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Welcome to the fourth volume of Brand Network’s Trends & Insights 
Digest, our bi-annual update on the latest in consumer behaviour. 
The Trends & Insights Digest is intended to provide our members 
with a singular resource to keep them up-to-date with consumer 
trends, marketing activations, social media and intellectual property. 
In this issue we also look to the insights generated from the field of 
anthropology, with the aim of helping our readers to identify the 
cultural, social, and behavioral shifts that drive business opportunities 
– before they evolve into full-blown trends.

My thanks to all those members who have taken the time to offer their 
feedback on our first three Volumes. In response to your comments, 
Volume 4 features the new ‘Social Anthropology’ section as well as a 
further expanded Social Media section. I hope you enjoy it.

Ben Hudson 

Chief Executive 

Ben.Hudson@BrandNetwork.uk.com 

© 2016 Brand Network (UK) Ltd 

No part of this digest may be reproduced or transmitted in any form by any means, electronic, digital or mechanical, including scanning, 
photocopying, recording or any information storage and retrieval system relating to all or part of the text, photographs, logotypes without first 
obtaining permission in writing from the publisher together with the copyright owners as featured. 
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The Trends & Insights Digest 
was curated and edited by 
The Centre for Brand Analysis 
(TCBA). TCBA undertakes a 
wide range of brand evaluation 
and strategy projects across 
both business-to-consumer and 
business-to-business sectors.

The Centre’s audit and 
consultancy services help shape 
brand, marketing and business 
strategies, enhancing brand 
reputation and underlying 
business growth.
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Mindful  
moments

TRENDS &  
CAMPAIGNS

Life is moving faster and people are 
feeling the pressure to keep up. But 
while everything speeds up, there’s new 
pleasure in slowing down to savour one 
thing – mono-tasking, not multi-tasking.
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People are eating breakfast on-the-go, speed-reading, 
and grabbing a ‘quick drink’ with friends. And it makes 
sense – according to one 2013 study, 59% of British adults 
said life was more stressful than five years prior. Attention 
is being pulled in all directions – the endless buzz of 
new notifications, the constant breaking news cycles, the 
spiralling list of things to do. At work it’s no better; the 
average worker is interrupted every three minutes. 

Constantly switching between tasks makes it harder to focus. The average 
person now spends 47% of their time thinking about something other than what 
they’re doing. The desire for more mindful moments is a direct response to this. It’s 
not about ditching contemporary life completely. It’s about grabbing a few minutes 
to focus on something that matters.

It’s why more than 500,000 viewers tuned in to watch a two-hour canal boat 
ride that was broadcast as part of the BBC ‘Four Goes Slow’ series. Meanwhile, 
meditation has transcended its status as either religious practise or hippy 
pastime to become a mainstream pursuit – apps like Headspace and Pause offer 
mindfulness on the commute, via your smartphone. Stressed out adults are even 
buying grown-up colouring books.

Established brands are also recognising the need to slow down. McDonald’s 
has trialled a hamburger that takes seven minutes to prepare – far slower than 
its trademark 112-second burger. Apple introduced a ‘Night shift’ option in the 
iOS 9.3 update to encourage people to get a good night’s sleep, and Google is 
making efforts to help people be more mindful at work. Its ‘Search Inside Yourself 
Leadership Institute’ – designed to create mindful, compassionate managers – 
attracted 1,500 of its own employees on top of members of the public. 

SummaryMINDFUL  
MOMENTS

https://www.mentalhealth.org.uk/sites/default/files/talkback-february-2013.pdf
http://www.fastcompany.com/944128/worker-interrupted-cost-task-switching
http://www.canvas8.com/content/2014/06/17/mindfulness-meditation-goes-mainstream.html
http://www.canvas8.com/content/2015/09/03/bbc-four-goes-slow.html
http://www.canvas8.com/content/2015/09/03/bbc-four-goes-slow.html
http://www.canvas8.com/content/2014/07/07/headspace-mindfulness-on-the-go.html
http://www.canvas8.com/signals/2015/10/14/pause.html
http://www.canvas8.com/content/2015/06/18/adult-colouring-books.html
http://www.canvas8.com/content/2015/07/07/eat-in-mcdonalds.html
http://www.canvas8.com/signals/2016/01/14/iphone-software.html
http://www.canvas8.com/signals/2015/03/26/search-inside-your-mind.html
http://www.canvas8.com/signals/2015/03/26/search-inside-your-mind.html
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Evidence

61% 
of Brits wish they could 
disconnect sometimes 
(Canvas8, 2016) 

 

A third of people wake up 
and check their smartphones 
in the middle of the night 
(Deloitte, 2016) 

MINDFUL  
MOMENTS

Over 
500,000 
peop e 

tuned in to watch a two-hour canal 
boat ride on the BBC (BBC, 2015) 

 It’s all about being in the present 
moment. Our minds tend to drift off 
into the past or the future, so it’s about 
training the brain to come back to now” 

Alexandra Frey, co-founder of  
The Mindfulness Project  
(The Telegraph, 2014)

1 

 EXPLORE THIS TREND FURTHER

http://www.canvas8.com/content/2016/03/04/disconnecting.html
http://www.canvas8.com/content/2016/03/04/disconnecting.html
http://uk.businessinsider.com/1-in-3-people-check-smartphones-night-deloitte-study-2016-9
http://www.mobilechoiceuk.com/News/37929/how-often-do-you-think-britons-check-their-phones-research-says-over-a-billion-times-a-day.aspx
http://www.telegraph.co.uk/news/science/science-news/10808910/Mindfulness-therapy-adopted-by-stressed-out-Britons.html
http://www.canvas8.com/content/2015/09/03/bbc-four-goes-slow.html
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Campaign  
Examples

MasterCard Capsule: #PricelessTime 

MasterCard’s campaign shows a group of friends 
at dinner, all preoccupied with their phones. It 
then introduces the ‘MasterCard Capsule’ – a 
box that holds a smartphone throughout a meal, 
encouraging people to rediscover the pleasure of 
uninterrupted conversation, rewarding people for 
every minute they go phoneless.

“We want to remind everyone that this technology 
is for us and not we for technology. Hence the idea 
to action ‘rediscover the pleasure of conversation 
– priceless.’ In non-standard ways we want to show 
that it is worth taking the time and giving our full 
attention to the meeting with the other person.”

Luiza Derek, Marketing Director MasterCard 
Europe, Poland

Durex: #connect

Durex launched an online campaign urging couples 
to disconnect from technology and connect 
with each other in the bedroom. The video 
was released after a spoof announcement of a 
new smartphone technology that could improve 
people’s sex lives. Turns out, it was the off button.

“The ‘Durex Connect’ film followed the couples 
who volunteered on an emotional and reflective 
journey where they came to terms with their true 
obsession with technology in their relationships, 
and the campaign has really highlighted this on  
a global scale”

Ukonwa Ojo, Head of Global Brand Equity at 
Durex (PR Newswire, 2015)

Ronseal: #RonsealAdbreak

Ronseal took over an entire advert break on 
Channel Four. For three minutes, viewers watched 
a man using a Ronseal product to paint a fence 
in silence, pausing only to take a sip of tea and 
admire his handiwork. 

#RonsealAdbreak created over 550,000 
engagements on social media and people spent 
a total 9,860 hours watching paint dry  
(Prolific North, 2016).

MINDFUL  
MOMENTS

https://www.youtube.com/watch?v=bo7EzHdofDk
http://newsroom.mastercard.com/eu/pl/news-briefs/odkryc-na-nowo-przyjemnosc-rozmowy-bezcenne/
http://newsroom.mastercard.com/eu/pl/news-briefs/odkryc-na-nowo-przyjemnosc-rozmowy-bezcenne/
https://www.youtube.com/watch?v=O925jNVmpOQ
http://www.prnewswire.com/news-releases/new-durex-connect-app-enables-our-phones-to-sleep-together---so-we-can-too-300054497.html
https://www.youtube.com/watch?v=8yJLiocXGFE
http://www.prolificnorth.co.uk/2016/05/viewers-watch-paint-dry-for-nearly-10000-hours-thanks-to-bjls-disruptive-ronseal-ad-for-channel-4/
https://www.youtube.com/watch?v=bo7EzHdofDk
https://www.youtube.com/watch?v=O925jNVmpOQ
https://www.youtube.com/watch?v=8yJLiocXGFE
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Patriotic  
purchasing

TRENDS &  
CAMPAIGNS

While the world is increasingly globalised 
buying local still matters to many people, 
with home-grown products often associated 
with safety, transparency and support for 
their country.
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SummaryPATRIOTIC  
PURCHASING 
They say you are what you eat, so when it comes to food, 
Brits are choosing local. 

And it’s not just food – a third of Brits are willing to up their spend for UK-made 
goods of any kind, whether it’s Johnnie Walker Whiskey, a Burberry trench, or Tetley 
teabags. They’re even opting to travel to picturesque places on home turf, over 
travelling abroad. In spite of ongoing globalisation, buying local still matters to most – 
not least because of the positive effect it can have on the economy.

79% of Brits consider buying local food to be important, calling for more ‘local 
labelling’ on home-grown produce. This has created a market for companies to prove 
their patriotism. While Co-op has announced plans to become the first major UK 
food retailer to stock 100% British meat, in 2015, McDonald’s announced it would be 
sourcing 100% British potatoes, to be served alongside its 100% British meat and dairy. 

But British culture and heritage sells across the board. It’s why luxury lifestyle 
organisation Beyond Bespoke launched the Little Black Book – a who’s-who of 
British luxury suppliers, exclusively for high-net-worth individuals looking to buy into 
Britishness. And for its UK release, Amazon Echo arrived with tweaks to ensure it 
is well-suited to UK consumers. Most notably, its voice assistant Alexa has arrived 
sporting a new British accent.

Of course, Brits aren’t the only ones who feel home is where the heart is. While 
Germans are quick to buy German-made above all else, a campaign from the 
Swedish Tourist Association enabled natives to act as national ambassadors for 
curious would-be tourists. Even in China, where Chinese-made has long had a bad 
name, the tides are beginning to turn – today, 62% of Chinese now prefer Chinese 
brands over foreign ones, provided quality and price are equal.

http://www.thegrocer.co.uk/buying-and-supplying/categories/shopper-poll-reveals-popularity-of-country-of-origin-labels/369854.article
http://www.canvas8.com/content/2015/07/02/uk-staycations.html
http://www.canvas8.com/content/2016/09/26/yorkshire-food.html
http://www.canvas8.com/signals/2016/09/20/co-op-british.html
http://www.canvas8.com/content/2015/12/01/british-food.html
http://www.canvas8.com/content/2014/11/03/beyond-bespoke.html
http://www.canvas8.com/signals/2016/09/30/british-alexa.html
http://www.forbes.com/sites/wadeshepard/2016/05/22/how-made-in-china-became-cool/
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79%  
of Brits consider buying  
local to be important  
(YouGov, 2015)

A third of Brits are willing to 
spend more on UK goods 

80% 

of Brits spend more on staycations 
than international travel  
(Travelodge, 2015)

 
 

 There is a great deal of rationale 
to buying British – supporting the 
domestic economy, pride in heritage 
and product, not to mention price. 
Buying British has been made 
reasonably simple for consumers

Charles Miers, Co-Founder of the 
Footprint Media Group

1 

EvidencePATRIOTIC  
PURCHASING 

 EXPLORE THIS TREND FURTHER

http://www.canvas8.com/content/2016/09/26/yorkshire-food.html
http://www.thegrocer.co.uk/buying-and-supplying/categories/shopper-poll-reveals-popularity-of-country-of-origin-labels/369854.article
http://www.canvas8.com/content/2015/07/02/uk-staycations.html
http://www.canvas8.com/content/2016/09/26/yorkshire-food.html
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Tetley: #itstartswithtea

Tetley invested over £10 million in the #itstartswithtea  
campaign, which kicked off with a 40-second video 
spot of the Tetley Tea Folk taking a look back at 
Britain’s past. This reminds viewers that fewer things 
are more British than tea, and Tetley has been the 
tea of choice for longer than most can remember.

“Tea is such an iconic part of Britishness, right up 
there with The Royal Family, James Bond and Big Ben.  
Tetley has been at the start of so many of our nation’s 
iconic moments since we first served a quality cuppa 
to the nation back in 1837, so who better than the 
Tetley Tea Folk to help us celebrate all things British?”

Cassie Shuttlewood, senior brand manager at 
Tetley (The Drum, 2016)

Swedish Tourist Association:  
The Swedish Number

The initiative supplied a phone number which 
connected curious foreigners to one of around 
3,000 Swedes who had signed up to receive 
calls via an app. The campaign was a move to 
boost tourism, using uncensored locals as self-
appointed national ambassadors.

Around 3,000 Swedes volunteered to  
receive calls for the campaign, with 367 days’ 
worth of conversation logged (Swedish Tourist 
Association, 2016). 

Burberry: Fall 2016

As a 160-year-old fashion house born and raised 
in England, Burberry has long stood loudly and 
proudly British. And for its Fall 2016 campaign 
it continued this line, celebrating the best of 
British creative talent by featuring British model 
Edie Campbell, British actor Callum Turner, and 
illustrations from British artist Luke Edward Hall.

“As a British artist and designer, it’s been a 
pleasure to work with Burberry, a brand rooted 
in British heritage and craft”

Luke Edward Hall, Artist and Interior Designer  
(The Telegraph, 2016)

Campaign  
Examples

PATRIOTIC  
PURCHASING 

https://www.youtube.com/watch?v=I9O_DTTO9AE
http://www.thedrum.com/news/2016/01/04/tetley-pours-10m-campaign-celebrating-best-britain
https://www.youtube.com/watch?v=mtb3f_NAmK0
http://www.canvas8.com/content/2016/07/05/swedish-number.html
http://www.telegraph.co.uk/luxury/womens-style/new-burberry-campaign-celebrates-the-best-of-british-featuring-e/
http://www.telegraph.co.uk/luxury/womens-style/new-burberry-campaign-celebrates-the-best-of-british-featuring-e/
https://www.youtube.com/watch?v=I9O_DTTO9AE
https://www.youtube.com/watch?v=mtb3f_NAmK0
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Retirement  
woes

TRENDS &  
CAMPAIGNS

With soaring healthcare costs 
and family members to support, 
considering retirement often comes 
with all kinds of worries. Brands 
are stepping in to ease the pain.
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SummaryRETIREMENT 
WOES Financial worries plague plenty of people, with studies 

showing that the main source of stress for most is money. 
Between an ageing population set to push healthcare to 
its limit and ballooning house prices, these concerns are 
only set to worsen – especially among those on the brink 
of retirement. A quarter of British workers approaching 
retirement age say they can’t afford to stop working, 
with just as many saying their savings and pensions 
aren’t enough to give them a comfortable retirement. 

These worries aren’t limited to those on the brink of retirement. Gen Xers, 
wedged between elderly parents and young kids sometimes financially support 
both parties, as well as themselves. In turn, retirement can seem like a pipe 
dream. The ‘Precious Few’ campaign from Lincoln Financial reminds Gen X 
customers that they’re not alone, empathising with their issues, even if it can’t 
actually remove the strain.

Many who are well on their way to retirement are actively ignoring their 
financial woes. Studies show that a fear of death actually prevents older 
people from properly planning for the future. Well-worded communications can 
make a huge difference; addressing retirement as a beginning, rather than the 
beginning of the end.

Once people hit retirement, money matters don’t get easier – and neither 
does anything else, with 75% of older people feeling that media organisations 
completely ignore their age group. In a society that worships youth, ageing can 
feel like a drag, but – whether it’s Breezie making the internet more accessible, 
or the beauty industry shifting its stance from ‘anti-ageing’ to ‘ageing well’ – 
brands can ease the strain and encourage people to enjoy their golden years.

http://www.thisismoney.co.uk/money/pensions/article-3453277/One-four-brink-retirement-afford-stop-work-finds-Pru-survey.html
http://www.canvas8.com/signals/2016/05/27/lincoln-financial.html
http://www.canvas8.com/content/2016/04/29/science-of-mortality.html
http://www.changingthewayweage.com/Media-and-Marketers-support/Articles/chapter4-medias-portrayal-of-ageing.pdf
http://www.canvas8.com/content/2016/03/09/breezie-tablet.html
http://www.canvas8.com/content/2014/11/11/over-50s-beauty.html
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Evidence

In 2014, British over-55s contributed around  

£26.7 billion  

in support to children and grandchildren  

(Equity Release Council, 2014)

A quarter of British workers approaching 
retirement age say they can’t afford to stop 
working (Prudential, 2016)

75% 
of older people feel that media 
organisations completely ignore their  
age group  (AgeUK, 2009)

 

 It’s not easy being Gen X. Aside 
from weathering a number of economic 
cycles, this group is juggling mortgages, 
educational debt, and lifestyle needs. 
Figuring out how to plan for the future 
can be daunting when faced with multiple 
demands that require real-time attention”

Rebekah Barsch, Vice President of Financial 
Planning at Northwestern Mutual 

RETIREMENT 
WOES

1 

 EXPLORE THIS TREND FURTHER

https://www.theguardian.com/money/2015/aug/04/homeownership-the-generation-that-had-it-so-good
http://www.thisismoney.co.uk/money/pensions/article-3453277/One-four-brink-retirement-afford-stop-work-finds-Pru-survey.html
http://www.changingthewayweage.com/Media-and-Marketers-support/Articles/chapter4-medias-portrayal-of-ageing.pdf
http://www.changingthewayweage.com/Media-and-Marketers-support/Articles/chapter4-medias-portrayal-of-ageing.pdf
http://www.canvas8.com/content/2016/04/14/gen-x-worried.html
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Campaign  
Examples

Lincoln Financial: Precious Few

The spot from this US insurer features people 
sharing tender, everyday moments with their 
children and parents, giving them emotional 
support. It demonstrates an understanding of those 
who may be struggling with money worries, but 
still need to support their families – sometimes both 
parents and kids.

47% of US adults in their 40s and 50s have a 
parent aged 65 or older and are either raising a 
young child or financially supporting a grown child 
(Pew, 2013).

Humana: Start with Healthy

Instead of warning about the inevitable medical 
concerns surrounding old age, this campaign – from 
health insurer Humana – highlights the wealth of 
opportunities available to Boomers as long as they 
preserve their good health. It focuses on the pros 
of older adulthood over the cons.

“Humana understands that people, especially the  
Boomer generation, want to grow, not fade, stay  
relevant, useful and influential”

Mark Mathis, Director of Corporate 
Communications at Humana (Canvas 8, 2016)

True Link: Financial empowerment begins 
with True Link

True Link, which raised $3.4 million in funding in 
2015, offers financial services designed to protect 
vulnerable consumers. It was inspired by CEO Kai 
Stinchcombe’s experience with his grandmother 
Ruth, who was scammed out of tens of thousands 
of dollars. By allowing customers to personalise 
the controls on their account, they or their family 
members can block spending at stores outside of 
their local area.

According to True Link’s research, around 37% of 
US seniors are targeted by financial scammers in 
any five-year period (True Link, 2015).

RETIREMENT 
WOES

https://www.youtube.com/watch?v=ATQptXEZWgk
http://www.pewsocialtrends.org/2013/01/30/the-sandwich-generation
https://www.youtube.com/watch?v=MqDSZkSzdBU
http://www.canvas8.com/content/2016/05/18/humana.html
https://www.truelinkfinancial.com
https://www.truelinkfinancial.com
https://truelink-wordpress-assets.s3.amazonaws.com/wp-content/uploads/True-Link-Report-On-Elder-Financial-Abuse-012815.pdf
https://www.youtube.com/watch?v=ATQptXEZWgk
https://www.youtube.com/watch?v=MqDSZkSzdBU
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Shop 
direct

TRENDS &  
CAMPAIGNS

As people shop more online, they’re 
fuelling the growth of direct-to-consumer 
brands. Can major corporations take on 
start-up companies to meet people’s  
on-demand needs?
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SummarySHOP  
DIRECT

The amount spent online in the UK has doubled in the past 
five years and this growth is set to continue, with 2017 seeing 
an estimated £1 billion spent online every week. 

Some sources already estimate that £1 in every £5 is spent online. As a result, 
shoppers are becoming comfortable ordering a diverse range of products online, 
including groceries, fashion, technology and household. Within this expanding 
spectrum of choice and convenience, a new shift in how shoppers relate to brands is 
underway. Will they ever need to go to the shop again?

Direct-to-consumer brands are popping up in many categories around the world 
– furniture from Made.com, mattresses from Eve, spectacles from Warby Parker, 
tampons from HelloFlo, fragrance from Phlur, toilet roll from Who Gives A Crap, 
and cars from Tesla – to name just a few. They all have similar characteristics – they 
typically sell one thing and they sell it well. They deliver strong value propositions, 
stripping out unnecessary overheads while emphasising premium features and slick 
service elements. And they develop closer relationships with customers by learning 
about their preferences directly. 

While this seems threatening to established brands, research comparing brand 
loyalty offline and online reveals interesting results; brands that are popular offline, 
actually see loyalty increase as they move online. This spells opportunity for major 
brands considering the direct-to-consumer model. P&G is seeing huge growth with 
its Gillette Shave Club, selling razors on a monthly subscription and bypassing the 
retailer – and it’s exploring similar models for Tide washing powder. Meanwhile, 
Unilever bought competitor Dollar Shave Club for $1 billion in July 2016. The big 
battle may not be between established brands and new start-ups, but a question  
of how retailers will adapt their position within this dynamic.
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EvidenceSHOP  
DIRECT

ESTIMATED  
£1 BILLION

will be spent online every week  
by UK shoppers in 2017  

(Source: ONS)

In 2016, Unilever bought Dollar Shave Club for 

$1 billion 
(Source: Fortune)

 Subscriptions are an amazing business  
model because you know that you’re going to 
have a customer for many, many transactions.  
As a result, each customer is worth more to you 
as a company, so you can invest more heavily  
in giving them a great experience”

Simon Griffiths, Founder of Who Gives A Crap.
37% 
of Gen Yers would like to buy 
everything online (Source: DDB)

 EXPLORE THIS TREND FURTHER

https://www.ons.gov.uk/businessindustryandtrade/retailindustry/datasets/retailsalesindexinternetsales
https://www.google.co.uk/url?sa=t&rct=j&q=&esrc=s&source=web&cd=2&cad=rja&uact=8&ved=0ahUKEwjjz8jMsdDPAhUnKsAKHZ-iCNUQFggiMAE&url=http%3A%2F%2Ffortune.com%2F2016%2F07%2F19%2Funilever-buys-dollar-shave-club-for-1-billion%2F&usg=AFQjCNHujTuL1hZCk3e-69VZbLS8iErUcw
http://www.emarketer.com/Article/How-Millennials-Shop-Online/1010031
http://www.canvas8.com/content/2016/02/04/who-gives-a-crap.html
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Campaign  
Examples

Gillette Shave Club: Get in on the deal

Shaving clubs – which sell razors at a significant 
cost reduction through subscription models – have 
been proliferating over the past five years. Now, 
Gillette is staking its claim by positioning it as a 
member’s club.

In the US, Dollar Shave Club actually has 54% 
of the online market despite launching in 2012 
(Euromonitor, 2016).

Eve: Eve only makes one mattress  
and believes it’s the perfect one

Eve only sell one mattress and are able to create a 
perception of specialisms while lowering the choice 
pain. The mattresses are also delivered for free, 
compressed in a box which expands to normal 
size within a few hours straight on the bed frame. 
Eve has already sold 34,000 mattresses over the 
period of a year.

“The mattress market was one of the last venues 
that hadn’t seen any change”

James Cox, Founder and Chief Executive of Simba 
Sleep (The Guardian, 2016).

Who Gives A Crap:  
Lessons on Brand Loyalty

This Australian start-up is planning to expand to 
the UK in 2016, having seen tremendous growth 
since its launch in 2012. It offers ethically-designed 
toilet rolls, at higher quality and lower price 
than established players, by applying a direct 
subscription model to toilet paper; dropping 48 
rolls on doorsteps at regular intervals for free.

Who Gives A Crap has been tripling in size 
every year since 2012 (Who Gives A Crap, 2016).

SHOP  
DIRECT

http://www.thedrum.com/news/2016/04/11/gillette-adopts-mafia-theme-wanting-you-join-its-razor-subscription-family
https://www.marketingweek.com/2016/07/20/unilever-makes-play-to-become-a-consumer-services-brand-with-dollar-shave-club-deal/
https://www.theguardian.com/technology/2016/sep/21/mattress-companies-tech-startups-simba-casper-eve
http://www.canvas8.com/content/2016/02/04/who-gives-a-crap.html
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High 
life

TRENDS &  
CAMPAIGNS

Not everyone can afford all the big 
luxuries they desire, so brands are 
creating smaller delights – from mini 
handbags to premium stationery – 
to offer a taste of the high life.
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SummaryHIGH  
LIFE The idea of luxury used to suggest abundance, 

but people are now maintaining the desire 
to treat themselves while becoming more 
savvy on how to indulge efficiently. 

Luxury market revenues as a whole is slowing, not due to 
stoic refusal of high-end goods, but because people are 
favouring smaller forays into the world of luxury, opting for 
accessories, informal dining out and mini-vacations rather 
than committing to a more substantial luxury purchase.

Brands have responded with a movement away from the 
all-or-nothing mentality. No longer trying to reach people 
who can afford to shell out big bucks on a consistent luxury 
lifestyle, they’re now catering to a clientele that’s more inclined 
to splurge on occasional high-end bits and pieces, rather 
than the big-ticket items. Luxury fashion houses like Moschino 
and Dior are popularising affordable accessories, from 
phone covers to miniature versions of their iconic bags.

Outside the fashion sector, Swiss toiletry company Joseph 
is offering lavish loo roll and Dyson has spent four years and 
$71 million developing a supersonic hairdryer. The preference 
for spoiling oneself on a more moderate level has even come 
through in the way Brits are vacationing, with a considerable 
rise in affordable weekend trips, rather than a single lengthy 
holiday abroad. Consider food and drink – on one hand, 
Poundland will double its store count in the next decade, on 
the other, upmarket Waitrose has captured a record 5.3% 
of the grocery market. Many Brits are shopping at both.

 This recasting of luxury on a smaller scale is making it financially 
feasible for everyone to access the experience of prestige.

http://www.canvas8.com/content/2016/07/21/luxury-lustre.html
http://www.canvas8.com/content/2014/11/04/moschino-barbie-chic-cheeky.html
http://www.canvas8.com/signals/2016/08/19/mini-handbags.html
http://www.canvas8.com/signals/2016/03/09/josephs-toiletries.html
http://www.dyson.co.uk/haircare/supersonic.aspx
http://www.canvas8.com/content/2015/07/02/uk-staycations.html
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EvidenceHIGH  
LIFE

The traditional luxury goods  
sector grew just 

1-2% 
(Bain & Company, 2015)

19% 
of UK residents are going away for two 
weeks in 2015, down from 35% in 2011, 
while almost half have booked four 
short holidays (Big Hospitality, 2015)

 Luxury can be about price, but not 
exclusively so. Some luxury is accessible 
and relatively inexpensive. The defining 
feature is now more about having a 
very strong value-added component. 
Products – or luxury experiences – 
should be out of the ordinary”

Neil Saunders, Managing Director of 
retail research agency Conlumino

Selfridge’s sales  
of mini handbags 

increased by 

100% in 2015 
(The Business of Fashion, 2016)

 EXPLORE THIS TREND FURTHER

http://www.bain.com/Images/BAIN_REPORT_Global_Luxury_2015.pdf
http://www.bighospitality.co.uk/Trends-Reports/Travel-trends-Consumer-spending-set-to-rise-on-shorter-staycations
https://www.businessoffashion.com/articles/intelligence/super-shrink-me-the-rise-of-the-mini-handbag
http://www.canvas8.com/content/2015/07/02/uk-staycations.html
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Campaign  
Examples

HIGH  
LIFE

Maria Tash:  
Maria Tash at Liberty London

An old-school London luxury department store 
is offering people the tiniest tinge of glitz. 
While some designer jewellery could easily 
set shoppers back thousands of pounds, Tash’s 
‘fine body art’ piercings start at £96. They’re 
self-described as ‘decadent embellishments,’ 
perfectly encapsulating the contemporary desire 
to adorn one’s lifestyle with little luxuries.

Anya Hindmarch:  
Anya Hindmarch Sticker Shop

Designer Anya Hindmarch is making luxury 
leather stickers, enabling people to fasten 
a personalised touch of high-end design to 
anything they own for as little as £45. The 
stickers have sold in the hundreds of thousands, 
as an affordable alternative to Hindmarch’s 
considerably more expensive handbags.

The Escapologist:  
Premium cocktail experiences

Aptly named ‘experience bar’ The Escapologist 
recently opened in London, offering gourmet 
cocktails appealing to the desire to escape from 
life’s stresses. Despite post-Brexit economic 
uncertainty, premium cocktail sales, hovering 
around the £10 mark, are thriving offering a  
small taste of luxury at an affordable price.

http://www.libertylondon.com/uk/brands/m/maria-tash/?gclid=CJ-GocG5yM8CFYcW0wodBpYOgA
http://www.anyahindmarch.com/en-GB/shop/stickers/?gclid=CObo76zDyM8CFUSfGwodmkUBPA
http://www.canvas8.com/signals/2015/07/29/hindmarch-stickers.html
http://www.escapologistbar.co.uk/food-drink/
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Maker’s  
mark

TRENDS &  
CAMPAIGNS

In a bid to better connect with younger 
generations who value co-creation 
and ‘maker’ status, brands are offering 
customers easy personalisation options 
on a range of products. 
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SummaryMAKER’S 
MARK

In a society that is becoming increasingly 
individualistic, people are looking for this to 
be reflected in the products they buy. 

41% of people are interested in buying personalised clothes and 20% 
are willing to pay a premium for this. Research has found that people 
place a disproportionately high value on self-made products - known 
as ‘The Ikea Effect’. This is particularly true for Gen Y, who favour 
interaction and co-creation over picking something off a shelf.

In order to draw in customers, brands are getting personal. The Bentley 
Inspirator app determines your ideal car based on responses to a selection 
of visual stimuli, while Burberry’s scarf bar allows people to add their 
initials to the brand’s iconic accessory. And people are keen to customise; 
scarves have outperformed its other accessories since September 2015. 

Some brands are going one step further, allowing customers to 
get involved in the creative process. Gucci’s DIY service encourages 
shoppers to co-design a Dionysus bag, choosing the leather, lining, 
straps and buckles. Unmade lets customers personalise their knitwear 
by colour, pattern and material. Every item from furniture brand Tylko is 
fully customisable in its dimensions, colour and finish and Bamford Watch 
Department allows customers to choose every detail of their watch.

Allowing customers to get involved in the design process isn’t just a way 
for brands to stand out from the rest of the market, it’s a useful cognitive 
tool to help them build a connection with consumers. And considering 
66% of Gen Y ditch brands because they don’t mirror their identity, these 
brands have found the perfect way to draw in younger generations.

http://www.canvas8.com/content/2016/07/18/gucci-diy.html
http://www.canvas8.com/content/2016/01/04/unmade-knitwear.html
http://www.canvas8.com/content/2016/01/04/unmade-knitwear.html
http://www.canvas8.com/signals/2015/12/23/bentley-inspirator.html
http://www.canvas8.com/signals/2015/12/23/bentley-inspirator.html
http://www.canvas8.com/signals/2015/12/16/burberry-interactive-scarf.html
http://www.canvas8.com/content/2016/07/18/gucci-diy.html?navPath=LIBRARY--SECTOR
http://www.canvas8.com/content/2016/01/04/unmade-knitwear.html
http://www.canvas8.com/content/2015/10/02/tylko.html
http://www.canvas8.com/content/2015/06/23/bamford-watches.html
http://www.canvas8.com/content/2015/06/23/bamford-watches.html
http://www.canvas8.com/content/2016/07/18/gucci-diy.html
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EvidenceMAKER’S 
MARK

A quarter of UK consumers 
would pay more for 
personalised goods 
(Deloitte, 2015) 

36%  
of UK consumers are interested in buying 
personalised goods (Deloitte, 2015) 

42%  
of consumers who are interested in customised 
products or services would rather be led by 
brands and choose from a selection of options. 
(Deloitte, 2015)

1 

 More than ever, people want products that were made just for them or that have 
some sort of personal demarcation that indicates an item’s individuality” 

Marissa Vosper, Founder of Negative Underwear (Who, What Wear, 2016)

 EXPLORE THIS TREND FURTHER

http://www2.deloitte.com/content/dam/Deloitte/uk/Documents/consumer-business/deloitte-uk-consumer-business-mass-personalisation.pdf
http://www2.deloitte.com/uk/en/pages/press-releases/articles/one-in-three-consumers-wants-personalised-products.htm
http://www2.deloitte.com/content/dam/Deloitte/uk/Documents/consumer-business/deloitte-uk-consumer-business-mass-personalisation.pdf
http://www.whowhatwear.co.uk/designer-brands-that-customize-clothing/slide4
http://www.canvas8.com/content/2016/07/18/gucci-diy.html
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Campaign  
Examples

Coca-Cola: Share a Coke

Coke teamed up with MediaCom and Channel 4 
to take the ‘Share A Coke’ campaign to the next 
level. Using registration data from 4oD, it created 
4 million TV ads on 4oD calling each individual 
viewer by name on the ‘share a coke’ bottle.

Social reach of #shareacoke peaked at 11 
million. The campaign also saw purchase intent 
increase 24%. Meanwhile campaign awareness was 
up 17% and ad recall was 71% (Mediacom, 2016).

Nike+: Outdo you

Nike+ sent out personalised films to 100,000 of its 
users, to offer inspiration for their training in 2015. 
The personalised films featured the individual’s 
running stats, as well as different weather and 
city backdrops depending on the user’s location.

“Each video is a personalized story of a year 
of hard work, whether from an individual or 
an entire city, they reflect the conviction and 
effort that goes into making your year count”

David Schriber, Vice President, North 
America Brand Marketing at NIKE 
(Branding Magazine, 2015).

Adobe: Photoshop Collaborgrams

Adobe is releasing a series of minimally 
branded ‘Collabograms’ - a combination of 
collaboration and Instagram - that show how 
teaming up with someone unexpected can 
enable creativity and impressive results. The 
first spot saw a tattoo artist and a creative 
specialising in gold leaf teaming up to create a 
beautiful piece of art called ‘Zero Compromise’.

“This series is about Photoshop supporting 
creativity and highlighting the incredible 
results that can come from unexpected 
pairings and collaboration”

Lex van den Berghe, Principal Product Manager 
of Digital Imaging at Adobe (AdWeek, 2016).

MAKER’S 
MARK

https://www.youtube.com/watch?v=JAgAfGPOKTM
http://www.mediacom.com/en/work/share-a-coke-with-remzi
https://www.youtube.com/watch?v=lKU6ueDwzic
http://www.brandingmagazine.com/2015/01/30/nike-challenges-everyone-to-outdo-themselves-in-2015/
http://www.brandingmagazine.com/2015/01/30/nike-challenges-everyone-to-outdo-themselves-in-2015/
https://www.youtube.com/watch?v=H-pj_DiPbUw
http://www.adweek.com/news/advertising-branding/ad-day-adobe-gets-unlikely-artists-create-together-photoshop-campaign-173473
https://www.youtube.com/watch?v=H-pj_DiPbUw
https://www.youtube.com/watch?v=lKU6ueDwzic
https://www.youtube.com/watch?v=JAgAfGPOKTM
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Painful  
design

TRENDS &  
CAMPAIGNS

As consumer indulgence is becoming 
seamless, easy and convenient, it’s at 
risk of becoming too removed from 
reality. How can a little dose of pain 
offer a remedy? 
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SummaryPAINFUL  
DESIGN The field of behavioural change is becoming 

of increasing interest to marketers. 

More often than not it’s about understanding how 
brands can shape decisions that benefit both their 
ambitions and consumers’. While it’s often about nudging 
people towards positive outcomes, it can also be about 
encouraging people to avoid ‘negative’ outcomes. 

One area where this can be seen is in payments. Studies 
show how pain is more strongly associated with letting go of 
the physical forms of money – coins and notes. However, as 
the psychological distance from physical spending becomes 
greater, the pain lessens, meaning contactless payments 
are the most ‘painless’. Logically this works as a positive for 
brands when it comes to selling, but for consumers trying to 
save, it can often feel more difficult without the friction. As 
a result, a number of financial brands are developing ways 
to give consumers back control, harnessing behavioural 
change, like alerts when spending is higher than usual.

Almost half of Brits aren’t getting enough physical 
activity, and health and wellbeing is another area where 
a little bit of pain could help. Food labelling has come a 
long way towards providing people with more information 
at point-of-purchase, but it’s still at a level of abstraction 
that means, as a consumer, you can ignore the true cost 
of eating that bar of chocolate. However, the idea of 
‘activity icons’, which visualise how much exercise would be 
required to work off servings have been suggested – a little 
painful reminder that should incentivise healthier habits.
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of Brits aren’t getting enough  
physical activity 
(Source: British Heart Foundation)

The average person gives around  

SIX SECONDS  
of thought to a food item before 
deciding to purchase  
(Source: Royal Society for Public Health)

The chance of achieving a goal  
can be increased by 

72% 
if money is put on the line  
(Source: Promise or Pay) 

 Losses loom larger than gains” 

Daniel Kahneman, Psychologist and 
Behavioural Economist 

EvidencePAINFUL  
DESIGN

6

 EXPLORE THIS TREND FURTHER

https://www.bhf.org.uk/-/media/files/publications/research/bhf_physical-activity-statistics-2015feb.pd
https://www.bhf.org.uk/-/media/files/publications/research/bhf_physical-activity-statistics-2015feb.pd
https://www.bhf.org.uk/-/media/files/publications/research/bhf_physical-activity-statistics-2015feb.pd
https://www.bhf.org.uk/-/media/files/publications/research/bhf_physical-activity-statistics-2015feb.pd
https://www.bhf.org.uk/-/media/files/publications/research/bhf_physical-activity-statistics-2015feb.pd
https://www.bhf.org.uk/-/media/files/publications/research/bhf_physical-activity-statistics-2015feb.pd
https://www.bhf.org.uk/-/media/files/publications/research/bhf_physical-activity-statistics-2015feb.pd
http://www.bbc.co.uk/news/health-35981098
http://promiseorpay.com/about-us/
http://www.canvas8.com/content/2016/05/27/science-of-spending.html


TRENDS & INSIGHTS DIGEST | OCTOBER 2016 | VOL 4

Campaign  
Examples

HSBC - Nudge app

HSBC is trialling a new app that gives users 
a virtual slap on the wrist when they start to 
get careless with their cash, according to news 
coverage. Applying behavioural change theories, 
it helps users spend less and save more with alerts 
when they are spending more than usual.

“We found that a combination of positive 
reinforcement and messages of loss aversion,  
and comparing ‘your spending activity to people 
like you’ on a real-time basis helped people 
trying to save” 

Raman Bhatia, Head of Digital UK at HSBC

StickK

StickK is a platform that combines behavioural 
science findings to create a more engaging way 
to improve oneself, while contributing to positive 
social change. It’s part of a new crop of methods 
that encourage people to stick to their goals by 
making them public, and by using their money  
as motivation.

$27 million has been put on the line through 
StickK by people trying to reach various goals. 
(Source: StickK)

Bookatable - Get Out More

Deliveroo and Uber Eats have made getting 
gourmet grub as easy as tapping on a screen, 
but it’s at the cost of restaurant booking service 
Bookatable. It’s new campaign ‘Get Out More’, 
aims to associate ‘loss’ with these at-home 
takeaway experiences, asking Londoners to  
escape their homes and explore the capital’s 
various restaurants.

PAINFUL  
DESIGN

http://www.thisismoney.co.uk/money/saving/article-3405574/Worried-spending-habits-New-HSBC-app-gives-users-gentle-nudge-flash-cash.html
http://www.stickk.com/
http://www.thedrum.com/news/2016/08/05/bookatable-launches-first-major-campaign-get-londoners-abandon-takeaways
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Seamless  
systems

TRENDS &  
CAMPAIGNS

With digital services becoming ubiquitous, 
consumers don’t have time to keep 
learning new patterns of behaviour and 
app downloads are dropping. The trick is 
to keep things familiar.  
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SummarySEAMLESS 
SYSTEMS

Almost a third (31%) of Brits no longer download any 
apps in a typical month, with people growing ever more 
comfortable with the interfaces they’re already intimate with. 

Coined by UX designer Michael Horton, the term ‘complexion reduction’ 
refers to the aesthetic many popular apps are taking on in their redesigns. 
Notably, they’re taking on three distinct traits; bold headlines, simplified, 
universal icons and less colour. It’s all in an effort to strip away what’s 
extraneous, giving attention-poor users a direct line to what they want. 

Streamlined app experiences will only become more crucial; the time people spend 
on apps went up 21% between 2013 and 2014 alone, meaning minimal friction is 
key. Virgin America’s app features a stripped back design, reducing the number of 
steps it takes to book a flight, while Uber has replaced its surge pricing with a simpler 
system. Outside of apps, Microsoft is aiming to see a single OS running across all 
its products, from smartphones to the Xbox, since the introduction of Windows 10. 
Meanwhile, Instagram’s redesign emphasises a decluttered interface that’s distinctly 
content-first – though it does target simplicity at the expense of familiarity. In fact, 
the only familiar thing about it is that it functions almost identically to Snapchat.

Where previously the creation of distinct experiences could help differentiate 
a brand, it’s seems customers are increasingly looking for familiar experiences 
that ‘go with the flow’ of their existing habits and behaviours. And this desire for 
familiarity isn’t just limited to screens, it’s starting to manifest offline, too. ‘Airspace’ 
is a term coined by journalist Kyle Chayka to describe a kind of shared design 
language between apartments, cafés and offices across the globe – that 
familiar white paint, dangling lightbulbs, an industrial-chic exposed pipework 
that’s as common at home as it is at work, and in Brooklyn, as it is Bali. 
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61% 
of Brits say the need to read and 
keep track of information from too 
many sources is a daily cause of stress 
(Esri UK, 2015)

91% 
of all desktop computers in the world 
are run on Windows operating systems 
(Net Applications, 2013)

31% 
of Brits no longer download any apps  
in a typical month (RT, 2014)

 Mobile apps are no longer novel. 
People expect to be able to figure out 
what to do when they open them with 
zero to very little experimentation”

Michael Horton, UX designer at Swarm 

EvidenceSEAMLESS 
SYSTEMS

 EXPLORE THIS TREND FURTHER

http://www.esriuk.com/news/press-releases/24-stress-map
http://news.softpedia.com/news/Windows-Now-Running-on-More-than-91-Percent-of-Computers-Worldwide-364513.shtml
https://www.rt.com/uk/181328-apps-download-drop-smartphone
http://www.canvas8.com/content/2016/09/27/airspace.html
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Campaign  
Examples

Microsoft: The future starts now

The TV campaign for Windows 10 – the latest OS 
from Microsoft – shows cinematic shots of children 
all over the world. Actor Ethan Hawke narrates, 
commenting on how their interactions with 
computers will evolve to become more seamless, 
but how all will experience similar interactions 
regardless of the language they speak.

Microsoft intends to have one billion devices 
running Windows 10 within three years  
(Canvas8, 2015).

Airbnb: Don’t Go There. Live There

The spot from Airbnb implores would-be 
globetrotters to live like locals when they travel, 
rather than being a tourist. It appeals to people’s 
desire to feel comfortable, familiar and ‘at home’ 
no matter where they are in the world.

47% of travellers responded that they are not 
happy to be considered a tourist when visiting a 
new place (Airbnb, 2016).

Apple: The Human Family –  
Shot on iPhone

The spot from Apple builds on its ‘Shot on iPhone’ 
campaign, created to “highlight that no matter 
where we come from, we are more alike than 
unalike.” Narrated by poet Maya Angelou, it 
features images of people from all over the world 
– all shot on iPhone, of course. Not only does it 
communicate a humanitarian message, it also 
highlights that no matter where we come from, we 
all know what an iPhone is.

There are more than a billion Apple devices in 
active use across the world (The Verge, 2016).

SEAMLESS 
SYSTEMS

https://www.youtube.com/watch?v=Gu6vmNz-PhE
http://www.canvas8.com/content/2015/12/17/windows-ten.html
https://www.youtube.com/watch?v=1AtjOKph7-k
https://www.airbnb.co.uk/press/news/airbnb-launches-new-products-to-inspire-people-to-live-there
https://www.youtube.com/watch?v=ztMfBZvZF_Y
http://www.theverge.com/2016/1/26/10835748/apple-devices-active-1-billion-iphone-ipad-ios
https://www.youtube.com/watch?v=Gu6vmNz-PhE
https://www.youtube.com/watch?v=1AtjOKph7-k
https://www.youtube.com/watch?v=ztMfBZvZF_Y
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SOCIAL 
MEDIA
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AUTOMATION

Social automation opportunities for brands have never been greater – from social 
scheduling tools through to Facebook messenger bots, there are opportunities to 
automate at every turn. 

Automation can seem scary and counter-intuitive in a social environment, but we believe automation 
is fundamental to saving time and ploughing resource into great strategy and content. Invest in 
automation to free-up brain power.

KEY THEMES

SMART SCHEDULING AUTOMATION

Smart scheduling tools such as Mav Social will automatically re-share your top performing content 
when there is a gap in content schedules. It will optimise the content scheduled to go out at the right 

time based on audience engagement.

PREDICTIVE ANALYTICS

Predictive analytics exist in tools like Social Bakers. These tools can predict the content that will 
generate the greatest organic reach and will, in turn, automatically invest post boost spend to 
maximise the reach of that post before it’s even reached its potential.

MESSENGER BOTS 

By the end of 2017 there will be as many people on Messenger (currently 900 million) as Facebook 
(1.674 billion). Developers have been furiously creating Facebook ‘conversation URLs’ to talk with 
11,000 bots in total, all housed on the Messenger Platform, which was released at the F8 conference. 
The marketing potential of messenger bots for brands is getting greater and greater. 

SOCIAL  
MEDIA

http://mavsocial.com/
https://www.socialbakers.com/
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SOCIAL  
MEDIA EMPLOYEE ADVOCACY

Influencer programs are not new, but something we believe we will see more of in 2017 
are influencer programmes which begin at home: employee social advocacy. 

Employee social advocacy programmes have grown by 191% since 2013. To date, the opportunity they 
provide to gain increased social share of voice and online visibility of a brand can be overlooked by 
organisations who, instead, focus on exposure from third-party sources.

KEY THEMES
We believe there are five elements which make up the most successful employee social advocacy 
programmes. A combination of these will move the dial, from employees sharing ad-hoc #joblove 
moments to actually strengthening the reach of brands within social.

ON-BOARDING PROCESS – making social a 
priority with new-starters, on-boarding them with 
the social culture of the organisation

SOCIAL MEDIA GUIDELINES – strengthen the  
on-boarding process, and the ability to engage 
with existing employees, with guidelines (always 
great in print, so they have a physical presence  
in the office)

SOCIAL LEADERS – senior social media leaders 
need to head up employee advocacy. They need 
to practice what the guide preaches

CREATE ADVOCACY MISSIONS - so it’s really 
easy to communicate the ‘company line’ on an 
innovation or new product launch. This will make it 
much easier to share

FIND A COLLABORATION TOOL - tools such as 
Hootsuite Amplify make it easy for employees to 
share approved social media messages. Take a 
look at the Hootsuite Top Golf example to learn 
more about collaboration tools on the next slide

https://www.socialmediaexplorer.com/content-sections/tools-and-tips/5-trends-will-transform-social-media-2017/
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SOCIAL  
MEDIA CONVERGED SOCIAL

We couldn’t write an update without including the converged social theme, namely the 
acquisition by Microsoft of LinkedIn for $26.3 billion.

In the statement made by Satya Nadella when the acquisition happened, he hinted towards the types 
of opportunities digital marketers might be able to benefit from in the near future: 

“[By combining LinkedIn with Microsoft it will be] … possible for new experiences such as a LinkedIn newsfeed 
that serves up articles based on the project you are working on and Office suggesting an expert to connect 
with via LinkedIn to help with a task you’re trying to complete. As these experiences get more intelligent and 
delightful, the LinkedIn and Office 365 engagement will grow. And, in turn, new opportunities will be created 
for monetization through individual and organization subscriptions and targeted advertising.”

KEY THEMES
What predictions have been made thus far on the convergence of these platforms that will benefit 
digital marketers?

PERSONALISED BING ADS

Bing has recently made some headway into 
Google’s search market domination, capturing 
20% of the market in April. We believe the next 
natural move will see Bing showing targeted 
advertising to logged in LinkedIn members.

RETARGETING IMPROVEMENTS

The potential to merge Bing search history with 
LinkedIn’s ad platform might mean improved 
retargeting for LinkedIn display ads across 
Microsoft platforms. 

LINKEDIN SPONSORED UPDATES PLACEMENTS 

LinkedIn’s sponsored updates advertising allow 
businesses to target that platform’s members with 
native content marketing campaigns. Access to 
Microsoft’s wide suite of products could massively 
increase the reach of these campaigns (consider 
placement siting within Outlook, Word, MSN, 
Skype etc.). 

http://www.crn.com/news/cloud/300081018/partners-microsofts-linkedin-acquisition-will-have-big-implications-for-office-365-dynamics-crm-social-media-integration.htm
http://searchengineland.com/bing-reaches-20-percent-search-milestone-in-us-market-218574
http://searchengineland.com/bing-reaches-20-percent-search-milestone-in-us-market-218574
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SOCIAL  
MEDIA LIVE VIDEO

By 2020, 75% of the world’s mobile traffic will be video, according to an 
ambitious estimate by networking-equipment maker Cisco.

KEY THEMES
The Wall Street Journal highlights two genres of live video, useful when thinking about 
how your brand might be able to get involved:

MAINSTREAM MEDIA – live video from broadcast networks, newspapers, magazines 
and websites. This kind of content is more likely to exist on Facebook than Periscope.

MAINSTREET MEDIA – this is ‘real reality TV’, it’s the personal trainer providing health tips 
on his daily walk, the life coach giving advice from her office and the person who shares 
their dog going to sleep…

THERE ARE SIGNIFICANT CHALLENGES – The issue the WSJ highlights is that the quality 
of content coming from the first and second categories feels the same – raw/authentic/
homemade. Facebook has outlined it’s plans to improve production quality with new 
software and tools to allow for multiple cameras, filters, overlays etc. Watch out for this 
tech and consider budgeting for it in 2017.

The harder question, of course, is what to broadcast. On the next slide, we’ve selected 
two examples of live video with a strong user case. We’re hoping for more of this in 2017 
and fewer dogs falling asleep on the sofa!

http://www.cisco.com/c/en/us/solutions/collateral/service-provider/visual-networking-index-vni/mobile-white-paper-c11-520862.html
https://uk.finance.yahoo.com/q?s=CSCO
http://www.wsj.com/articles/live-video-what-to-know-about-social-medias-latest-craze-1461691861
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SOCIAL  
MEDIA PAID SOCIAL INNOVATIONS

In this final section we explore two innovations on paid social that will draw 
our attention in 2017.

KEY THEMES

OBJECT-BASED TARGETING –  

SNAPCHAT HAS FILED FOR THE PATENT

This tech will allow advertisers to target users based on what is visible through their 
camera, instead of targeting users because they have shown previous interest. Imagine 
drinking your Starbucks coffee and Snapchat serving you a filter because you have 
coffee in front of you.

INFRARED CAMERA ADVERTISING –  

APPLE HAS FILED FOR THE PATENT

To put it simply, Apple’s phones will use infrared light in the near future to send and 
receive data, or prompt your iPhone to behave a certain way. This tech means that 
advertisers will be able to distribute messaging to mobiles without the need for an 
internet connection through hubs.
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SOCIAL  
ANTHROPOLOGY
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Rehabilitating  
Humanism

SOCIAL  
ANTHROPOLOGY

Choices may tell us more than 
demographics do
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Understanding consumer preference is an 
enduring challenge – predicting future 
behaviour is even harder. Conventional 
marketing wisdom suggests that certain 
groups of people, defined by age, ethnicity, 
economic status, or gender, are likely to share 
traits that help us anticipate how others, 
with the same basic traits, might behave. 

However, recent shifts in anthropological research suggest 
that a reliance on demographics is ultimately misguided. 
Demographic projections largely rely on the assumption 
that individuals self-identify with the categories society gives 
them. Moreover, they are predicated upon the idea that 
these cohorts share cultural preferences and tendencies. 
Anthropologists have increasingly moved away from cultural 
determinism to emphasise individual human agency – what do 
a person’s choices say about the person they want to be?

Recent studies have shown that certain sets of personal choices 
are better predictors of future behaviour than demographic or 
culture-based models. To take advantage of this insight, businesses 
and brands need to develop a wholly new approach to market 
research and segmentation. Looking for commonly co-occurring 
life choices in repeat high-value customers is likely to enable 
more effective targeting than casting a wide net to include an 
entire (however finely sliced) demographic cohort.  For instance, 
a boutique fashion brand might be better served by targeting 
childless-by-choice, Vogue subscribers – regardless of gender, 
age, or social class – than they would be millennial women. 

SummaryREHABILIATATIG 
HUMANISM

http://scholar.harvard.edu/files/kristenghodsee/files/what_is_humanistic_anthropology.pdf?m=1442785330
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‘Tell me what you eat, and  
I will tell you what you are.’  
Jean Anthelme Brillat-Savarin

What we eat communicates to others our beliefs, cultural and social 
backgrounds, and experiences. It’s not just that we are what we eat, 
in a world of increasingly infinite choice, what we eat constructs who 
we are. Vegetarian, paleo, vegan, pescatarian, halal, gluten free, 
organic – these dietary choices are defined by their rejection of some 
aspect of our inherent omnivorism. There are many reasons why we 
exclude foods from our diet, from basic health needs to deep cultural 
and religious beliefs, but the choices we make are also a reflection 
of who we are or want to be. The identity we cultivate through food 
choices is also a powerful predictor of other life choices. For instance, 
vegetarians are much more likely than meat eaters to consider a 
broad range of ethical criteria across their shopping baskets, such 
as recyclable packaging, sustainable production, fair trade, carbon 
rating, food miles and also organic food. Vegetarians are also 
27% more likely to buy vitamin and mineral supplements than non-
vegetarians (MMR Research Worldwide – Vegetarian Survey 2010). 

Whilst the link between vegetarianism and eating ethically is 
perhaps an obvious one, thinking of consumers as an amalgam of life 
choices often turns up surprising correlations. For instance, one recent 
study suggests a strong correlation between vegetarian diet and the 
use of mood stabilizing medication.

Example 1 REHABILIATATIG 
HUMANISM

http://ijbnpa.biomedcentral.com/articles/10.1186/1479-5868-9-67
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Childless-by-choice consumers 
are on the rise, but they don’t fit 
neatly into any demographic

A small, but growing, population of childless-by-choice 
individuals are creating huge opportunities for luxury and boutique 
brands. However, they are notoriously difficult to target through 
traditional demographic work. Women in this choice-cohort 
have largely been the focus of trend pieces because they defy 
gender norms. However, childless-by-choice women cross-cut 
several traditional age cohorts – millennial, Generation X, and 
even baby boomers. The strongest co-occurring choice is higher 
education, for both men and women. Data from the Pew Research 
Center in America suggests that, “the most educated women 
still are among the most likely never to have had a child.” 

Rather than focusing on which group of men and women 
are the least likely to have children, we might instead look at 
other co-occurring choices, and what they tell us about the 
kind of identity a person cultivates through choosing to remain 
childless. For instance, childless-by-choice woman are also 
likely to take spontaneous holidays and make luxury purchases. 
These choices speak to a person who prizes independence 
and freedom – qualities that are much better able to help us 
predict future behaviours than current demographic data on 
college-educated women between the ages of 25 and 55. 

Example 2 REHABILIATATIG 
HUMANISM

http://www.pewsocialtrends.org/2010/06/25/childlessness-up-among-all-women-down-among-women-with-advanced-degrees
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What’s a cable?
Last year, Forrester released forecasts that by 2025, half of the 

adults under the age of 32 will not pay for TV. Though it would be 
tempting to assume this shift is driven largely by millennials, ultimately, 
an SNL Kagan MRG study in 2014 found that whilst the majority 
were indeed 18-24 years old, other age groups were represented 
rather evenly. So what is it that drives the choice to cut the cord? 
Whilst many have suggested cost, others have pointed out mobility as 
a core factor – Netflix can be accessed from anywhere, the beach, 
the bus, or a friend’s house. This speaks to the desire for on-demand 
entertainment – no need to wait for scheduled programmes or suffer 
through commercials. Moreover, a recent Netflix study found that 
‘binge watching’ certain shows is the new normal. Taken together, this 
data suggests that cord-cutters consciously seek out content, but they 
choose a platform that allows them to access that content when it 
suits them. 

What does that tell us about cord-cutters as consumers? They might 
not be driven by cost alone but rather convenience and quality. 

Example 3REHABILIATATIG 
HUMANISM

http://blogs.forrester.com/james_mcquivey/15-10-07-by_2025_50_of_adults_under_age_32_will_not_pay_for_tv
http://go.snl.com/rs/snlfinanciallc/images/SNLKaganMRG_CordCutters.PDF?mkt_tok=3RkMMJWWfF9wsRoksq3Pcu%2FhmjTEU5z17u0vXKKzlMI%2F0ER3fOvrPUfGjI4ASctqNa%2BTFAwTG5toziV8R7DNLM1wy8YQWhPh
https://media.netflix.com/en/press-releases/netflix-binge-new-binge-scale-reveals-tv-series-we-devour-and-those-we-savor-1
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How can you incorporate a more humanistic approach into your 
business strategy?

 �  Look for data that tells you ‘why’ not ‘who’ – thousands of data points on 
what kind of person buys your product are less useful than a hundred data 
points that provide insight into what went into the choice to buy.

 �  Rather than relying on traditional demographic profiles, move toward co-occurring 
choice clusters – this means broadening your view of what constitutes a cohort. 

 �  Ethnographic research can help identify co-occurring choices – it may take a bit longer  
than a survey, but ethnographic research (the kind championed by anthropologists)  
helps to detect unobvious patterns in the everyday. These are the clusters of  
co-occurring choices that might hold major insight into your consumer’s future behaviours.

Working  
the Trend

REHABILIATATIG 
HUMANISM

http://www.eu.wiley.com/WileyCDA/WileyTitle/productCd-0745661505.html
http://www.eu.wiley.com/WileyCDA/WileyTitle/productCd-0745661505.html
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Homo  
Economicus

SOCIAL  
ANTHROPOLOGY

Is there more to say about the 
‘ethical’ consumer?
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Few people seem to know that the popular Occupy 
Wall street slogan, “we are the 99%”, was coined by 
an economic anthropologist named David Graeber. 

For many, anthropology and economics are unlikely bedfellows. 
However, anthropologists have increasingly inserted themselves into 
economics in an attempt to problematise Rational Choice Theory – the 
theory that individuals always make prudent and logical decisions, and 
that these decisions provide them with the greatest benefit or satisfaction. 
This supposedly rational, self-maximising consumer is often referred to as 
‘Homo Economicus’.

Economic anthropologists have demonstrated that in some societies 
and social groups, the choices people make regarding production and 
exchange of goods follow patterns of reciprocity which differ sharply 
from what the Homo Economicus model postulates. Such systems have 
been termed ‘gift economies’ rather than market economy. Whilst some 
brand and marketing agencies have begun to look at gift economy as a 
means of understanding things like brand loyalty, these approaches often 
over-emphasise social relations and impoverish the ethical dimensions of 
economic behaviours. Gift economy is certainly about social relationships, 
but it’s also a reflection of a society that values social cohesion over 
individual gain. 

In Europe and the Americas, the private sector tends to employ the 
term ‘ethical’ in only two ways: 1) to fair business practices, specifically the 
treatment of workers; and 2) in the context of environmental awareness. 
Only occasionally is ‘ethical’ used in relation to the fair payment of tax 
and participation in the local economies of lower-income countries where 
many goods are fabricated. This glosses over the actual ethical questions 
at play, as well as the ways in which individuals value various – and 
sometimes competing – ethical objectives. 

SummaryHOMO  
ECONOMICUS



TRENDS & INSIGHTS DIGEST | OCTOBER 2016 | VOL 4

Making Love in  
Supermarkets 

Danny Miller, an economic anthropologist, has 
studied the ethics of consumer behavior across many 
mediums. Notably, his 2008 ethnography of grocery 
shoppers suggested that the choices women, in 
particular, make at the grocery store are as much 
driven by their attempts to demonstrate love and 
caring for their children and spouses as they are 
driven by need, trends, or economics. Many women, 
Miller found, make their choices in such a way as to 
reflect the preferences of their loved ones; they buy 
unnecessary items that they believe reflect their care 
and attentiveness to their family’s needs. In short, 
these women’s consumer behaviours reflect a desire 
to be a good carer, which is in turn linked indelibly 
to these women’s sense of being a good person. The 
value women place on showing love outweighs other 
values they also held – such as financial prudence. 

Example 1 HOMO  
ECONOMICUS

http://www.paulos.net/teaching/2010/BID/site/wp-content/uploads/2010/03/shopping.pdf
http://www.paulos.net/teaching/2010/BID/site/wp-content/uploads/2010/03/shopping.pdf
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Fair tax
A decade ago the primary concern, of some ‘ethical’ consumers, 

was the treatment of workers in factories abroad. As a result, ‘Fair 
trade’ became a veritable movement of ethical concerns over the 
exploitation of the global poor. In the wake of recent  
anti-corporate movements across Europe and the Americas, 
consumers have turned their attention to companies that exploit 
tax loopholes in foreign countries in an attempt to cut costs. Take, 
for instance, Facebook, who are facing mass criticism of its routing 
ad revenues through Ireland, rather than the UK, and the 2016 
agreement to restructure the company’s European business in order 
to pay its fair share. Growing ethical concerns over the undue 
influence of corporations in government, and general distrust of 
corporations in Europe and the Americas, has led several brands 
to capitalise on their tax histories, finding it pays to pay their fair 
share. Lush Cosmetics, for instance, was the first UK high street 
retailer to be certified ‘fair tax’. 

Example 2 HOMO  
ECONOMICUS

http://www.fairtaxmark.net/lush-cosmetics-limited/
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From ‘Ethical Consumerism’ 
to ‘Political Consumption’

It should not be surprising that political choices 
are exercised at both the ballot box and the 
bank account.  Through a survey of attitudes and 
behaviour in Britain, Pattie et al (2003) found that 
people who engage in what they call ‘individualistic 
activism’ (e.g. selective purchasing) are just as likely 
to engage in ‘contact activism’ (e.g. letter writing) or 
‘collective activism’ (e.g. meeting attending). Through 
a survey of what-to-buy guides, Clarke, Barnett et al 
(2006) found that authors tend to present political 
consumption less as a substitute for other forms of 
political participation and more as a supplement. 

Example 3HOMO  
ECONOMICUS

http://pa.oxfordjournals.org/content/56/4/616.short
http://eprints.soton.ac.uk/64186/1/From_ethical_consumerism_FAVPPR.pdf
http://eprints.soton.ac.uk/64186/1/From_ethical_consumerism_FAVPPR.pdf
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Ethical is not a blanket term

Ethics is plural and consumers have to navigate between sometimes competing (or even conflicting) 
ethical objectives. Learning to differentiate between those who prioritise environmentalism over fair 
trade, and fair tax over animal cruelty, will more effectively help to inoculate businesses from falling  
foul of political consumption movements.

 �  Don’t limit yourself to seeing only the emotional relationship between the product 
and consumer. Consider the ways products connect or repel people to and from 
one another. How does a product work as an intermediary between people?

 �  ‘Empower’ could be a key word for several years to come. How can your business empower 
consumers in their lives as social or environmental activists, as concerned citizens?

 �  ‘Fair’ will be another buzzword in coming years. Level the playing field, create a sense 
of openness and transparency, and your brand might see significant returns. 

Working  
the Trend

HOMO  
ECONOMICUS

http://strikemag.org/bullshit-jobs/
http://utpress.utexas.edu/index.php/books/chiant
http://eu.wiley.com/WileyCDA/WileyTitle/productCd-0745667910.html
http://strikemag.org/bullshit-jobs/
http://utpress.utexas.edu/index.php/books/chiant 
http://www.paulos.net/teaching/2010/BID/site/wp-content/uploads/2010/03/shopping.pdf
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Business in the 
Anthropocene

SOCIAL  
ANTHROPOLOGY

Can Actor-network theory help us 
prepare for the future?
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Anthropology has long been interested in the 
points of contact between humans and science, 
technology and environment. As we enter 
the Anthropocene (the era of human-altered 
environment), the nature of these relationships 
becomes especially pertinent. 

Anthropologists have begun looking at non-human actors (such as 
plants, animals, machines, and the environment) as though they were 
agentive in their own right. For instance, Michel Callon and Bruno 
Latour developed Actor–network theory (ANT), which treats these 
non-human objects as part of social networks. Though early work 
focused on understanding processes of innovation and knowledge-
creation in science and technology, ANT has been used to explore 
everything from the normalisation of pasteurisation, to seemingly 
irrational behaviours in the stock market.

Though theorists and scholars have historically looked at the 
impact of human action on objects or things, increasingly it has 
become clear that the nature of a thing (e.g. social media, global 
pandemics, or climate change) can influence human sociality, culture, 
decision-making, and, in some instances, evolution. The ability 
to anticipate human behaviour and preference in the future, is 
largely determined by our capacity to accurately define the nature 
of relationships between humans and non-human actors. This is 
increasingly pertinent as society edges closer to various forms of 
automation. For instance, how will the road safety ‘decisions’ made 
by autopiloted cars affect future traffic laws, the driver’s education 
industry, or the provision of driver’s licenses? ANT offers a novel 
means of exploring the ways our relationships to things change over 
time and how the nature of those things affects our social behaviours.

SummaryBUSINESS IN THE  
ANTHROPOCENE
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Assembling an Economic Actor
In a study of an emerging market hedgefund, Ian Hardie and Donald 

MacKenzie argue that administrative workers, traders and the investment 
algorithms they develop and favour, together with the software they use 
all functioned as a social ecosystem that influenced the way the business 
approached decision-making. 

Their use of ANT in the study aided in directing the 2006 research 
toward ‘the conditions of possibility’ of economic actors: the often-
ignored infrastructure that enables them to be the actors they are. The 
real-time interconnection of trade-capture and other systems makes it 
possible to standardise, automate and risk-manage administrative and 
prime-brokerage services, which can be supplied on an industrial scale 
relatively cheaply. A smoothly-functioning infrastructure is normally 
invisible: however, in the wider hedge-fund world infrastructural issues 
can suddenly limit a fund’s ability to compete. 

As already noted, historically financial theory posits (for the purposes 
of modelling) an investor who is completely rational, but ANT challenges 
this assumption. Rather, ANT views investors as individuals constrained by 
systematic cognitive biases. One such bias is a systematic tendency to 
behave differently in situations of perceived gain (in which many subjects 
become risk-averse, unwilling to take the chance of losing what they have 
won) and perceived loss, in which the propensity is to gamble to recoup 
the loss. For traders, the temptation is to avoid making a loss ‘real’ by 
liquidating a loss-bearing position, but to continue doggedly to hold it – in 
the jargon of trading, to become ‘married’ to it – in the hope it recovers 
(Fenton-O’Creevy, Nicholson, Soane, and Willman 2005).

Example 1 BUSINESS IN THE  
ANTHROPOCENE

http://www.sociology.ed.ac.uk/__data/assets/pdf_file/0014/3416/AssemblinganEconomicActor.pdf
http://www.sjdm.org/dmidi/Risk_Propensity_Scale.html


TRENDS & INSIGHTS DIGEST | OCTOBER 2016 | VOL 4

Topologies of Climate Change
Fifty years ago there was hardly any sense of a ‘global 

environment’. Today, however, the phrase ‘global environmental 
change’ is common parlance. The list of global environmental 
threats is familiar: deforestation, desertification, ozone layer 
depletion, biodiversity loss, flooding, and, of course, climate 
change. And yet, the most visible global coordinated response to 
climate change – the reduction of carbon emissions through carbon 
tax, trades, or caps – makes clear the difficulties of conceptualising 
carbon emissions, more generally. Just as we would not know 
about the existence and impacts of climate change without the 
aid of computer simulations, action on carbon emissions is entirely 
dependent on a series of technologies: those that track and 
measure outputs at the source, to the systems that would mimic 
financial markets for trade and tax, to the international laws and 
agreements in place that allow for cooperative action. Human-
driven technologies at once define climate change (in their ability 
to map and measure it) and present the solution to managing 
climate change impacts. And yet, acceptance of climate change is 
not universal but, rather, political. Understanding the relationships 
between human behaviour, monitoring technologies, emissions 
trading markets – as though each were able to individually affect 
the system – helps to anticipate what form an economy of green 
jobs might take, and the types of people that would participate in 
it, as well as those that will be spoilers.

Example 2 BUSINESS IN THE  
ANTHROPOCENE

http://www2.warwick.ac.uk/fac/soc/wbs/research/ikon/people/davidenicolini/gherardinicolini_actor_network_and_enterpreneus.pdf
http://www2.warwick.ac.uk/fac/soc/wbs/research/ikon/people/davidenicolini/gherardinicolini_actor_network_and_enterpreneus.pdf
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How to understand all the relevant actors

 �  Don’t discount the nature of a product or service. Emotional brand equities 
are well and good, but functional equities still matter – a lot. 

 �  Think in systems – systems thinking allows us to identify causal relationships that might 
otherwise be hidden or obscured. Understanding the system will help anticipate the 
ripple effect of changes, including rebranding, price changes, or even legal troubles.  

 �  Simply put – we’ve reached a point-of-no-return. Recycled messages about 
environmental stewardship will ring false to consumers in the know. Now 
is the time to look for an entirely new environmental paradigm.

 �  ‘Cold’, ‘clean’, or ‘sterile’ tech language may create discomfort in all but niche 
populations. Look for an emphasis on human-centred technologies. 

 �  Cluster messaging will be a new area to explore. Groups of seemingly 
disparate ideas can be used to powerfully communicate the role of a 
brand or service across a variety of needs and experiences. 

Working  
the Trend

BUSINESS IN THE  
ANTHROPOCENE

http://thebreakthrough.org/index.php/journal/past-issues/issue-2/love-your-monsters%20
http://thebreakthrough.org/index.php/journal/past-issues/issue-2/love-your-monsters
http://thebreakthrough.org/index.php/journal/past-issues/issue-2/love-your-monsters
http://thebreakthrough.org/index.php/journal/past-issues/issue-2/love-your-monsters 


TRENDS & INSIGHTS DIGEST | OCTOBER 2016 | VOL 4

LEGAL & 
IP TRENDS



TRENDS & INSIGHTS DIGEST | OCTOBER 2016 | VOL 4

LEGAL & 
IP TRENDS Are you ready to be cyber-attacked? 

Two-thirds of UK firms detected a cyber-attack in the last 12 months, according to  
UK government stats. 

Of those, a quarter recorded an attack at least once a month. Yahoo! recently revealed in 2014 that it suffered 
the largest publicly disclosed cyber-breach in history, with some 500 million users having their data accessed.  

The cost of an attack. In today’s hyper-reactive market, 
cyber-attacks don’t even have to be particularly 
successful to cause long-lasting and potentially irreparable 
reputational damage. TalkTalk announced that it lost 
101,000 customers and suffered costs of £60m as a 
consequence of the cyber-attack it suffered in October 
2015, which affected 157,000 customers. In the fallout, 
Harding admitted the company under-estimated the 
threat posed to their (and their customers’) cyber-security. 

Nearly a year on from the TalkTalk attack, governmental 
bodies are increasingly taking pre-emptive measures 
towards cyber security. GCHQ, through the new National 
Cyber Security Centre (launched in October 2016), has 
revealed plans to create a “Great British Firewall” to try 
and combat the exponentially growing number of serious 
cyber-attacks that threaten British companies each year. 
The scheme involves introducing more sophisticated 
domain name system filters to block malicious websites 
and prevent unwanted content or spam as well as 
automated detection and response systems to spike the 
wheels of ’commodity’ attacks where hundreds of spam 
emails are sent indiscriminately in the hopes of one or two 
successfully infiltrating email servers of victims. 

How to prepare. Businesses must ensure their security 
processes are approved and tested regularly by experts. 
When seeking to understand business vulnerabilities, 
particular thought should be given to how to protect 
(a) customers’ and employees’ personal data; and (b) 
company confidential information, trade secrets and 
intellectual property. Second, attack should be prepared 
for: individuals should be delegated with particular 
responsibilities; clear reporting chains should be 
determined so decisions can be made quickly; and swift, 
failsafe processes should be in place to limit damage.

Having an effective security incident response plan 
can mitigate the attack’s impact, clean up affected 
systems and get the business back up and running as 
quickly possible. In the event of a successful attack 
however, organisations should bear in mind that outside 
support is available and should be sought. Of particular 
consideration should be the Cyber Incident Response 
services offered by companies certified by CREST, which 
will be able to put in place measures to halt on-going 
attacks, to try and regain lost data and ultimately, to 
pursue the attackers. 

http://www.bbc.co.uk/news/business-34743185
http://www.ft.com/cms/s/0/85549652-79d1-11e6-97ae-647294649b28.html#axzz4LeZoOg3p
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IP Enforcement 2020 
UK Government has identified Intellectual Property will be a key theme in lead up to 2020.

As part of its efforts to ensure the UK remains an innovation hub, the government has pledged to maintain and 
enhance the UK intellectual property (IP) regime and has been working closely with partners in industry and law 
enforcement to address infringement and counterfeiting issues. Some of their initiatives include: 

Enforcement: The UK Intellectual Property Office’s (IPO) 
report “Supporting Innovation: IP Enforcement 2020” 
was published in May 2016. Key priorities for Parliament 
to consider include making it easier to get injunctions 
on content-infringing websites, a better notice and 
takedown system and better reporting and education 
on IP enforcement.

Administration: The IPO remains one of the fastest 
examination offices in the world, with time to first 
examination at around 10 days, and 99.4% of 
examinations being correctly decided. The IPO is 
currently developing a totally digital patent application 
system, alongside a new system that will allow brand 
owners to manage all UK IP registrations through a 
single point of entry. This will increase efficiency for 
brand owners by enabling easier portfolio management.

Designs: The government has committed to joining the 
World Intellectual Property Office’s Hague System for 
international design registration before we exit the EU. 
This will ensure UK designers can register their designs in 
many countries with a single application.

Litigation: The government has recognised views in 
some quarters that the law on unjustified threats is too 
complex and stifling business. An unjustified threat is 
made when a party attempts to shut down a legimate 
business activity by threatening to sue based on 
patents, trade marks or designs (note: not copyright 
at the moment) without a valid basis for doing so, for 
instance, because the act complained of is not infringing, 
or because the rights relied upon were themselves 
invalid. The Intellectual Property (Unjustified Threats) Bill 
was introduced to the House of Lords in May in efforts 
to make the law clearer, more consistent and more 
supportive of reaching a negotiated settlement, saving 
the cost of litigation.

LEGAL & 
IP TRENDS
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Cartier and Tommy Hilfiger fashion  
new IP remedies
The courts have recently used creative injunctive powers to force ISPs and market owners to block 
access to websites and traders infringing intellectual property rights.

In a highly significant recent judgment the High Court 
has, for the first time, granted an injunction against 
various Internet service providers (ISPs) forcing them to 
block trade mark infringing websites. 

The case related to various websites that were being 
used to market counterfeit goods. Rather than targeting 
the website operators, who were out of the jurisdiction 
and/or uncontactable, Cartier and its parent owner, 
Richemont International SA, sought to force the UK’s 
largest ISPs to block access to those infringing websites. 

Historically, copyright holders have been able to 
rely on a statutory provision which granted the Court 
a right to force intermediary ISPs to block access to 
copyright-infringing websites. By contrast, there is no 
statutory equivalent in the trade mark legislation. This 
case is therefore remarkable insofar as it is the first time 
the Court has granted this type of injunction under its 
inherent jurisdiction and discretion. 

In a subsequent decision, the Court made clear this 
type of remedy is available for all intellectual property 
rights, not just trade marks and copyright. 

Tommy Hilfiger has also recently taken this a step 
further in a case against Delta Center, a street 
market in Prague which was hosting trader stalls selling 
counterfeit branded goods. This ruling obliged the 
market place owner to put an end to its relationship 
with the counterfeit sellers and ensure that in future they 
would not grant space to such traders. 

These rulings demonstrate the Courts are increasingly 
willing to be creative in their use of their wide injunctive 
powers to prevent IP infringements. This is excellent news 
for brand owners and the creative industries, as it is 
likely to make it much easier for them to act against 
entities infringing their rights. 

LEGAL & 
IP TRENDS
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LEGAL & 
IP TRENDS Post-Brexit: the IP implications 

The vote to leave the EU in June marked the beginning of a period of significant uncertainty  
for brand-owners. 

With the UK not due to begin formal negotiations for leaving until 2017 Brexit is unlikely to happen before 2019, 
even then there are likely to be transitional arrangements before fully leaving. That said, brand owners should 
immediately start considering their IP portfolio and how it might be impacted. In particular, the UKIPO is currently 
publicly consulting on the impact of Brexit before it has to provide a report and advise the Secretary of State for 
exiting the European Union in December 2016. If your business has strong views about particular IP rights you should 
urgently feed in to this consultation process. 

The key terms summarised: 

Trade marks: European trade mark law is harmonized 
across the EU, so will inevitably have to change. It is 
likely EU trade marks will cease to have effect in the 
UK post-Brexit without arrangements to extend their 
validity in the UK. Conversely, since EU trade marks 
must actually be used to be kept valid, those marks that 
have only been used in the UK may be vulnerable to 
revocation once Brexit actually happens. 

Designs: A similar position exists with designs, although 
the UK government has committed to joining the Hague 
System for international design registrations pre-Brexit, 
which UK designers currently enjoy as being in the 
EU. The unregistered design system is a concern – for 
instance, UK designers who exhibit their designs only in 
the UK (such as those at London Fashion Week) would 
no longer be able to use that to get pan-EU protection. 
Equally, European designers exhibiting in the UK may 
lose the rights to enforce in the UK. 

Litigation: Without special arrangements, the UK courts 
will not be able to grant pan-European rulings, which 
may make them less useful for brand owners enforcing 
IP rights. While the UK would be likely to join other 
international agreements, enforcement remedies such as 
temporary injunctions and freezing orders would likely 
remain difficult to enforce across borders. 

Copyright/database rights: Absent any changes to the 
sui generis database right that might be forthcoming, 
Brexit will mean that UK-created databases are no 
longer protected in the EU. There will also need to be 
wide-ranging changes if the UK is to remain part of 
the Digital Single Market discussions, e.g. regulatory 
passporting rights, mandatory collective licensing for 
retransmission and content portability.
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Canvas8 are the UK’s leading behavioural insights practice. 
With a deep understanding of how consumers behave and 
think, and expertise that span five continents and twelve 
sectors, their insights inspire innovation across some of the 
world’s leading agencies, brands and organisations.

Delivering their unique perspective through an online library 
and bespoke consultancy, Canvas8 is an unparalleled resource 
that enables brands to develop ideas and strategies that 
resonate with their audience.

If you would like to find out how any of the behaviours in this 
summary are shaping consumer culture and influencing your 
brand then please get in touch with Jerome to find out more.

Jerome Linder, Client Services Director 
jerome@canvas8.com  |  020 7377 8585  |  www.canvas8.com

eight&four are a specialist digital agency working in the Travel, 
Hospitality and Education sectors. They help their clients map their 
customers’ complicated, multi-channel online decision making – 
allowing them to target their digital activity effectively.

This includes using digital channels and technology to enable 
brand owners to accurately seek out their target customers online, 
deliver the content and brand messages which resonate and carve 
out the most appropriate paths for conversion.

Their work predominates across surrendered User intent (search 
engine marketing) and saturated demographic information (social 
media). The continuing convergence of these two mediums, for 
example the arrival of Facebook M, is their heartland.

eight&four’s Social and Search teams are supported by specialist 
Digital Creatives and Developers who work to appropriately 
present brands within social and paid search contexts. Their client 
base includes Melia Hotels International, De Montfort University 
and Pernod Ricard.

Find out how eight&four can help map your customer’s digital 
journeys – hello@eightandfour.com | 020 7612 1184.

mailto:hello@eightandfour.com
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Olswang is a full-service, international law firm recognised 
for its deep industry expertise, especially in Technology, 
Media and Telecoms. Olswang has also established a 
commanding reputation in a wide range of other industries, 
from Real Estate to Retail and Life Sciences to Leisure. It prides 
itself on its innovative approach to legal services and bringing 
insight and influence to its clients.

Olswang’s network of offices spans Belgium, France, 
Germany, Spain, the UK and Singapore, and together with its 
‘best friends’ network of leading independent law firms, enables 
it to advise clients across EMEA, the US and South-East Asia.

Intellectual property sits at the heart of much of its work. 
Olswang has over 120 solicitors, barristers and patent and 
trade mark attorneys in our dedicated international IP team. 
For more information about the IP Trends articles in this 
publication (or indeed any other matters), please contact Joel 
Vertes on 020 7067 3133 or joel.vertes@olswang.com.

Melyn Mckay Heckelman is a sociocultural anthropologist 
with practical expertise in helping businesses understand 
hard-to-reach ‘human factors’. With deep experience in brand 
and marketing on both sides of the Atlantic, Melyn has lived 
and worked in her native USA as well as France, Morocco, 
Netherlands, China, Burundi, Lebanon, South Sudan, Nepal, 
and Myanmar.

She is an alumna of Ogilvy in San Francisco and Chicago 
and, now settled in Southeast Asia, writes prolifically for both 
business publications and academic journals.

Melyn is a partner at Monticello, a strategy consultancy, 
partnering with its clients across Brand, Culture and Digital to 
help make their businesses fit for the 21st Century.

mailto:joel.vertes@olswang.com
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