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Abstract  
 

Societal factors such as urbanization, ageing, lack of natural resources and the fast-paced society 

have given rise to many trends of which this thesis will focus on three: Health, Community and 

Convenience. In a comparative analysis, it is illustrated that there are clear links between the 

different levels of trends, macro and micro, and the products that follow, as well as illustrating 

that all trends are connected as they are formed by the same shifts in society.  

Megatrends are shaped by the shifts in society which cause challenges to the structure, and creates 

a need for change and innovation. Megatrends are indicators of the overarching effects of 

economy, culture, environment and society. Shifts in these factors will cause problems and 

challenges, as society must try and adapt by adjusting the structure and thought processes to 

match the spirit of the times.  

The three cases each have their distinctive effects on society, however, they do collide and 

coincide as they are affected by the same global forces. Likewise, the subsequent microtrends are 

also overlapping one another, as one innovation made to tackle the challenges wrought by one 

megatrend may affect other sectors of society as well. For example, the environmental challenges 

faced by society within the Community megatrend may also affect the microtrends and 

manifestation that arise from the Convenience megatrend. Hereby, the focus is no longer on 

separating and fixing the problem, but efficiently tackling several problems at once.  

The Health megatrend focusses on challenges that affect the health of citizens, however, health 

issues are, arguably, rising due to environmental problems as well as lifestyle choices. Hereby, the 

challenge is no longer strictly within the area of healthcare, but it also spreads into the community, 

as well as personal convenience and lifestyle.  

The microtrends that arise from the various megatrends are linked to them, in part, by the societal 

factors, however, they are also inextricably linked by human interaction. The focal point of the 

thesis is the role of the individual in the context of global shifts. How do human beings act, react, 

think and feel when their world is disrupted by global challenges? The linking aspects that are 

most dominant are individual needs and motivation, community requirements, human 



interactions and ingenuity. This process is fueled by the spirit of the times, which includes the 

wide use of technology in order to effectively communicate and thereby innovate. The linking 

aspects are all founded in the present situation: meaning the environmental and social challenges, 

the changing social behaviors and the global cultural shifts. All these aspects are instrumental in 

the development of trends, and in their diffusion process.  

The manifestations that are created from the diffusion process are ‘children of the revolution’, 

or in other words, they are the result of the process. They also have the potential to become the 

catalysts of a new micro- or megatrend, as they may create a brand new set of challenges to 

society. An example of such disruption could be the increasing digitalization combined with the 

need for efficiency and convenience, resulting in products that gather all information into one 

gadget. This gadget may then cause disruption if security is not equally strengthened and adapted 

to the new forum of use. Hereby the gadget in question, a result of the megatrend Community, 

has given rise to a new challenge, security, which, if not properly identified and adjusted, can 

cause disruption, resulting in cultural or attitudinal shift in society.  

The thesis is an illustrative account of the factors that affect the trend diffusion process and the 

actors that affect and are affected by it.  
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1.  Introduction 
 

 

Within the world of trends, many layers exist, each representing changes that restructure society. 

On the macro-level of society, megatrends are long-lasting shifts that affect the basic structure 

and influence all aspects within it. On the micro-level, microtrends affect specific sectors and 

groups, however, the relationship and links between these have a big impact on social life and 

human interaction. Trends, big or small, is a reflection of the changes that shape society so that 

it fits the spirit of the times with the ultimate goal to sustain the future existence of mankind. 

The manifestations of these larger shifts in society are the last step of the diffusion process, which 

I wish to elaborate on in this thesis. When observing such a universe of trends, the picture may 

be quite confusing, certainly overwhelming, and most definitely in need of an overview; which is 

what I will attempt to offer. Furthermore, I will also attempt to provide an understanding of the 

links and relations between the different stages of the trend diffusion process. This is done in 

order to show the interconnectivity between different layers of trends and products, and how 

these relations are all a result of human interaction. Driven by the hypothesis that there are clear 

links between the different layers of the trend diffusion process, I wish to answer to following 

research question:  

How are the megatrends ‘Health’, ‘Community’ and ‘Convenience’ interlinked with and connected to the 

subsequent microtrends and product- or service-manifestations?  

On the basis of the three aforementioned cases, I wish to show the connection between these 

megatrends, the microtrends that have sprung from them and lastly, the products and services 

that are then created. I also wish to illustrate the central role of human beings in this process. 

Focusing on the role of individuals, acting alone or in groups, I wish to show how they affect 

and are affected by this trend diffusion process.  

As my main objective is to show the links in a larger process, I will not be focusing on any one 

specific geographic location, neither will I focus on any specific demographic group. Megatrends 

are global phenomena that will affect most, if not all sectors of the global market. I seek to give 

a general understanding of the trend diffusion process and the human interactions that shape it, 
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though focusing on three cases, in order to properly illustrate my point as well as limiting the area 

of research.  

In terms of the theoretical considerations, I chose the theories on the bases of the central themes 

in the cases. As I wish to argue that trends are based in human interaction, I found it relevant to 

question the differences between individual- and community actions. Such themes are raised 

when considering the best way for society to handle the challenges that shape the megatrends. 

As I find humans to be dualistic beings, both invested in personal as well as societal wellbeing, I 

deliberately wished to include a comparison between two ways of considering human action. The 

wish to compare and contrast was also the reason why I did not choose theories such as Giddens’ 

Structuration Theory (Galliers et. al., 2011) or Mead’s Mind, Self & Society (Mead, 1967).  

As the objective of the thesis is to show the connections between trend layers, I chose the 

diffusion curve and the spirit of the times in order to illustrate the process and the motives behind 

it. As the process from megatrend to consumers had many references to the stages of the Product 

Diffusion Curve (Rogers, 2003), I chose it in order to see the similarities and differences in the 

process of diffusion between trend and singular product. Such a model, as well as trends in 

general, are both linked to the Zeitgeist, which is why I chose to include it.  

I chose not to include the Chaos Theory (Gleick, 1987) once again due the social and practical 

nature of the research. The trend universe is chaotic, however, the theory would have shifted the 

focus from human interaction to more scientific objectives. I wish to illustrate that these links 

and relations that form the interconnected trend universe are of social and human nature, not a 

result of science.  

The focus of the thesis, human interaction, and the objective, to illustrate the links between the 

various stages of the trend diffusion process, are both to be accomplished by analyzing the three 

megatrends, and then ultimately discussing the connection between them and to human 

interaction involved in the process.  
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2.  Theory  

 

The objective of this thesis is to show that there is a clear connection between megatrends, 

microtrends and the resulting consumer products. For this purpose, the theories will focus on 

the consumer’s role in the process and the essential aspects of society that form trends and are 

affected by them. The following pages will provide the conceptual framework of the thesis, in 

four parts, to make it possible to connect trends, consumers and businesses over time and social 

space. 

 

2.1.  Definitions  

 

In order to fully understand the objectives of the thesis, it is necessary to properly understand a 

series of expressions often used. Central expressions such as ‘Megatrends’ and ‘Microtrends’ need 

to be properly defined in order to understand what they stand for, what they cover and what 

their influences are on the industry and consumers.  

 

2.1.1.  Megatrend 

Megatrends were first mentioned by John Naisbitt in his book ‘Megatrends’ of 1982. According 

to him, a megatrend is a public restructuring that defines a new direction for society (Naisbitt in 

Brannon, 2006). This definition is rather short and, some would argue, not comprehensive 

enough. Since his first thoughts on global megatrends, many scholars and forecasting agencies 

have sought to define megatrends and what they symbolize for the world. The global consultancy 

agency, Frost & Sullivan defined megatrends as: “(…) global, sustained and macro-economic 

forces of development that impact business, economy, society, cultures and personal lives, 

thereby defining our future world and its increasing pace of change.” (Singh, 2012, p. 4). Although 

this definition is much more extensive and detailed, there is one point that may be contested; the 

fact that these megatrends are the ones that impact the world, rather than the world having an 
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impact on a megatrend. The Pej Group, a Danish trend forecasting consultancy, makes an 

interesting distinction between a megatrend and a gigatrend. The addition of a level beyond 

megatrends stems from the extent of human influence and impact on the trend. The two are also 

characterized by their timespan and predictability. According to Kongsholm & Frederiksen 

(2015, p. 117), gigatrends “(…) affect us within 10-30-year periods, and which radically change 

our society”, whereas megatrends are “shorter trends that characterize the spirit of the times 

within a period of three to seven years”. In other words, the definition put forth by the Pej Group 

defines megatrends as a manifestation of the spirit of the times over a period of about three to 

seven years.  

Higham defines megatrend, which he calls ‘macrotrends’, as all-encompassing shifts based on 

consumer needs and attitudes, inspired by existing microtrends and influential in a wide range of 

sectors, markets and demographics (2009). This definition is slightly different than the previous 

examples, as it is not the megatrend that starts the trend diffusion process, but rather the existing 

trends that form a megatrend.  

I define Megatrends as follows:  

Megatrends are global long-term shifts in the society which affect and are affected by the spirit of the times and the 

needs and attitudes of consumers. They influence and are influenced by all sectors of society, such as business, 

economy, society, and cultures.  

 

2.1.2.  Microtrends 

If megatrends are global and long-term shifts in society, it is now necessary to understand what 

microtrends are. As the term suggests, these trends are smaller and therefore, arguably, less 

influential in terms of the bigger picture. However, many microtrends that carry the same essence 

and message still have some weight on a larger scale.  

Mark Penn, a political consultant and strategist is convinced that, in this day and age, microtrends 

are much more influential than macrotrends, or megatrends. The reasoning behind his conviction 

is that society has become increasingly individualistic and much more diversified than ever before 

(Penn in Kongsholm & Frederiksen, 2015). He claims that there are no longer big trends accepted 
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by large homogenous groups, but rather a rapidly cumulating number of smaller trends that target 

smaller and more specific consumer groups. Therefore, rather than putting weight and time into 

megatrends, he suggests a greater focus on microtrends to keep up with the spirit of the times 

(Kongsholm & Frederiksen, 2015). 

Penn defines microtrends as: “small under-the-radar forces that can involve as little as one 

percent of the population, but which are powerfully shaping our society [through] hundreds of 

tiny shifts in attitude and behavior that combine to create consumer change” (Penn in Higham, 

2009, p. 87). Higham adds that these microtrends can be numerous, and they are typically specific 

to one sector of consumption only (2009).  

Kongsholm & Frederiksen (2015) also define Microtrends as sector-specific category-trends that 

are primarily refined to the sectors of consumption, such as interior, fashion, electronics, foods 

and media. They also claim that ‘weak signals’ are the foundation of microtrends, however, I will 

not elaborate on this subject any further in this thesis. I will, however, argue that microtrends are 

not strictly sector-specific, as many have dual-motives or fulfill more than one need. 

In terms of the definition of microtrends, TrendOne, a German trend research consultancy, has 

defined micro trends as: “new, intelligent, leading- and structure changing innovations. They are 

the first concrete signs of emerging trend movements.” (TrendOne, 2016, para. 1). 

On the grounds of the aforementioned definitions I will define microtrends as follows:   

Microtrends are underlying forces that shape segments of our society, through sector specific innovations that derive 

from social indicators of change necessitating innovation. 

In this definition there is no indicator of a link to the aforementioned megatrends, however, as 

it is the main objective of this thesis to illustrate and explain the linkage between the two types 

of trends, these will be made throughout the remaining parts of the thesis.  

 

2.2.  Generational Cohorts  
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The theory of Generational Cohorts was first conceptualized by Strauss and Howe in 1991 

(Brannon, 2006). The objective of their research, and the foundation of the theory, was to analyze 

American history over a period of approximately 450 years, to show a recurring pattern of 

consumer behavior that was specified by generational characteristics (Brannon, 2006). Group 

membership was involuntary, permanent and finite. Each generation was identified by a series of 

traits and characteristics that were specific to them (2006). These cohort characteristics were a 

generalization and, as Brannon (2006) points out, individuals in the cohort may or may not agree 

with the general traits of generation, however, every member had to accept them and co-exist 

with them. 

The relevance of this theory for the objective of the thesis is related to the creation of trends. 

The theory will help answer how or if consumers help shape trends, big or small, and whether 

their generational traits may be contributing factors in this trend creation and diffusion process. 

It will help illustrate and explain the linkage between both mega- and microtrends, as well as the 

links to consumer products and the corresponding consumer groups. The theory also provides 

grounds for analyzing the human interactions and motives for adopting a trend or not.  

Currently, there are five generational cohorts that still possess buying power: The G.I. 

Generation, The Silent Generation, The Baby Boom Generation, Generation X and Generation 

Y. I will mainly focus on Generation Y, as they are the largest cohort in existence at the moment 

(Fry, 2016). In the analysis, you will find an overview of the cohort traits and time period. 

This theory has been criticized by many and most criticism aims at the generalization factor of 

the theory. How can you generalize consumer traits at a time where individualism reigns? 

Lancaster & Stillman (2002) argues that the original theory should take into consideration the 

cohort members the born in the end or the beginning of generations, as they may be influenced 

by the previous or upcoming generation. Likewise, Reeves & Oh (2008) claim that: “(…) it is 

definitely unjustified to make assumptions about any one individual based on that person’s 

membership in a chronological generational cohort” (p. 297).  

Despite all the criticism, the theory of generational cohorts will serve as an interesting point of 

comparison and reference, though keeping in mind that no one single individual may be 

generalized entirely by a common set of traits and characteristics.  
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2.3.  The Individualism paradigm  

 

In recent years, there has been an increasing focus in society on the individual. Therefore, I have 

found it relevant to include a paradigm that focuses on exactly that; the individual, with both its 

good and bad points.  

According to Hampden-Turner & Trompenaars (2000), there is a dilemma between the 

individual and the community. In their book, they compare Individualism and 

Communitarianism, stating that Individualism is defined by: “competition (…) self-reliance (…) 

self-interest (…) personal growth and fulfillment” (2000, p. 68). Such traits pose question to the 

nature of mankind and their motives for acting, which is what I wish to elaborate on in 

connection with trends. They do, however, also state that: “It is not true (…) that individualistic 

societies are dismissive of charity, participation, succor, compassion, and social improvement. 

What makes society individualist is the belief that such motives originate with individuals.” 

(Hampden-Turner & Trompenaars, 2000, p. 69).  

The Merriam-Webster definition of ‘Individualism’ is: “the belief that needs of each person are 

more important than the needs of the whole society or group” (2016b) and “the actions or 

attitudes of a person who does things without being concerned about what other people will 

think” (2016b). These definitions define the paradigm in terms of the individual as independent 

and entirely self-controlled.  

In reference to the previous theory, Generational Cohort, this paradigm, in some ways, shift 

focus from generalized characteristics to individual motives. Whereas the previous theory claimed 

that consumers may be put into groups with special traits that are distinctive to their generation, 

this paradigm claims that: “Individualism is the idea that the individual’s life belongs to him and 

that he has an inalienable right to live it as he sees fit, to act on his own judgment, to keep and 

use the product of his effort, and to pursue the values of his choosing.” (Biddle, 2012, para. 2). 

This definition would therefore make each person responsible for their own actions and render 

them unaffected by their surroundings. One may then argue that the individual also has the right 
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to be him- or herself, without being automatically identified by generation or group. The 

Individualism paradigm makes any individual their own master. For consumers, this would mean 

that each person would only be inclined to follow trends if it was in their best interest, and not 

simply because a larger group or trendsetting entity dictated a certain style or innovation, or if 

one’s generation exhibited a certain mindset and consumption pattern. This aspect of 

Individualism may be contested by stating that individuals, though being self-possessed, are still 

influenced and subconsciously guided by the actions of their surroundings, which matches the 

comment made by Hampden-Turner & Trompenaars (2000).  

The paradigm has many variations, and these are not all alike, wherefore it is difficult to address 

a general criticism to the paradigm. For the purpose of this thesis I will mainly use the definitions 

by Biddle and Hampden-Turner & Trompenaars. 

Within the field of Individualism as presented so far, the framework focusses on the individual 

as supreme master of their own fate, with all the rights and privileges of such a position. Although 

personal freedom of speech, thought and action is certainly a birthright in the 21st century, 

individuals are not always reasonable and rational thinking entities, regardless our time of 

existence. Therefore, it may be argued that sometimes a set of common rules of social play may 

be in order. As the individual is seen as the supreme authority, there is a natural skepticism to all 

manners of collective authority (Lukes, 2014), including rules of fair play and social interactions. 

This thesis will show how many of the links that connect trends and consumers are governed by 

some manner of social guidelines, even amongst the chaos of influences that surround us.  

In terms of the relation between trend types and consumers, the Individual Paradigm is of interest 

when asking how trends come to be, as well as how they move through society. One must 

consider who or what affects the creation and diffusion process in order to understand the links 

between the stages of this process. How do human beings affect trends, and how are they in turn 

affected by trends? Although the research question focuses on three cases of specific megatrends 

and the resulting consumer products, consumers have an essential role in this chain reaction, and 

therefore it is imperative to not only understand the connections between trends and products, 

but also the connection between this entire process and the human minds behind its creation. 

Individualism and Generational Cohorts are contributing to this understanding, as well as the 
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distinctions in the first section of the theory, the definitions, where the individual’s role in the 

process is also in question. 

2.4. Multiple Time Horizons  

 

Lastly, I will use two frameworks that derive from the concept of Multiple Time Horizons, as 

presented by Brannon (2006). In her book, she explains how executives must balance on the edge 

of chaos, weighing both past, present and future in the balance in order for their ventures to be 

successful under the current circumstances (Brannon, 2006). She continues to explain that 

working with multiple time horizons also entails: “(…) recognizing patterns, interpreting 

meanings, and determining the speed and direction” in order to properly understand how trends 

move through social systems (Brannon, 2006, p. 141). The concept of Multiple Time Horizons 

and how to make the best use of them for business purposes is therefore quite essential to the 

process of trend creation. Even though conceptualized by Brannon with special consideration 

for the fashion industry, the Multiple Time Horizons are fundamentally applicable to all 

consumption sectors. I will use two specific frameworks that are connected to time frames and 

horizons. The diffusion curve, which illustrates a products journey through consumer segmentss: 

from innovators to laggards. The other framework focusses on the spirit of the times, or the 

Zeitgeist, which is the essence of the present time (Brannon, 2006). This concept focusses on the 

factors that shape society.  

2.4.1.  The Diffusion Curve  

Within the concept of Multiple Time Horizons, various tools and frameworks have been 

developed to help businesses through the process of trend forecasting. According to Brannon, 

businesses must first understand how a particular product or trend diffuses across consumer 

segments.  

 

 

 

Figure 1, The Diffusion Curve (Murphy, 2015) 
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This curve, as shown in figure no. 1, shows how a product moves through consumer segments, 

and diffuses over time.  

It original conception was aimed at consumer products, as the process was made to aid businesses 

in identifying adoption patterns, visualizing sales, estimate cross-segmentation and timing 

involved in each stage (Brannon, 2006). Although tailored for consumer products, I will also 

attempt to use this theory in connection with the diffusion of trends through social strata. For 

the purpose of this thesis I will use the diffusion curve as an inspiration for the trend diffusion 

process model.  

 

2.4.2.   The Spirit of the times 

Another theory that is connected to the concept of Multiple Time Horizons is The Spirit of the 

Times, also called the ‘Zeitgeist’. Blumer, an American sociologist, argued that individuals in large 

numbers choose the styles that best connect with the spirit of the times (1969). Clearly, in his 

perception of the Zeitgeist, the theory only works if large numbers of consumers choose the 

same styles that connect to the same spirit; meaning, the trends had to have a large amounts of 

followers in order to represent the true spirit of the times (Blumer in Brannon, 2006). This has 

been criticized, as it poses a problem for the industries and forecasters. The feedback loop created 

through the consumer’s reaction to and selection of products, based on the zeitgeist, would give 

industries and businesses virtually no time to react to potential changes in these patterns 

(Brannon, 2006).  

Prior to the distinction of Blumer, Nystrom had created a framework for observing, and thereby 

using, the Zeitgeist. He lists 5 groups of dominating factors: Dominating Events, Ideals, Social 

groups, Attitudes and Technology (1928). Each of these grouped factors represents a longer list 

of examples; the relevant of which will be detailed and explained in the analysis, to illustrate the 

linkage and relationships throughout the trend diffusion process, as well as assisting in creating 

models to show the contributing factors in the trend interconnectivity to each other and society. 
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2.5.  Theoretical Conclusion 

 

The links between megatrends, microtrends and consumer products will be illustrated through a 

systematic review of each megatrend. This review will be analyzed with the use of the relating 

perspectives of the theories above. In finding and illustrating the links in the diffusion process, 

the conceptual framework will be contested and revised, as well as illustrated.  

The reason for choosing these specific theories, frameworks and concepts is, in part, due to their 

opposing standpoints, but also to show their relation to one-another and the cases. The 

definitions of megatrends and microtrends are the basis of the theoretical framework. Once the 

cases of megatrends have been verified by submitting them to a definition test, I will then 

continue to test the links between the stages in the diffusion process. The theory of generational 

cohorts relates both to the possible objectives behind consumer behavior as well as the 

development of trends based on consumer needs and generational commonalities. Generational 

Cohort may also be related to the concepts of Multiple Time Horizons, as the co-existence of 

different cohorts at the same time may be argued to create a need to coordinate with many 

different groups of consumers. Also in terms of the diffusion process of both products and 

trends, as well as the essence and spirit of the times. 

These theories, and the general concept of Multiple Time Horizons, also relate to the basic notion 

of timing in trend evolution. A close examination of these long-term and short-term horizons 

will create a basic understanding of the diffusion process of trends, and how businesses must 

plan ahead at the same time as planning in the moment; past, present and future in a perfect 

balance. Central factors that connect the theories include: individual, community, society and 

time, which also represent the main objective of this thesis. Illustrating the inter-linkage in 

modern day society, through megatrends, microtrends, consumer products and consumers 

themselves also includes factors such as the aforementioned four.  
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3.  Methodology  

 

The objective of the thesis is to show that there are clear connections between Megatrends, 

Microtrends and Consumer products. In my research, I intend to identify and understand these 

links. I have chosen only to use secondary data to achieve the objective of this thesis. Reliable 

and sufficiently extensive primary data was very difficult to acquire, as there are very few 

organizations or governments that have the time and incentive to agree to interviews. 

Furthermore, the collection of quantitative or qualitative data, relevant and accurate enough to 

be valid, is too extensive, both within the field of megatrends, microtrends and their relation to 

consumer products.  

The following section will give an account of the methodological approach I have chosen to 

answer my research question. It will consist of three parts. In the first part, I will explain the 

philosophy of science on which I have based my research. The second part will be an account of 

what approach and which strategies I used to collect the secondary data in question. The third 

and last part will explain exactly what type of data was collected and why it is relevant to the 

objective of the thesis.  

 

3.1.  Philosophy of science  

 

Philosophy of science is a reflection on the assumptions, foundations and implications of science; 

in other words, it defines the way one sees the world, and it affects how one interprets the 

adjacent knowledge (Saunders et al., 2009). No one philosophical stance is best; however, one 

may be better suited than another for the purpose of the research in question. This thesis is driven 

by the hypothesis that there are clear links between the various stages of the trend diffusion 

process, from megatrend to the consumer products and services. The hypothesis is explored 

through the cultural anatomy of society and basic interaction between human actors.  



15 
 

The objective of this thesis is to understand the relationship between mega trends, micro trends 

and the resulting products, which are all manifested in the 21st century communication networks. 

Trends of any variety are social phenomena (Brannon, 2006), wherefore the research is centered 

on the study of cultural and social shifts and interactions. Furthermore, although many make 

predictions and trend forecasts, trends are essentially unpredictable and uncontrollable; they stem 

from the cultural shifts in the world which may be deeply rooted and difficult to pinpoint. These 

forecasts come to be in part due to the incremental changes in the world, whether these changes 

are a result of human action or due to external forces (Brannon, 2006). For these reasons, I have 

chosen to use an interpretivist approach to my research.  

The interpretivist approach centers its research around people; their thoughts, their interactions 

and their social behavior. According to Saunders et al. “Interpretivism advocates that it is 

necessary for the researcher to understand differences between humans in our role as social 

actors” (2009, p. 116). This interpretivist view of human action and interaction will be tested in 

the analysis, as the very nature of socialization and human motivation will be in question. 

The reasons for choosing this particular stance are in the nature of trends and their genesis, as 

well as the nature of humanity. On one side, trends are constructed as an answer to the social 

interactions and cultural shifts in society, wherefore one might consider the use of the 

constructivist approach. However, trends are not necessarily consciously constructed, nor are 

they “(…) a result of human intelligence interacting with experience in the real world.” (Elkind 

in Dudovskiy, n.d., para. 1). Trends exist on their own, and grow on their own, as they are not 

only affected by social interactions and cultural shifts, but also by factors that are not possible 

for humans to control or predict; factors such as agricultural or energy shortages, natural disasters 

and global crises (Brannon, 2006). Trends are, however, highly influential on society and affect 

how we, as conscious or subconsciously acting human beings, interact.  

As a part the main focus of this thesis is the relationship between trend types, consumption 

consequences, one could take a positivist or realist approach, however, this would shift the focus 

of interest. The aim of the thesis would no longer be to understand the social aspects of the trend 

diffusion process, but to explain or question the process of trend diffusion and the consequential 

consumer product diffusion process. I wish to take a more social approach to the interactions at 
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play due to the fact that the purpose of this thesis is to illustrate, interpret and understand the 

social links between the levels of trends and how these types of trends interact and then affect 

innovation, production and consumer adoption. Therefore, I find it much more befitting to apply 

an interpretivist approach to the research and analysis. 

 

3.2.  Approach and strategy 
 

 

This thesis will primarily be hypothesis-driven; meaning the goal is to illustrate that there are clear 

associations between the mega- and micro levels of a trend, along with obvious connection to 

the innovations that follow. In connection with this goal, I will also attempt to show the dynamics 

at play within the trend diffusion process as well as with the outside factors that affect it.  

Furthermore, the thesis is case-based. Three different megatrends that have emerged over the 

past five years were the basis of the analysis, and they also created the basis of the research and 

data collection. In order to illustrate, understand and prove the links in the three trend-cases, I 

have found that it was most effective to choose a documentary based research strategy. I chose 

to conduct an archival research of only secondary data with multiple methods rooted in a 

qualitative approach to the collected data. 

 

3.3.  Data Collected  

 

Within this section I will give an account of the data collected and how it was processed. You 

will find the section below divided into subparts; the first describing the details of the cases that 

are basis of this thesis; the second describing the research design. The third section will 

summarize the media scan that provided the basis of the trend analysis and the online 

observations of product releases matching the suggestions made in the case-description.  
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3.3.1.  Case research  

The cases, which will be introduced in the next section of the thesis, were found in the book, 

“Trendsociologi” by Kongsholm and Frederiksen from the Danish trend agency, The PEJ 

Group. After researching the validity of the megatrends presented in their book, to make sure 

that the forecast was shared by a variety of trend forecasting agencies and consultancies, I began 

a selection process in order to choose the most relevant and interesting cases for the thesis. The 

final three cases were selected on the basis of one main criterion: They had to be connected to 

one another, while still holding their own weight in the analysis.  

Apart from the main criterion, I had a few other criteria to secure relevancy and connectivity. 

The first criterion was that each case must be able to affect a large number of consumer 

industries. All three cases cover numerous consumer industries such as real estate, technology, 

economy, travel, grocery, medicine, lifestyle, apparel, subscription and so on. The specific 

relations between the megatrends and their associated industries will be covered in much greater 

detail in the analysis.  

The second criterion was that they each 

had to appeal to a certain part of 

consumer needs. Within this criterion I 

chose to base the choice of trends on 

Maslow’s hierarchy of needs from 1943 

(McLeod, 2007), as illustrated in figure 2. 

The case, ‘Health’ addresses the basic 

human physiological needs, as well as the 

need for security. The second case, 

‘Community’, also to some extent 

addresses the need for security, as 

‘Community’ also may refer to the security of shelter and employment. However, it also addresses 

the needs for love, belonging and esteem, as this particular case may also refer to the security of 

friendship, respect, confidence and achievement. The last case, ‘Convenience’ also addresses the 

need for achievement, as the megatrend ‘Convenience’ has references to efficiency and time 

saving solutions, which in turn creates time for consumers to achieve more and thereby boost 

Figure 2, Maslow’s Hierarchy of needs (McLeod, 2007) 
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their confidence and self-esteem. The last case also relates to the need for self-actualization as 

the search for convenient solution will satisfy the needs for creativity, spontaneity and problem 

solving. All three cases have connections to all levels of the Hierarchy of needs. All these links 

between the cases and the Maslow Hierarchy of Needs will be covered in more detail throughout 

the thesis.  

The last criterion of selection was that the trend forecast should not be too recent; more 

specifically I set a time frame so that the emergence of each 

trend had to have happened no later than 2013. One of the 

earlier forecasts of the ‘Health’ trend was made by Frost & 

Sullivan (2012). The ‘Community’ megatrend has been 

foreseen by, amongst others, KPMG since 2013 and the 

‘Convenience’ Megatrend was predicted by Sarwant Singh in 

2012. This criterion was set because I wanted to see the effects 

on society slowly spreading, though without having reached 

the fading-period. The reason for wanting to see the diffusion 

process of the trends in the early or middle stages, rather than 

at the end or very early beginning of the trend life cycle, is that 

it gives the possibility to see how the industries have chosen to 

interpret them and how consumers, have reacted to them.  

 

3.3.2.  Research design  

In order to understand the trend diffusion process illustrated in the three cases of ‘Community’, 

‘Convenience’ and ‘Health’, I have done a media scan to find documents, articles and profiles 

that all illustrate the interconnectedness of trends from macro- to micro level. This media scan 

has also given testament to the diffusion process of megatrends through the various channels 

and levels of society. Newspaper interviews, research papers, articles and statements posted by 

trend agencies, medical journals and reports, social fora, consumer blogs and company profiles 

and accounts were all collected and organized so that they connected to each their respective 

megatrend, however also shown as a part of a greater pattern (see appendix 1). In the appendix 

Key Words:  

1. Mega Trend 

2. Technology 

3. Health 

4. Convenience  

5. Smart (solutions) 

6. Community  

7. Social  

8. Social Media  

9. Global (tendencies) 

10. Trend Forecasting 

11. Society  

12. Culture  

13. Connectivity  

14. Mobility  

15. Business  

16. Individualism  

17. Customization  

18. Consumer  

Figure 3, data collection, key words 
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you will see all the documents that were used, first by megatrend (appendix 1.1), then by 

microtrend (appendix 1.2) and lastly by manifestations (1.3), including all the relevant references.   

 

3.3.3.  Data Collection – Media scan and Online Observations 

Searching for relevant documents on the development of megatrends was done by searching the 

world wide web search engines either by trend, by company or through newspaper databases. 

The search was structured so that, if an article or company profile was relevant enough, it should 

match or closely resemble at least five of the eighteen key words seen in figure 2. Furthermore, 

once the articles or links matched the key words, I did a background check on the webpage, to 

establish the level of validity. When using newspaper articles and company profiles, these 

documents should always be treated with a certain level of skepticism, as they may be biased and 

influenced by underlying or hidden motives. Lastly, the articles and company profiles should be 

from 2012 and onward, in order to be sufficiently accurate to the cases and research.  

Once the search was complete I created an overview of the articles found, which can be found 

in appendix 2. This overview was made to give an idea of level of relevance, validity, the date and 

author. In terms of the use of these documents, they were used as evidence and validation of the 

megatrends diffusion process. 

When searching by megatrend, I used the google search engine. As these searches provided many 

posts, approximately 22.000 pages worth for each search, I limited the search to only the first ten 

pages of results. The search by company, expert of area of expertise was also done through a 

regular google search, as well as through several b2b websites, which provide intel on companies 

within a certain field and basic information on the trends and tendencies within that particular 

industry. Lastly I conducted a wide search of newspapers for articles concerning trend forecasts 

and figures of interest within the field of the trends in question.  

All the results of the aforementioned search then became the basis of the second search for 

microtrends and corresponding product innovations. Many of the documents, articles and 

profiles suggested both microtrends and product that could be the results of the proposed 

megatrends. These suggestions then became the search words and criteria, in order to check 
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whether they actually had manifested themselves in society. All these search results are found in 

the case description, as well as in Appendix 1, 1.1, 1.2 and 1.3. The appendices are a gesture for 

the reader, so that he or she can take out the appendix and see the findings while reading a 

different section of the thesis. The research was done while selecting the appropriate megatrends 

to study, and therefore the data collected is also a part of the case-overview. These tables should 

give a better idea of the extent of the media scan and preliminary online product observations 

done.  

The online observations were done in such a way so as to provide the most recent and accurate 

product release- and specification information. Each of the products and product categories 

mentioned in Appendix 1 to 1.3 were found online, or in relevant books and magazines, and then 

categorized.  

 

4.  Cases  

 

In order to answer the research question, and demonstrate the links between trend types and 

consumers, I have chosen to use three examples of megatrends: Health, Community and 

Convenience. They were found in the book, ‘Trendsociologi’, by Kongsholm & Frederiksen, 

however, they were found in the work of other scholars, whom I have chosen to include in this 

case in order to get the most relevant and seamless picture of the reaches of each megatrend in 

question. These three cases were chosen with reference to the needs of a human being; Maslow’s 

Hierarchy of Needs. They were also chosen due to their relevance and overarching impact on 

society and consumer industries. In this section I will detail their relevance for society and the 

basic information of their development. In the next section, the methodology, I will give the 

details of finding and selecting the cases.  

4.1.  Health 

Health; a very wide and far-reaching area of consumer needs. It covers all from medical services 

to over-the-counter painkillers and gym equipment, and it represents a large significance in 
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human wellbeing. It is, to some extent, basic for the existence for mankind that Health is 

maintained and nurtured both on macro- and micro levels. This is, in part, why I have chosen 

this as the first of the three cases to illustrate the inter-connectivity of trends, industries and 

consumers. I also chose it due to the increasing and ever growing focus on health over the past 

half century. There is a greater emphasis on healthy lifestyle, and technological advancements 

have made it possible to develop and improve many sectors of healthcare to prolong and cultivate 

human life.  

In Kongsholm & Frederiksen, the authors suggest a list of possible microtrends and product 

manifestations that could be or have been developed as a result of the ‘Health’ megatrend.  Below 

you will find an overview of the mega- and microtrends that have emerged or could emerge as a 

reaction to the increasing attention on Healthcare and wellness. 

 

Kongsholm & Frederiksen 
(2015) 

Low / No 
High in 
Nudging  
Allergy-friendly foods 
Natural groceries  
Organic  
Unprocessed  
Flexitar  

 

Kongsholm & Frederiksen 
(2015) 

Lyfe Kitchen  
Wholegrain  
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The blue boxes show the microtrends and manifestations suggested by Kongsholm & 

Frederiksen: The grey box shows the suggestions made by Singh and the yellow shows the 

suggestions made by two trend forecasting agencies. The green box shows suggestions that have 

arisen on blogs, in magazines and through other societal observations.  

Singh 

(2012) 

Nutraceutical 

Nutricosmetics 

The Medical Home 

Robo-doctors  

Healthcare Apps  

Be Global, Think Local 

EY, 2016 

Cost-effective Health Care Systems   

Artificial Intelligence  

Monitoring equipment  

Private healthcare sector   

Consumer self-management  

TrendOne, n.d.  

 

Body Tuning 

Downshifting  

Mood Tech   

Personalized Medicine  

Preventive Healthcare  

Transparent Medical Centers  

EY, 2016 

 

Wearables (Sensors in tattoos & other sensory  

data collecting items) 

Smartphone Health Monitors  

Multi-access Online Patient Health Databases 

Personal Exercise Monitors  

Smartphone Heath motivators (HealthySiri for  

iPhones) 

TrendOne, n.d. 

Exercise Clothing with Body Odor Delamina- 

ting Capabilities, Posture Control and Built-in  

Skin Hydration 

Nanotechnology Sensor Implants  

 

Other Manifestations of the Health Megatrend  

The Bowl-movement; portion control by bowl-eating 
Athleisure – Athletic leisure 
Mineral- and vitamin supplements 
IFP – Intensive Fitness Programs 
Social Meditation 
Social Media Fitness Programs 
High-fat diets 
Products catering to allergies (gluten free, lactose free etc.) 
Mindfulness (drawing sketchbooks, breathing-seminars etc.)  
Holistic happiness (lifestyle change rather than diet) 
Stay Healthy (Exercise rewards, Pokémon) 

Singh 

(2012) 

Health Care Information databases  

Online Consultation  

Vitality Monitoring devices for home use 

The Health Kiosk 

The Automated External Defibrillator  

Analytic Bandages 

Individual Genome Sequencing  

Robotic ‘Smart’ Prosthetics  

Custom Body Parts 

Weight & Health improving food products  

Home Health Centers  

Robot-assisted Surgery 
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4.1.1. Cost Control  

The reasons for the emerging focus on health and wellbeing are many, however, the basic reasons 

need some attention in order to understand the Health trend diffusion process from today and 

into the future. According to EY, a global consultancy firm, one of the reason the increasing 

attention given to healthcare systems around the world is the fact that this particular sector in 

under increasing cost pressure which leads them to seek more sustainable solutions (EY, 2015). 

EY also suggests that the vast technological advancements now make it possible for the 

healthcare sectors not only to provide ‘sick care’, but rather take a more proactive approach to 

healthcare, through monitoring and patient self-management of diagnosis treatment (2015).  

 

4.1.2. Population – increasing and ageing  

Another reason for the emergence of the Health Trend is the fact that the world sees a rapid 

increase in population; not due to an accelerated birthrate, but rather due to longevity (EY, 2016; 

TrendOne, 2016; KPMG, 2013). The extended lifespan all over the world has increased the need 

for healthcare, and the economic costs are therefore larger (EY, 2016). According to Singh, 

healthcare will shift from: “(…) treating symptoms towards a (…) model of predicting, early 

diagnosing and ongoing monitoring” (2012, p. 112). He continues to elaborate that several of 

these stages of preventative healthcare will be performed and administered by the individual 

citizen or by technological devices (2012). Both EY, TrendOne, KPMG and Singh agree that, in 

order to keep wellbeing standards and healthcare quality high and costs down states must shift 

from “treating” to “preventing” in order to navigate future healthcare crisis (EY, 2016; 

TrendOne, 2016; KPMG, 2013; Singh, 2012). They also seem to agree that future healthcare will 

require a much larger patient participation rate; patients must take action and monitor themselves 

to a higher degree than it has been seen so far (2016; 2016; 2013; 2012).  

 

4.2. Community  
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When suggesting the megatrend, Community, it bears comment that the trend may cover a 

myriad of different meanings; a living community, a sense of community and a sharing of finances 

or general ownership. Kongsholm & Frederiksen who, amongst others, suggest this megatrend, 

clarify that the trend refers to: “the sharing of … “(2015, p. 168), meaning that the Community 

trend signifies a growing need of sharing everything from home, transport to economy and 

habits. Below you will find an overview of the microtrends and product- or service manifestations 

that refer to this megatrend. Just as illustrated above, the various colored boxes state the 

microtrends and manifestations found in the respective works of Kongsholm & Frederiksen, 

Singh, EY and TrendOne, as well as a selection of manifestations found online through the media 

scan which will be described in the methodology. 

Just as the megatrend, Community, could have referred to many different aspects of social life, 

its emergence on the trend scene also has many different reasons that span all over the world. As 

globalization thrives and as another megatrend, urbanization, is in dynamic progress, the need 

for communal solutions and joint innovation has never been higher (Benson-Armer, Noble & 

Thiel, 2015). In order to create a brief, albeit adequately covering, summary of the reasons behind 

the emergence of a need for community, I will cover three aspects. Community as a home, 

Community as a sharing of consumption and Community as a sharing of ideas and opinions.  
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Kongsholm & Frederiksen 

(2015) 

Insolvency 
Shared Ownership 
Group Acquisition  
Local Involvement 
Co-creation 
Crowdfunding  
Social Cooking  
Seating  

Kongsholm & Frederiksen 

(2015) 

Peoples Supermarket  
Airbnb  
Uber  

Singh 

(2012) 

Geo-Socialization 
Augmented Social Network 
Online Communities  
Collective Transport  
Collaborative Buying  
Freemium (Free Premium) 
Community-based Business Models  
Online Connectivity  
Co-creation 

Singh 

(2012)  

Community-based product development 
Online offer sign-up-sheets 
Groupon 
Cut-Price Trips (due to Cancelations) 
Facebook, LinkedIn 
‘Assembly-line’ Surgery 
E-Choupal –  Grocery Procurement Community 
Data Collaboration  
Hyper-Public 
Recycling Systems  
Car-share & Car pooling 
Digital Flash-mobbing 
Augmented Reality (AG)  
Gigwalk 
Blog-socialization 
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4.2.1 Community as Home  

Due to an increasing urbanization, cities are growing, which will cause city lines to blur together 

with suburbs and daughter cities and thereby cause an expansion of city lines and create so-called 

Mega-cities (Singh, 2012). Singh states that: “For the first time in human history, 50 % of the 

Trend Forecasting agencies 
 

EY, 2016 

Anytime/Anywhere access 
Global Collaboration/Market 
Infrastructure Efficiency  
Sharing Economic Platforms 
Collective Customization 
Subscription based Experiences 

 

TrendOne, n.d.  

The Prosumer  
Sharing  
Transparency  
Curation  
Co-determination  
Crowd actions  
LifeSharing  

EY, 2016 

Deliveroo/CrowdCube 

Didi Kuaidi/DemoHour 

Etsy/IndieGogo 

TaskRabbit/Kickstarter  

Spotify / Netflix / Coca Cola Bottles w. name 

European Citizens’ Initiative  

AngelList / Buyerparty 

 

 

TrendOne, n.d. 

 

Fan-financed Art 

Small Portable Cameras (GoPro) 

Virtual Reality glasses  

Virtual Apprentice/practice programs 

Tinder / Happn  

Waste Reuse Systems; Recycling to the next level 

Urban Co-Farming 

Co-habitation (Shared Housing Solutions) 

Experiential and Participatory Events 

Other Manifestations of the Community Megatrend  

1. Peer-to-peer accommodation (FlipKey, Trip-        8.   Build-a-shoe (Nike) 
ping, HomeAway)                9.   Online Trade Sites (Trendsales, Ebay, Etsy) 

2. Peer-to-peer financing (Zota, Ratesetter, Fund-     10. Ride-Sharing (Lyft Line, Audi-Unite) 
ing Circle)                11. Collective Insurance (Guevara) 

3. Music-, TV- and Video Streaming (Netflix, Spo-   12. The Internet of things 
tify, Hulu, Amazon, Deezer, Tidal, HBO)              13. Smart Chopsticks, Umbrella Here, BitLock 

4. Drive-Now (BMW)                14. Traffic Info Sharing (Connected Citizens, Waze)   
5. Consumer Review- and Acceptance Sites (Trip-    15. Quicar 

advisor, Zicasso)               16. Crowdfunding (Kickante) 
Rent-a-dress; Clothing rentals (Rent-The-Runway,  
The MS Collection) 

6. Instant Skills (Seedsheet; for gardeners, Palete Ho- 
me; for Grill masters, Hexo+; drone for perfect  
filming) 
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world’s population was living in urban areas (…), by 2030 60 % of the world’s population will 

live in cities.” (2012, p. 61). Singh also expresses a certain level of concerns that these mega cities 

will also have a corresponding “Mega-Slum” (2012, p. 62). These slums are already reality and 

they are caused by the mass-urbanization; what with the developing technological human 

substitution in production and general service, the job-opportunities will only diminish (2012), 

whereby one can conclude that the slums will only develop even further. As TrendOne also 

states, in order to cope with the massive influx of citizens to urban areas, governments, businesses 

and citizens alike will have to work together, as communities, in order to solve housing- and 

living crises (2016). Due to urbanization, a growing population, and a depleting reserve of natural 

resources, housing will have to be made much more efficient in order to avoid a global housing 

crisis.  

 

4.2.2. Community as Sharing of Consumption 

The second aspect of this particular megatrend is the sharing of consumption. Be it shared 

economy, shared transport, shared offers or shared access, ‘sharing is caring’. According to trend 

monitoring company, Trend Watching, the notion of sharing also transcends into caring for 

ourselves, each other and our planet (2015).  

To understand where the need for sharing started, we need to look at the introduction of the 

internet in the 1970’s. This step in technology introduced a new era: The Information Age, or 

the digital era (Sanford, 2007). Information became much more easy to obtain, wherefore the 

ever existing curiosity of mankind was fueled. This digitalization of society also hosted a whole 

new way of sharing; the internet gave way for social fora where consumers could share 

information via e-mails, chats and the like. This trend has since then exploded through society, 

to the present point where very few can live without online access, and where industries are vitally 

connected through it. The sharing of information has become quintessential to modern day life.   

What with the rising challenges of resource scarcity, globalization and urbanization, the notion 

of sharing has taken on a whole new meaning. It is no longer a mere matter of sharing 

information, but it has become a manner of using networks of information to commonly reduce 
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cost, increase efficiency and span bridges or break barriers across cultures and space. According 

to most trend forecasting agencies and companies, consumption and the sectors that are affected 

by such must all plan for a digitalized world of sharing burdens. Finances, leisure, security, 

transport, food and apparel consumption companies all face the integration of digitalized 

commercial platforms that enable consumer to share and trade without any disturbance or trade 

barriers (EY, 2015; TrendOne 2016; Winkeljohann, 2015; Trend Watching, 2015; McKinsey & 

Co, 2015; Singh, 2012).  

 

4.2.3. Community as Sharing ideas and opinions 

The last aspect of a Community I wish to elaborate on, as a part of this megatrend, is the sharing 

of ideas and opinions. The reason for its importance, and therefore its inclusion in this case 

description, is that it represents both the basic structure of human interaction and the basic 

structure of the 21st century world view. Mankind have often collaborated in order to solve 

problems; this is not groundbreaking, nor interesting. However, the increasing collaboration 

across borders, physical and psychological borders alike, is something new (Higham, 2009). These 

collaborations happen both between peers and between peer and businesses, in the form of co-

creation and crowdsourcing (Singh, 2012). Likewise, consumers share their experiences and give 

feedback to a specific topic, product or service. These exchanges are indicators of potentials 

shifts in consumer needs. As the collaborative exchanges happen, it is necessary for businesses 

to stay attuned to them and, if possible, engage in joint problem solving with their consumers. 

This is the essential point of the sharing notion as it applies to knowledge.  

This shift in collaborative grounds is proof that human beings seek participation and 

involvement. In the analysis this will be covered in far greater detail to show the connection to 

human self-actualization, community, mental health, customization and many more related 

notions.  

This last aspect of the Community megatrend also refers to the sharing and trading of ideas and 

opinions. In this sense, the internet becomes a forum of self-promotion and virtually any social 

platform can be used to share, trade or sell possessions. Whether one sells or trades lifestyle 

goods, services or knowledge, consumers use each other in their process of deciding if they 
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should or should not act and how. Online communities that cater to specific purposes, styles and 

topics supply the forum for consumers to exchange; examples of such are Etsy, E-bay, Trip 

Advisor and Connected Citizen (Appendix 1.3).  

4.3. Convenience  

Conveniently, this megatrend speaks for itself in terms of what need it addresses. The Merriam 

Webster definition of convenience is: “a quality or situation that makes something easy or 

useful for someone by reducing the amount of work or time required to do something.” 

Hereby stating that convenience is a matter of saving time and energy to increase 

wellbeing and avoid pressure. The reason of the emergence of this megatrend is relatively 

simple. According to Canadian Consumer Report on Convenience: “Today’s consumers 

are seeking solutions that allow them to maximize their free time and disposable income 

dollar, and spend more time doing the things they value.” (2010, p. 2). Likewise, Lara 

Piras of Trends on Trends quotes Kornack: “(…) in a busy city (…) convenience / 

accessibility plays a large role in how we live.” (2016, para. 2). As these quotes indicate, 

the increasingly fast pace of the world creates a need to eliminate time waste. As such, 

industries attempt to create platforms, driven by the technology, to make it as fast and 

easy for consumers to do their chores and thereby maximize their free time.  

In the related literature used in this thesis, the megatrend, convenience, has two main 

foci. Convenience as a means to make our lives easier or better, or convenience as a way 

to self-actualization. Below, as it has been illustrated with the aforementioned trends, 

the various examples of trends that have emerged from the overarching convenience 

trend are showed.   
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Kongsholm & Frederiksen 

(2015) 

1. Ready-to-heat/eat/mix/cook 

2. Meal boxes 

3. Fixed Subscriptions  

4. To-Go (Coffee/lunch/snack) 

5. Online Grocery Shopping 

6. Grazzling  

7. Eatable Packaging  

8. No-Cooking Solutions   

Kongsholm & Frederiksen 

(2015) 

DK Food Services; Aarstiderne, Skagen Fisk 
Premade Pizza Dough  
Palæo in 7/11 

Singh 

(2012) 

Smart Home Solutions 
Efficient Solutions 
Personalized Living  
Wireless Connected Home  
Convenient Car Share 
On-demand 
Online Shopping  
Geo-socialization  
Pay as you Go 
One Product, Many Applications 

Singh 

(2012)  

1. Smart Lighting Sensor – control light by 

2. On-Demand streaming services  

3. Smartphone 

4. On-Demand Food delivery  

5. Home security system; warning through 

Smart 

phone  

6. Pay/sell with a Tweet  

7. Phon’cierge / Virtual Butler 

8. I’m Watch 

9. Personalized Climate Control  

10. Fridge w. food durability monitor  

11. Drive Now; cars nearby  

12. Convenience stores – open 24/7 

13. Smartphone Alert for discounts & 

potential socialization opportunities 

14. Spimes, Devices w. RFID + GPS + 

Connectivity 
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4.3.1.  Motives of consumption  

As the motives for consumption differ in accordance with the situation, this megatrend 

is especially dependent on consumer motivation. Why do we buy? Why do we want? 

What do we need? These questions are essential when analyzing the background of 

convenient consumption. Is it only because it is easy, or does the act of buying give us 

EY, 2016 

Efficient solutions 
Efficiency & Personalization 
Cost-efficient resource management 

 

TrendOne, n.d.  

E-learning 
Robotic Advisors 
In-House Medical Aid 
Personalized learning/reading 
Location Based Services 
Pay-as-you-go solutions  
Seamless Commerce  
Speed Retail 

EY, 2016 

1. Time-efficient 

2. Resource-efficient  

3. Intelligent streaming, Individual Taste  

4. Driverless Transport (communal & 

individual) 

5. Smart Grids  
TrendOne, n.d. 

1. Online Course to develop skills (Udacity, 

Coursera) 

2. Unfailing Robot Personal Assistants 

3. Smart Phone Health Monitoring 

4. Learning Platforms (Knewton, Beluga, 

CogBooks) 

5. Activity Suggestion based on Geo-location 

6. E-payment, Mobile Pay, Tweet Pay, Social 

Net- 

work payment.  

7. LockBoxes, Package-self-pickup  

Other Manifestations of the Community Megatrend  

1. Accelerated Physical Service Options   Street food and Fast food 
2. Free solutions: Charging stations and Wifi  Portable Chargers  
3. Time Pressure (Time-saving solutions)   10-minute meals  
4. Microwave meals    The Cocoon Cooker 
5. Online Grocery stores (Nemlig.com, netgrosser.com,  

freshdirect.com) 
6. Online Offers (Minetilbud, tilbudonline, snapdeal) 
7. Meal Assembly Stores (Let’s Dish, Dream Dinners,  

Dinner by Design) 
8. Organic Convenience (Abel & Cole, Brain Food, Farmer’s Choice)  
9. Healthy Convenience (The Springs, 26Grains, Palæo2go, S’wich, Sunday’s Grocery, We Love GOGO, 

Servd Fresh, Fit and Fresh Australia, 108DK etc.)  
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more than mere satisfaction of needs? These questions will all be answered in the analysis 

and discussion by use of proper theory and methodology, however, these questions are 

also essential in answering why this megatrend is relevant to society.  

 

4.3.2.  Efficiency needed everywhere  

This megatrend was selected to be a part of the case study as it supplements the 

aforementioned two trends. Convenient, or efficient, solution can both refer to Health 

and Community. Efficient solutions exist and thrive both within the home, network, 

healthcare system, social interaction and personal matters, wherefore it is an 

omnipresent wealth of opportunities (Singh, 2012). The megatrend emerged  as a reaction 

to the need for leisure time (The Government of Canada, 2010), which transcends 

through the whole system of human needs. Convenient solutions refer to the 

accessibility of food and water; to the hours available for sleep. It refers to the sentiment 

of safety, as security is also strengthened by smart and efficient innovations. The 

integration of convenient technology and innovative solutions will create space for 

developed bonds of love and belonging, which in turn will strengthen self -esteem. 

Convenience and efficiency will also further achievements, and lastly it may therefore 

help shape identity and fuel creativity.  

 

 

5.  Case 1 – Health  

  

As mentioned in the previous sections, megatrends represent the cultural shifts in society that 

cause behavioral changes. Due to demographic changes, the need for healthcare has changed and 

this creates the backdrop for shifts in the culture and structure of society (KPMG, 2013). It is no 

longer a question of treating illness, it is rather a matter of preventing it (Singh, 2012). Health is 
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becoming a matter of patient self-preservation and administration, thereby transforming citizens 

into “power patients” (2012, p. 114). Such a trend is deeply rooted, as citizens have to change the 

way they see themselves and their society. The change must, according to Singh, happen within 

the mind; the citizen must learn to think of themselves as health experts, informed through 

technology and self-improvement (2012). They need to adapt a ‘help-yourself’ attitude to their 

health. Many forecasters and governments have foreseen this, and observe that it as a reaction to 

the ageing and increasing population. This makes the foundation of this shift a matter 

demographics and the solution, in the increasingly individualized society, a matter of patient- and 

consumer empowerment. Throughout this section of the analysis, I will attempt to illustrate the 

various aspects of the Health megatrend that links it to the microtrends and consumer products 

that have subsequently emerged.  

 

5.1.  Macro to micro; the diffusion through society 

 

In order to properly understand the links between a megatrend and the subsequent microtrends 

and consumer products and services, let me illustrate this process through the diffusion curve. 

The diffusion curve is primarily connected to consumer products (Brannon, 2006), however, I 

will argue that a resembling process happens when a trend on the macro level diffuses through 

society into micro levels and then manifests itself in consumer products and services. This ripple, 

created by a trend on a macro level of society, is an example of how different time horizons exist 

within one trend. Megatrends are large-scale trends that lasts for up to 10 years (Kongsholm & 

Frederiksen, 2015), and therefore consumers may be yet unaware of their significance, until these 

megatrends have seeped into society and start to affect their immediate environment (Naisbitt, 

1982). In order to properly understand the diffusion of a megatrend into society, I will illustrate 

it by showing the diffusion process of the Health megatrend, adapted from the original diffusion 

curve to match the process of trend diffusion.  

In Health, it is my belief that the preface to the diffusion curve is characterized by the 

demographic changes in society, such as population increase, migration and urbanization, 

according to most global trend reports in my archival research. These changes, if truly important 
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to the global societal makeup, will slowly form a pattern which will first become apparent to 

governments and research institutes as they begin to notice the changes in their statistics (EY, 

2016). These changes, and the patterns they form, are initial indicators of a megatrend (Singh, 

2012). In the healthcare systems, a growing population has shown its signs on the statistics, which 

then in turn creates challenges and poses threats to the systems of healthcare, and thereby the 

health of citizens (Uddannelses- & Forskningsministeriet, 2016). These root-causes are the basic 

foundation of the health trend. In terms of the diffusion curve, these causes indicate a movement 

in society which creates a megatrend. While the megatrend is still in its early stages, the old 

traditional healthcare systems are still in function, however, they are experiencing difficulties in 

adjusting and keeping up with patient care and treatment as the population grows and more 

people are in need of healthcare (Dobbs, Manyika & Woetzel, 2015). These difficulties become 

apparent to both state and patient alike as the quality of the service that has so far been a custom 

is now harder to obtain. More patients require more staff, however, this need will create a strain 

on the government budget, and finding such funds is simply not always possible (Hall, 2006). 

During this time, the market and industries realize the need. The Merriam-Webster definition of 

a trend, “a general direction of change: a way of behaving, proceeding, etc., that is 

developing and becoming more common” (2016c), indicates a need for change, but also that 

it must develop into something commonly acknowledged. Therefore, one may conclude that in 

order for any trend to be lasting, it must have staying power, and the only way for this to be the 

case is if society accepts the need for change as well as the suggested solutions.  

In terms of the megatrend, Health, one must presume that consumers need to be satisfied on the 

basic level of physical and psychological well-being. The government need to find efficient ways 

to make their society work. The Megatrend is therefore manifested in the mutual need for change, 

and will only succeed when all parties interact and collaborate to find a way to satisfy their mutual 

need. This particular megatrend has created the mutual need for change, as neither the world 

governments nor its populations can survive unless healthy; both physically, psychologically and 

financially. In the following subsection, I will illustrate how the adapted process of diffusion 

begins.  

In the initial phase, the megatrend is explored and the specific social needs are identified. Then, 

each of these specific needs slowly morph into microtrends, which by nature are sector specific 
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(Kongsholm & Frederiksen, 2015). These microtrends signify that society has understood the 

need for change, and now attempts to find out how to change according to their specific 

conditions. This phase of microtrends sets the stage for innovation; which in turn fuels industries, 

and satisfies consumers.  

 

5.1.1. From Health to Application 

In order to properly understand this process of trend diffusion, I will illustrate by using the 

example of United Health Group, an American health care company. They launched a mobile 

application for patients, the Health4Me app, which provides instant access to your personal 

health information through your smartphone. To demonstrate how this innovation relates to the 

megatrend and resulting microtrends the illustration below, Figure 3, will give a better picture.  

 

 

 

 

In terms of the trend diffusion process, this illustration also shows how the megatrend evolves 

from being a macro-level concern, to something concrete and relatable. At the third stage, where 

access by both health professionals and patients is mutually beneficial, the innovation that follows 

must be a solution that both fits the modern day patient, and consumer, as well as being 

obtainable and useful to the healthcare system and healthcare providers. 

If the illustration of the trend diffusion process shown above should then be connected to the 

diffusion curve, it would therefore look as shown in the figure 4 below. 

Health Consumer Health 

self-management 

Multi-access Patient 

information database 
Health4Me App. 

Figure 4 – The Stages of Trends 
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The original diffusion curve has five parts; Innovators, Early adopter of Opinion Leaders, 

Majority, Late Adopters and Laggards (Rogers, 2003). The four stages illustrated above, rather 

than the original five, are inspired by the larger scale of trend diffusion, as well as the overarching 

evolution of a trend into society. The first stage, the megatrends, represents the initial need for 

change; at this stage the larger forces of society observe and analyze the markets for signals of 

challenges that could develop into crises. At this stage the trend is still overarching and broad as 

it has not yet been conceptualized. The conceptualization happens when the megatrend is 

subdivided into microtrends, meaning when macro level implications are applied to the affected 

sectors. This stage signifies the microtrends. These trends are born from the sector specific needs 

which are results of the overarching megatrend. Between this stage and the next, innovations 

start to appear. These innovations stem from the challenges to society presented by the 

megatrend, however, they are conceptualized due to the underlying currents in society which the 

microtrends stand for. The third stage, the industry, is the part of the process where a megatrend 

starts to affect more and more areas, now known to both industry and consumers. At this time, 

consumers notice the challenges and start requesting solutions or, as the analysis will elaborate 

on, consumers may start to request being actively engaged in the innovation process. The fourth 

and last stage of trend diffusion, is the part where trends and innovations are implementing 

themselves in society. At this last stage, consumers will get used to the new structure and the 

following innovations. The implementation of these innovations that are rooted in the original 

        Megatrend Microtrend               Industry      Consumer 

Innovation 

Figure 5 – The Trend Diffusion Curve 
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megatrend may then create new challenges which in turn will create new megatrends, and so the 

diffusion process may start over again.  

 

5.1.2. The Power Patient  

In the healthcare system, it is a matter of finding efficient ways to cut costs and improve life 

quality. As governments cannot magically conjure up fortunes to fund the needed personnel, they 

have to look elsewhere to find effective solutions. One such direction could be inspired by the 

‘outsourcing’ strategy, meaning, they seek alternative sources of healthcare that could substitute 

for doctors and nurses (Hall, 2011). As presented by Hall in her article, Preventive healthcare, 

though not a new notion, might be the microtrend which has the desired effect on society (2011). 

By preventing disease and teaching patients to be proactive about their health, the strain on 

hospitals will be eased and they will have the time to treat those who eventually do become ill. 

This brings forth a question; if everyone learns to prevent illness and proactively change their 

lifestyles, will anyone then become sick? And if not, will we even need a healthcare system? To 

answer this question, first, it must be noted that such a futuristic scenario as the complete of 

absence of illness would be many years in the future, if it is even possible to achieve (Singh, 2012). 

Second, preventive healthcare addresses the illnesses that are preventable; but according to Prüss-

Üstün & Corvalán, not all diseases are so (2006). They state that only a quarter of known diseases 

would be possible to prevent through lifestyle changes and proper monitoring (2006). Thereby, 

one may conclude that some manner of publicly available health care, such as hospitals and 

emergency rooms, still do have a vital position in society.  

Even so, with the strain on the healthcare systems around the world and the increasing 

population, Hall still states that prevention of diseases will positively change the way we think 

about health (2006), which in turn will benefit not only governments and the social fabric, but 

also each individual citizen.  
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5.2. A Healthy Trend 

 

Although preventing ill health, in itself, is a very healthy trend, there are more trends that have 

the potential to improve common and individual health. The concept of Health, albeit broad, is 

generally the condition of wellbeing in body, mind and soul (Merriam-Webster, 2016). The notion 

of “Body, Mind and Soul” is also referred to by Sarwant Singh in his book ‘New Mega Trends’, 

where he states that these three cornerstone contribute to human health, wellness and well-being, 

or HWW (2012, p. 112). HWW has proven to be of more and more importance throughout the 

past century due to the increasing world population, national health costs (2012) and the fast 

paced 21st century lifestyle.  

On the macro-level, Health as a megatrend will affect how the healthcare systems work, which 

in turn will affect how patients or, as it may become the case, consumers act. The megatrend has 

been predicted and interpreted by many companies and forecasters, however, most agree that the 

solutions are within the field of individual empowerment and technology. As mentioned earlier, 

“power patients”, and who take charge of their own health, were so named by expert Sarwant 

Singh (2012). The company, TrendOne, also claims that: “Healthy living today mainly means an 

optimised ability to perform and compete.” (2016g, l. 3), whereby one can also believe that the 

goal for patients is to make sure that no illnesses will come. TrendOne also states that, in order 

to effectively take charge of one’s health, it is necessary to provide citizens with the appropriate 

means to do so (2016g). “Health assistants are moving into our homes and devices. This enables 

independent monitoring of our own vital signs, as well as health consultations from any location 

and easier management of our health data. Taking preventive measures regarding our health 

opens up new fields in both analogue and digital product and service markets.” (TrendOne, 

2016g, l. 8-13). This suggested shift in human thinking is one of the key aspects of this megatrend; 

the self-actualization and -sufficiency shown by the modern day consumer, both within health, 

consumption and identity (TrendOne, 2016h).  

Singh also agrees that the healthcare systems around the world will, due to scarcity of capacity 

and funds, adapt a system where illness is prevented rather than cured or treated (2012). Due to 

the space constraints, brought on by urbanization and population increase, the hospitals will no 



39 
 

longer be able to house all the patients who need monitoring and observation. Therefore, citizens 

will instead have to reinvent themselves and use the technology around them in order to monitor 

themselves and control their own treatment plan (2012).  

Such initiatives have already been taken by Google, Apple and Samsung, who are developing 

programs and applications that help consumers structure personal fitness, manage their general 

heath and detect chronic illness (Cole, n.d.). Hajkowicz, Cook & Littleboy argue in the Csiro 

Global trend report that, with the influx of knowledge and insight into personal health, patients 

will become more invested to take action, hereby compelling other industries to provide what 

they need in order to do so (2012). This is a sign of how Health, as a megatrend, slowly affects 

social sectors by introducing specific areas of need which are then introduced to consumers in 

the forms of innovations. One such chain reaction, would be initiatives to integrate medical 

centers at home, as introduced earlier by TrendOne (2016g). Throughout time many activities 

that were once outside the confinements of home have been brought into the personal sphere. 

Cinemas, providing entertainment on ‘the big screen’, found themselves in a fierce competition 

with home theatres, where electronics providers were developing at-home entertainment systems 

with excellent quality and the convenience of not having to leave once sofa (Ibis World, 2015). 

This trend has been made even more convenient by the introduction of streaming services (2015), 

which will be covered in greater detail in the Community and Convenience sections of the 

analysis. Retail stores have been battling online shopping sites, where consumers could find what 

they sought by the click of a button (Wolfinbarger & Gilly, 2001). Now, instead of creating 

competition, at-home medical centers may the answer to relieve hospitals of the excess stress and 

overburdened workload from the increasing population. Integrated monitoring devices for 

smartphones, or integrated into your bathtub (Withings, n.d.; iHealth, n.d.; Muoio, 2016). 

Analytical Bandages that report infection and healing process (Heck, 2015). Robotic assistants 

which can alternate between a myriad of different roles in the house hold such as health, cleaning 

and cooking (Singh, 2012; Autonomous, n.d.; Jibo, n.d.). The possibilities of bringing health into 

the home are surely countless (see Appendix 1.3), however, one aspect may cause resistance.  
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5.2.1 Security Check  

Security, or protection of personal intel, is a concern voiced by many. Both industries and 

consumers fear the security risks that follow the digitalization of entire health records (Virtru, 

2014). As technological advances bring new machines that hold, record or analyze data, there is 

a risk that information, such as the kind stored in robotics or home monitors, will become 

attractable commodities on black markets and as leverage in criminal activity (Singh, 2012). In 

this case, it may be interesting to introduce the aspects of individualism when discussing human 

nature and action. Within the paradigm of Individualism, humans have the right to their own 

lives and are free to live as they choose (Merriam-Webster, 2016b). Furthermore, human beings 

are inherently selfish and therefore prone to follow their own interest and not the one set for 

society in general (Biddle, 2012). When turning personal data into a value, one may question if 

human kind can handle the responsibility of their own health, without any consideration to the 

health and position of people around them. If we enforce and encourage individual 

empowerment, will people then lose the ability to see the bigger picture? 

Sarwant Singh also addresses this in his book. He illustrates the new form of citizenship, Identity 

3.0, where a citizen is both corporeally and digitally present. Singh argues that this digital 

presence, and the associated exposed position, will be the new commodity and central to what 

he calls “Cyber Warfare” (2012). The war of information, which may both be interpreted as 

talent-wars and intel-trafficking, will pose a definite threat to both individual, corporate and 

administrative safety. Should the individualistic paradigm hold true in its most selfish incarnation 

in our world, the tendency to trade digital information, regardless personal or overarching 

consequences, may have severe consequences for society.   

As mentioned in the theory, individualism advocates the individual’s rights as a human being 

(Hampden-Turner & Trampenaars, 2000). Any person may live as he or she chooses and pursue 

the principles he or she wishes to live by (Lukes 2014). This also indicates a certain level of 

selfishness and disregard for the greater good of the many (Biddle, 2012). When valuable 

information is stored online, one may then question the motives that guide individual actions and 

how these motives may pose threats to the systems. Bank robberies were conducted while there 

was still significant cash flow in society. Now that these funds have become electronic, bank 

robbers have moved accordingly (Mogg, 2015; Berg, 2014). Crime doesn’t dissolve simply 
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because a specific currency of value has morphed into another. As society does, crime will also 

find its way into the new modes of trade. As information has become a valuable commodity, and 

technology has made it digital, corruption has moved into a brand new sector of crime. From an 

individualistic perspective, human beings will act with only their own interest in mind, which 

would explain how a trend, even such a trend as better health for all by focusing on individual 

tailored healthcare, may be threatened by individuals acting with their own best interest in mind. 

However, Hamdpen-Tuner & Trampenaars’ version of the Individual paradigm reflects that 

individuals can still be compassionate and invested in society (2000), whereby these acts of crime 

would not necessarily be explained by the notions of Individualism, but rather from the 

perspective of general human nature and psyche. Individuals, such as hackers and online 

criminals, disregards privacy by trading sensitive information for unscrupulous reasons. Their 

motives cannot be argued to be for the good of the many, but instead for their own personal 

gain.   

To bring this back to the case and objective at hand, the digitalization of healthcare also means 

that the information stored in these innovative self-monitoring systems will be a target for 

corruption. Therefore, it may be stated that, though the Megatrend, Health, presents society with 

many different opportunities that could potentially satisfy the needs of both consumers and 

governments, these selfsame potential opportunities pose risk due to the malicious actions of 

individuals. Be that as it may, a silver lining may still be found, as the security risks of such selfish 

action could potentially create new needs, cause new societal shifts and thereby initiate new mega- 

and microtrends. The increased attention given the health sector came from the need to limit 

cost and manage increasing population. As the world craves efficiency in fast paced 

environments, these needs have been and will be satisfied through technological means. 

However, these solutions will pose their own set of threats and insecurities, which in turn will 

create the foundation of a new megatrend. 

 

 



42 
 

5.3.  Individual and collaborative health  

 

As the case has shown, Health is both a public and individual responsibility. It is the responsibility 

and desire of the state and government to provide the possibility of healthcare. It is also in the 

best interest of industries and production sectors to provide the most applicable healthcare to 

satisfy societal needs. It is also in the best interest of the individual to stay healthy. The solutions 

that spring from the need for continual well-being are therefore defined by the spirit of the times 

and the attitudes of the citizens. In this subsection, I will question what makes a trend relevant 

to both big and small players of society. This will further illustrate the various stages of trend 

diffusion explained above.  

 

5.3.1.  The Spirit of Health  

After having described the consequences and opportunities presented by the Health megatrend 

on the macro-level of society, I will now venture into the field of trend manifestations or, as it is 

also known, consumer products and -services. The reason for choosing megatrends that have 

already made their way into society is that they are already manifesting themselves on some 

industries and areas of society. The Healthcare issues on the level of government and healthcare 

systems is a larger project, wherefore it requires more time to be implemented. However, the 

increasing focus on health is noticeable to industries and to consumers, even if the solutions and 

technical innovations mentioned so far are not yet fully integrated into society. Other industries 

are affected by these changes in the mind set of their consumers. By suggesting that citizens take 

charge of their health and take preventive measure to avoid illness, consumers will expect and 

need the various industries closer to them to adjust their product range to fit these health 

expectations; people are intrigued by the ideals of ‘the ultimate self’. When industries start to 

produce and offer products that enhance or support healthy living, it is a sign of the spirit of the 

times, or the Zeitgeist. As previously introduced in the theory section, on page 11-12, the 

Zeitgeist is summarized by social context (Brannon, 2006). Nystrom also provided further 

elaboration of the formation of the Zeitgeist, where his main factors were: “Dominating Events 

(…) Ideals (…) Social groups (…) Attitude (…) Technology” (Nystrom in Brannon, 2006). 
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Applying these to the case of Health and the resulting manifestations, the findings will give 

further evidence of the links between the different stages of trend diffusion.  

Using the Nystrom framework for observing the Zeitgeist, it shows that the Health megatrend 

indeed influences the market of consumer goods. In terms of the dominating events, the ongoing 

war with ISIS, resulting in a migration of refugees fleeing the war-stricken areas of the world, 

qualifies as an event that is shaping our society. The increased migration causes the healthcare 

systems in the countries that receives the refugees to be overly burdened. In terms of the 

dominating ideals in society, the ideal of preventing illness is also shaping the spirit of the times 

that affects innovation. The dominating social groups which are influential to the health sector 

would be the growing middle class, the millennials who are the dominating generation with the 

power and will to adopt health care innovations, and the ageing 60+ citizens who require special 

attention. Lastly the dominating technology, though already introduced throughout the previous 

pages, includes information storage, technological textile development and electronic innovations 

which all embody or enable the empowerment of individuals.  

The spirit of the times indicates a growing interest in personal health. Technology shapes and 

supplies our evolving understanding of our own health situation. By being constantly educated 

in how to maintain or improve our health, we are encouraged to pursue higher physical standards. 

Technology enables or aids our health education. As consumers, we are also creatures of comfort 

and convenience; it is all well and good to be asked to stay active, live healthily and be in control 

of our vitals, however, the activities we do in order to fulfill the aforementioned goals must be 

as convenient, simple and efficiently executed as possible. This is where consumer products and 

services must supply and satisfy our need for both health and convenience. To this end, the link 

between microtrends and the trend manifestations, be it a product or a service, is found in 

consumer motivation and desire. What makes a product the right one? First of all, each individual 

product must connect to spirit of the times in order to be of any interest to the consumer. 

Secondly, in our increasingly customized society, products and services must not only be a 

manifestation of the Zeitgeist, but also a manifestation of the individual. Microtrends, such as 

monitoring equipment, medicine and exercise clothing, must not only be attached to the purpose 

of their use, but they must also be specialized and customized to the specific needs of the one 

who acquires them; allow me to demonstrate.  
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Sensoria Fitness has developed a pair of running socks which have three textiles sensors woven 

into the fabric. These sensors monitor your running style, and transmits suggestions for run style 

alteration that could optimize performance and thereby improve health (Sensoria Fitness, n.d.). 

These socks, and innovations like them, are works in progress, as performance enhancements 

must take many different aspects into consideration. For example, a pair of socks like Sensoria 

Smart Socks must not only help the achieve higher and better performance levels by adjusting 

running style, it must also be comfortable to wear and preferably machine-washable. The modern 

day consumer is much more complex than just a hundred years ago. They expect products to 

fulfill both primary as well as secondary needs; examples of the latter being time-efficiency, 

shopping convenience, comfort and aesthetics.  

As an additional example of personalized equipment, the smartphone holds infinite possibilities 

for personalized health support. Hundreds of application promise to optimize your health; Couch 

to 5 K, Fitnet, Zombies;Run and Spotify Running are just a few. To illustrate how convenience, 

connectivity, efficiency and health all connect, I will use Spotify Running as an example. Many 

people use Spotify as their music streaming service, as well as using music for exercise motivation 

(Jabr, 2013). Individual and personalized options and increasing health attention, applied to music 

streaming, would therefore result in an app that personalizes the music played so that it fits your 

personal music style and your running pace, hereby increasing running comfort, improving health 

and maximizing efficiency (Spotify Running, n.d.; Geier, 2015).  

Based on the examples above I can conclude that, apart from the links found in the foundation 

of the megatrend formation, many links are found in consumer behavior and the thought 

processes and motivations of the individual. In the next section I will detail how communal action 

and motivation may also be a linking aspect between both mega- to microtrends, and microtrend 

to manifestations.  

 

5.3.2. Value for Many, by focusing on the one.  

Individualized healthcare and personalized medicine; both are innovative thoughts centered 

around the individual. But when attempting to solve a global challenge, where states must think 
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of what is good for a larger number of citizens, is it then even possible to implement a strategy 

that focuses on the individual?  

As many scholars have theorized, the way to reduce cost and streamline the healthcare processes 

is by integrating the patients into their own health systems (Singh, 2012). This means, educating 

citizens to their own general health, as well as providing them with the basic tools to treat 

themselves for the more common ailments (iHealth, n.d.). Within this area, there are two main 

foci: the prevention of illness and the treatment of illness. First and foremost, as stated earlier, 

states are recommending lifestyle changes to prevent illnesses before they can have the chance 

to develop (NIDDK, 2014). However, if illnesses should befall the individual, it has become 

imperative to find better treatments that increase chances of recovery and ultimately reduces the 

total cost of treatment.  

To this end, pharmaceutical companies and research institutes have predicted that the only way 

to do so is to personalize the medical treatments; in other words, use gene therapy to tailor the 

treatment to the individual (Singh, 2012). Connecting this to the process of a trend and the links 

in trend diffusion, one must think back at what caused the emergence of the Health trend to start 

with. Health systems from all over the world were struggling with growing population, increasing 

chronic illness and the following financial burdens. These factors are a part of the genetic code 

of the Health megatrend; the following microtrends reflect what areas are affected and how these 

areas attempt to deal with the challenges at hand. The aforementioned microtrend that addresses 

the problem of overburdened healthcare systems, is being addressed through prevention of 

illness (Hall, 2006). However, apart from introducing preventative healthcare, other areas are also 

affected by the aforementioned challenges. It is not enough to simply introduce preemptive 

measures and believe that the problems are solved. There is also the matter of the population 

share who are already suffering for some manner of ailment. This is where the individualized 

medicine becomes relevant. These types of medicine, with increasing focus on human genomic 

coding, have been suggested as a way to make healthcare personal and far more effective than 

the generalized treatments offered so far (PMC, 2014). In this instance, what links the microtrend 

of individualized medicine to the resulting products is found the genetic code of the patients in 

questions, and hereby making it a matter of the specific needs of the patient.  
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As Sarwant Singh explains: “Being able to understand which genes control what processes, and 

how they can be influenced, could go a long way to preventing breakdowns.” (2012, p. 117). 

Hereby stated, that when you truly understand each human body, it will be possible to treat every 

body as it needs. Williams also argues that: “(…) everyone has their own unique genetic makeup, 

and that there are many different types of cancer, it's plausible to assume that no two cancer cases 

are alike.” (2015, section 3). If genomic research and medicine development can produce 

medicine that is tailor made to the genetic makeup of the patient in question, this patient would 

not run the risk of trying a long line of ineffectual treatments.  

In terms of the greater good, or the value for many, it may be questioned how individually tailored 

medicine would benefit many and not just one at a time. In this case a couple of references will 

provide an understanding of how the well-being of a single person can affect the well-being of 

many. For example, Rimer argues that emotion impact health and vice versa (2011). If we should 

assume her research and findings are correct, a sick person would automatically be less happy 

during his or her illness than when he or she was cured. The genomic medicine is said to be faster 

and better than the normal or conventional treatments, and if so the patient would then be able 

to return to a happier state of mind faster. A happy person is more productive, more proactive 

and far more dedicated to his or her community. Furthermore, if a person suffering from an 

illness was cured faster, he or she would be able to return to work and regular life and hereby 

contribute to society once again. The wellbeing of every single individual has an impact on social 

standards. When Healthcare had to be reimagined in order to function within the demographic 

conditions and financial restrictions, it was necessary to find solutions that cater to both 

individuals as well as entire communities. Genomic Medicine is an innovation which connects to 

the basic shifts in society, as it represents both technological advancements, individual needs and 

the capabilities of the providing industries. All three are cornerstones and links in the diffusion 

process of the Health megatrend.  
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5.4.  Partial Conclusion 

 

In conclusion to this subsection of the analysis, the linking elements between the various stages 

of trend diffusion are rooted in needs, capabilities and societal factors. Megatrends are connected 

to microtrends through individual and social needs, and the ability of the population to accept 

them. The two stages of trends are then connected to consumer products and services by the 

capability of the industry to produce innovations that can address the challenges caused by the 

shifts in society. Therefore, the last stages of the diffusion process are reactions to the first stages. 

Innovations blossom as an answer to the global challenges that pose risks to society. These 

findings are illustrated through examples of microtrends that transcend into products or services, 

as was the case with the ‘Health4Me’ application. The Trend Diffusion Curve further illustrates 

the process and provides the overall journey of the trend. In connection with the increasing 

attention given Health, the global challenges within the health sector are giving rise to innovations 

that could ease and streamline healthcare by giving power to the patient. The most important 

link found in this specific case is the role of the individual in the process; the megatrend rests on 

the foundation of global need, however, the solutions and innovations that drive the trend 

through society are facilitated by an increasingly individualistic society. These individualistic 

tendencies are inspired by other shifts in society, as well as the very essence of human existence. 

As the next section of the analysis will show, a community can still be made up of individuals 

seeking customization. Collaboration can still occur, even if the collaborating parties have an 

increasing awareness of their personal value in the innovation process.  

 

6.  Case 2 – Community 

 

As the previous sections have illustrated, megatrends ripple through society touching upon 

most, if not all, commercial and societal sectors. This section, Community, will highlight more 

ways in which megatrends have had profound impact on society, however, it will also show 

how society can affect the direction and shape of change. This section is divided in three parts 
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and a partial conclusion. The first will elaborate on the diffusion process of the Community 

megatrend within the sectors that affect the home. The second part will elaborate on the 

various aspects of sharing consumption and how it affects the commercial- and personal 

interactions. The last part will elaborate how the sharing of ideas and opinions has a higher 

purpose in society than a simple means of public personal display.  

 

6.1. Community as Home 

 

Due to the strain on the environment caused by mass-consumption, an increasing world 

population and high levels of urbanization, many forecasters have predicted that various 

measures have to be taken in order to sustain society. When the Community megatrend is seen 

as Home, the issues and challenges that have shaped it arise from the effects these global issues 

have on the commonwealth of each individual and their individual surroundings. Urbanization 

will affect them, as the space of living per capita will decrease and the availability of resources 

will also limit their expenditure (Newmark Grubb & Knight Frank, 2016). The need and desire 

for efficiency, on the part of businesses and consumers alike, is likely to result in innovative 

solutions that will change both priorities and behaviors. The changing environment is foreseen 

to be the catalyst for the “value over volume” trend (Chahal, 2016). As the environment cannot 

sustain continuous over-consumption, it seems that society has shifted towards a more value-

based consumption pattern (Earley, n.d.). This pattern is like to be manifested in products that 

have value or create value. Within this section of the Community megatrend analysis, I will 

illustrate the consequences of urbanization within the home sector and how these result in 

consumer products and services. I will also illustrate how the essentials traits of a generation can 

be seen in the trend, as well as explaining the essence of individuality from a Community 

perspective. 
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6.1.1.  Urbanization – Responsibility and action  

Nally (2014, para 1) stated that: “As the world becomes more populous, urbanized and 

prosperous, demand for energy, food and water will rise. But our planet’s resources to satisfy this 

demand are finite.”. He also argues that: “(…) businesses must take the lead in mitigating 

environmental damage and tackling climate and resource challenges, while simultaneously 

striving to make their organizations more agile and resilient.” (2014, para 4). From his 

perspective, businesses in all industries must take charge of and responsibility for rectifying the 

environmental damage (2014). The sustainable movement, as mentioned by Singh (2012), is 

shifting its focus slightly. Once the emphasis was on child labor and factory abuse, however, it is 

slowly shifting to sustainability of natural resources (2012). It bears notice that the entire world 

population will not shift its focus simultaneously, however, the dawning realization that some 

areas have greater consequences for the environment, and hereby them, is causing a change in 

environmental focus. Transparency has become essential to industries and governments in order 

to show their consumers and citizens that actions are made to meet the environmental challenges. 

Hereby, one may argue that Nally’s argument for business responsibility does have some weight 

and reason, however, I will argue that in this case, it will not be enough to put all blame for the 

environmental situation on the shoulders of businesses and governments. As it was suggested in 

connection with the healthcare initiatives, citizens are actively engaging themselves in controlling 

and reducing their own expenditure of endangered resource categories (Hall, 2006). Once citizens 

and consumers are willing to modify their behavior by, for example, introducing Smart devices 

into their home (Singh, 2012), they will also feel that they are contributing. Such a scenario is 

only possible, if two factors are clear; first, why it is important and useful for the citizens to 

implement these changes; second, why it is important to society that they do. I will argue that the 

barriers, as opposed to the links, between a megatrend and the sector specific microtrends and 

industries are erected when citizens and consumers are not aware of their own role in the 

challenges that shape the megatrend. How can industries innovate and offer solutions if 

consumers do not see why those solutions are necessary to them specifically? If the lack of 

understanding and awareness indicates a barrier in the diffusion process, one could therefore 

argue that the links between all stages of the diffusion process are epitomized by a growing 

understanding and awareness of the challenges, solutions and personal implications of the initial 
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megatrend. An understanding that, in the light of the engaging nature of the 21st century society, 

has resulted in consumers taking the lead in sustainability.   

 

6.1.2. Sustainability  

One suggestion, which both Singh (2012) and Nally (2014) agree on, is that whichever solution 

individual businesses should present has to be sustainable. Nally argues that sustainability is the 

grounds for consumer judgment, by which he means that consumers will judge businesses harshly 

if their solutions do not conform with the standards of sustainability (2014). As large percentages 

of consumers today are from Generation Y, this would be consistent with one of the generational 

characteristics, namely that the generation in question is very invested in the environment and 

also pursue higher environmental goals (Schweyer, 2015).  

The necessity for this further emphasis on sustainability stems from the self-same problems that 

were described in the Health section of the analysis. Increasing urbanization causes cities to 

expand. These expansions have many consequences for society, and it is therefore vital to meet 

the increasing need for shelter as well as healthcare (Post, 2014). In the Health section of the 

analysis, I argued that healthcare systems have to adopt a strategy that focusses on outsourcing 

as much of the routine health monitoring and administration to the citizens themselves, 

emphasizing that the people must take charge of their own health. Likewise, when the megatrend 

Community affects the restructuring of homes or sheltering possibilities to satisfy an ever 

increasing city population, it is not always possible for governments to provide brand new 

housing possibilities; Some solutions are for more affective when initiated by citizens rather than 

governments.  

Firstly, Post (2014) argues that the future society will see a decrease in square meters per 

household. Several other forecasters and journalists have predicted that existing structures and 

living spaces will no longer be as spacious (Cusato, 2015; Johnson, 2014). Post (2014) 

simultaneously argues that the smaller living spaces will be much more efficiently decorated and 

these spaces will feature a long host of gadgets and devices which control and monitor everything 

from security, heat, electricity and the aforementioned health monitoring devices (2014). Singh 

also illustrates in many details how the “Smart Home” of the future will be outlined. He suggests 
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that the entire structure, down to the smallest material for built and isolation, will be made 

efficient and as sustainable as possible (2012). 

These features are connected to the Community megatrend, as they signify how a community 

will function in the future, as well as illustrating how society will have to change in order to 

encompass these changes. In terms of the meaning behind the megatrend, the sharing aspect of 

such a thing as one’s home is also an issue that could have required some getting used to on the 

part of consumers (Post, 2014). As societies become more and more individualistic, it seems that 

the community simultaneously has become more and more willing to share and assist one 

another. If this is truly the case, it is significant to the hypothesis as it denotes a basic shift in 

human thought processes; and as my definition of megatrends state on page 4, the very nature 

of megatrend lies in the overarching cultural shifts in society, and the very links between them 

are cultural actions that stem from these shifts. The mental shift in consumers is giving grounds 

for innovative solutions to global challenges. An example of how the Community trend has given 

rise to new sustainable housing solutions is Baugruppen, a German model for sustainable and 

affordable housing (Cowi A/S, 2009; Johnson, 2014). This is also an example of the increasing 

degree of peer-to-peer collaborations which signifies a wish to omit the intermediary functions, 

such as developers, in order to have complete transparency in and control over the process. This 

trend in consumer behavior is visible, not only in housing, but in many areas of production and 

consumption. As I will elaborate on later, the lack of trust in authorities and organization has led 

to a desire for active participation in the production processes; once again a sign of the need for 

value, rather than volume. In terms of Baugruppen, the example illustrates that citizens nowadays 

are willing to seek alternative housing solution that oftentimes will include the sharing of expenses 

and, to some extent, living spaces.  

 

6.2.  Community as Sharing Consumption 

 

Half a decade worth of mass consumerism has left this planet depleted of its natural resources 

and overburdened by massive amounts of obsolete items, discarded for use shortly after they 

were purchased (Earley, n.d.). According to Extend Limits trend consultancy (2016), this has left 
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the next generations who grew up during the millennial recession to rethink their mass-

consumerist behavior. Earley (n.d.) quotes the Future Foundation in stating that many consumers 

pursue greater transparency and value, as well as desiring a greater level of control over their 

consumption. Even though many seek greater transparency, there is a concurrent tendency to 

seek experiences and performances rather than possession (Morgan, 2015). This is explained by 

linking it to generational cohorts, stating that the millennial generation in particular have an 

affinity towards cost-consciousness and a greater focus on quality rather than quantity (2015).  

 

6.2.1. The result of mass consumption  

On the macro level of the trend diffusion process it is noteworthy to mention that, judging from 

the findings of the archival research on the subject matter, mass consumption and production 

have been root causes for the emergence of the Community trend. Furthermore, the younger 

generations have increasing interest in value over volume (Chahal, 2016). Environmental 

challenges such as increased carbon emission and consumption of raw materials have led to 

alternative and sustainable solutions. According to the TNO Report on megatrends (2010, p. 62), 

sustainable solutions include: “(…) the search for more efficient production methods, the 

utilization of alternative materials (…), renewable energy sources, recycling, conservation, the 

long-term availability of clean water, clean air and safe food as well as concepts for improving 

living conditions and quality of life”. Such aspects were explained in the Community as Home 

section above, however, some aspect bare repeating when Community is seen as sharing 

Consumption.  

 

6.2.2. Consumption challenges 

On a macro level, the need for change in order to preserve the planet has resulted in many 

industries and communities attempting to find alternative ways to sustain modern day living. 

Once again, this refers to the Spirit of the Times, or the Zeitgeist. As in the case of the Health 

megatrend, the spirit of the times is a reflection of the conceptual and cultural tendencies of a 

particular time in history (Brannon, 2006), and in this case, the Zeitgeist encompasses the 

struggles faced by society in the light of mass consumerism and an increasing world population. 
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In terms of how mass consumerism has shaped the present Zeitgeist, these environmental issues 

help shape this and the next generation of consumers. As technology and networks make it 

impossible not to notice the issues faced by society, these current generations start to 

acknowledge the need for change. As concluded in the first section of the analysis, realizing the 

need for change is the first step in the creation of a megatrend.  

When defining a megatrend as a long-term shift in society, affecting and affected by consumers 

and the zeitgeist, it bares notice that such a megatrend as Community refers to the actions of the 

world population of consumers which have brought on the changes and challenges. As argued 

by Katharine Earley (n.d.), we as consumers have over-consumed, hereby depleting material 

resources and putting a strain on the environment by adding to pollution, wastefulness and 

carbon emissions. One may therefore conclude that the actions of mankind have led to the 

current challenges and resulting need for change, wherefore it falls upon us to rectify our 

mistakes.  

 

6.2.3. Transparency and value  

The needs that derives from these challenges, apart from the general overarching need for 

change, are dependent on the situation and social group in question. A general belief is that the 

depletion of natural resources has deteriorated so fast due to the lack of transparency, and hereby 

trust, in society (Extend Limits, 2016b). The lack of trust in society encompasses not only 

governments but also organizations, institutions, industries and individuals. As the dawning 

realization of the state of the environment settles on populations worldwide, a large percentage 

of these populations start to question the motives and production methods, growing increasingly 

paranoid of what is hidden from them (Smith, 2012; Flynn, 2011; The Financial Brand, 2012). 

This has developed a need for trust, which in turn can only be realized by transparency (Vecchio, 

Thompson & Galindo, 2010). Connecting this to the theory of generational cohorts, it can then 

be argued that this need for information and transparency stems from generational characteristic. 

As shown in figure X the various generations have their particular characteristics. The generations 

that I will mainly be referring to are generation X and Y. Sarwant Singh (2012, p. 92-93) from the 

Frost & Sullivan group claim that: “Gen Y and Gen Z will be two of the most defining and 
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important generations of the next two decades, globally.”. He characterizes them as adaptive to 

change, willing to experiment with new technologies and products and with preferences for on-

demand knowledge, products and services (2012). Singh elaborates on the generations in question 

by referring to two customer studies conducted by Frost & Sullivan. According to these studies, 

Gen Y and Gen Z tend to be more open minded and are very socially conscious. “(…) sharing, 

giving and participating in non-profits are important to them. Sustainability and environment are 

also important to them” (Singh, 2012, p. 95). 

In the generational 

cohort overview (fig. 

5), the Y generation is 

identified as a cohort 

dependent on 

technology for 

communication, 

though still very 

participatory and 

interactive. They see 

the work as fulfilling, 

they seek a higher 

purpose in their 

actions, and they have 

a thirst for knowledge and are eager to innovate and reach their goals. These traits all match 

Singh’s characteristics of the generation in question, however, the connection to community and 

the current financial and environmental world situation is yet unclear.  

These characteristics: self-fulfillment, purpose, technology communication, participation and on-

demand needs may provide partial reasoning and background for the innovations that derive 

from the Community megatrend. On-demand services such as Spotify and Netflix, ensure that 

consumption is limited by total access to an entertainment database. Instead of having to 

Figure 5: Generational Cohorts (Schweyer, 2015) 
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purchase each number or movie, it is now possible to simply use technology to provide an ‘all 

you can eat’ buffet of entertainment. This reflects several of the characteristics of Gen Y. For 

example, the need for a greater purpose is satisfied, since streaming services eliminates 

wastefulness and overconsumption. Furthermore, using programs such as Deezer and Spotify 

also provide opportunities to connect with fellow peers, as well as staying informed of their 

interests and behaviors through features such as ‘Friend activity’ and ‘Follow’ (Spotify, n.d.). 

Other examples of services that symbolize community include the peer-to-peer accommodation 

sites, such as Airbnb, Flipkey and Homeaway, which all provide private shelter. Primarily used 

for vacation purposes, these online communities create a trading platform where you can find a 

place to stay with short notice and with more personality and home feeling than generic hotels 

would provide. In terms of the Gen Y & Z connection, these services symbolize their 

entrepreneurial side, as each person is in charge of their own business. Offering to open up your 

home to strangers means that, first, you trust them to be respectable guests, second, you are in 

charge of the service you offer your peers. These two points represent a certain level of 

entrepreneurship; to find consumer potential where it was not before. Apart from that, other 

connections between the trend and Gen Y includes social tolerance (figure 5), on-demand need 

and collaborative nature. 

Connecting the points above to the hypothesis, the links between the various stages of trends are 

in this instance found in the interaction between individual consumers. The megatrend, 

Community, is spread through society through the spirit of the times; a spirit that reflect the 

dominating generations and its way of thinking. The essence of the times is reflected in the 

general disposition of the consumers and participants of that society. As an answer to the 

challenges on the macro level, meaning the challenges faced by society that shape the Community 

megatrend, consumers find ways of efficiently solving the various challenges that affect them. A 

problem that has an overarching effect on society will eventually translate into needs and desires 

on micro- and consumer levels. The mass consumption that has caused severe strain on the 

environment has resulted in consumers seeking ways to satisfy needs (for entertainment, travel 

or transport) through peer-to-peer collaborations. This microtrend was further enforced due to 

the lack of trust in authority; a topic that has been analyzed in the sections above and will be 

analyzed again below.   
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6.2.4.  Introducing Mass Connectivity 

Another important aspect of Community is the use of technology. TrendOne (2016) states that: 

“No communication tool has connected people around the world as powerfully as the Internet”. 

The agency further illustrates the effects of the Connected World by stating that the Internet, 

which is inextricably linked to technology, has introduced the Prosumer, as well as Networking, 

Crowdsourcing and Crowdfunding (2016). Albeit each individual plays a key role as a consumer, 

an increasing attention is placed on the individual’s role in the industries. Connectivity, as a 

general concept, can be peer-to-peer, peer-to-business, business-to-business and all the way up 

to governmental levels. It has evolved from face-to-face interaction to online fora by the 

introduction of the Internet, and by the use of technology in general. As concluded by TrendOne 

the connectivity in online social interaction: “(…) combines individual contributions with 

community-based actions and experiences.” (TrendOne, 2016). Such interactions link the 

consumer with the industry and governments, as well as linking them with each other. These 

links are also signs of the connections between the various layers of trends. The internet, 

hereunder the various online platforms for personal and professional social interaction, is no 

longer merely a means for the pleasantries of social interaction; it is a tool for complete 

connectivity (Singh, 2012). 

On the macro level of society, Governments and other official capacities use the modes of mass 

connectivity to connect for example the health care sector in order to make it more efficient. On 

the micro levels, mass connectivity creates a connection between consumers and businesses. 

These connections will be analyzed in the next section of the analysis on Shared Ideas and 

Opinions. In this section on Shared consumption, mass connectivity has a huge impact on how 

and why consumption happens. In the last century, consumption necessitated leaving one’s home 

in order to purchase what was needed or desired. In this century, technology has made it possible 

to purchase ‘by the click of a button’ (Business, 2016). As mass-consumerism declines, replaced 

by mass-customization and value-based consumption patterns, consumer prefer to be actively 

engaged in their community as well as in their personal lives (Deloitte, 2014). When value replaces 

volume, the motives of consumption shift from possession to experience. As expert Rachel 
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Botsman explains, we are experiencing a significant value shift, where consumers wish to 

reconnect with products in a more meaningful way, while protecting the environment by 

reintroducing a sense of community and responsibility (Botsman in Earley, n.d.).  

By introducing consumption to social platforms such as Twitter and Facebook, connectivity is 

expanded. It is made increasingly easy for people to consume, however, it must still be 

acknowledged that consumers no longer seek massive consumption (Chahal, 2016). As stated 

above by Earley, the general tendency in society at the moment is to choose experiences rather 

than ownership, meaning that consumers would rather borrow or rent than buy (n.d.). If they do 

buy, the items in question need to have a special meaning or connection to the individual. These 

cultural tendencies indicate that it is indeed possible to be individualistic in a hyper-connected 

and community-based society. This clash of cultural stances has been introduced in the theory 

section, and it will be discussed below in section 7, however, to briefly outline the importance of 

the subject matter: although it is necessary to collaborate in order to deal with the global 

challenges, individuality and uniqueness is essential in 2010’s. These two aspect can, however, 

still co-exist as an increased focus on the individual could lead to the desire differentiate oneself 

from the crowd, which in turn could lead to decrease in consumption. This in turn could rectify 

the damage inflicted by over-consumption. Hereby, it could be possible to solve challenges that 

affect the communities and the environment by encouraging individualization. Such attempts 

have been made already by suggesting that individual healthcare should be personalized 

(McDougall & Rosamond, 2010).  

 

6.2.5. The Sharing Economy 

Another byproduct or microtrend that has emerged from the desire for transparency and control 

is the Sharing Economy. PWC explained the trend as “peer-to-peer, access-driven businesses” 

(2015, p.7). The background of the sharing economy has several aspects. Firstly, “(…) the 

innovation pace is now set to fast-pace, and will get even faster as consumers become more 

trusting of relationships tied to social sentiment and communities.” (PWC, 2015, p.8). 

Furthermore, it is also a matter of trust, convenience and a sense of community (2015). Such 

matters stem from consumers feeling as though industries have deceived them (2015, p. 8), and 
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the increasing pace in society which causes a need for convenient and efficient solutions. Another 

catalyst of the sharing economy was, according to PWC, the 2008 recession and the following 

need to economize. Initially, mass-produced and cheap products were the answer, however, such 

mindset changed as consumers and industries alike realized the environmental situation and what 

further mass-consumption would lead to (Petev, LSQ-Crest & Pistaferri, 2012).  

As PWC (2015b, p. 15) also states: “Sharing has (…) been around forever”, however, the sharing 

economy distinguishes itself through connective digital platforms, collaborative and interactive 

consumption forms, an access-over-ownership approach and a search for emotional connections 

(2015b). Examples of initiatives that capitalize on the sharing economy microtrend include 

Airbnb, Uber and Spotify. Airbnb and Uber are peer-to-peer services that focus on the interaction 

and collaboration between individual private parties. Spotify, though not strictly peer-to-peer, 

still operates on a mutual musical platform where you, as a user, share playlists and music history 

(2015b).  

To use the model from the health section of the analysis in connection with this particular 

example of the megatrend to consumer product process, it would look as follows:  

 

In order to, once again, illustrate how each stage of the trend diffusion process is connected to 

the next, the illustration above should help to understand the evolution which happens as a 

megatrend diffuses through society. Airbnb is a product of the sharing economy and the sharing 

economy is a microtrend that emerged from the intersection of Community and Digitalization.  

In order to create an even better understanding of how this process is shaped, I will add a few 

points to the illustration so that the picture become even more clear and connected to the 

particular megatrend, see figure 7 below. Firstly, I will add the main catalysts, or links, that 

connect each stage of the trend diffusion process to the other (the blue boxes). Then, I will add 

Community 

  

Digitalized 

socialization 

The Sharing 

Economy 

Airbnb and Uber  

Figure 6: The Stages of Trends  
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the link between the megatrend and consumer product or service (the green box). Lastly, I will 

illustrate how society helps to shape this entire picture (the yellow oval).  

Starting from the top, the model below indicates some of the social influences that can affect the 

community trend, as these also have profound influence on how the process is shaped; these 

influences are inspired by, however not strictly derived from, the Nystrom framework for 

observing the Zeitgeist (Nystrom in Brannon, 2006). The social ideals that affect this particular 

process from megatrend to manifestation could be argued to be multiculturalism, as the idea of 

Airbnb and Uber is that the consumer places his or her trust in the host, and vice versa. In a 

world with blurring borders, where travel has become increasingly normal, travelers are usually 

open to the cultures of their respective host countries and citizens. Likewise, in the case of Uber, 

the drivers may have any ethnicity and cultural background, wherefore as cultures mix, ideally, a 

greater understanding of various opposing cultures may arise, resulting in a greater 

multiculturalist society. Other social ideals that may influence Community and its digitalization 

could be individualism and the social aesthetic ideals. These two ideals somewhat coincide in this 

particular case, as individual style and behavior is encouraged, wherefore the ideals of aesthetics 

have been altered from the conservative and uniformity perspective to diversity and 

differentiation. 

 

 

 

 

Technology 

Info-systems, Online 

platforms, Internet   

Global events 

Recession, Urbanization, 
Globalization Attitudes 

Differentiation, 
personalization, 
Openness 



60 
 

 

 

Such an alteration in social ideals explains why consumers and travelers prefer the personal and 

different environments offered by Airbnb and Uber hosts, rather than the uniformity of hotels 

and taxis. Such arguments also exist for the social attitudes that could affect the diffusion process. 

Technology affects it, as it provides the platforms for exchange of services. The only way to gain 

access to an Airbnb host is through the online website. The only way to order an Uber is by using 

one’s smartphone. Furthermore, technology also provides efficient payment exchange and 

subsequent reviews of experiences. The box which states that climate changes also affect the 

process was added as the growing investment of time and funds to save the environment also 

affects the motives of adopting innovations such as Airbnb and Uber. The environmental focus 

of current consumers has led to a desire for sustainable travelling options which will lower the 

massive carbon emissions. A study conducted by the Cleantech Group concluded that: “(…) 

trips that rely on home sharing companies, including bed and breakfasts, emit 66 percent less 

CO2 than trips using hotels” (Pickell, 2015).  

These are the outside factors that affect the diffusion process, however, there are also factors 

that link the various stages of the process. In the extended model on the previous page, the blue 

Community 
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Airbnb and Uber  
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Figure 7: Extended Diffussion 
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boxes indicate the factors that link each stage of the diffusion process with the next. The first 

box shows the links between the megatrend and a microtrend: the megatrend is shaped by the 

environmental challenges that creates social needs and desires, and although this is also a part of 

the linkage between a megatrend and a microtrend, the link is the realization and acceptance of 

the need for change. In this instance, the environmental damage of mass consumption, 

urbanization and recessional consequences are the challenges faced by society. The links here is 

the realization that natural resources are finite materials and someday there will be no more unless 

we attempt to correct it now. Furthermore, the acceptance of the fact that all levels of society 

have to work together to achieve such a goal. In the diffusion of a megatrend like Community, 

the diffusion process will initially affect select sectors, however, eventually all industries and 

sectors of societies will be implicated by the resource scarcity. In this instance the diffusion 

process describes the existence of different time horizons.  

In the model above, the next stage of the diffusion process is the microtrend, digitalized 

socialization, which denotes that commerce has moved onto electronic platforms. It can 

therefore be argued that the significant implications that lead from the microtrend to innovations 

and entrepreneurial initiatives include the use of technology to connect people, thereby 

initializing collaborations. Though previously argued that the first affected parties to react to 

global challenges are most likely organizations and governments, there are also instances where 

consumers realize or desire the need for change, hereby turning into entrepreneurs who capitalize 

on a desire or need in society. In the case of Health, I will argue that many initiatives and 

implications had to come from governments as these were too costly or complex for citizens to 

innovate, initiate and implicate themselves. However, in the case of Community and the growing 

trend for sharing and collaborating, I will argue that such an initiative is best carried out by the 

community itself. Especially taken into consideration the lack of trust in organizations and 

governments, I will argue that many consumers are opting for private or personal relations, albeit 

through online interaction, in order to solve the greater challenges as well as satisfying immediate 

needs (Maslow, 2003) such as food, shelter, security, belonging and so on. Once again this 

indicates that the main ingredient in the diffusion process is motivation. Be it the motivation to 

satisfy personal needs or to solve global challenges, motivations indicate which parties are 
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implicated by the challenge and the solution. These parties are then the stakeholder who will be 

most invested in change and most actively engaged in the diffusion process.   

 

6.3. Community as Shared Ideas and Opinions  
 

The last section of the Community megatrend analysis concerns itself with the community of 

shared ideas and opinions. Within this section, I will connect the previous sections of the analysis 

to the social platforms of sharing. I will point out the link within the diffusion process when the 

process is fueled by co-creation and consumer interaction. As the previous sections of the analysis 

have showed, the process is overall the same, however, the links between the stages may differ 

slightly depending on sector, consumer motivation and process initiators. The Health megatrend 

illustrated a process where both governments, industries and consumers have influence on the 

process; the first section of the Community analysis showed how consumers interact with each 

other to find solutions; this section will show how consumers and industries interact to find 

solutions that can aid both local and global challenges. As stated in the case description, a 

community can be many things, and it can have many manifestations which both appeal to 

individual and communal goals and desires. Likewise, when the megatrend Community is 

understood as the sharing of ideas and opinions, it signifies a need to share personal ideas, 

however, the group can benefit from these ideas and opinions.  

Within the areas of sharing ideas, I will argue that there are two groups: personal and professional. 

The first is the sharing of personal aspects, and the professional can be the sharing of professional 

information and the sharing of ideas for commercial reasons. The personal sharing includes the 

sharing of opinions, ideas, pictures and tastes. Such sharing is individual, and reflects the 

individualistic tendencies in the spirit of the times, albeit still capturing the need for a community 

to share these personal insights with. The sharing of professional aspects is more commercial in 

nature, as consumer either try to sell or buy information, products, services or ideas. Below both 

groups of sharing motives will be analyzed and connected to the Community megatrend.  
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6.3.1.  The personal connection 

Examples of online communities facilitate personal sharing are Twitter, Facebook, Pinterest and 

Tumblr. Facebook and Twitter are primarily for sharing opinions and personal comments, 

whereas Pinterest and Tumblr are for sharing pictures. Polyvore is a style platform where 

members can put together outfits and post them; it is also a fashion directory which indicates 

designer and purchase possibilities. Hereby, it starts to be angled for commercial reasons as much 

as communicating personal style. Other online communities include Youtube and Skype; 

Youtube is platform for sharing videos and Skype is a communication platform. All these 

examples of online platforms are testament of the desire to share and connect. Such a desire can 

both be considered as a trait of the individualistic society and a characteristic of the dominant 

generations.  

Should the need for sharing and connecting be viewed as a part of the generational cohorts which 

dominates the present, Gen Y and X, it will appeal to their attachment to technology, the blending 

of work and private life, and their quest for recognition and feedback (Fig. 5). The Free flow of 

information that these generations have been accustomed to has left them expectant of it. The 

online platforms provide knowledge as well as satisfying the need to share and get feedback. 

Furthermore, the members of Gen Y have a tendency to blend work and personal matter, and 

social media is a sign of the blurred lines between the two, as what is shared may both be personal 

as well as professional details. Albeit satisfied on those points, the personal online platforms are 

not entirely or directly relatable to the global orientation and environmental focus which seem 

predominantly important to especially Gen Y.  

Using the individual framework, the need to share and be noticed can be explained by viewing 

online social interaction as a means for individuals to act for personal benefit. Within this 

framework, individuals would act for personal reasons and with the desire to strengthen their 

integrity and independency. By using social media and online communities, individuals would 

have the means to share personal accomplishments and opinions, albeit not to get the approval 

or consent of their actions or thought. If an individual is independent and self-reliant, this 

framework would not apply to co-creation and collaboration, be it in the service of personal or 

professional motives. If a person is ultimately self-reliant and independent, it would therefore be 

arguable if he or she would ever need assistance in fulfilling their dreams. Likewise, it could be 
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argued that if a person is truly autonomous said person would have very little reason to share 

opinions and ideas or seek recognition for their accomplishment. If each person was truly 

independent there would be no need for collaborating; the only reason for sharing ideas and 

opinions would be as a public display of accomplishment. However, one may question the 

motives for displaying one’s accomplishment. If it was to gain public approval or recognition, 

one may question if the act of sharing is truly a manifestation of independence.  

On the other hand, the act of sharing is not solely for the purpose or benefit of the community, 

wherefore social media and online platforms have dual motives. On one hand, individuals use it 

for personal reasons and they are free to use it as they so desire – a sign of the individualistic 

framework of society. One the other hand, individuals seek recognition, approval and 

relationships with their respective communities when they choose to share pictures, comments 

or videos.  

In terms of the generational aspects of online platforms, as previously analyzed, the question is 

whether all members of the same cohort act the same. Although gen Y is characterized by a need 

for recognition and excessive use of technology, does it then follow that all members of this 

cohort act accordingly. This has been a point of disagreement within this theory, and rightly so, 

however, many traits do match the general tendencies of the generation and the spirit of the 

times. Technology has a strong position and much influence on how consumers act, however, it 

does not only affect the current generation, but all generations. The digitalized society, mentioned 

in the previous subsection of the analysis, applies to many different industries. Communities such 

as Uber and Airbnb are accessible through online platforms. Likewise, are all aforementioned 

communities on the internet. Many features in society that were once manual and in real time are 

now only available through mobile or online platforms. Such technological advancements force 

all generations to conform to present conditions, which in turn means that generational 

characteristics are not strictly or precisely applicable. Furthermore, personal motivations for 

participating in online communities may differ greatly according to culture, age, social standing 

and general mindset. It is important to understand that, in terms of generational cohorts, it is 

only possible to make generalized assumptions. The assumptions can, however, give an indication 

of the spirit of the times, which in turn can shape what trends develop and through which 

mediums these trends should be introduced.  
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Personal online communities reflect the megatrend as it signifies a need to share and a desire to 

connect. As Singh (2012, p. 86) states: “Together we influence”, while continuing to explain that: 

“Online communities or blogs represent the convergence of strong ideas, similar passions and 

interests to advocate something borne out of a common shared purpose” (2012, p. 86). Such 

social communities have evolved from simple knowledge-sharing platforms to essential 

marketing tools for companies. The first quote by Singh is applicable to both personal and 

professional use of online communities, however, the second applies to the connection social 

media and online platforms create between individual consumers and industries.  

 

6.3.2.  The blurring line between personal and work life 

As briefly introduced in the previous sections, online platforms have evolved from being means 

for sharing of personal details to means for gaining professional headway (Soma, 2013). Facebook 

is both a platform for personal connectivity as well as a platform for marketing campaigns and 

job opportunities. Likewise, Youtube is no longer simply a collection of short videos, but it has 

become a means for promoting personal achievements and accomplishments (Soma). 

Other online communities have the express purpose to act as a professional platform for either 

commerce, trade or exchange. Such examples include: Ebay, Etsy, LinkedIn, Invision and Bridee. 

The first two are commercial platforms, however, the products and services offered are primarily 

based on peer-to-peer transactions. LinkedIn is a platform, like Facebook, which aim it is to 

connect people on a professional level. InVision is a tool for companies that allows a team to 

collaborate from a distance, whereas Bridee connects talented individuals with interested business 

partners in project-based collaboration. Such examples show the diversity of online platform 

purposes, albeit still being effective means of connecting to your surrounds.  

The professional aspects of online sharing communities illustrate that the trend diffusion process 

is reinforced by easy communication. The reason for its importance in the trend diffusion process 

is that the Community megatrend would not exist if it was not for significantly free-flowing 

communication in society. Such communication-flows are based in human interaction which may 

have any number of motivations. The trend manifestations are interpretations which arise from 

communication. The microtrends are sector specific interpretations of the needs presented by 
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the challenges that shape megatrends. In reverse, the implications and consequences of the 

overarching shifts in society are communicated to all layers of society. These various layers then 

interpret how these shifts affect them, how best they can solve or adapt to the challenges they 

present. These subsequent interpretations of the megatrends are reinforced by needs and desire 

in society, which are communicated by consumer behavior. This chain reaction is only possible 

if proper communication occurs in each stage of the process; communication which is done 

efficiently by the use of technology. Consumer behavior can be monitored through their actions 

and interactions on online platforms. Consumer needs and desires can be pinpointed by the use 

of online platforms. Global shifts can be detected and understood by the use of online data-

platforms. I will argue that many online platforms act as indicators of the present spirit of society. 

 

6.4.  Partial Conclusion 

 

In this section of the analysis it has been established that what links the various stages of trend 

diffusion lie in communication, interaction and understanding. It is necessary, on all levels of 

society and at all stages of diffusion, to properly communicate the extent and essences of the 

global challenges, the need for and reason of change, and the solutions and possibilities that arise 

from these factors. It is also necessary to interact, both on macro-, micro- and consumer-level, 

in order to innovate, develop society and overcome the global challenges. Lastly, it is necessary 

to understand the need for change, in order to properly adapt to these changes. Lacking any of 

these steps or links may result in a disruption of the trend diffusion. If there is no understanding 

of the need to share, people will lack the trust to do so. If the reasons for sharing are not 

communicated, it cannot be expected that people understand why they should share. If people 

do not interact, neither can it be expected that they get true understanding of the challenges of 

background that necessitate change, and nor can they communicate seeing as communication 

happens when individuals interact. The means for understanding, communicating and interacting 

exist in the opportunities presented by technology; online platforms encouraging businesses, 

consumers and organizations to interact. Although some individuals may be hesitant to 
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collaborate on the basis of trust issues, the bigger picture shows a shift towards a collaborative 

and interactive society which seeks efficiency, innovation and environmental stability.  

 

7.  Case 3 – Convenience 

 

In this last section of the analysis on the megatrend, Convenience, I will analyze and connect this 

megatrend to the rest of the analysis to show the interconnected nature of trends in general, and 

not just how a megatrend is connected to its subsequent microtrends and manifestations. First 

starting with the actual megatrend, I will analyze the differences and similarities of convenient 

and efficient solutions. This subsection of the analysis will then create the jumping board that 

connects Convenience to both personal and community issues, and lastly, to the other 

megatrends of the thesis. Such connections include the efficient solutions in transport which also 

benefit the community, and the convenient fast-food choices which have an increasing 

connection to the Health megatrend, as society craves healthy options to improve life quality and 

help the environment. Furthermore, I will also illustrate the bigger picture that is created from 

all the factors that shape and drive megatrends through layers of societal and individual needs. 

Hence, this chapter will connect all chapters of the thesis in order to illustrate the overarching 

connectivity of the trend universe.  

 

 7.1. Efficiency versus Convenience 

 

When explaining this megatrend, it is important to distinguish between convenience and 

efficiency, as their meanings are complementary but not identical. Convenience denotes personal 

advantage through increased comfort and limited effort. Such a description may have negative 

connotations, however, in truth convenience is simply a matter of an effortless solution that can 
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then free time and effort for other actions (Oxford English Dictionary, n.d.). Efficiency, on the 

other hand, denotes the ability to accomplish something with the least waste of materials, time 

and effort (Merriam-Webster, n.d.). Even though the two definitions seem somewhat identical, 

the main difference is the motivation behind it. Convenience is more personal in nature, and it 

refers to actions that lead to comfort and limited work. Efficiency applies to actions that will limit 

waste of time, materials, effort and energy, hereby making such actions a part of a greater 

purpose. Such distinctions are important to make, as they make this megatrend a matter of 

personal comfort first and environmental improvement second. Whereas the previous two 

megatrends have applied to both environment and individual simultaneously, this megatrend is 

entirely individual in its essence, even though these personal motives and actions have 

environmental implications. Such implications will be analyzed in greater detail in a subsequent 

section of the analysis. First, I will illustrate how the two expression relate to one another and 

second, how they relate to the trend diffusion process and its interlinkage.  

7.1.1. Efficient and convenient innovations 

One example of a convenient product that is also efficient on both energy and effort is the 

lighting systems presented by Singh (2012, p. 7): “(…) [A lighting control] which have basic 

sensing mechanism (…), a means of data communication (…) take corrective actions (…) [by] 

regulat[ing] the intensity” and adjusting according to specific wishes and precautions (see 

Appendix 2 for reference). Such a lighting solution first and foremost provides the individuals in 

the room with a more comfortable setting, due to the quick switch possibilities which are 

provided by the lighting sensors, as well as saving time and energy on manual light adjustment. 

Furthermore, the personal nature of this instalment is in the fact that it limits and controls the 

consumption of electricity, which in turn with benefit the individual financially. In the production 

of such an installation, the innovator has undoubtedly considered what it will do for the 

environment, however, the reason for consumer adoption is the financial energy mark-down and 

the convenience to the consumer. 

Another example of an appliance which is convenient while also being efficient, is the fridge 

which automatically adjusts temperature, and senses the durability of the groceries inside, so that 

when a product is nearing its expiration date, you are notified (Nield, 2016) (See Appendix 2 for 
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further information). The convenience aspect is that you do not have to worry about expiration 

dates or running out of any of your regular groceries, while the fridge is efficient as it limits waste 

of time and energy. Furthermore, such a fridge also limits waste and hereby contributes to a 

sustainable society. Albeit positive, it is still necessary to remember that, with all technology, such 

things need to be tested thoroughly before it can be implemented into society, wherefore it 

cannot be expected that neither the fridge nor the lighting sensor will be fully functional and 

reliable until they have been available and corrected to full functionality.  

In terms of these innovations and their connection to the megatrend and microtrends. 

Convenience refers to maximum comfort with minimum time consumption and work involved. 

Such goals reflect the fast pace of present time, as well as reflecting the consumer’s need to gain 

as much free time as possible. The reason for this need is that it makes it possible for consumers 

to spend their time on things that fulfill them, rather than chores which could be more efficiently 

performed; things like cleaning and grocery shopping. Cleaning can be effectively done by robot 

vacuum cleaners or full functional robots. Grocery shopping can be done easily online with 

delivery, making sure that the consumer is set do as little as possible in the process (See Appendix 

2 for further information). Such motives reflect the essence of the megatrend as it describes the 

cultural shifts that have shaped it. The Convenience trend was developed from the growing pace 

in society and the attitude shift of consumers. As the pace has gone ever faster, the society is 

presently battling the longing to get time in which to relax at the same time as battling to keep 

up with the fast-paced world. Health issues, which have increased drastically over the past two 

decades, are mainly within the category of chronic illnesses; such illnesses develop due to an 

unhealthy lifestyle (Golubic, 2013). Living under constant stress in order to keep up with the fast 

pace of society qualifies as an unhealthy lifestyle, wherefore citizens are encouraged to structure 

their lives as efficiently as possible. Efficiency here applies to a lifestyle choice that makes the 

most of the available time; convenience applies to precise ways which citizens try to make their 

lives comfortable as well as efficiently organized.  
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7.1.2.  There is a connection 

As well as being a megatrend of its own, the analysis above also reflects how convenient 

innovations can affect other megatrends. In the Health section of the analysis one of the 

suggestions to meet the overarching challenges in society was to encourage self-administration 

and responsibility in connection with one’s health. Hereunder, it was also suggested that in order 

to truly prevent chronic illnesses and ill health in general, it was required that citizens became 

more invested in their health in order to prevent possible ailments. The aforementioned argument 

that citizens control their stress levels and made a concerted effort to structure in some time for 

relaxing and unwinding is an integral part of the self-administration and prevention of chronic 

illnesses (Weston & Hood, 2004).  

In terms of what consumers then will use all this excess free time they are required to take is 

uniquely specific, although the theory of generational cohorts may give some general indication. 

Should it be applied to such a things as convenient shopping and efficient cleaning robots, the 

Millennials, or Gen Y, would choose activities that supported a great cause, such as environment 

and sustainability (Singh, 2012). Identified from the list of Gen Y characteristics presented by 

Singh (2012, p. 95-96), they would also choose to spend their time developing their status and 

financial situations as well as boost their comfort level, spend a lot of time on social media, or 

partaking in some social activity for self-expressional motives. Albeit an excellent starting point 

it only applies to a small percentage of the world population, and it is therefore not representative 

of how consumers would choose to spend their time. Furthermore, the theory of Generational 

Cohort has some flaws as it reduces the population to merely being generalized groups, rather 

than accepting them as a collection of unique individuals, who may make their choices entirely 

unaffected by the generational norms.  

 

7.1.3. Conveniently on demand  

Many services are, nowadays, available on demand and through the use of electronic and 

connected devices. Within the food industry, as it applies to a specific need and thereby only 

applies to a smaller percentage of consumers, the on-demand food service industry is considered 
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a microtrend. Such a microtrend can then have many manifestations which are tailored to specific 

desires.  

To illustrate, some consumers would prefer a wide selection as offered by Just-eat, while others 

desire gourmet food as offered by Roomservice, while a third part may seek healthy options. 

Manifestations are results of the general microtrend, however, they are still uniquely specific and 

tailored to certain consumer desires. In terms of the various links that have been suggested 

throughout the analysis, the ones that apply to this example are personal links that communicate 

individual motives for consumption and innovation, as well as specific interactions that occur 

prior to delivery. First, consumers must decide what the occasion for food delivery is; lack of 

time, lack of imagination, or whether the party menu was ruined 2 hours before the guests arrive. 

All these considerations help shape the specific desires in questions and hereby the motives for 

choosing any specific on-demand food service. The trend is linked with the manifestation, or 

specific offer, through such considerations to the specific interaction platform and consumer 

motivations.  

Another area of on-demand services concerning itself with home improvement, has created 

platforms that link individuals who offer a service with others who need a service done. 

Taskrabbit and Handy are examples of this (see Appendix 2 for further information). Such 

services allow people to outsource tasks which either are too time- or energy consuming. 

Examples include hiring someone to assemble Ikea Furniture, mow the lawn, walk the dog or 

clean the house. These services are in many cases, such as the aforementioned collaborative fora, 

created as peer-to-peer platforms, wherefore the mistrust in organizations may hereby also be 

reinforced. Albeit not acknowledged, another reason for the increasing peer-to-peer 

collaborations could be the post-recession economic vigilance, where citizens seek less expensive 

solutions though still satisfying their need for convenient solutions to everyday problems. The 

reason for entrepreneurs to start on-demand services stems from the increasing network oriented 

mindset in society. The fast pace has made consumers spoiled for time, making them expect 

services that are not just of a certain quality, but also delivered, if possible, instantaneously.  
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7.1.4.  Megatrends overlap – the bigger picture  

On-demand platforms are connected to both the Community and the Health trends in various 

ways. In connection with the aforementioned e-platforms that grant consumers instant access, 

such platforms will also be expected when citizens require access to their medical records. 

Expedition time will no longer be tolerated. The Community megatrend signifies the desire and 

need to collaborate in order to satisfy needs and overcome bigger challenges; it also reflects the 

current spirit of the times as it reflects the growing attention given environmental issues. The 

recession also reflects the issues faced by society, and it is therefore also a contributing factor in 

the development of the megatrend. The Convenience megatrend, in comparison, is a reflection 

of the fast-paced society shaped by technology. I will argue that the need for efficiency stems 

from the lack of resources, both natural and financial, and the desire to keep up with the pace of 

society. I will also argue that recent shifts in society are causing a slow-down, which in turn can 

explain the popularity of on-demand and time-efficient services. As the on-demand services were 

released onto the market, it was a reflection of the increasing pace in society. However, as more 

and more issues arose from the increasing pace, these on-demand services began to function as 

a means to get more recreational time. The applications and services no longer function as means 

to save time, but also means to get time. Some, though by far not all, on-demand services have 

greater purposes (see Appendix 2 for further information). People’s Market supports local 

farmers and small suppliers. Blue Apron packs a food box, made from recycled materials with 

farm-sourced produce from sustainable sources. Furthermore, Blue Apron also advocates home 

cooked meals; they may save people the time it takes to grocery shop, however, they still attempt 

to “build a community of home chefs” (Blue Apron, 2016), arguing that cooking is an essential 

social gathering as well as a wholesome recreational activity (2016). Initiative such as the Blue 

Apron and Aarstiderne also encourage healthy living, hereby supporting the health issues 

mentioned in section one of the analysis. By offering convenient choices to consumers, which 

also support a greater environmental cause and healthy living, it illustrates how all three 

megatrends connect and interact. These interactions happen when two microtrends can overlap 

and result in manifestation that fulfill more than one objective. In the case of the Blue Apron 

initiative, it both accomplishes better health, enhances everyday efficiency and supports a better 

environment.  
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7.1.5.  Increasing efficiency equals limiting interaction? 

As a point of contentment, much argument has been made as to the consequences of an on-

demand society. One of the main points to this discussion is the fact that, if we can get everything 

we need on-demand with as little effort as possible, it will negatively affect our happiness (Frost, 

2015; Dunn & Sandstrom, 2013). If we are stripped for all opportunities to interact, as our regular 

activities are digitalized and made efficient, it will limit the possibility to be social, which in turn 

will affect our health and wellbeing. To some extent, especially with reference to the Community 

megatrend, some things are better accomplished when people work together. Furthermore, 

human emotions are affected by the micro-interactions which happen when shopping, 

commuting and participating in other small real life interactions on a daily basis (Dunn & 

Sandstrom, 2013). I will not argue that such interactions are unimportant, however, one may 

consider that these interactions have not necessarily disappeared altogether, but rather morphed 

into other types of interactions. Some have moved to other platforms, such as social media, 

however, most new forms of interaction are rather an indication of the Spirit of the Times. As 

mentioned several times throughout the analysis, a part of the spirit of our times indicates that 

people are shifting towards a “Value over Volume” outlook on consumption; such an outlook 

will also affect interaction arenas. Instead of constant micro-interactions, it may therefore be 

argued that individuals now prefer quality time, be it with strangers or acquaintances. Such a 

statement may also explain the recent interest in experiences rather than possessions, as 

consumers are now searching for meaningful ways to spend their free time. On-demand services 

may have conveniently exempted them from every day and household chores, however, it is 

unlikely that all friendships and social interactions will cease to exist simply because regular 

everyday activities have become digitalized and made easier.  

 

7.1.6.  Needs – transcending diffusion 

Although this particular section deals with the megatrend, Convenience, it also signifies how 

many motives can meet at a hundreds of micro-junctions. As the initial chapters on case, 

methodology and theory describe, the basis of this thesis has been the trio of megatrends. These 

were selected on the basis of their relevance to society and the individual. In terms of the 
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individual, the selection criteria for the megatrends required that each trend affected several layers 

of Maslow’s Hierarchy of needs. Hereby, each of the megatrends had to affect human beings not 

only on the basic levels of needs, but all the way up to the self-actualization needs. Although each 

megatrend had to touch upon all layers, they also appealed to one category of need in particular. 

The Health megatrend appealed to the basic needs for physiological necessities and safety, 

however, the trend also transcends into the belonging-, esteems and self-actualization needs. 

Seeing as health also includes mental health, the need for love and belonging are satisfied through 

a healthy lifestyle. Since all-round health is key to achieving more, the Health megatrend also 

affects this level of need, and lastly, as the innovations and manifestations of the trend advocate 

greater self-possession and responsibility, it contributes to self-actualization. Such examples can 

be made for all three cases; although Community mainly refers to the need for security and 

belonging, it also provides food and water, as sustainable innovations within this particular trend 

aim to extend the stores of natural resources. Even though Convenience mainly applies to the 

levels of achievement and self-actualization, convenient solution also provides time for family 

and friendship.  

The point of these facts being that each trend is connected to the other, not only through the 

manifestations and global shifts, but also through the basic necessities in society. Such a 

realization gives way to thinking that trends are not alien or detached from society; they are 

embedded in the very spirit of it.  

 

7.2. Interlinking the trend sphere  
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As it has been illustrated so far, the trend diffusion process is linked through acceptance, 

realization, entrepreneurship, innovation, motivation, consumer needs and -desires. However, 

the next question concerns how the whole universe of trends is interlinked; affecting and affected 

by each other. The model below will help to illustrate this interlinkage. 

The model is specifically constructed for this particular use, however, it can be expanded or 

reduced in accordance with the number of megatrends one wishes to include in the comparison. 

It is structured so that each point of the triangle represents a megatrend. The triangle itself 

represents the innovation possibilities which exist as a foundation, touching upon each 

megatrend, with consumer as the central aspects and with the global factors influencing them. 

The arrows that connect the megatrends, along with the green boxes showing the specific global 
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factors, describe the connection between these specific megatrends. The lines that pass through 

the triangle show that one global factor may also be present in the connection between a different 

couple of megatrends. For example, the environment and demographic changes are both 

effective in relation between Community and Convenience, as well as between Convenience and 

Health. Such relations are based on the factors that initially shape the megatrends. The 

environment connects Convenience and Health, as it affects how convenient innovations follow 

sustainable processes in order to improve the health of citizens. The environment is also an 

important global factor in the relationship between Community and Convenience, as there is a 

lesser strain on society when consumers collaborate to solve problems in the environment 

efficiently. Such relations count for all connecting lines in the model. The circle indicates the 

consumer or the individual. It is situated in the middle of the model as it signifies that the heart 

of the entire process is the individual or the consumer. The trend diffusion process is dependent 

on the collaboration and acceptance of consumers, wherefore they become central and 

indispensable. Furthermore, the dual-arrow connecting consumers and individuals to the specific 

megatrend also signify that it is a two-way influence; consumers are instrumental in influencing 

the megatrends, however, megatrends also help influence or shape the way people act, feel, think 

and consume. The last element of the model signifies the three factors that influence the 

innovation process; technology, motivation and knowledge. Albeit, it can be argued that 

technology could fall under the category of knowledge, I choose to use them separately, as 

knowledge in this instance signifies what use individuals and groups can makes of it; meaning, 

their ability to shape knowledge into innovation. Technology is a tool central to the 21st century, 

which they may employ in the service of creating, communicating and executing innovation. 

Lastly, motivation is also essential to the process, as there would be no incentive or background 

to start the innovation process without sufficient motivation to do so. The model is to be used 

in order to gain a better understanding and grasp of the overall universe of trends; how trends 

and actors in the process interact, how they evolve and how they affect. The specific use of it, 

for the purpose of this thesis, is to illustrate the outer and inner links between a megatrend and 

all the way through the diffusion process to the final manifestations. It is also a tool to understand 

that any trend starts in the basic social makeup and needs to be seen both separately as well as a 

being a part of the same foundation: the spirit of the times.  
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The spirit of the times is an indication of how society is built and functions at a specific point in 

time. There are general factors which affect the spirit, however, it is important to bear in mind 

that any of these factors can shift slightly at any point in time, thus creating a new ripple. An 

example of such could be that convenient solutions result in laziness rather than desire to spend 

quality time. If such a thing should happen, the social structure and spirit would no longer be the 

same, seeing as the fundamental human attitude towards manual or mental labor would have 

changed. These shifts make megatrends and subsequent trends very hard to control. 

Convenience, Community and Health can just as easily be shifted towards negative trends which 

cause disruption and creates new challenges for society. If the new data storage systems within 

healthcare malfunctions repeatedly, the disruption it causes could affect citizens so much so that 

mistrust spreads or fatality rates increase. Those are worst case scenarios, but such scenarios must 

be calculated into the trend diffusion, as it could entirely obliterate the trend itself. Community 

could also suffer if security is breached, which subsequently would make society paranoid, and 

subsequently this paranoia would have strong effects on the ability of individuals to interact. If 

the members of an online service-providing community do not take their responsibility seriously, 

when they offer a service, acting as a groups of individuals with no regards to their fellow 

community members, this microtrend would then fade into nothing, buried by growing mistrust 

in fellow human beings. Clearly, the trend universe is subjective to all manners of influences, 

which cannot all be controlled, wherefore, the best way to preempt possible trend disruption is 

by understanding the two opposite ends of the trend diffusion process – the foundation and the 

consumer.  

 

 

8.  Conclusion 
 

The factors that shape the trends from different levels of society are found, first and foremost, 

in the most basic levels of society; not in retail, Research & development, nor production. It is 

found in the basic interaction between human beings. As the cases have shown, the megatrends 



78 
 

stem from human action, or as a result of it. The Health megatrend stemmed from an increasingly 

ageing and urbanized population which in turn results in overburdened hospitals and other 

official capacities; urbanization and ageing is shaped by human action. Such challenges, as are 

posed by urbanization and ageing, are solved by patient self-sufficiency and societal efficiency. It 

is illustrated through the examples of the health section of the analysis that the original mindset 

in society that illness is treated rather than prevented has caused the population to expect to be 

taken care of, rather than taking care of themselves. Such a change in mindset in order to meet 

the challenges and find innovative solutions to them is, once again, a matter of human interaction. 

Although such overarching shifts and deep rooted changes are only visible when observing the 

past, it has still been clear that change was needed. The need for change is another factor which 

links the megatrend to the other levels in the trend process. Challenges signify that something is 

in need of change, and since challenges shape megatrends, it must also be important to the 

remaining process.  

Understanding is another important link that supports and connects the stages of the trend 

diffusion process. As the original diffusion curve illustrates, the product gains trust and followers 

once understanding and acceptance has spread. The same is applicable to the diffusion of a trend, 

from macro- to micro levels of society. The linking aspect in the diffusion process include the 

need for change, the capabilities to put innovations and solutions into motion and the willingness 

to adopt these solutions. The need initiates the process, the capabilities enable the process and 

the willingness allows the process to remain and flourish.  

The Convenience megatrend illustrates that all these levels and megatrends are ultimately 

connected and interlinked, as they form the so-called ‘ecosystem’ of the trend diffusion process. 

The trend relations fuel their existence. These relations are assisted by factors that help shape the 

trends; technology, communication, innovation. These factors are also a part of the glue that 

connects the trend universe, and a part of the substance that gives meaning to it. In the 21st 

century, the spirit of the times signifies a strong tie to technology, as it enables convenience and 

efficient communication. Communication, in turn, enables innovation; no innovation invented 

by a single individual will reach the population without some manner of communication. Linking 

these aspects of the trend diffusion process, once again, includes human interaction and the need 

for change. Even as megatrends stem from challenges, and undoubtedly create new challenges 
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throughout the diffusion process, the ability of the population to interact in order to connect and 

create meaning in the process makes the process possible.  

Megatrends are overarching and long-lasting shifts in society, and these shift are initiated by a 

change in human behavior. Some affects can stem from climate changes or other factors outside 

the control of human beings, however, in the basic anatomy of a trend, I will conclude that the 

true essence of the interlinkage is human interaction and understanding.  

As the model in figure 8 indicates, the very center of the process is the consumer or the individual, 

without whom there would be no reason to start a trend. The Individualism paradigm and the 

Generational Cohort theory both provide a manner of understanding the human psyche and 

human action. In conclusion, human beings act both individually and as a part of a community, 

depending on their motivation. Motivation is the last link I wish to mention, as it is also essential 

to the process. Motivations for adopting or not adopting, for accepting or not accepting. 

Motivations are at the center of human action, wherefore they are central to the process.  

The connections between megatrends, microtrends and consumer products and services are 

therefore, in conclusion, a result of needs, motivations, human interactions fueled by 

communication, innovation and technology. Many small factors influence each specific 

megatrend, however, in the light of the thesis cases, it is clear that the four aforementioned factors 

are the most central to the process. Trends on all levels of society help shape it, and it is therefore 

necessary for society to understand them and observe them. Doing so has the power to make or 

break organizations, businesses and society itself. I firmly believe that any business must take 

trends seriously, also those that are outside their area of expertise, as the entire universe of trends 

is interlinked. Convenience is linked to Health through demographic changes, social needs and 

personal motivation, whereas it is linked to Community through environmental changes, 

demographic change, the resulting social needs and communal motivation. All these links are, as 

mentioned earlier, fueled by human interaction and action.  
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