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Background

ÅCƛƴǇǊƻΩǎTrendPulse-study was commissioned by CuporeςThe 
Foundation for Cultural Policy Research.

ÅThe study was commissioned in March 2009 and realized during 
April-May 2009 . 

ÅThe study was a pilot project in Finpro: the first creative industries 
assignment for CƛƴǇǊƻΩǎForesight activities. 

Å¢ƘŜ ƻōƧŜŎǘƛǾŜ ǿŀǎ ǘƻ ŎƻƭƭŜŎǘ άǿŜŀƪ ǎƛƎƴŀƭǎέ ƛΦŜΦ ŜŀǊƭȅ ƛƴŘƛŎŀǘƻǊǎ ƻŦ 
new developments within the global creative industries sector. 
CƛƴǇǊƻΩǎforesight experts would then identify larger patterns and 
trends that play a role in shaping the future.
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Finpro

Who We Are
Å Finprois an association founded by Finnish 

companies. Our clients are Finnish companies at 
different stages of internationalization.

What We Do
ω We offer services for initiating, expanding and 

strengthening the internationalization of Finnish 
companies. 

Our Expertise Is Based On
ω Solid expertise in international business 
ω An extensive international and local network: Finpro

trade centers can be found in over 50 countries

Foresight at Finpro

ω Foresight is a central element in supporting Finnish companies and institutions.
ω Finproconstantly observes and analyzes global changes in society and 

environment and provides projections of things to come.
ω CƛƴǇǊƻΩǎƎƭƻōŀƭ ƴŜǘǿƻǊƪ ƻŦŦŜǊǎ ŀ ǳƴƛǉǳŜ ǾƛŜǿ ǘƻ άǎŎŀƴέ ǘƘŜ ǿƻǊƭŘ ŦƻǊ ǘƘŜ 

common good of Finland. 
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The Team

Å For this projectFinprocreateda multicountryproject teamof Global
Observers: sevenFinproexpertsin sevencountries.

Å The observerswerechosenfor their academicbackgroundand 
professionalexperiencerelatedto creativeindustries.

Å The observerswerebasedin Finproofficesin New Delhi, Seoul, Tokyo, 
Tunis, Munich, Helsinki and Paris.

Å Teamdemographics: 6 womenand 1 man; all residentsand/or
citizensof different countries; between30-40 yearsold.  

Å Everybodycollected and commentedthe signals.

Å Ms Ines Seidel, Headof Researchin the project, leadthe analysis
phase.
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Methodology

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

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

Å The obtained signals enabled CƛƴǇǊƻΩǎForesight Expert Team to build 
and gain understanding of developments by recognizing patterns. 

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

Å Note: The method does not rely on statistics but expresslyuses 
subjective impressions of newness to discern societal developments 
that are not yet visible in statistics.

FinproCƻǊŜǎƛƎƘǘ ǘŜŀƳΩǎ ƛƴǎǘǊǳŎǘƛƻƴ ƻƴ ǊŜŎƻƎƴƛȊƛƴƎ ǎƛƎƴŀƭǎΥ 

²Ƙŀǘ ǉǳŀƭƛŦƛŜǎ ŀǎ ŀ ǎƛƎƴŀƭΚ ¸ƻǳ ŀǊŜ ǘƘŜ ƻōǎŜǊǾŜǊ ŀƴŘ ǿƘŜƴŜǾŜǊ ȅƻǳ ǘƘƛƴƪ άƘƳƳΣ 
ǘƘƛǎ ƛǎ ǎƻƳŜǘƘƛƴƎ L ƘŀǾŜ ƴƻǘ ǎŜŜƴ ōŜŦƻǊŜέ ƻǊ άǿƻǿέ ƻǊ άǘƘŀǘ ƛǎ ƛƴǘŜǊŜǎǘƛƴƎΣέ ǘƘŜƴ 
you have discovered a signal.  Observe your surroundings while you are at home, 
at work, shopping, travelling...
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From Signals to Trends

Signal collection Pattern/Trend 
Recognition

Analysis ςillustrative 
samples and ad-hoc-
opportunities 

Slow Down

Done by Finpro 
Global Observers

Done by a Foresight & 
Industry Team

Description and  setςup 
for deeper discussion

Having a Mission 

Slow Down
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Project Road-map

KICK-OFF WORKSHOP 

Spheresandstudyareas
aredefinedtogether
with Cupore(seechart
Spheresto Watch). 

FINPROPREPARATIONS
Researchtools and 
guidelinesset-up, Finpro
ǘŜŀƳΩǎkick-off.

6 WEEKS OF DATA 
COLLECTION

ωGlobal Finproteam
gathersinformation. 
ωData collectionstarts
15.4.09 ςends27.5.09 
ωFirst phaseof deskstudy
& analysis.

DESK STUDY ςFINAL 
ANALYSIS

Trends definedandput on 
a report.

CLOSING WORKSHOP 
Coverageof spheres
outlined - Finpro
interpretation of gathered
data discussedand
summarized.

April 15th ïMay 27th May 2009April 2009
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Spheres to Watch

Creative Industries

Society/Environment 

Downturn Effects, 

Demographic Groups, 

Globalization-Localization, 

Public Sector Challenges

Environmental Changes

Consumer/Citizen

Identity, 

Lifestyle, 

My Room - My Space

Communications

Consumption Patterns

Business 

Organizational 
Leadership, 

Changing Nature of Work

Creativity & Innovation

Based on Finpro-Cupore

workshop,  April 2nd 2009Picture: Milan Jurek
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Outcome

ÅSignals

ÅWorld in Transition

ÅMain Trends

Picture: Céline Mackowiak

TrendPulse for Creative Industries    © Finpro

http://www.sxc.hu/gallery/c_mackow
http://www.sxc.hu/gallery/c_mackow
http://www.sxc.hu/gallery/c_mackow


12

From Signals to Main Trends

Trends

Signal

Sig
nal

Sig
nal

Experience is King 
Natural-Born Design 

User-Generated Everything
Slowdown - Slow Down!

Cuddling  Up Inside  the Comfort Zone
The Web as My Trusted Companion

Join for Action!

Gig Economy
The Adventurous Employee

On A Mission
Stimulate Creativity

Childish BehaviourEncouraged

Urban Space As Canvas
Creative as Primary Settelrs

Masculine 2.0
India is Mainstream Cool

Over 550 signals 
collected !

SPHERES MAIN TRENDS

Consumer 
Citizen

Society

Business  
Work
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World in Transition I
Experience is King Natural Born Design User Generated Everything

Slow Down! Cuddling Up Inside the Comfort Zone Join for Action 

Urban Space as Canvas Creative Primary Settlers Gig Economy 

Adventurous Employee Having a mission Stimulate Creativity

Behavior Encouraged Masculine 2.0 India is Mainstream Cool 

Web as My Trusted Companion Experience is King Natural Born 

Design User Generated Everything Slow Down! Cuddling Up Inside 

Comfort Zone Join for Action Urban Space as Canvas Creative 

Primary Settlers Gig Economy The Adventurous Employee Having

mission Stimulate Creativity Childish Behavior Encouraged Masculine

2.0 India is Mainstream Cool The Web as My Trusted Companion

Experience is King Natural Born Design User Generated Everything

Slow Down! Cuddling Up Inside the Comfort Zone Join for Action 

Urban Space as Canvas Creative Primary Settlers Gig Economy 

Adventurous Employee Having a mission Stimulate Creativity

Behavior Encouraged Masculine 2.0 India is Mainstream Cool 

Web as My Trusted Companion Experience is King Natural Born 

Design User Generated Everything Slow Down! Cuddling Up Inside 

Comfort Zone Join for Action Urban Space as Canvas Creative 

Primary Settlers Gig Economy The Adventurous Employee Having

mission Stimulate Creativity Childish Behavior Encouraged Masculine

13

The Downturn

Magnified
Trends that had

lingeredin society
alreadyfor a while

TrendPulse for Creative Industries    © Finpro



14

World in Transition II

The Ex 5-Piece Stainless-Steel Knife Set, 
CSB Commodities, U.S.

F r o m I r o nyΧ t o A u t h e n t i c i t y

T-Shirt Chair from T-shirts of Friends. 
Maria Westerberg, Sweden
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Spheres

Consumer- Citizen

Picture: Céline Mackowiak
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Experience is King

ωPeople are starting to value 
experience more than physical 
ǘƘƛƴƎǎΦ LǘΩǎ ƴƻǘ ǿƘŀǘ ȅƻǳ ƻǿƴ ƻǊ 
ƪƴƻǿ ǘƘŀǘ ƳŀǘǘŜǊǎ ōǳǘ ǿƘŀǘ ȅƻǳΩǾŜ 
done and experienced.

ωAn extraordinary experience is seen 
as a way to differentiate from 
others. People are looking for 
unique experiences as a way to bring 
special value to life.

ωOpens up holistic approach e.g. 
School is not only about studying ς
ƛǘΩǎ ŀ learning experience

What happens?

This trend relates to: 

Identity, Lifestyle, 

Consumption Patterns

ά tŜƻǇƭŜ ŀǊŜ ōŜƛƴƎ ƳƻǊŜ ǾŀƭǳŜ ŎƻƴǎŎƛƻǳǎΣ ΧǘƘŀǘ ƳŜŀƴǎ 
they're looking for experiences that speak to their heart " 

Daniel Levine, Global Trend Consultant

Art Bus: DiscoveringUrbanArt In-Situ(Paris) 
Guidedtours for Parisiansinterestedin contemporaryart, visits
often hostedby the artiststhemselves. The clueis the shared
experience- not necessarilythe artworks.  

Space flights could cost as little 
as £10,000 in a decade, analysts 
believeP
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Weddingtrendsfor the 
Adventurous(U.S.)
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Experience is King

Opportunities

ωEmbedding experience/adventure into 
services 

ωHolistic experience approach lead to 
new service offerings or partnerships 
e.g. architects work with 
anthropologists or sociologists

ωExperience Marketing: Most things can 
be marketed by emphasizing the 
experience they bring. E.g. Cars are not 
sold because of their technical features 
but by the experience you get from 
driving the car.

ωExperience as currency or gift

T-Mobile organizeda 
hugesing-along
event in London 

Vodafone to Redifinethe Mobile Internet Experience

Korean Companies often treat their loyal 
customers with free tickets to cultural events, 
musicals and movie premiers etc.  

Smelling Time with Special Watch

CulinaryExperience
as a Gift (Italy)

DriverExperienceDesign
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Experienceas Bonus
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The Experience 
economy is most 
advanced in developed 
markets. In rising 
economies unusual 
experience is adding 
status especially to the 
Nouveau Riche.
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Experience is King: Hot Spots*

Trendsetting

FollowingFast

*NB: the mapisbasedon selectedfindingsandnot 
systematicresearch

TrendPulse for Creative Industries    © Finpro


