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Introduction

| designed the following study to understand consumer behavior from
an anthropological perspective, tailored specifically to the Western
consumer, while also discovering the necessary tools, criteria, and
methodologies used to find products that appeal to the customer.These
products are commonly known in the eCommerce space as winning
products.

The information | present here is based on my personal implementation
and research. Keep in mind: this document is designed to supplement
your eCommerce business, and you should continue developing your

product research skills independently. Product research is the most
foundational element in building a successful eCommerce business that
is why mastering it will elevate your chances of success.

If you find this document to be helpful and worthwhile, please share it on your
Instagram stories and tag me at: (@) lukebelmar

*Most images are clickable and hyperlinked for your convenience.



https://www.instagram.com/lukebelmar/?hl=en

CHAPTER |

HOW CUSTOMERS OPERATE

To successfully research products, we
first need to understand how and why
people make decisions.After finding
and selling dozens of products with
six- and seven-figure sales, | noticed
my consumer base showed certain
behavioral patterns that led me to
believe | could increase my odds of
finding a “winning product” if | took
the time to understand consumer
behavior.

Successful products are those that
customers hire to accomplish a task
or solve a problem. People hire
products to take care of a specific job
in their lives and to facilitate the ability
to reach the desired outcome.Take
this document, for example.You
needed to shorten the learning curve
and reduce tension to reach the
desired outcome: mastering the
process of product research.To meet
this need, | created this document you
are reading.As a seller, my job is not to
figure out how to get you to buy.
Instead, my job is to create a product
that satisfies the task you need done.

For simplicity’s sake, | like to place
consumer behaviors into one of four
groups: primal, emotional, efficient, and
social.Within these four groups are
the reasons why people make
decisions to buy certain things.

When we unpack these four groups in
Chapter Two, you will understand
what products you should be looking
for and how to present these
products to the consumer in your
creative offer.

To successfully sell to consumers, you
need to find a product, curate a
message, and deliver an experience
that solves their problem. In doing so,
you won'’t be seen as a seller; but as a
solution or a helper -which results in
virality, higher conversions, and
increased customer loyalty.

Have you ever wondered why you buy
what you buy? Why did you choose an
iPhone over an Android? Why did you
choose the newest model over a
previous one! Was your screen
cracked? Or did you want the prestige
that comes with a new device! Or
maybe, you just wanted it without
exactly knowing why?

Answering questions like these is what
separates a good marketer from a
great marketer. Dissecting the deepest
elements of how people operate
guarantees your ability to select
winning products time and time again.
As marketers, our objective is to
understand how consumers think so
that we can influence what they buy
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and where they buy it - ideally, from
you.

When consumers see a product at the
grocery store, they don’t just add it to
their cart by chance. Within
microseconds, consumers decided
whether or not the product would
fulfill their needs for one of the four
groups | outlined above. It is your job
to sell products that provide a solution
to the customer’s problem.

In Freudian theory, we all have a
conscious and unconscious mind. The
conscious mind oversees all of your
present conditions and things you need
to be aware of. The unconscious mind
manages everything outside of our
physical awareness — this is what | call
our primal instincts or our innate nature.

Freud compared our minds to an
iceberg. Above the water, the fraction
of ice we can see is the conscious mind.
What determines our behavior is
under the water: the unconscious. In
addition to breaking the mind into two
categories, the Freudian theory also
divides the human personality into
three subcategories: the id, ego, and
superego. One of these segments of
personality is always behind the
decisions you make.

The id is the primitive and instinctive
component of personality. It consists
of all the inherited components of
personality present at birth. The id is
the impulsive and unconscious part of
our psyche which responds directly,
immediately, and instinctually.

The ego develops in order to mediate
between the unrealistic id and the
external real world and is the
decision-making component of
personality. Ideally, the ego works
through reason, whereas the id is
chaotic and totally unreasonable. The
ego operates according to the reality
principle, working out realistic ways of
satisfying the id's demands, often
compromising or postponing
satisfaction to avoid negative
consequences. The ego considers
social realities and norms, etiquette,
and rules when deciding how to
behave. Like the id, the ego seeks
pleasure (i.e. tension reduction) and
avoids pain. Unlike the id, the ego is
concerned with devising a realistic
strategy to obtain pleasure. The ego
has no concept of right or wrong;
something is good simply if it achieves
its end of satisfying without causing
harm to itself or to the id.

The superego incorporates the
learned values and morals of society.
The superego consists of two systems:
the conscience and the ideal self.
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The conscience can punish the ego
with feelings of guilt. For example, if
the ego gives in to the id's demands,
the superego may make the person
feel bad through guilt. The ideal self
(or ego-ideal) is an imaginary picture
of how you ought to be and
represents career aspirations, how to
treat other people, and how to
behave as a member of society.

2/3 Behavior that falls short of the
ideal self may be punished by the
superego through guilt.

The super-ego can also reward us
through the ideal self when we
behave ‘properly’ by making us feel
proud.

In chapters two through six we will be
focusing on the four behavioral groups
(primal, emotional, efficient, and social),
the most important values within each
group, and how they should influence
your product research.
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CHAPTER 2 8

PRIMAL VALUES

Social media is just the newest channel we can use to leverage consumer sales.
With Freudian theory as the theoretical framework, our goal is to objectively

understand why people buy new products.

| have categorized six values that are commonly found in the products that we
offer and have placed them in the first of the four groups.These values focus on
both conscious and subconscious behaviors that are prompted by external

influences.

Six Primal Values:

I. Survival - People buy things to help
them survive the physical world, such
as food, water, weapons, and shelter.
These primordial tendencies are
instinctual and tend to be with us from
the time we are born.The fundamental
need for survival is always a driving
force in our decision-making process.
Our primal behaviors mean we will
always do things like maintain
adequate body temperatures, sleep,
and stay alive. If you can provide a
product that can keep someone warm
when they are cold, facilitate their
next meal, or help them sleep you are
providing value to one of the most
basic human inclinations.

2. Lifespan Longevity - The desire for
a long life is driven by things that give
us intrinsic meaning.Apart from
survival, humans seek lifespan longevity
to fulfill their desires for happiness,
such as traveling the world, raising kids,
or having hobbies.

As long as we have these things, we
are very open to anything that will
increase the possibility for us to fulfill
those desires. Products such as
vitamins, cancer preventatives, or
radiation neutralization are just a few
extremely good sellers. However, this
space is often full of fraudsters and
requires a brand with extensive
customer trust and loyalty.

3. Reciprocity - This basic instinct of
cooperation is commonly found in the
animal kingdom. Someone does
something nice for you, which means
you reward them with a similar or
positive action. Based on Robert
Cialdini’s ideas in his book Influence:
The Psychology of Persuasion, we are
intrinsically wired to return favors or
show mutual kindness. Creating or
finding products that let individuals
show benevolence and affection to
their counterparts will always be in
demand.




CHAPTER 2 PRIMAL VALUES

| have found that products focusing on
altruistic values do very well when
delivered with clever offers.You see
products push this value point during
Valentine’s Day, Christmas, or when
someone has a birthday.

4. Pleasure - Have you ever noticed
how indulgence-based products
advertise to their audience! They
rarely focus on the product feature.
Instead, they focus on showing people
enjoying themselves, smiling, and having
a good time.These types of products
speak directly to our id, which is
driven by the pleasure principle. It is in
our nature to seek pleasure, but
overextended pleasure can lead to
guilt. Consumers associate a particular
feeling with a specific product. Once
this product/feeling connection occurs,
the psychological phenomenon known
as repetition compulsion takes place.
This is when a person repeats an
action or event with the goal of
re-experiencing a certain feeling. That
is why you want to buy a new car
before your old one wears out, or why
people want the newest smartphone
every year. Selling products that trigger
this repetitive, positive feeling is a great
way to build audience longevity and a
base of repeat customers. | would
highly recommend this value point for
brands with extensive product lines.
The objective is to make sure a
first-time buyer has the ability to
become a repeat customer because

you have a list of similar products that
allows them to continue indulging.

5. Pain Avoidance - People will do
anything to avoid pain. Products
focusing on self-preservation and
physical pain prevention are usually an
easy sell. The goal of this value is to
prevent pain by providing
something that will balance the
odds in the customer’s favor.
Popular products in this niche might
help prevent theft, help contact
emergency authorities, and help
prevent or alleviate ailments such as
back pains or arthritis. Some of the
best dropshipping products of all time
work to alleviate and avoid physical
pain.

6. Fear - Fear is a natural reaction that
encourages self-preservation or
survival. In the course of human
existence, those who responded to
the right fear in the right way usually
survived. Guns can be purchased out
of fear for safety.Wearing facemasks
during COVID-19, or even buying out
all the toilet paper in the grocery
store, are done out of fear.We
experience fear when we are about to
encounter pain or when something
threatens our lifespan longevity.
Alleviating fear isn’t so much about
FOMO, but rather providing a product
whose value calms someone’s fear.
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EMOTIONAL VALUES

70% of buyers purchase a product out of emotion, which means your product has a
better chance of selling if you can appeal to the customer’s heart. To make this
happen, your offer needs to enhance the value of the product and appeal to the
customer’s emotional needs.

If you can appeal to someone’s need for emotional fulfillment, you can build insane
loyalty and extremely high AOVs.If your product delivers on the emotional
gratification the customer is looking for, then you are sure to increase the lifetime
value of that customer.

There are four emotional values that products can fulfill in order to increase
conversion.

Four Emotional Values:

|. Personal Wellness - This value can
be broken down into physical, spiritual,
or emotional well being. For
dropshippers, physical well being is the
easiest to tackle.According to GWI,
the global health and wellness industry
is now worth $4.2 trillion. People’s
desire to feel good can also be
exploited by selling fat burners,
steroids, or products with sketchy
guarantees and no scientific backing.
When selling feel-good products,
ensure the post-feeling or long-term
effects of the product are also
beneficial to the customer. Selling
alcohol or drugs is usually a mega-hit as
they make the customer feel good, but
they reduce wellness in the long run.You
can find a massive market in products
like essential oils, hemp, anti-aging
creams, at-home fitness, and even CBD.

2. Empathy - Showcasing empathy
towards the suffering of others usually
involves emotions like compassion,
sympathy, tenderness, championing,
and the feeling of being moved.

Mirror neurons activate when we
observe an emotional reaction in
another person, and so provide the
neuronal basis of empathy. Mirror
neurons thus help to create the
contagious behavior that is so integral
to social life—the shared grief at a
funeral, the shared joy at a birthday.?

Regardless of the price/value, humans are
wired to choose a product that allows
them to feel empathy towards another
being or situation.That is why we say
“yes” to products that give a percentage
of earnings to causes and charities we
might not be able to help directly.
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We assume direct responsibility for
something that is indirectly taking
place, such as Australian wildfires. So
we purchase Koala pendants from
companies who promise to give a
percentage of their earnings to help
the cause of wildlife preservation and
restoration.

Human survival is dependent on
coexistence, which is why we join
forces and rally for causes or products
that showcase empathy.

3. Reward - Incentive theory suggests
that people gravitate towards
behaviors that result in rewards while
staying away from actions that have a
negative outcome. People like to be
rewarded, period. Products that
grant a sense of “you earned it”
consistently sell. After a long workout,
reward yourself with a chocolate bar.
When you exceed your income goals,
buy a new watch as a reward for your
hard work.

| find that products that offer
reward-based value have a continuous
stream of customers who are
constantly chasing gratification.

4. Nostalgia - People buy products
that help them re-live past
experiences. Companies that have
mastered and refurbished old
products to focus on nostalgia
continue to attract customers.
Consider the Pokemon franchise:
Nintendo refurbishes the same game
year after year because they know
people want to relive the experience.
Nostalgia is driven by things or events
that impacted who we once were.
When experiencing nostalgia,
customers are connecting with past
emotions they associate with the
product. | have found that
dropshipping products focusing on
nostalgia have a high virality factor, as
people are eager to relive moments
that they cherish.
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EFFICIENY VALUES

In a western society infected with high expectations and a desire for instant
gratification, consumers seek products that will make them more efficient. Ever
since the industrial revolution of the late 1800s, companies have strived to make
products to help consumers to streamline every aspect of their lives.

As human beings, our nature to sustain life has driven us to become more efficient,
effective, and adaptive.As societies continue to develop, the consumer will demand
products that provide more efficiencies. | have broken down the third group of

behavioral tendencies into five values we constantly seek in the products that we buy.

Five Efficiency Values:

|. Friction Reduction - We want to partake, Stripe for payment processing,
find products that help reduce any Apple with a cheap iPhone alternative,
hassle or inconvenience. Taxis are too or even Corvette with the first-ever
expensive, and you don’t want to wait ‘exotic car’ priced under $60k are just
for one in the rain? Get an Uber. a few examples. Products that give
Sweeping is too tedious and customers easy access can appeal to a
time-consuming? Adopt vacuuming massive group of people and are often
robots. The examples are endless. the go-to option for the masses.
Operational efficiency is a constant
product selling point. New and 3. Targeted Information - People want
innovative products that help people easy access to accurate information.
save time, money, and energy are Products that provide this value tend
harder to sell in the beginning due to to monetize through small fees,
the adoption phase. However, when minimal subscriptions, or transaction
accepted as a mainstream value fees. Most of the companies that have
provider, they become a widely mastered targeted information include
accepted, must-have alternative to the likes of Google, Yelp, and Expedia.
the current options. Whether the product is online or off,
it usually requires a foundation in tech,
2. Simple Access - Products that lower and requires proficiency to properly
the barrier to entry or acquisition are navigate the space. | have seen too
highly valuable. These are products or many projects turn sour when they
services that counter the current are outsourced to companies that
status quo and allow customers to 2xploit your lack of understanding,
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resulting in nightmares such as slow
delivery times, hidden fees, or even
code theft. Physical products that offer
this value are usually accompanied by
other values that help sustain it, such
as personal wellness for a product like
P90X, or friction reduction for a
product like this document.

4. Financial Savings - People will
spend money to save money.Whether
they instantly use the product or not,
customers are willing to buy a product
that saves them money. The provision
of this value is a MUST for people in
the dropshipping space, as it helps
entice consumers into making a quick
decision. If you are a brand who does
not want to condition customers into
feeling like your brand is all about
discounts, make sure this value is
expressed in other areas such as
“Spend X and get free shipping” or by
1sing Holiday sales.
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SOCIAL VALUES

We buy products every day to help us look a certain way to others.We are
constantly in need of validation. Even the most mature people still struggle with the
inclination for acceptance. In some way, shape, or form everyone cares about how
others perceive them. In a society influenced and exposed to public opinions, social
values are highly effective to sell against, if channeled the right way.

| have broken down the three social values that | find most important to consider
when searching for a product and crafting a message for said product.

Three Social Values:

I. Social Hierarchy - Consumers buy a
product to win the “prestige badge.”
They want others to believe that they
are doing well and appear successful
and accomplished. If you have a good
year, you buy a Rolex.You don’t care
whether or not it tells time, you care
about the perception of those who
are around you.The Rolex screams “|
MADE IT!” and that is the only thing
you want people to know. No one
needs $300 Gucci slides, the only
reason they buy them is to show they
have money to drop $300 on some
uncomfortable plastic slides. People
buy prestige, elitism, and high social
standing. Social hierarchy completely
neglects the quality/value relationship,
people are willing to overpay just to
be perceived in a certain way.

2. Trends - People will buy trending
products simply because they are the
new thing. How many trends and fads
have you seen come and go!

Thousands! Look at the white FILA
shoes, the fidget spinner, or even face
masks. They pass like a shooting star,
but extremely profitable if you catch
them at the right time. Creating a
trend is complicated, riding a trend is a
lot easier. This is one of the most
important values to provide or
consider when dropshipping: trends
result in virality and that attention
translates into sales.When looking for
products to sell, take the time to see if
there is a trend you can associate with
to help you elevate your conversions.
On the other hand, do not become
the kind of entrepreneur who builds a
real brand only to ride the wave of a
trend. | have seen countless businesses
suffer unsold inventory, high volatility,
and even bankruptcy for trying to
build something sustainable on the
shaky foundation of trends.
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3. Clan Incorporation - Also known as
mob mentality, this value is ingrained in
our DNA Whether logical or not, we
want to be part of something bigger
than ourselves, even if it means buying
something that we don’t necessarily
need.

If you can create the perception of
clan incorporation you can build a
massive base of customers who will
back you on anything.

Sports teams, for example, sell
merchandise to let fans feel like they
are a part of the team.You don’t buy
the jersey out of need, but because
you want to identify with and show
support for the team.You want to feel
like you belong, and you want others
to know as well.

In his book Influence, Cialdini shows
how advertisers inform us that a
product is the "fastest-growing” or
"best-selling” Advertisers don't have
to persuade us that a product is good,
they only need to say others think so.
Cialdini notes that consumers often
use a simple heuristic: Popular is good.
Following the crowd allows us to
function in a complicated
environment.

Most of us do not have time to
develop our knowledge of the stuff we
buy and research every advertised
tem to determine its usefulness, so we
rely on signals like popularity instead.

If everyone else is buying something,
the reasoning goes, there is a good
chance the item is worth our
attention. 3

There are hundreds of other values
that can convince a customer that a
certain product is the solution to their
needs. However, | strongly believe what
| have just outlined is the most
fundamental and important to consider
as an eCommerce entrepreneur. Below
is a breakdown chart you can use to
cross-examine every product you want
to test or release and see how many
values it provides. The more values you
can check off, the higher the likelihood
customers will buy your product or
service.



PRODUCT VALUE POINTS

Primal Values

© Survival

O Lifespan Longevity
© Reciprocity

© Pleasure

) Pain Avoidance
O Fear

Efficiency Values

Emotional Values

) Friction Reduction

© Simple Access

© Targeted Information

© Financial SFavings

) Personal Wellness
' Empathy

) Reward

© Nostalgia

Social Values

© Social Hierarchy
© Trends

© Clan Incorporation
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IMPULSIVE BUYING

Impulsive purchasing has often been
equated to unplanned purchases.
However, we cannot neglect that
‘impulsivity’ is driven by a
psychological process that is easily
influenced by external circumstances.

While some claim an importance to
finding products and curating offers
that drive consumers into making
impulsive purchases, other marketers
argue how there is no such thing as an
impulse buy.Whereas homo
economicus (the economic man) leans
towards making rational purchases
based on cost vs value, most
individuals rely on their primitive
behaviors and tend to be guided by
the subconscious decision-making
process driven by the id. Because less
thought goes into the behavior, it may
>e perceived as

Attitude Toward
Act or Bahavior

Subjective  \........
Norm

Behavioral
Intention

impulsive, but in reality, the decision is
rooted in primal instincts seeking
physical and emotional ease, also
known as the pleasure principle.
These less-analytical decisions we
make tend to be labeled as “impulsive”
because they appear to be sudden and
not predetermined.

These purchases are usually
accompanied by a rush of emotions
people often describe as a dopamine
hit of excitement, only to have them
frequently followed by a sense of
regret for having acted in an
“impulsive” manner.We often describe
this feeling as “buyers remorse.” This
remorse is the super-ego kicking in to
establish the boundaries that are
usually influenced by societal standards
and one’s past experiences.

Bahavior
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When looking for a winning product, |
follow a formula that considers the
theory of planned behavior outlined in
the chart above. My objective is to
make sure tendencies are aligned with
subjective norms to reduce friction for
the buyer. | want to ensure my product
appeals to primal instincts, but provides
enough value so they can justify the
purchase from a logical stance.

| believe that the more value your
product provides the easier it is for
someone to make a quick decision to
purchase.

** On a side note, establish follow up
campaigns with customer happiness
reviews and quick customer service
response times to reassure the
consumer's decision. Working quickly to
reinforce the good feeling they had in
buying your product will guarantee a
reduction Iin returns and disputes.
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THE SEVEN-FIGURE LIE

| believe every dropshipper is one
product away from changing their life.
This doesn’t mean the one product
will last forever, or that selling one
product will make you tens of millions
in sales. However, one good product
can give you the necessary
momentum, capital, and confidence to
continue building your eCommerce
business. The big lie most dropshippers
buy into is how they need to find the
“next big thing” to be successful. In
reality, very few people have found
groundbreaking products that sell for
years. Instead, | like to focus on one
winner per store with the objective of
scaling in a linear fashion. | classify a
“winner” as a product that shows an
uptrend in its advertising campaign,
clear customer satisfaction, and sees a
margin of at least a 20% net profit. |
have killed off many products that
were producing seven-figure sales
because these criteria were not met.

| like the advertising campaign to be
on an uptrend so | can leverage
organic shares and get an ideal ROAS,
so | can ease off the gas and focus on
testing new products on new stores. |
hate selling products that don’t work
and | want to make sure customers
have a good experience with
dropshipping as they can easily stop
buying from us if the trust is breached.

In the past, I've stopped selling
products simply because they don’t
work well, even though they proved
profitable. Finally, the net margins are
something specific to my own
business. | want to make sure | have
enough wiggle room to deal with for
payment processor holds, chargebacks
or refunds.

Most people will find a winning
product if they have the proper
strategies and focus on consistency.As
soon as you have a product that is
doing well, | advise building a small
team to sustain its growth while
focusing on launching another store
that lets you direct your attention
towards finding the next winning
product.

In the past, | have made the mistake of
focusing on one specific product.
Eventually the winning product
stopped converting and | found myself
back at square one.This is what | like
to call the seven-figure lie. Regaining
momentum is difficult, so make sure
you are always working towards a
linear build. Focus on consistency,
linear scalability, and testing religiously
to prevent having a short run.
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If you are focusing on building a brand,
make sure you are working on the next
quarter’s product line while enjoying
the fruits of this season’s labor. Your
next product line should complement
the previous one, customers should
feel refreshed when they see it. The
seven-figure lie for brands is in believing
that if they focus extremely hard on a
product line it will convert. Facts don’t
care about feelings, make sure you have
done vyour due diligence before
committing to a certain line. Run polls
and ask your customers what they
might like to buy. Leverage social media
to see what your audience wants from
you and then execute.

For the fanatics of white-labeling
general products, don’t overdo the
branding aspect until you can guarantee
that your product has legs, the quality is
reliable, and that your offer is unique
compared to other dropshippers
selling the same thing.

Not every product will sell seven
figures, and that is okay. However, make
sure your focus is on linear growth and
not just the vertical scaling of one
store.
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ABIDE BY THE LAW

Unless you are spending millions per
month on paid traffic or generating
tremendous amounts of volume,
platforms do not care about you.The
first criteria for product research is
compliance. If you are not completely
confident that your product is
compliant with the platform’s policy,
do not run it.

NEVER sell products that go
against platform policy. Whether it’s
Facebook’s advertising policy, Shopify’s
terms or the rules your payment
processor has, make sure you play
within the boundaries. If you find
yourself having to finesse these
platforms, chances are high that you
are selling something sketchy.

Abide by the rules. Shortcutting the
wrong way to success will result in a
lot of headaches. If Facebook says
“Don’t sell face masks,” do not sell
face masks. Making a quick dollar on
products that platforms do not allow
is not worth the headache, risk, or
potential ban.

| have attached policy links to the
most popular platforms. Review them
on a regular basis to ensure your
products are compliant.

Big platforms do not care if they lose
you as a customer. They prefer losing
you over putting themselves in a
compromising situation. Do not try and
circumvent policy or attempt to sell
anything that can get you blacklisted.

ﬁ Google
SO |

stripe ,,ay',,a,

** Please note these hyperlinks are active as of
June Ist, 2020, and may be changed or
disabled at any moment. These policies are
applicable to the United States and may vary
for other regions of the world.



https://www.facebook.com/policies/ads/
https://support.google.com/adspolicy
https://www.snap.com/en-US/ad-policies/
https://www.shopify.com/legal/aup
https://stripe.com/restricted-businesses
https://www.paypal.com/us/webapps/mpp/ua/acceptableuse-full
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STUDYING TRENDS

Understanding the importance of trends and how to easily spot them will allow
you to select products, craft offers, and tailor your ad delivery so you can scale

more effectively.

Most of our winning products have done well because they were launched when
the product’s value was congruent with relevant or up and coming trends. In this
chapter, we will cover the platforms my team uses to search for trends.

N

Google ~

Google Trends is one of the popular
choices for finding potential product
niches. In my eCommerce business, we
use Google Trends to identify seasonal
trends that emerge consistently every
year.

If you focus on seasonal offers, |
recommend testing and perfecting
your creative four weeks prior to the
expected uptrend to ensure your
operations are stable and your
campaigns are optimized for delivery.
You can also use Google Trends to
keep a close eye on your competitors
and what their customers are taking
interest in.

(@ Pinterest

Pinterest is one of the hottest
platforms to find emerging trends and
tracking internet chatter. Pinterest
thrives on people sharing stuff they
love, which is why | enjoy using this

application to see what gets people
talking.

Pinterest boasts over 330 million
active monthly users and has been
consistently growing for the past two
years. This app is popular among
women ages 25 - 44. For eCommerce
entrepreneurs who understand the
importance of this audience, Pinterest
should be at the forefront of your
trend research.

*

social

One of my favorite trend searching
tools is Social Mention.This search
engine allows you to qui<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>