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URBANIZATION

*The Economist, Global City Populations, 2016
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Companies are willing to go to great lengths to attract and keep talent.
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CO2 Emissions by Sector
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Big Data Virtual Reality Artificial Intelligence

DISRUPTIVE TECHNOLOGY



The Game-Changing  Impacts
of the Driverless Car
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260 million
CARS, MOTORCYCLES AND BUSES IN THE U.S.

The automobileas we knowit
–gasoline- and diesel-engine  
powered – will be largely  
obsolete by2030.

Transportation & Logistics

Statista, 2015

Why Cars as We Know Them May Disappear by 2050

Fiscal Times, 2015

THE CURRENT STATE OF THE CAR
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The average car in  the
U.S. is not utilized

OF THETIME

95% 5%
UTILIZATION

“Today’s Cars Are Parked 95% of the Time”

Fortune, 2016

THE CURRENT STATE OF THE CAR
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Roadways will become  
more pedestrian oriented  
as curbside parkingspaces  
become obsolete and  
streets narrow.

“To the Future: What Do Driverless Cars Mean for Road Design?”

SEH

IMPACTS OF THE DRIVERLESS CAR
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There’s an incredible
opportunity  totake our streets 
back.
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COMPETITION FOR TALENT



In the
competition  for
talent...
the workplace
must put peoplefirst.
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EMERGING
TECHNOLOGIES



Tablets take off with the launch of Apple iPad*

Launch of the Amazon Kindle*

Sony LIBRIé * arguably the first e-book reader, launched

Launch of first mass market home P C and P C modem

First laptop, the Osborne* is built

Intel 4004, the first commercial processor, is launched

Sales of laptops overtake desktop PCs for the first time

First connected mainframe is born

First web-based email service, Hotmail* is launched

World Wide Web is born

Google* founded

Facebook* is founded

Intel is founded

Introduction of the first smartphone, the Palm Kyocera*

Launch of Xbox LIVE*

First connected games console, the Sega Dreamcast* is launched

B M W * manufactures first connected ca r

B M W * offer full in-car internet

First connected smart energy meters are available

First connected TV, the Roku Netflix* player, is available

Launch of Google TV* and best-seller Freebox Revolution
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& 4 billion people by 2020
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31 billion devices
and 8.4 billionpeople  
will be connected to  
the internet by 2020.



EMERGING TECHNOLOGIES



EXPERIENCE
ECONOMY



PEOPLECOMETOWORK  
FOR THEEXPERIENCE.



In-between  
time isn’t  
wasted time

Purpose  
Matters

Inspire and  
connect

Everyone  
is doing  
everything,
everywhere

4
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The New Creative Workplace

1. Attracts and retains
talent

2. Encourages collaboration

3. Inspires creativity

4. Promotes wellbeing



RISE OF
THE CITY



With the rise
of  the city...

the workplace  
must harness
the  power of
urban.
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IN  
RETAIL



EMERGING TRENDS
Our clients, across every sector, face critical challenges to meet their goals.
In  our research, we noted three key themes that impact design at every
scale:

EXPERIENCE  
IS KEY

Thriving requires  
continuous learning,  
agile processes, and  
personalization so  
that usage, purpose,  
and performance
can  evolve.

In the age of
algorithms,  it is the 
human factor—
informed by data—that  
will be the true key to  
our clients’ success.

SPEED OF  
CHANGE

RISE OF  
HUMANS

DESIGNTRENDS 2018

The intangibles of  
experience, like  
authenticity and  
immediacy, are driving 
a  new economy. There 
is  a demand for
immersive  experiences 
driven by  choice and 
met with  wonderment.



Retail Centers
DESIGN FORECAST

Here’s how we’re solving for  
tomorrow’s problems today.

ESSENCE OF  
ENGAGEMENT

DESIGNING  
TIME

COMMUNITY  
ENRICHMENT

PURPOSE &  
MISSION



DESIGN FORECAST

Retail Centers

To restore 
balance,  Retail 
needs to  engage 
all senses. Westfield Century City Los Angeles, CA, USA | © Gensler



DESIGN FORECAST

Retail Centers

To respond to  
customer 
expectations,  
developers and Cities
need to evolve to 
deliver  a unifed 
experience  that 
integrates the  physical, 
digital, and  mobile
environments



DESIGN FORECAST

Westfield Century City Los Angeles, CA, USA | © Gensler

Retail Centers

COMMUNITY  
ENRICHMENT

Create communal spaces  
dedicated to the idea of  
inclusionary prosperity  
to monetize the art of  
conversation.

Institute a year-round,  
daypart agenda of signature  

events that will patina in the  

minds of the community.



PURPOSE &  
MISSION

It is about heart share, not  market 

share. Connect the retail  
experience to the need of leaving  
something behind that
makes this a better world.

Experiences tend to meet more of  

consumer’s underlying psychological  

needs and often shared with other  

people, giving a greater sense of  

connection and form a bigger part  

of our sense of identity.
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