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TANGIBLE TRUST
Big idea

TACTILE
TEXTURES

Trend

TOUCH
POINT

Action point

The big ideas we expect to drive consumer behaviour and trends this year

In the 24 years since Google was founded, its 
most profound effect is how it has evolved our 
relationship with questions. Whether 
answered at the touch of a button or a brief 
exchange with a voice assistant, the practice 
is so embedded in our lives it’s now an 
expectation we barely think about.

But as we get answers from more sources 
such as social media, prolific disinformation 
leaves us doubting the answers we find. It has 
been suggested that, over the past 18 months, 
trust has been so tested that experts suggest 
we’re experiencing “Information Bankruptcy”.

People want to feel good about what they 
buy.  More than ever before, customers are 
demanding transparency and credibility from 

brands. Delivering on customer demands for 
clear information is a way to show 
transparency, which builds credibility. 

The layers of information a brand chooses to 
impart should therefore be a clear and open 
demonstration to its customers of how it 
works. Increasingly, brands will likely compete 
with one another on information layers -  if 
one brand decides not to include them, a rival 
brand might.

A brand’s purpose would need to be part of 
every crumb of content it puts out because 
what’s needed is not just a design guide, but a 
consistent narrative at every level.

20% of customers expect to do more 
‘hands-on’ craft activities compared to 
pre-pandemic times, and this is evident in 
the crafting boom, which has seen an 
explosion of tufted textures, with #tuftok 
already a rapidly growing genre on TikTok.

Designer brands are taking notice, so we 
expect tufted textures will be warming up 
categories across fashion, accessories and 
homeware – check out Justina Blakeney's 
collaboration with Loloi, and Peter Saville's 
new range for Kvadrat.

Customers are craving more physical, 
meaningful connections with brands, 
favouring texture and touch beyond click and 
swipe, so brands should consider how they 
can make each interaction a more tactile and 
engaging experience. 

Whether in real life, or through augmented 
or virtual reality, we see an opportunity to 
create immersive experiences that contribute 
to customer learning, tell better brand 
stories, and build a meaningful connection 
between customer and brand. A great 
example was Maison Margiela Fragrances’ 
recent ‘House of Memories’ pop-up store.

PROMISES,
PROMISES

Action point

A brand is a bundle of promises, and 
customers want more details about those 
promises than ever before. 

They’re asking more questions that need 
answers at the point of sale, around topics 
like the ethical treatment of workers and 
animals, and fair trade. 

Brands should make strategic choices about 
what information layers to present, and how 
to design them across touchpoints with the 
aim of building trust.

METAVERSE MINDSET
Big idea

DIRECT-TO-AVATAR 
COMMERCE

Trend

The metaverse has burst onto the scene, showing 
promise that it can expand beyond its gaming roots. 
It is evolving digital culture and offering people and 
brands a new place to interact, create, consume 
and earn. 

At the moment it feels like we all have more questions 
than answers, but major headlines are making us feel like 
we’re on the brink of the next frontier, that promises 
almost infinite possibilities to create new value.

The metaverse is where physical and digital worlds meet 
and interact, and while we’ve already started to explore 
this tech at Westbrook, the tech required to be in the 
metaverse isn’t exactly accessible to all.

It’s a place where people can meet and interact, and 
where digital assets such as land, buildings, items, 
avatars outfits can be created, bought and sold.

We talk about a ‘sense of place’, and expect this new 
place will shift culture and digital behaviour dramatically. 
The key to succeeding will rely on brands’ understanding 
of their customers, and how - or if - they exist in this 
new world.

While people ‘visit’ apps and websites, they may not 
have a sense of going anywhere. In the metaverse, 
people can virtually go to a place, or experience it on top 
of where they are. It creates new layers on our real 
world, that may create infinite possibilities for brands.

Unique experiences are the key to attracting new people 
outside of the gaming community into the metaverse. It’s 
hard to know exactly what the metaverse will become - it 
may continue to boom and grow, it may shapeshift into 
something else, or it may simply fizzle away unless 
enough people find continued value or relevancy in it.

We’re in the age of the avatar – and what our avatars wear is 
more important than ever. Enter direct-to-avatar commerce, or 
D2A, an emerging retail model that unlocks new opportunities 
for brands entering the metaverse, forging deeper connections 
in digital environments. 

By designing and selling items that don’t exist in real life directly 
to avatars, D2A commerce allows brands to sidestep supply 
chains, opening them up to new revenue streams. This evolving, 
potentially more sustainable format is set to bring in business: in 
2022, the in-game skins market will soar to $50bn. 

We’ll also see an emerging creator economy form, as custom 
content creators take avatar customisation into their own 
hands, creating high-demand, digital clothing and accessories 
to sell to other players across social platforms.

CRYPTO 
REWARDS

Action point

As customer loyalty gets harder than ever 
to win, crypto rewards bridge the gap 
between traditional loyalty systems and 
the booming cryptocurrency market. 

Mastercard has announced it will 
integrate crypto into its loyalty solutions, 
allowing customers to earn and spend 
rewards in digital currencies and convert 
their crypto holdings to pay for purchases. 

Brave is a new browser that pays users in 
crypto currencies in exchange for their 
data, while Lolli is a shopping portal that 
offers 30% cashback for using it while 
shopping in crypto.

CONSCIOUS CONSUMERISM
Big idea

TREE'S 
A CROWD

Trend

RENT, REPEAT
Action point

In 2022 we expect to see an end to abundance 
thinking. Those who have been able to rely on 
the availability and convenience of the things 
they want are having to think again. Scarcity, 
shortages, distribution delays and 
sustainability factors are driving forward the 
nature-positive movement, as well as serving 
as stark reminders that our consumption of 
resources is not a bottomless black hole. 

The key to unlocking a more conscious form of 
consumerism, is for brands to design for the 
balance between affordability and 
sustainability. Many customers will likely weigh 
the good of the planet against their basic 
necessities when making purchasing decisions. 
A balance between the two should be at the 
centre of brands’ sustainability innovation.

Concepts such as waterless washing and 
wearable temperature control offer solutions 
to the affordability-sustainability balance, 
contributing to a reduction in the consumption 
of resources and the environmental impact 
caused by their alternatives. 

The new Right to Repair act means 
manufacturers are legally obliged to make 
spare parts for products available to 
consumers for the first time. The aim of the 
new rules is to extend the lifespan of products 
by up to 10 years, and officials estimate that 
higher energy efficiency standards will save 
consumers an average of £75 a year on bills 
over their lifetimes.

Bringing the ‘outdoors in’ is not a new 
concept, but the nature-positive 
movement is inspiring consumers to 
take plant-parenting to a new level. 

Get ready for the Planthroposcene era 
(the intertwined relationship between 
plants and people). People will embrace 
the movement by growing a tree indoors, 
or at least on their balcony. Many public 
spaces now feature mature trees in their 
atriums, and as a result, consumers will be 
inspired to create conservatories and 
greenhouse spaces in their own homes, 
seeking an ever deeper connection with 
nature.

BAST FIBRES
Trend

Regeneratively farmed bast fibres will rise in 
importance as the fashion industry looks to 
diversify away from cotton.

The bast fibre group, which includes flax 
(linen), hemp, ramie and jute, support 
regenerative agricultural practices that can 
help the soil sequester carbon. Pure linen, 
being a biodegradable natural fibre, needs a 
fifth of the fertiliser required for cotton, less 
water to grow and draws carbon into the soil, 
making it a much lower-impact crop. 

Linen, as the best known bast fibre, is already 
growing in popularity due to its natural 
performance and eco-friendly associations. 
Hemp is big news in denim circles, while jute is 
expected to make an impact in footwear 
and accessories.

In fashion, the H&M Group has partnered with 
the clothing rental platform Gemme Collective to 
put collections from their brands Weekday and 
& Other Stories up for rent in Stockholm.

While luxury fashion rentals aren’t new, this is 
interesting as it comes from fashion brands with 
a business model based on people frequently 
replacing their clothing in response to seasonal 
trends. See also: Ganni Repeat and LK Borrowed 
by LK Bennett.

WEAR/REPAIR
Action point

FERMENTED
BEAUTY

Trend

The desire for potent ingredients that last 
longer is driving interest in this beauty shift.

Described as ‘kombucha for the skin’ and 
with fermentation increases potency, 
penetration and preservation. Combining an 
old tradition with new technology, 
fermentation fits into a wider trend towards 
sustainable holistic beauty and plantbased 
ingredients. Fermenting skin-friendly 
botanicals such as rice, mushroom and tea 
cultivates the growth of beneficial bacteria 
which acts as a natural preservative, 
prolonging the shelf life of formulas, making 
fermented beauty ideal for sustainably 
minded and value-focused consumers.

Create new value for customers through services 
that extend a product’s life, rather than making 
incremental upgrades that prompt people to 
discard an item in decent condition for a more 
desirable but not dramatically different release. 

Selfridges will bring your favourite shoes and 
bags back to their former glory at The Restory in 
their London, Trafford and Birmingham stores, as 
well as an online Repairs Concierge that claims to 
make love-worn purchases as good as new, via 
virtual consultations and home collection.

ME/WE BALANCE
Big idea

TEAM EFFORT
Action point

FREELANCE
FREEDOM?

Action point

Events of the past 18 months have prompted 
people to question who they are, and what matters 
to them. 

Post-traumatic growth manifests itself in people in 
many ways, including the development of deeper 
relationships, openness to new possibilities, a 
greater sense of personal strength, perhaps a 
stronger sense of spirituality, and a more profound 
appreciation for life.

In many cases, people have a newfound motivation 
to live their true, authentic lives, and so we see a 
fundamental shift in how people think about their 
sense of agency over their lives and financial 
freedom.

As employees’ professional and personal lives 
blend more, technology has made it less risky to 
seek out new income streams, and many are going 
for it. 

Rising individualism underlined by a “me over we” 
mentality is stressing empathy between colleagues 
within companies and changing people’s 
aspirations as consumers, which presents new 
challenges and opportunities for employers and 
brand owners alike.

Organisations need to understand these shifts in 
people’s ambitions, and respond to the potential 
impacts. Desire to meet their individual needs 
clashes with their obligations to the communities 
they belong to and, ultimately, rely on.

Work culture needs a booster shot of ‘we’. 
Businesses might have to work hard to help 
individuals see its value, and ensure that 
employees understand the responsibilities and 
the benefits of being part of the collective. 
Business is a team effort, and the ‘we’ mentality 
involves giving to others through things like 
teaching skills or mentoring. 

Leaders must find ways to emphasize the value 
of teams and their importance for engagement, 
innovation and creativity. Get creative about 
how your company’s value proposition can 
evolve to accommodate people with multiple 
sources of income. Be objective and act on any 
weak spots within your organisation to ensure 
employees don’t walk away.

As the side-hustle economy booms, opportunities 
to create and adapt life services to support this 
next generation of  consumer creators are 
expected to grow. The process of acquiring 
financing to buy a new house, for example, is an 
opportunity for fresh thinking, as it was originally 
designed when full-time employment was very 
much the norm.

Insurance, parental cover and healthcare would 
also present companies with routes to 
accommodate people’s new ways of working. 
Already, services are emerging to cater to those 
working for themselves. Examples include Moves, 
which helps gig workers improve their financial 
health, and Lili, banking for freelancers.

Thanks for reading our 2022 predictions - we hope you find them thought-provoking

If you enjoyed this, make sure you follow us as we track these big ideas 
that we predict will drive consumer behaviour and trends this year
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