


e rivero Content ‘

Project Scope
A Background
A Project Team
A Methodology
A Spheres to Watch

Outcome
A Signals
A World in Transition
A Main Trends

TrendPulse for Creative Industries © Finpro 2




e Fineeo Project Scope

ot VS - s -\
.’ 4 SN S -
Y A A N o -
e NS N v o
& » -,
L "
. o A o v )
YA o -
4 : -
T éF s / §
.

A Background

A Project Team

A Methodology

A Spherego Watch

eyt £ ' TrendPulse for Creative Industries © Finpro
Picture:Marfin Strattner


http://www.flickr.com/photos/moertl/1418969511/in/set-72157603470254318/
http://www.flickr.com/photos/moertl/1418969511/in/set-72157603470254318/
http://www.flickr.com/photos/moertl/1418969511/in/set-72157603470254318/

S roveno Background ‘

A C A v LIn&dRuisestudy was commissioned Iuporec The
Foundation for Cultural Policy Research.

A The study was commissioned in March 2009 and realized during
Apri-May 2009 .

A The study was a pilot project Finpra the first creative industries
assignment foC A Yy LBbI&s@Ql& activities.

A¢CKS 202SOUAQBS gl a G2 O2ff SO0 a;
new developments within the global creative industries sector.

C A Yy UdixeBightexperts would then identify larger patterns and
trends that play a role in shaping the future.
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http://www.cupore.fi/index_en.php

S~ FINPro I

Who We Are

A Finprois an association founded by Finnish
companies. Our clients are Finnish companies at
different stages of internationalization.

What We Do

w We offer services for initiating, expanding and
strengthening the internationalization of Finnish
companies.

Our Expertise Is Based On
w Solid expertise in international business

T . . < S
w An extensive international and local networl&inpro Sassao0dd
trade centers can be found in over 50 countries
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Scee The Team

A
A
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Forthis project Finprocreateda multicountry projectteam of Global
Observers sevenFinproexpertsin sevencountries

Theobserversanvere chosenfor their academidackgroundand
professionakxperienceelatedto creativeindustries

Theobserveravere basedin Finproofficesin New DelhiSeou) Tokyo,
Tunis, Munich, Helsinki and Patris.

Teamdemographics6 womenand 1man; all residentsand/or
citizensof different countries between30-40 yearsold.

Everybodycollected andcommentedthe signals

Ms Ines SeideHeadof Researchn the project, leadthe analysis
phase
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I FineRO I\/Iethodology ‘

A collaborative software was used to globally collect and share
observations, also referred to as signals.

The software provides a common data platform where the team could
compare and comment signals in one place.

The obtained signals enabl€lA Yy LBbI@s@Ql# Expert Team to build
and gain understanding of developments by recognizing patterns.

The patterns were further analysed by focussing on the questions:
What is new? What are the drivers? What are the opportunities?

Note: The method does not rely on statistics but expressss
subjectiveimpression®f newness to discern societal developments
that are not yetvisible in statistics.
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= == From Signals to Trends

Pattern/Trend
Recognition

Signal collection Analysis; illustrative
samples and atioc

opportunities
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2 = 2 Jessica Ward in an letter to her former boss
friends and family, cooking or craftwork —

from working reduced hours or even
unemployment.

* The concept of slow - doing things with

SO o3 © " ala, <
Ny ™ s I Tl 27 but also because they see it as more —
. RS 7\ ‘\QGE.’ b sustainable. from 24 April - 4 May
P ( 2 ﬁ? S (/" ~ e * Afterthe pressure and stress at work, il
/ J// ‘_/ - ‘1 ~ people found they enjoy the extra time -
> j" L

Snail mail with Style
(Japan)

Yoga Classes at Deloitte Consulting for

Stress Management

attention, appreciating time — has already
been visible in food and is now spreading
to other areas. ‘ Slow Economy Sparks “Grow it Yourself” Trend |

* Enjoying slowness is in stark contrast to the
trend towards shorter product lifecycles
and puts the need for “rapid innovation”
into question.
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Done by Finpro Done by a Foresight & Description and setip
Global Observers Industry Team for deeper discussion
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L 3 21 4“‘/‘//6'/ ! What happens? “The pre-Christmas lay-off timing was perfect... the kids will
. Y / i : * The Slowdown literally slows the economy  forever remember it as the year we spent three days building
v §i'g S o % 2 | down. Consumers spend more time with ~ thebest gingerbread house ever.
] 1
- ( \ﬁ\j} ‘ : often because the household budget is cut,
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D s Project Road-map \

KICKOFF WORKSHOP 6 WEEKS OF DATA DESKSTUDY FINAL
Spheresand study areas COLLECTION ANALYSIS
are definedtogether Trendsdefinedand put on
with Cupore(seechart areport.
Spheredo Watch).

wGlobalFinproteam CLOSING WORKSHOP

FINPRAREPARATIONS
Researchools and

Coverageof spheres

gathersinformation. outlined - Finpro

e - Datacollectionstarts i ;
uidelinesset-up, Finpro || % interpretation of gathered
gu S| MdRaff. SR 15.4.09¢ ends27.5.09 datadiscussedand
wFirstphaseof deskstudy || summarized
& analysis
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Sew  Spheres to Watch

Picture:Milan Jurek
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4 A Signals
A World in Transition
A Main Trends

Picture:CélineMackowiak
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e rinero From Signals to Main Trends

SPHERES MAIN TRENDS

Over 550 signals Experience is King
collected ! NaturalBorn Design
UserGenerated Everything
Cop§umer Slowdown Slow Down!
Citizen

Cuddling Up Inside the Comfort Zon
The Web as My Trusted Companion
Join for Action!

Gig Economy
The Adventurous Employee
Business On A Mission
Work Stimulate Creativity
. 2 ChildishBehaviourEncouraged
Trends

Urban Space As Canvas

: Creative as Primary Settelrs
Society

Masculine 2.0
India is Mainstream Cool
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=~ \Norld In Transition |

-

TheDownturn \
Magnified
Trendsthat had

lingeredin society _
alreadyfor awhile .- ¥

=
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=~ \NOorld In Transition |l

The Ex BPiece StainlesSteel Knife Set, T-Shirt Chair from Tshirts of Friends.
CSB Commoditied).S. Maria Westerberqg Sweden

From lronyX to Authenticity
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i raneno Experience is King

G tS2LXS INBE 0SAYy3 Y2NB O

they're looking for experiences that speak to their heart

ooPeopIe are starting to value o Daniel Levine, Global Trend Consultant
experience more than physical 3

GKAYy3Iad LGQa y2i:

ly2¢ UGKFG YI 0GSNg

done and experienced. §

T Lo W NI |

Y Space flights could cost as little
as £10,000 in a decade, analysts
-+ believe

wAnN extraordinary experience is seen

as a way to differentiate from Art Bus DiscoverindJrbanArt In-Situ (Paris)
others. People are Iooking for Guidedtours for Parisiangnterestedin contemporaryart, visits

_ . _ often hostedby the artiststhemselves Theclueis theshared
unigue experiences as a way to bringexperience not necessarilghe artworks

special value to life.

wOpens up holistic approach e.g.
School is not only about studyirg
A U @arning experience

This trend relates to:
|ldentity, Lifestyle,

Picture:Raffer79

Consumption Patterns
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i raneno Experience is King

Vodafone toRedifinethe Mobile InternetExperience

uEmbedding experience/adventure into

services

wHolistic experience approach lead to ’ 'ti" hugesing-along

new service offerings or partnerships

' :'f{ i eventln London

e.g. architects work with ’ _"
5 g 5 "B
anthropologists or sociologists h

Picturefrom offical outube

videoof the event

uExperience Marketing: Most things can
be marketed by emphasizing the

experience they bring. E.g. Cars are not Smelling Time with Special Watch
sold because of their technical features

but by the experience you get from Driver ExperienceDesign
driving the car. CulinaryExperience

as aGift (Italy)

wEXperience as currency or gift

Experienceas Bonus
Korean Companies often treat their loyal
customers with free tickets to cultural events,
musicals and movie premiers etc.
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e~ EXperience Is King: Hot Spots*

The Experience
economy is most
advanced in developed
markets. In rising
economies unusual
experience is adding
status especially to the
Nouveau Riche

*NB:the mapis basedon selectedfindingsandnot ‘ Trendsetting

systematiaesearch _
FollowingFast
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