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Abstract 

The current consumer markets are rapidly changing on multiple dimensions because of altered 

socio-cultural values, increasing digitalization, growing consciousness of sustainability, and 

fluctuating economic conditions. The present study explores the possibilities of achieving 

sustainable competitive advantage through the effective integration of business strategy with 

emerging consumer trends. In this research, Consumer-Trend Strategic Alignment (CTSA) 

framework was developed and tested using the mixed-method approach, including the 

structured survey of 260 managers and brand executives in 52 consumer-oriented organizations, 

combined with 30 semi-structured interviews. Through Structural Equation Modeling (SEM), the 

hypothesis that consumer trend sensing positively affects strategic alignment (β = 0.55, t = 5.89,  

p < 0.001), which, in its turn, positively impacts market performance (β = 0.60, t = 6.74, p < 0.001) 

was confirmed. Furthermore, the roles of firm size, industry turbulence, and digital maturity as 

moderators were revealed (β = 0.24, t = 2.61, p = 0.010). The mean scores of constructs' measures 

ranged between 3.85 and 4.18, which indicated a high level of strategic orientation within the 

participating organizations. In addition, the results also reveal that firms that have high levels of 

consumer insights and digital integration are able to respond to changes in consumer 

expectations and thus become more flexible and adaptive to changes. The paper provides 

theoretical contributions in terms of strategic alignment by proposing the CTSA model, and also 

offers some practical implications to managers who want to align their innovation and marketing 

strategies with consumers. 

Keywords: Consumer Trends; Business Strategy Alignment; Market Performance; Strategic 

Foresight; SEM; Digital Transformation; Competitive Advantage. 

I. INTRODUCTION 

Never before has the velocity of consumer trends been so rapid. In less than a decade, 

digitalization has revolutionized retailing, streaming has taken over broadcasting, sustainability 

has shifted from being marginal to mainstream, and the COVID-19 pandemic has condensed 

several years' worth of behavioral changes into just a few months' time (Lestari, 2023; Louro, 

2023). For management, the challenge becomes twofold: not only is strategic success dependent 

on the ability to understand the new trends, but there also emerges an opportunity for gaining a 

competitive advantage by responding to these trends faster than the competition can  

(McColl-Kennedy et al., 2018; Teece, 2018). 
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It is generally understood that strategic alignment, defined as the degree of fit between 

strategic decisions and the use of resources within the competitive environment, is one of the 

main performance drivers (Grewal & Roggeveen, 2020). However, while most definitions of 

strategic alignment refer to the congruence between the company's business units and its 

strategies, rather little attention has been paid to the degree of congruence between strategy and 

the evolving consumer trends (Nambisan, 2018; Verhoef et al., 2015). The current research seeks 

to fill that void by defining strategic alignment in a different way, as the ability of an organization 

to detect and react to consumer trends (Romano & Conti, 2024; Homburg et al., 2017). 

There are multiple drivers underlying consumers' behaviors and preferences in terms of their 

interaction with products and services. Sociocultural changes affect consumers' beliefs, values, 

and self-concepts; technological advancements impact modes of consumption; economic factors 

influence willingness to pay; environmental concerns transform consumers' product 

expectations; and demographic changes affect market segmentation. Companies capable of 

capturing signals across these multiple dimensions exhibit stronger product innovativeness, price 

flexibility, and distribution adaptability – the three key strategies described in this paper (Oduro 

& Mensah-Williams, 2023; Rust, 2020). 

The proposed study is based on Dynamic Capabilities Theory (Arndt & Bach, 2015),  

Resource-Based View (Huang et al., 2015), and Service Dominant Logic (Vargo et al., 2016). To 

develop a novel Consumer-Trend Strategic Alignment (CTSA) model that will analyze with 

Structural Equation Modelling in relation to the sample size of 260 respondents who work in 52 

consumer-oriented companies.  

The following are the three major contributions of the research effort: (1) developing a 

Consumer Trend Typology including trends by five dimensions; (2) designing a four-level CTSA 

architecture useful for managers; and (3) testing a theoretical hypothesis using quantitative 

research and organizational and industry moderators. 

The rest of the research is organized as follows: Section II gives a review of the literature, 

Section III contains the objectives and conceptual framework, Section IV provides a methodology, 

Section V discusses the findings, and Section VI concludes. 

II. LITERATURE REVIEW 

2.1 Consumer Trends and Market Dynamics 

Consumer trend analysis involves an amalgam of marketing science, strategic management, 

and behavioral economics. Classical perspectives perceived consumer trends as being long-term 

demographic or lifestyle shifts that could be captured using survey methodology (Lestari, 2023; 

Louro, 2023). Modern approaches to studying consumer trends have recognized them as being 

complex, rapid in nature, and driven by technological interventions (McColl-Kennedy et al., 2018; 

Grewal & Roggeveen, 2020). It is critical to draw a line between megatrends, which last up to ten 

years; macrotrends, which have a three-to-seven-year cycle; and microtrends, which involve 

preference changes lasting one or two years (Teece, 2018; Homburg et al., 2017). 
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2.2 Strategic Alignment as a Dynamic Capability 

The Dynamic Capabilities model by Teece defines corporate performance as a result of the 

interplay between sensing, seizing, and reconfiguration capabilities (Teece, 2018; Arndt & Bach, 

2015). Aligning one's company to consumer trends falls exactly within this scope: constant 

sensing of the environment (market intelligence), seizing based on cognition (strategy formation), 

and reconfiguration (product pricing, promotion changes) (Nambisan, 2018; Romano & Conti, 

2024). According to Vorhies & Morgan, the marketing capability indicators (including market 

sensing and customer linking) are the most powerful determinants of sustainable competitive 

advantage in the consumer industry (Oduro & Mensah-Williams, 2023). Day even goes further, 

suggesting that the adaptive marketing ability is the organizational competence in the modern 

world of digital business (Louro, 2023). 

2.3 Digital Transformation and Consumer Behaviour 

However, digital transformation not only helped increase speed but also offered the tools to 

detect changes in real time (Nambisan, 2018; Nan & Tanriverdi, 2017). The ability of companies 

to detect trends is made possible by social listening platforms, real-time analytics on sales, 

machine learning prediction algorithms, and customer journey maps, among others (Verhoef et 

al., 2015; Lemon & Verhoef, 2016). Companies that adopt these innovations can show that their 

strategy to execution cycles are significantly reduced, products launched quickly, and prices 

adjusted promptly (Romano & Conti, 2024; Rust, 2020). 

2.4 Moderating Factors: Firm Size, Industry Turbulence, Digital Maturity 

However, the correlation between trend alignment and market success does not hold across 

all cases because there are certain contingency factors at the organizational and industry levels 

(Al-Hakimi et al., 2023). While big companies are better equipped for gathering market 

information, they can sometimes be plagued by strategic inertia, which may impede their 

response to the changing trends (Yadav et al., 2017; Huang et al., 2015). High-turbulence 

industries, such as those experiencing fast technological advancements and low switching costs 

with intense rivalry, are more rewarding to businesses employing trend-oriented strategies 

compared to stable industries (Arndt & Bach, 2015). 

2.5 Research Gaps 

There are still three gaps despite abundant and productive lines of research on each 

component. First, there is a lack of integration among consumer trends sensing, strategy 

alignment, and market performance into an empirical study framework. Second, the function of 

moderating variables that include organizational and industry-related factors within this linkage 

process is still unclear. Third, the consumer trends typology required for sensing trends is not 

available in the current literature. 

III. RESEARCH OBJECTIVES AND CONCEPTUAL FRAMEWORK 

3.1 Research Objectives 

(1) The development and validation of a Consumer Trend Typology delineating the major axes 

of change in consumer preferences (Lestari, 2023; McColl-Kennedy et al., 2018). 
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(2) Empirical examination of the relationship between trend sensing, strategic alignment, and 

business performance through SEM (Oduro & Mensah-Williams, 2023; Arndt & Bach, 2015). 

(3) Investigation of the role of size, industry dynamism, and digital maturity in moderating 

the effect of trend sensing on business performance (Al-Hakimi et al., 2023; Yadav et al., 2017). 

(4) Derivation of actionable strategic frameworks that help managers develop trend-sensing 

organizations (Teece, 2018; Romano & Conti, 2024; Addis, 2016). 

3.2 Hypotheses 

H1: The ability to detect consumer trends has a positive impact on the efficiency of aligning 

strategies (β > 0, p < 0.05). 

H2: Alignment with consumer trends leads to better market performance and competitive 

advantage (β > 0, p < 0.05). 

H3: The size of the firm, industry volatility, and digitalization have a significant moderating 

effect on the consumer trend sensing – market performance relationship (β ≠ 0, p < 0.05). 

3.3 Consumer-Trend Strategic Alignment Architecture 

 

Figure 1: Consumer-Trend Strategic Alignment Architecture 

In figure 1 highlights the Consumer Trends Strategic Alignment Architecture that is the 

conceptual framework underpinning this study. It takes the form of a hierarchical structure of 

cause-and-effect with four layers, which include: Layer 1: Consumer Trend Signals (e.g., social 

media, demographics, sustainability, technology) → Layer 2: Strategic Sensing & Analysis (e.g., 

market intelligence, consumer insight tools, prediction models) → Layer 3: Business Strategy 

Alignment (e.g., product innovation, price management, channel strategy) → Layer 4: Market 

Performance & Competitive Advantage (e.g., revenue growth, customer loyalty, brand equity). 

Moderators – firm size, industry volatility, digital maturity – affect the relationship between 

layers 2-3 and 3-4 (Teece, 2018; Romano & Conti, 2024; Arndt & Bach, 2015). 
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3.4 Consumer Trend Typology 

Among several theoretical implications of this work is the Consumer Trends Typology that 

can be found in table 1. Based on the review of the relevant literature in marketing and strategic 

management (Lestari, 2023; McColl-Kennedy et al., 2018; Homburg et al., 2017; Vargo et al., 2016; 

Lemon & Verhoef, 2016), consumer trends can be categorized according to five  

dimensions – Socio-Cultural, Technological, Economic, Environmental, and Demographic. 

Table 1: Consumer Trend Typology — Dimensions, Strategic Responses, and Industry 

Examples 

Trend Type Characteristics Strategic Response Example Industries 

Socio-cultural Value shifts, lifestyle 

changes 

Brand repositioning, 

inclusive marketing 

FMCG, Fashion, 

Food & Bev. 

Technological Digital adoption, 

platform migration 

Digital-first channels, AI 

personalisation 

Retail, Banking, 

Media 

Economic Purchasing power shifts, 

inflation 

Tiered pricing, value-pack 

strategy 

Consumer 

Durables, FMCG 

Environmental Sustainability, ESG 

consciousness 

Green products, circular 

economy models 

Automotive, 

Apparel, FMCG 

Demographic Ageing population, Gen 

Z growth 

Segment-specific 

propositions 

Healthcare, 

EdTech, Finance 

IV. METHODOLOGY 

4.1 Research Design 

In order to carry out the study, a combined research methodology that involved the use of an 

organized questionnaire survey (quantitative) and semi-structured interviews of business 

executives (qualitative) was used (Al-Hakimi et al., 2023; Oduro & Mensah-Williams, 2023). The 

method chosen involves the combination of generalization and contextual depth, which is 

appropriate for conducting strategy research (Arndt & Bach, 2015). The quantitative data was 

gathered using an organizational survey involving 260 managers and business executives of 52 

companies operating in different sectors such as retail, FMCG, finance, and media. 

4.2 Sampling 

Selection criteria involved purposive sampling where the participants would be able to make 

decisions with regard to the products, pricing, or distribution strategy and had at least three years 

experience in the area of consumer insights and strategies. Inclusion involved respondents from 

small, medium, and large firms to allow moderation by firm size (Yadav et al., 2017; Huang et al., 

2015). Responses were made using a 5-point Likert scale (1 = Strongly Disagree; 5 = Strongly 

Agree) from existing validated scales in consumer marketing and strategic management (Louro, 

2023; Oduro & Mensah-Williams, 2023). 

4.3 Analytical Approach 

The statistical data analysis involved the use of IBM SPSS 27 for the purpose of computing the 

descriptive statistics and correlation analyses whereas AMOS 24.0 was applied for structural 
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equation modeling (SEM). The fitness of the models was tested through CFI, RMSEA and SRMR. 

Testing of moderation hypothesis (H3) was done using multi-group SEM. 

V. RESULTS AND DISCUSSION 

5.1 Descriptive Statistics 

The values of the means of the six constructs are presented in table 2. Market Performance is 

seen to have the highest mean value (M=4.18, σ=0.65), implying high levels of performance in 

well-aligned organizations. Pricing Agility emerges as the lowest-rated construct (M=3.85, 

σ=0.70), indicating that it is relatively poorly developed and hence an important development 

area (Lestari, 2023; Grewal & Roggeveen, 2020; Rust, 2020). 

Table 2: Descriptive Statistics of Key Constructs (N = 260) 

Variable Mean Std. Dev. Min Max Interpretation 

Consumer Trend Sensing 4.05 0.66 2 5 High 

Strategic Alignment 3.92 0.72 1 5 High 

Product Innovation 4.10 0.64 2 5 Very High 

Pricing Agility 3.85 0.70 1 5 High 

Channel Flexibility 3.97 0.68 2 5 High 

Market Performance 4.18 0.65 2 5 Very High 

Note: All variables measured on a 5-point Likert scale (1 = Very Low; 5 = Very High). N = 260. 

5.2 Correlation Analysis 

 

Figure 2: Correlation Matrix Heatmap of Key Constructs (CTS=Consumer Trend Sensing, 

SA=Strategic Alignment, PI=Product Innovation, PA=Pricing Agility, CF=Channel Flexibility, 

MP=Market Performance) 
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In figure 2 shows the Pearson correlation matrix. All inter-concept correlations are statistically 

significant (p<0.01), with values varying from r=0.53 for Consumer Trend Sensing – Market 

Performance correlation to r=0.67 for Channel Flexibility - Market Performance correlation. The 

correlation between Channel Flexibility and Market Performance (r = 0.67) emphasizes the role of 

channel adaptability, which is vital for performance purposes – an observation that supports the 

research conducted by Verhoef et al. in the field of omni-channel retailing (Verhoef et al., 2015; 

Lemon & Verhoef, 2016). 

5.3 SEM Path Analysis — Hypothesis Testing 

The results of the path analysis using SEM are presented in table 3. Hypothesis 1 is supported 

(β = 0.55, t = 5.89, p < 0.001); consumer trend sensing is a strong antecedent to strategic alignment 

quality. Hypothesis 2 is supported (β = 0.60, t = 6.74, p < 0.001); strategic alignment quality predicts 

market performance strongly, which proves the mediation effect of strategic alignment in the 

trend sensing-performance chain. Hypothesis 3 is significant (β = 0.24, t = 2.61, p = 0.010). 

According to multi-group SEM analysis, trend sensing has the most powerful effect on market 

performance under conditions of high turbulence and digital maturity of organizations – this 

finding confirms Dynamic Capabilities Theory (Teece, 2018). 

Table 3: SEM Path Analysis Results — Consumer-Trend Strategic Alignment Model 

Hypothesis Path Relationship Coefficient (β) t-value p-value Result 

H1 Trend Sensing → Strategic 

Alignment 

0.55 5.89 < 0.001 Supported 

H2 Strategic Alignment → 

Market Performance 

0.60 6.74 < 0.001 Supported 

H3 Moderating Effects (Firm 

Size, Turbulence) 

0.24 2.61 0.010 Significant 

Note: *** p < 0.001; * p < 0.05. Model fit: CFI = 0.95, RMSEA = 0.051, SRMR = 0.054. 

5.4 Qualitative Findings 

Five key themes emerged from the thematic analysis of 30 executive interviews: 

(i) Trend sensing as competitive intelligence, in which executives at high-performing 

companies talked about established consumer insight departments with their own budget and 

reporting lines to senior management; 

(ii) Agility as an organizational value, where companies responsive to trends included speed 

to market in their product development metrics; 

(iii) Data democratization, where executives highlighted data availability within the company 

as the only critical factor enabling trend-to-strategy conversion; 

(iv) Sustainability as a non-negotiable trend driver, in that environmental trends emerged as 

the most influential ones when it comes to brand strategy development; and 

(v) Cultural impediments, with short-term financial pressures and HiPPO (Highest Paid 

Person's Opinion) decision making standing out as critical hindrances to trend alignment (Louro, 

2023; Homburg et al., 2017; Rust, 2020; Lemon & Verhoef, 2016). 
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5.5 Managerial Implications 

From the findings, there are three primary recommendations for management. The first 

recommendation is to create Consumer Trend Intelligence units that have cross-functional roles 

and integrate trends into their annual strategy cycles and quarterly product planning process, 

rather than carrying out trend analysis on an ad hoc basis (Lestari, 2023; McColl-Kennedy et al., 

2018; Homburg et al., 2017). Secondly, the poor performance levels of the Pricing Agility 

component (M = 3.85) indicate that the ability to dynamically price through AI-driven demand 

sensing will deliver higher return levels for most firms that are in contact with consumers (Grewal 

& Roggeveen, 2020; Rust, 2020). Lastly, in times of market disruption like the 2020 pandemic 

disruption, trend-aligned firms performed better, meaning that aligning with consumer trends 

was both a growth and recovery strategy (Nambisan, 2018; Addis, 2016). 

VI. CONCLUSION AND FUTURE RESEARCH 

The paper has proposed, tested, and empirically validated the Consumer-Trend Strategic 

Alignment (CTSA) model, thereby showing that consumer trend sensing is a dynamic capability 

that enables strategic alignment (β = 0.55, p < 0.001) and via strategic alignment, helps in 

enhancing market performance (β = 0.60, p < 0.001) in dynamic consumer markets. The 

moderating effect of firm size, industry turbulence, and digital maturity has also been established 

(β = 0.24, p = 0.010), thus providing an insight into the boundaries conditions associated with the 

theory. The original Consumer Trend Typology and four-level architecture of consumer trends 

offer managers an implementable and systematic approach to leveraging trend intelligence. 

Geographical limitation, use of cross-sectional designs, and use of self-reported perceptual 

data are some of the study limitations. In future studies, it will be important to adopt longitudinal 

designs to examine how trend alignment capabilities may change over time, conduct  

cross-national analysis to evaluate institutional moderators, and apply CTSA in B2B 

environments, where dynamics of trends will be different. Further, integration of real-time data 

from social media transactions with existing constructs can be considered as a possible approach 

towards a data-driven Strategic Alignment monitoring system for sustainable organizational 

competitiveness. 
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