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Creative Experience in
the age of Covid-19
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“ We have all seen incredible creativity and resilience around the
world in response to Covid-19. In our CMO survey too we see
a renewed commitment to the power of ideas and innovation
in shaping customer experience.
Customer behaviours and expectations have been
transformed by the pandemic. To thrive in this new
environment, brands must offer seamless alignment between
belief and behaviour — that means making good on their
brand values at every possible touchpoint, from comms
to commerce to community engagement. It also means
leveraging the new creative canvas created by technologies
such as voice, gesture, and mixed reality to design
Idea-Led Experiences that are distinctive, delightful and
disarmingly human.”
CEO, Creative, dentsu and Isobar Global Chairman, Jean Lin

CX Survey 2020
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Isobar CX
Survey 2020
Welcome to the Isobar Creative Experience Survey 2020, Isobar’s
exclusive study of over 1350 global CMOs assessing the evolution of
customer experience design in the age of Covid-19 and beyond.
We explore the impact of Covid-19 on the role of the CMO and on
the digital transformation agenda, and identify the key tools and
technologies CMOs are using to build distinctive and delightful
experiences in this new environment.
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Creative Experience is a new approach to customer experience focused not only on
eliminating friction but on engineering delight and building differentiation. Creative
experiences are made possible by technology, made personal by data and made
powerful by big, organising ideas.

In our 2019 CMO survey, we made the case for the rise of Creative Experience. In 2020,
faced with the challenge of a global pandemic with unprecedented economic impact we
might reasonably have expected to see CMOs shy away from creativity and focus on
optimising tried and tested approaches. Contrary to expectations we saw a significant
increase in the value CMOs place on ideas and innovation in shaping CX strategy.
A customer-centric approach will remain critical in designing experiences that meet
expectations; at Isobar however we believe that with those critical foundations in place the
bar has been raised.

We see a number of factors influencing this shift.

40%
of CMOs believe
consumers expect
businesses to take care of
employees as a priority in
response to Covid-19

36%
of CMOs have
implemented
purpose-led initiatives
in response to the
Covid-19 crisis

28%
of CMOs say
understanding needs of
employees has been a key
strategy in their response
to Covid-19
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Today experiences must not simply work well they must feel good. While satisfying
customers’ needs they must also build brand stories. While we have seen this evolution
developing over a number of years, our most recent survey shows a significant
acceleration, particularly in the importance of having a powerful organising idea in place to
shape customer experience design (+19 percentage points since 2019).

More than ever, brands are what they do: In a post-Covid world, consumer expectations
have shifted. Shoppers care not only about their own experiences with brands but about
how brands treat their employees, their stakeholders and the planet. Brands must be built
through real world action, not aspiration alone, creating greater synergy between brand and
experience, belief and behaviour.

—
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Interactions speak louder than words

Experience technology is the new creative canvas

Moreover, in a world where journeys are complex and non linear, consumers are as likely to
encounter a brand through a moment of transaction as a moment of inspiration.

Technologies such as voice, AR, gesture and IoT open up new opportunities to create
experiences which are immersive, distinctive and disarmingly human. If we accept that
brands are increasingly built through experience, experience design must embrace a new
brand building toolkit. This means exploring new ways to tell stories, and new ways to build
distinctive assets.

Our survey shows a significant number of CMOs shifting budgets towards eCommerce or
investing in D2C capabilities.
So brands are increasingly built through authentic actions and timely interactions. The
danger in this new context is that any disconnect between what a brand promises and what
it delivers - between brand and experience - erodes brands and damages business.
Brands risk appearing homogenous at best, disingenuous at worst.
Relentless efficiency has created a sea of sameness

Scenarios where we simply ask Alexa to add coffee pods, painkillers or toilet paper to our
basket - or where the coffee machine simply replenishes itself - draw closer.

In an increasingly volatile world, the CMO acts as a vital point of connectivity between
the business and a rapidly evolving cultural landscape. As the dentsu CMO survey will
show, the role of the CMO is evolving, shaping product and retail strategies as much
as communications. In 2020, 56% of CMOs state that product and service innovation
is a core KPI (+5 percentage points YOY) while 48% are accountable for driving digital
transformation. (+9 percentage points YOY). In a time of radical transparency, the CMO
plays a key role in aligning belief and behaviour, brand and experience. In doing so today’s
CMOs elevate the importance of creative or idea-led experiences.
In the next section of this report we will unpack the key themes and findings from our
survey, and their implications for brand and business strategies in 2021 and beyond.
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The first wave of CX thinking focused heavily on removing friction and eliminating pain
points. The challenge is that In a one-click (or no click) world, brands risk becoming
increasingly indistinct - and increasingly invisible.

The changing role of the CMO unites brand and experience

—
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CMO Survey Findings
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The impact of Covid-19 has had a significant impact on
CX Strategy: some 64% of CMOs have changed their
strategy completely or moderately in response to the
crisis. Over 1/5 agree they have ‘completely’ changed
their CX strategy, with a renewed focus on innovation
and invention.

Among those CMOs who have changed their CX Strategy
in response to Covid-19, commerce has emerged as a
clear priority with 39% of CMOs having made commerce
a greater focus and 36% having implemented Direct-toConsumer approaches - in the process generating more
data as a vital source of real time customer intelligence.

In a world of increased experience parity, CMOs place
their bets on innovative use of technology (58%) and
the importance of a galvanising organisational idea
(50%) as key ingredients for building differentiated
customer experiences. Without ideas as a brand platform,
innovation is simply technology and experiences are
mere exchanges.

4. Peak
Personalisation?

5. Augmenting
Humanity

6. Digital data infuses
physical spaces

While Personalisation scores highly among the key
ingredients for building a differentiated experience
(63% of CMOs agree personalisation is a key
ingredient), opinion is divided among more progressive
CMOs who increasingly prioritise new and innovative
technologies and those in the earlier stages of their
transformation journey.

When identifying the specific technologies used to deliver
differentiated experiences, CMOs are increasingly turning
to technologies that offer more human and conversational
interfaces. While AI is currently the most used emerging
technology by some 36% of CMOs, Voice and Chat
based interfaces follow closely behind at 29% and 28%
adoption respectively.

Virtual and Augmented Reality are also entering the
mainstream, with 28% and 27% adoption respectively
among CMOs. Augmented Reality and Spatial Computing
also featured strongly in the list of future priorities for
CMOs wishing to improve customer experiences.

Speed Read: CMO Survey Findings

3. The power of
idea-led experiences

—

2. Commerce capability
connects the dots
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1. All change for CX: 		
Innovation and Creativity

Key Findings
Explored
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To what extent has your CX strategy changed because of Covid-19?

1. All Change for CX: Innovation & Creativity

Some 64% of CMOs have “completely
or moderately” changed their CX strategy
in response to Covid-19, 1 in 5 having
completely changed their approach.
Among those CMOs who have changed
their strategy, investment in innovative new
products and services is the most popular
strategy among businesses of every size
and scale, adopted by 45% of all CMOs,
and 49% of CMOs of larger organisations.
CMOs in the Automotive and Telecoms
industry are most likely to have invested in
innovative new products and services, at
65% and 64% respectively.

22%

13%
31%

28%

46%

50%

17%

18%

Medium
(n=293)

Large
(n=503)

33%
42%
26%
21%

19%

10%
Overall
(n=1,361)

Small
(n=565)

Completely

Moderately

Slightly
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Not at all

Don’t know

Key Findings Explored

CMOs in the technology sector have
proved most responsive to the impact
of Covid-19, with over 1 in 3 having
completely changed their CX strategy as
a result, followed by those in the Energy
(29%) and Finance Sectors (26%). As
traditional routes to market and tried and
tested marketing approaches have come
under pressure, CMOs are increasingly
turning to their agencies for fresh and
transformative ideas. Alongside creative
ideation / thinking (36%), innovation
capabilities (35%) and the ability to create
new products (33%) were listed among the
top 3 requirements of an agency partner in
order to deliver superior CX strategies.

Base: 1,361
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The pandemic has dramatically accelerated
innovation across a host of sectors,
disrupting business models and challenging
supply chains.

CX Survey 2020

We see the CMO—traditionally the brand
custodian—taking a more active role in
product development, experience design
and digital transformation, bringing brand
and experience closer together at a time of
significant corporate scrutiny.

—
Key Findings Explored
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2. Commerce capability connects the dots

Among those CMOs who have changed
their CX Strategy in response to the
Covid-19 crisis, commerce has emerged
as a clear priority.

36%

of CMOs are developing direct-to-consumer
sales channels

Key Findings Explored

Six out of ten marketers believe they
will need to invest more in eCommerce
in the long term (dentsu, June 2020).
As businesses become increasingly
data hungry, investment in eCommerce
becomes not only a vital route to market,
but a vital source of real time customer
intelligence that will help meet those
expectations.

—

CMOs in the Technology (40%), Finance
(38%) and Telecoms (55%) sectors are
most likely to have implemented direct-toconsumer approaches.

While those in the Leisure (46%), Food
and Beverage (45%), Retail (45%) and
Telecoms (48%) sectors are most likely to
have made commerce a greater priority
within their CX efforts.
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The latest research suggests that
Covid-19 has accelerated the progress
of eCommerce adoption by 4-6 years
within a matter of months and in May
alone, total online spending hit $82.5
billion, up 77% year-over-year (Forbes,
2020). In the Isobar CX survey, 39% of
CMOs have made commerce a greater
focus while 36% have implemented directto-consumer approaches.

39%

of CMOs have made commerce a greater
focus of their CX strategy
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In the early stage of the pandemic, brands
rushed to secure their route to market
through eCommerce. To maximise their
investment longer term CMOs will need to
focus on creating distinctive and differentiated
commerce experiences across every
shoppable touchpoint.

CX Survey 2020
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As the role of the physical store evolves in a
post pandemic world, the need for seamless
integration across channels increases and
the role for online commerce evolves from
transactional to brand building.

Key Findings Explored
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3. The power of idea-led experiences

CMOs see Personalisation, Innovation and Ideas as the key to building
distinctive and differentiated experiences

While In 2019, ‘consistency’ was cited as
the most important factor for differentiated
customer experience, in 2020 creativity
has been elevated in importance.

What would you say are the key ingredients for building a differentiated
customer experience?

58% of CMOs identified the Innovative
use of technology as a key ingredient
for building a differentiated customer
experience (an increase of 5 percentage
points versus 2019). 50% agreed on the
importance of a galvanising organisational
idea (an increase of 19 percentage
points from 31% in 2019). Creative
ideation / thinking was cited as the top
requirement from an agency partner in
order to deliver superior CX strategies
(36% across the board rising to 44% for
small organisations).

60
50
40
30
20
10
0
Personalisation

Innovative use
of technologies

Large

Leading

—

All

A galvanising
organising idea
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When asked how to go about building
differentiated experiences in a world
of experience parity and homogeneity,
CMOs place their bets on innovative
technologies and the power of big
organising ideas. “Brands in the offline
world look, feel and behave very
differently. Think about walking into a
luxury boutique versus a fast fashion store.
But often they look all too similar online.
Going forward we see an opportunity to
use brand beliefs and behaviours to build
online experiences that are as distinctive as
offline” — Pats Mcdonald, dentsu Creative
Chief Solutions Officer.

70
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Case Study

Global entertainment giant Merlin
Entertainments selected Isobar
Nordics as its experience agency.
Merlin saw a pressing need for a complete
revamp of its digital platforms.
“Merlin represents a progressive client
precisely because they understand the
need to think in a holistic way about
customer journeys – and the need to invest
in a technology platform built to support
this way of thinking” — Martin Bochineck,
Global President, Isobar.
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The goal is to deliver on a visionary digital
transformation roadmap that will bring all
the company’s attractions together on one,
singular web solution and one marketing
automation platform. Every year, an
incredible 67M people enjoy the thrills and
excitement of the more than 130 Merlinoperated attractions across 25 countries.
But in order to create a digital customer
experience as magical and delightful –
from research, planning, and booking to
enjoying post-visit memories and planning
the next visit.

—
Key Findings Explored
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4. Peak Personalisation?

63%

Interestingly, while personalisation still
scores highly among the key ingredients
for building a differentiated experience,
opinion is divided.
While 63% of all CMOs rank
Personalisation as a key lever, this
falls to 56% among the CMOs of
larger organisations and 58% among
the CMOs of more progressive and
prepared businesses.

this falls to 58%
among CMOs of more
prepared businesses

and 56% among CMOs
of larger organisations

Key Findings Explored

56%

—

58%
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Interestingly, CMOs in the technology
and energy sectors are the least likely to
consider personalisation a key strategy
versus those in packaged goods sectors
such as grocery or pharma; perhaps
because technology business have
personalisation baked into their business
models from the outset.

Novel opportunities for personalisation
will come from delivering compelling
customer value in an increasing privacyconscious world. That may come from
offering significant utility, or from creating
delightfully relevant experiences that
respond to external context such as Isobar
Amsterdam’s “Road Tales”.

of all CMOs ranked
Personalisation as
a key lever
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Case Study

Isobar Amsterdam created
an interactive, location-based
audiobook to transform car rides
into magical journeys.
Tracking 120,000 km of the Dutch highway
system, a custom developed story-engine
creates unique tales based on the location
of the user.

CX Survey 2020

To engage its core audience, Volkswagen
needed an idea that would make car
journeys more enjoyable for families and
stimulate children’s imaginations. Snelweg
Sprookjes aka ‘Road Tales’ uses location
data and a dynamic story engine to
develop personalised stories for every user,
transforming ordinary roadside objects
from bridges to windmills into extraordinary
magical landscapes.

—
Key Findings Explored
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AI is the most widely adopted technology, followed by conversational

50
40
30
20
10

Headless Commerce

Spatial Computing

Blockchain

AR

Machine Learning

The fastest growing technologies YOY
in terms of CMO adoption were AI (+7
percentage points), VR (+6 percentage
points) and AR (+4 percentage points).

VR

0
AI

Among the emerging technologies listed,
organisations that considered themselves
extremely / very well prepared for the future
cited the highest adoption of emerging
technologies in every category whilst 61%
of businesses that considered themselves
not at all prepared reported zero adoption.

60

CX Survey 2020
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All

Large

Leading

Key Findings Explored

While AI is the most used emerging
technology – already used by some 36% of
CMOs – Voice and Chat based interfaces
follow closely behind at 29% and 28%
adoption respectively. The delta between
large and small business is particularly
significant when it comes to adoption of
new experience technologies, with CMOs
of large businesses more than twice as
likely to have adopted Artificial Intelligence
and Machine Learning than small
businesses. Compounding that further, AI is
the most considered emerging technology
for future use (35%) increasing to 49%
and 52% for medium and large sized
businesses respectively.

70

Chatbots

CMOs are increasingly turning to
technologies that offer more human
and conversational interfaces to deliver
differentiated experiences.

Which of these emerging technologies do you already use to deliver better
customer experiences?

Voice

5. Augmenting Humanity
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Case Study

Artificial Intelligence is augmenting
the way we analyse and understand
our world.
This reduced two weeks of lab analysis
to mere seconds, allowing for natural
microbe treatment rather than using harsh
chemicals to clean our water.

CX Survey 2020

Our global ecosystem depends on healthy
water systems and a reduction of harsh
chemicals that the natural world comes into
contact with. But delivering this analysis
at scale is time consuming and costly.
In ‘Wastewater Plant Assistant’ Isobar
Denmark created an app that used AI and
image recognition to enable the wastewater
industry to correctly diagnose water
sample images.

—
Key Findings Explored
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6. Digital data infuses physical spaces

Virtual and Augmented Reality are also
entering mainstream adoption, with
28% and 27% adoption respectively
among CMOs.
Moreover, when we asked CMOs which
technologies they were considering
adopting in the future to improve customer
experiences, Augmented Reality and
Spatial Computing featured strongly in their
list of priorities.

—
Key Findings Explored

Meanwhile, albeit at lower levels, Headless
Commerce is under consideration by 23%
of CMOs.

27%
CX Survey 2020

33% of CMOs were considering using AR
to improve customer experience in the
future, and 29% considering the adoption
of Spatial Computing.

The combination of these technologies
will enable a shift towards ubiquitous
commerce; a world where we no longer go
shopping but where shopping is always on.
Where every point of inspiration can be a
point of transaction, where every customer
can become a storefront, and where every
store can tell stories.

28%
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Case Study

In 2019 Isobar Canada launched
‘Cadillac Live’, a one-part personal
shopper, one-part interactive digital
showroom for luxury buyers.
Consumers are now empowered to
research and explore every element of the
product line and ask an expert questions
in real-time, on their own time, from
anywhere – then get connected seamlessly
with their local dealership to take the
experience further.”
CX Survey 2020
—

Live agents equipped with live-streaming
mobile steadicams and Bluetooth headsets
give shoppers live 1-on-1 video tours with
multiple dynamic views and modification
options for the vehicles. Ryan Paterson,
Group Creative Director, Isobar Canada
explains, “We’ve re-imagined what online
car shopping looks like to create a humancentred experience that seamlessly
leverages technology to deliver next-level
personalisation, fusing the best parts of the
in-person and online consumer journey.

Key Findings Explored

Creative
Experience
Toolkit

Practical Tools &
Frameworks to drive CX
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So in this new world of Creative
Experience, what should CMOs
do in practical terms and how
can Isobar help businesses and
brands accelerate?

4

Culture: Align brand beliefs and
behaviours as never before

Creative Experience Toolkit

3

Content: Deliver Content at the
speed of Culture

—

2

Commerce: Embrace Idea-Led
Commerce

CX Survey 2020

We have identified 4 focus areas for
CMOs to deliver outstanding and
distinctive CX.

1

Change: Accelerate innovation
to turn promises into reality

24

1. Change: Accelerate innovation to
turn promises into reality
As brands face increased pressure to transform at speed, the ability to rapidly imagine and
incubate new products and services becomes a critical skill set. Isobar’s 22 global NowLab
Innovation hubs help accelerate change within our clients’ businesses.
We use a collaborative, sprint-based methodology to rapidly co-create new products and
services alongside our clients, identifying opportunities to scale and to build innovation
capabilities within their organisation.

Make
We craft and engineer high quality
experiences, flawless design and
elegant writing.

Change
We advocate for the best
experience, uniting people, platforms
and processes to enable growth.

—

We identify the technological, cultural and operational changes that are needed to support
and sustain change, redesigning the customer experience around the organising power of
an idea.

We understand and identify the business,
brand and user objectives. Then envision
and architect the best solutions.

CX Survey 2020

From Voice to Augmented Reality, Spatial Computing, Machine Learning and Artificial
Intelligence, NowLab can help companies embrace transformative technologies and
innovate in real time.

Invent

Creative Experience Toolkit
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Case Study

In 2019, Isobar was named Cisco’s
Digital Innovation Agency of Record
to help develop its new digital
experiences offering.
With the Virtual Experience and Video
Hub, Cisco set out to transform the way
people digitally engage with events,
conferences, live streaming, webinars,
and demos, wherever they are around the
world. Viewers can learn about upcoming
events, pre-register for virtual experiences,
join livestreams, and browse Cisco’s library
of over 10,000 pieces of on-demand
content all in one click.

CX Survey 2020
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Creative Experience Toolkit

In 2020, Isobar was completely embedded
into Cisco’s digital experience division
which was created for the development of
new products and solutions and to keep
the tech conglomerate on the forefront of
technology. Utilising the collective power
of the Isobar NowLab, Isobar and Cisco’s
partnership continues to this day as we
work to deliver forward thinking digital
experiences. Isobar’s NowLab innovation
team worked to help Cisco realize their
vision to design and build an experience
that meets their vision for the future of live
streaming and on-demand content.
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2. Commerce: Embrace
Idea-Led Commerce
In a world where brand and commerce are converging CMOs need to embrace an idea
led approach to commerce. This means delivering a consistent, distinctive and delightful
experience across every touchpoint, on and offline, owned or third party.
Our ‘Total Commerce’ solution enables businesses to rapidly expand their eCommerce
capabilities in a matter of weeks, avoiding months or quarters of lost revenue. We hold
global partner status with Salesforce, Adobe, Oracle and Google, allowing brands to benefit
from leading technology and Isobar’s 2,000+ global certifications.

2. DTC Jumpstart for CPG
With Dentsu Commerce, the ability to attribute media impressions to conversion, provide
one-to-one personalization solutions, and create loyalty programs that feed consumer
evangelism CPGs can take on the marketplaces and big-box distributors - and win.

3. Amazon Marketplace Consulting
Dentsu Commerce offer brand success across the vast Amazon landscape built on a
foundation of ecommerce expertise and supported by over 130 specialists, providing
holistic Amazon strategies that deliver results.

4. Curbside Pick Up

Creative Experience Toolkit

Isobar Curbside Pickup Manager helps businesses get up and running in weeks, tapping
into partnerships with Adobe, Oracle, and Salesforce to connect a brand’s online
commerce operations with a seamless curbside pickup experience.

—

“In the post-store era, it is important for brands to embed transactional capabilities in
the experiential journeys they offer to their customers instead of redirecting customers
to separate, prescriptive shopping environments that live outside of the experience.
Commerce today is the creation of moments of monetisation during a creative experience
with a customer at the places where their customers are by understanding what they need”
— Vikalp Tandon, Global President, Dentsu Commerce & Global CTO, Isobar.

From zero to actionable solutions in 45 days, Isobar Fast Track powered by Adobe
is an adaptable set of solutions that serve as a guide for any commerce or digital
transformation engagement.
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We share a share a common vision with our partners to help brands drive growth and
matter to their customers by delivering memorable customer experiences. Integrated
by design, we craft bespoke solutions brands can leverage across multiple channels to
orchestrate meaningful personalised customer journeys, monetise interactions and provide
customer service at scale.

1. Fast Track Commerce
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Case Study

KFC in China developed Virtual KFC
stores on WeChat, China’s number one
social media platform.
It also included the temperature of both
the food preparation team and the delivery
driver to reassure customers. Beyond the
individual drop-offs, KFC also developed
an ‘Enterprise’ special app for businesses
and communities to unify orders and
reduce opportunities for contact, but also
to provide orders for communities with
limited access to the outside world. Each
community has an independent QR code,
which allows users to scan the code and
enter the meal delivery address directly
by default.

CX Survey 2020
—
Creative Experience Toolkit

This allowed everyone to design a
bespoke pocket store with full commerce
functionality. Geo-location meant that
orders were ready for fast-track pick-up
as customers approached the store. The
innovation was KFC’s most successful
mobile commerce programme ever—
pocket store sales exceeded target
by 900%. When faced with disruption
caused by Covid-19 KFC also rolled
out new delivery packaging marked
with ‘Contactless Delivery VI’, to help
communicate what KFC is doing to control
the pandemic and enforce the measures
related to KFC’s contactless delivery.
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3. Content: Deliver Content at the
speed of Culture

Big Organising Idea
Creating with the end in mind

The ability to deliver content at the speed of culture has become critical to demonstrating
authenticity and relevance to consumers.
In the world of the “messy middle” where the boundaries between inspiration and
transaction are increasingly blurred, the ability to generate content at scale in a cost
effective and quality-first way becomes an important revenue driver.

A one-stop
Shop

Always on
Right-Shoring

AI / Tech Enabled
Platform

Competitively
Bid

Content Symphony is our solution to enable businesses to deliver content at scale, at
speed. A dynamic content marketplace enables 24/7 global coverage.
Scale as you need it,
without commitment

A model that drives
value, not rate card

—

Content Symphony offers scale, control and flexibility for CMOs seeking growth in an
increasing volatile world.
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AI technology ensures central quality control while enabling local flexibility.

Unlimited access to
world-class specialists

What this means for you

Creative Experience Toolkit

What we’ve built
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4. Culture: Align brand beliefs and
behaviours as never before
In a world where brand belief and brand behaviour must align ever more closely, CMOs
must ensure that what’s happening inside the business aligns with the cultural shifts
happening outside the business and with the needs and values of employees. One way
that we help clients do this is through Isobar Good. Isobar Good uses design thinking to
help businesses align social impact and purpose to their core products and services to
ensure they make good on their promises to society while growing their business.

CX Survey 2020
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Sustainable development is a complex web of interconnected issues that go beyond the
environment, health and poverty to how those issues are addressed. Brands need to think
creatively about how they can transform our world by contributing to the issues and the
“how”. Working with the Australian Futures Project, we improved how Australia makes
its future. The Perfect Candidate is Australia’s first virtual politician, powered by insights
from over 125,000 Australians. The Perfect Candidate compares the top concerns of each
electorate against user preferences and political party priorities. This creates a transparency
that empowers Australians to change the conversation and hold their leaders accountable.

Creative Experience Toolkit

As the world faces new challenges and
imperatives, our study finds Creative
Experience is more important than ever.
In a world of heightened expectations,
the role of the CMO has evolved, with a
renewed and holistic focus on shaping
product development, employee
experience and commerce strategy.
While many CMOs have been forced to
reappraise their CX strategy in a post Covid
world, that reappraisal has led them to
prioritise creativity, innovation and an idealed approach.

We see an increased desire for organising
creative ideas that can live across
every touchpoint, from commerce
to communications to colleague and
community engagement. Leading CMOs
identify technologies such as AI, Voice,
Gesture and Augmented Reality as key
ingredients in building differentiated,
brand building experiences in a world that
has moved beyond minimising friction to
maximising desire.
CX Survey 2020
—
In Summary
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About the
report
To give insight into the world of the marketer today and their view of
the future, Isobar’s CX Survey (a bespoke section of the dentsu CMO
report) spoke to 1,350+ CMOs (72% ‘ultimate decision maker’, 28%
‘part of a senior team’ from across twelve markets: Australia, Brazil,
China, France, Germany, India, Italy, Japan, Russia, Spain, the United
Kingdom and the United States.

Isobar’s third annual trends briefing
explains how Creativity and ‘creative
experiences’ are critical for businesses and
brands in 2020 and beyond.

Isobar’s ‘Capitalise on Commerce’ report
examines the five steps to enhance your
brand’s customer experience strategy.
Find out more.

Isobar Good

Isobar NowLab

A purpose-led initiative that uses Isobar’s
skills, expertise, and methodology to
drive measurable social impact for
brands, businesses, and not-for-profit
organisations. Find out more.

Our innovation initiative and accelerator
provides our teams with the space to
collaborate, experiment, hack, prototype
and co-create digital products and
services. Find out more.

—

Capitalise on Commerce:
July 2020

CX Survey 2020

We worked with B2B International to access our sample of CMOs
and fieldwork was conducted in June 2020. We surveyed CMOs
across a wide range of sectors, the top 5 being: Professional Services,
Manufacturing / Industrial; Retail; Internet Services & Software; Finance
& Insurance. 37% of respondents represented a “Large” organisation
constituted a company size of 1,001-5,000; 22% represented
“Medium” of 251 - 1000; 4% represented “Small” of 0-250.

Augmented Humanity: Isobar
2020 Trends Report

Appendix

For more info please contact Sue.McCusker@isobar.com

