dentsu consumer vision

The Age of Inclusive Intelligence

THEME FOUR

The Human Dividend
In the 2010s, we focused on integrating digital technologies into the everyday
aspects of our lives and of business operations. In the 2020s, attention will
shift towards those traits and capabilities that make us human, leading to a
renewed celebration of what makes us unique—as well as understanding our
limitations.

2030: A day in the life of an imagined consumer
Nicole, Johannesburg*
Nicole, 37, lives in Johannesburg. She works at a wine bar and arts-and-crafts café in the
city, where she is one of the few human employees. For customers who pay a premium,
she acts as their dedicated sommelier and instructor, advising and answering questions
related both to the wine and its production. Since the introduction of the mandatory
labelling scheme last year, customers can request wine produced on a spectrum of
human craft versus automation, ranging from 100% made by robots (including the
farming and harvesting of grapes) to 100% made by humans. Though the “robot wine”
was popular in the beginning, Nicole has noticed a shift to people now preferring smallbatch, people-made wine.
Though she loves her job, Nicole is contemplating a career move into teaching Human
Skills at the International School of Johannesburg. She’s passionate about passing
on her creative arts expertise to young people and participating in the reframing and
reforming of education around creativity, sociability and compassion. ISJ is the first
school in South Africa to have restructured its syllabus, replicating the EU’s move in
2024 that mandated all public schools in Europe to
include human skills such as creativity, team-working
and empathy as part of their required curriculum.
The new teaching field is very competitive, so to
help her land the position Nicole uses the social
media platform ‘IdentiSplit’ to create and curate her
different social networking profiles depending on
the objective in question. Using the job spec and
aggregated information about her potential
employer, IdentiSplit has curated Nicole’s
personal data to form a fitting LinkedIn profile
aimed at greatly improving her chances
of interview selection. Meanwhile, for her
friends’ profile, the platform suggests
trending topics to post and write about that
align with the interests and values of her
network. Despite enjoying the social
capital that IdentiSplit has helped her
accrue, Nicole is also aware of how
filter bubbles and echo chambers
limit her intellectual growth.
Since using the service, she
cannot remember the last time
she saw an ad that genuinely
surprised or engaged her,
or when she discovered
an article that challenged
her point of view.
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*Disclaimer: not a real person; image is for illustration only
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Thankfully, Nicole is not alone. Since its global launch a few years back, she tries to
always attend a monthly ‘Burst the Filter Bubble’ conference in Cape Town. These
events bring Nicole together with a multitude of people from diverse backgrounds
and beliefs, engaging them in workshops and discussions that expose them all to new
viewpoints and ideas.
Back in Johannesburg, Nicole lives with her boyfriend and their small dog. Because
her boyfriend, in contrast to her, spends most of his day sitting in front of a computer
screen, he loves to spend the evenings playing board games, or indulging in some other
form of traditional, tactile leisure. At other times, depending on the collective mood
(measured via biometric trackers and sensors in the home) and time at hand, their AI
voice-assistant recommends and informs a hyper-personalised VR environment with
virtual activities that suit both Nicole and her other half. Twice a year they also embark
on social enterprise expeditions—taking part in local volunteering and charity work in
different countries—keen to connect with other adventurers and experience what they
see as more “authentic” and sustainable leisure.

Realising the human dividend
In this chapter of the dentsu consumer vision, we explore the trends that are creating
Nicole’s world. What unifies these pathways to the future is the human factor. After a
decade of digitisation and spurred on by the experience of the COVID-19 crisis, the next
ten years will be characterised by a renewed celebration and recognition of humanity,
and what it means to be human—both positive and negative.
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TREND ONE

What robots can’t do
Faced with the threat of automation, by 2030 there
will be an even greater premium on human skills such
as creativity and compassion—and the brands that
can embody these traits. At the same time, AI-driven
productivity will liberate many workers from repetitive
tasks, allowing them to pursue more fulfilling work
and find a better work-life balance. Embedding and
nurturing human skills and traits across a customer
base and workforce will become a dominant brand
value. Human vs. automated services will also become
a key factor in consumer choice; the sense of novelty
that automated services will provide in the early 2020s
will quickly dissipate as it becomes more mainstream.

Post COVID-19, AI-led services may also be repositioned
as ‘safe’, driving new appeal of human- and contactfree service. Similarly, automation has proved to be a
necessity for some businesses during the pandemic,
accelerating its adoption. For example, many hospitals
and health centres worldwide have been deploying
robots to help clean and provide care to sick (and
contagious) patients. As such technologies become ever
more ubiquitous and complex, time offline will gain
appeal and the need for humanised brand strategies
will be paramount. For brands, this means authentic and
human interactions should be at the centre of premium
brand propositions by 2030.

EQ meets IQ
Recent technological change has placed a spotlight on
the global importance of STEM skills and addressing
the digital skills gap. Yet, with as many as 400 to 800
million jobs worldwide1 being potentially automated by
2030, the 2020s will bring a renewed focus on those
skills that humans can offer and robots cannot—at least
for the time being. Demand for “higher cognitive skills”,
such as creativity, critical thinking, complex decisionmaking and complex information processing, is predicted
to increase by 19% in the United States and 14% in
Europe between 2016 and 2030. 2
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If we just develop a whole load of really
technical people, we will have missed the
point of what society is and what humans
really care about.
Kate Adams, director of operations and special projects at Nesta

In 2030, mass production and
customisation will persist, but expect
human craft and creativity to become
a key factor in consumer choice.
Furthermore, increasingly we will
witness a ‘cognitive convergence’
whereby robots become capable of
reproducing the human skills we hold
dear. For example, as AI advances, so
does its ability to be creative. In 2019,
Warner Music became the first record
label to sign a music deal with an
algorithm. 3
A ‘never before’ event we could
see emerge by 2030 is product
labelling that clearly states whether
something was produced by a robot
or a human. Yet, it remains unlikely
that robot-produced creative work will
substantially take off over the next
decade, as consumers remain interested
in the imperfect and authentic human
process behind works of art as much as
the final piece.

5.

The need for finely tuned social and
emotional skills is also forecast to grow
as organisations will need to balance
the adoption of advanced technologies
with human interaction. Research
also estimates that demand for these
skills, such as empathy and advanced
communication, will grow by 26% in the
United States and 22% in Europe between
2016 and 2030 across all industries. 4
Having a sense of humour or a vivid
imagination, being a compelling
storyteller; all are skills that will increase
in importance both in and outside the
workplace. Consequently, another
never before event we can expect over
the course of the next decade is topdown government regulation requiring
education systems to incorporate
softer human skills alongside technical
disciplines in their curriculums.
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Time for real-life play

In this decade
everything is
emotion: every job
is emotion; every
role is emotion
and all of the
skills you needed
to maintain a
position in an
organisation are
also emotion.
Mark Pesce,
futurist and innovator
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A heavily automated future may be considered a threat
to workers, but by the end of the decade it also promises
to relieve at least some of the (perceived) time pressures
in consumers’ lives–by removing monotonous tasks,
potentially enabling access to more leisure time and more
fulfilling work. Already today, four out of ten consumers
would consider using AI and robotics to perform household
tasks unsupervised; around 3 in 10 would consider allowing
these technologies to care for a child unsupervised. 5
While AI may provide consumers with virtual experiences
or trustworthy robotic companions and carers, consumers
will still crave experiences that feel special, authentic
and shareable. Extended time away from ‘normal’ social
engagements due to the COVID-19 pandemic has also
boosted appreciation of real-world socialising, leisure,
and travel experiences. In the same way that the digital
revolution paradoxically boosted the appeal of the digital
detox, we expect the uptake of virtual reality during the
2020s to drive demand for actual reality—hand-crafted,
human-led and offline experiences. Reflecting this desire
to unplug, around half of people globally expect to take
periods away from using technology over the next 5-10
years (see Figure 1).
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Figure 1: Many people will take active breaks away from technology in the next
5-10 years
In the future (i.e. next 5 to 10 years) I will take periods of rest from technology (e.g.
computers, smartphones) (% agreeing)
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Take board games. Positioned as a
respite from ever-present screens and
a low-fi route to escapist fun, the board
games market is forecast to reach a
value of $12 billion by 2023—almost
double its value in 2017.6
Other traditional childhood activities
are also being repositioned as immersive
leisure experiences for adult audiences.
In 2018, LEGO launched a crowdfunding
platform for its new product, LEGO
Forma, a series designed specifically for
adults. 7 In 2019, eBay hosted a one-day
popup called the ‘Black Friday Escape
Room’, featuring interactive installations
in a multi-chamber format where visitors
had the opportunity to take each other
on in light competitive challenges. 8
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'Kidulthood’ activities are not merely
enjoyable; they are also symptomatic of
the desire to hark back to simpler times.
From Millennials wishing to escape
the routine of “adulting”, to Boomers
and retirees nostalgic about their
youth, these activities give grownups
a momentary respite from adult
norms and dependence on technology.
COVID-19 lockdowns have also boosted
the appeal of at-home, offline activities
such as board games and baking. Expect
the health benefits of traditional games
and other tactile, creative activities,
like arts and crafts, to continue to be
celebrated in 2030—with enhanced
focus, mental well-being and improved
social connections among those
associated with play (and for all ages).
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Let me speak to a human, please
As the allure of tech-free, authentic
experiences grows, human customer service
may become premium too. Traditional,
social retail and hospitality may see a
resurgence—albeit with more safety
measures in place, such as contact-free
checkouts, accelerated by the COVID-19
crisis. In November 2019, Gucci revealed
plans to open six global luxury call
centres where customers will be able to
video chat with human customer service
representatives in lavish surroundings
resembling Gucci shops.9
In 2030, brands will shift towards
facilitating human-led experiences
through face-to-face interactions and
humanised tech interfaces. There will be
a complete overhaul of services offered
to consumers via physical storefronts and
human-led customer services. The store
of the future will be a premium space
that focuses more on education, training,
community engagement—and importantly,
opportunities for novelty and fun.
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consumers prefer to make a
complaint to a human being
Emotional Intelligence (EQ) will remain crucial in a
future where tech interactions dominate. Insurance
provider Zurich climbed 176 places in the UK Customer
Satisfaction Index in 2019, partly due to its strategic
use of EQ. 10 For example, revamping its complaints
handling processes to incorporate Close-the-Loop
calls, where senior leaders ring customers to discuss
positive and negative feedback they have given; and
launching SignLive, a service enabling customers with
impaired hearing to contact the company using a video
interpreter. Human brands that serve their consumers’
needs first and foremost hold even more appeal in
a post COVID-19 world, where values have been reevaluated and societal inequalities exposed.
At the same time, automation is an opportunity for
brands to improve their personal interaction with
customers. Consumers value the human touch.
Sixty-seven percent of consumers globally agree
that, when making a complaint about a product or
service, they prefer to speak to a human being—79%
among Boomers. 11 Automating routine tasks would
allow workers to focus their time on uniquely human
contributions, such as creativity and face-to-face
service, opening up more time to communicate and
collaborate with co-workers and customers.
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Humane tech provides the
human touch
Brands must balance consumers’ inclination
towards human-led experience with their
appetite for automation-driven products
and services. Asia-Pacific consumers show
preference for automation in retail, with
over half of consumers in Australia, China
and India agreeing that they preferred
using self-service checkouts to manned
ones, compared with a global average of
42%. 12 Automated customer service has
also taken off in Japan. For example, many
ramen shops have long taken orders via
vending machines, while the Henn na Hotel
in Sasebo is staffed by robot dinosaurs. 13
Thanks to COVID-19, expect boosted
appeal for automated retail everywhere,
repositioned as a hygienic and safe
alternative to human service.
Brands will be under increasing pressure
to provide the human touch at scale in an
omnichannel world spanning stores, sites
and smart speakers. We foresee human
staff using automated or AI-led services
to augment the accuracy and efficiency
of their personal services. For example,
knowledgeable concierges can improve their
suggestions by contextualising them with
AI-sourced, real-time recommendations
based on individual guests’ preferences. In
2019, Accor acquired John Paul, a premium
concierge service that works on real-time
natural language processing. 14
Even if people cannot interact with a real
human, they will expect that interactions
are empathetic and humanised. In their
homes, consumers have quickly warmed
to voice-powered interfaces that “speak”
human: by 2020, nearly a quarter of adults
globally owned a smart home assistant. 15
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information relating to COVID-19 easily
available to employees, customers and
the most vulnerable.

This trend looks set to continue; nearly
half (44%) of people globally said they
were more likely to use voice-assisted
technologies, such as Google Home or
Amazon Echo, than they were last year,
with emerging economies leading the
way (see Figure 2).

So how will the need for warm, human
interactions be met in 2030? Tech’s
growing ability to infer customers’
emotional states promises a future
of highly tailored and humanised CX
journeys. Customers’ existing personal
data, including dwell time and purchase
history, will be increasingly harnessed
to power empathetic interactions with
brand representatives—human, chatbot
or other. Emotion-sharing commercial
arrangements will increase but will
still feel novel. And where no hightech solutions or data are available,
old-fashioned service with a smile will
still have the power to differentiate
one brand from another, or a premium
service from one that is not.

Beyond voice, appearance is also key
to success for customers to feel they
are interacting more naturally with
AI. Soul Machines16 is a tech company
that creates animated human avatars
for contexts such as customer service,
education and healthcare, and cofounded by Academy Award-winning
digital effects designer Mark Sagar,
whose animation systems were used
in films like Avatar and Rise of the
Planet of the Apes. In response to
the coronavirus crisis, Soul Machines
created Digital Helper Sam—designed
to make real-time public health

Figure 2: Nearly half of people globally are more likely to use voice assistants in
2020 vs 2019

Compared to last year, how likely are you to do the following in the next 12 months? Use
voice assisted technologies (e.g. intelligent home assistants such as Amazon Echo/Alexa
or Google Home; Apple's Siri on iPhone, etc.) (% likely)
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Brand implications: What robots can’t do
• Evolve automated and human services
On the one hand, since automated and robotic services will be novel and exciting to
consumers in the early 2020s, brands should invest in such technology to be perceived
as innovative, hi-tech and modern. For example, in May 2020, Softbank deployed its
humanoid robot, Pepper, to a Tokyo hotel hosting guests checking in for COVID-19
quarantine stays. Pepper greets them at self-service check-in kiosks, reminds them
to wear masks and wishes them a speedy recovery. 17 On the other hand, as this
novelty fades and automated services become basic, functional services, brands must
make careful decisions around what experiences/element of the experience should
be human-led and what should not. Whatever the case, brands need to develop a
dynamic, long-term plan for automated versus human service responding to quickchanging consumer attitudes—dependent on the dominating consumer need in each
brand touchpoint.
• Place a premium on human experience
As basic customer service functions are increasingly automated, use freed up staff
for more demanding queries and tasks that require human input, such as supporting
vulnerable customers and crisis management. It will be vital for brands to consider
the trade-off when using AI to deliver a higher level of service at scale and offering
human service and experience. Where there is demand, offer tiered levels of human
and tech-free service or experience at a premium, transparently signalling to
customers when they are not engaging with a human and making the option to do so
easy. Crucially, do this only where human input is providing an ancillary service beyond
the core brand offering—not where it is expected or essential (e.g. with vulnerable
customers)—to avoid backlash. If your brand’s core offering lacks human touchpoints,
form partnerships to add a human element to your service or product. For example,
digital-only bank Capital One in 2017 launched Capital One Cafés18, spaces open to
everyone in which to make financial plans, engage with the community and enjoy good
coffee. Company Ambassadors work in the Cafés to answer customers’ questions
about Capital One accounts or upcoming events, and one-to-one coaching is also
available.
• Upskill emotional intelligence
When automated and human service co-exist in the everyday, it will be crucial
for brands to adopt a 360-approach to emotional engagement. Make sure your
humanised brand image is consistent across all channels, digital and offline. To do
this, brands need to build emotional intelligence and cultural sensitivity training into
their learning and development initiatives for employees, as well as into proprietary AI
by using real, representative and unbiased datasets in machine-learning. Brands will
also need to develop a multidisciplinary interpretation of data (including new forms of
emotion-tracking e.g. via biometrics) to help inform when and how to bring the human
element into the customer journey.
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TREND TWO

Objective-free play
While automation will potentially help free up time for
employees and consumers, for many people the 2020s
will mean feeling even more time-poor due to an
always-on culture with constant digital interruptions.
In parallel, rising living standards will mean that
people will have more disposable income but less free
time to spend.
As a result, by 2030 consumers will strive to maintain
a balance between ‘optimised’ and ‘objective-free’
leisure pursuits. With advancing technological tools
such as artificial intelligence assistants, consumers
will also increasingly trust brands and platforms
to offer personalised leisure suggestions, or even
to make decisions on their behalf on how to spend
their downtime. Parallel to these developments, we
anticipate that by 2030, there will also be a backlash
against AI-driven product recommendations and
optimised leisure time. Many consumers will want
serendipity and surprise in how they spend their free
time, providing even greater opportunities for brands
willing to curate seemingly random moments of fun
that are seamlessly integrated into everyday life.

Purposeful play
While many consumers will still want their downtime to
be pleasure-rich or escapist, they will also increasingly
view leisure time as an opportunity to acquire new
skills, undertake self-improvement activities (e.g. health
and fitness) and try new experiences. The experience
of lockdowns during the COVID-19 crisis exacerbated
this trend towards self-sufficiency, as people used
technology in new ways to undertake new projects, from
cooking to learning to gardening. Our research finds
that 70% of people agree that the COVID-19 crisis has
increased their interest in the good life/more sustainable
pastimes, such as gardening, upcycling and baking. 19
During these trying times, there was a rising need for
light-hearted content and escapism that acted as a
counterweight to the constant grim news cycle.
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people agree that COVID-19
has increased their interest in
more sustainable pastimes

At the same time, however, the prospect of an economic
recession also drove many consumers to use their
leisure time to re- or up-skill. About one-third of people
globally agreed that, during this time, their personal
use of technology enabled them to learn new skills and
knowledge. 20 A plethora of companies across sectors is
already meeting this customer need. Banks, such as Virgin
Money and Capital One, have transformed some of their
branches to offer personal finance courses to customers in
a relaxed setting, with dedicated advisors on hand. 21,22 And
Mattel launched a Barbie called Tynker, a robotics engineer
that comes with six coding lessons to get young girls
interested in STEM careers. 23 As online interconnectedness
continues apace during the next decade, there will be
heightened peer pressure and associated social capital
benefit to show off purposeful leisure pursuits to others on
social media platforms.

In praise of idleness
However, in response to higher rates of burnout and stress,
a growing consumer movement against the culture of
constant optimisation will emerge, with an increased desire
for objective-free activities. More and more brands will
attempt to capitalise on the popularity of unproductive
leisure pursuits. For instance, LEGO recently launched a
new product series called Forma designed for adults to
reconnect with their creative side in a fun and engaging
way. 24 Technology can be instrumental in enabling brands
to provide these experiences. Of the ways that personal
use of technology positively impacts well-being, one-third
of people globally agree that using technology enables
them to relax or experience pleasure. 25

14.

dentsu consumer vision | the human dividend

In May 2020, American snack brand MoonPie launched a
voice-activated Alexa skill that offers conversation, facts,
recipes and more for consumers quarantining alone. 26 The
team behind the idea explained that laughter helps anxiety
and boosts immunity, giving them confidence that a lighthearted campaign would appeal.
The next decade will thus be characterised by a balance
between objective-free and purposeful leisure activities.
In a sense, the emphasis on optimisation incorporates the
value of holistic well-being. In other words, relaxation
and ‘doing nothing’ will be regarded as an indispensable
ingredient for overall self-improvement and better
performance in other aspects of life. Multiple studies have
shown that shorter workweeks can boost productivity and
allow employees more time to spend on leisure pursuits,
bolstering the national economic performance.
To this end, we expect that organisations in progressive
industries, such as the technology sector, will gradually
move towards flexible working patterns for their employees
to support their well-being. A never before event we
anticipate will occur in the early 2020s is that one of the
Big Tech companies completely shifts towards a four-day
working week.

FOMO (Fear of Missing Optimisation)
Over the next decade, uninterrupted downtime will become
a scarcer, more valuable commodity. Therefore, consumers
will wish to mitigate the risks of spending free time in
the supposedly wrong way. This risk aversion mentality is
already prevalent in our daily behaviour. Think about the
last time you booked a holiday or selected a film to watch
at the cinema. Chances are that you first searched online
reviews to ensure you were making the right choice. You
would not be alone in this behaviour.
Today, 56% of consumers globally check online reviews
posted by others at least on a weekly basis, rising to 66%
among Millennials. 27
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By the mid 2020s, artificial intelligence will be much more
sophisticated and digital assistants built into our phones,
wearables or smart homes will truly start to get to know us.
Whether it’s powered by an Amazon Alexa, Google Home or Apple
Siri, technology brands will be able to hyper-personalise leisure
recommendations based on our preferences, past purchases,
location data and even biometrics. Moreover, intelligent algorithms
will disrupt conventional product and service discovery, enabling
brands and platforms to increasingly choose leisure activities on
behalf of their customers. Despite initial privacy concerns, many
consumers will ultimately welcome the convenience and curation
from these trusted advisors. Given these technological advances,
a never before event we anticipate will occur is the launch of the
first AI-driven voice assistant in 2026 that can provide hyperpersonalised leisure suggestions to consumers.

In search of serendipity
However, as artificial intelligence starts to predict our leisure
preferences and selects our activities, some consumers will
question how comfortable they are with such decisions being made
for them, without their input. In response to the pre-planned and
perfectly optimised lifestyle of the 2020s, therefore, we will likely
see heightened resistance against risk-free entertainment. Many
customers will begin to seek out more serendipity, surprise and
adrenaline from their leisure pursuits. Currently, around a third of
global consumers say that they want to be more adventurous and
unafraid to take risks. 28 During the next decade, brands will seek
to capitalise on this growing customer behaviour. Companies in the
travel sector, for example, have been experimenting with innovative
tour packages that run counter to consumers’ usual rigorously
planned itineraries. Intrepid Travel recently launched its ‘Uncharted
Expedition’, which is a mystery tour where customers are only given
minimal details such as the duration of the trip and destination. 29
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consumers
are looking
for more
adventure and
risk-taking

By 2030, however, adrenaline junkies will (ironically)
be able to thrill-seek without many of the associated
risks. Trusted brands will be able to create adrenalinefuelled pursuits safely. Powered by emerging
technologies such as 5G and VR, consumers will be
able to enter a hyper-realistic immersive environment
nearly indistinguishable from real life. For instance,
VR Star Theme Park opened its doors in China in
2018 and is currently the largest VR theme park in
the world. 30 Through state-of-the-art headsets and
robotic installations, visitors can explore virtual
worlds and play a wide variety of immersive video
games. Haptic feedback, nuanced biometrics and
adaptive technology will be able to configure how
best to drive adrenaline and excitement for users
at the right time. Massive gyro rings could enable
people to float freely in mid-air for digital extreme
sports such as virtual skydiving and base jumping—
completely transforming entertainment possibilities
by 2030.
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people in the UK
are nervous about
attending big public
gatherings in the future

A legacy of the COVID-19 lockdown has been the realisation among
consumers that online leisure pursuits and meetups can also be
fulfilling, laying the groundwork for more immersive and high-tech driven
entertainment during the latter part of the 2020s. While there was a surge
in ‘real world’ socialising after the initial wave of pandemic lockdowns
had subsided, the stay-at-home orders caused a permanent acceleration
toward digital activities and a heightened popularity of presence-free
leisure pursuits. Our own research finds that 70% of people in the UK remain
nervous about attending any type of big public gathering in the future as a
result of COVID-19 and that this has changed our attitudes to virtual versus
physical events. For example, nearly three-quarters (73%) of the people
we surveyed in China say they are now permanently more likely to watch
live public entertainment at home than in a cinema or theatre. A similar
proportion (72%) say they are also now permanently more likely to watch
live sporting events at home than in a stadium or arena. 31
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Brand implications: Objective-free play
• Balance self-improvement and objective-free leisure
A dichotomy exists in consumers’ leisure time aspirations: some want to utilise their
downtime for self-improvement whereas others opt for objective-free entertainment.
Brands should reposition their offerings to the audience they wish to attract, centring
their messaging on either helping customers to upgrade their skillsets or on reassuring
them that optimisation does not need to be the ultimate objective in life.
• Curate personalised leisure recommendations
Trusted brands can curate leisure activities for consumers who find targeted
recommendations convenient and wish to mitigate the risks of squandering their
downtime. Although the concept of personalisation itself is not new, the way in which
businesses can tailor leisure recommendations has changed significantly due to new
technologies. Brands can prescribe leisure options specifically to individuals based on
online behaviour, past purchases, location data and biometrics—and will occasionally
even act on their behalf. Spotify, for example, partnered with online marketplace
Festicket to launch the Festival Finder, a service that helps users to find the best
festival for them using their streaming data—analysing the music they listen to and
the artists that they follow. 32
• Facilitate discovery and serendipity
Beyond personalisation and satisfying customer needs, brands are invited to offer new
experiences and facilitate a process of exploration. Serendipity can create deeper and
more meaningful relationships with customers, allowing them to escape their echo
chambers and discovering something new for themselves. Since late 2019, ride-hailing
Uber has been trialling Uber Moments in San Francisco, a service within the Uber Eats
delivery app that suggests bookable gourmet experiences and cooking classes to
users. 33 Like Airbnb Experiences, Uber intends to facilitate surprising new experiences
and the discovery of new cultures and cuisines.
• Explore thrill-seeking, immersive entertainment
This decade will be characterised by a growing number of consumers seeking out
more leisure pursuits in a low-risk, controlled setting. Entertainment will harness
new technologies to instil a curated sense of adrenaline, and there will be an uplift in
multisensory experiences that will make it ‘real’ for consumers. COVID-19 will likely
accelerate the consumer shift towards thrill-seeking within a controlled setting. For
example, the popular online multiplayer game Fortnite has hosted virtual concerts
with artists like Diplo and Travis Scott which were viewed by millions of players. 34
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TREND THREE

Emotion trumps objectivity
In 2030, verifiable truth is hard to come by.
The spread of fake news, conspiracy theories and
entrenched tribalism means that public debate
is frequently characterised by an endless loop of
claim and counterclaim, and a lack of consensus on
any given topic. We now live in a status quo where
traditional media and branded claims are often met
with scepticism and are challenged. Globally, 55% of
consumers agree that they have trouble sifting fact
from fiction in the digital world. 35 Fuelled also by social
media, authenticity is being questioned as consumers
curate their online personas to show idealised versions
of themselves. The development of AI-generated
deepfakes further blurs the line between fact and
fiction, making it difficult for even the savviest
consumers to identify the truth.

More than half of consumers
have trouble separating fact
from fiction online

Faced with this growing complexity, modern day
consumers have come to rely more on emotional truths
to make sense of new information and the world at large.
They believe, and choose to believe, evidence that aligns
with their own values and views. For brands, this shift
towards using emotional intelligence over objectivity and
rationale to discern truth necessitates a robust brand
purpose—some relevant emotional truth that consumers
feel speaks to them. The coronavirus crisis—which gave
consumers time and reason to re-evaluate priorities, and
showed how communities as well as brands could come
together to help—has solidified demand for brands that
put people over profit.
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Social media: Be whoever
you want to be
Fake news, corporate scandals and a
robust consumer culture means that few
consumers today believe that brands
have the shopper’s (or the planet’s) best
interests at heart. This erosion of trust in
traditional sources of information has led
to a fragmented landscape of influence,
where family and friends are often
regarded as superior information and
advice-givers. Social media has helped to
facilitate this change, providing a widereaching platform to all.
Yet, the performative nature of
social media means that people
online aren’t always what or who
they seem. Consumers curate their
online personas to show the best, or
aspirational, versions of themselves.
In 2019, over one-third of consumers
globally admitted to de-tagging photos
of themselves on social networking
sites. 36 They want to present an image
of themselves that measures up to some
societal standard of what is beautiful
or cool, measured by ‘likes’ and overall
social reach.
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AI personalisation of a media
app takes you on a journey that
reads your news based on what
you’ve lived previously or what
you’ve engaged with more, so
it’s leaving out all the things
that the machine thinks you
will not be interested in.
Mina Al-Oraib, editor in chief
at The National

We have already seen the popularity of
beautifying Snapchat filters. Meanwhile,
clothing retailer Carlings released a
digital-only clothing collection which
can be photoshopped onto an image
of the buyer. 37 In the 2020s, this trend
will continue as consumers increasingly
leverage new technologies to perfect
their online image.
What resonates in one context may
not in another: welcome the split
personalities of social media. How
we portray ourselves on LinkedIn,
say, is likely to differ vastly from how
we project our identity on TikTok.
The versions of ourselves that we
show our employer, family member,
friend or love interest are based on
different values and expectations
of how we should behave in those
different contexts. These may not
be fake or inauthentic, but rather an
exaggeration and amalgamation of
certain valued aspects of our identity.
The #DollyPartonChallenge meme
that went viral in January 2020 plays
perfectly on this notion. 38
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Echo chambers and filter
bubbles and confirmation
bias… that very much is in the
DNA of what digital
technologies want to do and it
will get worse.
Rachel Botsman, trust expert and author

In the quest for social approval and
capital, consumers don’t only curate their
external image and aesthetic. They also
share content and information that align
with internal values and beliefs, and fit
these external projections of who they
are and how they want to be perceived.
Faced with information overload and no
clear way of determining what is true or
false, consumers seek out information
that reaffirms what they already believe
and “makes sense” to them. For example,
following the online popularity of
conspiracy theories linking the spread
of the coronavirus to the rollout of 5G, a
spate of arson attacks on telecoms masts
took place across Europe. In April 2020,
Vodafone said that 20 of its masts had
been attacked in the United Kingdom. 39
Because algorithms personalise an
individual’s online experience, consumers
continue to encounter only information
and ideas that conform to and reinforce
their beliefs.
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This presents a real problem for brands in the battle for consumer attention and
custom. They will need to constantly find innovative ways of getting in front of
and engaging new audiences and potential customers. Unlike a newsroom with its
reputation on the line, consumers have scant motive to verify the information they
share. Yet, consumers are aware of the possible consequences, with four out of ten
people globally agreeing that social media is having a negative impact on political
discourse in their country (see Figure 3).

Figure 3: US and UK have the highest share of people who think social media
has a negative impact on politics
Social media is having a negative impact on political discourse in my country
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Source: dentsu, Digital Society Index Survey, 2020.
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Deepfake danger:
Echo chambers exacerbated
While faith in our emotional truths will grow
over the next ten years, the advancement
of technology will add fuel to the fire. The
latest battleground in the pursuit of truth
is deepfakes: the AI-facilitated high-quality
forgery of faces and voices in video content.
Often used to fake celebrity endorsement
or create revenge porn, the dangers of
deepfakes are becoming increasingly
apparent—especially as consumers are
less used to the idea of fake audio or video
content than they may be to photoshopped
content. If a particular video rings true to
an individual, they may share this with their
peers online without even thinking twice.
In 2020, almost half (46%) of teenagers in
key global markets agreed that they worried
about believing fake news is real, rising to
six out of ten teenagers in China. 40 Google
searches for “deepfake” are also highest in
South Korea and China. 41 Echo chambers
in turn amplify and reinforce emotional
truths, as fake news and unverified content
is repeated within closed social circles and
networks.
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In many African nations,
fake news has been an issue
for a long time because
many people distrust the
media and already believe
that political corruption is
widely prevalent.
Geci Karuri-Sebina,
author, associate at South African
Cities Network

The risks posed by deepfake developments
are likely to spur both consumer backlash
and new regulation as governments strive
to preserve people’s (and brands’) identities
and credibility. Social media companies
will come under increased pressure to
act and provide consumers with tools to
effectively identify fake content. Already,
many platforms are taking action. In
February, YouTube announced a blanket ban
on deepfakes and in March, Twitter began
labelling tweets containing synthetic or
manipulated media. 42,43 Meanwhile, Reuters’
Fact Check unit recently became one of the
third-party partners tasked with debunking
lies on Facebook. 44 The social network uses
Reuters’ conclusions to label misinformation
posts as false and downrank them in the
News Feed algorithm to limit their spread.
In the wake of the COVID-19 pandemic
too, Facebook, Google, LinkedIn, Microsoft,
Reddit, Twitter and YouTube issued a joint
statement and pledged to work together
to combat misinformation45—but even
with this, attempts to adequately label
false information fell short and were
criticised. In April 2020, YouTube started
removing videos related to conspiracy
theories that the rollout of 5G contributed
to the spread of the coronavirus. 46 Brands
and platforms will increasingly be under
pressure to provide consumers with accurate
information, on a regular basis, as frequently
as possible.
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Consistent, unbiased messaging across all consumer-facing outlets will be a more
common feature in the post COVID-19 world. Fighting misinformation will also be key
to maintaining democracy. Following the US Presidential election in November 2020,
Twitter often made use of its updated policy against misinformation by labelling tweets
from Donald Trump as “potentially misleading” and adding fact-checking links.
For brands, working with social media brands will be paramount. Reputational damage
caused by deepfakes is a threat that will drive investment in authenticity technology
and increased reliance on verified channels of communication and third-party
authentication. It will be equally important for brands to embrace technology that lets
them identify and target “real” people online.
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We’re reinforcing echo chambers. But there
is real space for platforms that invite
different views, rather than being set up to
enforce the same view.
Kate Adams, director of operations and special projects at Nesta

The backlash: A thirst for authentic
interactions and verifiable transparency
In this era of filtered perfection and fake news,
indistinguishable from reality, consumers will be
increasingly thirsty for unaltered interactions and content.
Already, Instagram is trialling removing “likes” from posts,
meaning the quantification of popularity will become less
visible—possibly reducing the use of filters and photo
editing software among users. The rising popularity of
social platforms like Instagram Stories and TikTok (which
encourage more unfiltered sharing) also suggests that
authenticity is becoming increasingly important online.
But as machine-learning advances, deepfakes will soon
be impossible to detect with the human eye, even with
AI assistance. With this danger looming, some cognizant
consumers will proactively attempt to burst their own
filter bubble and lessen the echo in their chamber.
This might manifest in closed community groups that
encourage (or even enforce) more meaningful interactions
with others, exposing consumers to people with different
values and beliefs. A never before event we can imagine
in the next decade is media owners launching events to
connect people with each other and new ideas to burst
their filter bubble.
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In a bid to uncover the “truth” in 2030,
consumers will expect to interrogate
information—whether about politics,
climate change or pet food—with
ease and confidence. And following
social media’s suit, they will expect
brands and governments to hand
them the necessary tools to do so. In
March 2020, the UK government set
up a “disinformation unit” to counter
false and inaccurate claims around
coronavirus. 47
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Technology will be key in enabling
consumers to effectively identify fake
content or false information. Rather
than spotting fakes, attention and brand
interest will be increasingly placed on
verifying real identities, videos and
images. Programmes that can identify
and watermark media taken on cameras,
or blockchain and AI technologies that
can verify content from trusted sources,
provide a viable solution. A never before
event that could emerge over the
next decade is mandatory blockchain
verification of CSR claims enforced by
advertising regulatory authorities.
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Brand implications: Emotion trumps objectivity
• Build authenticity by having an opinion
Linking claims and communications to a deeper brand purpose will be crucial to speak
to consumers’ emotional truths. Authenticity and trust can be built by focusing on
public issues and the core human truths that unite us all. Sitting on the fence will not
be enough, brands have an opportunity to become ‘trust marks’ by being honest about
where they stand on issues—and in turn empower consumers to decide if they want
to engage with them. For example, in June 2020, toy brand LEGO demonstrated its
support of the Black Lives Matter protests around the world by donating $4 million
to organisations dedicated to supporting black children and education about racial
equality. 48 The brand also paused the marketing of its police sets amid protests,
requesting that third-party sellers do the same. Similarly, Adidas showed its support
by retweeting a post from sportswear rival Nike, calling on people to be neither silent
nor turn their back on racism in the United States. 49
• Determine what is real versus fake
As consumers’ identities splinter and shift depending on the (usually online) context,
brands need to increase their own capabilities in determining what is fake and what
is real information online, and develop new and sophisticated models for targeting
customers. Brands should leverage and invest in data partnerships to target moments
and emotions over demographics, for example, via biometric tracking. Brands should
also invest in research to understand who people are without data, what they care
about, and create community spaces (online or offline) where people can connect
over an issue or interest that aligns with brand values to target brand communities.
• Provide radical transparency
Brands need to develop safeguards to prevent fake information proliferating around
their brand. They should explore investments and partnerships in authenticity
technology for audio or visual content, such as trust seals, digital rights management
or video encryption. For example, in March 2020, WhatsApp began testing a new
feature, called Search Message on the Web50, that could help users determine if
the messages they receive—particularly chain messages—are indeed true. With this
feature, forwarded messages will be accompanied by an icon of a magnifying glass,
which users can tap to search the web about the content they have received. Brands
should also explore blockchain innovation and partnerships to help consumers verify
digital content, transactions and product claims. For example, In September 2019
China’s Alibaba Group launched a blockchain-based platform for charities where
customers can trace their donations, ensuring that beneficiaries are effectively using
funds and not misappropriating money. 51
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MACRO THEME FOUR

The human dividend: Pathway to 2030

2021

Governments begin to impose fines
on social media firms that don’t curb
manipulated media and information

2022

First major tech company shifts its
workforce to a 4-day working week

2024

All public schools in the EU include
human skills as part of their required
curriculum

2026

Launch of the first AI voice assistant
that can provide hyper-personalised
leisure suggestions

2027

Inaugural ‘Burst the Filter Bubble’ event
held in San Francisco

2028

The ASA in the UK makes blockham
evidence compulsory for specific CSR
brand claims

2029

‘Made by humans’ product labels
designate the level of human vs. robot
input
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