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ABSTRACT

This paper argues that brands need to find ways
of becoming more responsive to emerging consumer
trends. It proposes using scenario planning tech-
niques fo: creating future narratives that can artic-
ulate a range of different consumer futures.
Adopting this approach would arm brand man-
agers and planners with new mental maps of their
markets that would have two key benefits. First,
it would enable them to make sense of the mass of
in-coning, often contradictory information. Sec-
ond, it would enable them to recognise the inher-
ent significance of market developments as the
unfolding of particular future narratives or patterns
that they have already considered.

INTRODUCTION

‘Life is so much easier than before with

all the mod cons and conveniences.
How did I ever cope before? I couldn’t
fit a trip into the supermarket now if I
tried. Thank heavens for the Internet.
There is nothing you can’t buy these
days, which is great because it allows us

to concentrate on some family prime
time (the government are putting so
much emphasis on the importance of it
now and the way society has broken
down over the past few years [ really do
feel it’s the only way forward).

Extract from a “Typical day in January 2004’
essay: Female, aged 34,
two children under 10, Midlands

People tend to live in the future. As with
this example, consumers’ emotions and de-
cisions are based on their expectations,
hopes and fears for the future and then pro-
jected back to the present. In his book “The
Risk Society’,! the German sociologist, Ul-
rich Beck, writes of a society in which the
past no longer determines the present. In-
stead its place is taken by the future as con-
sumers think, feel and spend money to
prevent the problems or enhance the oppor-
tunities of tomorrow, or even the day after
tomorrow. The challenge for marketers is to
understand the emerging common sense
about the future: the apparent certainties
about the future such as the need for ‘family
prime time ... a society [that] has broken
down ... the mod cons and conveniences of
the Internet’. It is this common sense, a mix
of unrealised needs and wants, private and
public conversations that will create the
consumer markets of the future and deter-
mine which brands will survive and grow.
As always it will be the brands that tell the
best stories that win, the stories that are best
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