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4_FOREWORD

THERE IS A SAYING among trend forecasters; those who can’t do, and
those who can, forecast. Working with clients on a global basis, [ am aware of
this again and again. Always concerned about the here and now, they forever
fail to see the new and next. They “do” without thinking, and what thinking
they do is done without imagination. Part of the forecaster’s job is to challenge
this process, and the job of this book is to provide you with the tools,
techniques, and methodologies to become the kind of forecaster that makes
these challenges profitable, innovative, and professionally accurate.

Yes accurate! If a company hires you, invests in you, and asks you to identify
the next social, cultural, ethical, or environmental trend that is set to impact
on consumer behavior, they’ll expect you to get it right — especially if they
are expected to commit a sizable chunk of their annual budgets to finance
the recommendations you have made.

Forecasting can therefore leave little to chance, and the skills used by the
forecaster leave little room to be questioned, challenged, or brought into doubrt.
They must be transparent, measurable, robust, and above all provable. This
book has been written to provide you with such collateral. It also provides you
with a range of approaches that can be amplified or dampened down depending
on the industry you are eventually employed in, or the lifestyle sectors within
these industries you are asked to focus your efforts on. All trends can be
predicted; all shifts in the culture anticipated and accounted for — as long as
you understand what trends are, where to look for them, what to look for when
you are looking for them, and how to read or “braille” them when you actually

find them!

All of this is explained in the opening chapters alongside the hidden and
scientifically-proven laws and principals that govern the spread of trends
throughout our culture. In the later chapters you are introduced to the people
who create, mitigate, and drive these trends — our Innovators and Early
Adopters, as well as the groups that make them popular — “social tribes”

that forecasters refer to as the Early and Late Majorities.

Once these groups have been defined and understood, it is at once casier to
appreciate the methods used by forecasters to identify, analyze, and determine
the impact of trends on a local, national, and global basis. The many disciplines
a forecaster calls upon in their day-to-day activities are also identified and
explored — strategic intuition, neuro-psychology, memetics, behavioral
economics, complexity theory, and even scenario planning, network science,

and ethnography.
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All are complex areas of study in their own right — but in this book they are all
explained in a way that hopefully makes them intelligible to the student who
needs to understand the sometimes invisible (and traditionally difficult to
explain) talents many forecasters have, or learn to develop, without realizing
they are indeed skills that can be quantified, honed, learned, and passed on in
the first place! Techniques designed to sharpen your ability to imagine, dream,
and envision are also discussed — again these are skills most of us have, but tend
to put aside when we work in more corporate and commercial environments.

As we shall see, however, these tools — and they are tools — are every bit as
important as the ones traditionally used to measure a person’s tastes or to pin
down their views — focus groups, quantitative surveys, depth interviews, and so
on — all covered in these pages. However, while these activities can be used to
determine a percentage shift in people’s taste, or their views on a particular
product, they are less useful in telling us what these tastes look, feel, sound, or
smell like. Or for that matter, if the product itself is likely to go viral - the
forecaster’s term for a product, idea, or service that is likely to kick-start a trend.

This can only be done by fieldwork, social observation, exercising empathy, or
utilizing your imagination, or even a daydream, to envision future scenarios. All
these skills are addressed, and the many ways to deploy them unpacked. In the
end, however, good trend forecasting comes down to three things: practice,
perseverance, and the patience to follow through on a clearly-mapped-out set
of methodologies. Forecasting, as you will see, isn’t about guesswork or
inspirational “flashes,” but rather it is about applying quantitative and
qualitative skills in a way that allows you to identify new and emerging shifts in
the culture as they happen, and then to map and forward project these shifts in
a way that makes them visible and transparent to less observant people.

This is what The Trend Forecaster’s Handbook has been designed to do:

to open your eyes, sharpen your senses, hone your cognitive and cultural skills,
and also to remind you that there is one command that underpins and drives all
forecasters — sapere aude (dare to know). It is an old phrase from an ancient
language, but one that becomes more relevant and important in a world where
there is so much to know, where any decision to reject knowledge must be
robustly challenged — and in the final analysis, this is what good forecasting
teaches you; to dare, to know, to challenge, and to use what you have learned

to dare and challenge others.

Martin Raymond
October 2009
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Chapter One
The Anatomy of a
Trend
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DIFFUSION OF INNOVATIONS
DIFFUSION OF INNOVATION TYPES
DIFFUSION OF INNOVATION CURVE
SUMMARY
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Lom losing my edge to the
Internet seekers who can tell
me every member of every

good group from 1 262 to
1978. I'm losing my edge. 1o

all the kids in Tokyo and
Berlin. I'm losing my edge to
the art-school Brooklynites in

little jackets and borrowed
nostalgia for the unyemem-

ered eighties.”

James Murphy, LCD SoundsystcmI

THE WORDS OF THE LCD Soundsystem song “Losing My Edge” sum up
the dilemma faced by all trend forecasters today: the fear that sooner or later,

as the lyrics of the song suggest, they will lose their edge. For if trend forecasting
is about anything, it is about staying plugged into the new and the next: to
those areas of the culture where our “art-school Brooklynites,” and their future
equivalents, live, flourish, and bring into being a set of lifestyle choices contrary
to those that have gone before.

> DEFINITION OF A TREND FORECASTER

By definition and activity, trend forecasters are lifestyle detectives: men and
women who spend their time detecting patterns or shifts in attitudes, mindsets,
or lifestyle options, that run against current thinking or how people normally
behave, live, dress, communicate, and trade. To do this, as we shall see in the
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A trend can be an
“idea” as well as a
set of similar shapes
or interrelated
objects. Here, a

range of different
products and locations
represent portability,
dual functionality,
and a sense that work
and play spaces are no
longer segregated,

but interchangeable

as people no longer
make distinctions
between where, how,
and when they work.
This trend has been
dubbed “Bleisure™; a
blurring of “business”
and “leisure.”



