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Conditions of use 
 
 
This documentation includes internal training and presentation materials 
which will only  be made available in the immediate present. 
The content is solely for internal use only.  
The used images came from public sources.  The copyrights belong to their 
respective photographers. The copyrights for the texts are held by the 
authors. 
Any copying, publishing and public use of the documentary material is 
prohibited. 
The lecture participants are responsible for compliance with the copyrights. 
HML-Modemarketing assumes no liability. 
  



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

I. New values shape consumer culture 

II. ¢ƘŜ ŎƻƴǎǳƳŜǊǎΩ ŎƘŀƴƎŜŘ ŀǘǘƛǘǳŘŜǎ  

- their impact on fashion marketing 

- their impact on product concepts 

III.  Challenges 

Content 
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THE TURNING OF THE TIDES 

I. New values shape consumer culture 
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Below the short waves there are long ones 
whose spikes we can only perceive if we stop 
moving and expand our view. 
 

The ups and downs of economic waves have 
always led to permanent shifts and relocations.  

Fashion impulses are subject to increasing 
acceleration and chase us through the years in 
increasingly shorter intervals. 

The Turning of the Tides 
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Fashion trend 
Å  short-lived 
Å  controlled 

Mega Trend 
Å  long-term 
Å  indicates in-depth changes 

Consumer trend 
Å changes that influence social buying and   

consumer behavior 

The Turn of Tides 
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trust   authenticity   responsibility   simplicity 

The HML Value System 
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But:  
 

Åa contemporary, modern lifestyle comes back  

and the nostalgia for vintage will recede 

Åinsight, facts and profound knowledge  

are the keys 
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The HML Value System 

insight             profound knowledge           facts 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

10 

ME orientation                               WE orientation 
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Changes are coming 

THE 
VALUE 

COMPASS 

The HML Value System 
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Internal orientation  
External and internal 

balance  
External orientation  

Personal values 

(rational & emotional) 

Individual, subjective 

values 
Quantitative values 

BE BETTER BE YOURSELF BE SOMEBODY 

SINCERITY 

WE / VALUES 

FULFILLMENT  STATUS 

BALANCE  ME 

Y ± 

The new value orientation 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

12 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The Zeitgeist 

  

Å  is the personal definition for the movement: me to we 

Å  which manifests itself in a new sense of community 

Å  that both appreciates and demands individuality. 
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LLΦ ¢ƘŜ /ƻƴǎǳƳŜǊǎΩ ŎƘŀƴƎŜŘ ŀǘǘƛǘǳŘŜǎ 
 - their impact on fashion marketing 
- their impact on material concepts  

 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Å Changed values shape attitudes and change ways of thinking, 

feeling and acting. 

Å This is reflected in the new zeitgeist and holds opportunities 

 ς for brands and markets. 

 

¢ƘŜ /ƻƴǎǳƳŜǊǎΩ ŎƘŀƴƎŜŘ ŀǘǘƛǘǳŘŜǎ 
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 ZEITGEIST   IMPACT   DRIVER 

from  an egotist to the  

AN INDIVIDUAL  

WITH NEED FOR 

COMMUNITY 

Platforms and brands that 

create new, individual 

identities through inclusion 

 Single-person households 

Globalization and 

technologization 

Loss of traditional 

communities with shared 

values 

(church/family/community) 

Need for compensation 

Anonymity and 

homogeneity (consumption) 

Loss of the feeling of 

belonging 

Loss of identity 

Brands that offer closeness 

(true, perceived, and virtual 

closeness) 

Selected multiple club 

memberships/communities 

The key to being included 

(virtual customer card) 

Worlds with own languages/ 

coding 
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Mega Zeitgeist:   

INDIVIDUAL WITH NEED FOR COMMUNITY 

  

ÅTwo key changes are shaping the new orientation of consumers 
towards we values: 

Å  their urge to become active with and for the community 

Åand, connected to that, their expectation that brands should 
help them do it.  

ÅThis is the basis for defining the new demands being made on 
brands and their originators.  
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 ZEITGEIST   IMPACT   DRIVER  

 

ACTIVE 

RESPONSIBILITY  
replaces  

material status 

Adaption of brand profiles 

(responsibility/ecology/ 

social matters/active 

communities) 

 

Product check regarding 

ñmoralò acceptance (social 

varnish) 

 

Adaption of brand 

communication (as many 

as 10% of all advertising 

refers to CSR) 

Questions of ethics and 

moral 

Replacement of family 

structures that shape 

values by new communities 

Value shift from me to we 

ñEnoughò/financial crisis 

managerôs social oath 

Search for a morally 

responsible lifestyle 

Recognition through social 

competence and 

engagement 

The desire to gain active 

responsibility demands that 

brands and products  reflect 

and/or facilitate this 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

18 

 ZEITGEIST   IMPACT   DRIVER 

from the 

PRODUCT  

to 

RESPONSIBILITY  

Sustainability/CSR 
> the originator brand has 

new responsibility 
> credible products and 

trust enhancing services 
> platforms for   
communities with shared 
values 

> new communication 
   models (information has  
   a new meaning) 
> new ways of bonding 

(customers and staff)  
through dialog and  
integration 

 Distrust/scandals/lack of 

transparency 

Sustainability/CSR  

Shift of values, new 

awareness 

Education and information 

speed/blogs/tests 

Desire for authenticity and 

credibility 

Power of consumers/ 

possibility to refuse 

Market saturation 

Search for meaning 

Products are obtaining new 

roles and becoming the 

epitome of consumersô 

active social responsibility 
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Mega Zeitgeist 

ÅThe brands showing consumers that their values are in line  
with their kind of ideals and standards.   

ÅThis new breed of consumer is demanding brands that are  
both luxurious and sustainable to justify their post-recession  
spend for luxury 

ÅConsumers want their commitment to be rewarded with proof, 
honesty and efficiency from brand + retailers. 

ÅConsumers will reduce the amount of technology in their lives  
ς the call to de-tech, they will replace it with more human 
connection.  
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But it`s more than Mix & Match , it`s a kind of hybrid. It is the 
meeting point of two things, which hitherto had nothing to do 
with each other and transformed our world in to something 
ƴŜǿΧ Again. ( J. van Rooijen NZZ ) 
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Mega Zeitgeist 

 

ÅThe hybrid consumer  

ÅWe have too much and we know too much 

ÅThis consumers world is a multilayered one, that 
combines small, cultural idioms with global network 
outlook 

ÅSix Mega trends   
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The new woman is incredibly strong Χ 

Χ convincing Χ 

ΧƛƴǘŜƭƭƛƎŜƴǘΧ 

ΧŀƴŘ ŀōǎƻƭǳǘŜƭȅ ŦŜƳƛƴƛƴŜ ΗΗ 

1st Mega trend: New roles 
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2nd Mega trend: A different rhythm  

The conflict between slow and fast fashion 
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Fast Fashion 

Always on the run ! 
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Slower but better 

Slow Fashion 
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What`s right for ME ? 

Own rhythm  -  own style 
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Social responsibility      

3rd  Mega Trend 
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GREEN FASHION- άth²9w Chw ! .9¢¢9w ²hw[5έ 
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Authentic products inspired by the beauty of nature  
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Authentic products inspired by the beauty of nature  
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Authentic products inspired by the beauty of nature  
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Hybrid products inspired nature + technic  
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4th Mega Trend: Luxury  
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New luxury value world  


