
WGSN’s forecasts in action – from the moment we spotted 
the trends to when they hit mainstream



2014
As consumers start to acknowledge the 
need for balance between nature and 
industry, our Confluence A/W 15/16 
and Eco Active S/S 16 themes highlight 
terracotta and earthy hues as an 
important material and colour 
coming into focus.

The September edition of Maison & 
Objet 2014 sees the emergence of 
terracotta and clay, featured across  a 
growing number of product categories.

2015
We call out terracotta tones as a key colour 
direction for 2015, confirmed by a Trend 
Alert as well as by the ever-directional 
Milan Design Week that year – where a 
growing number of designers experiment 
with marrying this ancient material with 
the latest technologies. 

As we develop our forecasts, Artisan A/W 
16/17 highlights terracotta and clay as two 
key directional colours for 
the season.

Tactile 
Terracotta

2017
Terracotta enters new territories, including 
architecture, as we call out in our Advanced 
Colour 2022, while our inspiration report 
on Australian Interiors highlights an earthy 
pigmented direction as key from walls to 
furnishings and matte, dry ceramics. 

2016
The message carries on strong with 
the Earthed A/W 17/18 nature-focused 
palette. A broader audience is starting 
to take interest in the appeal of 
terracotta thanks to its earthy and 
tactile qualities, and we include it as 
a key material as well as a key colour 
for the year. 

2019
Terracotta is here to stay. Etsy 
calls out Burnt Orange as its colour 
of the year. Its relevance is 
confirmed in yet another WGSN 
key colours report, and Milan 
Design Week highlights how 
designers and brands are starting to 
push the material s̓ boundaries 
towards unexpected applications 
that experiment with its decorative 
yet functional qualities. 

2018
2018 marks must-have status for 
terracotta. Pinterest reports in July 
that searches for it had gone up 95% 
since January. WGSN lists terracotta 
as a driving material and colour in 
both the Buyersʼ Briefing S/S 19 Key 
Items as well as the Colour Ranges: 
Key Directions reports. 

2020
We confirm our forecast predictions 
as terracotta explores raw and 
artisanal designs, also at the last 
Maison & Objet. According to Domino 
magazine, Pinterest states that 
terracotta bedrooms are seeing 
a 341% increase YOY. 

Google Trends visualise how in the 
past 5 years the interest in terracotta 
has remained steady worldwide, with 
an all-time high in May 2020. Our 
Restorative Colour report calls out 
how its tactile and natural qualities 
have a restorative effect on anxious 
consumers, and bring warmth and 
comfort to interiors. 

https://www.wgsn.com/content/board_viewer/#/50415/page/15
https://www.wgsn.com/content/board_viewer/#/149646/page/3
https://www.wgsn.com/content/board_viewer/#/54063/page/17
https://www.wgsn.com/content/board_viewer/#/54063/page/17
https://www.wgsn.com/content/board_viewer/#/56034/page/6
https://www.wgsn.com/content/board_viewer/#/56034/page/6
https://www.wgsn.com/content/board_viewer/#/62897/page/1
https://www.wgsn.com/content/board_viewer/#/62897/page/1
https://www.wgsn.com/content/board_viewer/#/58148/page/14
https://www.wgsn.com/content/board_viewer/#/56224/page/3
https://www.wgsn.com/content/board_viewer/#/56224/page/3
https://www.wgsn.com/content/board_viewer/#/73956/page/10
https://www.wgsn.com/content/board_viewer/#/73956/page/10
https://www.wgsn.com/content/board_viewer/#/75654/page/3
https://www.wgsn.com/content/board_viewer/#/64033/page/14
https://www.wgsn.com/content/board_viewer/#/63576/page/9
https://www.wgsn.com/content/board_viewer/#/63429/page/4
https://blog.etsy.com/news/2018/trends-were-watching-for-2019-idealism-is-out-and-reality-is-in/
https://blog.etsy.com/news/2018/trends-were-watching-for-2019-idealism-is-out-and-reality-is-in/
https://blog.etsy.com/news/2018/trends-were-watching-for-2019-idealism-is-out-and-reality-is-in/
https://www.wgsn.com/content/board_viewer/#/81800/page/7
https://www.wgsn.com/content/board_viewer/#/83477/page/14
https://www.wgsn.com/content/board_viewer/#/83477/page/14
https://www.wgsn.com/content/board_viewer/#/81348/page/8
https://www.wgsn.com/content/board_viewer/#/81348/page/8
https://www.wgsn.com/content/board_viewer/#/81764/page/9
https://www.wgsn.com/content/board_viewer/#/81764/page/9
https://www.wgsn.com/content/board_viewer/#/87962/page/5
https://www.wgsn.com/content/board_viewer/#/86097/page/10
https://www.domino.com/content/terracotta-pinterest-trend/
https://trends.google.com/trends/explore?q=terracotta
https://www.wgsn.com/content/board_viewer/#/86813/page/6


2020
The start of the year sees Covid-19, lockdown and 
a consumer fear of food scarcity. Modern Victory 
Gardens demonstrates how consumers use their 
gardens to grow their own food in a move towards 
self-sufficiency – a long-term trend.

The ONS reveals how time spent gardening has 
risen by 147% to 39 minutes a day.

The love of greenery is here to stay. City dwellers 
continue to find creative ways to fit more plants 
within their spaces, both as decoration and as a 
mindful, self-care activity – as shown in our Plants in 
Small Spaces report.

With a look to the long term, The Power of Plants 
investigates plants as the green key to future 
innovations via research by pioneering scientists, 
technologists and designers. 

2017
After the 2016 US election
and Brexit, consumers retreat inward 
and reinforce the hygge trend. Our 
Plants & The Well Home explores how 
consumer focus has shifted to 
wellbeing and slow living, and the 
health benefits of plants.

2016
The Fertile Interior highlights the 
growing popularity of plants in home 
interiors and decor, especially amongst 
Millennials, functioning as a way to 
add mindfulness and personality to 
their homes.

Plants at Work discusses how designers 
tap into plantsʼ ability to lower stress 
and lengthen attention spans, simply by 
integrating greenery within office and 
public spaces.

2018
Pinterest calls out air-purifying plants 
as a top trend for 2018, with searches 
up 270%. The Window Jungle shows 
how urban consumers make room for 
hanging displays and tiny herb 
gardens, and how brands tap into the 
growing small-space cohort.

Plant Power: Merchandising & 
Display demonstrates how retailers 
– from boutiques to big-box stores – 
are winning consumers with plants. 
Even non-plant brands such as 
Glossier and Mansur Gavriel 
use plant giveaways as a way to 
add an experiential element to 
customer interactions.

The Growth 
of Plants

2019
According to the 2019 Garden Trends Report, 30% of US 
households bought at least one plant in the past year. Our 
Must-Have Plants outlines key species, accessories and 
styling for buyers, merchandisers and marketers.

Craft & DIY: Indoor Plant Trends highlights how the plant 
and DIY markets collaborate to offer an entirely new sector 
of crafting. The Botanical Home shows how consumers 
invest in greenery beyond plants via print and pattern.
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Oat Milk
Back in 2014, WGSN forecast the mainstreaming of plant-based lifestyles amid 
consumers’ growing allergy, health, sustainability and animal welfare concerns.
 By 2018, plant-based food sales growth was ten times that of all retail foods – 
with oat milk becoming the fastest-growing plant-based milk in the US and UK.  

In 2020, WGSN Food & Drink analyses oat milk’s future in our 
Trend Curve: Oat Milk report.      

WGSN reports that growing consumer 
familiarity with plant-based meat 
substitutes is serving as a catalyst for 
category expansion, pointing to alt-dairy 
as a rising star.

From pea protein-based alternative meats to 
creamy non-dairy substitute oat milk, WGSN 
predicts the mainstreaming of plant-based and 
reducetarian lifestyles and dairy-free product 
alternatives in its Food Industry Evolution and 
Modern Milk reports.

WGSN calls out oat milk in its A/W Key 
Flavours & Ingredients report.

By December, Oatly sells out nationwide 
in the US, with die-hard fans paying more 
than $200 to snap up a case on Amazon.

Competitors jump on the opportunity and 
develop new brands for the alt-milk 
market. 

WGSN names oat milk in its 10 Key 
Food & Drink Trends for 2019 report, 
and predicts the rise of animal-plant 
blends, from oat milk-based ice 
cream-style non-dairy frozen desserts 
and vegan chocolate bars, to lactose- 
free dairy/plant-based hybrids.

US retail sales of oat milk continue
to rise, reaching $84 million,
up from $4.4 million 
in 2017.

WGSN predicts the coronavirus 
pandemic will further accelerate 
the plant-based trend. By 
mid-March, oat milk weekly sales 
are 347% higher compared to the 
same time last year.

The global dairy alternative 
market is expected to hit over $38 
billion by 2025, growing at a CAGR 
of 15% from 2020, in part driven by 
the entrance of Oatly to China.

WGSN’s New Brews coffee report 
name-drops Swedish alt-milk brand 
Oatly as an emerging go-to in  
European cafes. The product 
launches across the US. 
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2020
In 2020, the home hub accelerates as the 
pandemic hits lifestyles worldwide and 
people are forced to spend most of their 
time at home. In May, we highlight the rise 
of Domestic Cosy, a comforting and 
relaxed home and lifestyle direction that 
points to the future of the trend.

As lockdowns lift, these new habits stay in 
place, and in late 2020, Accenture declares 
the 2020s "the decade of the home".

2017
In 2017, we explore the emotional 
landscape of home, and how the 
meaning of home is deepening and 
evolving for consumers. "Home 
means sanctuary: time to go home."

Ikea makes waves at Milan Design 
Week 2017 with its biggest ever 
presence – taking over a 3,500 sq m 
warehouse for six days of home-
focused hangouts and workshops.

2015
In 2015, we published Housewarming: 
“Houses are turned into safe havens; 
comforting and cosy, but also 
welcoming to others.” That same year, 
Snapchat is on the rise, and vloggers 
begin hosting house tours that open up 
their bedrooms, bathrooms and even 
fridges for the world to see.

2015 is also the year of the rise of 
co-working spaces. WeWork is 
expanding globally, and co-working 
spaces begin to pop up inside stores and 
hotels, with a need for these spaces to 
feel more homely and welcoming.

2018
2018 sees D2C start-ups 
converge on the home: new 
brands including Feather, 
Harth, Buffy, Inside Weather, 
Made In and Year & Day all 
gain buzz for selling cosiness 
and encouraging JOMO.

The Home Hub 2019
In 2019, we confirm the home hub trend as 
long-term research shows weʼre gradually 
spending more time at home, with 18 to 
24-year-olds spending 70% more time 
there. Enabled by technology, consumers 
are increasingly bringing out-of-home 
activities into the home.

We forecast the home hub as one of our 
Big Ideas for 2021, advising brands to 
“move into this fast-growing area of 
lifestyle spending, and seize the 
opportunity to extend ranges and expand 
offerings intelligently”.

At the end of 2019, Pinterest includes the 
home hub as a key trend in the Pinterest 
100 for 2020, highlighting increased pins 
and searches around home and nesting.
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Adaptogens
In 2016, WGSN forecast that Western audiences 
would turn to adaptogenic plants amid growing 
interest in all-natural health boosts, stress and 

anxiety relief, and ancient healing ingredients known 
for centuries by global cultures. By 2018, Ayurvedic 

ashwagandha ranked among the 40 top-selling 
ingredients in the US mainstream retail channel.

In 2020, WGSN applied machine learning and data 
analytics to chart adaptogens' future in

WGSN Trend Curve: Adaptogens as immunity 
demands increased due to Covid-19.

WGSN’s Mood Food
report cites the specific 
mood-enhancing properties of 
adaptogenic reishi and Cordyceps 
mushrooms while its New 
Wellness Foods report calls out 
Ayurvedic ashwagandha root. 

WGSN names adaptogens 
as a top wellness trend for 
stress relief and mood 
elevation, as early adopters 
spread interest in ancient 
healing ingredients and 
alternative medicines.

WGSN cites the mainstreaming of 
adaptogens to relieve stress and 
boost immunity and mental clarity, 
including herbal superstars 
ashwagandha, ginseng and rhodiola.

In its Food & Drink Innovations and 
10 Key Food & Drink Trends reports, 
WGSN calls out new brands 
including Mud\Wtr, Kin Euphorics 
and Recess, which are positioning 
adaptogen-infused canned drinks as 
alternatives to alcohol or coffee.
 

WGSN reports that 
pioneering brands are 
moving adaptogens into 
new categories with latte 
mixes, wellness shots, 
ready-to-drink coffee, hot 
chocolate and sparkling 
sodas in its Shaking up 
Soft Drinks report.

US sales of ashwagandha 
grow in both natural and 
conventional herbal 
supplement channels.

WGSN predicts the coronavirus 
pandemic will accelerate the 
adaptogens trend, with 
applications evolving to fulfil rising 
demand for immunity-boosting 
food and drink.

By April 2020, the volume of 
adaptogenic online retail products 
increased by 63% in the US and 
19% in the UK compared to the 
same time last year. The number 
of brands with adaptogens rose by 
45% in the US and 16% in the UK 
over the same time period.

WGSN calls out the use of 
adaptogenic reishi mushrooms 
in wellness supplement 
powders, tinctures and 
beverages for stress and 
anxiety relief in its Earthy Food 
& Drink report.
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Korean 
Cuisine & Flavour

Korean cuisine has been growing in popularity among Western 
audiences since the mid-2000s, thanks to Korean-American 

chefs David Chang (Momofuku) and Roy Choi (Kogi Taco Truck), 
combined with Millennials’ love of bold, global flavours.

Since 2016, WGSN has tracked Korean barbecue, kimchi and 
gochujang, a spicy chili paste. In 2020, we document the 

expansion of Korean cuisine from food trucks to the frozen food 
aisle in Key Trend 2020: Korean Cuisine Evolution.

WGSN’s Key Flavours
& Pairings predicts 
gochujang will gain 
momentum as bold spice 
increasingly appeals to 
Millennials and Gen Z.

In its Earthy Food & Drink 
report, WGSN states 
consumers will be 
attracted to traditional 
food production 
techniques and seek 
complex flavours like 
those of fermented foods, 
highlighting Mother In 
Law's DIY kimchi kit.

WGSN charts 
restaurants exploring 
global cuisines and 
predicts global flavours 
will enter home kitchens, 
along with specialist 
equipment like Korean 
dolsots (stone pots for 
rice dishes).

Datassential Menu 
Trends reports 
gochujang mentions 
on menus have grown 
nearly 300% between 
2015-2019. In the UK, 
Statista reports 27% of 
respondents believe 
Korean cuisine to be 
“very popular”; 38% say 
“quite popular.”

WGSN’s Barbecue 
Food Trends 
forecasts more 
global flavours in 
barbecue, noting 
condiments are an 
easy way 
consumers can 
experiment with 
flavours from 
around the world, 
like Korean kimchi.

2018 Winter Olympics in 
Pyeongchang, South Korea 
coupled with Gen Z and 
Millennial love for  K-Pop, 
K-Beauty and authentic 
global foods propel the rise 
of Korean barbecue and 
kimchi on restaurant 
menus in the US, according 
to The NPD Group.

Kraft Heinz partners 
with David Chang on 
Momofuku Ssäm 
Sauce, a co-branded 
gochujang spread in 
Original, Spicy and 
Smoky flavours.

Key Trend 2020: Korean 
Cuisine Evolution charts 
the expansion of Korean 
cuisine from restaurants to 
packaged foods including 
frozen meals, condiments 
and snacks.





Turmeric
Back in 2015, WGSN forecast the mainstreaming of turmeric among 

the Western audience, noting its rise in the wellness market as a 
healthful, flavourful booster for soups, marinades and drinks including 
turmeric tea and lattes, having already been used in Asia for hundreds 
of years. By 2019, the Ayurvedic and immune-boosting ingredient led 
the wellness market, with sales accelerating even further in the wake 

of the 2020 coronavirus pandemic

WGSN highlights turmeric 
in marinades, sauces, 
soups and seasonings in 
its Key Flavours & Pairings 
report, pointing out its 
health benefits

WGSN publishes 
Tumeric Time, a Key 
Trend report dedicated 
to the versatile spice. 
Google includes 
turmeric in its 2016 
Trend Report

Turmeric is one of 
mass grocery’s 
“hottest ingredients 
with $11bn in sales in 
the year ended July 7, 
2018”, according to 
Nielsen, while sales of 
fresh turmeric show a 
five-year CAGR of 76% 
to 2018.

With 118% annual growth 
in mass and 32% annual 
growth in the natural 
channel, turmeric with its 
key component curcumin, 
is a standout ingredient, 
according to figures from 
the American Botanical 
Council.

WGSN names turmeric 
in 10 Key Trends for 
Food & Drink for 2017, 
highlighting its 
superfood status, 
anti-inflammatory 
benefits and 
centuries-old affiliation 
with Ayurvedic medicine.

Turmeric is the top-selling, 
natural channel herbal 
supplement with $50m in 
sales and 12% YoY growth. 
In the west, turmeric ranks 
fifth with sales of $32.5m 
and 47% growth, according 
to the American Botanical 
Council.

WGSN tracks the 
rise of turmeric in a 
broadening range of 
CPG drink products, 
from drinkable 
health shots to 
soups.

WGSN once again 
calls out turmeric by 
name in its 20 Trends 
for the 2020s report.

Turmeric sales surge 
as consumers seek 
immune-boosting 
functional foods in 
the midst of the 
coronavirus 
pandemic.



Rosé Wine
WGSN Lifestyle & Interiors highlights the change of 

mindset around the colour pink, and how it is 
beginning to shrug off its feminine associations.
We forecast this would mean a change for pink 

drinks in general, looking at rosé as well as cider, pink 
lemonades and cocktails.

The team identifies the rise 
of rosé wines at trade shows 
including Imbibe Live!, 
specialised in drinks.

British supermarkets 
confirmed that in the 
previous year, rosé was 
dubbed more popular 
than prosecco for the 
first time.We confirm the 

trend, with rosé 
wines doubling 
in the UK.Tracked new 

changes in the 
marketing of rosé 
wine – brosé and 
frosé in particular.















Access WGSN consumer insights and trend forecasts to 
tap into the opportunities that creating the right product 

at the right time can bring to your business.
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