dentsu consumer vision

The Age of Inclusive Intelligence

THEME ONE

Universal Activism
In the 2010s, brands have obsessed about meeting consumer needs. But
the term ‘consumer’ is itself too narrow a concept. In the 2020s, brands
will need to reconceive of their customers as activists, driven by a new
range of influences and causes, from climate change to data privacy, and
new definitions of identity.

2030: A day in the life of an imagined consumer
Kim, Shanghai*
Eighteen-year-old Kim lives in Shanghai with her parents and siblings. Born a biological
male under the name Chang, she had always identified more as a female and at the
age of 14 changed her name to Kim. Under the newly drafted UN Declaration of Human
Rights, every global citizen has the right to choose their own gender identity.
Currently enrolled as a first-year student at the University of Technology in Sydney,
Kim attends lectures remotely via holographic technology and real-time translation
software. Twice a year, she travels to her university on a shared electric vertical takeoff and landing (eVTOL) aircraft, which roams the skies providing seamless international
inter-city transit. She loves spending time in Australia connecting with her father’s
heritage; he grew up and lived there for most of his life before emigrating to China.
She is fortunate to have been raised in one of the world’s mega-cities, which has given
her a cosmopolitan outlook on life and also entitles her to work remotely in other global
mega-cities, thanks to the recent implementation of
virtual work permits and e-residency worldwide.
Kim’s hard work and good grades at university
have secured her an e-internship in machine
learning next summer in London.
Prior to university enrolment, Kim purchased
a personal data assistant to scan her online
profiles to ensure these present her as a
desirable candidate for future employers and
extra-curricular societies. To present the
best image of herself to the outside world,
she also opted for an add-on censorship
service. This automated system warns
Kim when she is about to post or share
something that could be misinterpreted
or cause offence to others.
The data assistant has also helped her
manage emails and advertisements
from brands by curating all
communications and presenting her
with only the most relevant and
important marketing messages.
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*Disclaimer: not a real person; image is for illustration only
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Kim is a devoted member of the Shanghai chapter of Extinction Rebellion, a mainstream
trans-national political party since 2025. She’s particularly proud of having successfully
campaigned for legislation that subsidises urban vertical farm construction in all megacities, to support more sustainable food production and consumption.
In response to recent devastating flooding across Asia and the resulting hundreds
of thousands of lives lost, people’s commitment to sustainable consumption has
strengthened. Kim’s parents have put their beliefs into action by transferring their entire
pension into a fund linked to the sustainable stock exchange. They want to protect the
planet against further environment degradation and consider such an investment vital
in ensuring future generations can survive and thrive.

Exploring a world of universal activism
Kim’s life may seem a world away but its foundations are already visible. In this chapter
of the dentsu consumer vision, we identify the key trends that are shaping a future in
which consumers will also need to be seen as activists, motivated by a multitude of
issues and concerns. This challenging landscape will ask new questions of brands, many
of whom already grapple to find answers today. To help brands understand and master
this world, we have recommendations to help them move forward and build ‘inclusive
intelligence’ into their DNA.
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TREND ONE

Acclimatise now
By 2030, we will have firmly entered the age of
climate adaptation. Despite current efforts to mitigate
greenhouse gas emissions by phasing out fossil fuels
and transitioning to renewable energy sources, we are
not acting quickly enough. The UN Intergovernmental
Panel on Climate Change has set 2030 as the date
by which the world needs to halve its greenhouse
gas emissions in order to stand a reasonable chance
of limiting global warming to 1.5 degrees by the
end of the century. 1 The window of opportunity to
cut greenhouse gas emissions closes beyond that
point and a higher temperature increase will result in
irreversible ecological damage, rising sea levels and
flooding, droughts and intense heat waves, and mass
migration.

Climate change has already affected the lives of
millions. In recent times, we have experienced more
frequent and severe weather events such as bushfires in
Australia, destructive tropical storms in the Caribbean
and record ice sheet melting in Greenland. By the
end of this decade, we could also witness a seismic
climate event, leading to the loss of human life on an
unprecedented scale.
This new climate reality will most harshly impact
today’s youngest consumers and future generations.
Our children and grandchildren are likely to grow up in
a world plagued by more devastating weather events,
mass migration and uninhabitable areas. This is a future
we’re already aware of—nearly eight in ten people we
surveyed across China, Japan, the United Kingdom and
the United States are concerned that climate change
will have irreversible consequences. 2 Businesses,
governments and consumers need to act collectively
to avoid this dystopian future by focusing on reducing
emissions and adapting to the negative impacts of
climate change.
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people believe climate
change will have
irreversible consequences

In terms of where we are today, one outcome of the
coronavirus crisis was a temporary drop in worldwide
emissions due to a fall in manufacturing and industrial
activity, as well as reduced global aviation and
automobile traffic. However, emissions increased as
lockdown restrictions eased, with pollution levels
possibly spiking above their pre-crisis levels. 3 A
resumption of business activity could trigger a ‘dirty’
economic recovery, which would involve countries
rushing to recover the industrial output lost during the
pandemic and deprioritising environmental concerns.
Air pollution in China, for example, plummeted during
its national lockdown in February 2020; our own
research finds that 87% of people in China took action
to reduce their impact on the environment and climate
change during COVID-19. 4 However, the country has
now overshot its pre-crisis pollution levels, fuelling
widespread concern that a ‘dirty rebound’ will become
a worldwide phenomenon. 5

Net zero consumer tolerance
By 2030, many consumers will consider not acting
on climate change an act of corporate criminal
negligence. Eco-concerns will be central to purchasing
decisions, with around two-thirds of those we
surveyed in the United Kingdom predicting that by
2030 they will not buy products that have a negative
environmental impact or are single use.6
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UK consumers by 2030 won’t
buy products with a negative
environmental impact

In the short term, we might expect environmental concerns
temporarily to play second fiddle to the existential angst
prompted by the immediate impacts of the pandemic.
However, our research shows that the crisis has heightened
awareness for many consumers, with 73% of people
concerned about the increased use of disposable packaging,
gloves and masks. 7 There is a massive awareness of the
impacts of climate change, particularly among younger
people. Millions have attended climate protests over the
last couple of years with Greta Thunberg becoming the
standard bearer of the green movement. We expect these
activists to increase in number and a ‘never before’ moment
in the 2020s could be Extinction Rebellion becoming a
mainstream transnational political party.

Even though the
oil and gas
industry are
moving in this
space, it still
doesn’t feel like
these companies
are accepting that
there needs to be
a sunset for fossil
fuels.
Elliot Whittington,
climate change expert
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Many businesses are taking concrete steps to secure a
greener future. In 2019, Unilever declared that it had
achieved 100% renewable electricity across five continents8
and in 2020 asset management firm BlackRock announced
its divestment from fossil fuels.9 Despite these positive
actions, consumer scepticism will likely remain pronounced
over the next decade, with heightened consumer awareness
demanding greater corporate environmental performance.
The most probable future scenario for the coming ten years
is a business-as-usual approach with some progress being
made towards climate goals, but not enough to limit or
reverse the impacts of global warming. Within that context,
several sectors will struggle to keep up. In the oil and gas
sector, for instance, there will likely continue to exist a
credibility gap between stated intent and actual delivery.
While companies such as Shell have been taking steps in
the right direction by linking executive financial incentives
to carbon intensity targets10, over the next decade it will
remain challenging for companies in this sector to transition
from fossil fuels credibly and quickly enough.
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A new model of sustainable
capitalism emerges
My hunch is that we
are going to see a new
stock market in the
next decade, which
measures factors
besides only economic
growth and profit.
Gerd Leonhard, futurist and author

The COVID-19 pandemic and the Black Lives
Matter movement have reinforced the need
for companies to demonstrate solidarity and
compassion along a broader set of societal
metrics. More than one-third of consumers
globally said they had purchased from a
new brand due to its positive response to
the virus outbreak. 11 Companies that remain
silent on social issues are quickly called out.
However, even if consumer expectation
does not stimulate root-and-branch action
quickly enough, over the next decade we
can expect an institutional shift to more
sustainable models of capitalism that
change business incentives. Any company
not taking a position on ‘people, planet
and prosperity’ is not going to succeed
in the long run and will be ostracised by
consumers, suppliers and governments alike.
Another never before moment that we can
expect in the 2020s is the emergence of a
new stock market that rewards performance
based on non-financial metrics, such
as the environment, ethics and people.
Sustainability will significantly impact
a company’s stock market value and be
regarded as a core metric of corporate
success, considered by shareholders
alongside pure profit considerations.
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The materiality of accounting for
your impacts on nature is still a
work in progress.
Cath Tayleur, biodiversity expert

Increased regulation drives
lifestyle shifts
When it comes to climate mitigation,
over the next decade we will see an
increased desire for conscience-clear
imitations of products considered
harmful to the planet. We have already
seen a shift towards vegetarianism,
with more than one-third of global
consumers planning to eat less red meat
or completely omit this from their diet. 12
By 2030, nearly half (45%) of the people
we surveyed predict eating red meat
will be considered as harmful to the
environment as using fossil fuels. 13
Companies such as British bakery chain
Greggs and discount retailer Lidl have
capitalised on consumers’ growing
interest in plant-based diets. In January
2019, Greggs launched a vegan version
of its popular sausage roll. In the
following five months, shares jumped
more than 13%, making Greggs the best
performer on the FTSE 100 at the time,
boosting its market value by around
£700 million. 14 Similarly, Lidl launched
its plant-based Next Level Burger across
thousands of outlets in Germany in
August 2019.
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Their own brand of meatless burgers
followed the success of two in-store
campaigns promoting the Beyond Meat
Burger, which sold out within hours.
Since then, Lidl has been rolling out its
own meatless range across Europe. 15
With such consumer- and brandled initiatives, it is highly likely that
governments will consider enacting
environmental regulations that support
the shift to more sustainable diets.
Discussions are currently underway
in countries like Germany to levy
a tax of 40% on beef products for
health reasons, animal welfare and
environmental considerations. 16 A never
before event that could emerge at
the beginning of the 2020s is similar
regulation (such as a red meat tax)
being introduced in countries across
the European Union. Such actions could
meet with consumer approval: our survey
finds that 67% of people believe that in
2030 brands will be penalised through
fines or higher taxation if they fail to
reduce their environmental impact. 17
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consumers believe by 2030
a company’s reputation
will depend on its action to
address climate change
Businesses navigate climate change’s
growth opportunities
An uncomfortable truth about climate change is that
positive and negative impacts will be unevenly distributed.
Research suggests that should world temperature increase
by 4.1 degrees by 2048, the net impact will be negative
for most countries, apart from those in Northern Europe
and North America where a net positive effect on their
economies is forecast. 18
For businesses in some sectors, there will be new growth
opportunities. Melting Arctic ice has resulted in new
routes opening between Europe and East Asia for shipping
companies; the industrial biotechnology sector can
help mitigate climate change; construction companies
stand to benefit from assembling solar panels on roofs;
and the personal care and cosmetics sector can meet
future customer demand for more anti-pollution skincare
treatments and high-intensity sunscreen products against
increased UV-radiation. Perhaps one of the best examples
of this winner and loser effect is in the wine industry. For
wine regions in Northern Europe, global warming will
provide a clear benefit over the coming decade, making
previously inhospitable areas ideal for wine-production,
whereas traditional wine-making regions in Southern Europe
will face serious challenges.
Even as businesses make concerted efforts to limit the
impact of climate change and engage in sustainable
practices, they will also want to seek out emerging
opportunities across some geographic markets and sectors.
This will require careful communication and engagement
with consumers, taking action to avert climate change while
benefitting from some of its unintended consequences.
The stakes are high. For two-thirds (66%) of consumers we
surveyed, a company’s reputation will by 2030 depend on
the action it takes to address climate change. 19
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Brand implications: Acclimatise now
• Address the credibility gap
Industry must address the existing credibility gap between consumer perceptions
of corporate sustainability and genuine business actions. Brands must proactively
demonstrate eco-initiatives through marketing communications, concrete carbon
targets, sustainable products and packaging, supply chain transparency, a circular
economy model and a shift towards net-zero emissions. Patagonia, for instance,
commits to complete transparency in how its products are sourced, made and priced
by sharing its brand footprint via an interactive online map, where customers can find
out more about its sustainable supply chain and production. 20
• Closely monitor climate demands
Businesses should continually monitor evolving consumer expectations of
sustainability across segments and global markets. Although brands can currently
avoid significant action, this will shift notably during the next decade as customer
understanding of climate impacts becomes more nuanced. For example, Amazon
was accused of greenwashing by introducing a fleet of electric vehicles while
simultaneously neglecting the environmental impact of its packaging and
electronics. 21
• Pre-empt sustainable capitalism
The introduction of a new stock market that measures environmental impact
alongside economic growth would increase the emphasis on creating value for
shareholders, as well as stakeholders in society more broadly. Businesses are
encouraged to recognise the potential economic benefits of sustainability and
anticipate the risks of inaction. Strong eco-credentials tend to boost revenue growth,
stimulate positive brand equity, and drive greater recruitment and investor appeal.
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TREND TWO

A new data paradigm
By 2030, more consumers will be deploying personal
data assistants to manage their relationships with
brands, creating a new power paradigm. We’ll also see
the emergence of ‘privacy islands’: consumers who are
willing to forego convenience and access to digital
services, in preference for control over their data
thereby becoming almost invisible to brands. Indeed,
nearly half (46%) of the people we surveyed agree
they would prefer to receive an inferior service than
share even basic personal data such as their location
and age. 22 Within this context, brands will engage with
a customer’s personal data assistant more than they
communicate with the customer themselves. They
will also need to find new offline strategies to reach
under-the-radar communities. To help govern the
ethical implications of this new data economy, we can
expect the emergence of a new global digital ethics
body to ensure brands use their power responsibly.

Control becomes central, as data
sharing proliferates
In 2030, consumers will be sharing higher volumes
of richer personal data. In the health sector alone,
expect to see the capture and sharing of biometric
and DNA data as standard. The result will be
exponential growth in the global traffic of data
flows. The World Economic Forum estimates that
463 exabytes of data will be created each day by
2025. 23 Such increases will place cybersecurity
at the heart of public safety concerns. Even if the
number of data breaches is limited, the personal
consequences of such data theft will become
increasingly damaging.
What’s more, the COVID-19 crisis has accelerated
the amount of data that global citizens have
been asked to exchange with governments and
corporations. For example, in Singapore, citizens
have been encouraged to use TraceTogether, an app
designed to help contact-tracing efforts by tracking
those who have been in close proximity of the user. 24
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consumers worry that by
2030, they will have less
control over their data

In Australia, millions of citizens downloaded the
COVIDSafe smartphone app, which notifies users if
they have had more than 15 minutes of close contact
with a confirmed coronavirus patient. 25 Similar
approaches have been adopted in the UK through
the Track and Trace app, although our survey finds
that only half of the UK population would consider
sharing health data to help governments track and
prevent global health problems such as pandemics. 26
In addition, as the global travel industry strives to
recover in the post COVID-19 world, we will likely
see the widespread adoption of some form of a
COVID-19 digital passport. In the UK, cybersecurity
firm VST Enterprises has partnered with health
company Circle Pass Enterprises to launch
TentoHealth, a digital biometric health passport,
which displays your COVID-19 test history, immune
response and other relevant health information. 27
Such examples demonstrate that the experience of
handing over increased forms of location, health and
other personal information will have accelerated
during the COVID-19 crisis for a significant number of
consumers worldwide.
The consumer response will likely be a heightened
demand for control and transparency. Seven in ten
consumers we surveyed are afraid that by 2030
they will have less control over their data than
they do today28; eight in ten consumers would like
more control over the personal information they
give to companies. 29 As the exchange of personal
information becomes more extensive, pervasive and
sophisticated, expect consumer aspiration for control
evolve into a fundamental demand in the 2020s.
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The rise of personal data assistants
Increasing public demand for security and control
will shape a new type of data landscape in the
2020s. The amount of information consumers will
be sharing by 2030 will make it impossible for any
individual to be the total gatekeeper of their own
data exchange. Instead, new AI services providing
personal data management for consumers will likely
emerge. Imagine each consumer with a personal data
assistant that can manage their flow of personal
data across all interactions: enhancing security,
personalising privacy settings and optimising the
value of the data exchanged.
Paradoxically, this will lead to many consumers
handing over control to smart data services, in an
effort to gain greater personal control. Outsourcing
of data control will create a new paradigm for
brands, where they engage a customer’s personal
data assistant more than they communicate with
the customer themselves. A never before event that
could emerge in the 2020s is a new award at Cannes
Lions for the best brand engagement with a personal
AI service.

Privacy islands
The extent of data sharing and collection in the
2020s will grow too quickly for many consumers.
Today, almost a quarter (23%) of consumers globally
remain unwilling to share personal information
under any circumstances. 30 Looking ahead to
2030, 60% of people we surveyed report they are
afraid of becoming unable to purchase goods or
even access critical services (such as healthcare)
without disclosing personal data. 31 Should brands in
the 2020s fail to convince customers of the value
exchange in sharing their personal data, a future will
emerge where a substantial share of consumers may
decide to opt out from all data-sharing relationships
with brands. The consequence by 2030 will be new
privacy islands: closed communities that only engage
with brands and services that are more privacy-led.
Such consumers will become ‘ghosts’ to many brands
who are unable to track, understand or target these
customers.
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This emerging polarised data landscape
has been energised by the COVID-19
crisis. As outlined above, responses
to the pandemic have required
governments around the world to
request data from their citizens. Such
actions support the notion of an
emerging digital division over attitudes
to data-sharing. Acceptance for sharing
health data with governments to
facilitate tracking of global health and
prevent pandemics today is already
above four in ten (43%) and rises to 75%
for consideration in 2030. 32 For some,
the benefits of data-sharing for national
and personal safety will illustrate the
value of pooling collective data. For
others, actions taken will be considered
an over-reach and prompt actions to
reclaim control once the crisis is over.
Indeed, when the COVID-19 crisis began,
campaign group Privacy International
stressed its position that “all of
[these measures] must be temporary,
necessary, and proportionate. When the
pandemic is over, such extraordinary
measures must be put to an end and
held to account.”33

75% of consumers

would by 2030
consider sharing
their health data
with governments to
prevent a pandemic
14.

Consequently, many brands will either
shift entirely towards a ‘privacy-first’
mantra or develop a multi-tiered
strategy to engage both the data
enthusiasts and privacy islanders. One
brand that has moved in this direction
is Verizon, announcing in 2020 plans to
launch a new privacy-focussed search
engine ‘OneSearch’. Verizon claims
the service will not track, store or
share users’ search data. 34 Rather than
offering targeted ads based on users’
search profiles, users will be served ads
based on their search terms and will
be able to ’self-destruct’ their previous
searches after a certain period. Expect
wider innovation in the 2020s that aims
to enable consumers to switch off from
the world of data collection.
The large-scale adoption of privacyfirst behaviours and services will be
highly problematic for many brands. The
loss of access to customer data will hit
the efficiency of marketing, customer
understanding and corporate planning.
Consumers opting out of future data
exchange will lose access to advanced
services that require some level of
personal information. Consequently, a
two-tier system of customer service will
emerge: premium for data sharers and
basic for data blockers. However, brands
should be wary of the consequences of
taking this approach. Half of consumers
globally expect to be able to refuse
to share their personal data, but still
receive the same level of service (see
Figure 1).
dentsu consumer vision | universal activism

Figure 1: Nearly half of people globally believe they should be able to withhold
their data but receive the same level of service
In the future (i.e. next 2-3 years), I will refuse to share my personal data with any
organisation, but still receive the same level of service (% agreeing)
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Moreover, a fundamental stoppage in the flow of
personal data will provide an existential threat to the
value exchange model of the current digital economy.
A quarter of people (24%) globally say they have
installed ad blockers over the preceding twelve months,
and four out of ten (42%) have taken actions to reduce
the amount of data they share online. 35 Should this
proportion continue to rise, the freemium model that
allows unpaid access to online content in return for
showing adverts will be fundamentally undermined. If
data-blocking becomes more prevalent, then consumers
will likely be forced to start paying for services that they
currently receive for free. It will be in both the consumer’s
and brand’s interest to develop a healthy and sustainable
data sharing culture in the 2020s, one that encourages
the overwhelming majority of customers to provide
access to new forms of personal information in exchange
for upgraded incentives and rewards.

New models of ethical regulation
As consumers increasingly outsource control to gain
control, the impetus and responsibility for safeguarding
data will shift towards brands. Already, 72% of
consumers in the United States believe that businesses,
not the government, are best equipped to safeguard
them from cyber-attacks. 36 The pace of development and
implementation of GDPR in the 2010s also highlights
that brands will be best placed to drive cyber and data
security advances in the 2020s, due to the flexibility and
speed needed to adapt to change.
For brands to assume this role in the 2020s, a new digital
philosophy which balances ethical implications with
technological innovation will be critical. Technological
change is occurring at a pace where the ethical and
philosophical implications are difficult to develop in realtime. But brands will need to move quickly to meet this
consumer demand. More than two-thirds of consumers
believe that more regulation is needed to govern the
development of new technologies such as artificial
intelligence (see Figure 2).Figure 2: Most consumers
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Figure 2: Most consumers want more regulation of new technologies
More regulation is needed to govern the development of new technologies
e.g. artificial intelligence (% agreeing)
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We need to have
global consensus
on key digital and
technological
issues, which is
why I’m in favour
of a Digital Ethics
Council.
Gerd Leonhard, futurist
and author
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Over the next two to three years, nearly half of consumers
globally expect organisations to use their personal data
to widen positive societal impact. 37 Alphabet, the parent
company of Google, is one business that has taken initial
steps towards developing a long-term ethical framework
to future innovation. In 2019, it announced the launch of a
global advisory council, comprised of technology experts
and digital ethicists, to consider ethical issues around
artificial intelligence and other emerging technologies. 38
By 2030, a never before event we can expect is the
emergence of a Digital Ethics Councils across markets,
sectors and topics, exploring the societal impacts of
advances in AI, data capture, social media etc. These
will be formed by partnerships across brands, academic
institutions and governments, with brands taking the
leading role. The key function of these new bodies will
be to establish a philosophical and moral foundation for
technological change, empowering brands to create a
future digital world where consumer security and safety
concerns are met.
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Brand implications: A new data paradigm
• Prepare for a new data exchange API
There will be a growing requirement in the 2020s for a new form of application
programming interface (API) that can act as a trusted intermediary between brands
and consumers, to regulate the flow of personal data and marketing content. Such
services could set customer preferences for marketing content and data sharing
incentives, building a more healthy and reciprocal marketing eco-system by 2030.
Such intermediary services will become vital and more influential, as brands
start engaging a consumer’s personal AI/data assistant as much as the consumer
themselves.
• Incentivise data sharing
Brands will increasingly need to market the benefits of proactive data sharing, rather
than being defensive or reactive. To optimise marketing activities, brands will need
to access a wealth of new types of consumer data. Developing new incentivisation
strategies to entice customers to part with their data, and compete with rivals for
such data, will be paramount. For example, an insurance app Avibra uses data science
and machine learning to track daily habits across finances, health, relationships and
work. 38 Users agreeing to share such information can convert recorded data on their
good habits into life insurance cover.
• Take a Hippocratic Oath for data responsibility
Brands should take on more responsibility in terms of managing data sharing
dynamics with customers while developing a broader ethos and philosophy on the
future of the digital world. What are the moral parameters through which the future
digital world should evolve? And what role do brands play in shaping this? Forming
new ethics councils across industries and with government and academic stakeholders
will be a key first step in responding to these questions.
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TREND THREE

Kaleido-dentity
By 2030 the concept of identity will have evolved beyond sex and
gender to incorporate a range of values, such as sustainability,
more granular minority rights and urban dwelling, for example.
This will provide consumers with new sources of belonging and
identity that brands will need to navigate carefully. Online
personas will continue to be diversely different by platform,
but the pressure for conformity across social and professional
interactions will lead to the use of AI to warn us when we are
about to express a view that may risk a negative reaction. For
brands, this new landscape of identity influence requires sensitive
engagement and investment to stay heard, respected, and
relevant.

New tribes emerge
Nearly three-quarters (71%) of people we surveyed think that
by 2030 the concept of identity will be more diverse than it is
today. 40 As traditional identity markers continue to flow and
shift in the 2020s, people will congregate around idiosyncrasies
beyond sex and gender, forming tribes that focus on new sources
of individuality. An expanding medley of minority and marginalised
groups will continue to fight for acceptance and established rights
in society. We will also move away from traditional broad-based
party politics, towards more exclusive political alliances formed
around niche identities and values. Embracing every group in
society, no matter how small, will be at the heart of diversity and
inclusivity in 2030.
Large-scale travel, increased migration, a rise in mixed-race
partnerships—many indicators point to a more diverse future.
Gen Z is already the most racially and ethnically diverse group in
history. 41 In 2030 they, together with those born after 2020, will
make up 89% of the total global population. 42 Unsurprising, then,
that two-thirds (63%) of the 18-24 year olds we surveyed believe
that traditional concepts of identity such as age, gender and
race will be redundant by 2030. 43 As minority groups proliferate,
and others redefine what it means to be part of a majority group,
the consumers of 2030 will have more, albeit smaller, groups to
identify with.
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18-24 year olds believe
traditional concepts of
identity will be redundant
by 2030
Identity membership will also be less and less mutually
exclusive, creating a complex Venn diagram of identities
around the world. A hyper-connected world with almost
total internet penetration also means greater exposure to
difference, although the increasing proliferation of echo
chambers will counteract this trend. Navigating personal
identity in the 2020s will be no mean feat.
We expect a continuing shift away from traditional identity
markers towards more granular and individual identity
markers, reflecting the growing level of diversity throughout
the 2020s. In 2019, two-thirds of EU5 consumers agreed
that people should be allowed to choose their own gender. 44
We are already witnessing the progressive untethering
of biological sex from gender and sexuality, age from
number, race from colour, nationality from birthplace, and
ability from disability. Expect more lines to blur, labels to
disappear and, perhaps, the United Nations to make a never
before declaration that it is a human right to choose your
own gender identity.
By 2030, a lack of progress in truly inclusive representation
in media and advertising, slow progress in diversifying
decision-makers in companies and politics, plus the rise of
right-wing populism, will see new minorities continue to
fight for acceptance, understanding, representation and
rights. Today around one-third (29%) of consumers globally
agree they are troubled that ads do not reflect society in
terms of race and gender (see Figure 3). By 2030, ingrained
tribal identities founded upon layers of difference and
individuality will emerge.
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Figure 3: A significant share of people believe ads don’t reflect societal diversity
It troubles me that people in ads do not reflect society in terms of race and gender
(% agreeing)
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Consequently, political tribalism will reach a new peak
by 2030. There is potential for societal rejection of
political leanings categorised as right versus left or liberal
versus conservative. Instead consumers will choose to
affiliate and act in accordance with the tribe they feel
they most strongly connect with in different contexts. For
example, an individual’s identity as an eco-warrior may
override all other sense of identity in a setting relevant to
sustainability and environmental policy.
We will see the emergence of more ‘brand tribes’, groups
of people linked together by a shared belief around
a brand’s values. For example, Apple has attracted a
tribe of trendy, tech-savvy non-conformists; the Nike
manifesto is akin to this, with its tribe aligning with the
same rebel archetype of being unique, defeating the
odds and following one’s dreams. Factors like brand
authenticity, experiences felt through interaction with
the brand, and a collective sense of belonging within a
group all contribute to the formation of a brand tribe. In
an escalating ecosystem of tribal identities, the challenge
lies in targeting the right tribe with the right message at
the right time.

21.

dentsu consumer vision | universal activism

We will probably see the end of
governments acting against the wishes of
their principal cities in the coming decade…
because young people move to cities.
Parag Khanna, global strategy advisor, author

City identities rival national identities
During the 2020s, sustained urbanisation will help
shape notions of identity among consumers. The shift in
residence of people from rural to urban areas has been
one of the most significant demographic stories of human
development in past decades. More than half of the
world’s population currently lives in urban areas, up from
28% in 1950 and 37% in 1970. 45
The transition to a predominantly urban world is likely
to continue. The United Nations World Urbanization
Prospects predicts that 68% of the global population will
live in cities by 2050 and rapid urbanisation will fuel the
rise of mega-cities, especially in developing countries. 46
By 2030, there will be 43 mega-cities each with over
10 million inhabitants and a corresponding major shift
towards urban identities. 47 Brands need to recognise the
profound implications of this shift and how it will evolve
during the next decade.
Talent and affluence will be concentrated in such megacities, which will be dominated by a more educated, liberal
and younger population relative to their host nations. As
demographic and economic weight tilt further in favour of
cities during the 2020s, national government policy will
increasingly need to take their wishes into consideration.
Likewise, brands’ marketing communications and
customer engagement methods must become more
attuned to the attitudes of urban denizens to successfully
appeal to this distinct consumer segment.
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By 2030, urban populations will identify
even more strongly with others living
in their respective cities and could feel
more akin to consumers living in similar
global metropolises than with people
from their own country. The 2020 US
election and the UK Brexit vote illustrate
how the economic interests and societal
values of city populations often differ
from the rest of the country. As the
proportion of foreign-born citizens in
cities continues to rise throughout the
2020s, we could imagine a future where
a consumer’s sense of belonging to such
mega-cities may eclipse all others.
Sustained urbanisation during the next
decade will continue to strengthen
city identities. At the same time, the
COVID-19 pandemic has heightened
people’s sense of community and could
boost a simultaneous shift towards
nationalism. As the coronavirus
heightens awareness and appreciation
of collective action, the importance
of community, local areas and
neighbourhood to personal identity
may increase. During the UK lockdowns,
many consumers actively supported
local businesses in their area and
engaged in volunteering initiatives to
look out for their neighbours. Meanwhile,
the shift towards nationalism could
be accelerated as countries seek to
protect domestic industry and the
economic wellbeing of their own citizens.
Consequently, a strong sense of unity
may evolve among consumers who
experienced the crisis in the same place
or country.
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people in the UK hope
to work from home
full-time by 2030

We can also expect the influence
of mega-cities on the domestic
and international stage to expand
substantially during the coming decade.
For example, major US cities, like Los
Angeles and New York, have created a
Mayor’s Office for International Affairs.
Given the cultural, economic and
political power that these cosmopolitan
hubs will wield by 2030, they are likely
to exert greater influence in diplomacy
and international governance on
transnational issues such as free trade
and climate change. Taking this one
step further, we could see the rise of
formalised inter-city networks and
alliances across the world.
This could include the free movement
of labour for consumers residing in
mega-cities, or at least the extended
application of e-residency in countries
globally. Such a programme already
exists in Estonia, which allows foreign
nationals to establish businesses and
pay taxes locally, while being physically
based in another country. 48 Our survey
finds that 26% of people hope to be
working entirely from home by 2030—
in the United Kingdom this is as high as
37%. 49 As increasing numbers of global
citizens work virtually across national
borders, pressures for e-citizenship will
likely emerge with virtual passports that
provide full labour rights to a citizen
working remotely from abroad. By 2030,
a never before event we could expect is
the introduction of virtual work permits
and e-residency worldwide to allow
remote working between consumers of
mega-cities.
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The automation of wokeness
Of the ways in which technology is having a positive impact on well-being, one-third of
consumers globally agree they feel more engaged with friends, family and the world
around them. 50 Social media has been instrumental in this. Platforms from Facebook
to LinkedIn have allowed individuals across the globe to nurture relationships and
connections, new and old, and pursue their interests. However, these platforms also
stand accused by some of enabling the spread of fake news, online bullying and
groupthink. This pressure for conformity across social and professional interactions
means that by 2030 we will see the use of AI assistants to warn us when we are about
to express a view that may risk a negative reaction. E
 xpect wokeness to rival aesthetic
beauty in terms of social capital, with public reception of our ideas competing with
public appraisal of how we look. For many, activism by 2030 will be defined through
this lens: tailored to the causes and issues that provide the most social capital across
their personal and professional network.
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In 2020 we are entering an era of neocivility, defined by the quest for social
safety in offence-sensitive, accusatory
and polarised times. Our research
finds that 57% of people across China,
Japan, the United Kingdom and the
United States worry about expressing
their true feelings on social media for
fear of causing offence or damaging
their reputation. 51 Some brands are
also reluctant to take a stand for fear
of alienating consumers—a stance
which consumers will find increasingly
unacceptable, as they transform to
activists over the next decade.
The pressure of staying within socially
acceptable lines of ideas and beliefs will
continue to censor public discourse, often
pushing consumers into silos or tribes
as safe zones to express their actual
beliefs. While such social pressure had a
magnitude of benefits in the 2010s, such
as safeguarding the rights and wellbeing
of minority groups, there is growing risk
in the 2020s that the over-extension
of such trends will lead to censored
conformity. A further risk in the 2020s is
that the social capital gained for woke
beliefs and opinions will be considered
more important than objective truth,
where the public reaction to a post or
tweet means more than the belief in
what is said.
Moreover, the growing importance of
woke capital will heighten the perceived
danger of causing offence, both online
and offline. By 2030, we will see the
mainstream use of AI services that
can monitor all our digital interactions
and pre-warn us when a post or email
could attract some form of backlash.
As a pre-cursor to what is to come, in
2019 Instagram launched a new AI-
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powered feature that alerts users if
their comment could be considered
offensive. 52 By 2030, expect to see an
integrated service that works across all
social platforms and is tailored to the
areas where each consumer has concern
about mis-speaking or causing offense.
Such a future will transfer considerable
influence to AI and algorithms over
the content, nature and tone of public
discourse.
For brands, a key challenge will emerge
for social media analytics and targeting;
how will they know if a user post is a
genuine view or an AI-adapted message?
In addition, brands may decide to adopt
similar AI warning systems for their
own online marketing, adapting and
editing posts in real-time tailored to the
segments or profiles being targeted.
As a countermove, other brands may
decide to maintain human social media
oversight, increasing risk of a backlash,
but also positioning themselves as an
authentic brand that stays true to its
values at any cost.

people worry about
causing offence on
social media
dentsu consumer vision | universal activism

Brand implications: Kaleido-dentity
• Embrace post-demographic identity targeting
Brands will need to develop adaptive audience profiles and segmentations that can
evolve in real-time to ensure each customer is being targeted appropriately. Using
machine learning, brands can build constantly evolving customer segmentations
that combine information on the individual with contextual data (i.e. location,
mood, occasion etc.) to determine which layer of identity they are targeting at
each touchpoint. For now, brands should focus on creating more advanced and allencompassing segmentations—using multi-disciplinary skills (e.g. anthropologists,
data scientists, ethicists, sociologists etc.) to interrogate consumer data more
effectively—and also invest in exploring future methodologies and technologies (e.g.
machine learning) that can build a fully holistic and adaptive framework for targeting
customers across all potential contexts and identities.
• Shape your future labour market
If brands want to understand an increasingly diverse consumer base, they will need to
ensure their own workforce is reflective of wider society. Early intervention in schools
and academia can help stimulate interest in and the rights skills for working in their
sector, particularly within target minority groups. At the same time, while we are
seeing more and more recruitment initiatives focused on diversity, there remains a
lack of programmes which truly push qualified employees from diverse backgrounds
to the top of organisations (i.e. C-suite and Boards). Certain organisations
(for example, Lloyds Banking Group) have now pledged to raise their proportion of
BAME staff in senior management positions in order to actively promote inclusivity
and diversity. 53 Besides creating a fairer working environment, such initiatives will in
turn likely lead to a more diverse talent pool of prospective employees.
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• Harness distinct urban identities
Brands must adopt a different strategy to effectively target urban consumers,
especially those living in mega-cities. Their sense of national belonging might be
secondary to their identity as a resident of a specific global metropolis. This presents
new boundaries for brands to navigate in terms of what kinds of advertisements,
marketing messages, and new product and service innovation will resonate. For
example, IKEA opened a smaller format store in central London that functions as a
showroom. 54 Traditionally, its stores have occupied large, warehouse-style spaces on
the outskirts of major cities, but the targeted strategy aims to better appeal to urban
residents.
• Balance diversity and a unified brand
A key tension for brands in the 2020s will be talking authentically to consumers
across a diverse spectrum of beliefs and identities, while also building a unified brand
story. Brands can become a unifying force throughout the coming decade, building
cooperation and collaboration across their customer base despite differences in
national or societal identities. Brands may even become a conduit to introduce
different segments and tribes to one another; promoting a new community unified
around a brand. For instance, in response to the coronavirus, Facebook activated a
Community Help section in March 2020 that enables users to easily request or give
assistance to others in the same geographical area. 55 Users can post or comment,
volunteer to deliver groceries or solicit donations for a local fundraiser.
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MACRO THEME ONE

Universal activism: Pathway to 2030

2022

EU Meat Tax rolled out across
member states

2023

Digital and Data Ethics Council
launched by the UN

2025

Extinction Rebellion becomes
a trans-national mainstream
political party

2026

The right to select your own gender
identity is enshrined within UN
Declaration of Human Rights

2027

New global Sustainability Stock
Exchange launched

2028

New Cannes Lions award for
‘Best Brand Engagement With
Personal AI service’

2030

Virtual work permits e-residency
implemented worldwide, to allow
inter-megacity remote working
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