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Traditional paradigms across art, work and culture continue to bend and shift in the 
face of evolved human expectations—and the increasing presence of technology.

People are no longer 
embracing the ‘hustle’

Automation is popping 
up everywhere

Book clubs take on a        
whole new identity

AI-powered artwork 
is calling creativity 
into question
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People are no longer 
embracing the ‘hustle’

People are taking big steps to exert greater control over 
their relationship with work.

As the impact of the pandemic continues to alter how people 
perceive and approach work, a predominant trend from the 
onset of COVID continues to evolve—employees everywhere are 
striving to exert greater control over their work lives and dictate 
their own terms.  From quiet quitting taking over TikTok to 
millennials embracing a ‘soft’ lifestyle, some are proclaiming that 
the hustle culture of decades past is officially dead—which may 
be a blessing in disguise for many. 

What it Means
While employees seeking to make work more meaningful and achieve greater balance isn’t new, many feel more 
empowered than ever to take actions towards fulfilling that desire. This changing relationship with work is actually 
indicative of a much broader trend—there’s a growing desire amongst people to have more control, agency and 
influence over their own experiences.

Key Takeaway
It’s clear that people are increasingly embracing experiences that are personally-relevant and 
more conducive to their specific lifestyles. Experience marketers must be aware of this broad shift 
in desire and expectation, and should consider offering attendees more opportunities to 
orchestrate their individual experiences based on personal preferences.
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https://www.mckinsey.com/featured-insights/diversity-and-inclusion/seven-charts-that-show-covid-19s-impact-on-womens-employment
https://mashable.com/article/soft-life-quiet-quitting-trend
https://www.npr.org/2022/08/19/1117753535/quiet-quitting-work-tiktok
https://fortune.com/2022/09/11/the-soft-life-of-dar/
https://afrotech.com/hustle-culture-is-dead-how-employers-are-redefining-workplace-wellness
https://www.ncet.org/news-notes/hustle-culture-is-dead
https://www.elle.com/life-love/opinions-features/a40835443/women-rejecting-traditional-ambition-2022/?fbclid=IwAR00PPEvlIxqoxHVqs1XwaPuVIJdV7VmP-o8DdhlAmN1JZUSKnZiFvbDBQE
https://www.protocol.com/manuals/customer-experience-in-the-enterprise/customer-experience-expectations-enterprise-saas
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Key Takeaway
Automation has opened a window into a mysterious and alluring future. For experience designers, 
leveraging this technology could open up a whole world of possibilities. Could we make mundane 
tasks like waiting in line effortless, or maybe even eliminate bottlenecks altogether? What would you 
automate if you could?

Automation is popping 
up everywhere

From painting nails to sailing ships, automation is becoming 
more omnipresent throughout society.

For years, automation has been transforming industries on the 
back-end by streamlining IT and business processes. But lately, it’s 
been showing up much more frequently IRL for us all to marvel at. 
Automation continues to transform the retail experience, but did you 
know that it may also be modernizing your local restaurant or nail 
salon? And that’s not all. From ships to delivery trucks and even 
tractors, brands across industries continue to explore automated 
solutions that may permanently change the way our world operates. 

What it Means
While the business value of automation is obvious, it may be starting to appeal more and more to both 
consumers and workers. If anything, the promise of automation can certainly enable and support a growing 
desire for more streamlined and user-driven experiences—a notion that should especially intrigue and inspire 
experience marketers, planners and designers. 
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https://www.trigoretail.com/autonomous-stores-essentials-the-technology-and-value/
https://www.youtube.com/watch?v=rHz7fa_i9E0
https://www.cnn.com/2022/05/05/tech/clockwork-nail-robot-target/index.html
https://www.cnn.com/2022/05/05/tech/clockwork-nail-robot-target/index.html
https://newsroom.ibm.com/The-Mayflower-Autonomous-Ship-Has-Reached-North-America
https://www.emergingtechbrew.com/stories/2022/09/14/two-years-after-ditching-robotaxis-uber-embraces-autonomous-delivery
https://www.emergingtechbrew.com/stories/2022/01/07/john-deere-thinks-its-self-driving-tractor-can-help-feed-the-world-but-scale-remains-far-away
https://www.businesswire.com/news/home/20220719005099/en/Restaurant-Customer-Survey-70-of-Drive-Thru-Customers-Want-More-Automation-as-Wait-Times-Increase
https://venturebeat.com/automation/report-70-of-u-s-consumers-want-to-use-ai-for-their-jobs/


Book clubs take on a        
whole new identity

As digital consumption increases, books continue to                      
help build meaningful connections.

Last month we highlighted a growing interest in analog experiences.    
This month we’re continuing the discussion, but with a twist—old       
school book clubs are on the rise again, but they’re using tech to build 
and amplify these analog-loving communities in unique ways.  #BookTok, 
a TikTok subcommunity, has emerged as a space for book lovers offering 
recommendations and reviews. Klerb—the Tinder for book lovers—gives 
like-minded readers an opportunity to meet IRL based on book interests. 
Even bookstores are shifting shelves to drive traffic, further demonstrating 
the symbiosis between digital and physical spaces.
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Key Takeaway
This is just one example of vibrant communities emerging from digital channels—and in turn, 
influencing physical spaces and places. Marketers should continue to stay hip to these emerging 
subcommunities, and consider how events and experiences can engage them in genuine ways.

What it Means
As distinct communities like these continue to gain traction on digital platforms, we can expect more brands to 
capitalize on the interest. While they present obvious marketing opportunities for brands, these burgeoning 
communities also highlight just how quickly and emphatically these types of groups and movements can 
form, evolve and explode. 

https://www2.gpj.com/insightstrendssept2022
https://www.countryandtownhouse.com/culture/what-is-booktok/
https://mashable.com/article/klerb-tinder-for-book-lovers
https://thebutlercollegian.com/2022/09/the-rise-of-reading-booktok-and-its-massive-popularity/
https://corporate.walmart.com/newsroom/2022/08/22/walmart-inspires-new-reading-adventures-with-the-walmart-book-club
https://www.thebookseller.com/news/amazon-to-sponsor-tiktok-book-club


AI-powered artwork is 
calling creativity into question

AI art is gaining traction, but there’s still apprehension 
around bias, legal rights and originality. 

Creating digital art just got easier with AI image generators like 
DALL-E 2, Midjourney and Stable Diffusion. Within seconds, these 
incredible tools produce dynamic pictures using text prompts. But 
recently, an AI-generated image won a fine arts competition, 
sparking a broader discussion about AI validity, ethics, uniqueness, 
and ownership. To further complicate the topic, AI-generated 
imagery has been proven to succumb to human tendencies like 
discrimination and stereotypes when powered by large data and 
human error.

What it Means
Though the potential effect of AI-generated art on the production of entertainment, video games, music and more 
could be huge, the rules and ethics of it are still very unclear. Right now, AI art is like the wild west, and it needs more 
clarity around security, ownership, and potential harm. But, there’s no denying that it’s here—and hugely popular. 
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Key Takeaway
With content at the heart of experiences of all types, be mindful of the “art” that you’re 
incorporating into your work. And most importantly, be wary of reinforced stereotypes that may 
unintentionally emerge. Stay cautiously curious as the inevitable debates around AI-generated 
art continue to unfold. 

https://petapixel.com/2022/09/17/hands-on-with-dall-e-2-the-ai-image-generator-taking-the-web-by-storm/
https://nymag.com/intelligencer/2022/09/ai-art-is-here-and-the-world-is-already-different.html
https://thealgorithmicbridge.substack.com/p/stable-diffusion-is-the-most-important
https://www.creativebloq.com/news/ai-art-wins-competition
https://www.makeuseof.com/is-ai-generated-art-real-art/
https://kotaku.com/ai-art-dall-e-midjourney-stable-diffusion-copyright-1849388060
https://www.insider.com/researchers-found-ai-robots-racist-and-sexist-stereotypes-sorting-photos-2022-7
https://singularityhub.com/2022/10/03/openai-says-dall-e-is-generating-over-2-million-images-a-day-and-thats-just-table-stakes/


Brands and marketers continue to push the boundaries of physical and digital 
experiences, with new and creative executions popping up across the globe.

OUT-THERE
EXPERIENCES

Walmart’s “Walmart World” 
and “Universe of Play” are 
the latest experiences 
popping up in the 
ever-expanding metaverse, 
in an approach that targets 
younger shoppers.  

Walmart enters the 
metaverse

Leading the way in 
environmental corporate 
leadership, Patagonia’s CEO 
announced, “as of now, the 
earth is our only 
shareholder,” after giving 
away the company to fight 
climate change.

Patagonia’s CEO gives 
away the company

McDonalds has partnered 
with Cactus Plant Flea 
Market to release adult 
versions of their Happy 
Meals for a limited time 
only. Unsurprisingly, the 
nostalgia play is 
working—a bit too well. 

McDonalds collabs 
with apparel brand 
for ‘adult’ Happy 
Meals 

Selfridges is rethinking how 
to make customers feel 
good through a curation of 
sex and sleep-enhancing 
products and services. 

Sex and sleep at 
the Selfridges 
Corner Shop 

https://techcrunch.com/2022/09/26/walmart-arrives-on-roblox-two-new-virtual-worlds/
https://techcrunch.com/2022/09/26/walmart-arrives-on-roblox-two-new-virtual-worlds/
https://www.theguardian.com/us-news/2022/sep/14/patagonias-billionaire-owner-gives-away-company-to-fight-climate-crisis-yvon-chouinard
https://www.theguardian.com/us-news/2022/sep/14/patagonias-billionaire-owner-gives-away-company-to-fight-climate-crisis-yvon-chouinard
https://kotaku.com/mcdonalds-adult-happy-meal-cactus-plant-flea-market-1849619811
https://mashable.com/article/mcdonalds-adult-happy-meal
https://mashable.com/article/mcdonalds-adult-happy-meal
https://mashable.com/article/mcdonalds-adult-happy-meal
https://mashable.com/article/mcdonalds-adult-happy-meal
https://selfridgespress.com/2022/07/07/selfridges-supercharges-sex-sleep-wellbeing/
https://selfridgespress.com/2022/07/07/selfridges-supercharges-sex-sleep-wellbeing/
https://selfridgespress.com/2022/07/07/selfridges-supercharges-sex-sleep-wellbeing/

