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Our proprietary AI pinpoints innovators and early adopters on 
social media. This always -on, unbiased AI analysis uncovers 

emerging innovations before they reach the mainstream

AI-enabled Foresight

300K+
Early Adopters

Unbiased Audience Insight 

Leveraging the Power 
of the Early Adopters

We sift through millions of social media posts 
across various platforms to identify potential new 
early adopters specific to each industry's needs.

Perfect Balance of Sources

ČŌϔűņŌƑǔűŤǺϔϋǴŌģƄόϔǈűťƑģƇǈϔƚŤϔƏģƁƚǀϔƏģǀƄŌǔϔ
shifts to uncover untapped opportunities. 
We set up bespoke analysis based on 
advanced consumer segmentation and the 
use of bespoke taxonomies to enrich 
research outputs .

Discovering Weak Signals 
Before They Go Mainstream

We generate and constantly track future 
trends and behavioural shifts, delivering 
short, medium and long terms predictions 
which are always up to date.

Always -on Predictions40+
Countries (at global level)

15+
Analysed Languages



Data Collection

DATA SOURCES
The data acquisition process involves retrieving information from a variety of 
social platforms, including YouTube, Instagram, Twitter, and Behance , 
leveraging their open APIs to ensure an efficient and transparent procedure .

Additionally, there is flexibility to incorporate new data sources in response to 
the dynamic nature of the social media landscape, allowing for ongoing 
adaptation and enrichment of the dataset .

YOUTUBE

GDPR COMPLIANCE
Nextatlas fully respects the privacy of all involved physical persons, as described in the 
privacy policies that are presented to its users, customers and stakeholders (see links 
below). The collected data has the purpose of enabling Nextatlas to provide its service, 
Nextatlas does not conduct additional investigations on the data it collects. 

The activities of Nextatlas are fully compliant with the Regulation (EU) 2016/679 
λω_AÕØϊΩϔƚǀϔ_ŌƑŌǀģƇϔAģǔģϔÕǀƚĿŌǈǈűƑťϔØŌťǜƇģǔűƚƑμΨ

Å Measures are taken against indiscriminate storage of unnecessary data or 
data retention for longer -than -necessity timespans (in agreement with the 
data minimisation principles stated in Art. 25 of the GDPR),

Å Data at rest is fully pseudonymised to minimise leakage of Personally -
Identifiable Information in case of unwanted or malicious data leaks. 
Pseudonymisation of data at rest is achieved by always storing Personally -
Identifiable Information in a pseudonymised form on the database. All 
machines holding the data do not know how to anonymise/ deanonymise , a 
task that is kept strictly separated on machines which do not hold the data.

Å Best -practice system security measures and data leak response plan are 
implemented to protect the servers from undesired or malicious access. 

Privacy Policy Author Privacy Policy

Å Global user base
Å Video content & comments
Å Cross-generational

BEHANCE

Å More than 10 million 
members, all pertaining the 
global creative community

INSTAGRAM X (FKA TWITTER)

Å Worldwide diffusion
Å Highly visual
Å Cross- industry consumer 

conversations

Å Worldwide diffusion
Å Possibility to ask a wide 

variety of queries
Å Embedded geo - localisation

https://www.nextatlas.com/legal/privacy
https://www.nextatlas.com/legal/author_privacy
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Lorem Ipsum

Lorem ipsumOur Methodology for ekip

A. COMMUNITY CREATION

The community is formed by selecting 
pre- identified users from Nextatlas ' early 
adopters, adding EU policy -related 
profiles, and then by analysing European 
creatives' profiles on Behance platform.

User profiles undergo screening to ensure a 
higher quality of content within the community. 
To meet the criteria, profiles must not be 
spammers, should refrain from posting 
sponsored content, must ensure a substantial 
amount of content contribution to 
conversations, and must be located in Europe.

01. USER DETECTION

02. FILTERING PROCESS

Countries within Europe are segmented 
into the four identified macro -regions, 
and the presence of profiles is 
recalibrated to achieve a balanced 
representation across the different 
regions.

03. REGION ANALYSIS

The cultural and creative industry to 
which each profile belongs is 
determined.

04. INDUSTRY ANALYSIS

Additional factors such as gender and 
the presence of voices representing 
macro and micro realities are evaluated 
to ensure diversity

05. FINE TUNING

B. CONTENT EXPLORATION

User-generated content within the 
community is scrutinised employing NLP 
techniques alongside a proprietary 
Computer Vision model. This approach 
allows the extraction of insights from 
both textual and visual elements.

01. CONTENT ANALYSIS

In the top -down approach, predetermined 
areas of interest are established by 
associating selected keywords and 
grouping related content accordingly. 
This technique aids in exploring the 
community's perceptions on specific 
topics.

02. CONTENT CLUSTERING

The bottom -up approach automatically 
groups content with similar keywords or 
shared topics, revealing spontaneously 
emerging themes from user 
conversations.

A. Top-down clustering

B. Bottom -up clustering

C. EMERGING THEMES

Upon identifying emerging themes, an 
in-depth analysis is conducted to 
pinpoint the key elements of 
conversations related to the analysed 
topics. This includes identifying the 
regions and industries most engaged 
with these topics.

01. THEME ANALYSIS

Different kinds of information are 
gathered and subjected to human -
curated analysis to unearth meaningful 
insights and identify compelling 
directions for further exploration.

02. INSIGHT GENERATION



Lorem ipsumOur Methodology for ekip

Once the policy area is chosen, a structured list of 
keywords is created to define the boundaries of the 
policy space. This is derived from an initial ekip
partners' list and preliminary documents . 

01. Keyword Selection

Keywords Selection

02. Clustering

To refine the analysis, both qualitative and 
quantitative clustering techniques are applied to 
categorise discussions in a manner that best 
addresses the research questions. 

Within each identified cluster, a data analysis is conducted to 
extract meaningful insights from user posts. 
Specifically, the analysis determines:

Å User Information : The regional provenance
and CCI (Cultural and Creative Industries)
sector of users engaged in discussions.

Å Most Related Keywords : Identification of 
the most frequently occurring keywords in 
conversations within each cluster.

Å Sentiment Analysis : Calculation of the average 
sentiment score of posts within each cluster, 
offering insights into the overall attitude (positive, 
negative, or neutral) toward the topic. This helps 
to highlight potential pain points or emerging 
needs.

Å Post Selection : A curated set of posts is extracted 
based on their relevance to the topic. The higher 
the number of selected keywords present in a 
post, the more on -topic it is deemed.

Neutral

JOURNALIST, WESTERN

JOURNALIST, SOUTHERN

AI-generated art is coming at us 
at a remarkable speed.

Every AI product should have a label 
that allows anyone to know its origin. 

These clusters represent distinct yet interconnected 
subtopics within the broader policy domain.

OpenAI
generative

Generative World

New Expression

Next -Gen Skills

Legal & Ethical Issues

prompts
image generator

Midjourney

llms Vector Illustration

Kinetic typography

animation
Digital drawing

3D Illustration

Copyright
algorithm

transparency
watermarking

Deep Fakes

infringement
Compositing

Motion design

3D modeling

CGI Art Creative Coding

experimental digital

emergent abilities

Next -Gen Skills

new CGI

evolve alongside

disco diffusion

A. PREPARATORY PHASE

03. Data Filtering
Keywords are employed to filter 
and extract conversations that 
are relevant to the policy area. 

Topic Relevance

B. DATA ANALYSIS

Conversation with 
ekip partners

Scoping 
paper draft

If the policy area focuses on a 
specific industry (e.g., 
ωkƑĿƇǜǈűǳűǔǺϔűƑϔǔŬŌϔ_ģƏűƑťϔ
kƑņǜǈǔǀǺϊμΩϔģƑϔindustry -based 
taxonomy is created and 
applied as a filter for the topic -
specific terms

Industry -focused policy areas

videogames
game design

gaming
game development

Industry Relevance

OpenAI Generative art

promptsimage generator

Midjourney

llms

Artificial intelligence

AI

Creative Coding

Generative tools

Generated artworks

AI artist



Lorem ipsumOur Methodology for ekip

The collected data is examined both in absolute 
terms (e.g., the most engaged CCIs on the topic) and 
in relative terms (e.g., which CCI sectors are most 
relevant to specific clusters through over -index 
analysis ). A qualitative evaluation is conducted to 
ensure that the insights derived are relevant to the 
overarching research questions.

For each cluster, 3 slides summarise the main 
findings and data

Slide A

A trend from the Nextatlas platform is selected based on its values 
and significant implications for the analysed policy area. The trend data, 
derived from the Nextatlas community, provide an opportunity to 
explore consumer perspectives .

C. REPORT D. TREND CORRELATION

Relevant ConversationsMain insightCluster Overview

Key conversations that highlight emerging needs or relevant 
viewpoints are combined with trending tags and sentiment 
analysis. This slide is designed to unpack the key insight.

Qualitative Evaluation

The first slide contains a concise summary of the 
main findings of the cluster, designed to facilitate 
independent interpretation of the data.

Slide C

SentimentKey Tags

In the second slide, regional relevance and top CCIs are illustrated

Slide B

Regional 
Relevance

CCIs sharing

Å Main Metrics: Timeline of the 
trend, key components, 
industries involved, and top tags 
associated with the trend.

Å Business Case Studies: 
Integration of real -world case 
studies relevant to the CCI 
industry, showcasing practical 
applications of the trend.

Å αČŬģǔόǈϔ©ŌǴίαϔàŌĿǔűƚƑ: A 
synthesis of the main findings, 
highlighting potential future 
implications and emerging 
dynamics within the policy area.

The following elements are 
reported:



Regional 
Distribution
10K+ profiles observed 
across various platforms

WESTERN 

EUROPE

56,94%

NORTHERN 

EUROPE

6,35%

The ςØŌťűƚƑģƇόAűǈǔǀűľǜǔűƚƑσόpertains to the profiles within the established creative community

SOUTHERN 

& TURKEY

21,61%

CENTRAL &

EASTERN

EUROPE

15,1%



Creative &
Cultural 
Industries

40.2%

23.5%

12.8%

5.3%

4.4%

4.2%

3.7%

3.6%

2.3%

Visual Arts

Books & Publishing

Audiovisual

Adv & Marketing

Gaming & IT

Education

Architecture

Cultural Heritage

Performing Arts

The ςkƑņǜǈǔǀǺόAűǈǔǀűľǜǔűƚƑσόpertains to the profiles within the established creative community



32.7%

30.8%

15.1%

4.9%

4.8%

3.8%

2.9%

2.6%

2.5%

57.5%

9.5%

6.6%

6.3%

6.1%

5.0%

4.7%

3.6%

0.7%

58.2%

10.5%

7.5%

6.4%

5.4%

4.4%

3.6%

2.9%

1.1%

47.8%

16.3%

13.4%

7.0%

4.7%

3.3%

3.2%

2.5%

1.8%

Visual Arts

Architecture

Books & Publishing

Advertising & Marketing

Audiovisual

Cultural Heritage

Gaming & IT

Education

Performing Arts

Region X CCI 
Northern

6,35%
Books & Publishing

Visual Arts

Audiovisual

Education

Advertising & Marketing

Cultural Heritage

Performing Arts

Gaming & IT

Architecture

Western

56,94%
Visual Arts

Gaming & IT

Architecture

Audiovisual

Books & Publishing

Advertising & Marketing

Education

Cultural Heritage

Performing Arts

Central & Eastern

15,1%
Visual Arts

Books & Publishing

Audiovisual

Advertising & Marketing

Gaming & IT

Cultural Heritage

Education

Architecture

Performing Arts

21,61%

Southern & Turkey

The ΪØŌťűƚƑģƇόAűǈǔǀűľǜǔűƚƑσόand ςíƚƽόkƑņǜǈǔǀűŌǈσόdata pertains to the profiles within the established creative community
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Fashion Transition:
Eco-design for 
circularity



Fashion Transition

20232022 2024

The σόíűƏŌƇűƑŌσόgraph shows the relative interest in this topic in our creative community posts



Fashion 
Transition: 

Eco-design for 
Circularity

Circular Model
Repairability

Eco Design

Cradle to Cradle

Disassembly

Nearshoring

Waste Management

Traceability

Digital Passport

Digital Labelling

Data Driven 

Connected Manufacturing

False Claims

Informed Choices
Degrowth Repair Cafes

Greenwashing

Producer Responsibility

Blockchain

Zero Waste

Hyperlocal



Fashion 
Transition: 

Eco-design for 
Circularity

Circular Model
Repairability

Eco Design

Cradle to Cradle

Disassembly

Nearshoring

Waste Management

Traceability

Digital Passport

Digital Labelling

Data Driven 

Connected Manufacturing

False Claims

Informed Choices
Degrowth Repair Cafes

Greenwashing

Producer Responsibility

Blockchain

Zero Waste

Hyperlocal

Circular & 
Sustainable

Process

Cluster A

Supply Chain
Cluster B

Consumer
Education

Cluster C

Digitalisation and 
Data Impact

Cluster D



Circularity & sustainable 
processes

Cluster A

While circular business models, second -
hand fashion, and other sustainable 
practices represent important progress, 
they remain surface -level solutions if not 
accompanied by a deeper shift in the 
mindset that drives consumerism. The 
core issuesνoverproduction and 
exploitative supply chains νcontinue to 
uphold an unsustainable system rooted 
in excess and disposability. For the 
circular revolution to be truly 
transformative, it must challenge the 
underlying logic of constant 
consumption and growth .

Sectors like Fashion and Design are at 
the forefront of this transition, facing 
both the urgency and the opportunity to 
lead systemic change.

Geographically, this movement spans 
across regions, with practitioners from 
both Northern and Southern Europe 
emerging as key voices in driving 
forward new practices.



25.7%

20.5%

19.9%

10.6%

The Regional Relevance showcases the most to least assoc iated regions to the examined conversation 
cluster, determined by the origin of analysed profile. Top CCIS reflects the industry distribution of 
contributing profiles, displayed as percentages across the considered industries.

Top CCIs

Circularity & 
sustainable 
processes

Cluster A

Regional Relevance

1.



Emerging Conversations

Key Concept & Tags

Key Concepts & Tags are the significant keywords and concepts which occur in the posts related to this 
cluster of conversation. The texts of the relevant posts are analysed to measure how positive or negative 
the Sentiment of the post is. The chart shows the average sentiment of the relevant posts.

Cluster A

The circular revolution 
must go hand in hand 
with a paradigm shift in 
the production and 
consumption system

tƻǎǘǎΩ Sentiment

Positive

It is important to note that while 
CBMs [Circular Business Models] 
act as a stepping stone towards a 
more sustainable fashion industry, 
they should be coupled with a 
slowing down of overproduction 
to truly drive change
CREATIVE DIRECTOR, 
SOUTHERN & TURKEY

ωCreatives are no longer setting the 
ƽģĿŌϔűƑϔǔŬŌϔŤģǈŬűƚƑϔűƑņǜǈǔǀǺήϔιΪκϔǔŬŌϔ
speed of fashion now exceeds human 
capacity. Designs are being churned 
out at an ever -increasing rate , and 
growth targets and marketing 
expectations now hold the reins
FASHION EDUCATION PLATFORM, 
NORTHERN

ω

Second -hand fashion has emerged as a "miracle" and "sustainable" 
ǈƚƇǜǔűƚƑήϔιΪκϔfƚǴŌǳŌǀΩϔģǈϔƏģƁƚǀϔľǀģƑņǈϔŌƏľǀģĿŌϔǔŬűǈϔǔǀŌƑņΩϔűǔϔűǈϔűƏƽƚǀǔģƑǔϔ
to ask : is second -hand fashion being used as a strategy to 
maintain the same exploitative production model ?
ACTIVISM MOVEMENT, EUROPE

ω



Supply Chain
Cluster B

Discussions around supply chains highlight 
significant gaps in transparency across the 
entire value chain. While many 
stakeholders appear to be investing time 
and resources into improving sustainability 
outcomes, these efforts are rarely 
measured, evaluated, or clearly 
communicated. A noticeable disconnect 
also exists between the sustainability 
claims made by brands and the on -the -
ground realitie s reported by end -of-line 
actorsνparticularly when it comes to 
reintegrating materials into the production 
cycle to ensure circularity.

This issue is especially relevant in the visual 
arts industries, with fashion and design 
leading the conversation. 

Notably, practitioners from Northern 
Europe are emerging as some of the most 
actively engaged and vocal on these topics, 
setting the pace for transparency and 
circular innovation in supply chain practices.



The Regional Relevance showcases the most to least assoc iated regions to the examined conversation 
cluster, determined by the origin of analysed profile. Top CCIS reflects the industry distribution of 
contributing profiles, displayed as percentages across the considered industries.

Top CCIs

Supply 
Chain

Cluster B

Regional Relevance

1.

42.0%

12.8%

12.7%

11.2%



Emerging Conversations

Key Concept & TagsCluster B

As interest in the 
circular economy grows, 
addressing 
infrastructural 
challenges in waste 
valorisation is becoming 
increasingly urgent

tƻǎǘǎΩ Sentiment

Positive

Given the mounting evidence of the 
abundance of fibre fragments in the 
environment and potential impacts on 
ecosystems and human health, fibre 
shedding is a topic of concern across 
different sectors beyond the fashion & 
textile value chain .
FASHION EDUCATION PLATFORM, NORTHERN

ωThis gap in disclosure 
paints a clear picture of 
how brands use vague 
labels to claim they are 
sustainable , without backing 
this up with evidence.

GLOBAL FASHION 
TRANSPARENCY INDEX 2023

ω

There is, however, a limited availability of high -quality recycled 
feedstock to achieve those targets. Mono -material products contribute 
only 4-5% of recycled material feedstock while multi -material products 
are not utilised efficiently due to disruptors blocking recycling .

TEXTILE WASTE MANAGEMENT SERVICES, WESTERN

ω

Key Concepts & Tags are the significant keywords and concepts which occur in the posts related to this 
cluster of conversation. The texts of the relevant posts are analysed to measure how positive or negative 
the Sentiment of the post is. The chart shows the average sentiment of the relevant posts.



Consumer Education
Cluster C

While it's increasingly clear that 
educating consumers is a key 
component in driving sustainable 
change, current discussions are bringing 
to light a paradox: consumer awareness 
around environmental and ethical 
issues is growing, yet ultrafast fashion 
giants continue to thrive and expand.
This contradiction reveals that 
awareness alone is not enough νit must 
be matched by systemic changes in 
accessibility, pricing models, and cultural 
perceptions of value and consumption. 

íŬŌϔŤģǈŬűƚƑϔűƑņǜǈǔǀǺόǈϔǀƚƇŌϔűƑϔǔŬűǈϔ
dialogue is deeply intertwined with the 
education sector. 

Notably, this kind of consumer 
sensibilisation, as well as the emergence 
of more radical, grassroots responses to 
fast fashion, appear to be more 
widespread and visible in Northern 
European countries



The Regional Relevance showcases the most to least assoc iated regions to the examined conversation 
cluster, determined by the origin of analysed profile. Top CCIS reflects the industry distribution of 
contributing profiles, displayed as percentages across the considered industries.

Top CCIs

Consumer
Education

Cluster C

Regional Relevance

1.

17.7%

17.6%

14.8%

21.9 %



Emerging Conversations

Key Concept & Tags
Cluster C

tƻǎǘǎΩ Sentiment

Neutral

The real question is whether consumers want to be 
educated , because something [...] does not add up. I read 
about greater attention to the issues of impact reduction 
[...]. Then, however, I also note the growing volumes and 
profits of ultrafast fashion giants ...
SUSTAINABILITY EXPERT, SOUTHERN & TURKEY

ω

Key Concepts & Tags are the significant keywords and concepts which occur in the posts related to this 
cluster of conversation. The texts of the relevant posts are analysed to measure how positive or negative 
the Sentiment of the post is. The chart shows the average sentiment of the relevant posts.

The fast fashion 
paradox reveals a split 
consumer identityτ
where demand for 
sustainability coexists 
with behaviours that 
fuel its opposite

Circularity equals competitiveness 
in the face of shifting consumer 
demand ήϔιΪκϔ ǈϔŌƑǳűǀƚƑƏŌƑǔģƇƇǺ-
conscious Generation Z individuals 
age, this trend is expected to gain 
further momentum.

TEXTILE WASTE MANAGEMENT 
SERVICES, WESTERN

ω The idea is simple: get out into your 
local community and stitch in 
protest against disposable fashion . 
Amidst busy Saturday shoppers, we 
repair our torn pockets and broken 
seams and spark conversations on 
making Loved Clothes Last.

FASHION COMMUNITY, NORTHERN

ω



Digitalisation & 
Data Impact

Cluster D

As new initiatives such as Digital Product 
Passports (DPPs) become more prominent, 
businesses are facing major transformations 
that demand not only technological 
upgrades but also alignment with evolving 
regulatory frameworks . While some 
pioneering brands are embracing this change 
with collaborative approaches across the 
supply chain, they remain the exception 
rather than the rule. Most companies still 
operate within fragmented, opaque systems 
that require long -term investment , robust 
data infrastructures , and the integration of 
underutilised traceability technologies . 
These efforts often go unnoticed by the 
public, despite being essential to ensuring 
accountability and enabling sustainability at 
scale.

The shift toward traceability introduces 
complex challenges for the fashion industry, 
often involving IT sectors . 

Interestingly, the most dynamic 
conversations around these 
shifts are emerging from 
Central and Eastern Europe



The Regional Relevance showcases the most to least assoc iated regions to the examined conversation 
cluster, determined by the origin of analysed profile. Top CCIS reflects the industry distribution of 
contributing profiles, displayed as percentages across the considered industries.

Top CCIs

Digitalisation & 
Data Impact

Cluster D

Regional Relevance

1.

24.1%

11.4%

11.4%

47.0 %



Emerging Conversations

Key Concept & TagsCluster D

DPP presents a 
significant challenge
for small businesses, 
but it also offers a 
valuable opportunity to 
showcase the effort 
behind a product

tƻǎǘǎΩ Sentiment

This initiative introduces 
complex challenges , both in 
terms of technology and 
regulatory requirements. For 
some businesses, adapting to 
these demands may be a 
significant shift .
CONSULTING AGENCY, NORTHERN

ω Every piece I make comes with a Digital 
ÕǀƚņǜĿǔϔÕģǈǈƽƚǀǔϔιΪκήϔ^ǀƚƏϔǔŬŌϔƏģǔŌǀűģƇǈϔ
kόǳŌϔǈƚǜǀĿŌņϔǔƚϔǔŬŌϔƽŌƚƽƇŌϔǴŬƚόǳŌϔĿǀģŤǔŌņϔ
űǔΩϔƑƚǔŬűƑťϔűǈϔŬűņņŌƑήϔ^ƚǀϔƏŌΩϔűǔόǈϔģľƚǜǔϔ
being honest and building trust, but also 
about celebrating every hand and every 
step that goes into the work we do
TEXTILE ARTIST, WESTERN

ω

The digital passport, for a small craft business like mine, is a great 
achievement: it was not easy to enclose in a QR Code the story of 
a different story than more serial and automated productions . 
I am convinced that there is no sustainability without 
traceability and there is no accountability without transparency.

SMALL BUSINESS, SOUTHERN & TURKEY

ω

Positive

Key Concepts & Tags are the significant keywords and concepts which occur in the posts related to this 
cluster of conversation. The texts of the relevant posts are analysed to measure how positive or negative 
the Sentiment of the post is. The chart shows the average sentiment of the relevant posts.



Nextatlas Trend

EnoughnessEra



Rising interest in intentional 
living reflects a shift toward 
mindful consumption, 
purpose -driven choices, 
and life simplicity

INSIGHT

+48%

Sentimental value 
gains importance 
as people prioritise 
emotional 
connections over 
material worth

ωzǜǈǔϔǴŬģǔϔǺƚǜϔƑŌŌņϊϔ
gains traction, 
offering curated 
solutions amid 
endless options and 
distractions

Increasing life satisfaction 
focus signals a quiet 
rebellion against 
traditional success metrics

INSIGHT

INSIGHT

INSIGHT

EnoughnessEra
After decades of cultural obsession with 
relentless growth, a profound transformation 
seems to be unfolding. Consumers are entering 
in the "enoughness era" where contentment 
takes the centre stage, more is not better 
anymore, and the comfort zone is something to 
be honoured rather than escaped.

The highlighted percentages represent the year -over -year growth in mentions on social media for the indicated concepts and tags

Buy Less

+67%
Repairability

in Fashion



01.
After decades of glorifying ambition and excess, society is embracing a 
new mindset where contentment and sufficiency are seen as valid 
goals . 

02.
As people move away from materialism and status -driven 
consumption, brands must adapt by shifting toward messages of 
authenticity, balance, and self -worth . The future of marketing lies in 
embracing the ςťƚƚņόŌƑƚǜťŬσόnarrative over hyper -aspirational ideals.

03.
Buying decisions are being filtered through a lens of personal 
meaning, emotional value, and long -term impact, signalling a shift 
from impulsive consumption to mindful choice.

Societal Implications

Buying Better

Fleeting Trends

Anti Consumption

Key Concept & Tags

Home & Interior

Fashion & Accessories

Beauty & Cosmetics

Top Industries

EnoughnessEra
KEY TAKEAWAYS

Deinfluencing



20232022 2024

The σόíűƏŌƇűƑŌσόgraph shows the relative interest in this topic in Nextatlas όϔĿƚƏƏǜƑűǔǺϔƽƚǈǔǈ

2025

EnoughnessEra
TIMELINE

+14%
OF PREDICTED 

GROWTH OVER THE 
NEXT 12 MONTHS



CASE STUDY

The Ordinary takes an anti-
consumerism stance with its 
Slowvembercampaign
Skincare brand The Ordinary reaffirms its anti -consumerist stance with 
the "Slowvember " campaign, challenging the impulse -driven shopping 
frenzy of Black Friday. The campaign encourages consumers to be 
more mindful of their purchases and warns against "Cheap Creep" ν
the pressure to buy impulsively during sales. In a bold contrast to 
typical Black Friday practices, The Ordinary will close both its physical 
and online stores on the day. Instead, the brand is offering a month -
long 23% discount, removing the need for panic buying and time -
sensitive decisions . The campaign prioritises integrity, transparency, 
and long -term customer loyalty, standing apart from the aggressive 
and overconsumption -driven sales tactics that dominate the 
season .

https://theordinary.com/en -us/slowvember.html
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CASE STUDY

¢ƛƪ¢ƻƪΩǎ ІNoBuyChallengeis 
reshaping consumer habits, 
turning mindful restraint into a 
viral aspiration
The No Buy Challenge is a growing social media movement where individuals 
commit to avoiding non -essential purchases for a set period νoften a month, 
season, or year. By saying no to impulse buys like clothing, beauty products, 
or home decor, participants aim to develop more mindful consumption 
habits , save money , and push back against the pressures of consumer 
culture . Often framed as a personal challenge, it also ties into broader 
conversations around sustainability, anti - fast fashion, and minimalist living. 
Shared widely through hashtags like # NoBuyChallenge or # LowBuyYear , it has 
become both a lifestyle trend and a quiet form of resistance to 
overconsumption.
https://www.dazeddigital.com/life -culture/article/65798/1/no -buy -year-
without -shopping -2025-guide -consumption -cost -of- living
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