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I once worked with a company who committed to making the smallest phones in the world. They 
were responding to what seemed a trend for ever smaller devices. But what people were really 
seeking was convenience, and trading screen real estate to make room in purses and pockets was a 
complex trade-off. The company had misread a trend, formed a strategy around it, and went out of 
business soon afterwards. 
 
People like to talk trends. It’s an interesting discussion, full of excitement, optimism and signs of 
opportunity; a great framework for change agents, visionaries, organisational engineers… SEO and 
analytics can be addictive.  
 
But spotting a trend is a long way from understanding how it might (or might not) knit with business 
growth and long-term brand strategy. Meeting trends is rarely a goal in itself. Sometimes, trend 
presentations leave audiences interested but baffled as to how to mesh with the business. When to 
ignore a trend and when to follow is a key decision that, for example, Nokia got badly mixed up.   
 
Seminar content 
 
Attendees to this webinar will look at how smart brand planning takes the sensible, selective, 
perhaps even sceptical, view of trends – working out how these can be adapted to the strategic 
aims, not become a distraction to them. 
 
As part of the discussion, we will discuss emerging trends in four key topical areas and how to assess 
what they might really be telling us: 
 

• Brand purpose and alignment with cultural values. 
• Post-COVID and the “new normal”. Temporary or permanent? 
• The new technological revolution (move to on-line, low carbon, AR/AI…). Saviour or captor? 
• What it means to be human. (Age, mindfulness, mental health…) 

 
After 4 powerful sessions on the search for trends, we now conclude this mini-series by this webinar 
examining how to keep ourselves focused on the realities of the target and the business. 

  


