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You are a global trendsetter and, as you mention in your CV in your site, you 
have found your niche in consumer trend. Could you tell us some things about 
your job, and the way you work? 
 
KD: My intuition drives me. This feeling that there’s something deeper going on 
here, something more to explore. There’s a wonderful ‘aha’ moment in trends 
research when all your disparate sources of information – your weak signals – 
synthesise into a resounding strong signal, which gives you a purpose and 
direction to follow.   
 
To get inspired I browse galleries, channel surf, eavesdrop on others’ 
conversations etc. I read a mixture of magazines which I have no personal 
interest in - and that aren’t targeted to me - and within the disinterest are words 
and phrases of interest that start calling to me. These words of interest can also 
be found in song lyrics. What is this one specific line in this particular verse 
saying to me? Why is it resonating? How can I transform the essence of this into 
another form? Inspiration to me though, is all about application. Making an 
imagined thought real. 
 
2. Have you seen any differentiation in the consumers’ attitude and behaviour as 
far as fashion / design and decoration / lifestyle / food and fitness / technology / 
art and aesthetics are concerned this decade? 
 
KD: Yes, it’s the ‘how’ of living that’s become more important today. How you do 
anything - drink your coffee, sleep in your bed, carry your bag - it’s the how that 
defines the quality of your life.  
 
3. Do you believe that you can predict some of the new lifestyle trends in the 
years to come? 
 
KD: Yes. Issues like 'emotional sustainability' or 'temporariness and the fragility 
of life' within the context of design and innovation will become key. 
 
4. Considering the recession has the term “luxury” acquired a new meaning? And 
if so can you define it? 
 
KD: Luxury to me is being redefined as experiences that deepen one’s 
understanding and appreciation of life. Events, people, places, products, services 
and moments - anything that helps unlock the cultural, natural and traditional 
richness of the world - this is what new luxury is about to me. But mostly it’s a 
sensation, a mindset; a way of looking at the world. 



 
5. Do you think that the fact that we are more concerned with the environment 
and the “green policies” has already affected or is going to affect in future our 
trends in consumption or our lifestyle in general? 
 
KD: The totality of a product's life cycle is becoming more important - from raw 
material acquisition to disposal. We can't just look at the product before us and 
not afford to ask: How did it come to be before me? Who worked on it? Under 
what conditions? In which country? And as we ask the questions of how a 
product came to be before us, we must also ask how will it come to be after us? 
Will it become landfill? Will it be reused? How will it be recycled? Manufacturers 
must optimise the life cycle and redesign for innovation, and not use 
sustainability solely as a word they bounce around in press releases. 
 
6. Are any new markets emerging nowadays and where are they?  
 
KD: I don’t believe in new ideas, just new combinations. I subscribe to the theory 
that these new combinations come from combining general knowledge with 
specific knowledge. General knowledge meaning an interest in the way the wider 
world functions - from stock markets to mummification to important dates on the 
social calendar; and specific knowledge meaning details of the problem you’re 
trying to solve. Like a kaleidoscope, the more of each type of knowledge you 
have, the greater choice of combinations becomes available to you. New markets 
– as required by their contexts – will be formed from these combinations. 
 


