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By Daniel Hodges

If there is one lesson we need to learn from 2016 about what 2017 has in store it is  the importance of understanding
marketplace trends.

The consequence of missing a trend can be devastating to an organization. This is especially apt when it comes to
business where consumer behavior is rapidly changing alongside politics, economics and technology.

How do you identify trends important to businesses?
A trend has an inflection-point beginning. This is an event that results in a significant change in a company,
industry, sector, economy or political situation.

The launch of the World Wide Web on August 6, 1991 was such an event. It created opportunity for those industries
that embraced it and devastated those that ignored it or failed to adopt over time.

It is  difficult to see the impact of inflection points in the present time, but once you clearly identify inflection points,
you can harvest their potential for business. For the purposes of illustration I will focus on the 10th anniversary of the
launch of the iPhone.

Here is how it happened
Apple cofounder Steve Jobs said, "Every once in a while, a revolutionary product comes along that changes
everything."

At the time, I was head of global sales for Nokia Interactive with the largest global team selling mobile advertising.
Nokia had a 49 percent share of the global of smartphone marketplace.

When the late Jobs said, "We're gonna reinvent the phone. Now, we're gonna start with a revolutionary user interface
... the result of years of research and development, and of course, it's  an interplay of hardware and software."

Nokia, like many companies before and after, missed this inflection point and rapidly lost market share and
eventually the business.
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The smartphone user interface pioneered by Apple marries human behavior of cognitive thinking, sight, sound and
motion with software. It caused the Smartphone Effect, the same thing that makes the smartphone an indispensable
extension of our work and life today.

How do you identify and capitalize inflection points for industry?
There are four principles of inflection-point detection and monetization.

See change: Most people intuitively knew the iPhone changed the game but few could translate the impact of iPhone
to their business.

One effective way for signal detection is attending industry events to network, learn immersively, and experience
technology first hand. You need to see and experience change firsthand to take any action.

Think differently: Most innovations and inventions are random and serendipitous. Reading, networking and
attending conferences outside your main expertise opens worlds of possibilities.

In physics, Albert Einstein said, "No problem can be solved from the same level of consciousness that created it."

In politics, Nelson Mandela said, "It always seems impossible until it's  done."

Innovation happens in a non-linear manner.

Feel change: Clayton Christensen, author of the "Innovator's Dilemma" says in his book that few companies can
successfully navigate change.

One suggestion he offers to organizations is "watching how customers actually use a product provides much more
reliable information than can be gleaned from a verbal interview or a focus group."

Social media can also be very useful in trend detection. These are effective ways for companies to see how they
need to change to meet consumer's expectations.

Practice daily: In his day, Winston Churchill was an innovative thinker whose views on success ring true today:
"Success is not final, failure is not fatal: it is  the courage to continue that counts."

Innovation, learning and experimentation are a daily business requirement for the media business today. This is a
365-day-a-year and 24/7 activity.
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