Trends Research
Discover the future

“The only
constant in life is
change.”
Heraclitus
One thing is for certain. Markets
change:

•
•
•
•

New
New
New
New

technology is developed.
competitors emerge.
opportunities appear.
threats arise.

Understanding emerging trends
and how they will affect you will
help you to plan effectively for the
future.
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Why do you need to
understand future trends?
It may seem an obvious question, but actually
there are many different reasons why you might
need to think about what’s going to happen in the
future:
• Perhaps you need to develop a new product
that aligns with future market needs?
• Or maybe you need to understand the impact
of new technology on your market & how you
should respond?
• Or perhaps you want to learn how changing
social attitudes or cultural change might offer
new opportunities?
There could be many other reasons as well. That is
why it is important for us to start by ensuring we
understand your situation and your goals.
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This gives us the context in which we frame our
investigation and, critically, it tells us how your
business needs to make use of the information we
discover.

Our approach

1.

2.

3.

4.

Understand
your situation

Audit of
potential
emerging trends

Determine which
trends will be
significant

Define what this
means for you –
Opportunities +
Threats

Our design approach
We always start by getting to fully
understand your needs:
• It’s important to ensure we get a full
brief from your key people.
• So that we understand what you need
to discover about the market.
• And we can make full use of existing
knowledge in your organisation.
• And ensure we get full buy-in from key
stakeholders early on.
• That way we get the clearest possible
picture of:
a) what your business already knows,
and…
b) what it needs to find out.

Second, we need to conduct a wide ranging audit
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We cast our net wide because trends can emerge
from the interplay of many different factors
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Pandemics

?
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How might we approach our audit?
There are a number of sources/approaches we might use:
Reviewing & curating existing sources: A wealth of information exists on the
internet. By exploring and distilling relevant sources such as the media, forums and
discussion boards, social media feeds from key influencers, government and corporate
websites, trade bodies and professional bodies etc we can build up a broad picture of a
wide range of emerging issues and factors that have the potential to influence future
trends your market.
Qualitative research: In-depth conversations with groups of customers, technical
experts, opinion formers, industry commentators and policy influencers may reveal
important insight into what people are thinking, what aspirations they have and what
they think about new ideas and new concepts. This helps yield important clues into
what trends might prove significant, what barriers and challenges they might encounter
and what factors might stimulate accelerated change.

Formulating our
hypotheses
At the end of our audit we would propose a
number of hypotheses for testing –
identifying potential trends and key issues
for more detailed investigation.
In essence we will create a longlist of
possible outcomes; listing out reasons why
/ why not a particular factor may or may
not prove significant and what impact it
might have.
This will enable us to design the next phase
of our work, which will investigate specific
issues in a much more targeted way.
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Third, we need to determine which trends are
likely to be most significant
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Why do some new ideas,
concepts and technologies get
adopted and others not?
We are trying to predict the future. More often than not the
questions we are trying to answer relate to whether or not we
think a particular idea or a particular technical innovation will be
a game changer or not.
Are we looking at a genuine trend? Or just a fad? And, will a
broader cultural or social trend have implications for our
particular market or not?
To answer questions like this we first need to appreciate the
process by which new innovations are adopted.
Very few people had a Smartphone back in 2007, when the first
iPhone was first launched. Now consider how many people have
a Smartphone today.
Do you ever wonder how and why that revolutionary change
actually happened?
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The Diffusion of Innovations
In order to explain how new ideas and concepts
get adopted by a population, a social scientist
by the name Everett Rogers proposed the
theory of diffusion of innovations.
This theory observes that to begin with, only a
small number of people in a population will
adopt a new idea. As time goes by, the idea
becomes more popular as it spreads (or
“diffuses”) throughout an increasingly sizable
proportion of the population.
The key to understanding how this works is first
to acknowledge that markets are not
homogenous. That is to say that within all
markets you will find distinctly different groups
of people. These groups respond differently to
new ideas, new technology and new concepts.
This is because their mindsets are distinctly
different.

Rogers identified five mindsets:
• Innovators (the first to adopt): a tiny
proportion of the population. They are the
most adventurous and keenest to try out new
ideas.
• Early Adopters (next to adopt): Whilst not
willing to be amongst the very first, they are
keen to try out new ideas once they are
convinced the concept is good.
• Early Majority: Won’t take risks on new ideas
until they are sure of them but don’t like to
get left behind.
• Late Majority: Reluctant to try new things
until a significant number of their peers have
successfully tried it already.
• Laggards: Very change averse. They only
ever adopt new concepts after the majority.

Diffusion of innovations
100%

Level
of
adoption

Late Majority

Laggards

Maturing
Market

Mature
Market

Early
Majority

Innovators &
Early Adopters
- the first to embrace
new ideas

Young
Fast Growing
Market

Embryonic Market
0%

Time

Everett Rogers, 1962

The early stages of
concept adoption
We can see how this theory works in practice if we
think about what happens when a new technology
or a new product is launched in a market.
The first people to engage with it are a subset of
innovators we call expert influencers such as
journalists and industry commentators. They may
well include influential vloggers with large
followings. Brands are likely to target them to get
them to review new products and ideas.
As adoption spreads to a wider group of people,
more innovators and then early adopters start
picking up on the emerging trend.
They are more engaged with the market than their
peers. They have more expert knowledge and are
more confident in forming their own opinions. Their
confidence makes them more likely than their peers
to write reviews and provide ratings and
recommendations.
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They are therefore key Opinion Leaders.

Opinion Leaders are key people who determine
the success or failure of new products and ideas
OPINION LEADERS
Leaders (1st to adopt)
High category engagement
Expert category knowledge
More rational decision making
Independent opinion forming
High social influencing behaviour

Followers (last to adopt)
Low category engagement
Low category knowledge
Mainly emotional decision making
Strong herd mentality
Low social influencing behaviour

Why Opinion Leaders matter
• Opinion Leaders are therefore the first to engage with any
new idea, technology or trend in a market.

?

• In addition to playing a key role in the early stages of
adoption, they also play a critical role in disseminating
that idea and influencing others.
• They will write the greater majority of reviews,
recommendations and ratings for new products or ideas
(whether good or bad).
• New ideas do not become important new trends unless
these people adopt them and, critically, endorse them.
• Whether and how quickly the majority of the market
adopts a new trend is dependent on their endorsement.
• A key element in our approach is to understand who they
are and how they might respond to new ideas and
emerging trends.

Finally, we need to relate what we discover to
your specific situation
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What we deliver
We feedback our findings in a report form best suited to your
needs. In it we will:
Explain the key findings of the project. Creating a clear narrative that helps
you discover important insights about the market & highlights key emerging
trends that you need to be aware of.
Relate our findings to the specific circumstances of your own organisation;
outlining the potential opportunities and threats that they represent.
Recommending possible actions and strategies you might take.
Facilitate a suitable form of de-briefing to help your organisation to
disseminate the information and make practical use of it. Depending on
your needs; this might be anything from a simple de-brief presentation to a
more interactive workshop/brainstorming event.

Contact us for more information or discuss a
potential project
Paul Watts

Director
T: +44 (0) 7780 761 634
Paul.watts@synchronixresearch.com

