
Emerging trends in the
recovery marketplace
Post-recession, the effect on the marketplace of consumers' more responsible and
considerate mindset cannot be ignored, says Will Galgey, The Futures Company

THE PAST YEAR or so has seen the
world hit by a profound economic
storm. After a decade when people

were told that risk could be ignored, it has
come roaring back, storming our emo-
tional levees of certainty, toppling banks,
businesses and entire countries. Old cer-
tainties and assumptions have been vio-
lated, and consumers across the world are
now left picking over the wreckage and
learning to live with a new reality. The
challenge for consumers and companies,
whether or not they have been directly
affected by the crisis, is to make sense of
this new consumer landscape.

For many years, The Futures Company
has monitored a series of core trends
in societal, consumer and brand behav-
iour that have shaped the consumer and
brand landscapes. These ten core trends,
known as the 'global energies', provide
a structured framework for understand-
ing the changing dynamics in the con-
sumer marketplace.

Tracking changes
Over the past year, we have been closely
monitoring the changes in these global
energies through our Global Monitor
research, carried out pre and post the glob-
al financial crisis across 20 countries,
spanning North America, Latin America,
Europe, Africa, Asia and Oceania. The
research shows that, even in those mar-
kets least affected by the global financial
crisis, the past year has been a time of con-
sideration and taking stock.

The scale of the crisis has had a psycho-
logical impact even on those who have
been less materially affected. This is at
least as important as the actual economic
effect of the downturn. The key driver for
changes in consumer attitudes and behav-
iour in many countries appears to be a
fear, or at least a sense of unease, about
what may lie ahead, irrespective of actual
changes in personal circumstances.

So, despite being less affected by the
recession, and despite high levels of confi-
dence about their personal financial situ-
ation, the majority of consumers in mar-
kets such as Brazil, Australia and India
claim to have cut back their spending
since January 2009. We are witnessing a
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re-ordering of priorities and the emer-
gence of a new global consumer mindset.

When considering this emerging
mindset, it is important to keep in mind
that the economic crisis is not the only
force shaping the consumer landscape.
Traditional drivers of change continue to
have an impact. Digital, mobile and social
technologies continue to transform how
consumers live and how they connect
with each other. These technologies are
also changing the way that many con-
sumers, particularly the emerging genera-
tion of digital natives, engage and interact
with brands, products and services. Politi-
cal tensions are rising, sometimes driven
by local issues or a change in leadership,
but, in other cases, linked more directly to
the financial crisis. Despite, or maybe
because of the economic crisis, awareness
and concern about sustainability and
health issues continue to grow.

However, while all of these 'drivers of
change' continue their respective paths,
all have been trumped by the economy in
the past 12 months. The worst may have
passed, but the overhang of uncertainty
and concerns about the reality of risk
have re-entered daily considerations and
are the key catalyst for a shift in values. In
more affluent parts of the world, it has
called into question the wisdom of the
earlier era, which was characterised by
indulgence and easy credit. In less afflu-

ent markets, it has impressed the impor-
tance of not making the same mistakes as
the West. Consumers are now more likely
to consider the risks and consequences of
their purchasing and consumption deci-
sions and, in many parts of the world, are
in the process of re-drawing their value
map for the future. Many of the global
energies we were monitoring before the
recession are 'bending', creating new driv-
ers of value as they do so and, as a con-
sequence, new opportunities and chal-
lenges for brands and businesses.

These trends will evolve and bend
further as people adapt to the new reality
and re-make and re-define what value
means to them.

Key global shifts
While it is impossible to capture the full
richness and complexity of these changes
in one article, we can consider the head
line shifts in how the 10 global energies
have evolved in the past year. The key
driver for many of these changes is the re-
emergence of economic risk as a result of
the global financial crisis, but many other
drivers play a key role in shaping these
core consumer trends.

Because of the economic changes over
the past year, our 'Living with Risk' ener-
gy has intensified and moved centre-
stage. In many countries, it has become
the context for the changes in the other
energies and has been the source of many
of the shifts in the consumer mindset,
which we report below. It seems likely
that the return of risk will remain central
for some time as people try to work out
how to live with new levels of uncertain-
ty in their lives. Across all 20 of our Global
Monitor countries, consumers are more
likely to agree than disagree that 'lately I
have become more likely to consider the
potential risks of each decision I make'.

People are dealing with risk by being
more vigilant, less trusting and more con-
sidered. Confidence in 'the world' is frag-
ile and consumers are protecting 'my
world' - those things that really matter
closer to home - as well as looking to
tried, trusted and dependable networks
for reassurance and support. A collective
consciousness is emerging, together with
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a new sense of shared responsibility.
Many consumers, particularly those in
the markets that were most deeply affect-
ed by the global recession, are reconsider-
ing their consumption and are thinking
more about the potential consequences,
both individual and shared, of the many
choices they make. 'Living with Risk and
Uncertainty' will be a defining character-
istic of the recovery consumer landscape.

Shifting energies
Below this key change, there are a num-
ber of global energies that have also
undergone fundamental shifts over the
past 12 months. These include:
• In the pre-recession era, the 'Profes-
sional Consumers' energy described how
ever-more empowered consumers were
becoming increasingly demanding and
sophisticated in their consumption pat-
terns. Over the past year, this desire to
trade up has been replaced by a more
savvy and considered approach to con-
sumption that is less about looking for
luxury and more about finding the right
product at the right price.

In 18 of the 20 Global Monitor coun-
tries, the majority of consumers agree that
'the economic downturn has helped me
to prioritise what's important in my life'.
Having defined their priorities, con-
sumers have a clearer view of what value
means to them; a mood of greater respon-
sibility and consideration pervades the
recovery marketplace, with over 50% of
consumers in 19 of the 20 countries
claiming that they have become more
conservative over how they spend their
money. So what we are seeing is a shift
from Professional Consumers to 'Consid-
ered Consumers'.
• The 'Seeking Experiences' energy
seems to be moving away from the desire
for increasingly extreme experiences that
push the boundaries of acceptability, or
that shock the senses, towards a more
simplistic desire to enjoy a full and re-
warding life.

People are revelling in everyday de-
lights and small indulgences that provide
an emotional counterbalance to the stres-
ses and strains in other areas of life. They
regard taking time out, switching off and
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spending quality time with friends and
family as more important than single-
mindedly chasing new experiences. The
number of people feeling that it is impor-
tant to 'schedule down' has increased
across most of the Global Monitor coun-
tries, particularly in more mature mar-
kets, such as the UK, US and mainland
Europe. So, this energy has become more
about 'Living Life to the Full'.
• Evidence from the Global Monitor sur-
vey also suggests a shift away from a more
outer directed 'Quest for Success' to a
more inner directed desire for self-
improvement and development aimed at
achieving one's full potential. The average
number of consumers agreeing that 'striv-
ing to reach my full potential as a person'
is important to them has increased signif-
icantly between 2008 and 2009, with the
most notable increases occurring in mar-
kets hit badly by the economic crisis, such
as the UK, Ireland, Spain and the US.

People still want to live a rich and

rewarding life, but that now means suc-
cess on your own terms. Money is under-
stood to be only one dimension of success
and the majority of consumers in the
Global Monitor markets agree that 'suc-
cess today is holding on to what you have
got, rather than gaining more'. That is, a
shift from Quest for Success to 'Making
the Most of Me'.
• The 'Embracing the Authentic' energy
has evolved. Authenticity had become
over-used and risked becoming a cliche.
There remains a desire for products that
are true and genuine. However, this needs
to be more grounded in something really
tangible for consumers that relates to the
product and brand promise, with the
majority of consumers saying that they
'appreciate it when companies make it
clear what they stand for and stay true to
their values'. Thus, it has evolved into a
more applied form of authenticity, de-
manded by consumers looking for the
'Genuine Article', not just another brand
back-story.
• Similarly, while social networking con-
tinues to grow, our 'New Community
Connections' energy has also become a lit-
tle more down-to earth. It has moved



Will Galgey is managing director of
The Futures Company, which was

formed in October 2008 following the
merger of Henley Centre

HeadlightVision and Yankelovich. He
works with clients to identify, prioritise

and seize new revenue opportunities
through trends analysis, futures work

and custom research.
Will.Galgey@thefuturescompany.com

from an emphasis on the quantity and flu-
idity of connections to more concern with
the depth and quality of substantive sup-
port that is only found in a smaller num-
ber of trusted support networks. When
asked to choose between the option of
having 'a small number of really good
friends you can rely on' or having 'a large
number of acquaintances you can call
on', 87% of global consumers prefer a
small number of really good friends, with
very little difference across the age
groups. Hence a change of emphasis from
New Community Connections to 'Sup-
port Networks'.

It also seems that consumers' desire to
live a fast, full and flexible life, as captured
in our 'Stop-Go Lives' energy, is bending,
with greater emphasis being placed on
regaining balance and taking back con-
trol of their lives. The proportion of con-
sumers agreeing that 'being in control of
life' is important to them has increased in
all but one of the Global Monitor coun-
tries to an average of 81%, with the
biggest increases coming in European
markets such as Spain, Italy and the UK.
So the focus is increasingly on 'Finding
Control and Balance'.

Other trends
The other global energies, while perhaps
not changing fundamentally, remain cru-
cially important, despite the events of the
last 12 months:
• Consumers' desire to 'Make a Differ-
ence' in a world in which social and en-
vironmental issues are increasingly
apparent remains important, but has
changed slightly in tone. Despite the
financial pressures of the past 12 months,
an average of 65% of consumers across
the 20 Global Monitor countries agree
that 'climate change is the biggest prob-
lem of the world today'. Yet, consumers
seem to be feeling less empowered and
increasingly recognise that the nature of
these issues requires shared responsibility
and collective action to address them. So,
an average of 90% of consumers think
that 'issues such as climate change and
obesity will only be solved if all parties in
society do their bit'.

Similarly, consumer attitudes towards
'Navigating Wellbeing' remain as strong
as they were before the economic slow-
down. Consumers continue to take a keen
interest in their own wellbeing and
increasingly recognise their responsibil-
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ities in this area, even if they may current-
ly be looking for simpler or cheaper ways
to improve their health and how they feel.
The average number of consumers who
would 'like to monitor their own health
more effectively' is slightly up on last year
across the Global Monitor countries, with
a similar increase in those who believe
that 'looking after my health is entirely
my own responsibility'.

Finally, we have seen relatively little
movement in the 'Evolving Identities'
energy, which looks at the ways in which
consumers choose to define and express
their identity. It may be that, with uncer-
tainty dominating the consumer mindset,
there has been less appetite for new
expressions of identity. However, this
energy may return with vigour when peo-
ple make more sense of this new uncer
tainty and embrace their new world and
its associated set of values.

The global financial crisis has caused
many people to redefine their priorities, as
evidenced by these shifts in the global
energies. This new mindset will continue
to shape consumer interactions with
brands and marketing as we move beyond
the recession and into the recovery.

But, while a mood of greater responsi-
bility and consideration pervades the
recovery marketplace, it isn't necessarily
sombre. We are also seeing the emergence
of a strong sense of optimism and positiv-
ity. The initial anxiety brought about by
the financial crisis and recession has been
replaced by a sense of resourcefulness as
people come to terms with the new reali-
ty and learn to adapt. The recovery con-
sumer mindset does not assume that
everything will go 'back to normal', but
nor does it assume that everything is lost.
Instead, it represents a desire to move on
and adapt to this new reality.

Text Box
Fonte: Admap, Washington, v. 45, n. 1, p. 29-31, Jan. 2010.




