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THE 2014 NON-OBVIOUS TREND REPORT:

INTRODUCTION

“1 AM NOT A SPEED READER, | AM A SPEED UNDERSTANDER.”
-ISAAC ASIMOV

In his prolific lifetime, author Isaac Asimov wrote more than 500 books. His interests ranged
from creating beloved science fiction worlds to explaining the collected literature of Shakespeare.

He even wrote a reader’s guidebook to the Bible.

Asimov saw the world for what it could become because he never defined himself in one category.
What if you had more chances to think outside of your industry or job title? The aim of this report is to give you that broader

view, through the lens of 15 curated business trends that matter in 2014.

For the past year, | have studied new business models, analyzed pioneering startups, spoken at global business events and
interviewed visionary business leaders to prepare this report. So whether you happen to be a speed reader or not, my hope is
the ideas here will help you understand the world around your business and use that knowledge to be more successful in the

coming year and beyond.

ROHIT BHARGAVA

Founder, Influential Marketing Group
Author, Likeonomics + ePatient 2015
Professor, Georgetown University
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THE 2014 NON-OBVIOUS TREND REPORT:

ABOUT THE TREND CURATOR

LET ME INTRODUCE MYSELF ...

My name is Rohit Bhargava and I'm the author & curator of this report.

For the past 15 years, | have led brand marketing strategy for some of

the largest companies in the world and | now spend the year publishing

books, teaching, advising brands on strategy, leading workshops and delivering keynote talks

at events around the world.

All of this gives me a chance to work in dozens of different industries, and study media,
culture, marketing, technology, design and economics with an unfiltered eye. Every year, |
spend 11 months collecting information for this report through a combination of reading,

consulting, interviews and research.

This year is the fourth edition, and it is the most complete yet — with 5 categories, 15 new

trends, real stories, and extended action guides for how to use these trends in your business

or career. | hope you find them valuable!

ROHIT BHARGAVA

NON-OBVIOUS AUTHOR | HUMAN MARKETER | OCCASIONAL PROFESSOR | GLOBAL KEYNOTE SPEAKER | NICE GUY
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THE 2014 NON-OBVIOUS TREND REPORT:

WHAT MAKES THIS REPORT “NON-OBVIOUS?”

| COULD TELL YOU THERE IS A SINGLE REASON THAT
MOST TREND REPORTS ARE USELESS, BUT THAT’S NOT TRUE.

THERE ARE ACTUALLY FOUR REASONS.

REASON 1: REASON 2: REASON 3: REASON 4:
NO OBJECTIVITY NO CREATIVITY NO PROOF NO APPLICATION
If you sell hammers, Trends need to do more than Sharing a trend with-out Even when a trend seems
declaring 2014 the “year of repeat common knowledge. specific examples is like to make sense, the place
hammers” isn't just self For example, saying that declaring your- self a that many trend articles
serving, it's probably plain “more people will buy tablets  musician by simply buying a stop is at trend “spotting.”
wrong. This report takes an in 2014” is obvious—and guitar. In this report, each In contrast, this report
unbiased look across useless. Instead, this report trend is only important includes real advice on how
industries to curate trends describes trends in fresh ways  because of the stories that  to use each trend to impact
that really matter. you haven’t heard before. prove why each one really your business.

matters.
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THE 2014 NON-OBVIOUS TREND REPORT:

HOW ARE THESE TRENDS CURATED?

CONSUMER BEHAVIOUR
TRENDS

ACCELERATION

TREND

IMPACT

STEP )& STEP 2: SIEP 3: STEP 4:
GATHER IDENTIFY PATTERNS NAME THE TRENDS CURATE INTO
INFORMATION* CATEGORIES

* NOTE ABOUT RESEARCH:

The trends curated and presented in this annual report are based on a FULL YEAR
of watching and indexing hundreds of media stories, interviewing dozens of thought leaders, reading and
reviewing dozens of books, leading strategic business consulting work with clients and analyzing newly

released consumer and industry research.
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THE 2014 NON-OBVIOUS TREND REPORT:

HOW TO READ THIS REPORT ...

EVERY TREND IN THE FULL REPORT INCLUDES
4 PIECES OF INFORMATION ... 3. Useful ideas for

- ——

trend in your own
business

- —————
3 MO CETICLIL DT AL PO UENS THIS TREND

[

TREND #5: 1. Trend title and o S
INSTANT ENTREPRENEURSHIP i mmepensbmprrziitbe s
short description ¢ e i LR

T AR

ECASEED -3 TR S

2. Multiple examples
of each trend with
images and a
description
of why it matters

T SO
COW OREIMD SPACES OFTER A POWERIUL
FCOSYSTEMTOMELP STARTUP S SUCCELD

4. Active reference links to all sources used
in research and
cited in Trend Stories

ERAnANGE | wEEltabewmat | WP sdoosem | lesh Prmals, Seifen
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RETROSPECTIVE:

THE 2013 TRENDS RATED FOR ACCURACY ...

2013 TREND HOW ACCURATE WAS IT A YEAR LATER?

A

1. Shoptimization

2. Partnership Publishing
3. Human Banking

4, MeFunding

5. Powered By Women

6. Method Consulting

7. Precious Print

8. Backstorytelling

9. Social Visualization

10. Healthy Content

11. Degree- Free Learning
12. Friend-Sourced Travel
13. Microlnnovation

14. Hyper-Local Commerce

15. Heroic Design

A
~

=
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Thanks to the growth of mobile commerce, this trend has only magnified as the past year has progressad.

Seif publishing became an even bigger opportunity in 2013, with traditional publishers innovating on this trend as well.

While banks did promise more humanity, this trend was threatened by some banks overpromising and underdelivering.

Individuals continued to seek funding for themselves, but increasingly these platforms started merging with others.

The trend of empowered women in business and culture continued to gain momentum — with signs of acceleration.

While come pioneering companies continue to use this model, it failed to take off in a widespread way in 2013.

Despite the growth in digital media, print continuss to be "precious” — particularly among collectors or enthusiasts.

As one of the macro trends in business communication, the importance of storytelling shows no signs of slowing down.

Visualizing information has exploded with dozens of new startups and a new generation of “design thinkers” at work.

Healthcare groups continue to create content — though increasingly the best content is centralized and syndicated.

Online learning and onfine courses have taken off, and more trade programs offer valuable alternatives to college.

Friends continue to be a great source of travel information, but predictive analytics are augmenting this rapidly.

Small innovation continues to be important, but is increasingly integrated into an overall process.

Greater personalization and more location based tech built into phones has helped this trend to explode in 2013

As social media brings more sttention to the needy, global designers continue to apply thinking to new solutions.




THE 2014 NON-OBVIOUS TREND REPORT:

15 SURPRISING NEW TRENDS CHANGING
HOW WE BUY, SELL OR BELIEVE
ANYTHING




THE 2014 NON-OBVIOUS TREND REPORT:

The NEW 2014 Trends At A Glance ...
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The 2014 Non-Obvious Trend Report

CULTURE +
CONSUMER BEHAVIOUR TRENDS




Culture + Consumer Behaviour

TREND #1:
DESPERATE DETOX

WHAT’S THE TREND?

As mobile devices and the “Internet of things” keeps us connected in

every moment, consumers are desperately seeking new ways to more

authentically connect with others and enjoy moments of reflection by
intentionally disconnecting from the technology surrounding them.




CULTURE + CONSUMER BEHAVIOUR:

DESPERATE DETOX: NOMOPHOBIA

THE STORY:
CONSUMER RELIANCE ON MOBILE PHONES RESEMBLES AN ADDICTION

Several years ago, a UK-based research organization uncovered a strange anxiousness exhibited by more than half
the people surveyed when they lost their phone, ran out of battery or were out of a coverage area. The study
dubbed this fear “nomophobia” — the fear of being out of mobile contact. In the years since, the term has been

referenced in hundreds of media articles and several other behavioural studies as being on the rise.

http://en.wikipedia.org/wiki/Nomophobia
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CULTURE + CONSUMER BEHAVIOUR:

DESPERATE DETOX: CAMP GROUNDED

THE STORY:
“DIGITAL DETOX” EVENTS RISE IN POPULARITY

TO HELP THE HYPER CONNECTED SLOW DOWN

For four days every summer, more than 250 adults
abandon their phones and tablets to join an adult
getaway called Camp Grounded. It is the flagship
event of an organization called Digital Detox that has

been running “slow down instead of start up” events

and retreats publicly and for some of the largest

brands in the world.

www.thedigitaldetox.org

e ‘ DiSCONNECT T0 RECONNECT [ www.campgrounded.org

YU-GA MEDITATION i-lll(lNGiARTl BAKING | ORGANIC MEALS
n!HHE GRID W0 BOSS M0 INTERNET NO CELL PHONE WO CLOCX  NO WORK

i
<8 . L o
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CULTURE + CONSUMER BEHAVIOUR:

DESPERATE DETOX: THE HUMAN MODE APP

THE STORY:

TO BATTLE DEVICE ADDICTION, INNOVATIVE
STUDENTS BUILD AN APP THAT FORCES USERS
OFFLINE BY DISABLING PHONE FEATURES

In one of the most culturally relevant projects to come
from the Media Innovation Lab at

IDC Herzliya in Israel — a team of students developed the
prototype for this simple app that allows anyone to
disconnect for a set period of time by disabling all
beeps, buzzes and phone calls. The app was paired with
a perfect name to describe what it created —a “human

mode” where users were forced to embrace their own

humanity.

http://humanmode.wix.com/humanmode
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CULTURE + CONSUMER BEHAVIOUR:

DESPERATE DETOX: BARATUNDE THURSTON

NSTAGRAM'S SECRET PLAN / INTEL GETS SMALL / DORITOS LOCOS RULES THE WORLD THE STORY:

THE SELF DESCRIBED “WORLD’S MOST
A O CONNECTED MAN”

UNPLUGS FOR 25 DAYS

Best selling author and popular tech comedian
Baratunde Thurston took an experimental sabbatical
MY LIFE WAS CRALZY. SO | DISCONNECTED FOR 25 DAYS.
YOU SHOULD T00 from social media. His ultimate conclusion?
Disconnecting is much harder than it seems —yet, as he
shared in the article “the greatest gift | gave myself was a
restored appreciation for disengagement,” His article
inspired many others to find their own ways to
appreciate the same thing.
p—

http://www.fastcompany.com/3012521/unplug/baratu
nde-thurston-leaves-the-internet
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CULTURE + CONSUMER BEHAVIOUR:

DESPERATE DETOX: BELIZE “BE DISCONNECTED”

CENTRAL AMERICAN DESTINATION

ENCOURAGES VISITORS TO UNPLUG

For 26 years, the logo for Belize hadn’t changed — but in

2013 a bold new look for the country also revitalized
their tourism marketing efforts. A cornerstone of the
new “Discover How To Be” campaign was print ads in
magazines like Wired, typically read by overstressed
technology professionals, encouraging them to “Be
Disconnected.” The message hit the perfect tone at a

time when vacation may be the ideal way for some to

escape from their own technology reliance.

www.travelbelize.org
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CULTURE + CONSUMER BEHAVIOUR:

DESPERATE DETOX: FOMO vs JOMO

\/ THE STORY:
FEAR OF MISSING OUT (FOMO) GETS

REPLACED WITH JOY?

When popular blogger Anil Dash had a baby in late

2012, he disconnected to enjoy fatherhood. At a

time when the fear of missing out (FOMO) was

r

rising in popularity — he wrote about the opposite
experience. When you leave FOMO behind, there
can be a joy in refocusing on what really matters.
His article dubbed this “JOMO” —and the idea is

spreading.

http://dashes.com/anil/2012/07/jomo.html
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CULTURE + CONSUMER BEHAVIOUR:

DESPERATE DETOX: TREND ACTION GUIDE

WHAT IT MEANS:
3 NON-OBVIOUS IDEAS FOR USING THIS TREND

1 Declare Your Own Detox — \With more consumer

thing f

do the same t

or your brand? Beyond giving your

show your customers in a tangible way that you understand what they are going through ...

solution instead of part of the problem.

N

2. Create More Mute Buttons — What happens when you email a customer too freg

instead of letting

volume a bit? The best email marketers know there is a forgotten third option besides letting peopl

can let them opt for less the noise w

. In doing this, you give people a way to reduce

3. Respect Sacred Times — Every customer has moments in time when they prefer to avoid any s

always easy to know when those moments are, but one of the biggest benefits of all the data y

consumer behaviour is that you can pay closer attention to w

work to identify patterns in the moments when your customers do or don’t respond to your mes

your efforts to reach them based on these insights.
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taking 2 moment to press the pause button on their digital lives, v

and that you can

uently? They unsubscribe.

them leave, you gave them a way to turn on a mute button for a period of time — or at least

1at is already happening at different times of day.

nC
g":'_r

vh Iy not

customers a much needed break, you also have the opportunity to

be part of the
What if
turn down the

pt out or opt in. You

ithout leaving altogether.
ort of messaging. Itisn’t

fOUu Can Now L*‘_lle‘.’_t on

As you do,

... and then optimize




CULTURE + CONSUMER BEHAVIOUR:

DESPERATE DETOX: RESEARCH

RESEARCH:
FURTHER READING + REFERENCES

*  http://www.campegrounded.org

= http://www.thedigitaldetox.org

*  https://www.adbusters.org/campaigns/digitaldetox

*  http://www.businessweek.com/articles/2013-10-31/digital-detox-a-tech-free-retreat-for-internet-addicts

*  http://www.telegraph.co.uk/technology/10540261/screen-time-ipad-tablet-digital-detox-difital-addiction.html

* http://roomfordebate.blogs.nytimes.com/2010/06/07 /first-steps-to-digital-detox

*  http://www.cntraveler.com/technology/2012/11/technology-free-vacations-secluded-trips-no-wifi

*  http://humanmode.wix.com/humanmode

* http://en.wikipedia.org/wiki/Nomophobia

* http://www.nomophobia.com/

*  http://www.telegraph.co.uk/technology/news;/10267574/Nomophobia-affects-majority-of-UK.html
* http://dashes.com/anil/2012/07/jomo.html|

* http://www.travelbelize.org/

* http://adage.com/article/creativity-pick-of-the-day/olson-s-fresh-travel-posters-brazil /239150/

*  http://www.adweek.com/adfreak/belize-tourism-makes-most-countrys-unflattering-mention-breaking-bad-151988
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Culture + Consumer Behaviour

TREND #2:
MEDIA BINGING

WHAT’S THE TREND?

As more media and entertainment is available on any device on
demand, consumers use their newfound control to “binge” on media in
the moments when they have time, and are willing to pay extra for the

convenience.




CULTURE + CONSUMER BEHAVIOUR:

MEDIA BINGING: NETFLIX ADDICTS

THE STORY:

“88% OF NETFLIX USERS I nnN T Alwnvs

REPORT STREAMING 3 OR nielsen
MORE EPISODES OF THE | wn'l‘cll NETF[IK
SAME TV SHOW IN 1 DAY.” | ‘9

In a survey of media watching habits, Nielsen
found that nearly all streaming media customers
(on several platforms) watched multiple episodes
at one sitting. Meanwhile audiences get used to
binging on media — often saving weekly episodes
I

+ vaiat L | ¥ ARnCo
LO WdalLlll dl| dl Ofhce.
3

http://www.nielsen.com/us/en/newswire/2013/ &
s

T BIIT WHEN 1 DO, I'FIND A SHOW | LIKE
WATCH ALL 7 SEASONS IN TWO DAYS,
| THEN GET DEPRESSED WHEN IT'S OVER
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CULTURE + CONSUMER BEHAVIOUR:

MEDIA BINGING: BREAKING BAD + BINGE WATCHING

m I m E m GEAR SCIENCE ENTERTAINMENT

onoerwine | 7

Breaking Bad Creator Vince Gilligan on Why
Binge-Watching Saved His Show

BY ANGELA WATERCUTTER 06.04.13 830 AM

THE STORY:
BINGE-WATCHING BECOMES A MAINSTREAM

MEDIA HABIT

The most popular television show from 2013 was
undeniably the highly addictive Breaking Bad — which
also firmly cemented the behaviour of binge watching
as one that is hear to stay. While the term has been in
use for decades, the popularity of streaming
entertainment and low relative cost are making binge
watching increasingly

common among all consumers and

making or breaking new TV shows.

http://www.wired.com/underwire/2013/06/breaking-

bad-season-5-dvd/
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CULTURE + CONSUMER BEHAVIOUR:

MEDIA BINGING: BEYONCE’S FIFTH ALBUM

THE STORY:

BEYONCE RELEASES SURPRISE FIFTH ALBUM
ALL AT ONCE

AND EXCLUSIVELY ONLINE

n a move that stunned the music world, Beyon
took the unheard of step of releasing her entire 5%
album, with 14 songs and 17 videos all at once online.
Her gamble has worked, as the album sold more than
1 million copies during its first three da

lays of exclusive

release on iTunes. Thanks to this early success, other

BEYONCE

Exclusive Visual'Album

www.billboard.com/articles/news/5840086/its-official-beyonce-makes-history-with-fifth-no-1-album
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CULTURE + CONSUMER BEHAVIOUR:

MEDIA BINGING: TELECOM SLIDING SCALE DATA PLANS

|EHﬁEﬂhMm@m

FLUS Shareable Data »..

8 GB 10 GB
< Shared Data Shared Data

Unilimited Tak & Text

‘90/montn *100/monin

se our Data Caicutator 10 find the right amount for you

THE STORY:

Unimited Tak & Text

14 GB

Shared Data

12GB
Shared Data

Linlimited Talk & Tex

*110/monm #1 20/mantn

TELECOMS CATER SERVICE PACKAGES TO DATA HUNGRY CONSUMERS

Unlimited Talk & Tea

16 GB

Shared Data >

Unlimited Talk & Text

. 1 3 D manth

While most telecoms previously offered access to mobile data on two or three tiers — now those packages are

being replaced by a sliding scale where consumers pay slightly higher rates for higher data consumption. Most

significantly, the upper limits are now far beyond levels of consumption that anyone expected only a few short

years ago..
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CULTURE + CONSUMER BEHAVIOUR:

MEDIA BINGING: HOUSE OF CARDS

THE STORY:
NETWORKS RELEASE FULL SEASONS SIMULTANEOUSLY
TO BUILD AUDIENCE

With the popularity of hit Netflix original shows House of Cards

]

and Orange Is The New Black, the new model of simultaneous
release of multiple episodes (long considered too risky or even
impossible) is now gaining in popularity as a method for studios
and networks to build loyal audiences more quickly and
predictably for new shows. The shift is even leading some
networks to skip the long tradition of seasonal pilots for TV

SNOWS.

FEBRUARY 1 @ Rohit Bhargava

NLY ON TR RT @nickcicero: 78% of viewers who watched House of Cards
NETELIX $=#¥ finished the series within 14 days of starting their first episode
[interesting!]
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CULTURE + CONSUMER BEHAVIOUR:

MEDIA BINGING: POCKET APP

THE STORY:
NEW TOOLS MAKE IT EASIER TO READ

CONTENT LATER

Find the perfect article right as the train pulls
up? No problem. Now there are a host of new
apps and tools like Pocket that let you save that
article to read when you have time later. Over
time, you can use these tools to create a
collection of all types of media (including online
videos) that can all be read or watched at once

whenever you have the time.

www.getpoc ket.com
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O pocket

SO

_—
When you findsemething

you want to view. later,
put itin PockeL




CULTURE + CONSUMER BEHAVIOUR:

MEDIA BINGING: TREND ACTION GUIDE

WHAT IT MEANS:
3 NON-OBVIOUS IDEAS FOR USING THIS TREND

1. Publish Savable Content — For years, creating scmething people would pass from person to person was the ultimate goal of

creators. Today, truly valuable content is often something that people find so useful they save it for later instead of only

sharing it. And when they do save it, you have the chance for a deeper engagement in a moment when they actually have

the time to better consume (and eventually share) that content.

2. Think Outside The Episode — If there is one lasting effect that media binging has on consumers, it is that they are now far

more likely to avoid consuming episodic programming that is released on an arbitrary schedule. In an on demand media
world, rolling out content or messages in the same prescheduled way simply doesn’t work. Instead, you need to prepare for
a world outside episodes where consumers navigate to websites through multiple entry points, consume content in bursts

and remix or curate content at will.

3. Don’t Be The Spoiler — One of the facts of time shifted media consumption is that someone will always be watching content

for the first time months or even years after it was first released. As people invest hours in getting engrossed into

o th

(Wal

programming, they also become paranoid about accidentally seeing spoilers about content they haven’t seen yet.

m

rule is simple ... never share spoilers and you won't risk the wrath of someone whose time shifted media experience was

ruined.
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CULTURE + CONSUMER BEHAVIOUR:

MEDIA BINGING: RESEARCH

RESEARCH:
FURTHER READING + REFERENCES

* http://www.nielsen.com/us/en/newswire/2013/binging-is-the-new-viewing-for-over-the-top-streamers.html|

*  http://www.wired.com/underwire/2013/06/breaking-bad-season-5-dvd/

*  http://variety.com/2013/digital/news/mtv-hits-binge-button-full-season-of-new-series-released-on-apps-ahead-of-tv-bow-

1200761733/

* http://blogs.wsj.com/speakeasy/2014/01/22/the-season-long-remorse-of-the-binge-viewing-addict/

* http://www.billboard.com/articles/news/5840086/its-official-beyonce-makes-history-with-fifth-ne-1-album
* http://news.cnet.com/8301-1035 3-57607379-94/u.s-cellular-unveils-shared-data-plans-kills-unlimited-data/

*  http://variety.com/2014/digital/news/netflix-original-series-seeing-awards-season-bump-1201066841/

*  http://www.people.com/people/article/0,,20787679,00.html

* http://www.getpocket.com

*  http://www.hollywoodreporter.com/live-feed/foxs-kevin-reilly-reveals-plans-670532
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Culture + Consumer Behaviour

TREND #3:
OBSESSIVE PRODUCTIVITY

WHAT’S THE TREND?

With thousands of life optimizing mobile apps, instant advice from
social media savvy self help gurus, and tech platforms that plug into one
another — becoming more productive has become the ultimate
obsession ...
and one that always seems temptingly within reach.




CULTURE + CONSUMER BEHAVIOUR:

OBSESSIVE PRODUCTIVITY: NARRATIVE

THE STORY:

NARRATIVE AIMS TO PUT A PHOTOGRAPHIC
MEMORY

IN YOUR POCKET.

After a Kickstarter campaign that raised more than
half a million dollars, Narrative completed a name
change and released a “lifelogging” product that
allows anyone to easily capture their life experiences
with a clip on camera that takes a photo every 30
seconds. These can later be stitched into a video or
searched for specific moments — getting anyone
reasonably close to actually having a photographic

memaory.

www.getnarrative.com
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Narrative Clip

A tiny, automatic
camera and app that
gives you a searchable
and shareable
photographic memory

Choose your color




CULTURE + CONSUMER BEHAVIOUR:

OBSESSIVE PRODUCTIVITY: SWIFTKEY

. THE STORY:
< . New message LEARNING APP OPTIMIZES YOUR
MOBILE TYPING

Say hello to effortless | , , 25 .
For many addicted mobile email users, the

demise of the Blackberry took with it the

most typing-friendly keyboard on the

that optimizes typing by learning your
habits so you can minimize typos and
Increase your typing speed to save those
precious seconds when emailing from a

mobile device.

www.swiftkey.net
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CULTURE + CONSUMER BEHAVIOUR:

OBSESSIVE PRODUCTIVITY: MANHATTAN DISNEY MOMS

THE STORY:
THE OBSESSION OVER SAVING TIME CAUSES
SOME MOMS TO COMPROMISE ETHICS

As this viral story in the media illustrated, the quest
to avoid any sort of “downtime” began to extend to
situations that caused some to compromise their
moral standards all in the name of skipping the line
or getting VIP treatment. This battle between
morals and time saving will continue as more
questionable services like the handicapped Disney
tour guides emerge.
http://nypost.com/2013/05/14/rich-manhattan-

moms-hire-handicapped-tour-guides-so-kids-can-
cut-lines-at-disney-world/
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NEW YORK POST

Rich Manhattan moms hire
handicapped tour guides so kids
can cut lines at Disney Worl

By Tara Polmeri May 14, 2013 | 4:00em

Rich moms shamelessly hire disablad tour guides so their kids can cut long lines




CULTURE + CONSUMER BEHAVIOUR:

OBSESSIVE PRODUCTIVITY: COFFITIVITY

THE STORY:

TO BOOST CREATIVITY, NEW APP OFFERS
AMBIENT COFFEE SHOP “NOISE” ON
DEMAND

‘ The conclusion of multiple recent studies on
Ambient sounds to boost your workday o _

creativity! productivity show that for creative tasks,
background noise can actually improve
productivity. Building on this insight, Coffitivity is
a new app that records coffee shop white noise
and offers it up on demand for anyone who

wants to boost their creativity ... without

actually going to a coffee

shop, of course.

www.coffitivity.com
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CULTURE + CONSUMER BEHAVIOUR:

OBSESSIVE PRODUCTIVITY: TREND ACTION GUIDE

WHAT IT MEANS:
3 NON-OBVIOUS IDEAS FOR USING THIS TREND

1. Fix Your Inefficiencies — As consumers become more conscious of every aspect of their interactions with brands, their
patience for any sort of delays or inefficient interfaces gets lower and lower. The result is that customers can be won or
lost in microseconds as they sometimes decide based on the smallest of details to abandon interactions or not to reward

businesses with their time or money.

2. Promise And Deliver Speed — When productivity is the ultimate goal for consumers, speed becomes the ultimate

competitive advantage. What this means is that the brands who find new ways to save their customers time will be the
preferred choices for all kinds of products and services. The “Amazon Prime” model of one-click optimization for

y be the new standard that brands need

purchasing, getting advice and just about any other type of benefit will increasing

to aim for delivering — or offer a compelling reason why slowing down may be necessary and/or desirable.

3. Innovate For Productivity — New products, and services that offer innovative ideas or solutions for productivity are a hot

topic area in 2014. If you are publishing books, creating new mobile apps, f new service — finding

£ g3 s5a c vest ideas i launches to a consumer

ys to tie it into this consumer desire for productivity can help connec

trend that is poised to matter more and more throughout the upcoming year.
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CULTURE + CONSUMER BEHAVIOUR:

OBSESSIVE PRODUCTIVITY: RESEARCH

RESEARCH:
FURTHER READING + REFERENCES

*  http://www.swiftkey.net

*  http://www.getnarrative.com

*  http://www.coffitivity.com

*  http://nypost.com/2013/05/14/rich-manhattan-moms-hire-handicapped-tour-guides-so-kids-can-cut-lines-at-disney-world/

* http://www.philippatston.com/blog/opd-obsessive-productivity-disorder/

* http://www2.macleans.ca/2013/11/25/our-national-obsession-with-a-lack-of-productivity/
= http://www.businessweek.com/magazine/content/10 49/b4206015275454.htm
*  http://thenextweb.com/apps/2014/01/01/20-best-productivity-apps-2013/

*  http://www.inc.com/magazine/201112/evernote-2011-company-of-the-year.html

*  http://www.businessweek.com/articles/2013-02-28/as-evernotes-cult-grows-the-business-market-beckons

*  http://www.ndoherty.com/productivity/

*  http://www.fastcompany.com/3004174/productivity-issue
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The 2014 Non-Obvious Trend Report

ECONOMICS + ENTREPRENEURSHIP
TRENDS




Economics + Entrepreneurship

TREND #4:
SUBSCRIPTION COMMERCE

WHAT’S THE TREND?

An increasing number of business and retailers move to using
subscriptions as a new commerce business model to sell recurring
services or products to customers instead of focusing on the one time
sale.




ECONOMICS + ENTREPRENEURSHIP

SUBSCRIPTION COMMERCE: ADOBE CREATIVE CLOUD

Creative Cloud
changes everything.

‘\|[ new apps. More connecle r:l tools a

THE STORY:

SOFTWARE EVOLVES TO ON DEMAND SUBSCRIPTION BASED PRICING

The largest provider of software to the creative industry has been evolving its model to offer on demand pricing
for monthly access to its suite of products rather than selling software as a product. This evolution of software as
a service is being duplicated by large and small players — and mirrored by the shift toward data service and cloud

based services from large enterprise tech companies as well.

www.adobe.com/products/creativecloud.html
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ECONOMICS + ENTREPRENEURSHIP

SUBSCRIPTION COMMERCE: AMAZON.COM

THE STORY:

THE WORLD’S LARGEST RETAILER CONTINUES

TO MAKE BIG BETS
ON THE SUBSCRIPTION MODEL

While they may have started simply as an
ecommerce company, Amazon’s Prime membership
model has transformed the utility and everyday role

the brand has in its consumers’ lives. Amazon Mom

is only one of multiple new initiatives from the brand

designed to continue using the subscription model to

lock in customers, provide ongoing value and

capitalize on its world class distribution system.

www.amazon.com/gp/mom/signup
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amaz,on Rohit's Amazoncom  Today's Deals Gift Cards
e | Prirme
Shop by a :
arch Al =
Department ~

Join Amazon Mom and enjo

% 20% off diapers and wipes

L Sa

‘\f FREE Two-Day Shipping with Prime

MBSl Instant access to Kindle Books

[SBld Prime Instant Video

Sell Help



























































































































































































































































































