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Brand & Marketing trends | am watching in 2026

As someone who spends a great deal of time thinking about brands, consumers, and the changing business
landscape, there are a few shifts | find particularly interesting.

Al is changing how we discover brands. We are increasingly asking Al for information, recommendations, and
comparisons. Brands now need to think beyond traditional search visibility.

Social media has become search. People are searching for products, restaurants, experiences, and
recommendations on platforms such as Instagram and TikTok.

Authenticity is becoming more valuable. When technology can produce endless content, genuine human stories,
opinions, and experiences become even more important.

Influence is changing. It is no longer simply about having the biggest following. Smaller, engaged communities can
have significant influence because of trust and connection.

And brand still matters. In a world of increasing choice and information, people need a reason to remember, trust, and
choose one brand over another.

For me, the most interesting trend is the balance between technology and humanity. We can automate more,

personalise more, and create more. But ultimately, people connect with people. The brands that understand this will
continue to create value.

Technology may change how we market, but understanding people will always be at the heart of building meaningful
brands. That is where | believe the real opportunity lies.

Disclaimer: The views and opinions expressed in this article are those of the author in their personal professional capacity and do
not constitute legal, labour, HR, or professional advice. The information provided is intended as general guidance only.

Every workplace situation is unique and should be considered on its own facts and merits. The content of this article must be
assessed within the context of the applicable legislation, sectoral determinations, bargaining council agreements, and all relevant
circumstances before any decision is made or action taken. Readers are strongly encouraged to obtain professional advice
tailored to their specific circumstances.

Neither the authors, Obsidian Inc, ASP ZA (Pty) Ltd (All Shall Prosper), nor their respective directors or employees accept any
liability for any loss, damage, or adverse consequences arising from reliance on the information contained herein.
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