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T1 ON THE SUBJECT OF COOLHUNTING 

Coolhunting  is an innovative marketing tool based on observations of the sociocultural context. Research 
results can then be translated to predict future trends. Coolhunting is based on the observation of trends 
and emerging cultural models across various sectors, such as art, design, fashion, media, and even 
cosmetics. This is an applied research approach, using a non-standard, pseudoscientific, longitudinal and 
observational model, whose objective is everything that is ‘cool’, literally ‘fresh’, unseen and nameless, 
fitting into an interesting repetition of appearances. 

The methodologies include: 

- ethnographic tools (the study of contemporary culture in a natural context where groups of people are 
studied from all angles: cognitive, physical and emotional and in their natural surroundings)

-psychological explorations  (the collection of information of a psychological nature relating to the social 
group under discussion, to understand its behaviour and reactions to current events that determine the 
emergence of trending thoughts)

-iconographic research  (the search for images to support coolhunting analysis with cross references to 
the source culture)

t2 The activity of a coolhunter

The work of a coolhunter includes analysing people’s habits, intercepting their current passions and 
pleasures as well as their future desires. 

The coolhunter is a detective of changes in society’s tastes. A coolhunter is a person who repeats the 
mantra: 'where there is a large congregation of ordinary people nestles the germ of a trend'. What is a trend? 



It is the flow of reality that moves at different speeds propelled by social, religious, cultural and economic 
influences … Every flow is a direction, that like a sea wave, can get bigger or break on the shore. When 
something is suddenly ‘in fashion’ it means that more flows have mixed together generating a new mood, 
that a coolhunter must understand how to ride before anyone else…

The coolhunter is the perfect alignment between an idea and the shelves of mass retailers, capable of 
creating a compass that pinpoints the system of esthetic values of the various groups of potential 
consumers. 

t3 A coolhunter’s mantra

Trends have no morals, but people do, and this is the first problem that a coolhunter faces. A coolhunter 
has to keep any personal views at bay and train himself for the unimaginable so as to get a step closer to 
one of the many possible truths. A coolhunter has to learn to keep an open mind. He must know how to 
become like water and fill the shoes of ‘something else’; adopting its shape and stealing its essence is an 
essential part of coolhunting! That said, the analysis of consumer behaviour, changes on the macro and 
micro scene in terms of taste, lifestlye and thought are also key and determine company strategy. 

The activity of coolhunting is, therefore, a curious form of transport that carries you beyond the end of 
the world, to see what is on the other side, from a different standpoint.  

t4 Coolhunting in cosmetics

Coolhunting has proven to be an innovative method of applied research for cosmetics too, whose 
objective is the creation of a state-of-the-art image that represents the company and strengthens its 
identity in the market.

It is composed of a series of activities. There is field work to identify trend hotspots and desk work to 
rework the information gathered, using semiotics, media and generational and intellectual insights. 
Inspiration and observation, are turned into moodboards and invaluable reports. From the cross-
reference of data there emerges a picture of consumer, communication and beauty trends, that 
determine the communication strategies and products of a company. 

T1 From the notebook of a COOLHUNTER: A POLKA DOT FUTURE FOR BEAUTY

What is planet earth if not a dot among the millions of stars lost in the cosmos? What about us? Are we 
ready to lose ourselves in a sea of dots? 

Yayoi Kusama is a very pop, hyperrealist Japanese artist, the most in vogue today, influencing the 
zeitgeist. From Tokyo to Milan, this visionary, who is over ninety years old, was the main attraction with 
her primary coloured dots, to grace the stores of trendsetter Louis Vuitton. Followed by millions of 
followers, playing and infinity, dreaming and nature are what we see in her installations - a total loss of 
sense of space where you rediscover your interior child amongst dotted carpets, rounded suns and 
surreal mushrooms.

The Priestess of dots has always painted dots as a remedy for her neurosis, because in repeating the 
circular shape, she finds peace. Dots serve as an antidote to suffering that works itself deep into the soul 
providing us with relief. This is the reason for her planetary success and fatal attraction. 

The psychoanalyst Jung noted in fact, that during times of war and tragedy, circular shapes like flying 
saucers, appeared spontaneously in night visions irrespective of geographical areas or of any previous 
knowledge on the subject but with a common goal for the sub conscious: to heal all that is broken (fig.1)

From dreams to reality, and the world is coloured in dots precisely at a time when the wellbeing trend 
within the longevity megatrend, finds a place in the search for physical, mental and identity-based 
wellbeing. 

(If it is true that an increase in life expectancy fuels the phenomenon of longevity, how we reach a ripe-old age 
has an important impact on consumer choices in the field of beauty and involves multiple factors. It is no 



coincidence that well-known Kusama, is only one of the exponents of this phenomenon that leads towards the 
idea of a-mortality, an important concept in an ageing-society )

from #coolinsight 

Simplification of shape, like the dots by Kusama, will be translated into a cosmetic goal  whereby a single 
ingredient, with multiple applications, is hyperrealistically extolled. The raw materials that will conquer 
consumers most, will be those that inspire trust and are scientifically proven. If uncertainty rules in the 
subconscious, certainty wins in consumer products. 

…to #cosmetictips

The technology series StrataPhix™ from  is a scientifically approved solution of three active complexes 
POLY, AWS and AOS of natural origin, carefully selected and balanced to deliver a powerful anti-
inflammatory activity to the skin. The action mechanism consists in suppressing the formation of Active 
Caspasi-1, a protein responsible for beginning the cellular inflammation process, with positive results to 
problems such as: photo-ageing, rosacea, acne, retinol dehydration, environmental stress factors, skin 
barrier recovery, post-shaving sensibility, blue light, microbiome and eczema.

Scientific validation finds its place in this new enlightenment style thinking  whereby science is the new 
religion to trust and believe in.


