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2017:  
NEW LANDSCAPE, 
NEW EXPECTATIONS
Data and predictive analytics are rapidly evolving how we target customers  
and develop integrated communications plans that flow seamlessly across 
channels. Today it’s possible to pinpoint exactly where to find your most likely 
customers and even know just when to connect with them.

The one thing the numbers can’t tell you: how to best engage those customers.  

That’s why we collect trends. Trends show us those shifting customer 
expectations. They reveal data and clues about changing habits and 
preferences. They uncover brands that are making unique connections  
and getting to white spaces first.

 

Answering that requires a 
different set of questions, like... What expectations  

do people have for 
those channels? 

What do people 
really want 
right now?

What experiences will 
stand out in increasingly 

crowded spaces? 

NEW YORK

NEWTOWN

COLUMBUS

MONTREAL

TORONTO

LONDON

MUNICH

TOKYO

SHANGHAI

For healthcare marketers there are four types of trends that can reveal  
new opportunity:

CONSUMER
Expectations created by media, peers and entertainment

COMMUNICATIONS
Shifts in how brands are earning time, attention and loyalty

HEALTHCARE
New realities in accessing, giving and receiving healthcare

DIGITAL
Behavior changes influenced by technology, tools and devices

This year, we worked with over one hundred trend spotters from across the 
inVentiv Health global footprint to identify the shifts most relevant to healthcare 
marketers. These trend spotters work on the front lines of our business and  
bring us insight and clues from across the industry and well beyond it.
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2017 
CONSUMER TRENDS
This year, the big consumer highlights include people getting  

a lot of dirt under their fingernails, tossing their “stuff,” and  

getting comfortable with their lumps and bumps. Gaps are  

in the spotlight as a global wave of populism seeks equity in 

everything from income to wellness. Sleep is the new stress. 

Immediate is the new fast. Work is being put in its place.  

And, ageism is the big new bias to tackle.

See those trends and more on the following pages.  



It’s been called the unconscious third of our lives – those 6, 7 or 8 

hours spent between the sheets in blissful, dreamy sleep. Or, perhaps 

more likely in restless, disrupted near-slumber. Our harried, 

technology-fueled lives are increasingly intruding on natural sleep 

cycles, creating rest deprivation that impacts nearly every aspect  

of our lives. That’s made sleep the latest focus of both health and 

creativity advocates. Through new studies, books and partnerships, 

they’re pointing to inadequate sleep as a critical culprit of poor job 

performance and chronic conditions ranging from weight gain, 

diabetes and heart disease to cancer and Alzheimer’s. In 2017,  

look for a flood of new products, apps and programs designed to  

give users much needed “Zzzzzzs”. 

SLEEP’ 
VANGELISM

01



SLEEP IS THIS YEAR’S STRESS

Lots of big voices are talking about the desperately 
needed health benefits of sleep. In her new book, 
The Sleep Revolution, Co-Founder and Editor-in-Chief 
of The Huffington Post, Arianna Huffington digs deep 
into the cultural dismissal of sleep as a time-waster 
and even goes into the science of what happens 
when we actually get our much needed shut-eye.

The Sleep Revolution, April 2016

SHORT SLEEP IS A KILLER 

In a recent study funded by the National Institutes 
of Health, individuals were monitored over 20 
days with just 4 hours of sleep each night. The 
results were staggering. Participants showed a 
48% higher risk of heart disease, 5 times higher 
risk of diabetes, 3 times higher risk of catching a 
cold, 4 times higher risk of a stroke and a 27% 
higher risk of obesity, just to name a few.

National Institutes of Health, 2015

SLEEP IS THE NEW 
HEALTHCARE ACTIVISM

The Japan Foundation of Neurology  
and Mental Health is focusing more of  
its attention on shut-eye with national 
sleep days, seminars on healthy slumber 
and early education around sleep with 
grants and awards for new research.

Japan Foundation of Neurology, 2016

NOT ALL SLEEP IS 
CREATED EQUALLY

Geography, ethnicity and race all impact the 
amount and quality of sleep a person is likely to 
get. Seventy percent or more of those living in 
Minnesota, South Dakota and Colorado all bank 
7 or more hours per night while less than  
60% of Hawaiians reported the same. Also, only 
54% of non-Hispanic African American’s are 
getting the recommended 7+ hours of “Zzzzzs”. 
The noise and safety of densely populated 
neighborhoods both played a part in this result.

National Public Radio, 2016

01SLEEP’VANGELISM
2017 
CONSUMER TRENDS

1 out of 3 Americans get fewer than  

the 7 hours of sleep each night that the 

National Instiutes of Health recommends

Minnesota, South Dakota and Colorado 

have the highest share of adults that 

get >7 hours of sleep per night
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Plant in it, dig in it, hike in it, race in it. Getting down in the dirt is 

how consumers are increasingly relaxing and recharging.  In 2017, 

we’ll see a growing focus on getting your hands dirty, particularly to 

#GrowYourOwn. WooFing (working on farms) vacations will become 

a bucket list must-do. And, outdoorism will be the new tourism as 

more and more consumers trade travel to major global cities for 

short and long journeys to natural wonders. The new sign of a  

well lived life? Lots of dirt under your fingernails. 

DIRT 
CRED

02



EXPERIENTIAL TRAVELING

“Over recent years, the term ‘adventure’ has 
broadened considerably and can now be considered 
as anything ‘experiential.’ Today, these kinds of trips 
are more about active exploration, educational 
experiences and trying something new, whether 
that’s trekking to Everest Base Camp or taking a 
salsa class in Cuba.” 

The Independent, 2016

GREEN AROUND THE GLOVES

Organizations and brands around the world are 
creating events for millennial would-be farmers  
who want a little help mucking around in the soil.  
In Ontario, popular Seedy Saturday events bring 
together 20-somethings to buy and swap seeds  
for urban gardens that fill tiny corners and 
increasingly vertical spaces. 

James Bay Market, 2016

DEAR SUBARU 

Subaru wanted to capture their customer 
base doing what they loved most – driving 
and using their Subaru. The brand 
challenged them to write a letter to the 
company about why they chose their 
vehicle and send a picture that captures 
that story – and they turned the top 20 
testimonials into a print campaign. The 
campaign raised awareness of not only the 
vehicles but captured stunning use of the 
product in the outdoors.

Subaru, 2016

#WOOF’ING

Woofing, or World Wide Opportunities of Organic 
Farms, is a network of organizations promoting 
placement of volunteers on farms around the world.  
Agreeing to work 4+ hours per day on the farm will 
grant you food and lodging from the host. Stays  
can last anywhere from 3 days to 3+ months, and 
placement is available anywhere in the world.

Woof.net, 2016

02DIRT CRED
2017 
CONSUMER TRENDS
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Why plan ahead when nearly anything you can imagine can be 

delivered to your door right now?  Coming into 2016, the gold 

standard of fast was free 2-day shipping. In 2017, 2 hours may  

seem too long to wait. Online retailers are localizing their 

distribution hubs to deliver orders to customers in as little as an 

hour. Groceries are accepting shopping lists online and meeting  

busy consumers at the curb. Smart devices and Dash buttons are 

linking cupboards directly to the cloud to reorder before we even 

think to.  This instant convenience isn’t just changing how we buy 

things, it’s impacting all the expectations we have for brands, from 

instant customer service solutions to immediately available rewards.  

IMMEDIATE IS 
THE NEW FAST

03



CHOP CHOP

To keep up with the large online companies 
promising delivery in 2 hours or less, the UK 
supermarket chain, Sainsbury’s, recently 
developed an app, called Chop Chop, that 
delivers up to 20 items to homes in one hour 
or less. Backed by a team of 40 cyclists, 
Sainsbury’s is quickly expanding the service 
all over London.

The Guardian, 2016

ON-DEMAND IS DEMANDING  

On-demand online services, like Uber and Airbnb, 
are on the rise -- 72% of people surveyed have 
used some type of shared or on-demand online 
service. Forty-one percent of that same group 
used programs offering same-day or expedited 
service. Exposure to the shared and on-demand 
economies varies greatly within the population: 
21% of people have used 4 or more of these 
services, but 28% have not used any of them.

Pew Research, 2016

FASTER FAST FOOD 

As if fast food wasn’t quick enough,  
Chick-fil-A has set out to make customer 
experiences even quicker and more 
personal. The Chick-fil-A One app lets 
users bypass the lines altogether.  
After placing a custom order in the app, 
customers receive alerts when their food 
is ready. The more often users place 
orders through the app, the more free 
treats come their way, plus paying with  
the app earns additional rewards.

Chick-fil-A, 2016

60 MINUTES OR LESS

Have an issue and want to take it to  
social media to get a resolution? Research 
recently identified 32% of respondents 
attempting to contact a brand, product  
or company for customer support expect 
a reply within 30 minutes. 42% of the 
same group expect a reply within an hour.  
Furthermore, 57% expect the same 
response time at night and on weekends, 
not just within normal business hours

Convince & Convert, 2016

03IMMEDIATE IS THE NEW FAST
2017 
CONSUMER TRENDS

41% of Pew’s survey respondents 

had tried some sort of on-demand 

service with same-day turnaround 

at least once

42% of those that use social media to 

contact a brand for customer support 

expect a response within the hour.  

32% expect it within 30 minutes!
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Paid leave is in the headlines in the U.S. again but it’s just one 

dimension of a growing expectation that work needs to evolve  

and change to the new needs of consumers. A decade after 

smartphones and laptops made it easy for work and life to blur, 

people are looking to return the world of work to a defined space  

in their overall lives. This isn’t work-life balance that counts hours 

and keeps score. Instead, it’s a work-life separation that makes time 

for passions and pursuits as diverse as starting a family, learning  

a new skill or traveling the world. In 2017, look for more 

conversations about flexible hours, planned leaves and policies  

that help employees meet their goals for work and life. 

PERSONAL 
PURSUITS

04



GET ADAPTABLE 

A 2016 study found that millennial and Gen Z 
employees want flexibility more than they want 
health benefits. Eighty-two percent of respondents 
reported they would be more loyal if they had 
options to work flexibly, and employee loyalty means 
less turnover for employers. With 60% of folks in 
these generations leaving their current company for 
a new one every three years, a flexible schedule is  
a crucial new talent recruitment tool.

Randstad US, 2016

THE FLEXIBILITY STIGMA 

In a recent Ernst & Young study, 33% of the 
respondents said that managing their work/life 
balance has become increasingly difficult over the 
past 5 years. In turn, 75% want the ability to work 
flexibly and still be on track for a promotion. This  
data helps explain why 1 in 5 adults around the world 
have left the traditional workplace for the on-demand 
(i.e. Uber) economy.

Ernst & Young, 2016

THE CHANGING FAMILY DYNAMIC

Deloitte recently made changes to accommodate the 
new family dynamic by implementing a 16-week fully 
paid family leave plan. This new plan impacts many life 
scenarios, from the birth of a child to eldercare and 
spousal care, and even can be used towards childcare 
beyond the birth stage. Deloitte’s change came after 
findings in a recently pulse survey that showed 88% of 
workers would value a broader paid leave policy.

Deloitte Website, 2016

EXPERIENCE BENEFITS

“It pays to travel” has never been truer for Airbnb 
employees. The company instituted a new policy in 
2016: all employees receive an annual $2,000 travel 
stipend and can stay for free at any Airbnb in the 
world.  Another employee motivator is the ability to 
volunteer on the company’s time. Each employee 
receives 6 days of paid volunteer time each year and 
$1,000 to donate to the charity of their choosing.

Business Insider, 2016

04PERSONAL PURSUITS
2017 
CONSUMER TRENDS

1 in 5 adults around the world has 

left the traditional workplace to 

join the on-demand economy

82% of millennial and Gen Z 

employees said that they would be 

more loyal to their employer if they 

had options to work flexibly
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Get rid of it. All of it. Decluttering has become the new luxury. In 

2017, people are much more proud of what they’re living without 

than what they’ve acquired. This era of minimal living is being 

powered by an everything-on-demand economy that makes it easy for 

consumers to increasingly reject the idea of owning and buying 

things. They’re moving into tiny houses and renting everything else, 

from cars to couture and from tents to tools. The Pinterest lists of 

these consumers are more likely to be filled with destination travel 

and culinary challenges than new couches and shoes. Their 

expectation: invest in the experiences; borrow everything else.

THE ABSENCE 
OF THINGS

05



TOO MUCH STUFF

Research shows, we’re drowning in “stuff”:

–  Storage facilities are the hottest growing 
segment in real estate

–  The average home has over 300,000 items 

–  On average, families spend over $1,700  
on clothes, annually

–  We’re donating or throwing away over  
200 pounds of clothing each year

–  The Life Changing Magic of Tidying Up has  
sold over 3 million copies in Japan, Germany  
and the UK

Wellness Mama, 2016

THE HAPPINESS FADES  

A 20-year study conducted by Dr. Thomas 
Gilovich confirmed that new ‘things” are exciting 
at first but fade once we adapt. Then we quickly 
look for the next “fix.” This cycle continues and 
leads us down a path of needing more and 
more stuff. The study found that experiences, 
on the other hand, become part of our identity 
and are fleeting, which is actually a good thing. 
Even the worst experiences leave a lasting 
impression on us. 

Entreprenuer, 2016

BUY ME ONCE

To help reduce waste, Tara Button set out 
to build a store that only sold things that 
last a lifetime, literally. Buymeonce.com is 
an online destination in the UK and US that 
only sells items that are designed last 
forever. Carefully chosen products are 
available for sale if they meet the rigorous 
guidelines. Tara’s mission is twofold: 
challenge us, as consumers, to buy only 
what lasts and also encourage 
manufacturers to build things that last.

buymeonce.com, 2016

#SHOPLESSLIVEMORE 

To help bring awareness to the 
population chasing things, instead of 
experiences, a group in the UK is 
challenging people to stop shopping 
on Black Friday. Through a social 
media campaign, shoppers are urged 
for 24 hours to not shop on Buy 
Nothing Day.

Buy Nothing Day UK Website, 2016

05THE ABSENCE OF THINGS
2017 
CONSUMER TRENDS

While our grandparents had an average 

of 9 outfits, we now typically have 30
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Forget moderation. The diet obsession of 2017 continues to be all 

about being free – free of gluten or dairy or sugar or lactose. These 

specialty diets were created for people with specific health concerns 

but they continue to move mainstream with promises of weight loss, 

improved complexion, increased alertness and even detoxifying the 

body.  The intensity of these food avoidance commitments leads 

many dieters to treat them as a singular fix – the ultimate healthy 

credit that covers all other sins. So, pass the chocolate and the 

cheese...please (Just as long as it’s gluten free.) 

SPECIAL 
ORDER
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INTOLERANCE IS A  
$3.3 BILLION MARKET 

The global gluten-free market is estimated at 
$3.3 billion dollars, and $1.77 billion of that total 
resides in the U.S. alone. As more people rely on 
the gluten-free diet regardless of diagnosis, 
gluten-free and free-from food sales are expected 
to hit $23.9 billion by 2020 in the U.S. alone.

Statista, 2016

A FORMAL DIAGNOSIS 

“Why does it matter to get a formal diagnosis if 
you’re already on a gluten-free diet?  Well, it’s a 
genetic disease, so you’ll know to test the 
family. But most importantly, many people [who 
presume to be] on gluten-free diets are not 
actually on gluten-free diets. Even 20 parts per 
million can be toxic to someone with celiac. 
Many on ‘gluten-free diets’ inadvertently eat 
gluten.”

Dr. Michael Greger, M.D., 2016

BIRDS EYE IN THE UK 

With the free-from market in Europe expected 
to reach £673 million by 2020, Nomad 
Foods isn’t wasting time. The company is 
entering the space with new gluten-free fish 
fingers under their Birds Eye brand. They 
expect to capture market share whether a 
customer has been diagnosed with celiac 
disease or is just choosing to eat healthier.  
A £5.5 million ad campaign will help bring 
awareness to this new GF product and many 
others in their lineup.

Under Current News, 2016

SUGAR DETOX 

The average French citizen’s sugar consumption 
is on the rise from an already alarming level of 
70 grams (14 coffee spoons) per day, so the 
Supermarket chain Intermarche has decided to 
act. They now sell a popular six-pack chocolate 
dessert that gradually decreases the amount of 
sugar in each cup. The last in the pack provides 
50% less sugar than the first, but the gradual 
decline makes the drop virtually unnoticeable.

Creativity, 2016

06SPECIAL ORDER
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By 2020, the gluten-free and free-from 

food market in the US alone is 

expected to hit $23.9 billion
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Around the world, conversations about healthcare, economics, 

education and wellness are starting with one big concept: THE GAP. 

People are pointing to the inequities that make one group “haves” 

and another “have nots.” They’re calling for change but unclear 

about how to create it. Certainly, a growing swell of populism has 

fueled a debate about income equality but other gaps are emerging 

as well. In healthcare, advocates are pointing to a wellness gap and 

a growing gulf between the dogmatic and the disinterested. Wellness 

devotees are armed with the latest in self-tracking, peer data and 

food options while the unhealthy are left behind and tempted by 

more unhealthy choices than ever. 

 
GAPPED
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QUALITY & INCOME 

Twenty million people in the US have gained 
insurance thanks to the Affordable Care Act.  
It has driven the uninsured rate down from 
15.7% in 2011 to 10.1% in 2014. Despite this 
progress, 34% of those with incomes of less 
than $25,000 rate their healthcare quality as 
fair or poor. That’s 21% higher than those 
polled earning more than $25,000.

NPR study, 2016

REACTIVE WELLNESS GAP 

In the US alone, $1.3 trillion is spent annually on 
treating preventable diseases, but only $.05 per 
dollar is spent on disease prevention. We wait to 
spend money (approx. 90% of all spending) until 
people get sick. Nearly half of all Americans have a 
chronic illness, but without preventative measures  
and positive lifestyle change, clinical treatment is 
often followed by relapsing quickly once patients  
are back in their native habitat.

Healthy Living Centers of America, 2016

Only $.05 per dollar of the $1.3 trillion spent 

annually in the US on treating preventable  

diseases goes toward disease prevention

THE FIT SHOPPING CART 

Lipton Tea set out to help anyone 
shopping at a grocery store in Dubai to 
make better choices. Armed with an 
activity tracker built into the handle of the 
shopping cart, shoppers are able to track 
their fitness as they shop. The brand team 
believes that if individuals have an idea of 
what they’re burning calorically as they 
shop, perhaps they’ll make better 
decisions in the aisles.

Ad Week, 2016

LEFT BEHIND

“It’s the story of our time: the pace of change in technology, globalization and 
climate have started to outrun the ability of our political systems to build the social, 
educational, community, workplace and political innovation needed for some citizens 
to keep up. We have globalized trade and manufacturing, and we have introduced 
robots and AI systems far faster than we have designed the social safety nets, trade 
surge protectors and educational advancement options that would allow people 
caught in this transition to have the time, space and tools to thrive. It’s left a lot of 
people dizzy and dislocated.” 

Thomas Friedman, 2016
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34% of Americans with incomes less 

than $25,000 rate their health care 

quality as fair or poor, despite 

recently gaining insurance through 

the Affordable Care Act
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It’s almost daily news: panic, violence, terrorism. The reporters 

stand with their microphones in front of the latest ravaged place,  

the latest lost lives. That news is often followed by yet another report 

that points to the epidemics of disease and the sounds-like-a-sure-

thing risk of falling victim to them. Consumers are increasingly 

numb to that drumbeat of disaster and despair. The repeated 

exposure has left them resigned, but not unflappable. Today, what 

breaks through and earns empathy is incredibly small. It’s not the 

big stories, but the intimate and personal ones, like the dust-covered 

little boy in Aleppo, the girlfriend begging the police not to shoot,  

the father who beat the odds. 

EXTREME 
FATIGUE
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CAN A PHOTO END  
A WAR? 

With his feet barely hanging over the 
edge of the ambulance seat and his face 
filthy and bloodied from the bomb blast 
in Aleppo, images of Omran garnered 
over 3.4 million views and increased 
funding for aid during the Syrian war.  
However this all happened within the first 
24 hours after posting, which shows just 
how quickly people move on from the 
everyday realization of war in the news.

NPR, 2016

NEGATIVITY = DIMINISHED 
MENTAL HEALTH  

The 24-hour news cycle allows us to stay up to 
date on current events like never before in 
history. British psychologist Dr. Graham Davey’s 
work confirms that constant exposure to 
negative news can exacerbate the development 
of stress, anxiety, depression and even PTSD. 
This cycle works by reinforcing our own 
personal worries and can negatively impact 
everything from our mood to our overall outlook 
on life. 

Huffington Post, 2016

INTERNATIONAL OUTCRY

A picture is worth a 1,000 words. In 1985, 
Sharbat Gula’s piercing green eyes on the 
cover of National Geographic told the story 
of a war torn Afghanistan. While countless 
refugee crises have occurred over the  
past 3 decades since her photo was taken, 
news of her impending and subsequent 
deportation back to Afghanistan in late 
2016 brought global attention to refugees 
around the world. 

State Times, 2016

ROUTINE RESPONSE

“The reporting is routine. My 
response here at this podium ends 
up being routine,” he said. “The 
conversation and the aftermath of 
it. We’ve become numb to this 
[mass shootings].”

President Barack Obama, 2016

08EXTREME FATIGUE
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Menstruation is having a moment. Activists and everyday women 

around the world are talking about gender injustices created by how 

we think and talk about periods. From taking on tampon taxes in the 

western world to showing how period stigma impacts education and 

economic opportunity in Africa, people are challenging governments, 

brands and institutions to modernize their view of menstruation.  

A flood of new, commercialized products and entrepreneurial 

upstarts are answering the call. In 2017: expect to be talking  

about periods. 

PERIOD 
ACTIVISM
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#TAMPONTAX 

Stop taxing menstrual products. It’s a message 
California and other states aren’t ready to receive.  
Other countries, including the UK, have agreed to 
dissolve the so-called “tampon tax,” and now a 
movement is demanding the same for the US. There 
is no other gender-specific product taxed on the 
market. At the tune of roughly $7 per woman each 
month, states like California can see up to $20 million 
monthly in tax revenue. Currently, the movement is 
supported by the hash tag #tampontax.

The Washington Post, 2016

OPEN THE CONVERSATION  

More than 50% of the world’s population will 
experience periods in their lifetime, but after 
polling 190 countries and receiving over 90,000 
responses, it is clear that it’s still taboo to even 
mention the word period, let alone take action to 
combat the stigma surrounding the topic. 75% of 
respondents in Russia never received information 
on the subject, and 24% of respondents in Brazil 
missed work or an event for fear of someone 
finding out they were on their period.

International Women’s Health Coalition, 2016

MAKE PERIODS  
GREAT AGAIN 

A new campaign born out of the 
2016 US presidential race aims to 
remove the stigma around periods.  
LOLA, a company that makes and 
sells 100% organic cotton 
tampons, is behind the Make 
Periods Great Again movement.  
All proceeds from the campaign 
support the non-profit organization 
Support the Girls, which provides 
women in need with bras and 
feminine products. 

www.makeperiodsgreatagain.com, 2016

#NATURALLYCOTTONS 

It’s Only Natural – meet the new campaign from 
Aussie tampon brand, Cotton. Even though women 
account for roughly half of the world’s population, 
there is still a taboo against talking openly about 
periods. Cotton invites women to share their 
unexpected stories on social media. The brand is 
also giving away a year’s supply of Cottons to one 
lucky poster!

Self Magazine, 2016

09PERIOD ACTIVISM

24% of women surveyed in Brazil 

admitted to missing work or an event  

for fear of someone finding out that  

they were on their period

2017 
CONSUMER TRENDS
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More than one million selfies are taken every day. Many of them 

filtered and retouched into absolute internet perfection—for now, 

anyway. 2017 will be a year of brutal honesty for the selfie – and so 

much other social sharing. The new point of pride will be a #nofilter 

life as a growing expectation for openness and honesty sweeps the  

social web. Photos and anecdotes from everyday life will  

increasingly rehumanize our online conversations and bring  

the weird, plain and even somewhat gross into the spotlight. 

LUMPS 
AND BUMPS

10



MANBOOBS 4 BOOBS 

In Argentina, MACMA wanted to increase 
early breast cancer detection in women  
over 25 years of age by leveraging social 
media. The challenge was clear: they 
needed to get around censorship that 
prevented showing women’s breasts online. 
They created a campaign aimed at mobile 
usage that showed how to give a self-exam 
and what to look for, using a man’s chest as 
a social media-safe substitute.  

www.macma.org.ar, 2016

HONEST“Y” 

The Honest Tea company set out to help 
shed light on the power of honesty with their 
#refreshinglyhonest campaign. It focuses on 
two things: putting authentic ingredients into 
their products and encouraging people to be 
truthful about their feelings and experiences, 
even the ones people normally don’t share.

honesttea.com, 2016

#IMOMSOHARD 

To bring awareness to the raw, tough job 
that moms and wives have, Kristen Hensley 
and Jen Smedley took to social media and 
brought a comedic twist. With over 500,000 
Facebook followers and 700K+ views on 
YouTube, the duo has created a following 
and helps others share the real happenings 
in life – not just the “bright and cheerful” 
microcosm of raising kids.

www.imomsohard.us, 2016

SQUATTY POTTY 
DUMPS GOLD

Known as the stool for better 
stools, the Squatty Potty 
campaign struck gold with their 
latest video. With over 50 million 
views on Facebook and YouTube, 
70% of its viewers watched the 
video in its entirety. Even more 
impressive, 25% of the views are 
the result of paid promotion and 
the remaining 75% are organic. 

Ad Week, Dec. 2015

10LUMPS AND BUMPS
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Lightning rod events have given long-standing frustrations and 

biases new focus and energy. Increasingly, demographically-linked 

groups are rallying together to force specific, tangible changes. From 

Black Lives Matter to transgender rights to equal  

pay to labor reform, the new activism is responsive, focused and 

unrelenting. 2017 will see the continued growth of this activism as 

well as the emergence of new groups looking to give voice to their 

unique issues. Some of these groups will look very much like what  

we once called “the majority”. 

IDENTITY 
POLITICS
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#PEOPLESCLIMATE

The rise of activism around the world has 
taken social media by storm. In September, 
more than 400,000 people joined the 
climate march in NYC. The movement 
started on social media and reached  
600 million people in 70 countries and  
more than a billion social impressions.  

tintup.com, 2016

BLOOD EQUALITY 

Imagine being told you can’t help others by 
donating blood just because of who you 
choose to love. More than 615,000 pints of 
blood are turned away every year because 
the donor is gay or bisexual. The Blood 
Equality campaign is shedding light on the 
1.8 million people that could be saved with 
these donations.  

Blood Equality Website, 2016

IT’S WHO WE ARE

YouTube Music created a campaign 
designed to spark conversation that 
spotlights marginalized individuals.  
The company specifically aligned the  
ad launch to run during programming 
leading up to the presidential election. 
Each ad features a YouTube Music user 
who defies common stereotypes 
emotionally engaging with their music. 

I-D.vice.com, 2016

PINKSOURCING

Actress Kristen Bell and the Huffington Post 
teamed up to help bring awareness to the 
gender pay gap. With more than a million views 
on YouTube, Kristen’s video comically lays a 
strategy for companies to save a dime: hire 
cheaper labor by simply hiring women. This 
entertaining approach to the topic brought 
many stereotypes that follow women in the 
workplace to the forefront.   

Huffington Post, 2016
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In 2015, we reported that attention spans had fallen to 8 seconds – 

that’s 1 second of focus less than that of a gold fish. 2017 brings 

another incredible dip. For Gen Z, particularly, that attention span  

is projected to be 3 seconds. The need for constant, mostly visual 

stimulation is keeping those consumers shifting and multitasking 

across as many as five screens. We’d add more words here, but, 

really, we’ve probably already lost you. You’re probably wondering 

what’s new on Snapchat, anyway. 

WHAT,  
WAIT?
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DIGITAL SINCE BIRTH 

Born between the mid 1990s and 2010, 
members of Gen Z have been connected since 
birth. They have been known to multitask across 
five screens at once, send upwards of 100 texts 
per day, prefer a personal connection (think 
Snapchat over Facebook) and be head over 
heels for visuals. To reach them, marketers must 
step up their game and create content that is 
meaningful, memorable and entertaining. 

University of Michigan Communications, 2016

THE 4-SECOND FILTER

As a marketer in 2017, your message to Gen Z needs to 
be conveyed in 4 seconds or less. Gen Zs have refined 
their process of filtering content down to a science. Born 
with screens all around them, this generation demands that 
you “get to the point” much quicker than past generations.

Gettinggenz.com, 2016

NIKEiD 

By leveraging Gen Z’s visual focus, Nike 
captivates its younger audience with 
the NikeID platform. In fact, 24% of Gen 
Z cite Nike as their favorite brand. The 
company offers them the opportunity to 
build a custom shoe exactly to their 
liking, thus the Gen Z audience has 
quickly become loyal to a brand that 
was cool when their parents were kids.

PiperJaffrey, 2015

BOXED WATER IS BETTER 

Gen Zers want tools that help them feel they are 
making the world a better place. Boxed Water 
set out to deliver just that and created a 
campaign to speak volumes to this generation.  
By moving the focus off water and on to helping 
the planet, Boxed Water’s simple message 
centers around decreasing plastic waste by 
making a simple choice. Post a photo of your 
boxed water with the hash tag #retree and the 
company will plant two trees.

Boxed Water Website, 2016

12WHAT, WAIT?

Members of Gen Z have been known to 

send upwards of 100 texts per day

4 seconds or less is the sweet spot 

when communicating to Gen Z
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Over the last two decades, conditions have significantly improved  

for women, gay people, disabled people and minorities in the 

workplace and in culture, but prejudice against older people remains 

not only prevalent, but largely acceptable. Of course, ageism is as  

old as aging itself. But as the group of people on the wrong side  

of 40 grows in number, proportion and economic strength,  

we’re seeing new tensions and new demands for anti-ageism  

beliefs, policies and actions.  

UNDOING 
AGEISM

13



AGEISM IN EUROPE

Nearly half of all Europeans believe that ageism is a 
serious problem, and several outliers significantly 
exceed that mark. France and the UK lead the pack  
with 68% and 64% of survey respondents identifying it 
as a major issue. The survey also revealed that more 
people pity than envy the elderly as well.

European Social Survey, 2016

ATTITUDES TOWARD  
AGING ADD UP 

Recent analyses by the World Health 
Organization (WHO) point to the 
importance of positive attitudes towards 
aging. They found that older adults who 
view their own aging in a negative light die 
nearly a decade earlier than their more 
optimistic peers. Unfortunately, those 
negative views are deeply embedded by 
society – 60% of respondents in another 
recent WHO survey stated that older 
people are not respected.

World Health Organization, 2016

CHAMPIONING AGING

Pharmaceutical giant, Pfizer, continues to 
grow and evolve its successful Get Old 
campaign by constantly evolving site 
content and engaging new partners.  
The site includes valuable articles arranged 
by topics ranging from adult learning to 
finance, and from sex to exercise.   
In 2016, they partnered with the global 
crowdfunding platform, Indiegogo, to 
source and support innovative ideas that 
brighten the future of aging.  

www.getold.com, 2016

TACKLING LIFE EXPECTANCY 
CHALLENGES

Merck unveiled a new, neutral brand project, 
called “We 100” on the 2016 Lion’s Health 
stage in Cannes, France, with the goal of 
changing the way the world thinks of people 
over 50. The first 4 projects in the new 
open-source program are:

–  Health education for young people  
focused on living long, healthy lives

–  Volunteer programs designed to bring 
generations together

–   Co-creating new living models with 
architecture students that focus on  
lasting independence

– J ob search and sourcing platforms  
for people over 50

Lions Health Highlights, 2016

13UNDOING AGEISM

50% of all Europeans agree that 

ageism is a serious problem
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Older adults who view their own aging 

in a negative light die nearly a decade 

earlier than their more optimistic peers
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Trends help us create experiences that beat 

channel benchmarks, that raise expectations, 

and ultimately help us meet the metric that 

matters most: engaging more people in 

critical conversations about the changing 

possibilities of healthcare

To download all four 2017 trend reports, go to:  
inVentivHealth.com/2017Trends
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