more devices than ever before, but we’re 
also more receptive to new producers of content.

MARKETPLACE MANIFESTATIONS 

Whether its today’s teens idolizing YouTube stars or 
brands creating content that consumers seek out and 
share, we’re increasingly receptive to entertainment, 
information and even journalism from new hybrid sources 
in a screen-agnostic environment. Consumers are also 
open to tools that enhance content that they’re creating 
on their own. For instance, Coke, Pampers and Ford 
have all sponsored video editing filters with the popular 
mobile video app Magisto. New moms making videos of 
their newborns were able to apply Pampers’ sponsored 
soundtracks and themes to their videos and then easily 
share the resulting content.

FOOD FOR THOUGHT 

Today, brands exist in a culture of 
convergence marked by a blurring 
of boundaries. Consumers are co-
creating brand identities. They are 
shaping the design of products 
and services via the online world’s 
instantaneous feedback loop and 
the proliferation of customization 
options. And, most importantly, 
they are creating, morphing and 
sharing content. Whether your brand 
has already become a publisher 
or you’re looking for creative 
partnerships to fuel the content 
creation process, consider that 
today’s consumers will be receptive 
to your media if it entertains, informs 
and invites participation in ways that 
are fluid and simple.  

http://www.broadcastingcable.com/news/currency/streaming-helps-cut-3q-live-tv-viewing/136051
http://www.businessweek.com/articles/2014-07-23/heres-how-much-time-people-spend-on-facebook-daily
http://www.nielsen.com/us/en/insights/reports/2014/shifts-in-viewing-the-cross-platform-report-q2-2014.html
http://variety.com/2014/digital/news/survey-youtube-stars-more-popular-than-mainstream-celebs-among-u-s-teens-1201275245#u=http://variety.com/2014/digital/news/survey-youtube-stars-more-popular-than-mainstream-celebs-among-u-s-teens-1201275245;k=pmc-adi-31bb2464aad8b905af7a81e1d57b77ae
http://mashable.com/2014/11/20/top-20-viral-ads-2014/
http://www.magisto.com/
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WE ARE NOT ONLY CONSUMING MEDIA 
ACROSS MORE DEVICES THAN EVER 

BEFORE, BUT WE’RE ALSO MORE RECEPTIVE 
TO NEW PRODUCERS OF CONTENT.
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CONCLUSION 

We hope this report inspires you 
to consider how your brands are 
positioned to act and succeed with 
today’s consumers, shoppers and 
businesspeople. We’d love to begin 
a conversation about the specific 
implications of these trends for your 
brands and categories. So don’t 
hesitate to contact us with your 
thoughts, questions and predictions 
for another year of rapid but always 
exciting change.

Liz Aviles
VP Market Intelligence

L IZAVILES@UPSHOTMAIL.COM
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