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Business needs futurology.
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Business needs futurology.



We are all futurists.
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Diachronic Analysis

The study of change over time.
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The future of sex 

and gender.
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What business needs to do.

Freshen up brand communications.

Recognise that new markets are appearing.

Show awareness of social change.



The future of leisure.





What is Dad doing?

He is:

• Generating wealth 

• Trading in 

commodities

• Farming & grinding



What business needs to do.

Recognise that consumers want to be in control.

Develop new brands that put them in the 

driving seat.

Find new metaphors for marketing leisure.
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Consumers believe they are masters of their 

own destiny.

They are more resistant than ever to being 

told what do by authorities.

Post-1960, a layer of Relativism is added, on 

top of already rampant Individualism.



To many consumers, relativism simply means 

an opinion free-for-all.

They are very sure that they are entitled to 

know what’s best for them.

Brands can capitalise by confirming their self-

belief.



Relativism makes consumers feel insecure.

It brings with it a loss of certainty.

Consumers comfort themselves with The Real.



Death of the Author

Consumers value their own interpretations.

They think it’s their right to decide what your 

brand means, hence Culture Jamming.
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Conclusions



The credit crunch has 

damaged confidence.

The bigger challenge is 

unmet consumer need.

Consumers are hungry for 

co-creation.

Peer-to-peer banking services like 

Zopa.com.



Clinique: institutional, a mid-20th

century aesthetic. Return of the Real.

The Clinique skincare regime: easy 

to love, hard to follow.

Contrast: Benefit’s promise 

of ‘instant princess’.



Women used to follow bossy ‘diet sheets’.

They still want to be slim, but the rules have 

changed about how you get there.

Individualism & Relativism: only 

you can decide what’s right for 

you.

Consumers issue their own

licence to indulge.



Success Through Futurology

Every consumer facing brand can benefit from 

learning about the macro trends that drive 

consumers.

Semiotics documents and predicts those 

trends.
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