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CONCLUSION: Overall 4P Summary

PLANET: Headline
30-40 words key take-away

PURPOSE: Headline
30-40 words key take-away
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COMPASS

FOCUS +

HORIZON 

Micro Trend: 25-30 trend summary, 
data + insight 

Micro Trend: 25-30 trend summary, 
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DEEP ENGAGEMENT

Organisations will partner to make 
people feel engaged and inspired, 
especially if they no longer share 
a physical space. The next level of 
storytelling ignites people’s interest 
and invites deep participation.

Story Doing: Communication of 
brand values through heartfelt action 
show that you care. Stories come 
alive when people are motivated to 
engage and build their own universe 
around content – that’s Story Doing.

Personal Narratives: While data 
can deliver increasingly granular 
information on individuals, it is still just 
information, not knowledge. People 
expect you to truly understand their 
needs and will ask: “where do I fit in 
to this story?” 

Working actively to solve emerging 
global challenges is central to new 
business models. Breakthrough 
innovations now cluster around our 
urgent need to reimagine a post-
pandemic live, work and play reality. 

Long-termism: Short-termism has 
been named a threat to humanity. 
Thinking long-term about our collective 
future is the new frontier of leadership, 
moving beyond firefighting to working 
with regenerative measures. 

NEW MODELS 

Social Sustainability: More brands 
need to become pro-active in 
supporting positive social change. 
By nurturing changemaker culture 
and heartfelt relationships they help 
set up people and communities for 
successful futures. 

Humans are empowered, augmented 
and more connected than ever. As 
analogue beings in a digital reality, 
we increasingly ask for empathic and 
human-centred technology. 

Radical Openness: Trust is now the 
cornerstone of any communication. 
Taking responsibility for all your 
stakeholders while providing an 
organisational ‘glasshouse view’ is 
not an option, but the norm. 

Conversational AI: Dialogue through 
personalised content is key to 
engagement and building close 
relationships. People need to sense 
the humanity – not the algorithms – 
behind the interaction to find meaning. 

Health is our most important capital, 
and self-care is no longer a luxury, 
but a necessity. Any brand that add 
to our wellbeing and safety will have 
a major advantage and an edge. 

Happiness Labs: Fostering authentic
wellbeing as a means to boost 
happiness will be a crucial success 
factor. By adapting a lab mindset – 
where everything is up for rethink – 
organisations develop capacity to act 
as happiness facilitators. 

Simplexity: Less is more in the 
attention economy. People look for 
intelligent reduction – those brands 
extracting the meaningful from the 
complex. Organisations that can 
deliver immersive experiences will 
become preferred partners. 

Online behaviours are fast evolving. 
Nurturing diversity and inclusion can 
potentially democratise opportunity 
and allow ‘the next big idea’ to come 
from anybody, anywhere.

Liquid Society: In the Liquid Society 
we are ‘Always On’ –  people are 
easy to reach but hard to engage. 
With no clear boundaries between 
live, work and play, behaviours and 
needs continue to evolve.

D(e)mocracy: Digital inclusion 
will be tomorrow’s big opportunity. 
Giving people a voice and inviting 
participation will enable valuable 
partnerships that minimise 
polarisation and grow audiences. 

New kinships and communities  are 
created around causes, culture and 
experiences. People now expect 
to be co-creators of products and 
services, as well as being involved in 
and influencing civic life.
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REATIVE LEADERSHIP

PLANET – Heartfelt Story Doing
Long-term thinking and new ‘circular’ models are needed in 
response to unprecedented change and challenges. Business 
as usual is no longer an option and, while people may be  easier 
to reach than ever, they are harder to engage. Heartfelt story 
doing is about leading through action and inspired participation. 

PEOPLE – Collaborative Communities
People are balancing their need for individuality and self-
expression with a desire to belong and grow community 
engagement. They want a voice and a truer representation 
of their values. Information and lifelong learning are core to 
building personal resilience and strong communities. 

ECONOMICS FOR HUMANSEMPATHIC TECHNOLOGY WELL(BEING) CAPITAL
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Multi-stakeholder Value – Beyond Words into Actions
PROFIT – Be the Human Interface
Technology is enabling new business models, ways of 
working and novel experiences. It empowers people, giving 
them opportunities and platforms to contribute. Responsibility, 
inclusion and integrity are set to be cornerstones of all 
interaction in the ever-evolving digital environment. 

PURPOSE – Less but Better
Emotionally intelligent organisations are characterised by the 
passion and purpose guiding all their activities. Betterness 
is key to connecting with people’s desire to build a secure 
future around the good life – delivering ‘less, but better’ to 
cultivate a positive live, work and play reality.  

DIGITAL FRONTIER

CREATIVE LEADERSHIPBETTER TOGETHER
Increased global complexity, 
crises and volatility call for creative 
leadership. Lifelong learning and 
curiosity build resilience into the 
organisational fabric while fostering 
agility and multi-stakeholder value. 

Lifelong Learning: In a world where 
rapid change is the only constant, 
lifelong learning has become an 
imperative. People are attracted 
by opportunities to learn and get 
information from trusted sources. 

Curiosity Culture: Curiosity holds 
the key to critical thinking and asking 
bold questions. Curious people tend 
to think more deeply and rationally 
about the future, also seeking out 
highly innovative solutions. 

Purpose-centric Everything:  People 
redefine their values and needs as 
they want to be part of ‘something 
bigger’ than themselves. Tomorrow’s 
purpose-centric organisations aim to 
not only be best ‘in’ the world but also 
best ‘for’ the world. 

Betterness: The interplay of financial, 
social and individual welfare ensures 
thriving societies. In this context, 
organisations can longer exist in 
isolation but must engage with and 
create value for the entire stakeholder 
ecosystem. 

Navigating the Future: Trend Compass 2030+

Local Re-imagined: Support for 
local businesses and a desire to 
explore our immediate environment 
has grown in response to restrictions 
and challenging times brought on by 
the pandemic.
 
New Diversity: We have to view 
diversity from a broader perspective, 
as new affiliations will expand future 
possibilities. People are demanding 
wider representation to accurately 
reflect our society. 
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To connect with people, businesses 
need reasons to exist beyond 
economic performance. Purpose 
is the essential ingredient for both 
people and organisational growth. 

TREND

COMPASS 

2030+

Trend Management Process – Kjaer Global © 2024

Imagine
Trend Exploration
- What if?
- Ideation and objectives

1

Explore
Future Visioning
- Trend immersion
- Make a framework of inquiry

2 Reflect
Trend Mapping
- Multidimensional thinking
- Select and map Macro Trends

3 Define
4P Trend Compass
- Prioritise and cluster trends from Trend Cards/Atlas 
- Trend SWOT + Index Trends

4 Refine
Scenario Matrix
- Make Trend Mix scenarios
- Prototypes future concepts

5 Activate
Action Roadmap
- Activities and strategic plot points
- What, Why, When, How
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ENVIRONMENT LEGISLATION

Trend Management Toolkit  |  Trend Atlas 2035+  |  © kjaer-global.com  |  All rights reserved

TREND ATLAS 2035+
    UNIVERSAL AWARENESS
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       A BETTER WORLD
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CONCLUSION: Overall 4P Summary
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Micro Trend: 25-30 trend summary, 
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DEEP ENGAGEMENT

Organisations will partner to make 
people feel engaged and inspired, 
especially if they no longer share 
a physical space. The next level of 
storytelling ignites people’s interest 
and invites deep participation.

Story Doing: Communication of 
brand values through heartfelt action 
show that you care. Stories come 
alive when people are motivated to 
engage and build their own universe 
around content – that’s Story Doing.

Personal Narratives: While data 
can deliver increasingly granular 
information on individuals, it is still just 
information, not knowledge. People 
expect you to truly understand their 
needs and will ask: “where do I fit in 
to this story?” 

Working actively to solve emerging 
global challenges is central to new 
business models. Breakthrough 
innovations now cluster around our 
urgent need to reimagine a post-
pandemic live, work and play reality. 

Long-termism: Short-termism has 
been named a threat to humanity. 
Thinking long-term about our collective 
future is the new frontier of leadership, 
moving beyond firefighting to working 
with regenerative measures. 

NEW MODELS 

Social Sustainability: More brands 
need to become pro-active in 
supporting positive social change. 
By nurturing changemaker culture 
and heartfelt relationships they help 
set up people and communities for 
successful futures. 

Humans are empowered, augmented 
and more connected than ever. As 
analogue beings in a digital reality, 
we increasingly ask for empathic and 
human-centred technology. 

Radical Openness: Trust is now the 
cornerstone of any communication. 
Taking responsibility for all your 
stakeholders while providing an 
organisational ‘glasshouse view’ is 
not an option, but the norm. 

Conversational AI: Dialogue through 
personalised content is key to 
engagement and building close 
relationships. People need to sense 
the humanity – not the algorithms – 
behind the interaction to find meaning. 

Health is our most important capital, 
and self-care is no longer a luxury, 
but a necessity. Any brand that add 
to our wellbeing and safety will have 
a major advantage and an edge. 

Happiness Labs: Fostering authentic
wellbeing as a means to boost 
happiness will be a crucial success 
factor. By adapting a lab mindset – 
where everything is up for rethink – 
organisations develop capacity to act 
as happiness facilitators. 

Simplexity: Less is more in the 
attention economy. People look for 
intelligent reduction – those brands 
extracting the meaningful from the 
complex. Organisations that can 
deliver immersive experiences will 
become preferred partners. 

Online behaviours are fast evolving. 
Nurturing diversity and inclusion can 
potentially democratise opportunity 
and allow ‘the next big idea’ to come 
from anybody, anywhere.

Liquid Society: In the Liquid Society 
we are ‘Always On’ –  people are 
easy to reach but hard to engage. 
With no clear boundaries between 
live, work and play, behaviours and 
needs continue to evolve.

D(e)mocracy: Digital inclusion 
will be tomorrow’s big opportunity. 
Giving people a voice and inviting 
participation will enable valuable 
partnerships that minimise 
polarisation and grow audiences. 

New kinships and communities  are 
created around causes, culture and 
experiences. People now expect 
to be co-creators of products and 
services, as well as being involved in 
and influencing civic life.
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REATIVE LEADERSHIP

PLANET – Heartfelt Story Doing
Long-term thinking and new ‘circular’ models are needed in 
response to unprecedented change and challenges. Business 
as usual is no longer an option and, while people may be  easier 
to reach than ever, they are harder to engage. Heartfelt story 
doing is about leading through action and inspired participation. 

PEOPLE – Collaborative Communities
People are balancing their need for individuality and self-
expression with a desire to belong and grow community 
engagement. They want a voice and a truer representation 
of their values. Information and lifelong learning are core to 
building personal resilience and strong communities. 

ECONOMICS FOR HUMANSEMPATHIC TECHNOLOGY WELL(BEING) CAPITAL
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Multi-stakeholder Value – Beyond Words into Actions
PROFIT – Be the Human Interface
Technology is enabling new business models, ways of 
working and novel experiences. It empowers people, giving 
them opportunities and platforms to contribute. Responsibility, 
inclusion and integrity are set to be cornerstones of all 
interaction in the ever-evolving digital environment. 

PURPOSE – Less but Better
Emotionally intelligent organisations are characterised by the 
passion and purpose guiding all their activities. Betterness 
is key to connecting with people’s desire to build a secure 
future around the good life – delivering ‘less, but better’ to 
cultivate a positive live, work and play reality.  

DIGITAL FRONTIER

CREATIVE LEADERSHIPBETTER TOGETHER
Increased global complexity, 
crises and volatility call for creative 
leadership. Lifelong learning and 
curiosity build resilience into the 
organisational fabric while fostering 
agility and multi-stakeholder value. 

Lifelong Learning: In a world where 
rapid change is the only constant, 
lifelong learning has become an 
imperative. People are attracted 
by opportunities to learn and get 
information from trusted sources. 

Curiosity Culture: Curiosity holds 
the key to critical thinking and asking 
bold questions. Curious people tend 
to think more deeply and rationally 
about the future, also seeking out 
highly innovative solutions. 

Purpose-centric Everything:  People 
redefine their values and needs as 
they want to be part of ‘something 
bigger’ than themselves. Tomorrow’s 
purpose-centric organisations aim to 
not only be best ‘in’ the world but also 
best ‘for’ the world. 

Betterness: The interplay of financial, 
social and individual welfare ensures 
thriving societies. In this context, 
organisations can longer exist in 
isolation but must engage with and 
create value for the entire stakeholder 
ecosystem. 

Navigating the Future: Trend Compass 2030+

Local Re-imagined: Support for 
local businesses and a desire to 
explore our immediate environment 
has grown in response to restrictions 
and challenging times brought on by 
the pandemic.
 
New Diversity: We have to view 
diversity from a broader perspective, 
as new affiliations will expand future 
possibilities. People are demanding 
wider representation to accurately 
reflect our society. 
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To connect with people, businesses 
need reasons to exist beyond 
economic performance. Purpose 
is the essential ingredient for both 
people and organisational growth. 

TREND

COMPASS 

2030+

Trend Management Process – Kjaer Global © 2024

Imagine
Trend Exploration
- What if?
- Ideation and objectives

1

Explore
Future Visioning
- Trend immersion
- Make a framework of inquiry

2 Reflect
Trend Mapping
- Multidimensional thinking
- Select and map Macro Trends

3 Define
4P Trend Compass
- Prioritise and cluster trends from Trend Cards/Atlas 
- Trend SWOT + Index Trends

4

Refine
Scenario Matrix
- Make Trend Mix scenarios
- Prototypes future concepts

5

6 Activate
Action Roadmap
- Activities and strategic plot points
- What, Why, When, How
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Activate
Action Roadmap
- Activities and strategic plot points
- What, Why, When, How

Trend Management Process – Kjaer Global © 2024

Imagine
Trend Exploration
- What if?
- Ideation and objectives

1

Explore
Future Visioning
- Trend immersion
- Make a framework of inquiry

2

Reflect
Trend Mapping
- Multidimensional thinking
- Select and map Macro Trends

3

Define
4P Trend Compass
- Prioritise and cluster trends from Trend Cards/Atlas 
- Trend SWOT and Index Trends

4

Refine
Scenario Matrix
- Make Trend Mix scenarios
- Prototypes future concepts

5

6


