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times so long, reacting to current trends
'”ﬂtﬁg?ﬁhgppard:télks to the 'professional trend
finds out how designers can look ahead to
yments in order to maximise the success and
their products

the firsst mention of "trend
ATI'uTe- -asling’, il is inevitable that
many of us will immediately think of
Fashion and whal the next Big tremd (o
hil the catwalk will be,

However trend forecasting is a far
muore complex undertaking than merely
discerning whether we should be dressing
like B0s Tejects straight off the set of
Dvnasty, toting outlandish feathered
headdresses or indulging in the latest
trend for *homeless chic’ - and no this
I mot just some bizarre fashion trend
1*ve just made up, there really is an ooy
mortonic trend for looking fike a dapper
Cramp.

Tremds are of course not Hmited
to Fashion - they affect all sectom of
busmess and society. Contrary to the
general perception, trend forecasting is
also not spmething that can be done by
merely gazing into a crvstal ball, rather it
takes in depth research, observation and
application and when done comectly it
can prove invaluable to business sucoess,
Mumergus companies have made it their
business (o predict the consumer trends of
the future and Nilter this information back
ta thase that produce consumer goods.

Kjaer Global 15 one such company
and its passionate and enthusiastic
CEQ is Anne Lise Kjacr, a leading global
futunst and trend forecaster, For Kjaer,
trend tracking is an integral business
tool that can help give companies that
all important insight into the demands
and needs of their consumers, “Tracking
trends is 3 crucial way to be informed
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aboul socicty and understand people,
their behaviouwr, needs and mindset, and
how that could impact the future,” Kjaer
explains.

"There are Macro trends (long term
drivers 5-10 years] and Micro trends
[short term drivers 1=3 vears), These
rrends ideally showld inspire and inform
companies’ fulure vision from the board,
brand and marketing 1o innovation
strateqies for developing products, services
and experiences that will fulfil and meet
the needs of omormw’s people.”

And she should know. Having been
in the trend forecasting business for over
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20 wears, Kjaer has built up an impressive
portfolio of clients who come to her Tor
athvice and guidance. From BRW, Nike
amd Disney 1o Somy, Herman Miller and
Tkea, the list of big name brands investing
in her trend Torecasting services is pretiy
extensive. And s easy 1o see why they
seek external help - predicting the furune
isn’T exactly an easy 1ask.

As we are now living in the
knowledge age, Kjaer believes that we
arc aften overwhelmed by the amount
of information we have available to us
amdl she sees the biggest challenge Tor
businesses today in understanding how
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to take advantage of all this information
and distil il inlo a meaningfal Muture
strateqy.

“I dom’t know many
executives who can
deliver a “to the point”
amswer abowt where the
future i going,” she
says, “Even less who are
capable of explaining
the main ten, five, or
even three key drivers
shaping nol only their
indlustry bul the entire
business arena, And how
many CEOs can comforiably
create a ‘kick-ass strateqy” based on
their understanding of today’s society?
Therefore imvesting in trend intelligence
and ultimately Laking time oul Lo actively
think about the future makes sound
business sense,”

However, trend Forecasting is not the
sole domain of specialised companies
such as Kjaer Global. In recent years,
trend Torecasling has become somewhal
af a trend in iiself as we have seen the
proliferation of so-called "cool hunlers’
and “trend hunters” emerging onto the
soene, Whilst most successful companies
do lend to collaborate with intemational
trend agencies, the sheer amount of
information that can sometimes be
imvolved means thal some companics
have now opted to set up their own
intemal trend forecasting Leams.

This s something thal Reinier Ewvers,
Founder of trendwatching.com, believes

is crucial 1o the success of a company.

“Every company should have i1s own trend

group, even if that ‘group’ 15 just one
person,” he says, “The trend growp is not
some multi-million dollar/euro/pound
affair. It doesn’t have to employ a dozen
staff - though of course that would be
mice. 1Us more a state of mind. 1t can be
low-cost, wnauthorised and grass roots if
need be”

Evers feels so sirongly about this that
he believes yvou shouldn't even wait For
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permission (o make the trend group a

fait accomph within wour business, but
that wou showld just do it and then tackle
the support issue. “Withou! backing
from at least one senior member of the
management team, the trend group may
steadity grow, but results - inmovations,
that is - won't make it off the drawing
board,” he explains.

James Woudhwysen, Professor of
Innovation and Forecasting at =¥
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pweﬂng solutions that make us feel

in control appeal to us all. Absolutely

~ fab apps for iPhones are a huge success.
~ There are now more than 65,0004 apps
‘available, inspiring people by offering

intelligent navigation and smart choices,
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