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FINDING THE 
MEANS TO ACT 

In what is likely to be a dynamic and 
volatile environment, communicators 
have a critical role to play in helping 
business and society navigate 2025.

As a bridge with the outside world, the insight 
and knowledge communicators bring to 
business empowers leaders with the means 
to act. Doing so successfully in 2025 will 
mean looking beyond short-term trends and 
crises to identify deeper cultural forces 
nearing their tipping points.



The Search for Stability

How brands and business can 
help people find stability in an 
age of constant disruption

2023 
Reasons to Look Forward

How brands and business can 
help people find the optimism 
they need to move forward.

2024 
The Road Back to Hope

The role for business in 
rebuilding hope as we build 
back from COVID-19.

2022  

THIS IS OUR FOURTH YEAR TRACKING THE 
MEGA-TRENDS IN COMMUNICATIONS



OUR PERSPECTIVE ON 2025:

TIPPING   POINTS

E D E L M A N ṶS P E R S P E C T I V E O N 2 0 2 5 ṕ T I P P I N G P O I N T S

In this report, we will investigate six 
cultural forces that we believe are 
approaching a tipping point* that will 
transform the relationship that brands 
and business have with their 
stakeholders.

By understanding how these forces are 
reshaping our world, communicators 
can help business drive trust and find 
growth.

*Tipping  point:  a critical 
juncture at which unstoppable 
change takes place

 Merriam Webster



Trends to watch as they gather force

Trends to act on in 2025

Stay alert for reaction and backlash

TRACKING THE 
TIPPING POINT

tipping point
Approaching mass 
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New forces 
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Gathering 

momentum
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mass adoption
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Time for 

something new



ANTI-
HYPERSTIMULATION

Forseveraldecades,our culture of consumptionhas been 
about more, more, more.Ourmedia liveshave become richer, 
our livesfullerof stimulationand concerns over the welfare of 
ʲǯʌʲɤǯṶˊattention spanshave grown exponentially.

Thereare signs,however, that in some placeswe are 
reachingthe outer limitsof whatɁ˚Ṷˊpossibleto pay attention
to and are seekinga more choiceful relationshipwith the 
mediawe consume.
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THE NEW 
PLAYBOOK 
FOR EARNED 
The 2024 US Presidential election was a watershed 
moment that finally up ended the established 
playbook for earning attention and trust. This will be 
a challenging environment for brands to navigate, 
but a huge opportunity for earned to show what it 
does differently ṕ and better ṕ than advertising.



NICHE IS 
THE NEW 
MAINSTREAM 
(mainstream)

Trend 1
ULTRA-LONG 
TRUMPS 
SHORT-FORM 
(tipping point)

DOING IT 
FOR THE 
ALGORITHM 
(tipping point)

Trend 2 Trend 3

Whether or not they do upweight content, 
algorithms now actively shape creation. From 
photodumps ˚ʌḍṵȚɤǯ̾ɁɽȟḍȚʌʻḍ˚ȲǯḍƦɤȟʌʻɁ˚ȲɶṶḍʌʻḍ
chasing ever faster content production 
through AI, creators now see their primary 
audience as a piece of code.

Advertisers fight for attention in a second, but 
streamers, YouTubers, and podcasters thrive 
as audiences seeking depth turn to their ultra-
long content. Cutting through in a multi-hour 
era will involve rethinking messaging and 
media training.

Joe Rogan crowns Presidents, The Observer 
might be owned by a podcast company, and 
ģʌ˯˚Ȳḍ ȚʻɁǓƦṶˊḍǝǯǊƦ˚ǯˊḍǯ̾Ɂˊ˚ḍ˚ȲƦɽɛˊḍ˚ʌḍƦḍ
comedian-turned-YouTuber. Niche media is 
mainstream and understanding this is vital 
when 4 in 10 people avoid news altogether.

Reuters Institute Digital News Report 2024 Marathons: The Rise of Longer Form Shows The Desperation of the Instagram Photo Dump

https://reutersinstitute.politics.ox.ac.uk/digital-news-report/2024
https://www.podcastvideos.com/articles/marathons-the-rise-of-longer-form-shows/
https://www.newyorker.com/culture/infinite-scroll/the-desperation-of-the-instagram-photo-dump


THE POWER 
AND VALUE 
OF BOREDOM

When everyone is connected and stimulated all 
the time, being bored has become both a luxury 
and a social flex. Brands have  an interesting 
role to play in helping consumers find stillness 
and reset their relationship with media.



DOPAMINE 
FASTING 
(nascent)

Trend 1
LET KIDS BE 
BORED 
(emerging)

REAL MEN 
RAWDOG 
(tipping point)

Trend 2 Trend 3

The ultimate flex for men in 2024 was 
rawdogging long-ȲƦ˯ɤḍȚɤɁȟȲ˚ˊḖḍ²˚ṶˊḍɁʻʌɽɁǓḍ˚ȲƦ˚ḍ
many did it just to post it online, but 
rawdogging is a signal that men want to 
demonstrate the strengths of their minds as 
well as their bodies.

Boredom is character forming again, and 
childhood development experts are 
positively advocating for boredom as a 
ʲȲǯɽʌɶǯɽʌɽḍ̴Ɂ˚ȲɁɽḍǓȲɁɤǝʻǯɽṶˊḍɤɁ̯ǯˊḍ˚ȲƦ˚ḍ
parents should embrace rather than avoid. 

Dopamine fasts and extreme meditation 
are new wellness trends that detox people 
Țʻʌɶḍṵɔ˯ɽɛṶḍˊ˚Ɂɶ˯ɤƦ˚ɁʌɽḖḍšȲɁɤǯḍ˚ȲǯḍˊǓɁǯɽǓǯḍ
behind them is shaky, their popularity 
captures a yearning to reset our 
relationship with stimulation and pleasure

šȲ́Ṷˊḍǯ̯ǯʻ́ʌɽǯḍˊʌḍobessed with dopamine? Ïǯ˚ḍɛɁǝˊḍǊǯḍǊʌʻǯǝḘḍɁ˚ṶˊḍȟʌʌǝḍȚʌʻḍ˚Ȳǯɶ No films, no music, no sleep: Is 'raw-dogging' long flights heroic or foolish?

https://www.dazeddigital.com/life-culture/article/64595/1/the-truth-about-dopamine-tiktok-fasting-feel-good-hormone
https://www.nytimes.com/2023/06/19/well/family/kids-summer-boredom.html
https://www.bbc.co.uk/news/articles/c5y83kj3wg2o


The era of discovery and opennessthat connected the world 
and created phenomena like the digitalnomad is in retreat. In a
world of low growth, job insecurity and increasingdoubt in the 
benefits of innovationssuch as AI,peopleare looking for 
security,protection and limits.The brands and businessthat 
help provide these will find trust and growth.

FROMEXPLORATION 
TO PROTECTION2
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GLOBAL 
CULTURE 
PASSES 
ITS PEAK 

²ɽḍȲɁˊḍǊʌʌɛḍṵFilterworldṶḗḍǓ˯ɤ˚˯ʻƦɤḍǓʌɶɶǯɽ˚Ʀ˚ʌʻḍ
Kyle Chayka ʲ˯˚ḍȲɁˊḍȚɁɽȟǯʻḍʌɽḍ˚ǯǓȲɽʌɤʌȟ́Ṷˊḍ
role in creating a global aesthetic that makes 
going into a café in Bologna or Bogota an 
oddly similar experience. However, this long-
term trend for homogenisation and borderless 
commerce is now going head-to-head with 
anti-globalisation and the desire to return to a 
slower, less tech-intermediated way of living.



Trend 1
AGAINST 
GENTRIFICATION 
(nascent)

GRIMY BEATS 
SHINY 
(tipping point)

Trend 2 Trend 3

²ɽḍƦḍ̴ʌʻɤǝḍ̴ȲǯʻǯḍDȲƦʻɤɁḍŨDŨṶˊḍɁˊḍǓȲƦɤɤǯɽȟɁɽȟḍ
įƦ́ɤʌʻṶˊḍǓ˯ɤ˚˯ʻƦɤḍʻǯɤǯ̯ƦɽǓǯḗḍƦɽǝḍÏʌɽǝʌɽṶˊḍ
hottest restaurant is a Londis selling Gujarati 
Ǔ˯ʻʻ́ḍɁ˚ṶˊḍȲʌ˚ḍ˚ʌḍǊǯḍɶǯˊˊ́Ḗḍģ˚ƦɽǝɁɽȟḍʌ˯˚ḍɁɽḍ
2025 means acknowledging the collapse of 
boundaries between high and low production.

ģ˯ɶɶǯʻḍᶝᶛᶝᶟṶˊḍƦɽ˚Ɂ-tourist protests in Europe 
are just the latest wave of action pushing back 
against gentrification. This will intensify in 
2025, putting pressure on global brands to 
show they appreciate the dynamics of the 
markets where they operate.

Lending your support is no longer a matter of 
ˊȲƦʻɁɽȟḍƦḍɶǯɶǯḗḍɁ˚ṶˊḍƦǊʌ˯˚ḍˊȲʌ̴Ɂɽȟḍ˯ʲḖḍ{ʻʌɶḍ
the growth of mutual aid networks to 
widespread support for unions among Gen-Z, 
a new generation is putting the action back 
into activism. 

CLICKTIVISM
TO ACTIVISM 
(emerging)

[̾ʲɤƦɁɽɁɽȟḍūʌ˯ɽȟḍšʌʻɛǯʻˊṶḍģ˯ʲʲʌʻ˚ḍȚʌʻḍļɽɁʌɽˊThe mis-understood rise of anti-tourism in Europe The joy of embracing chaos

https://www.americanprogress.org/article/explaining-young-workers-support-for-unions/#:~:text=Polling%20data%20collected%20by%20Gallup,Millennials%2C%20approve%20of%20labor%20unions.
https://hir.harvard.edu/the-misunderstood-rise-of-anti-tourism-in-europe/#:~:text=The%20overarching%20reasons%20behind%20the,general%20lack%20of%20adequate%20infrastructure.
https://www.harpersbazaar.com/uk/culture/culture-news/a61660745/brat-summer-antidote-quiet-luxury-perfection/


EMBRACING 
LIMITS 
šȲǯ˚Ȳǯʻḍ˚Ȳǯ́ṶʻǯḍˊʲǯɽǝɁɽȟḍɶʌʻǯḍ
intentionally or limiting their 
ǓȲɁɤǝʻǯɽṶˊḍˊǓʻǯǯɽḍ˚Ɂɶǯḗḍʲǯʌʲɤǯḍ
today are increasingly proud of 
their ability to show constraint. 
They will reward the brands who 
help them live these more 
disciplined lives with their loyalty.



Trend 1
ALCOHOL IN A 
NEW AGE OF 
TEMPERANCE 
(tipping point)

GEN-ŶṶģḍšíęÈḍ
PRAGMATISM 
SPREADS 
(nascent)

Trend 2 Trend 3

Gen-ŶṶˊḍʲʻƦȟɶƦ˚ɁǓḍƦʲʲʻʌƦǓȲḍ˚ʌḍ̴ʌʻɛḍɁˊḍȟƦɁɽɁɽȟḍ
traction. With retirement prospects fading and 
job security uncertain, their preference for long 
careers with breaks, side gigs, and portfolio 
roles is becoming the new normal.

{ʻʌɶḍģ˚ʌʲ˚ʌǊǯʻḍ˚ʌḍṵˊʌǊǯʻḍǓ˯ʻɁʌ˯ˊṶḍ˚ʻǯɽǝˊḍƦɽǝḍ
blunt health studies, drinking habits in the 
global west are shifting from routine to 
intentional. This is an opportunity for drinks 
ǊʻƦɽǝˊḍ˚ʌḍʻǯ˚ȲɁɽɛḍ˚ȲǯɁʻḍʻʌɤǯḍɁɽḍǓʌɽˊ˯ɶǯʻˊṶḍɤɁ̯ǯˊḖ

Digital native parents are rejecting tablet 
parenting in favour of movements like 
Smartphone Free Childhood. While brands 
ȲƦ̯ǯɽṶ˚ḍ́ǯ˚ḍƦǓ˚Ɂ̯Ʀ˚ǯǝḍȲǯʻǯḗḍ[[ṶˊḍļÈḍ
intervention shows room for tech and 
communications to act as allies.

LET KIDS BE 
(PHONELESS) 
KIDS 
(emerging)

A growing number of parents are refusing to give their children 
smartphones Ṗ and the movement is going global Millennials drive no alcohol gains in the US The most annoying thing about young people at work is they 

are very often right 

A%20growing%20number%20of%20parents%20are%20refusing%20to%20give%20their%20children%20smartphones%20—%20and%20the%20movement%20is%20going%20global
A%20growing%20number%20of%20parents%20are%20refusing%20to%20give%20their%20children%20smartphones%20—%20and%20the%20movement%20is%20going%20global
https://www.theiwsr.com/millennials-drive-no-alcohol-gains-in-the-us/#:~:text=Some%2031%25%20of%20Millennial%20consumers,according%20to%20IWSR%20consumer%20data.
https://www.ft.com/content/039ed37a-fb21-4365-a1a2-c2fd1e5a12dc
https://www.ft.com/content/039ed37a-fb21-4365-a1a2-c2fd1e5a12dc


We need only look at our leaders to see how important older people now 
are. In politics, Donald Trump, Lula and Nancy Pelosi are all power brokers 
into their 80s, while the presence and importance of older women in 
culture has never been higher. This shift raises question about our future 
when youthṕthe traditional engineof production and consumptionṕis in
short supply.Where are the opportunities in managingthe needsof an
ageingworld?

LIVING INAN OLD 
WORLD3
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AGEOVATION 
There are now more people over 55 
alive today than there are children 
under five. This changes the 
commercial landscape for everything 
from FMCG to fashion and tech. Smart 
businesses have already started 
reconfiguring products and categories 
that targeted younger consumers to the 
needs of older populations.



Trend 1
NPD TO NOURISH 
AN AGEING 
WORLD 
(tipping point)

MAKING OLDER 
LIFE A WORK 
OF ART 
(nascent)

Trend 2 Trend 3

The bare functionality of 'accessible' products 
often evokes a care home vibe, clashing with 
people living their best lives. This is changing 
with accessible yet stylish designs like 
Remsen's homewares or ʻǓṶįǯʻ́̾Ṷˊ assistive 
hiking trousers.

As demand for formula milk slides, companies 
ʻƦɽȟɁɽȟḍȚʻʌɶḍàǯˊ˚ɤǯḍ˚ʌḍDȲɁɽƦṶˊḍǝʌɶǯˊ˚ɁǓḍǝƦɁʻ́ḍ
giants are reformulating their products to 
deliver optimal nutrition to older adults, 
targeting growing needs such as higher GI 
control.

Smart businesses are already innovating with 
older consumers in mind. FDA-approval for 
AirPods as hearing aids adds a new use case 
for headphones while T-ÜʌǊɁɤǯṶˊḍ˯ʲǝƦ˚ǯǝḍᶠᶠὣḍ
ʲɤƦɽˊḍˊȲʌ̴ˊḍȲʌ̴ḍʌɤǝǯʻḍǓʌɽˊ˯ɶǯʻˊṶḍɽǯǯǝˊḍȚʻʌɶḍ
tech are varied and dynamic.

MATURE TECH 
FOR MATURE 
USERS 
(emerging)

Apple gets FDA authorization to turn the AirPods Pro into hearing aids Nestlé CEO says feeding ageing populations a priority as birth rates fall Meet the Design Company Taking the Stigma Out of Aging

https://www.theverge.com/2024/9/12/24242929/apple-airpods-pro-hearing-aids-fda-authorization?ref=platformer.news
Nestlé%20CEO%20says%20feeding%20ageing%20populations%20a%20priority%20as%20birth%20rates%20fall
Meet%20the%20Design%20Company%20Taking%20the%20Stigma%20Out%20of%20Aging


THE 
FIGHT 
AGAINST 
AGEING 

Pharmaceutical tweakments 
make it easier than ever to 
defy gravity, while popular 
culture is turning on the 
concept of ageing as a fact 
of life to be embraced, 
reframing it as an unfairness 
to be resisted at all costs.

ɽḍƦȟǯɁɽȟḍ̴ʌʻɤǝḍǝʌǯˊɽṶ˚ḍɶǯƦɽḍ
the stigma attached to being or 
seeming old has disappeared. 
If anything, anti-ageing is back.



Trend 1
DEFYING THE 
AGEING 
EXPERIENCE
(nascent)

THE AGE OF 
INEQUALITY
(emerging)

Trend 2 Trend 3

While wealthy consumers hope to avoid 
ageing, the picture is different for those with 
fewer resources. Without action from 
government and business, millions face old 
age in poor health.

D˯ɤ˚ḍȲɁ˚ḍṵįȲǯḍģ˯Ǌˊ˚ƦɽǓǯṶḍǝɁǝḍɶʌʻǯḍ˚ȲƦɽḍ
ʻǯ̯Ɂ˚ƦɤɁˊǯḍLǯɶɁḍÜʌʌʻǯṶˊḍȚɁɤɶḍǓƦʻǯǯʻḖḍ²˚ˊḍ
portrayal of a woman at odds with her age and 
herself revealed deep cultural anxieties about 
ƦȟǯɁɽȟḗḍ̴ȲɁǓȲḍǓʌɶʲƦɽɁǯˊḍɤɁɛǯḍ>ʻ́ƦɽḍÆʌȲɽˊʌɽṶˊḍ
$333 -a-month diet service seek to avert.

Driven by the growing comfort with anti-
ageing therapies for erectile dysfunction and 
hair loss, the andropause market is booming. 
The testosterone replacement therapy market 
in the US alone is set to reach $2.59 billion by 
2031.

THE 
MANOPAUSE 
MAINSTREAMS 
(tipping point )

Testosterone therapy market snapshot >ʻ́ƦɽḍÆʌȲɽˊʌɽṶˊḍƦɽ˚Ɂ-ageing Blueprint is now available The state of ageing 2024: Centre for Ageing Better research

https://www.skyquestt.com/report/testosterone-replacement-therapy-market
https://fortune.com/2024/01/10/bryan-johnson-blueprint-anti-aging-subscription/
https://ageing-better.org.uk/summary-state-ageing-2023-4?_gl=1%2A19bbuky%2A_up%2AMQ..


As the̴ʌʻɤǝṶˊfirst totally onlinecohort ages out of 
their youth, the golden glow that surrounded 
millennialsis fading.What this cohort does next as age 
and experiencechallengesthe valuesthat were
supposed to define their generationwill have far
reaching consequencesfor everyone from employers
and governments to brand marketers.

MIDDLENNIALS4
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LIFE AFTER 
THE GREAT 
UNBOSSING

High layoffs in tech, consulting, 
finance and creative business that 
defined the aspirational working 
culture of the 00s and 10s have hit 
millennial workers hard. This brings 
professional, financial and 
psychological reckonings to a 
generation who believed they could 
find their purpose through 
meaningful work.



Trend 1
TRADLIFING 
(tipping point)

WIDENING 
THEIR 
NETWORKS 
(nascent)

Trend 2 Trend 3

˚ḍƦḍ˚Ɂɶǯḍ̴Ȳǯɽḍ˚ȲǯɁʻḍʲƦʻǯɽ˚ˊṶḍ̴ʌʻɤǝˊḍ̴ǯʻǯḍ
shrinking, millennials are growing their 
personal and professional networks. 47% are 
LinkedIn users, while brands tap into the 
ṵɶƦɛɁɽȟḍȚʻɁǯɽǝˊḍɁɽḍ́ʌ˯ʻḍᶞᶛˊṶḍ˚ʻǯɽǝḍ̴Ɂ˚ȲḍṵįɁɽǝǯʻḍ
ȚʌʻḍȚʻɁǯɽǝˊṶḍ˚ǯǓȲḍƦɽǝḍȟʻʌ˯ʲḍȲʌɤɁǝƦ́ˊḖ

Millennials were set to achieve double-
income equality, but trends like the tradwife 
ideal and the grim 'your body, my choice' 
meme revive regressive gender norms. In 
2025, brands have a chance to build trust by 
showing how they support women.

The safe, well-paid middle management roles 
many millennials aspired to are increasingly 
vulnerable to AI. This is discouraging Gen Z 
from pursuing management and prompting 
79% of AI-savvy millennials to consider less 
automatable jobs.

MIDDLE 
MANAGEMENT 
LOSES LUSTRE 
(emerging)

Millennial managers are getting axed Why are we drawn to the tradwife fantasy? How to make friends in your 30s 


