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“Mommy, where do trends come from?”
Ok, maybe that’s not a commonly asked bedtime question (except in Trendera 
households), but many of our clients do ask us not only where trends come from but 
whether if what they see from their 38th floor corner offices in NYC and Beverly Hills 
might be different from the rest of the country. 
 
In this, The State Of Trends report, we decided to answer that question. But the answer 
is not just about the coast versus the rest of the country, it’s also about income level. 
So we collected data from these different groups to determine how our respondents 
see things. In some ways they felt the same.  For example, what they watch on TV is the 
same, but how they watch it is different. Because (duh) if you don’t have tons of money 
and have only one (or no) laptops you aren’t going to be watching your own private 
Netflix in your bedroom. For a breakdown of this and more, check out special section to 
see where trends really start and how they vary.

And while your holiday vacation may have seemed like a lifetime ago, it is just the 
beginning of a new year, which means a chance to predict the trends to come as well as 
a recap of what has happened in the past year.

So check out our 10 Themes for 2016, like Emogital, in which we speculate whether 
young people may completely replace real emotion with digital emotion, or The Rating 
Game, an evolution of consumer ratings where the tables turn and brands get to start 
rating their consumers. Plus, we look at trends that still matter and marketing that means 
the most. 

Next issue, we’ll tackle whether Santa Clause really exists.

Trendera
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MARKETING THEMES

10 Themes 
for 2016
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It’s no secret that consumers love to rate and review, but what about a society where everything—and 
everyone—can be scored? While rating systems have long been an integral part of recommendation 
engines and the app ecosystem in general, they were almost always relegated to consumers review-

ing their experiences with a brand. Up until recently, the reviewer was always right, and they could 
be the arbiters of a brand’s success. But that is beginning to change. Now, the tables are turning on 
consumers, and brands are gaining more power and control as mutual rating systems emerge. 

Thanks to new rating systems, the traditional brand to consumer relationship is evolving from a one-
way communication to a more complex set of interactions between the two. This presents an interest-
ing opportunity where brands can encourage consumers to impress them enough to allow access to 
their products and services. Last year, infamous app Peeple hinted at what could happen if friends, ex 
lovers, and co-workers started rating each other like restaurants. Meanwhile, China is exploring a life 
scoring system for its citizens that involves collecting and publicizing fiscal and personal information 
to encourage a more honest society. The obsession with rating is undeniable. 
                                                         
And while some manifestations of The Rating Game border on creepy and invasive, others are quite 
appealing: The Milan-based speakeasy 1930 partnered with Tinder to match with hopeful patrons 
who are required to woo the bartender by answering a series of questions to earn an invitation to the 
restaurant. Similarly, new clothing app Stefan’s Head vets users through a text message based system 
to make sure they’re cool enough to don their limited-edition threads. After all, not just anyone can 
wear them.

As ratings become both game and desire for accessibility, they may very well become a new form of 
validation beyond likes, friends, and followers. We want to feel cool enough to have access to an ex-
perience that is rare or limited. We are motivated to show the brand we are worthy of their care and 
attention. Brands, on the other hand, have a unique opportunity to create value around access and 
precisely define their customer base. In short, rating and scoring has become a key part of how we 
reflect upon our culture, and this compulsion is only going to continue in 2016 and beyond.

3the rating game
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bottom lines
Rating and scoring systems may become the dominant way to assess taste, preference, and influence in products as well as peo-
ple. We expect them to continue to expand into different domains of culture in 2016. 

Consumers want to earn the favor of the brands they love. By putting ratings in the hands of brands, consumers will want to prove 
they are cool enough to earn access. However, this may also lead to misleading inflated scores, as people want to rank high in the 
hopes of improving their own scores. 

Ratings systems lead to exclusivity that make brands look more attractive to customers. Limited access leads to a more intimate 
engagement with those invited while still nurturing attention from those that attempt to earn it.

Left: Stefan’s Head is a completely text-based shopping 
app that vets potential users before deciding if they are 
worthy of becoming customers. 

Below: 1930, a Milan-based speakeasy that is 
notoriously hard to get into, partnered with dating 
app Tinder to find the right kind of customer. Hopeful 
patrons were given the opportunity to woo 1930’s 
bartender by answering a series of questions.

Left: Famously and controversially billed as 
“Yelp for people,” Peeple signals one step 
closer to a future where everything and 
everyone can be given a score.

THEMES FOR 2016
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Trends to Note
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Cult of Consumption
In an age of immersive environments or super cool shops, we want our 
stores, restaurants, gyms and entertainment experiences to be all but 
shrines to whatever it is we’re there for. From Anthony Bourdain’s mega 
food market on Pier 57 (opening in New York in 2017 with over 100 food 
vendors), to the never ending lines that form to enter the Supreme New 
York store every Thursday with the promise of new items, to Goop Pop 
Ups, brands and places that offer a cult of consumption will be those that 
succeed in the future.

Safety Last
In today’s world nothing feels safe—not our schools, not our restaurants, 
not our sporting events, and certainly not our information. And this 
understanding has already left a mark on younger generations, who are 
growing up with the assumption that nothing is impenetrable or completely 
protected. They expect that their smartphones, social media, and personal 
information will get hacked at some point. They know that wherever they 
go, they are susceptible to threats. In their minds safety is an illusion, 
and anyone or thing that presents itself as fully safe is not only overly 
optimistic, but also downright delusional.

Health on Steroids
Until we go bionic, we’re just going to have to settle for doing everything 
but steroids to maximize our health, as our obsession with living longer 
and maximizing our youth continues. From organs on chips (no, it’s not 
a new health snack), a new category of device that allows the effects of 
drugs to be tested more quickly by parroting the function of different 
human organs, to holographic healthcare that lets doctors to perform 
virtual surgeries to gain experience and conduct “house calls” anywhere 
in the world, to molecular environment sensors which monitor chemical 
compounds products and information on food and in the air (The Scio 
pocket sensor and the Tzoa have both been funded on Kickstarter), 
to Supershakes offering maximum nutrition with minimal effort, the 
advancements in healthcare make steroids look, well, dumb.

The Six Billion Dollar Man
Forget the Fitbit or using technology to keep track of our health. Moving 
forward, we are going to start seeing technology making us better, faster, 
and stronger. From tech that improves our vision to donning performance-
enhancing exoskeletons like the titan arm, a 3D version that can easily help 
you lift 40 pounds, technology may genuinely make us more superhuman 
than ever. 
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Now Trending
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lifestyle trends

STARTUPS IN 
HAWAII
Hawaii’s tropical climate not only 
attracts vacationers, but recently tech 
entrepreneurs as well. A surprising new 
“start-up state,” Hawaii is on par with 
New York and California in terms of 
growth and was ranked 12th nationally by 
the Kauffman Foundation. The burgeoning industry centers around sustainability and hospitality—both popular in the tropical 
destination—such as algae biofuels company Kuehnle AgroSystems and GreenCar Hawaii, a service providing on demand 
electric cars to hotel guests. The Aloha state has become a go-to spot for college graduates bitten by the start-up bug, causing 
a dramatic housing surge in recent years.  Augmenting the startup-friendly environment, quaint coffee shops and bourgie 
taprooms have popped up as well. With an appealing setting for attracting tech talent and a landscape filled with inspiration, 
we expect to see the start-up growth in Hawaii continue to climb.  

CHROMOTHERAPY
Chromotherapy, or color therapy, is an alternative method that 
uses reactions to color as a treatment for emotional disorders 
such depression, insomnia and stress. The concept is that different 
colors correspond to different moods (e.g. yellow for focus or green 
for balance) and altering the shades around people will also alter 
their emotions. The unconventional medicine is gaining mainstream 
popularity among hyper self-aware consumers eager to be more 
in touch with themselves. Eyewear brand Crown & Flint recently 
recognized this growing trend and launched a Kickstarter campaign to 
create strategically colored glass lenses that evoke different emotions. 
The swappable lenses will theoretically allow the wearer to “hack their mood” depending on the shade. In the era of 
Instagram, consumers are no stranger to the power of a filter and they just might appreciate the opportunity to literally see 
the world through rose-colored lenses. 

HIGH FIDELITY DATING
Love is just a swipe away, and unfortunately so is infidelity. With 2015 plagued by the 
Ashley Madison hack and rampant celebrity divorce, consumers are craving the currently 
unattainable in dating: commitment and trust. A recent study estimated that 42% of all 
Tinder users are in a relationship.* But don’t go deleting your Pinterest wedding board just 
yet. A counter trend is brewing among weary monogamists looking to ensure their partner’s 
faithfulness. Apps and services catering to those seeking serious committed relationships are 
always growing. The Dating Lounge, created by a professional matchmaker, screens users to 
filter out the cheaters. Additionally, mainstream dating app Hinge pulls Facebook relationship 
information to explicitly call out cheaters, keeping their percentage of coupled-up users 
below two percent. And for those in existing relationships looking to ease their philanderer 
paranoia, there is the aptly titled app, Monogamy. Though still in the concept phase, the app 
binds couples’ smartphones together to make everything visible and cyber cheating virtually 
impossible. 
*GlobalWeb Index 2015
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entertainment trends

POP STARS GET DIGITAL
In this era, the Internet and the various social media 
platforms serve as a legitimate forum of social 
interaction: We tell jokes on Twitter, gossip on 
Facebook, misbehave on Snapchat, and throw shade 
on Instagram. Tapped-in artists and cultural icons are 
referencing these nuanced Internet activities in their 
music, giving them cultural cred with their fan bases. 
Drake, arguably the king of Internet culture, addresses 
the realities of living in a hyper-connected, heavily 
technology reliant world in his rap lyrics. Whether he’s 
talking about getting “texts from a center-fold,” the 
etiquette surrounding the infamously annoying read 
receipt (on which he says, “I ain’t reply, let her know 
I read it though”), or the jealousy inciting act of going 
through your significant other’s phone (“she gon’ be 
upset if she keep scrollin’ to the left”), Drake gets it. 
Beyond his words, the 29-year-old rapper has a tattoo 
of an emoji that fundamentally changed the meaning 
from high five to praying hands. And while we don’t 
think everyone needs an emoji tattoo on their forearm, 
it is important that brands accurately depict consumers’ 
realities, which, in case you didn’t know, are increasingly 
digital. 

TV LABS
While collecting data has always been a great way 
to get consumer feedback, typical ratings and 
numbers aren’t providing content creators with the 
information they need to entertain today’s fickle 
viewer. To really delve deep into the core of what 
attracts audiences, networks and cable providers 
are getting super scientific, developing labs to better 
understand what viewers like and the responses 
their content elicits. Not only do they want to study 
what audiences are watching, they want to know 
precisely which aspects of the content are grabbing 
their attention. Viacom and Comcast are both 
building TV Labs to collect biometric data tracking 
things like gaze patterns, facial movements, and 
heart rate. By taking these measurements, they avoid 
lengthy questioning and get right to the heart of the 
physical response. Ideally, by creating content with 
the minute details that consumers love, they will 
be able to create material that’s worth viewers’ full 
attention.
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food trends
BIOREGIONS
Wanting to be conscientious with 
their food choices, consumers 
have increasingly begun to care 
about the environmental impact 
their food’s cultivation process. 
This year, we’re going further 
than organic and local as people 
begin to look for food grown in 
bioregions, or areas they originally 
grow in nature. The primary draw 
of bioregions is that they help 
restore and preserve smaller 
ecological systems in an area, 
preventing over farming and the 
deterioration of local species. 
So far, the effects of bioregion 
farming have been demonstrative: Native prairie grasses are being restored in the 
Kansas Area Watershed Bioregion, while Northern California’s Shasta Bioregion is 
making progress renewing its salmon population. Meanwhile, other bioregions are 
generating renewable energy sources, like the Cascadia Bioregion’s use of wind and 
geothermal energy and the sunny Sonoran Desert Bioregion’s use of solar. With a 
growing number many fervent participants, we’re excited to see bioregions take hold 
across the country. 

OMAKASE 
COCKTAILS

As the American palate becomes more adventurous, people are welcoming culinary experiences that encourage them to give 
up control in favor of menus that have been well thought out by experts from start to finish. The newest iteration of this trend 
is Omakase cocktails, a series of drinks delivered in sequence to comprise a total experience. Los Angeles’ The Walker Inn in 
Koreatown has offered this style of cocktail service since its opening in May, while trendy Manhattan bar Death + Company 
serves themed Omakase cocktail courses like the “Pacific Coast Highway,” which channels smoky and salty sea flavors paired 
with the “Wet Hot American Summer,” a cocktail evoking campfires and lemonade. This trend is feeding into consumers’ desire 
to have a new experience that is predestined to be a good one, ensuring that we’ll be seeing other restaurants following suit.

NOW TRENDING
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technology trends
MULTISENSORY 

STORIES
Virtual and augmented reality certainly made 
headlines last year, but in 2016, people will be 
looking for even more immersive experiences 

that engage multiple senses to captivate them. 
Ken Bretschneider wants to take the virtual 

experience beyond sight with The Void, a 
tactile gamming adventure center. The Void 

consists of 360 square feet rooms built for VR 
accompanied physical play, during which users 
will literally run, jump around, and be “chased” 

by villains in a video game. Stella Artois also 
engaged multiple senses by creating an immersive 

experience at the Toronto International Film 
Festival. The beer brand threw an event called 

“Sensorium,” where they paired each dinner 
course with complimentary sounds, scents, and 
sights, effectively captivating their patrons. The 
multitasking consumer is increasingly becoming 
desensitized, and as a result, they’re hungry for 

experiences that elicit a truly sensational reaction. 

TECHNOLOGY TO AVOID
We’ve said it before; today’s consumers are flooded with content from brands, friends, and trusted curators, and simply keeping 
ads at bay is no longer enough. Now, consumers are looking to avoid all things irrelevant to them—even from sources they 
choose to follow. Facebook is looking to cater to this need, easing users’ breakup woes with their new relationship tool, which 
keeps users from seeing unwanted updates from their exes. Rather than having to block an ex, Facebook will prompt users 
with options that limit the number of status updates, pictures and videos people see from their exes upon the changing of 
their relationship status. But some, like Julio Castillo, are looking to block more than just their exes. Tired of the omnipresent 
Kardashian clan taking up his newsfeed, Castillo created the Kblocker app, which blocks mention of anything and everything 
Kardashian related from the user’s iPhone. Fans of the app flooded Castillo with requests for a Trump blocker, which he 
released in November to the delight of many. With content production at an all time high, we expect to see more software 
emerge that allows consumers to control exactly what they want to see.

NOW TRENDING
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Right
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YULE LOG 2.0
An Updated Holiday Tradition gives a 
Stodgy Brad Cool Cred  
WHAT IT WAS:
Actor (and Scotch lover) Nick Offerman stars in a comically 
long advertisement for Lagavulin titled “Yule Log,” in which 
he peacefully enjoys a glass of smoky whisky by a roaring fire 
for 45 minutes straight. Part of a larger sponsored web series 
between Offerman and the liquor brand titled “My Tales of 
Whisky,” the spot commemorates the 49th anniversary of 
the first Yule Log video (that infinite loop of logs burning 
in a fire place), which premiered in 1966. This time around, 
Lavagulin offers a modern take by playing up Offerman’s sig-
nature hyper-masculine persona, best embodied through his 
character Ron Swanson in Parks and Recreation. Audiences 
dwell in the ironic awkwardness of Offerman gazing into the 
camera as he silently slips his drink for the better part of an 
hour, ensuring it will take the place of the traditional Yule 
Log video at many holiday parties.   

WHY WE LIKE IT:
Not only did Lagavulin successfully reimagine a nostalgic holiday hallmark, its over-the-top duration and depiction of masculini-
ty resonates with a post-gender audience that is currently craving extremes in entertainment as well as advertising. 

CONFESSION 
SHED
Event Marketing That Tapped into Emotion 
and the Brand’s DNA  

WHAT IT WAS:
In order to promote their new flower delivery service, 
London-based greeting card service Moonpig created a 
garden-inspired installation at British retail center One 
New Change. As part of the campaign, Moonpig had 
“gardeners” hand out free flowers and invite passersby 
into a “Confession Shed,” which also doubled as a photo 
booth. People were encouraged to confess someone they 
would like to send thanks, apologies, or love, as Moonpig 
printed out their photos and messages and featured them 
throughout the garden. As a reward for speaking what was 
on their hearts, participants were also entered into a drawing 
to win a free floral delivery. 

WHY WE LIKE IT:
This cathartic campaign gave people an easy opportunity to experience a deeper moment during their busy shopping-filled 
day, elevating Moonpig’s installation from yet another marketing pop-up to an opportunity to help consumers get more in touch 
with themselves.

BRANDS DOING IT RIGHT
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JOHN 
BOYEGA

Peckham, London, 23

What you’ve seen him in: 
Numerous movies such 
as Attack the Block (2011), 
My Murder (2012), and 
Imperial Dreams (2014). 
Boyega was also featured 
in both the July 2011 
edition of “UK Stars of 
Tomorrow” and Forbes’ 
“30 Under 30: Hollywood 
& Entertainment” list.

What’s next: You’ll see 
Boyega starring in the 
newest Star Wars movie, 
securing his status in 
the limelight. He is also 
set to lend his voice to 
the character of Dutch 
Nickelodeon’s new UK 
animated children’s series 
Tinkershrimp & Dutch.

MILLIE 
BRADY

Hampstead, North 
London, 21

What you’ve seen her in: 
Gracing the small screen 
in ITV’s Mr. Selfridge, 
staring as Joan Collins 
in the big screen film 
Legend (2015) and 
stealing the cover of the 
July 2015 issue of Tatler 
magazine.

What’s next: Brady will 
join a long roster of other 
British heartthrobs in 
the cheeky Pride and 
Prejudice and Zombies 
in February and then 
she will be back as Jude 
Law’s daughter in Knights 
of the Roundtable: King 
Arthur in July. She was 
also recently cast in her 
first brand campaign for 
Miu Miu. 

JUAN PABLO 
RABA

Colombia, 39

What you’ve seen him in: 
Multiple television series 
in Latin America, the 
Netflix hit Narcos, ABC’s 
Agents of Shield and the 
recent film about the 
Chilean mine collapse, 
The 33 (2015). 

What’s next: When 
not busy championing 
multiple social and 
environmental causes, 
Raba is wrapping up post 
production on the thriller 
Shot Caller, with Lake 
Bell. 

ALEXANDRA 
SHIPP

Pheonix, Arizona, 24

What you’ve seen her in: 
Starting out as KT Rush 
on the Nickelodeon 
series of the same name, 
Shipp has been busy 
for a young actress 
also playing Aaliyah in 
Lifetime’s biopic and Ice 
Cube’s wife in Straight 
Outta Compton.

What’s next: Shipp will 
be taking over the role of 
Storm from Halle Berry 
in the next X-Men movie, 
X-Men: Apocalypse, and 
joining Lucy Hale in the 
indie comedy Dude.

MAKENZIE 
LEIGH

Texas, 25

What you’ve seen her in: 
While this year Leigh 
starred on the big screen 
in the indie drama James 
White (2015), she is more 
recognized for her work 
on the small screen 
where she starred on 
the NBC mini-series, The 
Slap and currently plays 
underworld siren, Liza, in 
Fox’s Gotham.

What’s next: The former 
model scored the role 
of Faison in Ang Lee’s 
forthcoming film Billy 
Lynn’s Long Halftime 
Walk. 

actors & actresses
THE IT LIST
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OVER

Prepping photos 
for social media can 
be challenging, but 
thankfully Over was 
designed specifically 
for this. Helping people 
perfectly polish their 
pics, the new version of 
the app (it’s third) gives 
users a variety of photo 
editing tools such the 
ability to overlay text (its 
signature feature), art, 
and filters. Additionally, 
Over offers preset sizes 
for each social media 
network, ensuring 
each edit is perfect for 
whichever medium it’s 
intended. A popular 
app among younger 
audiences in particular, 
Over is one worth adding 
the arsenal. 

MUSICAL.LY

If you’re a fan of 
Instagram, Vine, or 
Dubsmash, you’ll most 
likely want to download 
musical.ly. The app 
makes it easy to create 
and share music videos 
with friends with a host 
of powerful yet easy-
to-use editing tools. 
But it’s not just a video 
creation app— musical.
ly also functions as its 
own social network, with 
the ability to participate 
in contests as well as 
follow and interact with 
fellow users and other 
noteworthy people on 
the platform. While 
currently limited to iOS, 
demand for the free app 
is so overwhelming that 
it’s bound to expand onto 
other platforms soon. 

BRIGHTEN

Developed by a couple 
of students at Bucknell 
University, Brighten 
is a semi-anonymous 
compliment app that 
allows users to post 
positive messages in an 
effort to brighten the 
lives of others. Unlike 
other anonymous apps, 
users must friend each 
other before they’re 
able to comment or 
read what others have 
commented about them 
(hence semi-anonymous). 
However, it still has a few 
commonalities with Yik 
Yak and Secret in that 
usage is very high among 
teens and cyberbullying 
still runs rampant. While 
it’s clear that anonymous 
apps are still highly 
appealing to this younger 
demographic, we’ve yet 
to see one succeed in 
keeping the bullies at bay. 

DOWNWELL

Downwell is the latest 
highly addictive game 
to top app store charts. 
Created by a young 
Tokyo-based developer 
named Moppin, the 
premise of the game is 
simple: A curious man in 
a park decides to explore 
a nearby well. Knowing 
monsters are inside, he 
straps on gunboots and 
descends into the abyss, 
killing monsters and 
collecting treasure as he 
goes. With its Game Boy 
throwback styling and 
repetitive nature, this 
game is poised to take 
the place of Candy Crush 
and Flappy Bird—at least 
for a little while. 

LEVL FITNESS 
TRACKER

Forget estimates for 
steps taken and calories 
burned. This fitness 
tracker has the unique 
ability to use breath 
to accurately track the 
amount of fat burned 
over the course of a 
workout, allowing users 
to see which exercises 
work best for their body 
and fitness goals. LEVL’s 
tracker calculates the 
fat burned by measuring 
the amount of acetone 
exhaled, one of the 
most reliable ways to 
determine this metric. 
Launching in early 2016, 
the app is poised to 
be a huge hit among 
professional and amateur 
athletes alike. 

digital download
THE IT LIST
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lost in emoji

smiling face with open 
mouth and cold sweat
  1. happiness 2. relief

smiling face with 
sunglasses
  1. it’s sunny 2. coolness, “swag”

upside down smiley 
face
  1. silliness 2. pretending to be okay 
   when you’re not

face without mouth
  1. blank 2. no comment

smiling face with horns
  1. evil smirk 2. “muahaha”

loudly crying face
  1. really sad 2. so cute you can’t stop 
   crying

extraterrestrial alien
  1. alien 2. weird

tired face
  1. tired 2. weariness for a time when you 
   just can’t even

speak-no-evil monkey
  1. speak no evil 2. embarrassed/face-
   palm

see no-evil monkey
  1. see no evil 2. embarrassed/face-palm

prayer hands
  1. high five 2. folded hands 3. prayer

nail polish
  1. painting nails 2. sass

dancer
  1. salsa dancing lady 2. confident 
   feminine attitude

tongue
  1. sticking your tongue out 2. attraction

person raising both 
hands in celebration
  1. celebrate 2. hallelujah

dancing girls
  1. two girls dancing 2. twinning

information desk 
person
  1. help person 2. hair flip

camera
  1. camera 2. photo credit

crystal ball
  1. crystal ball 2. vibes 3. supernatural
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Trends will come and go, and the questions on everyone’s 
minds are always the same. Where do they start? How do they 
start? Why do they start? How can I start one? The answer, 

unfortunately, is that there is no easy answer. Most come from a 
combination of factors. And it totally depends on what type of trend it 
is. 

As a rule of thumb, trends typically start with people who are tired with 
the status quo—often times with people who have too much money or 
too little money. Those with too much money look to try something new, 
experiment, and have the resources to do so frequently. Those with too 
little money have to be creative, resourceful and inventive. 

Trends also tend to start with people who are in areas that are tolerant 
of new ideas and new things. As you’ll see in our statistics, while trends 
don’t ONLY start in larger cities, they do tend to begin there, as those 
communities tend to be more accepting of different cultures, different 
lifestyles, and new ideas. Trends also tend to emerge where there 
are groups of young people, so in towns heavily populated by college 
students, as young people are typically interested in trying new things 
and looking for new ideas. 

As for how to make a trend stick, well, there’s no blanket rule. But we 
do know that lasting trends typically tap into something people are 
feeling and represent a mood or emotion. Cupcakes, for example, had 
a moment not only because Sprinkles designed a highly stylized store, 
created great flavors and cultivated a cult celebrity clientele, but they 
came along at a moment when people wanted a personal dessert 
experience. The trend was not just the cupcake, but also the emotional 
need it fulfilled.

Our hope is that this report takes the cake (or cupcake shall we say) in 
showcasing the various stages in the trend cycle: where they emerge, 
the kinds of people who are spreading them, and ultimately how 
marketers can make them accessible and yet still personally relevant to 
larger audiences. 
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Overall, Johnny Depp (20%), Leonardo DiCaprio
(14%), and Dwayne “The Rock” Johnson (12%) were
the most popular actors among all samples.
• That said, compared to the High Income sample, 

Johnny Depp (22% v. 21% v. 17%), Dwayne “The Rock” 
Johnson (13% v. 13%. v. 9%), and Hugh Jackman (8% 
v. 6% v. 4%) were significantly more popular among 
National respondents.

Overall, Jennifer Lawrence (31%), Sandra Bullock (16%), 
and Angelina Jolie (11%) were the most popular actresses 
among all samples. 
• However, compared to the Coastal sample, Jennifer 

Lawrence (33% v. 27% v. 31%) was significantly more 
popular among National respondents.

Overall, the most popular YouTubers were Pew Die Pie 
(13%), Jenna Marbles (8%), Miranda Sings (6%), Lindsey 
Stirling (6%), Shane Dawson (6%), and Smosh (6%). 
• However, Michelle Phan was significantly more 

popular among the Coastal Sample (3% v. 6% v. 3%).

One in four respondents overall agreed that they can 
always find something to watch online for free, so why 
pay for it?

The most popular music streaming services were 
YouTube (61% overall), Pandora (free) (46% overall), and 
Spotify (free) (29% overall).
• That said, Coastal and High Income were significantly 

more likely to use Apple Music (14% v. 21% v. 24%) 
and SoundCloud (11% v. 18% v. 15%) for their music 
streaming.

The High Income sample was significantly more likely to 
be into Fantasy Sports (26% v. 26% v. 34%).

Social Media
If you’re on the coast, and you think everyone is on social 
media all the time, it may be because you’re on the coast. 
Next time you’re in the middle of the country, look up, 
because you might get a different view when people 
are a little more concerned about their data plans. 
Ultimately, it appears Coastal markets are driving the 
most social engagement. 

The Coastal sample was significantly more likely to say 
that they’re:
• Using Instagram more (36% v. 43% v. 38%) and 

checking it daily (33% v. 40% v. 34%).

In our ivory towers, we see things one way, but what 
does the rest of the world think? Does everybody watch 
entertainment on the go? Have all teenagers conquered 

bad hair, acne, and hormones? And ultimately, does 
everyone think like we do? (Spoiler alert: NO!) We set 
about to explore the similarities and differences in our 
increasingly connected world, and here’s what we found: 

Unless noted otherwise, statistics are reported as 
(National% v. Coastal% v. High Income%)

Entertainment
When it comes to entertainment, WHAT they watch is 
relatively similar. 
• For all samples, the most popular shows were 

consistent among all samples, with The Walking Dead, 
The Big Bang Theory, Family Guy, The Voice, Shark 
Tank, and America’s Got Talent earning top marks.

• Across the board, channels with respondents’ 
favorite programming were Netflix and YouTube. Even 
though these aren’t technically TV channels, people 
increasingly view them as such. 

However, HOW they watch is a different story. 
• The Coastal sample were significantly more likely to 

watch content on mobile devices, including phone, 
computer, and tablet. Furthermore, they were 
significantly more likely to watch movies on a laptop 
over a TV. 

• Meanwhile, the High Income sample was much more 
likely to watch content on a TV, most likely due to 
them being older. 

• The National and High Income sample were 
significantly more likely to use RedBox to rent movies 
(22% v. 17% v. 23%) than the Coastal sample. 

STAT HIGHLIGHTS
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