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Founded in 2006 by the Government of Catalonia and 
ESADE Business School. Our mission is to promote and 

foster innovation in businesses and 
institutions, understanding people’s future needs to 

help detect and disseminate new areas of opportunity 
through: 

 New products 

 New services 

 New business models 

 New communication strategies 

More than simply tracking consumer trends, 
we translate them into opportunities for 

businesses and institutions. 



Creafutur 



VOCCE REPORT

Opportunities for 
innovation inside the 

car

Teens 2010:  com són els adolescents avui i com evolucionaran els seus hàbits de consum 

La distribució 

energètica del Futur  

Outlook 2012:  

Què quedarà 

després de la crisi? 

Canvis al 

consumidor de la 

nova dècada 

Smart Mobility 

Segmentació 

Estratègica 

mercat 

comercial 

El Futur de la 

Formació amb 

suport de 

Tecnologia 

Investigació del Mercat 

Infantil i oportunitats 

El Futur de 

l’Entreteniment  

Escenaris de Futur 

per a noves Oportunitats 

Pg. 4 El Bany del 
Futur   



Relevant 
innovation areas: 
we focus in the 
consumer / user 
experience, using 
Ethnography to 
uncover relevant 
latent needs. 

 

Viable innovation 
areas: the 
identified 
innovation 
opportunity areas 
are aligned with 
the strategic 
objectives and 
capabilities. 

Objectives and 
Capabilities 

social, cultural  
and market  

Trends 

people’s 
uncovered  
latent Needs 

Innovation 
opportunity areas 

5. Our Methodology  

UNDERSTAND 



Tendències Globals 

 



 

1. Demographics 
2. Globalization & economic 
(no) growth 3. Neo-ecology 

4. Individualization & 
customization 5. Knowledge 6. Technology & Connectivity 



Trends: Demographics 
000 Ageing of population Urbanization Growth of World Urban 

Population 
+80
% 

Millenials: new priorities 



Some of our predictions and trends 

 Savings increase: in 5 areas, leisure, fashion, vehicles, home equipment and 
utilities. 

 

 New consumption values:  authenticity and rationality vs. materialism and 
aspiration.  

 

 Increased media consumption: TV, internet and mobile is frequently 
overlapped.  

 

 Participation: consumer-generated & distributed content is growing.  

 

 Meaningful brands: brands are going through difficult time. 

Trends: Economic (No) Growth - Spain 



 

1. Demographics 
2. Globalization & economic 
(no) growth 3. Neo-ecology 

4. Individualization & 
customization 5. Knowledge 6. Technology & Connectivity 



Necessitats de les persones 

 





The 
Three 
Worlds 

The Dazzled Consumer 

The Frustrated Consumer 

The “Citizen” Consumer 



“temo una subida importante en el precio de los combustibles” 

“cada vez utilizo menos el coche y más el transporte público y otros medios” 

“mi próximo coche será eléctrico o híbrido” 

(% de encuestados “totalmente o bastante de acuerdo) 

4. Transporte y tecnología 

Brazil China Spain USA France Germany Sweden 

Brazil China Spain USA France Germany Sweden 

Brazil China Spain USA France Germany Sweden 



Però està canviant alguna cosa 
en el món de l’automoció i el 

transport? 



















Are (Smart) Cities an opportunity? 

SOLVE CITIZEN’S PROBLEMS:  
- CONGESTION  
- PARKING 
- POLLUTION 
- ACCESSIBILITY  
- SAFETY 
 
THROUGH 
- TECHNOLOGY & CONNECTIVITY 
- MOBILITY SERVICES, PRIVATE AND PUBLIC 
- SUSTAINABLE ENERGY SOLUTIONS 
 
…AND MAKE IT AFFORDABLE 
 



www.motitworld.com 
 

http://www.motitworld.com/


T. +34 932 061 750 

F. +34 932 059 611 
www.creafutur.com 

GRÀCIES 
g.ricarte@creafutur.com 

@creafuturcom 
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