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Introduction
If you Google the phrase “when to ignore a consumer trend,” guess what? You’ll find nothing but 
articles about trends You Cannot Afford to Ignore! So, obviously, keeping up with consumer trends 
is important.

A trend is simply the general direction — up or down — in which something moves. A trend can 
gain or lose momentum, slowly or quickly. Some trends end up as jokes, to wit: cold-weather 
Crocs.

For marketers, trends can be tricky. Bandwagons they may or may not want to jump on — or off. 
It’s valuable to know what trends affect your industry and drive customer behavior. If a trend has 
“legs,” you don’t want to miss the opportunities it presents. But, you also don’t want to be the last 
person to leave a party that’s clearly over.

Trends can 
be tricky. 
Bandwagons you 
may or may not 
want to jump on. 
Or off.
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Use trend analysis to reveal and evaluate business opportunities
Trends can be inferred from changes in demographics, internal sales data, as well as customer 
surveys and focus groups. No company should ignore this data. But with aggregated consumer 
insights from social media, blogs, online communities, and other unsolicited sources, brands can 
develop a much clearer understanding of the larger forces, the trends that affect their business.

While an individual consumer’s voice may get lost, millions of consumer conversations about a 
topic can tell you with startling accuracy where a market is headed. Those conversations create 
a constantly evolving focus group that adds real-time insight to the data provided by traditional 
methods of evaluating trends. It’s a massive data set that can help marketers: 

• Understand key shifts within the industry over time to capitalize on market opportunities

•  Identify motivations and behaviors that influence buying behavior

• Uncover granular insight into the consumer’s path to purchase

Crowd-sourced 
prediction markets 
almost always 
outperform market 
research by experts
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The wisdom of the crowd
Markets are one of the best and most enduring examples of the wisdom of crowds. When they 
work, which they usually do, though not always perfectly, supply and demand match. Also, crowd-
sourced prediction markets almost always outperform market research by experts. Experts tend 
to think alike and that often leads to conformity bias.

By analyzing large scale consumer conversations, marketers can tap into the wisdom of the crowd, 
which, in turn, can help them understand the nature, momentum, direction, and staying power of 
trends.

You are what you eat
The origin of “you are what you eat” goes way, way back. But the phrase probably got its first 
foothold in American popular culture via the 1968 film of that name, which featured Tiny Tim 
singing Tiptoe Through the Tulips.

Now it’s the battle cry of food activists, whose passion has expanded the demand for organic, 
ethically produced food. It’s a trend and the supply chain — farmers and grocers — has 
responded. As of 2016, the organic products market in the U.S. was valued at $39 billion, and, 
since 2009, the US Department of Agriculture has pumped a billion dollars into 40,000 regional 
food businesses and the infrastructure to support them.

As more consumers expressed their preference for organic food through social media, a related 
conversation emerged: where did they prefer to buy their organic food, farmers’ markets or the 
grocery store? All other things being equal — which they never are — the most positive sentiment 
adheres to farmers’ markets.

As of 2016, the 
organic products 
market in the U.S. 
was valued at $39 
billion.
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Of course, there are many reasons people go to a grocery store that are outside the bounds of 
a farmers’ market. But if you’re a grocer, it behooves you to unpack these conversations. Values 
associated with farmers’ markets like supporting local farmers, building community, and making 
organic food affordable should be part of a strategy to make the most of the trend towards 
organic food.

Values associated 
with famers’ markets 
should be part of a 
strategy to make the 
most of the organic 
food trend. 

Jenna Fabulous
@jennafabulous

Bought locally grown, organic tomatoes at 
the farmers market today. Tasted like real 
food... I need a garden and a green thumb 
sidekick asap.

dat nguyen
@datnguyen

I love when I visit my friend’s place and he 
has a fresh bowl of fruit straight from the 
farmers market. You can just tell

Janine DeBaise
@writingasjoe

@beksavage I like that farmers’ markets 
aren’t just about food -- they also build 
community #nifkin

Michael Mann
@UnholySpire

@jackielong_77 whole foods is super 
popular, but too expensive. Farmers 
Markets are still cheaper and you meat the 
producer.
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Home entertainment: cutting the cord
Remember Blockbuster video? It owned the video rental market with a huge network of stores. 
And it made the transition from VHS cassettes to DVDs no problem.

Then came Netflix, which started as a DVD rent-by-mail service. Blockbuster was not worried. 
Netflix was literally the fly on an elephant’s backside. Nevertheless, that fly eventually brought 
down a giant.

No one realized it at the time, but, when Netflix started its streaming service in 2007, the game 
was essentially over. In 2008, Netflix posted revenue of $1.8B and never looked back. Few people 
remember, but Blockbuster had the chance to buy Netflix in 2000 for $50M — less than chump 
change. By the time Blockbuster started its own streaming service in 2011, it was too late.

Netflix was literally 
the fly on an 
elephant’s backside. 
That fly brought 
down a giant.

Don’t ask for whom the bell tolls
For quite a few years, cable companies had the broadcast networks on the run. Streaming may 
have struck a death blow to the movie rental business, but the cable companies weren’t worried. 
Sound familiar?

Now two groups are deciding the future of cable: cord-cutters, who have given up on traditional 
pay-tv, and cord-nevers, who’ve never subscribed to cable. 

These two groups, which represent a large (and growing) segment of the American consumer 
base, will have an enormous impact on the future of advertising, Hollywood, and much more. 
Getting inside their heads is incredibly important for brands in many industries.

Luckily cord-cutters and cord-nevers are a vocal bunch on social media. And you can be sure the 
cable companies are closely following the conversation.



7

Will cable companies die a Blockbuster-like death? Probably not. Their hubris disappeared 
pretty quickly — a good sign. All the cable companies now have thriving TV and movie streaming 
services.

But the trend is clear. And for the cable companies so is its message: ignore developing 
technologies at your peril.

Cord-Cutting Conversation vs % of Cable and Non-Cable Households
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The transformation of transportation
Over the last decade, technology has transformed American transportation. Ride sharing apps 
like Uber and Lyft have completely disrupted the taxi marketplace. Likewise, car sharing apps, 
including those that support peer-to-peer sharing, have made owning a car much less necessary 
for many consumers. Even Triple A and GM have entered the car sharing economy.

There are a lot of players in the transportation market. Two squarely in the path of car and ride 
sharing trends are automakers and dealerships. How have trends affected the way consumers feel 
about buying a car?

There are a lot 
of players in the 
transportation market. 
Two squarely in the 
path of car and ride 
sharing trends are 
automakers and 
dealerships. 



9

Has car buying hit a roadblock?
2016 was a record year for car sales, but sales dropped nearly two percent in 2017. That’s not a 
precipitous drop. And it can’t all explained by the broader market trends described by ride and 
car sharing apps. For example, industry analysts note that as auto loan interest rates climb, car 
buyers keep recently purchased vehicles longer and buy more used cars.

Nevertheless, the long-term impact of these technologies, as well as the development of self-
driving cars, has the industry on high alert. Public transportation agencies must also watch these 
trends, all of which are frequent topics of social conversations.

No doubt, technology will shape the future of transportation. Analytics based on social media 
conversations can help automakers see that future as it unfolds and prepare for it.

The long-term impact 
of transformational 
technologies has the 
auto industry on high 
alert.

Public transportation Ridesharing Car buying
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AI meets trend analysis
A lot of what makes large-scale trend analysis possible are advances in the commercial application 
of technologies from the discipline of AI. These technologies include:

•  Text analytics and natural language processing (NLP) enable machines to understand the 
nuances of messy human communication

—  Natural language generation (NLG), a subset of NLP, turns data into human language, 
creating an understandable narrative

•  Machine learning accurately classifies attributes such as emotion, sentiment, and topic at 
scale. It can make sense of data that is “noisy,” when random deviations hide patterns.

—  Deep learning (an extension of machine learning) via neural networks can identify logos, 
scenes, actions, and objects in image-based content. Deep learning algorithms continue to 
learn as they’re fed more data.

AI technologies make it possible to analyze enormous data sets much faster and more accurately 
than humans. When applied to consumer conversations, AI-powered analysis can uncover the 
opportunities and threats behind trends that drive markets.

There are a lot 
of players in the 
transportation market. 
Two squarely in the 
path of car and ride 
sharing trends are 
automakers and 
dealerships. 
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Better never than late
All marketers should have the above quote from Ray Kurzweil where they can see it every 
day. And it applies especially to industry trend analysis. The “meaning” of emerging consumer 
preferences is notoriously difficult to pin down. Is it a trend with staying power? Or a fad that will 
quickly disappear? Or a fad that’s turning into a trend? Digging into the huge data set of consumer 
conversations with social media analytics can help answer these questions.

The Crimson Hexagon Platform combines proven AI technologies, image analytics, and the world’s 
largest data library to help customers analyze industry trends and take informed actions that 
boost the bottom line and keep the competition at bay.
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About Crimson Hexagon
Crimson Hexagon helps global brands better understand their consumers. With instant access 
to the world’s largest volume of unstructured text and images across social, online public, and 
enterprise-held data sources, Crimson Hexagon’s AI-powered consumer insights platform allows 
clients to analyze audiences, track brand perception and campaign performance, and even detect 
competitive and market trends. Our clients include Anheuser-Busch InBev, Adidas, General Mills, 
Paramount Pictures, Starbucks, and Twitter.
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To learn more about AI-powered brand analysis, schedule a 
personalized demo with Crimson Hexagon today.

REQUEST A DEMO


