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TRENDONE takes an in-depth look at
the latest innovations. Using our
permanent 360-degree micro-trend
research method, we identify the
overriding change phenomena based on
all the available evidence.

Mega-trends offer an insight into which
developments will have a lasting In-
fluence on soclety. As dynamic change
phenomena, they are also subject to
change themselves. This is why we at

TRENDONE regularly check the
relevance of the mega-trends.

With 17 mega-trends and 119 macro-
trends, the Trend Universe features the
most relevant change phenomena. This
overview of the trends makes the
complex and highly dynamic changes
visible and easier to understand.

You can find real-world examples
and industry analyses of all the
trends in our Trendmanager

MAINSTREAM ADOPTION OF
THE MACRO-TRENDS

As a specific manifestation of a mega-
trend, each macro-trend can be rated
with a degree of maturity. Depending on
factors like technological development,
research status and socletal accep-
tance, the macro-trends need different
lengths of time for mainstream adop-
tion. This assessment can vary greatly
according to the industry and mainly
serves here to offer a general insight.
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These macro-trends have a very high
degree of maturity, their influence can
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Companies should already prepare
right now for the macro-trends in this
category, as their early effects can
already be detected. Mainstream adop-
tion usually requires a bit more time.
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Although these macro-trends still have
a low degree of maturity, their develop-

ments should be followed attentively
and continuously.

Which trends should you and your
organisation pay particular
attention to? = Find out with our
Trendmanager
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SIZE OF THE
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As a long-term sign of change, each
mega-trend emerges in the form of
medium-term macro-trends. The size of
the mega-trends presented here is
measured based on the number of
related macro-trends.

6 EMERGING
MACRO-TRENDS

CLASSIFICATION OF THE
MEGA-TRENDS

No mega-trend stands by itself or is
independent of other developments. The
mega-trends are not isolated, but are
always mutually dependent. Some
mega-trends are driven mainly by
technological developments and
progress, while others are more
Influenced by changes in soclety.
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TECHNOLOGICAL ORIENTATION

The mega-trends shown on the left of
the map are mainly driven by techno-
logical progress.

B SOCIAL ORIENTATION

The mega-trends shown on the right of
the map are mainly driven by social
change phenomena and societal
developments.

Which technological and social
trends are important to your
industry? = Find out more in
our Trendmanager

DISCLAIMER

The assessments on the degree of
maturity are based on the qualitative
viewpoints of our trend analysts. The
degree of maturity can vary significantly
with regard to a specific industry and
context. To gain an optimum
assessment of the macro-trend for your
iIndustry and your specific context, we
recommend you to develop this degree
of maturity with us as part of a
customised Trend Radar.

FROM TREND UNIVERSE
TO TREND RADAR

The Trend Universe shows an overview
of all the trends. But which trends are
relevant to your organisation? The

answer to that is given by your individual
Trend Radar.

A Trend Radar displays individually rated
trends. At least two evaluation criteria
are required to do this. The first one -
the degree of maturity - Is here in this

Trend Universe.
-

FROM TRENDS

To your own organisation

The Trend Universe with mega- and macro-trends shows a 360-degree perspective of the

world of change. But which trends are genuinely relevant to your organisation? dimensions of degree of maturity and relevance are fundamental to this.

DEGREE OF MATURITY | 0-2verrs |
Time of mainstream adoption

THE TREND UNIVERSE

360-degree overview
RELEVANCE | 4,Q0FroMe |

A systematic trend evaluation makes it possible to identify the relevant trends. The two

THE TREND RADAR

Company-relevant trends

Created on the basis of the trend evaluation, the Trend Radar now shows which trends are
relevant from an individual company perspective. The Trend Radar is therefore the basis for
strategy and internal orientation.
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The Trend Radar lets you derive innovation areas which you can communicate transparently
and comprehensibly throughout the company. Continuous monitoring displays all the new
opportunities & risks.

THE COMPANY

TRENDONE GmbH

Gasstrafle 2 - 22761 - Hamburg -
Germany

TEL: +49 (0)405267780
E-MAIL: infoldtrendone.com
WEB: www.trendone.com



https://www.trendmanager.com/en/
https://www.trendmanager.com/en/
https://www.trendmanager.com/en/
https://www.trendone.com/en/

	TU2022-Update-Dark-Mode_EN
	TU2022-Update-Light-Mode_EN



