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Introduction: Between Turmoil and Transformation

Whenyouturnonthenewsourworldseemsin turmoil. Yet,individuallyweseemto
be strangely resilient. A look at major global psychologicalsurveys,say, from
Eurobarometeror WPPrevealsanodddichotomy.

Ontheonehand,48 percentof respondentsgloballyworryaboutthecost of livingт
in otherwords: about their personallife situationand their personalfuture. On the
otherhand,theexistentialthreatsof thepolycrisisтwar,climatechange,violenceт
arementionedfar lessfrequentlythanin 2024.

Havewe simplygottenusedto permanentcrisis?Orhavewe founda wayto shield
ourselvesfrom it? Theevidencepoints to the latter. 45 percentof respondentssay
they'reprioritizingmentalhealthmorethana few yearsago. 41 percentaresleeping
more. 38 percentare spendingmore time in nature. We'reinvestingin resilienceт
whetherthroughretreatsthat fortify bodyand mind or throughmindful living. The
objective: to becomelessvulnerableto dailystress.

So, on the one hand we are becomingincreasinglyresilient. On the other we are
feeling more and more helpless. Two-thirds of people say they struggleto find
meaningin everydaylife. 86% perceiveour society as increasinglyselfish and
fragmented. Andthe flood of AI-generatedcontent,aptly called "AI-slop", makesit
harder and harder to distinguishtruth from lies. Thus,an increasingnumber of
peopleworryaboutFakeNews.

This dilemma between pessimism and optimism is particularly striking in
Switzerland. In 2020, the Swissrankedthird in the UNWorldHappinessReport. By
2025, the country had dropped to No. 13. This is remarkable for a nation
synonymouswith stability and prosperity. And yetтor perhapsbecauseof it т
Swiss solidarity is growing. Volunteeringis up 45 percent and donations have
increasedby 65 percent in the sameperiod. Whenindividualcertaintiesfade the
senseof Communityseemsto grow.

This dichotomy between disorientationand new community, between techno-
logicaloverloadandcreativebreakthrough,betweenexhaustionandthe hungerfor
authenticexperienceis thebackdropfor the15 trendsin thispresentation.

These trends demonstrate how we're dealing with decay by turning it into
aesthetics. How we'recreatingnewconnectionsto people,to ideas,to technology.
How we're redefiningluxury,unleashingcreativity,and redistributingresponsibility.
How we're learning to let loose without destroyingourselves. And how we're
attempting to integrateartificial intelligenceinto our lives without letting it strip
awayourhumanity.

Thefollowingtrendsare forecasts,not certainties. They'rebasedon what's visible
today and what might emergefrom it. Somewill intensify,others will fade, and a
few will collideor canceleachotherout entirely.

Peter Petermann

Yet howeverthese trendsmightplay out in
the yearsto comeтone thing is "for sure,"
asEmmanuelMacronsoeloquentlyput it.

Only if you understand the changes in
culture, technologyand consumerbehavior
will yoube able to definehow to steeryour
brandsuccessfully.

With this in mind I hope you'll enjoy this
report.



The numbers 
behind the trends
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Switzerland is dropping in happiness т
but becoming more helpful towards others.

Country Happiness -
Rank 2025

Happiness -
Rank 2020

Finnland 1 1 -

Denmark 2 2 -

Iceland 3 4

Sweden 4 7

Netherlands 5 5 -

Costa Rica 6 16

Norway 7 6

Israel 8 12

Luxemburg 9 8

Mexico 10 36

Australia 11 11 -

New Zealand 12 9

Switzerland 13 3

Belgium 14 20

Ireland 15 15 -

+45%
+51%

+65%
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Quelle: UN World HappinessReport 2025



What we expect from brands.

Brands should make
more of an effort to speak

to people like me. 74%
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3 Mega-Trends 2026

New
Sensibility

Generative
Reality

Embracing
the Crisis



Resillience 
Lifestyle
Resilience as a status symbol:  
strengthening your mental and 
emotional health is becoming a 
lifestyle product.

ChenotPalace in Weggis



Statususedto bewornonthewrist andhavea namelikeRolexor IWC. Today,youcanshowit off onyour
ring finger. The Oura Ringis an elegantsmart ring that tracks you body vitals and can display your
resiliencescorein real-time. It is anexampleof a growingindustryof lifestyleproductsandservicesthat
helpyouto buildpsychologicalstrengthandyouroverallresilience. Andas always: wherethereis a new
lifestyle,therearenewstatussymbols.

"ResilienceLifestyle"is the commercializationof inner strength. And it's big business. Britain'sEstelle
Manoroffersa four-dayresilienceretreatacross85 hectaresanda 3,000-square-meterspaтat luxury
prices,naturally. At the Scorpiosresort in Bodrum,Turkey,the "AegeanAwakening"promisesresilience-
buildingeffectsdownto thecellularlevelтstartingat CHF10,000perperson.

Once famousas the "Sanatoriumof Europe,"Switzerlandhas also joined the party. ChenotPalacein
Weggistrains cellular resiliencethroughcryotherapyand altitude simulation. Waldhotel Bürgenstock
createsstresshormoneprofilesfor guestsundermedicalsupervision. And if you'dratherstay at home
youcanbookcoursesfor breathingtechniquesandcold plungingfrombiohackerssuchasRolfDuda(aka
"Peakwolf"). Longevityappsandlongevitydiningexperiencespromiseto extendyourlife. Neuro-cosmetic
brandssuch as Swisslineand Valmontdeployactive ingredientsdesignedto improvecommunication
betweenskinandnervoussystem,fortifyingyourfaceagainstenvironmentalstress.

Why this matters: Tobesure,"ResilienceLifestyle"is a luxurytrendrightnow. But it is a manifestationof
ourneedto becomemoreresilientin the faceof thepolycrisis. Andit is onlya matterof timebeforeit hits
the mainstream. Whetherthroughproductsor contentmarketing: brandsthat helppeoplebecomemore
resilientwill strikeanerve.

Therapyat ChenotPalace: preventionandlongevityfor 7,000Francs

TheOuraRing: anelegantwearablewith yourpersonalresilience-score

"LongevityKitchen": cookingclassesat Hilti ZürichLi
nk
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Resillience 
Lifestyle
Resilience as a status symbol:  
strengthening your mental and 
emotional health is becoming a 
lifestyle product.

https://www.chenot.com/de/chenot-palace/weggis/programmes/prevention-and-ageing-well/
https://ouraring.com/de/store/rings
https://hiltl.ch/produkt/longevity-kitchen-1/


of GenZ want to 
invest more into 

their mental health.

48%

IcePlunging with "Peakwolf" Rolf Duda

Source: WPP (global data)



The ability to spot truth and lies 
in a world full of AI-slop is 
becoming increasingly crucial.

Satirical  short video by artist Patrick Karpiczenko

Truth
Literacy



Switzerlanddoesn'texist. At least that's what a videoclaimedwhenit went virallast May. It evenquoted
DonaldTrumpattemptingto buySwitzerland(greetingsto Greenland). Thereveal: it wasa workby artist
PatrickKarpiczenko, createdfor thereopeningof theWinterthurPhotoMuseum.

Obviously,the video"Switzerlandis fake"is satire. But it hits a nerve. Moreandmorepeoplesimplydon't
know what to believe anymore. Globally, 70% of internet users say artificial intelligencemakes it
impossibleto distinguishtruth from lies, accordingto Statista. And 58% of Swissrespondentstell the
Federal Statistical Office they've encountered content online they believe was false or at least
questionable.

ToolslikeMeta'sVibeor OpenAI'sSora2 generatevideos,images,andtext at a qualitythat canfool even
trainedeyes. Theinternetis floodedwith syntheticfaces,inventedevents,andperfectlyfakedmoments.
Theliehasneverbeenmoreconvincing.

But resistanceis forming. There'stechnology: Adobe,Microsoft,BBC,Google,OpenAI, and Meta have
formed the Coalition for Content Provenanceand Authenticity(C2PA). Theyare developingan open
standardthat tagsdigitalcontentwith proofof origin. Thinkof it asanutritionlabelfor media.

And at universitiessuch as Cambridgeand ETHZurich's Media TechnologyCenter, researchersare
developingpsychologicalmethodsto "inoculate"peopleagainstfakecontent and build strongermedia
literacy.

Whythis matters: Inaworldwhererealandfakeareincreasinglyindistinguishable,verifiableauthenticity
createsthe most valuableasset of all: trust. Especiallyin Switzerland,wherecredibility is part of the
brandDNA. Transparencyof originbecomesastrategicadvantagefor brands.

"Switzerlandis fake": asatire-videoconfusesthenation

C2PA: nota droidfromStarWarsbutanewstandardfor content

The"BadNewsGame"fromCambridge: an"inoculation"againstFakeNewsLi
nk
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Truth
Literacy
The ability to spot truth and lies 
in a world full of AI-slop is 
becoming increasingly crucial.

https://www.youtube.com/shorts/Vmd-QdSaz6U
https://c2pa.org/
https://www.getbadnews.com/en


Source: Bundesamt für Statistik, 2025

of all Swiss believe 
they have been 
exposed to Fake 

News on the internet.

58%

SWI Swissinfo: fake claimesabout the end of Swiss neutrality



Generative 
Reality
Infinite, adaptive worlds and 
endless storytelling ςnow possible 
thanks to GenAI.

DatalandMuseum forAI Art



Whatif anartworklookeddifferentdependingon whostoodin front of it? At the DatalandMuseumfor AI
Art in LosAngeles,that's alreadyhappening. Artist RefikAnadolusesa "LargeNatureModel" to create
worksthat continuouslyreinventthemselves. Thus,everyvisitorexperiencesadifferentexhibition.

"GenerativeReality"is morethanthe nextstageof AI. It's a paradigmshift revolutionizingnot just art, but
gaming,industry,and evenSwisswatchmaking. Thanksto genAIand exponentiallygrowingcomputing
power,theworld is becomingadaptiveandpersonalized.

GoogleCloud is workingon somethingthey call "LivingGames"wherestory, characters,and universe
adapt to each player. They'repartneringwith KlangGames,who deploy hundredsof thousandsof
autonomousgamecharacterscalled"Seedlings"that interactwith eachotherandwith players. NVIDIA's
AvatarCloud Enginebringsdigital avatarsto life. And MGM strategistDanaeKokenosis askingTHE
question that Hollywood is currently obsessingover: "How do we allow people to have different
experienceswith theirfavoritecharactersandƚƣŸƖŔĲƚењ

At ETHZurich's"AugmentedCreativity"project, researchersare buildingsystemswhere AI generates
environmentsbasedonuseractions. Siemensin Zugiscollaboratingwith NVIDIAto createdigitaltwinsof
entire factories, optimizing real-world economy through simulation. And Schaffhausen-based
manufacturerH. Moser& Cie. offers the "Genesis",a hybridwatch with a QRcode embeddedinto the
sapphirecrystalprovidingaccessto adigital,generativeecosystem. Naturally,thewatchis soldout.

Why this matters: The audiencebecomes the co-author. The line between consumerand creator
dissolves. Brandsmust personalizeto stay relevant. In communicationand, more importantly, in the
omnichannelexperience.

Artgeneratedbythemachine: L.A.'s DatalandMuseumfor AIArt

ETH-professorBobSumneron"AugmentedCreativity"

The"EndeavourGenesis"byH. Moser: ahybridtimepieceLi
nk
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Generative 
Reality
Infinite, adaptive worlds and 
endless storytelling ςnow possible 
thanks to GenAI.

https://dataland.art/
https://augmentedcreativity.ch/
https://h-moser.com/product/endeavour-centre-seconds-genesis-1200-1238/


Viture"The Beast": super-stylish XR glasses

Are we seeing the end of screen and 
mouse? More intuitive interfaces are 
revolutionizing the interaction with 
the digital world.

New Interfaces



Arewe witnessingthe endof the screenandmouse?Wearabletechnologiesandintuitiveinterfacesare
revolutionizinghowhumansandmachinescommunicate.

Theflood of ARandXRglassesat this year'sCESin LasVegaswas impossibleto miss: XReal, Ray-Ban
Meta,LLVision, andInmoAir3 arejust someof thebrandsshowingusthat displayswill soonfloat directly
in frontof oureyes. Butit getsevenmoreintuitive. Naqi's"NeuralEarbuds"looklikemobileheadsetsfrom
the '90s butcanactuallyrecognizegesturesto controlotherdevices.

Neuranics' new "MiMiG" wristbandsdetect the wearer'shandmovements,enablingintuitiveinteraction
with the digital world. And "Vocci" is an AI-powered smart ring that records and transcribes our
conversationsat thepressof abutton.

Naturally, these new wearablesneed to look ultra-sleek. Consequently,companies like Viture and
Amazfitare partneringwith prominentdesignersfrom lifestyleand fashionto givetheir devicesserious
stylecredentials. CES2026in LasVegasmarkeda turningpointwheretechnologyincreasinglyfadesinto
thebackgroundanddeviceform("design-first")becomesmoreimportantthanpuretechnicalspecs.

Why this matters: Brands must adapt their communicationand user experiencesto these new,
seamlessinterfaces. Storytellingneedsto fit into augmentedrealities,and marketingneedsto create
product- andbrand-experiencesbeyondtraditionalscreens. Innovatehereor fall behind.

TheBeastbeforeyoureyes: theXR-glassesbyViture

Aheadsetthatallowsgesturecontrol

AmazfitActiveMax: asmartwatchwith styleLi
nk
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Are we seeing the end of screen and 
mouse? More intuitive interfaces are 
revolutionizing the interaction with 
the digital world.

New Interfaces

https://www.viture.com/product/viture-beast-xr-glasses?color=Jet+Black&size=Regular+%28IPD+64.0%C2%B16.0+mm%29
https://www.naqilogix.com/
https://de.amazfit.com/products/active-max


Generation 
Droid
An army of artificially generated 
companions is becoming part of 
our lives.

Tilly Norwood in "AI Comissioner"



Lil Miquelastartedit a decadeago: a virtualmodelwith millionsof followers. Everyoneknewshedidn't
exist. Andyet peoplelovedherтor maybebecauseof that. Today,AI-generatedpersonalitiespopulate
our feeds,our screens,our playlists. Britishcomedytalent TillyNorwood. SpanishfitnessmodelAitana
López. Virtual pop star Noonoouriwith a record deal at WarnerMusic. Theyand manyothers are the
"GenerationDroid."

But the truly radicalshift is happeningin our personallives. On platformssuch as Replikaand DigiAI,
peoplecancreatedigitalcompanionsfor emotionalsupport. Youcanevenexperienceromanticintimacy
with theseAI-personalitiesтor at leastyoucould. Replikahassinceshutdownthat function,to the fury
of manyusers. Millionsworldwidehaveconversationswith AIthat they'dneverhavewith anotherhuman.
Under the hashtag#aitherapy,Gen Z shares on TikTokhow ChatGPThas replaced their therapist.
#Aitherapistsarealwaysavailable,withoutjudgment,andinfinitelypatient.

Thisshift is not without dangers. TheDigitalSocietyInitiativeat the Universityof Zurich,for example,
studies how quickly people form emotionalbonds with digital avatars. Theanswer: disturbinglyfast.
Swissexpertsfrom Pro Juventuteto EPFLare watchingthis trend with mixedfeelings,warningthat AI
hallucinates,doesn't protect data, and can't replace human empathy in real crises. The emotional
Tamagotchisoothesloneliness. It doesn'thealit.

Why this matters: Whenpeoplestart trustingAI figureslike realpersonalitiesit fundamentallychanges
the logic of brand ambassadors,communitybuilding,and customer relationships. Thequestion isn't
whetherbrandswill deploysyntheticpersonalities. Thequestionis: how. Andwherethey will draw the
ethicalline.

TillyNorwoodin "AICommissioner"

"TrueCompanionship"fromdigi.ai: adigitalsubstitutefor companionship

EPFL-researchontherisksof AI-relationshipsLi
nk
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Generation 
Droid
An army of artificially generated 
companions is becoming part of 
our lives.

https://www.youtube.com/watch?v=3sVO_j4czYs
https://digi.ai/
https://www.epfl.ch/schools/cdh/intelligent-systems-ethics-group-2/


Entropism & 
Apocalyptic 
Glamour
The aesthetics of decay 
empower a creative 
renaissance.

"Anti-Ruin" by OZRUH & ETH Zürich (on display at Biennale)



Theworld is falling apartтbut it looks damn gooddoingso. What used to be the buildingblocks for
dystopiannightmareshas now becomeaesthetic inspirationand aspiration: shreddedfabrics, rusting
structures,moldysurfaces. Decayis nolongertheendpoint. It's therawmaterialfor creativity.

Thisspirit manifesteditself artistically at the VeniceBiennale. "Anti-Ruin,"an installationby collective
OZRUHin collaborationwith ETHZurich, imaginedrubble not as a monument to loss but as living
architecture. London'slegendaryBarbicanArtGallerycurated"DirtyLooks: DesireandDecayin Fashion"
andshowcaseddystopiaontherunway.

DesignerDilara[ŕŰĬŕťŸŌũƨpresentsfashion that's torn, stitched togetherand torn again: beautyas a
woundthat is to beworn. Inhis last show,fashionmogulRickOwenssentmodelsdownthecatwalkwho
wouldn't lookout of placein the newestMadMaxfilm. BritishlabelVollebakelevatesdystopianchic to a
functional level, designingclothing conceivedfor survival in extremeenvironments. Eventhe beauty
industryisembracingapocalypticglamourandthehashtag#dystopianmakeupis trendingonTikTok.

Thiszeitgeistis no accident. In an era of multiple crisesтclimate, politics, existentialтthe creative
industryprocessesour collectiveanxietyby wayof aestheticization. Entropismis the elegantanswerto
theuneaseof thepresent.

Why this matters: In Switzerlandprecisionandperfectionarecultivatedlike nowhereelse. Deliberately
brokenand unfinishedaestheticscan becomea powerfuldifferentiator. Brandscan reachan audience
thatvaluesgrittyauthenticityfarabovepolishedsuperficiality.

Newstructuresfromrubbleandash; Anti-Ruin

DystopianChic: RickOwens'Spring/Summershow2025

DirtyLooks: dystopianfashionat BarbicanArtGalleryLi
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Entropism & 
Apocalyptic 
Glamour
The aesthetics of decay 
empower a creative 
renaissance.

https://ozruh.co.uk/anti-ruin
https://www.youtube.com/watch?v=JaFx5UrqiQY
https://colechi.com/dirty-looks-desire-and-decay-in-fashion/


Rick Owens, Spring/Summer 2025

"Maybe dirt can 
be a kind of 

liberator for us, 
going forward."

Karen Van Godtsenhoven
Lead Curator, Dirty Looks



Aston Martin Aramco Formula One҈Team x Glaize

FanXtension

Athletic disciplines are 
attracting new fans and 
thus unlock new potentials 
for merchandising.



Threeoutof fournewFormula1 fansarewomen. Thisisn't a footnoteтit's amarketrevolution. According
to a recentsurveywith over100,000 respondentsfrom 186 countries,the grandstandsof the F1 racing
worldarefillingwith newfans. Insteadof the traditional,testosterone-drivenclientelethesenewfansare:
female,young,digitallyconnected.

And they representseriouseconomicpotential for beauty,fashion,and lifestyle brands. Beautybrand
Glaize, for example,is collaboratingwith Aston Martin and now offers nails in a RacingGreen,the
motorsport legend'siconic color. Thebrand CharlotteTilburyis partneringwith the F1 Academy,the
Formula1 racingseries for women. La Roche-Posaypresenteditself as the skincarepartner at the
AustralianFormula1 GrandPrix. EvenfashionretailerPacSunis ridingthe trendandis bringingfeminine
cuts to amerchandisemarketthat stagnatedin baggyunisexformatsfor decades.

Parallelto this,theWNBAis exploding,enablinglucrativedealsfor femaleathletes. A'jaWilson,oneof the
league'sstars,dropsa sneakerthat sells out in underfiveminutes. CaitlinClark's$28 million Nikedeal
sets new standardsfor athletecollaborations. AndKimKardashian'sunderwearbrandSKIMSbecomes
theofficialunderwearpartnerof theWNBA.

Othertraditionallymale-dominatedsportsarealsobroadening: golf,sailing,andespeciallyfootball. Who
wouldhavethoughtfiveyearsagothat Pradawouldeveroutfit a football team?Thenewcollectionfor the
Chinesenationalwomen'steam was just unveiled,and the messageis clear: wherenew fans emerge,
newmoneyfollows.

Why this matters: TheSwissluxuryand precisionindustry,from watchesto sports equipment,has a
new, affluent target audienceright on its doorstep. Anyonestill thinkingof sports sponsorshipand
collaborationsasamaledomainismissingoneof thedecade'sbiggestaudienceshifts.

AstonMartinXGlaize: "Highoctanemeetshighbeauty"

A'jaWilson'sA'Onesneaker@Nike: "MysignatureshoeiseverythingI need"

Pradaoutfits for theChinesenationalwomen'sfootballteamLi
nk
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Athletic disciplines are 
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for merchandising.

https://www.glaize.co/blog/aston-martin-aramco-formula-one-team-x-glaize-nails
https://www.nike.com/a/nike-aja-one-release-info
https://wwd.com/fashion-news/fashion-scoops/prada-new-outfit-china-womens-national-football-team-2026-1238562461/


Whanganui River in New Zealand

Nature as IP

New projects are giving Mother 
Nature a kind of "copyright" 
and thus allow for financial 
compensation for the 
use of natural resources.


