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In our opinion, trends shouldn’t be approached 

as wild predictions of what might happen 

with no current evidence, more a series of 

suggestions of what has begun in a small way 

and is soon to become much larger. 

As well as keeping our ear to the ground 

through a broad network, we have also been 

through 60+ sector trends reports so that you 

don’t have to. What you will read here are our 

predictions for the shape we expect many 

important areas of society to take this year. 

We’re interested in areas that will have mass 

impact and effect, not just what hipsters in 

Shoreditch are up to.

The macro trend influencing everything is the 

apparent move from pandemic to endemic 

status of COVID-19. The most fascinating 

observation of 2022 is likely to be what is kept 

and what is discarded from the way we lived 

over the last two years. Amara’s Law would 

suggest we might be over-estimating short-

term changes but under-estimating long-term 

changes. Let’s see.

We have ten broad trends and six quick 

predictions for the year across key categories. 

We hope you find the following pages 

interesting and useful.
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“The future is just a kind of layering deposit over 
the top of what already exists. If I look around my 
room, there are only two unique objects to the 
21st century, my laptop and my phone. Those are 
really the only two objects that I can see which 
could not have existed 40 years ago.”

Jack Self 

Writer and Architect 
talking to Dazed

INTRO AND OVERVIEW

QUICK PREDICTIONS 
OF WHAT WILL BE 

BIG IN 2022

2022 BROAD TRENDS
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FOOD
Seaweed (marine plants like nori, kombu, 

wakame, dulse, duckweed or water lentil) 

yield ten times more protein per acre than 

soy but require ten times less water (Source: 

Plantible Foods).

DRINK
You’ve probably never heard of Baijiu but 

it’s the world’s most consumed spirit, 

outselling whisky, vodka, gin, rum and tequila 

(combined). Now, it’s moving beyond China.

DESIGN
Maximalism – more is more! Maximalism 

is about having more of what you love. It 

involves different patterns, colours, and 

shapes, to create spaces that emphasise 

excess. Minimalism is on the way out.

BEAUTY
Across Asia (particularly Korea and Japan) 

there is a growing interest in fermented 

beauty –naturally occurring bacterias 

prolong the shelf life of formulas, appealing 

to both the sustainably minded and value-

focused consumer.

DESIRE
Escapism. As Isaac Newton might have said 

“for every lockdown there is an equal and 

opposite desire to escape”.  58% of Gen Z 

respondents in recent research said they’d 

go on a free holiday to the moon (Source: 

Dazed). And Elon Musk came out top of the 

people they’d like to shape the future. That’s 

a future we’d like to escape from.

MARKETING
Purpose will be under the microscope 

in 2022. Simply, purpose-washing and 

greenwashing needs to stop. If the genuine, 

founding aim of your business is to have 

a positive impact on society then great. If 

it isn’t, then making some nice ads about 

it really won’t fly and the general public 

have had enough. Research shows that 

people feel the biggest issue facing society 

currently is tax avoidance by big business 

(Source: Reach). So, less ads about how nice 

you are, more contributions to funding vital 

public services. Cheers.

QUICK PREDICTIONS 
OF WHAT WILL BE 

BIG IN 2022

QUICK PREDICTIONS
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CLIMATE   IDENTITY   SOCIAL   AI 
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With so much talk about this currently, it’s the 

natural place to start the report. But it’s still 

way too early to tell what form a metaverse 

in the truest sense (an inhabitable 3D world) 

will take. A key question is whether there will 

be one to serve all (like the www) or many 

depending on demographic and taste (e.g. 

social media). Currently the main manifestation 

is as expansions of digital gaming worlds, 

which is niche in the grand scheme of things 

(250m-300m play PC and console games 

globally compared to around 5 billion people 

using smartphones).

Access is also a major question; will VR be the 

next mass adoption technology- e.g. the new 

smartphone- or the next niche technology 

adoption- e.g. the new smart watch? Facebook 

rebranding as Meta was a major flag in the 

ground but it’s likely that the business that 

turns the metaverse into true mass adoption 

behaviour probably hasn’t even been founded 

yet. So, it’s a brave person that bets all their 

chips on one iteration of the metaverse.

“Metaverse” is also being used to describe 

the meeting of the physical, digital, and 

social worlds, and that’s more immediately 

interesting. When you think about it like this it 

affects many areas, and at least half of those in 

this report. Namely, gaming, the world of work, 

cryptocurrency, identity, NFTs, omnichannel 

retail and social commerce. So let us turn to 

that.

METAVERSE
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If you’re in any doubt of the scale and 

importance of this sector it’s worth noting 

that Microsoft paid more than £50bn to buy 

Activision Blizzard- the publisher of gaming 

franchises including Call of Duty, World of 

Warcraft, and Candy Crush- in early 2022. It’s 

nearly three times as much as they paid for 

LinkedIn and is the biggest deal in tech history. 

Most interesting of all was Microsoft saying 

that it will “provide the building blocks for the 

metaverse”.

The reason most “metaverse” activity is 

currently operating in gaming worlds is 

because it’s the only place where there are 

already large numbers of people with virtual 

identities and a platform to create, and 

monetise, virtual items and experiences. In 

2021 we saw Gucci in Roblox, North Face in 

Decentraland and Balenciaga in Fortnite. There 

will be more of this in 2022, and if your target 

audience is young, it’s worth exploring.

Gaming environments that are evolving ever 

closer to virtual worlds (continuing the work 

Second Life started) will continue to pop up 

and grow. Korean virtual social network Zepeto 

has 250m users, 90% of which are outside 

Korea. Side note- Seoul has become the first 

government to invest in its own metaverse- 

putting £26m into it.

Another interesting emerging gaming trend 

is play-to-earn. We’re starting to see sites 

like Axie Infinity, a Vietnamese blockchain 

based gaming site that allows people to earn 

cryptocurrency which can be spent away from 

the site, really grow (currently 2 million daily 

active users).

GAMING

BROAD TRENDS
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The pandemic has provided a reset and break 

from the past allowing a fresh approach 

free from autopilot behaviour. There’s an 

opportunity for spaces to be designed and 

reimagined based on purpose and requirement 

as opposed to legacy and tradition. Most 

offices were structured and used in the same 

way as a pre-internet world where the only 

way you could collaborate, communicate, and 

create was there. Offices can now be seen 

as clubhouses and bases, used for specific 

purposes not just as a default.

The new blend of home and office working 

will have wide-reaching effects. Commercial 

property is being divided, acquired, and used 

in innovative ways sparking companies like 

Space Three Two. Metaverse innovation can 

be seen in Horizon Workrooms which is a 

VR workspace for colleagues to collaborate 

developed by Meta’s Oculus group. And even 

media buying is being affected- the volume 

of ad impressions TV and streaming media 

channels deliver during traditional 9-to-5 

working hours will grow by 60% by 2023 

(Source: Gartner).

REIMAGINING 
COMPANY CULTURE, 
COMMUNICATIONS, 
AND OFFICES

BROAD TRENDS
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There are some fascinating changes in 

education going on. Online learning continues 

to grow (In 2021, the online degree market was 

valued at $117bn but is predicted to grow 10% 

annually (Source: HolonIQ).) and the effect of a 

more entrepreneurial, self-starter approach to 

work is starting to rub off on education. More 

modular learning will be preferred to four-year 

degrees with debt (in the same way work has 

become less linear and singular). 

This spans the ages with 90% of young people 

believing the best education comes from 

real world experience and 2/3 having begun 

to devalue the extrinsic value of college 

educations (Source: Instagram) and it also ties 

to the desire for people to learn in flexible 

ways as they grow older. 

This shift is already evidenced by the fact 

there were 30,000 less people applying to 

university in the UK last year, a 5% drop on the 

previous year’s figures (Source: UCAS), which 

is a big chunk of students to lose, especially 

since applications haven’t dropped since 2012. 

There was a similar picture in the US with 

overall college enrolment falling to 16.9 million 

students last spring, down more than 600,000 

students from a year before. That one-year 

decline of 3.5% is the largest spring semester 

enrolment decrease since 2011 (Source: 

NSCRC).

The desire of a large audience to learn 

subjects and skills, combined with the ease 

of facilitation through technology, is a huge 

societal and business opportunity.

DECENTRALISED 
LEARNING AND THE 
DECLINE OF UNIVERSITY

BROAD TRENDS
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You could argue these shouldn’t be grouped 

together but we are doing so as they share 

some fundamental qualities (decentralisation, 

security, digital exclusiveness) and both have 

the potential to be so central to technological 

innovation to change everything but exactly 

how, when, and where nobody really knows. 

Which is exciting.

For clarity, cryptocurrency refers to currencies 

powered by a blockchain (a decentralised 

digital ledger as opposed to a centralised 

bank) and NFTs (Non-Fungible Tokens) refer 

to tokens used to clarify ownership of unique 

digital items (also blockchain powered).

As with all rapid innovation that’s a little bit 

confusing, governments and regulators are 

trying to rein in cryptocurrencies. Central 

banks are also looking to launch their 

own, centralised, digital currencies. The 

result is a three-way fight for the future 

of finance- between blockchain powered 

cryptocurrencies, more traditional technology 

firms and central banks- that will get 

interesting this year.

Meanwhile, NFTs are disrupting business 

models and distribution channels across music, 

art, fashion, sport, and social media. Adidas ran 

an experiment with Bored Ape, Nike bought 

RTFKT (a small software start-up making digital 

fashion) but the biggest sign of the trajectory 

of NFTs was seeing Shopify launch an NFT 

beta programme allowing you to mint and sell 

NFTs through their (widely adopted) platform. 

This could reduce the reliance of creators on 

social media platforms for distribution and 

commerce.

NFTs are also set to be the biggest shake up 

in the art and creative world for 2022, and the 

technology is already having a huge impact on 

the way fine art is collected.

From Damien Hirst’s $20million sales across 

his first NFT collection to the purchase of the 

“Charlie bit my finger” viral video, the sale and 

exchange of digital art is going to raise many 

interesting and mind-bending questions on the 

value and ownership of creative work. 

CRYPTOCURRENCY 
AND NFTS



A McKinsey global survey found that the 

COVID-19 crisis drastically accelerated the 

digitisation of customer and supply chain 

interaction by three to four years– in the 

space of just a few months. And it seems that 

genuine omnichannel retail (a truly seamless 

individual retail experience across all channels) 

is not far away.

As with much retail innovation of the last 

twenty years, it’s Amazon leading the way. 

Their grocery plans include 260 grocery 

stores in the UK and a US and European 

Instacart competitor. Delivery currently makes 

up 10% of the UK grocery market so the 

potential for growth is large.

Groceries and other low value, high 

inconvenience sectors shifted online at pace 

some time ago. But now we’re starting to see 

even high value, high engagement categories 

make the shift. We’re seeing the growth of 

companies like Cinch and Cazoo in the UK 

and it’s predicted that by 2025 10-15% of all 

cars sold will be online adding $150bn to the 

eCommerce sector (Source: WSJ). Keep an 

eye on other categories following suit this 

year, everything from jewellery to furniture will 

rapidly move online.

TRUE OMNICHANNEL 
RETAIL

BROAD TRENDS
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After the encouraging/disappointing (delete 

as appropriate) agreements at Cop26, 2022 

will see the climate crisis have a huge impact 

as brands, consumers, and marketers grapple 

with how to navigate the global threat to our 

environment. There is no debate required 

about the urgency and importance; 81% of 

Brits and 78% of Australians believe we’re 

heading for environmental disaster unless 

we rapidly change our ways (up 22 and 18 

percentage points respectively since 2013) 

(Source: IPSOS).

Innovation and change are appearing in myriad 

ways.

In sport, Brentford FC are setting a fantastic 

example. They rightly got a lot of positive 

coverage for their decision not to release a 

new home kit for the 2022/23 season, but their 

work goes beyond that to the very structure 

of their new ground (with reduced concrete 

and steel) and even the food that they serve. 

If all sports clubs follow suit with a greater 

focus on sustainability, a lot of progress can 

be made.

In the food sector there will be a shift from 

plant-based foods being promoted based on 

individual health benefits towards a focus on 

environmental sustainability benefits. Not so 

much about methane production but more 

about the use, treatment, and impact of 

agricultural space. This can lead to a massive 

reduction in the contribution of the food 

sector to climate change.

In scientific innovation, the solar-

geoengineering research team at Harvard want 

to test the use of a high-altitude balloon to 

release dust to dim sunlight this year, which is 

something that may, sadly, be needed to buy 

us more time to decarbonise.

In the brand experience world, the demand to 

deliver sustainable events and experiences is 

already felt by agencies and brands alike (as 

seen by the launch, growth, and wide support 

of isla). This is driven by both our own ethical 

and moral values but also the expectations 

from consumers and this pressure is only set 

to mount further in 2022 and hopefully it will 

drive brands to do much better, more creative 

and sustainable work. 

We can create incredible experiences whilst 

still protecting our planet. But doing things 

sustainably isn’t always the cheapest way so 

it’s time for financial actions to match stated 

beliefs.

CLIMATE CRISIS

BROAD TRENDS
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The conflicting forces of privacy, ease, image, 

and control are all playing out with interesting 

results. It’s leading to some very interesting 

questions. Now that we’re pretty much used 

to paying for products, accessing confidential 

data, and personalising our experience just 

by looking at a screen are we prepared to 

sacrifice privacy for more of that ease?

Will facial and other biometric recognition 

replace passwords? Passwords are 

comfortable and familiar but they’re easy 

to forget, lose or have stolen while they are 

also sub-optimal for businesses; Netflix loses 

€250m a year in the Nordics alone due to 

password sharing (Source- MediaVision) and 

is, unsurprisingly, testing ways to check users’ 

identities in other ways.

And then there are the, obligatory metaverse-

related, questions. With the move from 

aesthetically perfect Instagram to more 

authentic TikTok influencers, how will that 

be reflected as we move towards 3D-world 

digital avatars and visual identities? Will virtual 

identities need to mirror real life identities? 

To what extent? What are the ethical 

considerations of that?

DIGITAL IDENTITY

The Park | Trends Report 12

2022BROAD TRENDS



E-commerce live streaming will continue to 

grow in 2022 and become a widely accepted 

and used marketing tool.

Particularly for the influencer market, live 

streaming and integrating e-commerce tools 

within mainstream social media is going to be 

hugely valuable for turning viewers and fans 

into actual consumers. Both through NFTs and 

more traditional means. Influencers will have 

the power to drive actual sales for their brand 

partners, as opposed to just bringing in big 

reach numbers.

For brands working with influencers, the 

live streaming and e-commerce space will 

offer a brilliant opportunity to achieve sales 

seamlessly and relevantly integrated into 

content.

The age of the avatar has also begun, and our 

avatars need something to wear. Expect to 

see direct-to-avatar commerce or D2A this 

year, a new retail model that offers brands 

an additional revenue stream, selling and 

designing directly for the avatar. As previously 

mentioned, the likes of Adidas, Nike and Gucci 

are already here. There is also further retail 

innovation afoot with the likes of 

Highstreet.Market which is best described as 

a gamified metaverse version of a shopping 

centre (but way cooler than that sounds). 

SOCIAL COMMERCE
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We started with a trend so broad that it 

touches most others- the metaverse- and we 

end with a similarly broad and wide-reaching 

one in AI. You could write an entire report on 

AI so we’ll just focus on three areas.

The effect of AI on business will continue 

to grow as it takes over the more mundane 

automated tasks allowing human employees 

to focus on higher ticket creative tasks. That 

said, it’s pretty good at creative tasks too as 

you can now design a decent piece of music, 

cut a movie trailer and make a piece of high-

value art through AI. The OpenAI project 

wrote an article for The Guardian without any 

human involvement, using their GPT-3 neural 

network. OpenAI’s latest project is an even 

larger AI neural network (GPT-4) with as many 

parameters as the human brain has synapses. 

Exciting? Scary? You decide. 

You will have heard of the Internet of Things 

before but now we’re moving towards the 

“cognifying” of products – a phrase coined 

by Kevin Kelly, founding executive editor of 

Wired magazine. This idea will see AI applied to 

a range of previously “dumb” objects to make 

them “smart”. Imagine your kettle constantly 

learning how to make you the perfect cup of 

tea, your fridge learning how to stop the things 

you put in the crisper draw from going off all 

while Alexa is getting to know you better than 

you know yourself.

Finally, if you think influencers are fake, 

prepare for them to get a whole lot more so. 

A growing share of the $14 billion marketers 

currently spend annually on influencers is 

going toward virtual influencers (Source: 

Gartner). You can see the appeal of teaming 

up with an influencer without the risk of them 

saying something massively brand-damaging 

in an interview. Virtual influencers are gaining 

traction around the world with one of the 

first @lilmiquela now holding over 3 million 

followers on Instagram. But, as the quote at 

the start of this report neatly surmised, new 

ideas aren’t always quite as new as they seem, 

Damon Albarn created virtual influencers 

Gorillaz over twenty years ago.

AI
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The Park is an award-winning experiential agency with offices 

in London and Sydney. We work with brands that stand for 

something and help them prove it. At its core, The Park is 

an experiential agency, but we have a broad view of what 

experiential marketing is. Simply, it’s doing something, not just 

saying something. We are the Creators of Brand Proof.

ABOUT THE PARK

For more information, or if you would like this report presented 

to your team, please contact info@thepark.london. For more 

of this type of insight please sign up to our newsletter at 

ThePark.London.
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