People-Based
Brands
Five key trends to
help brands get closer
to people in 2019

2019 promises to provide a dynamic and volatile
environment for brands in the UK. Technology
change, political division and social change
will combine to create a demanding landscape
to navigate.
One simple truth remains though. The closer
brands get to their customers and people
throughout the country as a whole, the more
likely they are to thrive. The more ‘people-based’
your decision making, the higher the chances
of success.
Here are five major trends that will shape a
successful 2019 for brands.
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1. The digital diet
For many, the new year brings a
‘detox’ to combat over-indulgence
during the festive period as record
numbers embark on Dry January
(+ 35% vs 2018)1 and Veganuary
grows in prominence.

seamless integration into everyday
life is undeniable. Mobile usage
is increasing and forecast to
account for more than 32% of
all media time in 20194. Rather
than detoxing, people’s focus
has shifted to more intentional
and careful management of
screen time. Providers like Apple,
Facebook and Instagram now
regularly launch updates that
include notifications with usage
times to make users aware of their
screen time.

In 2018 the pressure to detox
in digital rose as the potential
damage of screen time became
front page news. Forbes reported
young people who spent more
than five hours a day on their
phones were 10% more likely to
contemplate suicide. Meanwhile,
the UK education secretary
urged parents to spend more
‘one-to-one time with children
without gadgets’ after the
government found 28% of children
finished reception without basic
communication skills2.

In contrast to the digital detox,
the desire to binge on video
content has never been greater.
Last year 76% of 18-29-yearolds admitted staying up all night
to watch an entire series of a
TV show5. The BBC revamped its
approach to iPlayer, releasing
all episodes of Killing Eve and
Luther on a single day. Topshop,
meanwhile, partnered with Netflix
to launch a Stranger Things
clothing range and offer shoppers
the chance to join an overnight
binge session of the new series in
its flagship Oxford Street store.

Do we need to quit these devices
before they do more harm
than good? Online influencers
promoted the benefits of a detox
from digital for young people,
ironically, on social media, with
#DigitalDetox picking up more
than 100,000 tags on Instagram.
The idea has even been brought to
life in a game as HOLD launched
an app that rewarded students
with points for every minute they
weren’t using their phones.

Brands will need to find a way to
remain relevant and present with
their customers whether they
are ‘binging’ or ‘detoxing’. The
subtlety around the way people
are adapting to life with more
and more devices needs careful
consideration by brands and will
mean multiple medium media
plans – not only digital or video –
are vital.

However, the digital detox is not
universal. While 70% tried to cut
down screen time in 2018 only
19% of the UK have actually
been on a detox3. The benefit
smartphones bring, and their
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The ‘detox’ on digital is
juxtaposed by the desire
to binge on video.
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2. Living life live
While content has never been
so on-demand, time-shifted
and personalised as now, the
moment where people connect
simultaneously en masse has never
been more powerful in people’s
daily lives. Tapping into this desire
for live connection creates great
opportunities for brands.

They provide brands with the
chance to catch people’s attention
by creating, participating in or
commenting on the major peaks of
national attention. Beyond that, at
a time where trust and perceptions
of authenticity are heavily under
pressure, the ability to engage with
brands live and in real-time feels
a more transparent and human
way to act by being more helpful,
inclusive, altruistic, and personal.

At a time when people feel like
society is divided, the yearning for
shared live experience remains
insatiable, as evidenced by the
record 26.5m audience that
collectively watched the World
Cup semi-final in 20186.

This trend will impact lots of
areas. We are seeing investment
in events and experiential activity
increasing, even as other areas
of marketing investment come
under pressure. Seamless and live
customer service is increasing
trust in brands, and time-bound
promotions and limited-edition
products are producing surges in
demand. It will be much easier
for brands to close the gap with
people if they are living life live.

In a year without a Summer
Olympics or a major men’s football
tournament, different events
will come to the fore. It will be a
big year in cricket and rugby, but
the big winner could be women’s
sport, with a strong England team
contesting a World Cup in France.
This live trend stretches beyond
the big national moments and the
traditional unifiers of sport and
music. Gaming is experiencing a
real boom of huge, simultaneous,
highly engaged audiences through
live streaming platforms like
Twitch, and remote social playing
via the all-pervasive Fortnite.
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...the ability to engage with brands
live and in real-time feels a more
transparent and human way to act
by being more helpful, inclusive,
altruistic, and personal.
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3. Brand impatience
Expectations of customer service
are rising across all areas of the
economy, powered by multiple
platforms and technologies.

experiences and frustrations
across online and offline
channels will reduce moments
of impatience and unease to
create much greater levels
of satisfaction.

Our analysis shows that as
expectations rise, people’s
patience for load times, hold
times and delivery times is at an
all-time low – we’d expect that
this will continue to contract.
As people look to maximise
their time and minimise the
disruption of technology in the
household, any breakdown or
hold-up in transaction and service
experiences can cost customer
loyalty and market share.

This quest for time saving is
perhaps where we can expect to
see the most rapid progress in the
rise of voice search, connected
homes and new payment forms.
Not every brand has an obvious
value exchange to offer on every
platform but removing as much
friction as possible and reducing
wasted time will result in a
happier customer.

People will be totally unforgiving
about data misuse, and companies
that fail to use what they should
know about their customers to
make the experience faster and
more relevant.

Those brands that can connect
the experiences they create
in different channels and use
communications and other helpful
interventions to support people’s
journeys, will thrive in a world of
brand impatience.

Businesses will need to connect
up every interaction they have
with customers into a single
reliable identity. Those that
understand their customers’ needs,
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...people’s patience for load
times, hold times and delivery
times is at an all time low and
is continuing to contract.
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4. Precision of purpose
As generational values shift,
brand clutter becomes ever more
extreme, and technology offers
greater corporate transparency
than ever before, it is little wonder
that purpose has become an
ever more important part both
of company strategy and of
marketing communications.

Step one is to be clear and
honest on basic hygiene, such
as ensuring the business has an
open and inclusive culture; that
what it says and what it does
are aligned; and staying alert to
changes in consumer attitudes on
raw materials, representation or
consumption that could demand
changes in the supply chain or
code of ethics.

Purpose isn’t just about growth,
it’s about your ethical compass,
what binds your business together,
and what makes you proud. And
it can also be a brilliant way of
reaffirming your relationship with
your customers or attracting a new
cohort who might have rejected
you in the past.

Step two, for those who wish
to take it, is to identify a point
of cultural intensity where the
brand has a credible role to play
and its intervention is going to
be genuinely welcomed by a
substantial number of people.
These points of leverage provide
massive opportunity, if executed
with commitment, integrity and
cultural alertness.

Last year we saw some iconic
examples with Nike’s gesture of
solidarity with Colin Kaepernick
generating a reported $1bn in
corporate value, and Iceland’s
leadership position on palm oil
capturing imaginations ahead
of the Christmas season. But at
the same time, for every great
hit there are a thousand small
misses, either failing to generate
the required effect, or worse
still, undermining credibility
and reputation.

Brands who twin great
organisational self-awareness with
deep insight about what really
matters to their audiences will
be able to create moments that
synchronise the long-term health
of their business model with shortterm growth benefits. It is purpose
with precision.
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Purpose isn’t just about growth,
it’s about your ethical compass,
what binds your business together,
and what makes you proud.
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5. Everything in moderation
While the reality of Brexit remains
unclear, one certainty is that
the UK is socially, politically and
culturally divided. These divisions
have become more visible through
broadcast media as well as across
digital platforms.

But this requires meticulous
preparation to get right – ensuring
brands have the right tone of
voice, the right backstory, and
the right infrastructure and data
in place to both understand and
respond to the conversation in
genuine real-time.

The ‘backlash to anger’ has
increased focus on the role of
tech platforms in reasoned debate
and fact checking, and we’ve
seen an increased role for these
participants to try and mediate
tough discussions. But the genie
is out of the bottle, and almost
any topic can escalate quickly
and provide surprisingly bitter and
public repercussions.

For most brands, the opportunity
may be a chance to rise above,
and start trying to bring people
together. Brands may not
necessarily be able to solve
the world’s problems, but they
do have an enduring ability to
create universal resonance,
whether that’s through humour,
functionality or moments of
shared emotion.

In this context, brands have
the opportunity to connect
with people nationally in these
conversations. The brave may want
to use and release some of these
social tensions in a playful way,
with Greggs taking an early stand
this year for Veganuary with its
new vegan sausage roll.

We saw in the last recession that
in difficult times people were
drawn to heritage, stability, and
authenticity. We are likely to
see some similar phenomena in
the most successful advertisers
of 2019.
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In this context, brands have
the opportunity to connect
with people nationally in
these conversations.
13

In summary – a year for
people-based brands
People’s lives are changing quickly,
and to succeed brands need to
stay as close to them as possible.

They are drawn to brands with
a sense of purpose, but quickly
recognise those who miss the mark.

They are continuing to embrace
new digital platforms but in doing
so their behaviours become more
uncertain and difficult to track.

And they are drawn to brands that
have their corner but seek to unify
rather than divide.
It’s a complex landscape, but one
thing is certain - the deeper your
understanding of the real lives of
the people who drive the success
of your brand, the more likely you
will be to succeed in 2019.

They are living in a flexible
and personalised media
world but yearning to tap into
moments of live connection and
collective celebration.
They are more aware and
controlling over the use of data,
and less forgiving of those that fail
to use it to serve them better.

14

Contributors

Matthew
Hook

Flora
Kessler

Philip
Dyte

Bram
Meuleman

Roxanna
Larizadeh

Ronnie
Crosbie

Sources
1.

https://www.theguardian.com/lifeandstyle/2018/dec/31/year-of-the-veganrecord-numbers-sign-up-for-veganuary

2.

https://www.forbes.com/sites/alicegwalton/2017/12/11/phone-addiction-is-realand-so-are-its-mental-health-risks/#77dc86c213df

3.

https://www.theguardian.com/lifeandstyle/2018/nov/11/parents-screen-timechildren-technology-limit-education

4.

https://blog.globalwebindex.com/chart-of-the-week/1-in-5-consumers-are-takinga-digital-detox/

5.

https://www2.deloitte.com/insights/us/en/industry/technology/digital-mediatrends-consumption-habits-survey.html

6.

https://www.bbc.co.uk/news/entertainment-arts-44804428

15

These trends all have a direct impact on how
organisations operate. If you would like to
discuss how they might impact your business,
please get in touch hellouk@dentsuaegis.com
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