dentsu consumer vision

The Age of Inclusive Intelligence

THEME THREE

Bigger Bolder Brands
Over the last decade, consumers have become more empowered, with
increasing choice and ability to engage with brands on their own terms. In
the 2020s, the focus will shift to how brands can help meet consumers’
needs more effectively across all aspects of daily life. At the same time,
enabled by data, brands will also be more selective in the consumers they
choose to engage with.

2030: A day in the life of an imagined consumer
Christian, aged 71, Berlin*
Christian is obsessed with his health these days.
Eager to remain independent and spend plenty of time with his three grandchildren,
Christian tracks his nutritional consumption via his microchip implant and his smart
toilet. He has set himself weekly intake limits on certain food groups and his ‘Kronos’
online lifestyle service makes healthy eating easier for him, by blocking deliveries of
added-sugar food and beverage when he exceeds (or is projected to exceed) his weekly
maximum. Thankfully, launch of the first alcosynth, Alcarelle, in 2026 means he can still
enjoy the positive effects of alcohol without any adverse consequences.
While he doesn’t like being told what to do, he knows this move has greatly improved
his overall health and life expectancy—knowledge confirmed by his 23andMe account
which, linked to his Kronos Health services, tracks the impact of his new diet on his
long-term health. At current projections—that reflect his DNA, diet and lifestyle—he is
expected to live until the age of 97.
Kronos is the ultimate health partner for Christian.
Leveraging the data collected via his microchip and
smart home features ensures that he now receives
personalised advice and products. As soon as his
smart home assistant hears a cough, Christian
can expect nutritionally-tailored vitamins to
arrive on his doorstep. Because Christian uses
Kronos for most of the services and products he
buys, he is very close to achieving the company’s
5-star rating. This will give him access to even
more services, such as a dedicated Kronos Doctor
available 24/7 for live video consultations.
Moreover, his smart home can detect
environmental threats to his health.
After the coronavirus pandemic in 2020,
Christian installed new smart sensors
that can detect pathogens in the
surrounding area. The same concerns
led Christian to buy a Tesla, which
uses an air purification and
pathogen detection system to
ensure drivers are safe on the
move.
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Having seen the negative impacts of social media on his grandchildren’s mental wellbeing, Christian limits his time on social networking sites. His connected smart-home
system tracks the time he spends on devices and certain websites, and he confines his
use mostly to Facebook to interact with his favourite brands. His friends know he is a
huge Tesla fan and he often posts glowing reviews about the automobile manufacturer
to accrue points and get referrals for cash rewards. He has already received a free
Powerwall battery for his reviews and recommendations, and hopes to earn enough
points to obtain the new Tesla In-Car Gym Service next.

Charting bigger bolder brands
Christian’s world will be familiar to anyone who witnessed how brands responded to
meet human needs during the COVID-19 pandemic—the need to stay happy, healthy
and in control. But the trends that have created this future have been a long time
in the making, and long before coronavirus became part of the common lexicon. In
this chapter of the dentsu consumer vision, we look at how the role of a select group
of brands will change over the next decade, as brands become more indispensable
and integrated into how we live and work. We’ll also see how all brands will need to
understand their health proposition to consumers, as well as the increasing power they
may wield to be more selective about which consumers they engage with, displaying the
inclusive intelligence that will mark the most successful brands of the next decade.
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TREND ONE

Rise of the Titan brands
By 2030, consumers will select key brands to act as
their main lifestyle partners, becoming an integral
part of their everyday lives and spending. In China, for
example, 4 in 10 consumers would by 2030 consider
using a single company for all their lifestyle needs,
such as shopping, financial services and healthcare. 1
This shift will transform our perceptions of customer
loyalty and brand choice. Super-functionality will
be the primary driver of brand loyalty, with brands
assessed on their holistic benefit to the customer’s life.
What’s more, the march of brands into a more vital role
in the global consumer’s life—and replacing services
traditionally provided by government—has been
accelerated by the COVID-19 crisis.

In 2030, 4/10 Chinese
consumers would consider
using a single company for all
their lifestyle needs
The most obvious candidates for future Titan brands are
Amazon and Alibaba, due to their continued expansion
across industries and consumer life in Western and
Eastern markets respectively. In the last few years
Amazon has moved into a growing number of sectors,
such as retail and fashion. Moreover, Amazon Web
Services (AWS)—which generated revenue in excess
of $10 billion in Q2 of 2020—enables the company to
invest in new sectors such as healthcare, home services
and insurance. 2 Much of this revenue is invested in
innovation, research and development. Amazon has
published around 10,000 patents in the last decade,
covering everything from a global network of blimps
for their drone delivery systems to AR mirrors to allow
customers to try on Prime Wardrobe products at home. 3
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In the late 2020s, a ‘never before’ event could be the global
rollout of a drone delivery system by Amazon, a gamechanging event in terms of delivery times, capacity and
global connectivity. The company patented this technology
in 2014 and will be one of many international players
competing for dominance in the emerging drone delivery
market in the 2020s. 4
In Asia, a similar story is emerging with Alibaba. Since
entering the film industry and healthcare sector with the
launch of Alibaba Pictures and Ali Health, the company has
access to increasing revenues to fuel an expansion into a
growing number of commercial sectors. Following a second
successful listing on the Hong Kong stock exchange in
November 2019, the company has an additional
$11 billon for investment in the 2020s. 5 Like Amazon,
Alibaba is putting itself at the forefront of innovation. The
company recently opened a futuristic hotel in Hangzhou
(China) to test emerging hospitality technology such as
robotic check-in, rooms which unlock with facial recognition,
and AI-powered operations systems for customer service.6
The projected expansion of these two companies alone
illustrates how individual brands can cater for a significant
proportion of future service and product needs. From
financial services to health advice to travel planning,
Titan brands will be a one-stop-shop for most consumer
needs by 2030.
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Big is best

Brilliant basics drive loyalty

What’s more, the consumer of 2030
will allow Titan brands to fulfil this
function. Foresight Factory research
demonstrates that the more people
use one brand (such as Amazon) for
services today, the more open they are
to offerings from the same brand in
future. For example, UK consumers who
already use Amazon across five different
product or service categories are five
times more likely to consider buying
a mortgage from Amazon compared
to those who only use Amazon for one
category. 7

Consumers opting for Titan brands
in 2030 may transform our current
perception of customer loyalty and
brand choice. Already in 2020, a
new loyalty landscape is emerging.
Almost nine out of ten UK consumers
believe that functional factors, such
as reliability and convenience, are the
most important drivers of brand loyalty. 8
Amazon was selected as 2020’s most
liked UK brand, with more than three
times as many consumers selecting
Amazon over second place John Lewis.9

This suggests a snowball effect of
Titan brand expansion in the 2020s:
as consumers use one brand for more
products and services, they become
increasingly willing to use the same
brand for future products and services.
Choosing one brand as your main
product and service provider will
become more mainstream and familiar
as we move through the next decade.
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As Titan brands develop in the
2020s, those that can offer levels of
super-functionality (e.g. timesaving,
moneysaving etc.) can expect to get
emotional engagement for free. As
consumers strive for self-enhancement
in the next decade, brands that can
directly support or release more free
time for such pursuits will thrive. The
new levels of integration between Titan
brands and consumer lives means that
these brands not only will be the mostessential, but also the most-loved.
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In the US, half of all
ecommerce activity is on
Amazon
Whence brands?
A mass migration of consumer choice towards Titan brands
will place traditional notions of brands further in jeopardy.
Platforms like Amazon and Alibaba are already challenging
brand recognition and centrality in consumer decisionmaking. When searching for products on such platforms,
UK consumers often search for categories rather than
brands, letting the platform select what options they
see. For example, when searching for entertainment
products, just 12% of UK consumers use a brand name
in their platform search. This number falls to just 3%
when searching for clothing. 10 In the 2020s, the growing
proportion of consumer shopping conducted on digital
marketplaces will be an existential challenge for many
brands, especially those who rely primarily on emotional,
rather than transactional, loyalty.

Know thy customer
In addition to dominating commercial interactions, Titan
brands will have another advantage over other businesses:
access to huge volumes of customer data. In the United
States, 49% of all ecommerce activity takes place on
Amazon. 11 While in China, 56% of all online sales are
conducted on Alibaba. 12 At the same time, social media
giants are rapidly gaining information on a growing
proportion of the world’s population; in 2020 the number
of global Facebook users has already reached 2.4 billion. 13
As brands like Amazon and Alibaba continue to buy new
businesses across different sectors, their unrivalled ability
to cross-reference and combine data streams for a more
nuanced and comprehensive picture of their customers will
only grow.
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This accurate picture will enable tech giants to predict
changing customer demand and provide an additional
competitive edge to Titan brands in the 2020s. In response,
other brands will need to engage in new data ecosystems
and partnerships, working with other businesses across
verticals to provide a holistic picture of their customer to
rival that of Titan brands. The main challenge for nonTitan brands will be convincing customers to accept
cross-brand data sharing. Developing strategies to build
such partnerships, and communicating the benefits to
customers, will play a vital role in how brands respond
to the challenge posed by Titan brands over the coming
decade.

Regulating the Titan realm
Government regulation may yet prove an obstacle to
the rise of Titan brands. Digital platforms and search
engine giants caught abusing their power risk regulatory
intervention. In 2019, the European Commission opened
a formal investigation to assess whether Amazon had
breached competition rules through its use of sensitive
data from the independent retailers who sell on its
marketplace. 14 To keep up with Titan brands, ‘anticipatory
regulation’ may emerge in the 2020s, creating
futureproofed and proactive frameworks to target rapidly
evolving technologies. While calls for improvement in
technological regulations may grow louder over the
next decade, it is unlikely that enough progress will have
been made by any regulatory body in this timeframe to
meaningfully slow the development of Titan brands.

Regulation historically tends to be very
backward looking and regulation of tech
companies has tended to solve things that
were a problem ten years ago. There’s a
challenge in how you regulate an industry
that is changing dynamically all the time.
Benedict Evans, mobile, media and technology analyst
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Brands flex their muscle
During the COVID-19 crisis, certain brands have
demonstrated the ability to directly support society
at large to a degree probably inconceivable a decade
before. For example, in response to the coronavirus
outbreak, Alibaba announced measures to support smalland medium-sized businesses throughout the period of
economic downturn. 15 The company offered support across
six major areas: waiving platform fees, providing low- or nointerest loans, subsidised deliveries, flexible job openings,
free digital resources and remote work management.
Beyond this, the Alibaba Foundation sent 500,000 testing
kits and 1 million surgical masks to the United States and
2 million masks to European markets. 16 Such initiatives
demonstrate that not only can such brands provide
significant support to societies during a crisis, but they can
do so across borders and at a genuinely global level.
Many brands have followed suit by providing significant
support to those groups most vulnerable to the impacts of
COVID-19. LinkedIn, for example, launched a range of free
learning courses for small business leaders, recognising
that SMEs are among the groups to have been hardest hit
by COVID-19. 17
Particularly significant has been the extent to which brands
have stepped up to provide services, and make up for
shortfalls, in areas of operation traditionally undertaken
by governments. For instance, in the United States,
Verily (an Alphabet company) launched a coronavirus
screening site for residents in numerous Californian
counties. 18 While, in May 2020, ride-hailing and delivery
service Grab launched the online marketplace eKadiwa
in partnership with the Department of Agriculture in the
Philippines. 19 This service provides deliveries of fresh
produce and meat, aimed at filling the gap in governmental
services, and supports consumers, farmers and delivery
drivers with food and wages.
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Brand implications: Rise of the Titan brands
• Build new partnerships
Brands will need to find partnership models to help them work with Titan brands,
discovering a niche proposition and a story to tell from such collaboration.
Partnerships with non-traditional partners will also be vital for brands wishing to
compete with Titan brands to co-create innovative solutions to defend themselves
against the challenges presented. Such partnerships can be utilised to provide a
broader suite of services and a wider commercial offer to match the expansion
of Titan brands. For example, US retailer Kohl’s plan to lease store space to the
supermarket chain Aldi and the gym operator Planet Fitness in 2019, as part of a
wider plan to bring in other partners to their retail environment that they believe
complement their commercial offer and enhance their customers experience. 20
• Form data alliances
Brands will need to compete with the growing monopoly on consumer intelligence and
information that Titan brands enjoy. One route to achieving new data partnerships
will be the development of a data repository shared across brand partners. Such a
repository could be placed on Blockchain for a fully transparent system, so consumers
could see exactly where their data would be held across the information they choose
to share with participating brands.
• Build trust to enable expansion
Consumers will only engage with a brand entering a growing number of commercial
areas or sectors if they have developed a strong and trusted relationship with the
brand across its existing portfolio of operations. Brands who seek to become or
challenge Titan brands will need to ensure that they nurture a deep-rooted and
sustained level of trust across their customer base, to cultivate a loyal commercial
base for future expansion.
• Develop artisanal and agile propositions
Titan brands that become too monolithic will face a potential backlash from global
consumers, who rebel against the perceived overexpansion into their everyday lives.
Opportunities will emerge here for brands that offer niche, exclusive and craft
propositions, providing a unique alternative to the growing era of mass-produced
goods and services. For example, in 2019 Goose Island launched its first brewpub in
London and, while its core range of beers was available, the focus was on the in-house
production of small-batch beers made exclusively for the venue. 21 Such initiatives
highlight the growing opportunities for established brands to find new, exclusive and
craft propositions to supplement their core offer. Monolithic Titan brands will also risk
becoming slow and sluggish due to their complexity and size. Competitor brands can
capitalise by focussing on agility: being able to respond to changing consumer needs
more quickly and nimbly.
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TREND TWO

Every brand is a health brand
By 2030, securing long-term health and extending
longevity will be the ultimate goal for many
consumers. Disease eradication, better treatments and
global regulation have saved and improved the lives
of millions of people. Global average life expectancy
reached 72 years in 2016, up from 46 in 1950. 22 Yet
the rise of lifestyle-related diseases and a retreat of
state health provision in many economies have shifted
responsibility for health onto the individual—especially
in higher income markets.

The COVID-19 pandemic has further engrained
personal responsibility for health, especially among
the vulnerable and elderly, as individual health and risk
factors have been pushed to the forefront of consumers’
minds. An age of preventative health is upon us, powered
by new predictive tools that give consumers insight into
future health risks. And as global affluence continues
its upward trajectory in the 2020s, many consumers will
have ever more time and money to spend on the pursuit
of good health and longevity. Within this context, every
brand is now a health brand and will need to identify how
it can enhance the well-being of its customers through
its products and services.

A broader definition of well-being
becomes the norm
Mounting scientific evidence will further expand the
parameters of well-being in the 2020s. For example, the
detrimental effects of poor sleep on physical and mental
health—from obesity to dementia—are increasingly
evident today. In the future, poor sleep (or lack thereof)
will be increasingly legitimised as a medical condition
in itself. Mental health research will continue to explore
how we can measure the mind—from pupil dilation to
brain activity—and how resulting insight can be used to
understand factors that influence mood.
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Figure 1: More than half of people globally expect to use tech to monitor their
health daily
In the future (i.e. next 5 to 10 years) I will use technology to measure aspects of my
health on a daily basis (% agreeing)
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There will be a
growth in nonintrusive real-time
monitoring of your
body. It’s
ultimately the
evolution of the
Fitbit and this
thing will transmit
to your phone,
which will monitor
you.
Peter Hamilton,
science fiction author
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By 2028, one in ten global consumers will be using
a wearable device that monitors their stress levels
throughout the day. 23 Fitbit already has 28 million users
worldwide24; well-being trackers in 2030 will just be an
extension of this device. With 53% of people globally
predicting that they will use technology to measure
aspects of their health daily in the next five to ten years
(see Figure 1), expect to see the adoption of print-on
sensors and microchip implants, as consumers demand
that technology becomes more precise but less intrusive.
While technology will help safeguard consumer health
in 2030, the use of tech can itself pose health risks.
Using personal devices and social media can have a
negative effect on mental well-being. The Swiss Medical
Association has advised caution on the rollout of 5G due
to unanswered questions over its impact on the human
nervous system and even cancers. 25 On top of this, workrelated stress has become a recognised risk factor for
physical and mental health conditions. 26
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Expect a future where the tracking, and curbing, of time
spent on devices is standard. Products that protect
consumers from blue-light and radiofrequency radiation
will multiply in the 2020s. A better work-life balance
will be encouraged—and even incentivised or enforced—
by employers worldwide. In some cases, technology
will serve as an enabler. Sitting in the same position for
prolonged periods of time is a key health risk associated
with driving, but driverless cars promise to transform the
driving experience, freeing up time and space for fitness
and leisure activities. Securing health and longevity in
2030 will be about using technology to mitigate life risks,
while finding solutions to the dangers technology itself
presents.

Be your own GP
As consumers’ desire to better understand their own
health grows, emerging technologies will make it easier
to connect actions and consumption choices with
their impact on the body. Widespread awareness of
different vulnerabilities to COVID-19—for example, the
disproportionately higher mortality rate for men—boosts
the need for personalised health and analytics in the next
decade. In 2030, truly personalised and preventative care
will become a reality.
Applying algorithms to healthcare will support
customised care in many countries, drawing on successful
treatment plans for similar patients and a more precise
understanding of personal genetic and physiological
markers. Moreover, consumer expectations will rise; they
will want to know not only what their health looks like
today, but what it will look like tomorrow. Nearly half
(46%) of people globally expect they will use technology
to predict what will happen to their physical health (see
Figure 2)—and technology will deliver on this.

13.
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Figure 2: Nearly half of people globally believe they will use tech to predict
their health
In the future (i.e. next 5 to 10 years) I will use technology to predict what will happen to
my physical health (% agreeing)
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Advanced predictive data analytics will enable more effective preventative treatments,
such as by mapping early warning signs of illness to spot symptoms sooner. Consumers
can already share their DNA with services such as 23andMe’s Health Predisposition, 27
which provides in return advice on how potential health risks might be reduced. By 2025,
19% of global consumers will use services that offer DNA-tailored health advice, with a
further 58% being interested. 28 The consumer of 2030 will take primary responsibility
for looking after their long-term health and well-being.

By the end of the decade most of us will have
had our DNA decoded so that it can be used in
our medical treatment. This is going to make
the drugs and the treatments we have today,
leaving aside those still to come, much more
useful and powerful than they are today.
Ray Hammond, futurist and author
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There is a lot of things happening in the
digital bathroom. Things like monitoring
your effluent when you go the toilet. You
will see the smart mirrors and the smart
loos becoming quite popular and these will
be accepted because they are virtually an
extension of what people are already doing
with the Fitbit.”
Ian Pearson, futurist and author

Everyday surfaces and objects offer consumers further
support in this. In 2018, Google patented a technology
to measure and track users’ temperatures through
headphones. 29 By 2030, smart objects and assistants
everywhere will use cameras, audio and sensors to
diagnose a range of symptoms, with AI and Big Data
providing personalised advice and treatment afterwards.
More and more consumers will adopt smart bathrooms;
envision a mirror that can identify and instantly alert
someone of physical warning signs, like a newly formed
mole or a developing cold.

From sin to synthetic
The rise of lifestyle-related diseases, such as diabetes
and heart disease, are a major concern for consumers
in both high- and low-income markets. The World
Health Organisation (WHO) states that 53% of deaths
and disabilities in the developing world are a result of
lifestyle-related diseases. 30 These are largely caused by
consumer behaviours, particularly physical inactivity and
the unhealthy consumption of food, tobacco and alcohol.
Regulatory initiatives across the world, such as
advertising bans, have seen some success in reducing risk
factors. Take tobacco, for instance. The WHO affirms that
tobacco kills up to half of its users. 31
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Banning all advertising, promotion and sponsorship of
tobacco decreases consumption by 7% on average, with
some markets seeing a decline of 16%. 32 By 2030, expect
some products with proven negative impacts on health
to be banned altogether in some markets. With the WHO
classifying processed meats as a Group 1 carcinogen33,
a never before event in the early 2020s could be a meat
tax imposed across the European Union—helping inhibit
unhealthy options and emphasising personal responsibility
for health.
Personalised nutrition and substitution (of traditional
unhealthy choices) in the fight against lifestyle-related
diseases will become big trends over the next decade.
Expect to see food and pharma brands collaborating
to create products and supplements that healthcare
professionals directly prescribe to patients, with tailored
formulations, dosages and instructions. As diets become
more precisely personalised, nutrition based on phenotype
and genotype or tailored specifically to one’s microbiome
is on the horizon. But our desire to indulge will not
disappear. So, anticipate new, shame-free imitations of
products considered harmful.
Aiming for public availability by 2024, Alcarelle is a
chemical developed by Imperial College London that
mimics the effects of drinking alcohol (such as the buzz
and boosted sociability) without the negative health
consequences. 34 If ‘alcosynths’ do reach the market in the
next few years, alcohol brands will face an acute threat.
We can envisage the same course of R&D for imitations
of sugar, fat, salt… any dietary component deemed
dangerous to our health. By 2030, synthetic products will
be widely celebrated for their ability to mimic the taste
and experience while providing a myriad of benefits.
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Home is where the health is
The detection and forewarning of
pathogens will be a feature of smart
cities and homes in 2030. In 2019, the
WHO named “vaccine hesitancy” one of
the top ten threats to global health. 35
Especially pertinent after the spread of
coronavirus, consumers will increasingly
seek products and environments that
can protect them from disease and
infection. Hygienic and socially-safe
design—both in products and everyday
spaces—will be increasingly appealing.
The home will be reconceived of as a
‘safe zone’ during the 2020s as people
seek to limit their exposure to external
environmental risk factors.
A growing array of innovation aimed at
creating healthy in-home environments
for the urban consumer is already
growing. In China, 58% of consumers
have used an appliance to help purify
air in their home. 36 In the future, more
consumers will live in smart homes,
which automatically optimise the
indoor environment for better health.
The Internet of Things will help provide
a connected well-being experience
throughout different spaces, where
environmental factors are holistically
adjusted to needs and preferences.
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Similar technologies will protect
consumers on the move, improving invehicle environments. The Airbubbl from
AirLabs promises to prevent air pollution
from entering the in-car environment
through air purification technology. 37
With in-car NO2 levels in London almost
double the recommended WHO limit,
in 2019 Red Bull installed air filtration
devices into their sales team’s new Škoda
Scala cars in central London and across
the United Kingdom. 38 A never before
event in the 2020s could be automobile
manufacturers installing such devices
in all new cars. Automotive brands can
anticipate increased regulation limiting
types of vehicles and fuel, particularly
in cities, as well as an increase in
pedestrianised zones, as governments
attempt to reduce air pollution and
improve city health.
AI will also be embedded into travel
apps to suggest “clean air” routes
for walkers and cyclists. Retail
environments will also need to keep up
to maintain future footfall. Westfield
shopping centre group’s Destination
2028 concept imagines the future mall
as a “hyper-connected micro-city”,
incorporating wellness- and communityfocused features, such as sensory
hanging gardens, AI-infused walkways
and smart loos that can detect hydration
levels and nutritional needs. 39 By 2030,
environmental threats to health will be
taken as seriously as diet and lifestyle.
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Brand implications: Every brand is a health brand
• Eliminate harmful brand offerings
Recognise that some of your products, services and advertising might negatively
impact both consumers’ current and future health—and reduce or eliminate any
such adverse effects of your brand on mental and physical well-being. As brands are
increasingly held accountable for their impact on consumers’ health, they should
phase out or reformulate particularly bad-for-you or unethical products and services
(like Beyond Meat/Impossible Foods and Alcarelle have done for meat and alcohol);
find new ways of recognising and supporting vulnerable customers; and implement
truly responsible advertising through a developed understanding of how use of digital
media can negatively affect well-being.
• Empower consumers in their well-being journeys
As consumers look to safeguard their future health and longevity, finding ways of
incentivising data collection will be essential for brands. Develop and leverage datapartnerships—as well as investment in biometric or genetic tracking and AI—to target,
inform and empower consumers’ consumption decisions in a way that supports their
well-being goals. For example, life-insurer John Hancock leverages Fitbit data to
nudge customers towards and reward them for healthier behaviours such as physical
activity, ultimately also lowering their costs. 40 Where relevant show how you are
supporting consumers’ well-being progress to assure them that their personal data
is safe, and best applied, by you. Use metrics and data which quantify the positive
impact any initiative or product has on personal health, to appeal to consumers’
desire for transparency and proof.
• Target and engage the silver economy
As healthcare continues to improve and consumers increasingly take personal
responsibility for health, brands will need to target and engage with older consumers
to gain competitive edge. Align your brand with the age positivity movement, and
reference your audience’s interests, attitudes and aspirations—not their age—in
targeted messaging. Find underrepresented groups whose behaviours might challenge
expectations for their age, and place their stories at the centre of your brand. For
example, as part of its efforts to promote its Legion range of high-performance
gaming computers, Lenovo sponsors the Silver Snipers—a professional Swedish
eSports team ranging in age from 64-76. 41 It will be crucial to calculate how longevity
and an expanding “health-span” will impact your brand’s customer base and to find
ways of solidifying your position as a health partner already in their lives now.
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TREND THREE

5-Star citizens
By 2030, it will be standard practice for brands
and governments alike to rate their consumers and
citizens across a range of factors, determining whether
they allow access to exclusive services or even
public services. Expect hotels that only allow 5-star
customers to stay or luxury brands that only sell to
customers with a high influencer score. This begins
to open the way to a Black Mirror-style future where
new social platforms allow consumers to rank each
other, suggesting a plausible world where each person
has a score across work, personal and public service
contexts.

Social media and the sharing economy have amplified
the natural human tendency to seek external validation
and modify behaviour accordingly. The types of photos
we post on our Instagram stories are probably at least
somewhat tailored to what we think will resonate with
our followers. When taking an Uber, we try to be on our
best behaviour to get a coveted ‘5-star rating’ from our
driver. The last decade of technological progress has
profoundly shaped our enduring need for self-esteem
and reinforcement today. As big data analytics enables
the ranking and scoring of consumers across various
aspects of their lives, how might consumer trust and the
sharing economy take shape by 2030?
Over the next decade, we expect that personal
reputations will again become prized assets, with ratings
from either government, businesses or peers acting as
a powerful mechanism of behavioural incentivisation. A
key development to monitor will be who has the most
power to leverage social ratings in society: consumers,
businesses or governments? Much of this will be
impacted by cultural differences, such as attitudes
towards data sharing and online privacy.
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The COVID-19 pandemic has the potential to alter
permanently customer attitudes to data sharing. Even in
the most privacy-aware countries, consumers have been
willing to make an exception when digital surveillance
helps limit the spread of the virus, by supplying authorities
with their health and location data. Such measures
may remain in place for an extended time, which would
accelerate the 5-Star Citizens trend and increase the
willingness of consumers to provide personal information
in return for tangible benefits.

Brand-led: Businesses rate and
reward consumers
By 2030, the so-called reputation economy will have
fully matured, and personal reputations will have become
prized assets. An increasing number of companies already
review and rate customers based on their behaviour.
We expect this trend to grow over the next decade.
For example, guests with multiple negative reviews on
Airbnb tend to get passed over by hosts when renting
out vacation rentals. In countries like Australia, Uber has
started to refuse passengers with a score of less than four
out of five stars to ensure the safety of its drivers. 42
We anticipate that companies will control more and more
facets of our daily lives by determining the extent to
which we can access basic services like transportation and
accommodation. It is increasingly likely that privileges,
such as a premium customer service or promotions and
discounts, will be extended to ‘good’ users, while users
who fail to play by the rules will risk restrictions or, worse
still, being excluded from services entirely. This could
favour companies in the luxury sector, where exclusivity
increases brand desirability. A never before moment we
could witness in 2022 is that a luxury brand becomes the
first company worldwide to refuse to sell to customers
with fewer than 100,000 followers on Instagram.
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Data regulations varying by country
could play out differently at marketlevel. For example, consumer and
government concerns surrounding data
sharing are more pronounced in the EU
than in some other regions. Its General
Data Protection Regulation (GDPR)
controls the ways in which customer
data may be collected and shared,
which would constrain the extent to
which businesses could establish a farreaching rating and review system.
Brands could easily use incentives
to encourage consumers to agree
to being rated or reviewed. For now,
customer ratings remain narrowly
defined by commercial transactions
and good behaviour but over the next
ten years, we foresee companies using
a broader range of metrics—from
social engagement with the brand to
successful referrals of other users to the
variety of services used—to determine
what exactly a ‘good’ customer means
to them.
By 2030, we expect businesses will also
have a clearer view on how to reward
or punish customer behaviour. Alibaba
rewards its most loyal customers by
offering them cheaper access to their
top-tier loyalty programme.
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Meanwhile, Tesla has taken a different
approach to the standard referral reward
scheme adopted by most companies.
The car brand provides a cash reward for
one successful referral and offers the
chance of winning exclusive products,
such as the Powerwall battery and
free car accessories, once a user
gives multiple referrals. 43 Through a
differentiating set of incentives, Tesla
gains their customers’ attention, building
their brand recognition and hopefully
customer loyalty.
Punishing consumers will need careful
consideration by brands, lest their
actions lead to public backlash and
scandal. Yet, many businesses are
already taking steps to penalise poor
customer behaviour. Amazon now tracks
customer returns, sends warnings to
those who regularly return items and,
in extreme circumstances, will close
accounts. During the 2020s, we also
expect to see an increasing number
of companies citing positive working
environments for their employees as a
rationale to punish bad behaviour and
exclude certain customers, as we have
seen with Uber in certain global markets.
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By 2030 nearly half of
Chinese citizens would
consider being ‘ranked’ by the
government based on their
societal contribution
Government-led:
China’s social credit system
Parallel to a bottom-up system led by brands, China is
developing a social credit system that we expect will
permeate further aspects of citizens’ lives during the
2020s. Consumers in Western markets might be disturbed
by such intrusiveness, but Chinese consumers tend to
have fewer reservations about sharing their personal
information with organisations if they receive tangible
benefits, such as convenience, in return. That helps explain
why nearly half (44%) of people we surveyed in China
would by 2030 consider being ‘ranked’ by the government
in relation to their societal contributions (e.g. volunteering,
charitable donations) when determining their access to
public services. 44
Building on Chinese consumers’ relatively open attitudes
towards data-sharing and collectivist cultural norms,
China’s nationwide social credit system standardises the
assessment of the economic and social reputations of
citizens and businesses. The top-down system rewards
good and punishes poor citizen behaviour. Transgressions,
such as jaywalking, failure to pay debts and criticising
the government, may lead to a reduction of your social
credit score, while points are awarded for charitable
donations and even taking your parents to the doctor.
Punishments can be severe and include reduced internet
access, restrictions on applying to high-visibility jobs and
social stigmatisation in the form of registration on a public
blacklist. 45
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If consumers see that citizens
in a neighbouring country
benefit from sharing all their
data with a government, then
they might be more willing to
adopt it themselves …with
China having introduced it,
countries like India and
Pakistan might do the same.

Once China started lifting its
coronavirus lockdown restrictions in
early 2020, authorities mandated that
citizens install a health code system
on their phones to prevent another
outbreak. Based on a short health
survey, users were issued a green, yellow
or red code on WeChat and Alipay
dictating whether they could leave their
house and where they could travel,
arguably an extension of the country’s
social credit system. 46

Puruesh Chaudhary, futurist

While Western societies with
individualistic beliefs may dislike
rating and reviewing their citizens in
this way, there is a strong possibility
that other countries may introduce
a social credit system of their own
by 2030. We found that one-third of
consumers globally believe it would
be acceptable in the future for their
government to use their personal
data to assess their trustworthiness
(see Figure 3). These would most
likely be societies where a top-down
enforced structure would be accepted
by the population and where both the
governments and citizens recognise
the societal benefits. For brands too,
scoring people’s trustworthiness has
its advantages. For example, financial
service providers could use mobile data
and social media behaviour to assess
customers’ creditworthiness—useful for
consumers who find themselves without
a credit score. Sophisticated social
credit systems therefore may have
the potential to benefit governments,
businesses and consumers alike.
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Figure 3: Nearly one-third of people think it would be acceptable for
governments to assess their trustworthiness
To what extent can you envisage it being acceptable in future for your government to
use your personal data to assess your trustworthiness? (% agreeing acceptable)
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Individual-led: Peer-to-peer reviews
gain dominance
While unlikely that consumers will rate each other’s every
interaction, by 2030 we expect informal peer-to-peer review
systems will be used more extensively by consumers for personal
and monetary gain.
Peer-based advice, communities and marketplaces already
have an influential presence in our lives and consumers give
more credit to the opinions of those assigned higher scores. For
example, a blue-verified badge on Twitter not only informs users
that an account of public interest is authentic, but serves as an
aspirational signpost for an elevated online presence on the
platform. Reputation scores on social media are likely to evolve
over the coming decade, creating fertile ground for a never before
moment that sees a social media company enabling its users to
score others based on their online behaviour by 2030.
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31

Communities of consumers can unite to share, advise and purchase, which means that
brands cannot overlook the power of the crowd. During the 2020s, we anticipate that
individual consumer reputations will begin to play an increasingly important role when
it comes to community building. While reviews now are mainly used to share advice
between consumers, more companies are creating communities where their most-valued
members have access to a broad array of engagement possibilities, both to engage
with the brand and with other customers. British fintech Monzo has created an online
community for its users where they can offer feedback on products, support others with
advice and engage with the brand through hosted events. 47 Its most active and highly
rated customers can moderate online discussions and enjoy enhanced visibility within
the community in the form of leader badges, denoting trust levels as assigned by Monzo.
TripAdvisor has initiated another method to encourage its reviewers to contribute and
where user-to-user feedback has become a prized asset. The company sends a monthly
summary of how a contributor’s reviews are being received, ranking individuals by level
1-6, a ranking visible to other readers. 48 In this way, the brand has established a peer-topeer feedback loop with a public reputation score for each member. By 2030, we expect
similar community rating systems will become increasingly common and used by brands
to elevate loyal customers.
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Brand implications: 5-Star citizens
• Define your 5-star consumer
The challenge is on brands to identify exactly what kind of consumer behaviour
they are trying to promote and determine what they consider to be a ‘good
customer’. In the 2020s, expect to see a monumental race to be the first company to
create a definitive list of attributes of the 5-star customer across different sectors
and to apply a distinct scoring categorisation, allowing brands to segment people in
new ways.
• Calibrate rewards versus risks
Brands need a decision-making framework to understand the rewards versus the
risks. Certain industries may lend themselves well to the reputation economy, such as
the luxury and travel sectors, where exclusivity of offers for highly rated and valued
customers can increase brand desirability. For other more mainstream services, such
a model would likely prompt a backlash.
• Balance premium versus penalty
Companies are invited to contemplate how to either reward or penalise customer
behaviour. Positive behaviour can be acknowledged through monetary incentives
and non-financial benefits. However, penalties must be considered carefully
in order not to alienate consumers. Brands are encouraged to strike a balance
between offering premium customer service to their consumers without excessively
controlling their behaviour.
• Determine your data permissions
Brands should consider the permissions they use to harness personal data. This
will depend on which demographics and geographies are targeted, and which types
of data are requested. Customer scoring might be more accepted among younger
groups and is likely to be received more enthusiastically across Asian markets
than Western societies.
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MACRO THEME THREE

Bigger bolder brands: Pathway to 2030

2020

Social Credit Systems rolled out
in China

2022

Supreme first global brand to refuse
to sell customers with less than 100k
followers on Instagram

2024

Online retailer launches global test,
trace and vaccination kit delivery
system, to prepare for future pandemics

2026

First Alcosynth drink enters the
global market

2027

Launch of first car to have built-in
pathogen detection and purification
systems

2028

Establishment of the world’s first
global drone delivery system

2030

Social media sites introduce service to
allow user-to-user scoring
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Endnotes

About dentsu
international
Part of dentsu, dentsu international
is made up of eight leadership brands
- Carat, dentsu X, iProspect, Isobar,
dentsumcgarrybowen, Merkle, MKTG,
Posterscope and supported by its
specialist brands.
Dentsu International helps clients to win,
keep and grow their best customers and
achieve meaningful progress for their
businesses.
With best-in-class services and solutions
in media, CXM, and creative, dentsu
international operates in over 145 markets
worldwide with more than 46,000
dedicated specialists.
www.dentsu.com
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