
2018 Trends 
Key Drivers Affecting Business TODAy



Today, we live in a fast-paced world with options, information 
and distractions at every turn. Culture is moving at just as 
fast of a pace with technology providing immediate access, 
gratification and connectivity like never before.  

In 2018, we must take a step back and think about where 
we are today, where we are going in the future, and how (as 
brands) we will respond. 

At St. John & Partners, we’re constantly revisiting trends 
driving growth today.   

We’ve scoured all the latest trend data from our leading 
industry and research sources, digested all of macro and 
micro-level detail, cut the fluff and boiled it down into bite-
sized pieces of inspiration that are not only meaningful but 
also actionable.  

We seek to answer the “so what?” on so many 
marketers minds today. 

We hope you enjoy our recap of the top trends driving 
business in 2018.

Stay ahead in 2018
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We believe the most powerful insights 
lie at the intersection of five key sectors. 
In this presentation, we break down the 
top trends impacting each sector today.

What’s Inside
Corporate 

Culture  

CONSUMER  

Channel Content

Insight

macro-trends affecting 
society as a whole

generational trends 
impacting specific 

segments of society 

trends rooted in human 
interaction with paid media

trends in what people are 
consuming across platforms

trends affecting business 
operations and strategy



Culture 
macro-trends affecting society as a whole
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Culture 
Self-
Preservation 
& Populism

In Today’s turbulence, people are striving to preserve, conserve, protect, 
guard, perpetuate and defend
Focus communications on preservation — of one’s comfort and safety, of basic rights like equality and 
inclusion, and of a committed path to betterment.

Iconoculture, US Top Trends 2018: Values Backdrop, November 2017 
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Culture 
Trust Crisis

Americans display record-breaking drops in trust in companies, organizations, 
politicians and the media 
Build trust, starting with how you treat your employees. Show them empathy, and in turn they will 
show the world you really do care about more than just profits and products. Always operate with 
integrity, even when it means being transparent about things that didn’t go as planned. And be a 
resource to all with smart, simple solutions that solve problems or fill needs.

Forrester, Predictions 2018: The Crisis Of Trust And How Smart Brands Will Shape CX In Response, November 2017  
2018 Edelman TRUST BAROMETER Study 
Mintel, North America Consumer Trends 2018, October 2017
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WARC, Toolkit 2018: Redefining purpose, December 2017  
Simon Sinek, author of Start With Why: How Great Leaders Inspire Everyone to Take Action 
Forrester, Predictions 2018: The Crisis Of Trust And How Smart Brands Will Shape CX In Response, November 2017 and How To Build Customer Trust Faster, June 2017  
Jim Stengel, Grow and Stengel 50 Millward Brown Growth Study, December 2011

Culture 
Start With 
“Why?”

Brands rooted in purpose gain loyalty, but consumers are wary of those that 
borrow (vs. own) their values

Take a longer-term view to 
ensure your purpose is truly 
rooted in your brand values 
and objectives vs. a fleeting 
social cause. 

Show (don’t just tell) how 
you live your purpose inside 
and out with consistency 
across all communication and 
interaction. 

This is the key to 3x growth 
over your competition.
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An increasingly divided country causes Americans to identify more with niche 
communities than our own nationality 

Campaign, One year in Trump's America: what advertisers and marketers have learned about the rest of the country, January 2018 
Kantar Futures, U.S. Outlook: Winning in New Ways, August 2017 
Mintel, North America Consumer Trends 2018, October 2017 
Iconoculture, This Must Be The Place: Consumers locate refuge and resistance through geographic alliances, November 2017

Culture 
exception-ism

Inspire unity - brands trying to reach the masses should tap into a longing for belonging.  

Find growth in smaller worlds - specialize in the unique needs of smaller communities who are 
connected by the same shared values and interests that drive your brand. Celebrate those qualities that 
set them apart and make them the exceptions to the aggregate for more memorable, valuable customer 
experiences.
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In a progressively competitive landscape, price and value are expected, but 
service and convenience are differentiators

Culture 
Great 
expectations

Help people save time, energy, and headspace.  

This is more important than ever at a time when the amount of content people are exposed to outpaces 
our cognitive capacity to keep up by 7 times.

Kantar Futures, Great Expectations, 2017 U.S. Monitor and Fragmentnation: The Challenge of Capacity and Marketing Fragmentation, November 2016

Consumers today want food 
fresher, cheaper and easier 
Shoppers want all of the above, and retailers 
can’t afford to let them down on any count 



Consumer 
generational trends impacting specific segments of society
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Consumer 
Generations 
At-A-Glance

Each generation has its 
own perspectives. 

Recognize these differences 
and speak to each audience 
in ways that will resonate 
without diluting the integrity 
of what the brand stands for.

Kantar Futures, Generations at a Glance, October 2017
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As Parenting styles shift from coddling to self-reliance, centennials become 
more resilient and ambitious to make a change in the world

Iconoculture, Gen We in 2018, 2018 Consumer Outlook 
Kantar Futures, Venture Catalysts: Learning from Centennials, January 2018 
Kantar Consulting, 2017  Youth Outlook

Consumer: 

Centennials 
Growing Up 
Gritty

Embrace the entrepreneurial 
spirit - be brave, bold and 
unafraid to strive for the 
impossible. 

Act as a partner to 
Centennials on their path to 
success.  

Invite them to co-create the 
solution that best meets their 
needs, or the needs of others 
in their niche communities.
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Consumer: 

Millennials 
Outsourcing 
Choice

Time-pressed and option-overloaded millennials put a premium on 
personalization
Help Millennials save time, energy and 
headspace by curating the best options 
for them based on customer data and 
digital footprints. 

With growing expectations driven by the Amazon’s of the world, people expect personalized experiences to meet their needs along 
the customer journey.

With growing expectations driven by the 
Amazon’s of the world, people expect 
personalized experiences to meet their needs 
along the customer journey.  

Stitch Fix is another great example of 
outsourcing choice. It uses both algorithms and 
human stylists to get to know your personal 
style, then recommends a limited number of 
pieces just for you. It is now the eighth most 
popular online retailer for Millennials.

Kantar Futures, Download on Generations, November 2017  
Fast Company, Here’s Why Stitch Fix’s IPO Is The Tech Exit You Should Actually Care About, August 2017
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Although xers climb the career, cultural and civic ladders, they still feel 
overlooked between two mammoth generationsConsumer: 

Gen X 
Sandwich 
Generation

Shine your spotlight on them. Show them you care. Create specific, culturally meaningful 
communication that resonates with this group. 

Think small - Xers are independent, Do-it-Yourselfers who scorn selling out. They’re drawn to more 
valuable experiences with smaller, underground brands. Make your brand experience more intimate and 
gritty to win their hearts.

Iconoculture, Gen Xers in 2018, 2018 
Kantar Futures, Generation X Steps Into the Spotlight, March 2017
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As Boomers redefine aging, they sway towards brands that reinforce their 
youthfulnessConsumer:  

Boomers 
Life Starts 
Now

Inspire Boomers to take advantage of the full life they have ahead. Celebrate their (finally) empty 
nests. Avoid talking about age, using terms like “older” or “elderly,” stereotypes that do not resonate 
(the token old person, the romantic couple, the kindly grandparent) and depressing images of old age. 
Include appropriately aged models, but “on a good day.”

Iconoculture, Boomers in 2018, 2018 Consumer Outlook 
WARC, How to market effectively to the 50+ consumer, February 2016 
AARP, AARP's Slightly More Mature Ins and Outs List, December 2017
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Grandparents shift away from multi-generational travel and take only 
grandkids on trips, giving parents a child-free vacation of their ownConsumer:  

Matures 
Skip-Gen 
Travel

Market to grandkid and grandparent as a unit. Highlight a mix of experiences with a range of physical 
activity levels for different age ranges and travelers seeking customization. Consider messaging to 
parents as an opportunity for a well-deserved "staycation.”

Iconoculture, Grands take the grandkids on "skip-gen" adventures, February 2018

Road Scholar is an educationally focused travel planning service that offers over 
150 grandparent trips that can be customized based on age of children (5-18), 

activity level (easy to challenging) and a range of experiences from modest 
stateside excursions to exotic adventures in far-flung locales.



Channel 
trends rooted in human interaction with paid media
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Adults spend half of their media day consuming digital 
content, but growth is slowing

Channel 
Overextended 
minds

Implement an omni-channel approach. Digital is one (albeit important) piece of the 
puzzle as time spent with traditional TV exceeds time spent on any singular digital 
platform and time spent with traditional radio exceeds social media alone.

eMarketer, Average Time Spent  per Day with Major Media by US Adults, 2014-2019, April 2017
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Social channels are used differently by different generations

Channel 
Social 
Spectrum

Connect with each generation on their terms.

 Kantar Consulting, 2017  Youth Outlook
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Consumer-controlled consumption patterns cause brands to re-evaluate the 
importance of premium placements

Channel 
Premium on 
Premium

Kantar Millward Brown, Media and Digital Predictions 2018, December 2017  
Entrepreneur, 18 Marketing Trends to Watch in 2018, November 2017

Catch ad-blocking consumers’ attention with more lean-in environments. Seek “best of” placements. 
Desktop display declines as cross-platform video, mobile and native will grow in importance. Instagram 
may become the “go-to” social platform given its engagement and advertising controls. Instagram 
Stories become more popular than Snapchat just one year after going live.  
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Data enhancements and scale drives video targeting and measurement over-
the-top (OTT)

Channel 
Advanced TV

Explore OTT streaming platforms to meet consumers where they are 
increasingly spending time with premium video content. Take advantage of 
granular targeting and measurement to monetize the value of high impact 
mediums. Keep an eye on the progress of advanced TV in years to come - 
while buying opportunities may be currently limited, more media partners will 
adopt this technology leading to higher reach and true cross-platform 
measurement that provides ROI across devices in the household.
Kantar Millward Brown, Media and Digital Predictions 2018, December 2017   
dataxu, Unpack the potential of Advanced TV for your clients, 2018 Infographic



Content 
trends in what people are consuming across platforms
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With limited cognitive capacity, storytelling breaks through and leaves a 
lasting impact

Content 
Start with 
the story

Kantar Millward Brown, Media and Digital Predictions 2018, December 2017  
Echo, The Power of Storytelling, November 2015

Establish an emotional connection. Don't get hung up defining what content is - sponsored, native, 
branded, user generated, etc. Just find a way to make people care about the brand. Start with the 
story and from there, figure out what content is needed to fit the format.

Content that tells stories is proven to 
achieve better results in eliciting emotional 
responses and active involvement needed 
to store information in long-term memory.
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Today, bravery is the price of entry as people’s expectations rise and attention 
becomes harder to capture

Content 
Creative 
Bravery

Think With Google, Why creative bravery is the new price of entry for brands, February 2018 
AdWeek, YouTube Partnered With Creative Agencies to Tell 6-Second Versions of Classic Tales at Sundance, January 2018

Embrace creative experimentation and new storytelling technologies. Explore how constraints (be it 
budget, talent or format) can actually help spur vs. hinder creativity by taking a fresh look at an old 
problem. Invite your audience to be part of the story - consider how they can help source creative or 
be storytellers for your brand among their own engaged communities. Draw inspiration from social 
and cultural context and find common ground with an audience that shares your brand values.

Agencies revamped classic tales, including Little Red Riding Hood, as a way to 
experiment with how storytelling can come alive in just 6 seconds with 
YouTube’s recent bumper ad formats.
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A consistent, relevant, distinctive heritage evokes a sense of credibility and 
trust in skeptical consumers

Content 
Leading with 
Provenance

Wear your heritage as a badge. Stay true to the values and purpose 
your brand was built on. Let it guide all future communications and 
interactions across stakeholders providing everyone from 
customers to employees with permission to believe.

IHG, The power of provenance: Shaping brands in a changing world, 2018 IHG Trends Report

Provenance can play a 
key role in comeback 
brands rediscovering their 
heritage. Chrysler got 
back to it’s geographic 
roots and KFC got back to 
its wacky Colonel roots - 
both leading to reclaimed 
relevance and success.
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Faster, more frequent consumption leads brands to experiment with speed, 
rhythm and order as ways to grab attention early 

Content 
Mobile-First 
Storytelling

Catch rapidly scrolling eyes with relevant content and hooks that draw people in within the first 5 
seconds. Key brand messages should be introduced early for better recall. Striking visuals and music 
choice can be bigger players than message, particularly for Centennials. 

Experiment with shorter videos as research suggests they can be just as effective as longer formats. 
Remember that different lengths may work best across different platforms - overall, prioritize stories 
over seconds.

Facebook IQ, Why Creativity Matters More in the Age of Mobile, February 2017 
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content that fosters meaningful human connection, interaction and 
conversation will see more success

Content 
Deeper 
Relationships 

Prioritize influencer marketing and paid advertising as organic brand reach decreases.  

Use engaging formats like live video that provide real-time, unfiltered interaction for more authentic 
experiences. Invest time in smaller communities, like Facebook Groups, where you can provide more 
valuable experiences for those with shared passions and values that align with your brand. Prioritize 
social listening to develop more relevant content with a purpose that users will want to interact with.

Facebook Newsroom, Introducing New Ways to Create, Share and Discover Live Video on Facebook, April 2016 
Forrester, Predictions 2018: The Crisis Of Trust And How Smart Brands Will Shape CX In Response, November 2017
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As trust in institutions declines, voices of authority regain credibility

Content 
Return to the 
experts

Build relationships with those that could be a 
strong and trustworthy voice for your brand. 
Think outside the box on the who and what of 
this voice (subject matter experts, experienced 
customers, etc.).

2018 Edelman TRUST BAROMETER Study
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In a post-truth world, people trust brands whose actions and values align 
with their own

Content 
Beyond 
Credentials

Remember that authorities can be credible, but not 
trustworthy. Show how you have your audiences’ best 
interest at heart. Act with purpose beyond profit making. 

Kantar Futures, Smaller Worlds: Navigating the Post-Trust Sea Change From Authenticity to Allegiances, March 2017
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How-To’s, best-of’s, tutorials and Content Geared to Simplify Helps Adults Life-
Hack

Content 
Assisted 
Development

While entertaining is still a viable, valuable goal of content, there is plenty of 
room to expand the educating, empowering and validating role as well.  

Consider content that teaches life skills, outsources daily tasks, or helps 
post-demographic consumers realize personal life goals. 

How-to videos earn the most 
attention of any content category— 
even more than music clips or 
gaming, for example. 

The Tasty series is an example of 
how-to videos that have become 
wildly popular. Their One Top 
hotplate even syncs with videos 
and auto-adjusts temperature and 
function at each stage of the recipe.

Think With Google, Why you should lean into how-to content in 2018, December 2017 
TrendWatching, 5 Trends for 2018, November 2017



Corporate 
trends affecting business operations and strategy
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Corporate  
Smart 
Systems

Smart systems deliver 
seamless experience. 

In an increasingly hectic 
world, consumers are 
looking for technology that 
can help make life more 
manageable. 

Mintel, North America Consumer Trends 2018, October 2017
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Corporate  
Explore 
Augmented 
Reality

Warc, Carat's top 10 trends for 2018, January 2018 

AR has applications across categories, from guided tours in grocery aisles 
for nutritional direction to customized venue signage, player stat overlays 

or icons of where friends are sitting at sporting events.  

Identify opportunities with augmented 
reality (AR) as technology reaches the masses 
via today’s smartphones. 

AR lets you try before you 
buy. Pottery Barn’s 3D 
Room View app app allows 
you to add furniture and 
decor products right to 
your room, and see how it 
would look in all shapes 
and colors.
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Corporate  
Capitalize on 
Voice 
technology

Add value through voice tools 
(help consumers along the 
customer journey, add a layer 
of emotional understanding, 
etc.).  

Establish audio guidelines - 
what kind of personality, tone, 
or voice does your brand have? 

Review likely voice 
interaction based on 
consumer involvement with 
your product or category. Look 
for brand “moments” 
throughout the day to 
capitalize on. Think about time 
of day and other contextual 
cues.

Develop voice-optimized 
content based on search 
behaviors. Venture longer, 
conversational queries. Insert 
yourself in high-level category 
searches or get consumers 
asking for you by brand given 
the evolution of automized and 
predictive purchases.

Mintel, North America Consumer Trends 2018, October 2017 
WARC, Top 5 Marketing Challenges for 2018 - And How to Respond, WARC Toolkit 2018 Survey and Analysis
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Corporate  
Privacy

Privacy is a competitive 
differentiator. 

As consumers become 
more aware of the value of 
their personal data, 
companies must respect 
their privacy concerns and 
data preferences to avoid 
losing them to a more 
customer-obsessed 
competitor. 

Forrester, The Customer Trust And Privacy Playbook For 2018, September 2017 
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Corporate  
Earn Trust 
with 
Transparency

Forrester, The Customer Trust And Privacy Playbook For 2018, September 2017 

Help consumers understand what data is collected about them, and how it is used. Build a value 
exchange with customers by providing more personalized, valuable interactions.  

Avoid loophole-ridden privacy policies and the use of questionable third-party data sources.
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Corporate  
Take 
responsibility

Forrester, The Customer Trust And Privacy Playbook For 2018, September 2017 

Adopt cross-functional responsibility for data security and governance. The responsibility lies as 
much with marketing departments as it does with legal and technology teams. Invest in data stewards, 
or even chief data offices, to manage policies within the organization. 
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Corporate  
Invest in new 
technologies

Invest time in understanding how the transparency of blockchain can benefit both consumer and 
company. While still in its infancy, applications already point to decreased fraud and more accurate, 
trackable consumer insights. For example, major sporting events can better understand the actual event 
attendee vs. the original purchaser by enabling peer-to-peer ticket transfer without a third-party. Health 
insurance is more equipped for Medicare and Medicaid fraud prevention. 

“Blockchain uses cryptography to create a network 
of trust between users. It can record transactions 

between several parties in a verifiable, transparent 
and tamper-proof way…It could change the media 

industry as much in the next five years as 
programmatic has in the last five.”  

-Warc, Carat's top 10 trends for 2018, January 2018

Sparks & Honey, Trends Brief, 2018 
Deloitte, Deloitte’s sports industry starting lineup: Trends expected to disrupt and dominate, 2018
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Corporate  
Growth

Growth is found in 
uncomfortable places. 

As big brands struggle to 
find growth in a fragmented 
marketplace, they must 
become comfortable 
adopting new knowledge, 
skills and processes to 
follow demand.

Kantar Consulting, Follow the Money: Finding Growth in Uncomfortable Places, 2018 
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Corporate  
Scale  by 
adding up 
small niches

Adopt new skills like reverse segmentation to pull together lots of small things rather than breaking 
one big thing apart. 

Kantar Consulting, Follow the Money: Finding Growth in Uncomfortable Places, 2018 

Brands have found growth and scale by catering to many small audiences 
as opposed to trying to reach one mass audience with broad appeal.
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Corporate  
Add value 
through 
experience

Reframe brand and category management as experience 
management, with the product or service as just one element, 
albeit critical, in delivering an experience.  

Identify physical, face-to-face, and digital touch-points along the 
customer journey to eliminate pain, anticipate needs, give 
customers control and act with empathy. 

Amazon provides an immersive, frictionless experience by 
wrapping retail with search, payments, video, music, delivery, 
customer service, AI, third-party sellers, smart devices, 
entertainment, social media, and more.

Appreciated 
Confident 
Delighted 
Happy  
Respected 
Valued

Angered 
Annoyed 
Disappointed 
Frustrated

Drive customer loyalty

Drive customers away

How an experience makes customers 
feel has a bigger influence on their 

loyalty to a brand than effectiveness or 
ease in nearly every industry.

Kantar Consulting, Follow the Money: Finding Growth in Uncomfortable Places, 2018 
Forrester, The Digital Customer Experience Improvement Playbook For 2018, March 2017 and The US Customer Experience Index, January 2018

“I felt…”

“I felt…”



Want to dive deeper into some of the trends? Call your 
SJ&P Account Manager and we can schedule a follow-up 
conversation. 

Or, take a trend and apply it to solving a business problem or 
creating a new opportunity.  

If nothing else, drop one of these trends into your next 
conversation with a colleague or neighbor. They will be 
impressed, and learn something new that they can maybe 
even use.

So, what now?


