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EXECUTIVE SUMMARY
In 2020, more than 1 billion people are expected to make a
proximity mobile payment.1 By 2023, there should be about
as many digital voice assistants in use as there are people
living across the world.2 3 By 2025, the total GDP is expected
to grow by a third.4 By 2028, mobile display advertising alone
is forecast to represent a $178 billion (USD) market.5 By 2030,
more than 1 billion people are likely to join the middle class,
whose demand powers most economies.6
While the 2010s have undeniably been a period of
deep changes for the world, they were just a glimpse
of the economical, technological and demographical
transformations that the 2020s will bring. To make the most of
the opportunities offered by this booming landscape, brands
will have to navigate increasing consumer expectations, the
ever-expanding power of technological platforms, massive
amounts of available data, and moving regional regulatory
frameworks. A colossal undertaking.

transformation. However, they believe defining a clear
culture transformation strategy (69%) and establishing a
strong learning and development strategy (58%) are the
most underestimated facets.

•

Inclusivity is still more a concept than a reality: Ninetythree percent of marketers believe inclusive marketing is
important as a moral imperative and/or for the business
potential it represents. However, in practice, less than
one in ten review for inclusivity as part of product and
marketing campaign development. When thinking
about the diverse groups that were represented at
least once in a positive way in the campaigns run over
the last six months, plus-sized individuals, disabled
people and non-binary gender people are still severely
underrepresented.

•

New commerce models turn heads: only one out of
five marketers believes the subscription model cannot
be applied to their industry, while one out of four
believes subscriptions could represent more than 20%
of their revenues in five years. Additionally, although
two out of three marketers believe recommerce is not
applicable to their industry as of today, less than half
declare they don’t plan to get involved in recommerce
or don’t anticipate their recommerce revenue streams to
increase at all in the next five years. Marketers are also
fully aware of the sustainability groundswell: only three
percent believe a company’s sustainability practices will
be of no or minimal importance five years from now.

For the past five years, iProspect has been asking clients
about their ambitions for the year to come to help them better
prepare for the challenges ahead. This year, we surveyed 250
top marketers across 35 countries to not only understand
their expectations for 2020, but also their hopes and concerns
for the next ten years.

•

•

•
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Increasing trust and harnessing technology are the
key ambitions for 2020: increasing consumer trust in
their brands is the utmost priority for marketers (8.8 grade
out of 10), followed by using data to create personalised
consumer experiences (8.7) and maximising sales
within online marketplaces (7.5). Their key challenges
remain efficiently managing high volumes of data,
understanding the impact of Artificial Intelligence (AI) on
marketing strategies, and improving internal structure.
In this context, it is no surprise the most sought-after
talent profiles to complement marketing teams in the
next five years are data scientists and analysts (33% of
respondents).
The search for ways to keep pace with the speed
of change keeps marketers awake at night: when it
comes to the next five to ten years, marketers say the
three most important macro-trends that will impact the
marketing discipline are the growing importance of
artificial intelligence and automation in consumers’ lives
and in marketing practice (31% of respondents), the
increasing connectivity of people and devices (30%), and
the new demands from consumers around sustainable
practices (15%).
Marketers are torn between what the industry
dictates and their own experience of digital
transformation: marketers identify having a connected
data strategy (cited by 78% of respondents) and
building the right technology infrastructure (59%) as
the most important components of a successful digital

For this fifth annual edition of Future Focus, iProspect builds
upon the expectations and concerns shared by marketers to
examine four major themes that we believe will shape the
consumption landscape and the marketing discipline over
the next years.

•

Digital transformation… still loading examines the
current state of digital transformation and what makes
brands successful in the digital economy.

•

De-averaging looks into the rise of Diversity &
Inclusivity and the personalisation imperative.

•

Commerce, redux ponders the growing commerce
models, from direct-to-consumer to recommerce and
subscriptions.

•

Mobilis in Mobili delves into the increasing connectivity
and its implications for client centricity and the
marketing practice.

By not only exploring what these trends are and what they
mean, but also looking at how to make the most of these
business opportunities by preparing today, Future Focus
2020: The Next Ten Years invites marketers to reconcile
long-term planning with short-term performance.
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E

ven though 2030 seems to be a long way off and we hear a lot of lip
service to long-range planning, if anything, our industry is more short
term focussed than ever before. Advertising campaigns have been
invariably shifting towards shorter terms over the last ten years, despite
short-termism being a major factor in underperformance as highlighted
by Peter Field’s research.7 Most chief marketing officers also report planning two to
three years ahead only,8 which coincidentally is about the same time as the median
tenure for this role.9
So why should iProspect, a performance focussed agency, look towards a
ten-year horizon?
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THE NEXT
TEN YEARS

Because by stepping back and widening our focus, we can turn our attention to
what is frequently forgotten by our rapidly moving industry: the people we are trying
to influence. Marketers often talk about being left behind by consumers, but the
reality is that what people want and why they want it is slow to shift. However, how
they do things moves faster. By looking ahead, we can have a better view of the why
and the what, and, as a consequence, better anticipate some of the how.
Future Focus 2020 seeks to use our unique understanding of consumer intent to
examine how our industry and the world that influences it are likely to evolve over
the next decade, in order to help businesses lay the groundwork today.
No jetpacks. No dystopian future. No oracle.
Future Focus 2020 serves as a real-world guide - broad in its perspective yet narrow
in its actions - to lay out practical steps to help marketers make the most of welldocumented macro trends.
Before we look into the future, we assess the current state of digital transformation
to set a baseline. From there, we delve into the demographic changes at work, the
evolution of consumption, and the rise of mobility to understand the key focus areas
for brands, from personalisation to new commerce models, to customer experience
and the future role of marketers.

WELCOME TO THE NEXT TEN YEARS.
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2020–2030
44%
1B
More than

people worldwide
are expected to
make a proximity
mobile payment.10

of e-commerce sales
in Western Europe
are anticipated to
initiate on mobile.11

2022

$1.97tn
trillion is projected
to be spent on
some facet of digital
transformation
worldwide.12
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D I G I TA L
T R A N S F O R M AT I O N
...STILL LOADING

Change is always challenging; even
more so in the context of a fast-paced
environment. This section explores what
brands should consider to succeed in
their transformation.

2025

2026

E-commerce in
South East Asia is
predicted to exceed

The global
on-demand
transportation
market size is
expected to
approach

$150B

in Gross
Merchandise Value17

CHAPTER

2021

CHAPTER

2020
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COMMERCE,
REDUX

The online commerce landscape has
drastically mutated over the last years,
but this has just been a glimpse of
the evolutions to come. This section
highlights some transformative trends
that brands will need to navigate.

2029

There should be
about as many
digital

In the United States,
non-white minorities
are expected to
represent

Supercharged by
5G, mobile display
advertising is
forecast to
represent a

More than

ASSISTANTS
in use as there are
people living across
the world.13 14

6

42%
of the population.

15

2

With Generation Z being the most diverse generation in history,16
inclusivity is no more an option for brands, it is an economic
imperative. This section looks at what it means for the future of
marketing.

$178B
market worldwide
(+141% versus
2018).20

CHAPTER

2028

D E - AV E R AG I N G

4

CHINA

$305B

2024

VOICE

2027

is likely to have
the world’s largest
middle class.19

18

2023
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MOBILIS IN
MOBILI

As connectivity spread and new type of
devices emerge, interactions with content
and technology are always more mobile.
This section delves into the opportunities
and implications for marketers.

15M

manufacturing jobs
worldwide may have
been displaced
globally.21

2030

43

megacities (+10
million inhabitants)
are anticipated
worldwide, Delhi
topping the
ranking.22
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Staying ahead of the pace of change has always been
challenging. In the next decade, the digital economy
and a digital first workforce will all help produce an
increasingly fast-paced environment. If brands want
to succeed in their transformation, they will need to
avoid some common pitfalls and follow a pragmatic
roadmap.

11

FUTURE
FOCUS

2 0
2 0

1
D I G I TA L T R A N S F O R M AT I O N
...STILL LOADING

P

erhaps the hottest topic currently in the industry, digital
transformation is on everyone’s lips these days. Driven by
the digitisation of consumer behaviours, from shopping
to entertainment to management of their lives, digital
transformation has become an imperative for virtually every
business. And with $1.97 trillion forecasted to be spent on some facet
of digital transformation in 2022,23 there are a lot of technology vendors,
consultancies, agencies and more pushing hard to take a slice of all this
action.
The evidence of new business models is everywhere, changing how
people live and the fortunes of the companies that sell their products
and services to them. Airbnb has welcomed 500 million guests since
its creation in 2008,24 whereas Thomas Cook just went out of business
after 178 years.25 Uber has been challenging the business of taxis, Dollar
Shave Club the business of personal care giants, Amazon the business
of… everyone. Although many of these new models have not yet been
proven over medium to long periods of time, and that many still survive
on investment rather than profit, they are either way out-manoeuvring
older ones - surely a reason to transform.
Changing is always challenging; it is even more in the context of a fastpaced environment. Where organisations really are in their transformation
process? What are the common traits of the most dynamic brands of the
digital economy? These questions and their implications are important
for marketers to analyse, especially as they need to transform without
losing consumer trust in their brand in the process, their utmost priority
for 2020 according to iProspect research.26

Top 5 industries that
marketers believe will be
the most disrupted over
the next 5-10 years
Source: iProspect, iProspect Global
Client Survey 2019, Oct 2019

12
19

1
2
3
4
5

Banking/Financial

Retail

Technology

Automotive

FMCG
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External uncertainty,
internal inertia

T H E S TAT E O F D I G I TA L

T R A N S F O R M AT I O N
Before diving into what will
shape brands’ environment
tomorrow, it is important
to look at how they have
been performing so far in
their digital transformation
roadmaps. As put by the
famous English writer Terry
Pratchett in his book I Shall
Wear Midnight, “If you do not
know where you come from,
then you don’t know where
you are, and if you don’t know
where you are, then you don’t
know where you’re going.
And if you don’t know where
you’re going, you’re probably
going wrong.”27

A

lmost no one can readily
identify an organisation
that
has
cracked
transformation and is
reaping the benefits. There are lots of
early starts, decent levels of investment,
and some solid progress being made,
but there are also a lot of challenges
being faced. The early success stories
are generally those companies
that already have part of the digital
transformation within their DNA giving
them a head start and removing some
of the barriers to success.

W H AT H I N D E R S D I G I TA L
T R A N S F O R M AT I O N
According to iProspect research,28
marketers identify having a robust
connected data strategy, building the
right technology infrastructure, and
defining a clear culture transformation
strategy as the three most important
components of a successful digital
transformation. On the opposite

The three most important components of
a digital transformation plan and the three
most overlooked/underestimated
(percentage of respondents selecting the answer)
Source: iProspect, iProspect Global
Client Survey 2019, Oct 2019

In your opinion, what are the three most
important components of a successful digital
transformation plan?
In your opinion, what are the three components
that tend to be overlooked or underestimated?

-and surprisingly- aligning with top
management lags at the bottom of
their priorities.
Interestingly, when comparing the
dimensions they see as the most
important and the facets they see
as overlooked or underestimated,
the three instances where the
latter outscore the former are all
about people: culture, learning and
development, and C-suite alignment.
This could suggest marketers are
torn between what the industry often
dictates as the alpha and omega,
data and technology, and their own
experience in which the human side
can be too often put in the backseat.
Although no two companies are
exactly the same and have the same
business transformation ambitions
and roadmaps, there are a number of
common blockers we repeatedly see
in organisations at various stages of
digital transformation.

78%
57%

Connected data
strategy

59%
50%

The right technology
infrastructure

54%
69%

Culture transformation
strategy

53%
58%

Learning and
development strategy
Agency / consultant
partner selection
C-Suite alignment

37%
37%

Silos drive chaos

The failure to break down the silos
within an organisation (incentive
based, structural, cultural, etc.)
means teams and technologies
won’t connect, processes won’t
be seamless and ultimately
the consumer experience will
be at best disjointed and at
worst
contradictory.
Digital
transformation generally requires a
rework of the operating model and
a reorganisation to integrate new
responsibilities into the existing
marketing organisation. However,
too often digital is added as a
separate entity onto an existing
infrastructure without working
out how the existing process
and culture need to change.
Organisations should also be
careful about putting digital natives,
who don’t always have the depth
of business knowledge necessary
to deliver effective change across
the wider business, in charge
of digital transformation, which
demands strong transformational
leadership. With one marketer out
of five admitting they see internal
collaboration as their most difficult
challenge,30 sharing information
effectively across the departments
has never seemed more important.

23%
33%

The State of Digital Transformation
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More than one marketer out of two
see increasing levels of competition
as a barrier to better relationship
with consumers. One out of three
see data protection regulation in
the same way. One out of four thinks
the same about the fragmentation
of the media supply chain.29
Adding up other factors such as
uncertain geopolitical future and
increased scrutiny from consumers
can lead some organisations to
indecision and inaction. Only when
leadership is aligned behind the
why of transformation and sets a
true vision for change for all the
stakeholders can transformation
succeed in uncertain times.

“

It’s important to
internally market
marketing. Lately,
I’ve started turning
the tables on CFOs,
asking them ‘Hey,
why are you not using
more automation?’
Because usually, that’s
the question they ask
of marketers. And
their reaction is often
‘Whoa, I don’t… what
do you mean?’
TODD HASKEL
Chief Marketing Officer at Hearst31

No real measurement,
no real progress

Eighty per cent of marketers
believe they need to take more
responsibility for product and
service innovation in the next
years.32 Therefore, it is important
to remember that the lack of a
robust measurement framework
is almost always a guarantee of
failure, particularly for pilots and
innovations. The business needs
provable successes in order to
scale new practices, otherwise
there is a risk to be caught in an
endless flywheel of pilots that
don’t progress and to not see
the expected change. Beyond
measurement tools, this is where
strong culture and process make it
easier to pilot new ways of doing
business and make that part of
the emerging working practices,
to eventually influence markets at
scale.

1

The not-so-magic technology bullet

According to Dentsu Aegis
Network, 79% of marketers see the
need to transform their businesses
through technology.33 Although
technology can definitely be an
enabler of digital transformation
(the how), it should never be the
strategy itself (the why). Before
investing in technology, companies
should have real clarity about their
business goals, the role of digital
in the go-to-market model, and
the various implications for the
organisation. This is particularly
important for leaders deciding
to in-house technology, which is
often seen as a way to internalise
operations such as marketing
activation but is only one aspect to
consider among many (e.g., hiring
the right specialists, negotiating the
right partnerships with platforms,
ensuring teams are kept abreast
of the latest product features,
regularly checking data sources are
vetted for legal compliance). It is
critical for a company to conduct a
thorough review encompassing the
customer experience, the potential
return on investment, the impact
on the organisation and change
management if it is to avoid joining
the ranks of the 40% of marketers
who invested in technology to
collect customer data but don’t
know how to turn it into business
value.34

Prepare NOW for
the Future
Is your company ready for the
digital transformation ? Test your
organisation with the Digital
Aptitude Analysis and uncover
your digital maturity.
Go to daa.iprospect.com
to obtain your company’s
digital aptitude score.
Ranked against industry
benchmarks, you’ll uncover
your brand’s digital maturity,
organisational strengths and
areas of opportunity necessary
to prioritize in the digital
economy.

The State of Digital Transformation
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LE A DERS HIP:

P ROCESS:

It must start at the top with a clear
definition of why, an aligned vision
for the future and how to get there,
and a clear set of priorities across
the business to encourage the right
behaviours.

The structure and ways of working
must change if the business
is to embed digital capability
in all aspects of its marketing
operation and realise the benefit
opportunities; changes that make
sense for customers, the business
and the employees will gain better
traction.

05

Design the structure
Demand and capacity constraints, skill requirements and
gaps, geographic and business line needs should all
be recognised and addressed by the structure design.
Efficiency gains can be re-invested to fund the new
organisation.

06

A FRAMEWORK
F O R D I G I TA L
T R A N S F O R M AT I O N
SUCCESS
TCF’s proprietary SCHEMA®
benchmark database,35 with
thousands of data points
describing how organisations
approach manage customers
in the digital economy, clearly
shows that Leadership, Process,
People
and
Operational
efficiency are the four pillars
that either drive or kill digital
transformation. And that getting
these right leads to better
connections with customers
and prospects, a more effective
and efficient business and a
future-proofed strategy for
more disruption to come.
Furthermore, getting any of
them wrong means risking
being a part of the billions
of dollars of wasted digital
transformation money. The 10step model below draws on
SCHEMA® best practice and
is proven to help maximise the
chance of successful digital
transformation.

1

Define the roadmap
Developing a prioritised roadmap for what needs to be
delivered where, by whom and when and set up a project
management office to deliver using an agile delivery
approach.

01

02

07
Describe and recognise the pressure for change

Process re-engineering

Without leadership recognising a burning platform, at best
the change will be seen as tactical improvement; more likely
it will falter as priorities draw budgets to other issues.

Identifying the key processes that have been impacted
by the new operating model and redesign with new
cross-functional ways of working.

P EOP LE:
Align leadership behind a common vision & purpose
Each leader otherwise will interpret the change in the way
that suits their own purpose, invest in their own area and
dismiss changes that do not benefit their area.

03

08

Review the marketing operating model
When creating the optimum operating model to deliver the
vision, the organisation should avoid being constrained by
existing teams and responsibilities and further complicating
existing complex matrix structures, to be far more likely to
succeed.

OP ERAT I ON AL
EF F I CI EN CY:
Turning well-designed plans in a
tangible reality requires a practical
approach to operations, without
which organisations can end up
with short-lived initiatives, outsized
pieces of technology and little
commercial benefit.

High performing team development
This starts at the outset of the transformation program and
continues throughout. The approach needs to ensure the
whole team shares the common purpose, jointly agrees
what needs to be done and commits to each other to
deliver and holds each other to account. Culture is critical:
understanding how to win the hearts and minds so that
people want to adopt the new model and ways of working
is key.

Understand the current state
Assessing how the organisation is performing today against
the vision forms the basis for defining and prioritising the
changes that must be made across people, process, policy,
data and technology.

04

It is essential for the business to
have the right skillsets in the right
places with the right empowerment
culture.

09

Proof of Concept
A managed approach to learning prevents overlapping
pilots and/or gaps in what is tested and structures the
sharing and adoption of learning.

10

Develop the enablers
Defining, selecting and implementing the enablers
(e.g., technology) needed based on the new business
requirements and operating model.

The State of Digital Transformation
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AND
BEYOND

LOOKING AHEAD
After mapping out the
most common pitfalls
of digital roadmaps and
defining a framework
to drive organisations
through transformation, it
is interesting to observe the
characteristics of the most
dynamic brands in the digital
economy.

BEHIND THE SUCCESS
OF DYNAMO BRANDS

1

Top 5 Global
Dynamo Brands
Source: Dentsu Creative Agencies
and The Effectiveness Partnership,
Dynamo Brand Index, The 2019
results, June 2019

1

72.7 / 100

2

71.1 / 100

3

69.7 / 100

Through most of the 20th Century,
there were certain fundamentals that
guaranteed brand growth: scale,
physical presence, media dominance,
and historical equity. In the recent
years, digital has altered the rules
of the business playing field across
every category. Now, scale is not the
guarantor of growth if once was. And
billion-dollar brands are being built in
a matter of months- sometimes without
traditional media or a retail presence.
Four of the world’s five largest
companies weren’t even listed in top
30 brand rankings a decade ago.36

4

67.6 / 100

5

67.5 / 100

The new challenge for businesses is
to nurture the fundamentals which
have always built brands, whilst
embracing new behaviours with the
potential to super-charge growth in
the digital economy. Brands need
the Energy to move fast, connect
relentlessly and engage constantly,
and need the Direction to move with
purpose, inspire loyalty, and create
relevance. Dentsu Creative Agencies
collaborated with The Effectiveness
Partnership to develop a model aiming
at identifying and understanding these
dynamo brands. The Dynamo Brand
Index (DBI) uses answers from over
22,000 consumers in 10 countries and
scoring algorithms to track the Energy
and Direction of the world’s biggest
and most prominent up-and-coming
brands. It is a measure of where a brand
is moving to, not where it has been.

ENERGY

INTRODUCING THE
DYNAMO BRANDS

FIREWORK BRAND

DYNAMO BRAND

Top 5 Local and Regional
Dynamo Brands

High energy but risk ‘fizzling out’
because they lack direction.

Fast, fluid and focused, with the
power to move people and move
business in the new economy.

Source: Dentsu Creative Agencies
and The Effectiveness Partnership,
Dynamo Brand Index, The 2019
results, June 2019

A Dynamo Brands’ fund would
have outperformed the S&P
over the last 6 months by 12%.
And more importantly, Dynamo
Brands tend to have a much
higher Price-to-Earnings ratio than
others, suggesting that investors
see potential for strong future
performance.

INERT BRAND

OUTPACED BRAND

Low energy, low direction, these
brands find it difficult to move.

Know where they want to go but
struggling to get the flywheels
turning.

83.4 / 100

2

83.1 / 100

3

82.1 / 100

4

81.1 / 100

5

80.3 / 100

Dynamo Brands create Energy by
focusing on continual improvement
and are defined more by their values
than by their form. They drive Direction
by creating clarity in consumer’s mind
about what their brand offers, and
build trust in their company, not just
their product.

There’s almost no correlation between
age and dynamism. Established brands
like Visa and Samsung sit alongside
relative newcomers like WhatsApp. It
proves established brands can be just
as dynamic as the most agile startups if they harness Energy and create
engagement.

2

One can buy a little bit
of energy but can’t buy
dynamism.

Although there is some positive
correlation between advertising spend
and Energy in a few markets, the model
suggests that brands cannot deliver
High Energy through advertising alone
– brand actions are as important as
brand communications, and constantly
finding new ways to connect is a critical
part of building Energy. And when it
comes to Dynamo Brands, one can’t
buy that status.

3

Brands in Western markets have very
structured and established approaches
to brand building, which means they
skew higher for Direction – but may
be lacking Energy. It’s possible that
very structured ways of brand building
may now be holding some brands
back. Eastern markets like Thailand,
India and Japan see a good balance
between Energy and Direction.

Prepare NOW for
the Future
Go to dynamobrandindex.com
to explore the Dynamo Brand
Index full rankings, insights
and market deep dives.
The Dynamo Brand Index
expands each year to track a
growing number of brands.
Get in touch through the
website to request your
brand to be added in the
index.

Direction turns energy
into impact.

For many Firework Brands aiming
at achieving High Energy, achieving
reach becomes a primary focus of
their strategy. However, low scores
for Direction are linked to negative
sentiment, which means that high
Energy activity pursued without
Direction can have a negative impact
on the brand. Clarity and relevance are
vital drivers of sentiment – and should
be considered just as important as
chasing reach.

4

Energy is scarcer than
direction.

Dynamo Brands have a mix of Old and
New economy traits. The Old Economy
was very much about Direction: brands
had a good understanding of what they
stood for and stayed true to their brand
fundamentals. The New Economy is
very much about Energy and agility
– but without Direction, Energy won’t
guarantee success. It’s not an either-or.
It’s a fusion.

A balance between energy
and direction is important.

The DBI reveals brands that are high
on Energy, low on Direction, and
vice versa. These are brands with
immense opportunity. Either they have
a strong vision and purpose, which
gives them Direction (e.g., Dell), or
they are constantly employing new
forms of creativity, which keeps them
top-of-mind (e.g., WhatsApp). The
opportunity lies in marrying the two.

DIRECTION
Looking Ahead and Beyond
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1

Dynamism has nothing to do
with age.

5

1

Looking Ahead and Beyond
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FOCUS
POINTS TO
P R E PA R E F O R
T O M O R R O W,
T O D AY

1

Know where you really
are in your transformation
journey

As the complexity of digital
transformation can be dizzying for
veteran marketers and digital whizz-kids
alike, a regular and genuine evaluation
of your progress is paramount. Tools
such as the Digital Aptitude Analysis
can help you get a first sense of your
progress.

2

Don’t confuse digital
transformation with
technology

Technology can play a critical role
in the how of digital transformation,
only if considered in the context of
the why. Ensure that any new addition
to your tech stack is motivated by
the right reasons and supported by
the right people and processes. This
is particularly true when insourcing
technology to avoid being stuck with
inadapted infrastructure for the years
to come.

FUTURE
FOCUS
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3

Balance your brand’s
direction and energy

Although
the
digital
economy
constantly opens new ways for
interacting with consumers, marketers
should not ditch the fundamentals
which have always built brands.
Instead, they should combine the
two to drive their brand dynamism.
Analytics tools like the Dynamo Brand
Index can help them evaluate how their
brand’s direction and energy can lead
them to success.

THE INTERVIEWS

Turn to Future Focus: The Interviews. We spoke with Mathieu
Lacombe, Head of Digital and Media France at Danone, who shares
his views on digital transformation, making data more human, and
breaking away from traditional segmentation models. Danone, the
French giant, is now a €25 billion business present in 120 markets
worldwide.

PG.77
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The next ten years gives rise to a new normal. Minorities, become
majorities. Exclusion, becomes inclusion. A more connected,
borderless world, empowered by an entire generation of digital
natives rises. For brands, de-averaging their approach to
communicate with everyone in a personalised way is no more an
option, it is an economic imperative.
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FUTURE
FOCUS
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I

n 1950, after a series of crashes, the United States
Air Force decided to update its plane cockpits. They
measured more than 4,000 pilots for 140 dimensions
of size to calculate the average for each of these
dimensions and create a better-fitting cockpit as a
result. But how many pilots really were average? Lt. Gilbert
S. Daniels decided to find out by comparing each individual
pilot to the average pilot. Selecting the ten most important
dimensions, he discovered that zero pilots were actually in the
average range on all these ten data points. The average pilot
didn’t exist, and a cockpit designed for that average pilot was
designed to fit no one. Despite the airplane manufacturers’
protests, the Air Force adopted Daniels’ arguments for
individual fit rather than average fit, and pilot performance
drastically increased.37
Average audience, average buyer, average basket, average
time spent… seventy years later, in the age of proclaimed
hyper-personalisation, averages still permeate the marketing
world. Averages are useful, as they make information
accessible by simplifying high volumes of data points. But
they also present important limits. They can create blind sides
for marketers by keeping important nuances quiet. They
can leave consumers underserved. They can result in dull
messaging that fails to resonate with anyone. As the world
is becoming more diverse (Generation Z is the most racially
and ethnically diverse yet38), organisations cannot wait for
minorities to influence the average before including them in
their marketing plans. They need to embrace every group
through inclusive marketing and personalisation, today.
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THE RISE OF
INCLUSIVE MARKETING

Only one state leader among
the current Group of Twenty
(G20) is a female. Horror is
the only film genre wherein
women are seen on-screen
more than men.39 Only 3% of
regular characters on primetime TV have disabilities.40
Stereotypes and the lack
of representativity are not
exclusive to advertising; they
are real societal issues.

H

owever, there are some
figures
that
should
be of concern for any
marketing professional.
According to an Ipsos
study across 28 countries,41 seven
in ten men and women say most
advertising does not reflect the
world around them and 63% do not
see themselves represented in most
advertising. Worse, 38% feel ashamed
of their body based on what they see in
ads. In the United States, although 46%
of the adult population is older than 50,
this age group represents only 15% of
media images by popular brands and
thought leaders.42

Thinking of your
company’s campaigns run
over the last six months,
select all the groups below
that you remember having
been represented at least
once in a positive way:
(percentage of respondents selecting
the answer)
Source: iProspect, iProspect Global
Client Survey 2019, Oct 2019

Yet, minorities consume, a lot. Globally,
the LGBTQ+ purchasing power is
estimated at $3.6 trillion43, African
Americans spend $1.2 trillion annually44
and Chinese women control 80% of
household consumption.45 While at the
surface inclusive marketing may seem
like an industry buzzword or simply a
politically correct list of criteria to check
off when running a creative marketing
campaign, it offers brands a foundation
on which to build trust with consumers
in an era when scepticism surrounds
both advertising and technology.
With a wide range of audiences who
are inadequately served, it opens up
the potential for new business growth
opportunities. Therefore, it is critical
that marketers question their protocols
in product development, ad creation,
and the technology used around both.

69%
52%

The Rise of Inclusive Marketing
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Women
People from a different
ethnicity/caste than the
dominant one in your
market

43%

People over 60

36%

Intercultural or interfaith
couples/families

27%

LGBT+ couples

23%

People wearing
traditional clothing

22%

People with local accents

18%

Plus-sized individuals

15%

People with physical or
mental disability

2

INCLUSIVITY IS NOT
YET A REALITY

INCLUSIVITY ISN’T JUST
SKIN DEEP

According to iProspect research,46 93%
of marketers believe that inclusive
marketing is important as a moral
imperative and/or for the business
potential it represents. Seventy-five per
cent also believe that their industry is
at least as inclusive as other industries.

Inclusive marketing has the potential to
affect people on a profoundly intimate
level – from whether the products they
are offered take into consideration such
dimensions of their identity as their
ability, skin tone, gender, size, age,
or culture, or whether they are served
ads via paid social media and display
advertising based on the superficial
target categories assigned to pixels.

However, when asked about the
population groups represented in a
positive way in the campaigns run over
the previous six months, important
differences appear. While 69% of
campaigns featured women in 2019,
less that one out of five featured plussize individuals and disabled people.
Gender non-conforming people are
virtually invisible.
With a third of generation Z identifying
as not-exclusively heterosexual in
the United Kingdom,47 marketers will
soon be challenged to understand
how to market to generations that are
beginning to see beyond traditional
demographic labels. When marketing
strategies mirror society, their business
impacts are noticed quickly: Fenty
Beauty reported €500 million in sales in
its first year of business.48

Marketers must remember that
a generic approach to inclusive
marketing (e.g., simplistic changes
in imagery) not only lacks value,
but can be detrimental as it reveals
a lack of care for diverse audiences.
By recognising traits like language
fluidity (consumers moving back and
forth between languages based
on convenience but also on emotion),
they can increase consideration and
performance (in the United States,
Spanish-language paid search done
right usually results in lower CPCs than
in English49).
Advertisers must ensure that neither
the creative side of advertising,
nor the technology powering the
modern
marketing
landscape
reinforces the collective unconscious
bias. By making every group feel
genuinely recognised,
marketers
can establish
new differentiation
terrains,
build
longer-term
relationships, increase overall revenue
and future-proof their strategies for
the demographic changes to come. As
inclusivity becomes the new normal,
brands that truly understand and
act on the opportunity reap substantial
benefits past the point of regular media
optimisation.

The Rise of Inclusive Marketing
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THE JOURNEY TO
INCLUSIVE MARKETING
Although inclusive marketing is a
never-ending endeavour, it has a clear
beginning: recognising the need for it,
which must happen at three levels.
Organisation
Inclusive campaigns cannot be
forged within a uniform mould. Such
campaigns require understanding
at every level of the organisation,
starting at the top. Unfortunately,
most corporate boards of directors
are short on diversity: only one
country in the European Union
is in the gender balance zone.50
Narrowing down to marketing
departments, it is slightly better,
with 43% of marketers declaring
their marketing team is diverse
and inclusive (38% for the content
marketing team).51 It is paramount
for organisations to really assess
how diverse and inclusive their
teams are, not just in comparison
of industry benchmarks, but
in comparison of the general
population and their audience.

“

People now expect brands to
have a clear role in this world
and to articulate it crisply.
However, organisations must
be very careful with how they
leverage external voices to
help them further a story they
feel they have the right to
tell, and how they are actually
doing the work to credibly
own that story. For instance,
many brands are trying
to lean into the diversity
conversation, and you look
at their boards, there is not
a person of colour to be
seen.

DE-AVERAGING

Consumer experience

Proportion of women and
men on the boards of the
largest publicly listed
companies in the EU,
October 2018

In a perfect world, an inclusive
organisation finds inclusive ways
of working that result in inclusive
marketing - and it would be
unfair to leave marketers with the
entire responsibility of making
organisations
more
inclusive.
However, in many instances,
marketing outputs and customer
experiences can drive change in
mindsets and processes from the
bottom-up.

Source: European Commission, 2019 Report on
equality between women and men in the EU,
European Institute for Gender Equality, Gender
Statistics Database.

100%

80%

60%
Gender balance zone
(at least 40% of each gender)

40%

20%

0%
44.0%
36.4%
36.1%
34.5%
33.8%
32.0%
30.7%
29.9%
29.0%
27.9%
27.7%
26.1%
24.1%
23.7%
21.6%
21.0%
18.7%
17.2%
14.9%
14.5%
13.8%
13.3%
11.2%
11.0%
10.8%
9.5%
9.1%
8.0%
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Men

Women

Legislative quote target

Processes
Changing an organisation can
take time, especially when no
proactive measure is taken. In the
previous EU example, between
2010 and 2018, when no action
was taken, the women/men ratio
stagnated, whereas it increased
by 28% when binding quotas were
set.53 While companies onboard
new profiles, they should ensure
that the diverse voices already
present within their organisation
are encouraged and heard.
According to iProspect research,54
although 44% of companies
provide guidelines on diversity
and inclusion, only a quarter of
them have set up a D&I committee
and regularly train their teams

about inclusivity and unconscious
bias. Yet this is critical, especially
across departments handling data
and designing technology. In the
collective consciousness, code
and algorithms are rooted in pure
objectivity and hard data. However,
when software is applied to real-life
scenarios, it is inherently shaped by
the problem-solving approach of
programmers and the quality of the
data it processes. An algorithm built
for achieving a specific objective
(e.g., increasing clicks on a display
banner) can produce output with
unanticipated biases that can be
hard to detect and thus requires
increased awareness during the
design process.

2

“

The machine learning powering the Geena Davis Inclusion
QuotientTM really helps highlight bias that couldn’t really
be quantified otherwise. We are now developing what we call
Spellcheck for Bias, a text-based tool allowing marketers to run
their brief and reveal potential bias without having to change the
storyline afterwards.
MADELINE DI NONNO
Chief Executive Officer, Geena Davis
Institute on Gender in Media58

For instance, analysing Cannes
Lions Film Craft advertisements
from 2018, the Geena Davis Institute
on Gender in Media noticed that
male characters were twice as likely
as women to be shown working,
white characters were five points
more likely than characters of
colour to be depicted as having
an occupation, and characters with
disabilities made up fewer than
one per cent of characters.55 The
institute is now developing a tool
for advertisers to improve their
processes by avoiding bias from
the outset. In another example,
Starbucks closed more than
8,000 stores for a simultaneous
racial bias training session in the
aftermath of the wrongful arrest of
two African-American men based
on the store manager‘s insistence
which started a PR crisis.56 There
again, what happened at the
convergence point between the
company and the public led to the
realisation of a need for change in
the organisation. However, only
nine percent of companies audit
for inclusivity as a standard part of
product and marketing campaign
development.57
Because marketers are the members
of the organisation with close
connections to customers, they can
call out the issues, flag the missed
opportunities, and alert on the longterm consequences on the company’s
image and business. They are uniquely
positioned to be real agents of change
from within.

C H A N E L L E K A L FA S
Executive Strategy Director,
T Brand Studio, The New York Times52
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P E R S O N A L I S AT I O N
I M P E R AT I V E

“

Personalisation is an
art and a science.
The science is the
journey, taken step by
step by step, which
shapes people’s basic
expectations. The art is
the experience, which
makes people say,
‘Wow.’

The rise of inclusivity in
marketing demonstrates
one thing: brands need to
de-average their approach by
proposing communications
and experiences that
embrace smaller groups’
and communities’
characteristics.

STEPHANIE SLADEK
Vice President, Marketing at
Adtalem Global Education59

84%

83%
60%

49%

The Performance Gap
Across Marketing
Capabilities
Source: Dentsu Aegis Network, CMO
Survey 2019, July 2019

Data collection,
management
and analytics
that drives real
consumer insight

Consumer
experience and
commerce that
is seamless and
consistent across
all channels

CMOs who believe it will be
important in the future

T

hanks to data and technology,
marketers have - on paper the tools to personalise the
consumer’s brand experience.

However, there are still some important
capability gaps they need to close.
This is especially true in the domain
of data collection and analytics, with
repercussions on customer experience
across channels, content development
and media optimisation.
On top of these existing capability
gaps, marketers have recently seen the
rise of new regulatory and technical
challenges, leading to no shortage of
concerns regarding how they will be
able to effectively leverage data in the
future.

76%

From
audience
targeting
to
measurement
to
frequency
management and creative decisioning,
it is no secret that personalisation
relies on data. Done well, data-led
personalisation enables relevant ads
which give both the user and the
marketer a platform to interact.
However, in recent years, regulators
have turned their attention to what
done well means, especially regarding
how the user consent is collected and
what control users really have over their
data once they are processed through

the ecosystem – with significant
consequences on the Media and
AdTech landscape (see interview on
page 89).
Another challenge on the ability to
provide personalisation has been the
changing technological landscape. For
more than 25 years, browser cookies
have dominated how information is
collected and passed through web
environments. Originally developed
for improving the user experience by
keeping track of interactions between
sessions (e.g., items put into the
shopping cart), this little piece of code
quickly revealed its immense potential
for advertising purpose, and established
itself as one of the most popular ways
to record users’ digital activity and

target them accordingly. However, in
the last three years, browsers started
to crack down on cookies. In 2017,
Apple Safari introduced Intelligent
Tracking Prevention (ITP), which put
strict restriction on third-party cookies
for cross-site tracking, measurement
and targeting. Mozilla Firefox followed
in 2018 with Enhanced Tracking
Prevention (ETP). In 2019, Safari went
further putting limitations on first-party
cookies. In 2020, Google announced
its plans to phase out support for thirdparty cookies in Chrome within the next
two years. Advertisers should take into
account the impact of the changes in
how browsers manage cookies when
planning campaigns.

75%

50%

Entertainment
and content
development
that attracts
consumers to
our brand

46%

Media that is
highly targeted,
contextual
and optimised
through data

CMOs who declare delivering
well today

The Personalisation Imperative
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ARE PERSONALISED
A D S R E A L LY U N D E R
T H R E AT ?
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PREDICTIONS AND
P R E PA R AT I O N
Until now, only Apple has put
restrictions on first-party cookies (i.e.,
the ones created by the site that a
user is visiting). Although Safari has
a relatively small global market share
(16%60), Apple’s move should be
reviewed more closely by brands in
markets where Safari is the dominant
mobile browser, such as the United
States and the United Kingdom.61
By making first-party cookies expire
after 24 hours, Apple makes tracking
sales more difficult for brands selling
products that require a decision longer
than a day. With the continuing growth
of multi-touch attribution and a desire
for many brands to shift to lifetime
value metrics, advertisers will start
to model their expected online sales
volume outside of this one-day window
for Safari, or encourage other tracking
means like a login feature, call sales or
offline purchases in store.
The restrictions by Safari and Firefox
(and soon Chrome) on third-party
cookies (i.e., the ones created by
domains other than the one the
user is visiting, for instance, for
advertising) create more significant
challenges for targeting capabilities,
site-based retargeting, tracking and
measurement across channels such as
paid search, display, social and video.
However, marketers will still have many
opportunities available to personalise
their communications.
Contextual targeting
From a strategy perspective,
contextual targeting will start
to make a resurgence. Through
programmatic review, there are
still numerous contextual signals
that can inform a user’s location in
a purchase funnel – from keyword
semantics, to page level categories
– and the market will potentially
see greater innovation within this
space.
First-party data solutions
The importance of first-party data
will continue to increase, and brands
will need to ensure they have the
technical infrastructure in place

qualified people-based marketing
solutions. Publishers’ first-party
data will also become increasingly
valuable and will, at smaller scale,
allow for personalised ads at a
user level, meaning a potential of
growth for private marketplaces.
Signed-in environments

to capture this data. For instance,
it gives them the possibility to
retarget their customers through
paid search by matching email
addresses from their data base
with search engine signed-in users,
and subsequently to target similar
audiences to their customers.
Analogous options are possible
on the main social platforms to
maintain some retargeting-based
performance. Regarding display
and programmatic, even though
we can expect alternate tracking
solutions from the large display
vendors, it will be important to
adjust attribution strategies and
model the value of display. In
addition, brands should evaluate
additional
targeting
options,
whether through CRM data or

Prepare NOW for
the Future
To learn more in detail
about what the evolutions
around cookies mean for the
present and future of digital
advertising, download the
new report by iProspect
Happy 25th birthday
cookies! on iprospect.com.

Technology
partnerships
and
investment will also see a rise in
importance. Those with logged
in data at scale and rigid device
graph will see greater dominance
– such as Google, Facebook
and Amazon. For instance, most
video platforms, marketplaces
and retailers have strong signedin user bases which can enable
advanced
personalisation.
However, these gardens are
walled, and brands should neither
expect access to user data outside
of these platforms or controlling
frequency with other channels.
With fast changing technological
landscape, continuous monitoring
of the market will be required
for new opportunities. We have
already seen companies with
strong customer data outside
of AdTech making horizontal
growth, with the likes of AT&T’s
acquisition of AppNexus (Xandr)
and Singtel’s entering the market
with the acquisition of Amobee and
Videology.
Proprietary or shared ID solutions
Lastly, it may not be possible to
predict how other players in the
ecosystem will react to the changes,
but greater publisher coalitions
may form to enable scale of data
and personalisation by publishers
sharing their data pool. Over the
last few years, various coalitions
have been formed already, such
as the Pangaea Alliance and The
Ozone Project. There also could
be advancement and innovation
around universal ID that could both
overcome challenges from current
browser restrictions on putting a
unique identifier on a first-party
domain and meet the requirements
of wider ecosystem adoption.
This is an area that will require
continuous monitoring.
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We want to make sure that our data layer, i.e., how we capture and
process data, is sufficiently robust to support our marketing effort.
Recently, we have been looking into increasing personalisation of
both our ad creatives and our website to create a strong story for our
products.
Technology can help us achieve this level of personalisation, and
we have been thinking very consciously about the technology
options we incorporate in our stack. More specifically, it’s about
being precise about what technologies we think will seamlessly
connect with each other five years from now.
STEVE WELLMAN
Director Ecommerce Marketing
at Wolverine World Wide63

The options prior should reassure
marketers that they won’t fall short of
personalisation options because of the
recent restrictions on cookies. However,
complying with local regulations
for
consent
collection
without
deteriorating the on-site experience
will probably remain a challenge for
the years to come. Marketers should
also remember that, according to
Nielsen, the sales contribution from
media is lower than the contribution
from creative (30% versus 56%) for
video, display and mobile campaigns.62
Exploring new ways to stand out from
competition through creative, testing
different wording and imagery to find
the optimal message that will resonate,
and playing with different ad formats,
contextual signals and external factors
can help bring both short-term and
long-term success to any advertising
initiative.

the wiser from the extra investment. As
not all the brands have the same needs,
pragmatic planning and strategy are
really at the centre of the promise of
what personalisation can deliver.

C R E AT I V E
P E R S O N A L I S AT I O N
DONE RIGHT

Focusing on what matters, not what’s
possible

Data-driven creative enables brands
to use technology to develop pre-built
creatives at scale, and then serve these
at the right time and the right place by
using the most relevant data signals
(e.g., moments, location, context).
Although creative personalisation
can turbocharge campaigns, leaping
headfirst into a deeply complex
audience-first approach with thousands
of creative versions can have the
opposite effect, leaving brands none

Looking at the right metrics
Digital media metrics such as clickthrough rate have consistently been
at the centre of reporting. However,
solely
using
media
metrics
represents a fractional reality of
true performance – especially when
talking about treating customers as
individuals, not as mass audiences.
Media metrics alone do not
cut it. Brands need to consider
tiers of metrics – beginning with
commercial measurements (e.g.,
product/service sales), then brand
measurements (e.g., brand lift) and
finally digital media metrics.

Thoughtful use of relevant,
meaningful personalisation of
a creative is vital to campaign
success. Forcing multiple creative
iterations on an audience based
on unrelatable data signals (e.g.,
weather is the typical data signal
that is first considered and rarely
has a credible application), or
worse, using signals which are
irrelevant or offensive, can result
in wasted media spend and zero
learnings. Marketers should begin

a campaign with a simple workshop
that looks at a condensed number
of credible data signals the brand
can genuinely address and ensures
there is sound reasoning behind
those choices. From there, they
can develop a campaign and, with
the right measurements in place,
gather valuable learnings from the
results even given limited tracking
windows.
Iterating, iterating, iterating
At the heart of personalisation
is the ability to learn and iterate
– improving campaigns through
media levers and creative levers.
Creatives that are designed with
personalisation at their core also
allow for longevity of use – adapting
imagery as needed, controlling for
copy variations and developing
storyboards that can accommodate
future subtle variations are all
ways to ensure that learnings are
applied. The best opportunity for
a brand to truly advance campaign
on campaign is to bring all the key
learnings from previous campaigns
into the next brief and sharing that
brief simultaneously with both
media and creative teams.

The Personalisation Imperative
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FOCUS
POINTS TO
P R E PA R E F O R
T O M O R R O W,
T O D AY

1

Thoroughly assess how
inclusive your marketing
really is

Review your campaigns run in the
last six months and see how inclusive
they really are compared to the
general population in your market
and your audience. Examine whether
appropriate trainings and safeguards
are put in place in the design process
of campaigns, technologies, products
and overall consumer experience.

2

Review your
personalisation
capabilities

3

In the wake of stricter privacy
regulations
and
new
technical
restrictions on cookies, marketers
need to look under the hood of their
data collection and audience targeting
engine to ensure they comply with
requirements, look for alternatives and
adapt their measurement models if
needed, and will not suffer from drops
in performance.

FUTURE
FOCUS

2 0
2 0

Support creative with
technology, within reason

By combining creative templates and
data feeds, brands can personalise
messages for various audiences and
situations, at scale. However, marketers
need to fix their focus on data signals
that matter and avoid being pulled into
overly complex projects from which
they would struggle to extract any
useful creative learning.

THE INTERVIEWS

We spoke to game-changers leading the charge to ensure all voices
are heard and represented across the business and advertising
landscape. Turn to Future Focus: The Interviews to hear from
Alberto Lorente, Vice President of Multicultural Marketing at Sprint,
MJ DePalma, Head of Multicultural & Inclusive Marketing, Microsoft
Advertising, and Lauren Walker, Regional Operating Officer EMEA
at Dentsu Aegis Network, on diversity, personalisation and the
advertising landscape.

PG.81
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Commerce is living through profound changes. The face of
the competition evolves, spearheaded by ecommerce giants
and innovative direct-to-consumer brands. The consumers
motivations evolve, with sustainability weighing in purchase
decisions. The buying patterns evolve, with models like
recommerce or subscription gaining traction. It is time for
brands to make the most of the new commerce landscape.
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FUTURE
FOCUS

2 0
2 0

3
COMMERCE, REDUX

A

ccording to the non-profit public policy
organisation Brookings,64 half the world
population is now middle class or wealthier.
Using data from World Data Lab, Brookings
estimates that 1.3 billion people will join
the middle class between 2020 and 2030. This means
that global consumption will skyrocket in the next decade,
especially in emerging markets (e.g., in India alone, 80% of
the $4 trillion incremental spend will likely be led by middle
income consumers by 203065). With internet access and
digital payments on the rise, an increasingly important share
of this consumption will happen online. By 2023, more than
one transaction out of five (22%) is forecast to already be
e-commerce.66
In the midst of this commerce transformation, a new
competitive landscape is taking shape, not only influenced
by technology behemoths, but also by dynamic direct-toconsumer companies that challenge incumbent brands with
specialised offerings and clever marketing. New consumer
behaviours spread. Sustainable consumption, once the
concern of a few, is now a common preoccupation with
real business implications. New models are being tested.
Recommerce gains traction, pushing more brands to get
involved in this traditionally consumer-to-consumer activity,
and subscription-based models have recently prompted
a renewed interest from marketers in the hope that they
would solidify their customer relationships. All of these trends
will be at the centre of conversations between marketing
professionals in the coming years. This is commerce, redux.
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COMMERCE, REDUX

DNVB or DTC?

D I R E C T- T O CONSUMER
GAINS

STREETS
		 A N D

WALLETS

Selling products without intermediaries is certainly not a new phenomenon, but over the last
years digital has drastically expanded the horizon of direct-to-consumer (DTC) brands, offering
larger addressable audiences and most cost-efficient ways of running operations. It is hard to
imagine the rise of DTC will stop any time soon. Shopify, one of the biggest software providers for
online businesses, now powers one million merchants worldwide.67 Digital-first DTC brands are
increasing their marketing budgets at a higher rate than incumbent retailers.68 Digitally native
vertical brands (DNVB) are projected to open 850 stores by 2023 in the United States alone,69 while
major retailers lost more than 2,400 points of sale in 2018.70 However, although DTC brands are
gaining wallets and streets, this is not all doom and gloom for legacy brands. Against margins
increasingly pressured by platforms, DTC could even propel the resurgence of brands. Nike is
showing the way with Nike Direct, its DTC arm, which now accounts for 30% of its revenues.71 The
best time to start capitalising on DTC best practices is now.

Direct-to-Consumer Gains Streets and Wallets

40

Although the two terms are
sometimes used one in lieu of the
other, they are not synonymous.
DTC
companies
sell
their
brands to consumers without
intermediaries, which nowadays
frequently involves the use of
digital channels. DNVBs also sell
directly to consumers, but they are
web-only companies and control
the product from warehouse to
consumer. While all DNVBs are
DTC, not all DTC brands are
DNVBs.
For example, Nike has a growing
online DTC profile, but it was not
born on the web and maintains a
strong brick-and-mortar presence,
which disqualifies the brand from
the DNVB category. Other brands
including Glossier and Allbirds
initially began as DNVBs, but later
opened a handful of storefronts,
which removes them from the
DNVB category. Dollar Shave
Club is a ‘pure’ DNVB. With lower
overhead and higher margins,
DNVBs are growing approximately
three times as quickly as the
average e-commerce retailer.72

T

WHY DTC GROWS
here are three main
reasons why DTC brands
are able to rise so fast.

The first is structural.
Because they are not encumbered by
legacy infrastructure, on either supply
or distribution, they can rapidly refine
their product design without inventory
risk and don’t need to have enormous
market share to be successful.
The second reason is strategic. They
have a strong sense of focus. They
typically start with a very limited
product assortment which enables
them to master every facet of growth,
from quickly building a recognisable
brand to offering excellent customer
service. It means that when they
diversify, their brand already sticks with
consumers.
The third reason is relational. The
customer experience always matters
as much as the product itself. They
invest in understanding consumers at
the personal level and in removing any
friction to the purchase. Also, although
they usually offer competitive pricing,
their proposition is rarely about being
the cheapest. It not only enables less
price-sensitive consumer relationships,
but also avoids an attrition war with
established players, which they would
almost certainly lose.

3

N O D ATA , N O
TRACTION
Of course, incumbent brands cannot
radically change their structure, offering
and customer relationship overnight.
However, there is one space wherein
they can relatively easily replicate DTC
brands’ nimbleness: their use of digital
in communications, and it all starts with
data.
DTC brands collect and analyse
abundant quantities of data to extract
actionable insights about customer
behaviour. With these insights, they
can develop a personalised end-to-end
buying experience, which subsequently
maximises customer lifetime value. As
brands begin to pinpoint the exact
experience their customers want, it
becomes significantly easier to give it
to them meaningfully and effectively.
How? By using this data to inform
performance creative across channels
and create a multitude of engaging
touchpoints throughout the funnel.
Below are three success patterns
showing how DTC brands use data in
their marketing tactics.

Direct-to-Consumer Gains Streets and Wallets

41

2 0 2 0

FF

Tactic #1

COMMERCE, REDUX

Balancing focus
and personalisation

DTC brands aim at the perfect blend
of personalised targeting and focused
messaging to create proximity without
diluting consistency, which in turn
enables them to build an authentic,
customised brand relationship with
their customers.
They quickly turn the insights collected
from data analysis into simple creatives
that feel personal. Because they know
their audience first hear about them
through digital channels (about 60% of
US internet users hear about the first
DTC brand they bought either through
social media or online search73), they
pay particular attention to respect
the creative codes of platforms (e.g.,
short formats, catchy first seconds,
understandable without sound on,
clear call-to-action).

To address these creatives to the right
audiences and limit media wastage,
DTCs make the most of the platform
targeting capabilities and constantly
refine their audience segments.
MeUndies, an underwear and apparel
company, combines engaging creatives
and segmentation on Facebook and
Instagram to grow its customer base.
On Instagram, the company excludes
existing customers but uses their
characteristics to target high-value
lookalike individuals. On Facebook, the
company retargets cart abandoners
(within the last 7 days, between 8–14
days ago and between 15–30 days
ago). This approach enabled MeUndies
to achieve a 97% lift in incremental
purchases through Instagram and to
multiply their return on ad spend six
times through Facebook.

per cent of internet users worldwide
now use social networks to research
products,75 and the trend is particularly
strong in emerging markets: 71% of
internet users are social shoppers in
Latin America, 67% in Middle East
and Africa,76 and social commerce
is predicted to account for 34% of
online retail sales in China by 2023.77
Unsurprisingly, this makes social media
the top acquisition channel for DTC
brands worldwide.78

“

Tactic #3

Merging Branding
and Performance

DNVBs understand that attention
doesn’t scale, so they take advantage
of every single touchpoint to not only
build brand awareness, but to also sell
the product. Closing the sales quickly
is critical to support their growth, and
as their most important marketing KPIs
are e-commerce sales, new customers
and conversion rates,79 every brand
exposure must contribute to reach
these KPIs. They also know that
customers demand a more convenient
buying experience, and since they are
not at the mercy of retail distributors,
they are able to cut through the noise
to build journeys short enough to
be very convenient and sufficiently
engaging to develop their brand story.

With all the tools consumers
can use to block messages
they don’t want, it’s unrealistic
for brands to think we can
just interrupt people and
they’re going to pay attention.
Marketers need to think more
in terms of inspiration than
interruption, and ensure their
communications are authentic to
their brands.
JOSH DEAN
Chief Marketing Officer at S’Well74

Tactic #2

MeUndies, Baubax, Splendid Spoon:
the product always takes centre stage to
showcase its benefits, its features or how
it’s made – without compromising with
storytelling.

“

DNVBs are stripping out
the parts of the funnel that
used to lead consumers to
purchase in stores. People
may not have time to go to
the grocery store, but they
may like to cook, so DNVBs
will just focus on cooking.
C AT H Y TAY L O R
Editor at WARC80

DNVBs remain generally more
informed of the ever-changing digital
landscape than legacy brands. In the
past, it was significantly more difficult
for emerging brands to develop a stake
in the market. With a greater ability to
tell an impactful story, build meaningful
relationships with customers, and
harness invaluable data and insights,
emerging brands are now positioned
to find incredible success. Further,
remaining nimble, working quickly,
maintaining an effective presence on
paid social and search, and leveraging
creative and video cross-channel will
drive success for emerging DNVBs.
In the coming years, it will be equally
invaluable for incumbent brands to
take inspiration from DNVBs to support
their marketing tactics as it will be for
DNVBs to learn from the experience
of legacy brands to turn potential into
long-lasting profit.

Building
Communities

Although the concept of ‘fan’ has
probably been one of the most
overused in the history of digital
marketing, DTC brands demonstrate
that communities can truly work if
managed properly. From ratings
and reviews to referrals, engaged
communities can propel the growth of
these brands. It is thus not surprising to
see so many of them leveraging online
influencers, user-generated content
(UGC) and striving to collect the email
addresses of their audiences.
The role of these communities
is expected to increase as social
commerce continues to grow. Forty-two

Coco Floss promotes UGC content,
partners with influencers and has a simple
referral programme in place to engage its
community.
The brand also uses on-site pop-ups or
message bars to connect with visitors from
specific paid social campaigns, ensuring
that none of the traffic they are driving
to their site goes to waste and to collect
email addresses. This tactic reduces their
average CPA from Facebook by 25%.

Direct-to-Consumer Gains Streets and Wallets

42

3

Beekeeper
Naturals,
a
company
specialised in sustainably sourced
superfood from the beehive, uses
engaging
Click-To-Messenger
ads
to deliver discount codes through
Messenger in a fun way, while collecting
opt-ins to re-engage website visitors
later on according to their purchase
behaviour (browse abandonment, cart
abandonment…)
• 6x return on ad spend
• +14% in average order value
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were outperforming both category
and their conventional counterparts in
90% of categories and were growing at
a 4.45% 5-year CAGR versus 0.8% for
conventional products.87
Also, brands should remember that
their relationships with consumers are
multifaceted; their employees and
their investors are also their consumers.
According to Morgan Stanley, 67% of
individual investors among millennials
have adopted at least one sustainable
investing activity,88 and as millennials’
financial assets are projected to grow
fourfold by 2030,89 organisations could
jeopardise their financial stability if they
ignore sustainability.

S U S TA I N A B I L I T Y

There are three guiding principles
brands should keep in mind when
driving their sustainability efforts.
sustainable their products and services
are if they want to stay relevant over the
next decade.

THE EVER-INCREASING
DEMAND FOR
S U S TA I N A B I L I T Y

M

ost
research
on
sustainability points in the
same direction: consumers
want
companies
to
behave in a more sustainable way
and to give them options to live
more sustainable lives. According to
Nielsen,81 81% of people feel strongly
that companies should help improve
the environment, this being especially
true for millennials (85%). The same
study states that 73% of consumers
are willing to change their behaviour,
with 49% inclined to pay higherthan-average prices for sustainable
products and services. Governments
are acting too, setting ambitious goals
(e.g., Norway aims for all new cars
to be emissions-free by 202582) and
passing constraining regulations (e.g.,
by 2023, manufacturers and retailers
in France will have to donate, reuse
or recycle unsold products instead of
destroying them83). As people across
the world recognise how consumption
affects the environment, the I want
it, I get it, I trash it mentality is losing
ground. For brands which are already
fighting to gain consumers’ attention
and trust, it means they now also have
the enormous challenge to prove how

According to iProspect research,
marketers are fully aware of the
sustainability
groundswell.
Only
three percent believe a company’s
sustainable practices will be of no or
minimal importance five years from
now. Conversely, 43% think these
practices will be either a requirement
to compete or a true competitive
advantage.
84

What statement do you agree
with the most? In five years
from now, a company’s
sustainable practices will be:
(percentage of respondents
selecting the answer)
Source: iProspect, iProspect Global Client
Survey 2019, Oct 2019

33%
31%
22%
10%
3%

A true competitive
advantage in
capturing and
retaining consumers
A decision criterion
for consumers, but
second to other
criteria such as
performance or price
A decision criterion of
the same importance
as other criteria such as
performance or price
A requirement to
have even a chance to
compete
Of no or minimal
importance in
consumer decisionmaking

Some marketers can legitimately
question the real commitment of
consumers to put their money where
their mouth is when it comes to
sustainability: the share of SUVs in
total car sales in Europe reached an
all-time high in 2018, while the SUV is
the second-largest contributor to the
increase in global CO2 emissions since
2010,85 and consumption of meat in
the United States has increased over
the same period,86 even though meat
production has a major impact on
the environment. However, despite
unavoidable category variations in
how quickly behaviours evolve, recent
research shows sustainability tends
to positively impact daily purchases.
Analysing five years of Fast-Moving
Consumer Goods (FMCG) purchase
data, NYU Stern observed that
products marketed as sustainable
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S U S TA I N A B I L I T Y
I S A C O N T E X TDEPENDENT
CONCEPT

It is important to understand how
the definition of sustainability varies
between populations. The following
chart represents data from My
World 2030,90 the survey the United
Nations is currently running about
their sustainable development goals.
Comparing Mexico and Sweden, we
can see that although the two countries
do share some concerns such as gender
equality, the environmental priorities of
Swedish citizens are not among the
priorities of Mexicans (climate action
and responsible consumption only
rank #9 and #12 in Mexico). Looking
at global data, we can see that good
health and well-being is the clear priority
for people with disabilities (23 points
more than the second choice) whereas
it is similarly important to decent work
conditions in the eyes of non-disabled
people. Many other differences can
be highlighted between age groups,
gender and education levels.

Sweden - Which UN Global
goals are of immediate concern
to you and your family?
(percentage of respondents
selecting the answer - top 5)

Mexico - Which UN Global goals
are of immediate concern to you
and your family? (percentage
of respondents selecting the
answer - top 5)

Source: United Nations Sustainable
Development Goals, Myworld2030 data,
November 2019

Source: United Nations Sustainable
Development Goals, Myworld2030 data,
November 2019

64%

Climate Action

82%

Decent Work and
Economic Growth

54%

Gender Equality

61%

Good Health and
Well-Being for people

49%

Good Health and
Well-Being for people

57%

Gender Equality

45%

Responsible
Consumption and
Production

53%

Quality Education

44%

Quality Education

41%

Reduced Inequalities

From a communications standpoint,
it means that an undifferentiated
mass campaign about a global
CSR initiative will fall flat for many
audience segments. Brands need
to demonstrate their impact directly
where they advertise and operate,
and real closeness with communities’
concerns is paramount. This makes
the strong targeting possibilities of
digital marketing a great choice for
local communication. Engaging at a
smaller scale also requires a different
tone. According to research,91 when an
environmental issue is framed as local,
a hope appeal enhances audience
attention, attitude and intention more
than a fear appeal does, but it is the
opposite when the issue is framed as
global.

“

I don’t think there is any
topic that is off limits for
brands, but that doesn’t
mean all brands have
the licence to weigh
in on just anything. As
marketing leaders, it
is also important we
give our stories time
to breathe. We can’t
constantly roll out new
campaigns and change
with the wind. We’ve
got to make sure we
pick a story and really
stick with it.
JOSH DEAN
Chief Marketing Officer at S’Well92
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THE POWER OF
NUDGE

Many brands focus on communicating
how green their operations are in an
effort to capture or retain consumer
business, with more or less credibility
and more or less success. Although
these campaigns are useful to change
consumer perception of the brand,
they can fall short at filling the gap
between consumer intention and
action, i.e., situations where people
declare climate is my number one
priority and act in a different way. This
is where nudging can help.
People rarely want to act unsustainably
just for the sake of it. Instead, they
need to have the capacity to act
sustainably in an easy way. More than

just communication, nudging is about
making it easy for people to make
more sustainable choices by gently
nudging them in the right direction.
There are many examples of the power
of green nudges. In the retail industry,
by simply presenting seasonal produce
on a central display with a sign that
read ”Fruit and vegetables in season,”
the Dutch chain Colruyt increased sales
by 20% to 30% in the category.93 IKEA’s
Live Lagom (Swedish for just enough)
behaviour change programme led to
positive pro-environmental spillover
(when changes in one behaviour
influence changes in subsequent
behaviours) among participants.94 In the
hospitality industry, kindly reminding
guests they can reuse their towels has
been proven effective to decreasing

water and energy consumption.95 In
the restaurant industry, Max Burgers
always offer a veggie alternative every
time they launch a meat burger, which
helped increase their sales of plantbased menus by 1,000% in three
years.96 Even companies with divisive
track records on sustainability now use
nudge: Uber no longer make straws
and utensils default, but opt-in when
people order though Uber Eats.97
By adding nudging at the microlevel to more traditional campaigns,
brands are turning exclusively topdown communication into a rewarding
experience for the customer, which is
likely to yield stronger societal results
and stronger brand relationships.

3

MEASURING
S U S TA I N A B I L I T Y

Some large companies like Unilever
have already proved it is possible to
achieve more than a billion euros in
revenue from sustainable brands.98
No longer are sustainability and profit
mutually exclusive; on the contrary,
rather than being a drag on profit,
sustainability can drive it.
That said, too many brands failed in
their ambition, not because of a lack
of effort, but because they didn’t
place enough value on sustainability.
Sustainability is not a black-and-white
world, with zero percent sustainable
companies and 100% sustainable
ones. Most are somewhere between,
and this is why measuring the results of
sustainability is critical to maintaining
long term momentum and progress.

Return on Relationship
Are people buying more
often and/or willing to pay
more?

Return on Reputation
Does the reputation of
a brand improve when
investing in sustainability?

Looking toward 2030, integration of
sustainable practices and programmes
can no longer be a nice-to-have. It
becomes an economic imperative if
brands are to survive in the future.
By understanding the various local
meanings of sustainability, adding
nudge to more classic communication
approaches, and putting in place the
adequate metrics to track the impact
of sustainability on their business,
marketers can truly unlock the benefits
of sustainability for their customers and
their brands.

Return on Investment
How effective is sustainability
on sales or conversions?

To measure Return on Sustainability
from
a
marketing
standpoint,
companies need a good understanding
of the impact sustainability has on
their products, services and brand
perception. Only once this is clear can
they develop more specific metrics.
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RECOMMERCE IS A
LOW-RISK, HIGHREWARD MARKET
In order to better understand
the
recommerce
trend
and
opportunities for brands, iProspect
spoke with JJ Eastwood, Managing
Director, Advertising at Carousell,
a South East Asia leading online
classifieds marketplace for buying
and selling new and second-hand
goods.

RECOMMERCE

What are the main objectives and
concerned for brands when entering
recommerce?

F
Thinking beyond ownership also means thinking about what happens to products once people
don’t want them anymore. For many consumers, it means reselling online. In fashion, the
second-hand apparel market is projected to be twice as big in 2021 as it was in 2018, and to
grow to nearly 1.5 times the size of fast fashion by 2028.99 The increase of reselling secondhand products, often labelled recommerce, has been facilitated by major e-commerce
platforms, such as eBay or Alibaba, and by specialist players, such as Gazelle in the United
States (electronics), Guazi in China (cars) and Shpock in Europe (multi-category). However, with
recommerce representing a considerable growth opportunity for brands, a growing number
are getting involved in this traditionally Consumer-To-Consumer (C2C) activity, for instance,
by organising the refurbishment of their products on their websites (e.g., Apple’s Certified
Refurbished Products) or providing retail space to second-hand specialists (e.g., Macy’s hosting
shops of ThredUP, a fashion resale marketplace, inside forty of its department stores).100
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or industries such as luxury,
recommerce also impacts
purchases of new products.
On the short term, it can
remove potential barriers
for first-hand purchasers, who know
they will be able to resell their goods (a
Boston Consulting Group study reveals
that 57% of Generation Z consider
resale value when purchasing luxury
goods101). On a longer term, it can also
enable brands to reach new audiences
(another BCG study shows that 71% of
buyers of preowned goods lean toward
items and brands that they can’t afford
first-hand102), who may be recruited
later as first-hand buyers, once
familiarised with the brand. Looking
at these factors, it is not surprising to
see companies such as Richemont
(the parent company of Cartier) having
acquired Watchfinder.com.uk, a preowned premium watch commerce
platform.103
According to the iProspect Global
Client Survey 2019, two marketers
out of three believe that recommerce
is not applicable to their industry
as of today. However, less than half
declare they don’t plan to get involved
in recommerce or don’t anticipate
their recommerce revenue streams
to increase at all in the next five years
(39% don’t know and 14% think their
recommerce activity will increase104).

“

Given that second-hand sales
exist regardless of whether brands
approve, the opportunity for brands is
obvious: making a margin on selling
the same item multiple times while
maintaining brand and quality control.
Recommerce,
particularly
when
executed by partners, unlocks a lowrisk, high-reward market for goods,
and offers a straightforward path into
a more circular business model.
Despite these many benefits, to date
only a small number of brands are
truly embracing recommerce. Many
fear revenue cannibalisation: that by
making refurbished versions of their
products available, they will curb sales
of new ones. However, we believe
brands are getting more serious
about recommerce not solely because
of short-term business metrics, but
because sustainability resonates with
them and their consumers. Brands
see value in participating in the
circular economy, say by refurbishing,
reselling or the responsible disposal
of second-hand items.
How has consumer perception regarding
recommerce evolved over the last years?

3

the limited pool of sustainable
retailers available to them, Generation
Z are actively seeking out alternative
options, mainly in the form of resale
sites and applications like Carousell.
Consumption has evolved to a point
where value is no longer just about
dollars and cents, but also taking
into account sustainability and ethical
consumption. This explains why
recommerce platforms are stretching
across categories and the value
spectrum (e.g., Sellpy for fashion,
theRealReal for luxury, and Aihuishou
for mobile phones).
Carousell’s mission is to make secondhand first choice. By 2030, we
believe we will see an inversion - firsthand e-commerce will supplement
recommerce, with consumers inspired
and enabled to re-use items and only
buying new when necessary or after
they have on-sold something. We
are definitely seeing signs of this.
First, consumers are rapidly changing
towards such discerning consumption,
especially as consumers grow more
affluent. Second, brands are taking
their corporate responsibility seriously,
and will investigate developing
solutions with partners to ensure the
sustainable consumption of their
products.
Carousell is at the forefront of
recommerce. We offer a common
platform for every stage of our users’
milestones, and we grow up with them
- in school, when they want to buy or
sell textbooks; after graduation, when
they buy their formalwear and treat
themselves to a small luxury item;
after marriage, when they look for a
property and car. In Singapore alone,
eight out of ten people are already
using Carousell. That’s incredible
mileage for any brands looking to
enter recommerce.

“

Younger generations are pushing
brands to take more responsibility for
the impact their businesses have on
the environment. Instead of accepting
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INTENT

Good news for brands, people like
subscriptions, too. Subscriptions are
seeing significant growth with 65%
of consumers of paid subscriptions
stating they now subscribe to more
paid services than the year before, and
61% stating they would likely continue
to increase their subscriptions in the
year to come.110

In your industry what percentage
of revenue do you think could be
generated by subscriptions five
years from now?
(percentage of respondents selecting
the answer)
Source: iProspect, iProspect Global Client
Survey 2019, Oct 2019

For brands, understanding
people’s intent to capture
their attention, and ultimately
their purchase, is imperative.
But the conversion is
only half the battle. As
highlighted in iProspect’s
Data-Driven Commerce
report,105 repeatability, i.e.,
the capacity to conserve
consumer intent over time,
is a more complicated
challenge for today’s brands
than availability or findability
in their pursuit of growth.
It is also one of the most
strategic considerations:
per the oft-quoted research
by Frederick F. Reichheld,106
it is commonly recognised
that a small increase in
customer retention can drive
a considerable increase in
profit, returning customers
tending to buy more over
time.

Prepare NOW for
the Future
Discover iProspect’s
Commerce Success
Framework and learn
how to make the most of
Availability, Findability,
Buyability and Repeatability
in your commerce strategy.
Download the report
Data-Driven Commerce:
Winning at Commerce in
the New Digital Economy
on iProspect.com.

A

lthough brands strive
to improve customer
relationships to ensure
repeated transactions
and reduce churn,
they face a difficult challenge:
consumer expectations for frictionless
experiences and world-class service
have never been higher. Forty per
cent of customers across the world
won’t do business with a company
if they can’t use their preferred
channels, 59% say it generally feels like
they’re communicating with separate
departments, not one company, and
67% expect companies to provide new
products and services more frequently
than before.107 Therefore, it has never
been more important for brands to
curate experiences and services that
continue to add value for consumers
after the transaction. In that context,
one model built around repeat
purchases has been receiving special
consideration over the last few years:
the subscription model.
Conservation of Intent
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THE SUBSCRIPTION
APPEAL
Pioneered by book publishers as early
as the 17th century,108 subscriptions
have been a cornerstone in the
development of industries such as
media and telecoms. The 2000s have
seen a renewed interest for this model,
notably championed by technology
companies (e.g., subscription software
licensing) and the entertainment
industry (e.g., subscription video
streaming service). In the last four
years, the dramatic increase of niche
subscription-based offerings, from
both digital native vertical brands and
established companies looking to
build deeper connections with their
customers, has considerably expanded
the model into new categories.
Subscriptions are now a common
feature across fashion, grocery, meal
delivery, personal care, and even cars.

21%
33%
20%
13%
9%
3%

0% of revenue - the
subscription model cannot be
applied to my industry
less than 10% of revenue

from 10 to 20% of
revenue
from 20 to 50% of
revenue
from 50 to 99% of
revenue
100% of revenue - my
industry is built around the
subcription model

60%
of paying subscribers have
between two and five paid
subscription services in
2019, these services being
defined as habitually payper-product (e.g., razor
blades) and not traditional
subscriptions (e.g., public
utilities).111

With regular revenues for brands and
the promise of increased convenience
for consumers, subscription models
seem to be the marketing holy grail,
but how far can this trend really go?

For brands, subscriptions present
various benefits, from revenue
management (e.g., better business
planning through guaranteed revenue
stream) to relationship opportunities
(e.g., secured frequency of interactions
between the consumer and the brand,
with multiple up-sell occasions).
According to iProspect research,109 only
one marketer out of five believes the
subscription model cannot be applied
to their industry, and one out of four
believes subscriptions could represent
more than 20% of their revenues in five
years.
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K E Y C O N S I D E R AT I O N S
F O R T O D AY A N D
TOMORROW
Grounding subscriptions in value
It is not enough for brands to ship
their current products at a set
cadence - there must be savings
gained, reduced friction or other
added value for the consumer.
The value must be durable (e.g.,
HBO
subscriptions
increased
year over year despite the end
of the show Game of Thrones,112
which shows the relevance of its
proposition to subscribers) and
regularly
demonstrated
(28%
of paid subscribers have paid
subscription services they forgot
they even selected,113 which shows
an alarming lack of value of some
services).
Additional sources of value can
gravitate around this model. For
instance, to address consumer
sustainability expectations, Loop
offers consumers the possibility
to auto-refill their favourite brands
through a zero-waste delivery
system. Other brands, such as
Bellabox in Australia, offer the
possibility to gift subscriptions,
looking at broadening their
customer base through the power
of recommendation – and an uptick
in gift subscription popularity
around the holiday season can be
expected for the coming years.
Driving business differently
With the rise of subscriptions,
marketers focusing on acquisition
must now consider a new set of
metrics to appreciate the value
of each potential consumer not
on a one-time purchase, but over
time. The LTV:CAC metric (lifetime
value / customer acquisition cost)
is often considered as one of the
most relevant to evaluate the
performance of a subscriptionbased model. Typically, venture
capitalists consider a 3:1 ratio
as good. Below 3:1, acquiring
customers is too expensive for the
value they bring over time. Above
3:1, some opportunities for scaling

COMMERCE, REDUX

The SubscriptionBased Value Equation
Both Nestlé
and Gillette
feature the
recurrent
options
prominently
on their
website

Amazon
Subscribe &
Save makes
replenishment
easy without
leaving the
Amazon
platform

INCREASED
CONVENIENCE
from not having to
remember to place
an order or carve out
time to go to a store

New
Product/
Service
Offering

Retailer

With the increase in competition
in the subscription space, the risk
of subscription fatigue is looming.
The proliferation of subscription
models can be overwhelming for
a consumer, resulting in choice
paralysis (75% of paid subscribers
agree it is harder to choose
a subscription service115) and
collectively annihilating the benefits
of individual subscriptions: instead
of convenience, the consumer
must combat the complexities of
managing multiple subscriptions
across multiple brands, and instead
of savings, the consumer ends up
with layers of sometimes partially
redundant expenses.

by committing
to a monthly or
yearly plan

New
Product/
Service
Offering

ADDITIONAL VARIETY
by either buying from a retailer
across multiple products or
sampling and experiencing a
new service/product

Blue Apron
proposes portioned
ingredients for chefdesigned recipes
with step-by-step
instructions

by increasing the acquisition spend
are probably missed. Of course,
the importance of maintaining
this ratio, inherited from Software
as a Service businesses, may
change according to each specific
organisation (e.g., if a company
only offers subscriptions or can
either sell a subscription or a single
purchase option), but the relevance
of the metric itself remains.

Disney+ let
customers
discover
their content
through a
7-day free trial

This measurement adjustment
itself can already open doors for
more advertising opportunities as
brands are no longer restrained by
one consumer action. It means that
marketers should not only consider
the customer acquisition cost,
but also the reduction of churn.
Developing retention strategies
for high-value subscribers should
begin before the sale, not after
the customer has signed up for
Conservation of Intent
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In
the
e-commerce
space,
subscriptions have focused on
commoditised goods (e.g., razors,
makeup, clothing or food), and
despite the high visibility and
success early adopters have
seen, they are close to reaching
a tipping point. This is where bigbox retailers and wholesalers have
an opportunity to win. The novelty
and convenience of small, productspecific subscription models will
have less pull when subscriptions
become commoditised by retailers.
As the competitive landscape
expands, there is greater need to
leverage subscriptions that have
mass appeal and cover a variety of
products like Amazon’s Subscribe
and Save. This service provides free
shipping and up to a 15% discount
on thousands of brand products on
Amazon when committing to autodeliveries.

Anticipating saturation

MONEY
SAVINGS
Existing
Product

service. In fact, keeping retention
in mind when developing an
ongoing acquisition strategy can
help focus user-acquisition efforts
on the most promising prospects
by considering specific signals that
suggest the likelihood they will
become high-value customers. It
can also help focus on promoting
the offers that would maximise
value over time (e.g., annual plans
may be a harder sell but result in
a lower probability of cancellation,
and shared logins may seem to be
a missed opportunity for acquiring
several paying customers but also
result in lower churn114).

In the service space, combined
services
from
companies
traditionally competing with each
other into single subscriptions can
be expected to become more
frequent. The recent history of
digital banking shows that after
years of deconstructing the bank
in specialised services, FinTech
players have been rebundling
their services to avoid a dispersed
and poor user experience. In the
entertainment category, the French
pay-tv service CANAL+, which
already offers original content and
has deals in place to distribute
HBO content, now offers Netflix
subscriptions, too.116

3

Finally, as we look to the next
ten years and the increased
development of connected homes,
conversational commerce could be
an entry point to invite people to
replenish products, provided it is
done thoughtfully. Assistants could
not only help consumers manage
their subscriptions more easily but
could also help brands manage
relationships and reduce churn.
Marketers need to explore that
sphere today to support the growth
of their subscriptions tomorrow.

Prepare NOW for
the Future
You’ve done the hard
work of attracting new
subscribers. Now how do
you get them to stay? To
learn more about customer
retention, download
the report The MobileFirst Consumer and the
Subscription Economy by
Fetch on wearefetch.com.

Conservation of Intent
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FOCUS
POINTS TO
P R E PA R E F O R
T O M O R R O W,
T O D AY

1

Seize the Direct-ToConsumer opportunity

Although the benefits of selling
through
well-established
retailers
won’t vanish anytime soon, brands
should investigate the opportunity of
developing their Direct-To-Consumer
business. They should consider
replicating the most relevant digital
marketing tactics of digital native
vertical brands to appeal to consumers.

2

Don’t underestimate
the importance of
sustainability and
recommerce

Consumers’ attitudes and behaviours
move ahead, with or without brands.
For their brands’ sustainable efforts
to resonate with their customers,
marketers should observe what
sustainability specifically means for
them at a local level. Brands should
also carefully examine the opportunity
to enter the recommerce space to
extend their e-commerce growth.

FUTURE
FOCUS

2 0
2 0

3

Look beyond acquisition

As consumers’ expectations have
never been higher, adding continuous
value after the transaction is now an
imperative. For marketers, it requires
considering lifetime value maximisation
strategies when building acquisition
plans. They should evaluate whether
developing
a
subscription-based
product or service could add value to
their customers and their business.

THE INTERVIEWS

Bob Stevens, Co-founder and COO of Buttercloth, shares in Future
Focus: The Interviews how to lead in revolutionizing the experience
of purchasing men’s fashion online. He reveals how he aligned a
focus on the D2C experience to drive success in the crowded retail
vertical, and explores the evolution from retail distribution to DTC.

PG.93
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Roughly translated from the Latin, mobilis in mobili means moving
within mobility or changing in a changing environment. Originally
penned by the celebrated French author Jules Verne as the motto
for the Nautilus submarine in his Twenty Thousand Leagues Under
the Sea, it is a fitting description of the central challenge facing
brands and marketers in today’s exploding mobile environment.
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FUTURE
FOCUS

2 0
2 0
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MOBILIS IN MOBILI

A

ccording to the United Nations, eight people
out of ten in the more developed regions
and six out of ten in less developed regions
are expected to live in cities by 2030.117 This
increasing urbanisation will make it easier to
provide internet access to the masses. By that time, three
people out of four can expect to have mobile connectivity
and six out of ten should have broadband access.118 Not only
will more people be connected, but they will also expect
access to better networks. Exploratory work on 6G has
already started,119 and 5G should represent more than 20% of
the overall mobile market by 2025.120

15

The estimated number of times humans will be
outnumbered by internet of things devices in 2030.121

This more urban and more mobile environment will propel
the emergence of new ways of living and shape how people
interact with news, entertainment and brands. How can
brands make the most of increasingly mobile shopping
behaviours? Will marketers be able to keep up with the
explosion of touchpoints?

58
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Prepare NOW for
the Future
To learn more in detail
about the benefits and
requirements of headless
commerce, download
Isobar’s report Headless
Commerce: Differentiating
Your Approach To
Experience Commerce
Strategy on isobar.com

In the traditional approach to
online commerce, the user
experience is dictated by the
technology
platform
(e.g.,
content management system
or
e-commerce
platform),
which can result in inadequate
content presentation (e.g., on
smartwatches interfaces), latency
(HTML generated server-side),
and, more generally, strong brand
dependence on the platform
serving the content.

4

In the headless commerce model,
the touchpoint dictates the user
experience and retrieves the
necessary information (e.g., the
product catalogue) by connecting
to the platform (e.g., the
e-commerce platform) though an
Application Programming Interface
(API). For users, it means their
experience with the brand can be
faster and perfectly integrated with
the device they use. For brands,
it means they can reach users
through more touchpoints without
being limited by technology, and
future-proof their infrastructure to
support any new interface that may
be invented in the future.

Headless Commerce Decoupled Architecture
Isobar, Headless Commerce: Differentiating Your Approach To Experience Commerce Strategy, July 2018122

USER-CENTRICITY
BECOMES

REAL

U

ntil
now,
mobile
experiences
have
unfortunately not always
performed as well as
expected
by
users.
Face recognition has a mixed track
record for non-white device owners.
Lost connections in underground
transportation still plague callers.
Bots repeating frustrating options are
commonplace. And the most popular
application Augmented Reality (AR)
gave the world seems to be the “crown
of butterflies” Snapchat Lens.
However, with technical progress
accelerating in the background and
brands being more mature in the
services they propose, user-centricity is
set to truly come to life over the next
years.

Headless
Presentation Layer
User-Centricity Becomes Real
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Notifications
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P R E S E N TAT I O N

Touchpoints
ecosystem

APIs

Headless commerce reverses the
consumer/technology paradigm
Adapting the technology to the
user rather than requiring the user
to adapt to the technology can
finally become a reality with the
growth of headless commerce.
In a nutshell, the philosophy
behind headless commerce is that
people interact with brands across
many different touchpoints rather
than well-defined channels, and
therefore the customer experience
should be decoupled from the
back-end infrastructure.

PWA

Components

T E C H N O L O G Y M AT U R E S
R A P I D LY

Decoupled API
Operation Layer

In more connected and
urban landscapes, mobile
devices will obviously take an
increasingly important role
as people move around, buy,
pay, entertain themselves,
catch up on the news,
remotely control their home,
and more. No other screen
will be as versatile as mobile,
and user experiences will
have to make the most
of both its opportunities
(e.g., high interactivity) and
constraints (e.g., continuous
partial attention).

Design system

C ATA L O G U E
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CHECKOUT
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B E H AV I O R A L

PRICING

EMAIL
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Headless Commerce goes hand-inhand with an increasingly popular
way to present content: Progressive
Web Applications (PWAs).
Developing a mobile application
versus adapting websites to work
well in mobile browsers has always
been a headache for marketers.
PWAs could put an end to this
debate. In essence, they are a
hybrid of native mobile application
(for the functionalities and the
experience) and web page (for the
speed and the in-browser access).
The benefits of PWAs are multiple.
For users, they are light, fast and
can work offline, which is perfect
for commuting. For brands, they
are easy to develop, work across
multiple operating systems, are
discoverable in search engines
(higher reach), can make the most
of browsers capabilities (e.g.,
geolocation, if granted by the
user) and mean shorter conversion
funnels. Connected to the brand
infrastructure’s operational layer by
an API, they can help brands offer a
truly user-centred experience.
It is important to highlight that,
while developing a PWA can
be very quick, fully embracing
headless commerce is much more
demanding, not only in terms
of initial investment, but also in
terms of reflection on the customer
experience and the ways of working
between multiple departments
across the organisation. Although
the long-term benefits are clear,
rigorous change management is
an absolute necessity to transition
successfully to headless commerce.
Augmented reality strikes back
Augmented reality has always
had detractors who reproached
the technology to be gimmicky,
unreliable, and with limited
applications for business. Some
of these critics have roots in
experimentations which weren’t
delivering against the hype AR
received in the early 2010s.
However, experimenting is a natural
and unavoidable part of the learning
process for any new technology,
and augmented reality has come
a long way since then. More than

MOBILIS IN MOBILI

Reliability
At a professional level, AR
is already used in several
industries, such as construction
(e.g., for ensuring that
openings for ductworks are
located and sized correctly123)
and healthcare (e.g., for
reconstruction
surgery124),
where reliability is not an
option. At the consumer level,
personal mobile devices have
taken a giant step in meeting
specs needed for proper
AR
experience
(graphics
processor
unit,
camera,
sensors) over the last years,
and can now comfortably
display far smoother graphics
than a few years ago.

expectations, the technology now
offers solid arguments for its rapid
development in the next years.
All the major limitations that
used to hold back the adoption
of
augmented
reality
are
disappearing. People now have
personal devices that can render
proper AR experiences, frameworks
power the efforts of developers, and
more brands are developing useful
services. It is time for doubters to
seriously (re)consider augmented
reality.

Availability
Any new technology needs
solid frameworks upon which
independent developers can
build in order to scale. This
is now the case with both
Apple and Google regularly
updating their frameworks
(e.g., Apple’s ARKit 3). At the
user level, web-based AR now
enables people to experience
augmented reality directly
within their browser, without
having to download any thirdparty apps.

SEARCH BECOMES
M O R E N AT U R A L
Just like headless commerce, voice
search and visual search put the user
experience first. Just like augmented
reality, after a few years of hit-and-miss,
the technology supporting voice and
visual search is now fully functional. This
combination of simplicity and efficacy
will make voice search and visual
search the preferred ways for people
to interact with technology in the next
years.

Utility
While AR may have seemed
mostly relevant for the
entertainment industry in
the past, it now has realworld applications in many
additional categories. As
mobile commerce takes off,
augmented reality can help
compensate for the lack of
physical presence and, in turn,
reduce the user’s potential
reluctance to purchase. For
instance, Gucci lets consumers
try on shoes directly through
its application.125 In travel, AR
can improve the service to
travellers. For instance, KLM
helps its customers check the
dimensions of their carry-on
baggage with a simple point
of the camera.126

This is not science-fiction. On the
platform side, Google has already
completed the circle with Google
Lens and Google Assistant. On the
brand side, ASOS’ mobile application
features Style match,127 a visual search
tool enabling users to take a picture
to find a similar one across their
catalogue. This is not a privilege of
$1,000+ smartphone owners either.
Phones like JioPhone128 in India and
Tecno129 in the African continent cost
less than $30 and compensate for the
lack of touchscreen through a voice
button triggering Google Assistant.
These very accessible smart feature
phones will make Voice the preferred
way to interact with their mobile for
markets with billions of potential users.

What can marketers
do to seize this search
opportunity?
Ensure their content is
in order, for instance by
organising the product
catalogue and providing
unique images of the product
being used.
Improve their content
accessibility, for example, by
ensuring their product feeds
are set properly (including
rich imagery), reviewing the
metadata of their images,
and optimising keywords by
considering sentences and
questions instead of single
words.
Optimise for mobile usages,
for instance, by updating their
local business information,
reviewing the speed and
size of their web pages, and
ensuring they address “near
me” searches.
Build voice applications
(e.g., Google Actions) that
educate new internet users
about the category while
giving details on their product.
This is a potent strategic
move because voice apps are
recommended when users use
voice search.

Search behaviour can be categorised
into two main buckets: I want to know
about something, and I want to know
what something is. Voice search covers
the first faster and more accurately than
typing. However, it can be hard for
users to put words to something they
can’t identify, and vaguely describing
attributes will return a myriad of search
results. This is where visual search can
help.

User-Centricity Becomes Real
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Combining audio and visual enables
users to search more effectively and
naturally than before. Users can snap a
picture of an object they want to identify
(what is that?) and once the answer is
returned through visual search, they
can ask follow-up questions through
voice (where can I buy it?). Potential
applications are abundant. Visual
search isn’t just limited to taking
pictures with a camera. As mobile
video continues to gain momentum,
YouTube and Amazon Prime Video
could be the next shopping mall. Users
could ask their assistant what garment
a character is wearing, and after using
image recognition and visual search,
the assistant could return results by
voice for instant purchase. Discovery
will be always-on, and each medium
could be shoppable from anywhere.

4
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REACHING CONSUMERS
WHERE THEY ARE

MOBILIS IN MOBILI

•

Unlocking geolocation potential
For finding the nearest shop,
restaurant or movie theatre,
location-based data constantly
powers the users’ experiences
on their mobile devices. Most
marketers
understand
that
location targeting has the potential
to help users in the right context,
but many are far from using this
targeting to optimal capability.
This involves moving beyond
targeting customers based on
location alone and combining
multiple data points to maximise
relevance and value for the
customer. Brands who understand
where their audiences live in both
the physical and digital spaces can
design convenient experiences
while driving measurable business
results.

•

Arla Foods, a Scandinavian dairy
product cooperative, have a clear
understanding of consumers of
their Arlo Protein products. In
particular, they recognise that
customers who consume high
protein diets are likely to engage
in yoga and weightlifting. Arla
targeted customers who had
frequented gyms and yoga
studios on fitness-relevant sites,
apps and social media while they
were within walking distance
of retail locations. This strategy
not only brought Arla to front of
mind when these fitness-forward
consumers were grocery shopping
but actually drove an 81%
increase in footfall to targeted
sellers of Arla Protein products
across the United Kingdom.
The benefits of location are not
restricted to brands with a physical
presence. An online travel brand
identified that a large proportion
of their customers who booked on
mobile did so on the same day.
Based on this information they
targeted Facebook users who

were visiting in their top booking
cities with a same-day creative
message. This was the best
performing targeting segment
on Facebook in terms of ROI with
85% of bookings occurring within
five days of customers clicking on
the ads.
The attitudinal and legislative shift
concerning personal data does not
automatically prevent brands from
using location data to provide positive
user experiences. Instead, it ensures all
players across the industry collect and
leverage data in a way that is mindful
of the customer. The most effective
way of adhering to these policies is
taking a privacy-first approach, not only
in product development (e.g., when
designing an application) but also in
understanding how data and media
partners collate and store customer
information. Used in the right way,
location data will allow marketers to
provide a real value exchange for the
customer in the moment, without
compromising their privacy.

User-Centricity Becomes Real
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The rise of super apps
Reaching consumers where they
are sometimes means having to
reach them in closed or semiclosed mobile environments,
such as super apps. In essence,
super apps act as portals to a
large array of digital services (e.g.,
social media, news, messaging,
transportation,
e-commerce,
payment), bundled together
in a unique environment. They
typically emanate from singleservice apps (e.g., ride hailing,
financial services) that quickly add
new services to make the most of
their large audiences.
For users, the value in terms of
convenience is clear. They never
have to leave the app, don’t need
to sign into multiple environments,
and don’t need to enter their bank
details. For most daily needs,
super apps can almost replace
the web for people. As a result,
all the data generated by their

digital activity is collected by a
single entity, the platform behind
the super app. That platform can
in return optimise every aspect of
the super app according to each
user behaviour, which makes that
environment even stickier with
users.
Until now, super apps have mostly
been an Asian phenomenon, with
WeChat (China) and Line (Japan)
as figureheads. However, the
super app model is now spreading
across the globe. In Latin America,
Banco Inter proposes a super
app.130 In Africa, Cellulant has
launched Tingg across eight
markets.131 In North America
and Europe, it is no secret that
technology giants are trying to
bring various services together in
their own environments. Amazon
has
connected
e-commerce
and streaming through Prime.
Facebook is working on the
interoperability of its messaging
platforms132 and has introduced

4

Facebook Pay.133 Uber is clear
on its intention to become the
operating system for your everyday
life134 and now combines food
delivery and on-demand rides
in a single application. However,
stricter antitrust regulations in
these regions could prevent these
platforms from offering fullyfledged super apps like those of
their Asian counterparts.
There is not a single super app
strategy for marketers, as each
one proposes very different
potential integrations for brands.
However, as super app growth
is not expected to slow down in
coming years, marketers should
definitely monitor the evolution of
these unique apps in the markets
where they operate to avoid
missing out on an important part
of their customers’ digital lives.

User-Centricity Becomes Real
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POWER
TO THE

Data/Analytics

Which of these
activities have you
partially or totally
automated in your
organisation?

MACHINES?

(percentage of respondents
selecting the answer)

With the number of people and devices connected to
the internet set to explode over the next ten years, the
volume of consumer interactions will grow exponentially.
As marketers legitimately wonder how they will
be able to keep up, they are increasingly looking to
technology for answers. However, this comes with
its own challenges: according to the iProspect 2019
Global Client Survey, the most difficult challenges for
marketers are efficiently managing high volumes of
data (27% of respondents) and understanding how
artificial intelligence will impact their strategies (20% of
respondents).135

M

arketers have two main
expectations for machine
learning and automation
for the coming years.

(percentage of respondents selecting the
answer)
Source: iProspect, iProspect Global
Client Survey 2019, Oct 2019

29%
26%
24%
22%

Deliver personlised content
at scale
Create better efficiencies in
my business
Automate manual tasks
and put greater focus on
strategic tasks
Make better decisions
through processing bigger
data sets

If it worked for them, it will work for
me. It is incorrect to believe that a
technology can easily be applied to
similar but non identical activities with
the same effectiveness. A given piece
of technology only works within the
parameters of the fundamental models
that drive it, and there are always
nuances that do not translate well
across domains.

People need to be
given the permission
to experiment with
technology. If doesn’t
work out, that’s fine,
you can fail quickly and
move on. Brands that
have some money set
aside for innovation,
regardless the ROI, are
the ones that will see
the best return.

The first one is to improve current
workflows by automating low-value
tasks and creating better efficiencies.
In the immediate future, this is likely to
be the area of greatest impact. More
than half of marketers have already
automated their analytics, at least
partially,136 and tasks such as manual
reporting or optimisation will continue
to fade rapidly.
The second one is to extract the most
value from the data available to them
by delivering personalised content
at scale and making better decisions
through processing bigger data sets.
As touchpoints atomise and linking
across systems becomes more critical,
the future likely belongs to those who
can build the right value around the
right models in the right way – and use
them effectively.

D AV E N E W AY
Head of Marketing at IBM Watson137
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Beyond these expectations however,
there are still some common
misconceptions about technology that
are worth underscoring.

“

TECHNOLOGY DRIVES
N E W VA L U E

As a marketer, where do you
think Machine learning and
Automation will help the most
in the next five years?

Source: iProspect, iProspect Global
Client Survey 2019, Oct 2019

This technology is still embryonic,
let’s delay its testing. Experimenting
with emerging trends can prepare the
brand for the near future and create
an environment of innovation that can
spread to other initiatives.
The more sophisticated a technological
solution, the better. Although the
integration of different technologies is
important, simple solutions are often
very effective, and at times more so
than highly complex technologies.
Additionally, against the increasing
digitisation of the ways of working, there
is no small amount of creative disquiet.
A book newly published by the Institute
of Practitioners in Advertising138 voices
this anxiety in a familiar way: “Today’s
analytical culture has sent the industry’s
admired reputation for creativity into
reverse […] reducing what was once
dazzling art form to dreary science.”
Those in media have their own worries
– that they, too, will find themselves
less valuable once algorithms master
the numbers.

D O I N G W H AT
MACHINES CANNOT
So far, these fears have proved
unfounded. In fact, outside of a few
platform-side changes, progress has
been remarkably slow. There are clear
reasons why. The skills to do marketing
and to write code are very separate.
Coders themselves are expensive and
hard to retain. Media as an industry has
inconsistent depths of data that can be
used for such matters. And, perhaps
most crucially, much of the time media
proves stubbornly complex.

Search
Effectiveness Measurement
Programmatic
Social
Creative
Above the Line Media
Other/None

4

51%
28%
28%
27%
23%
12%
9%
7%

Machines are good at complicated,
which is to say difficult. Calculate this
equation to five decimal points? No
problem. But complexity is tough.
Machines find it nearly impossible to
parse that this was actually a value add
from the supplier, or that is only a test,
or there’s another part of the campaign
that just happens to be running in this
budget line and must be balanced
against a different objective with
different KPIs, and so on. Any marketer
knows that a typical account is shot
through with these types of nuances
and exceptions, which is bad news for
universal fixes.
With machines taking care of certain
routine tasks such as day-to-day bid
optimisation, marketers’ everyday
jobs will change. Freed from repetitive
tasks, they will be able to focus on
what humans do best: contextualise
the data on hand to put numbers
into perspective, use empathy to
understand the roots of consumer
pain points, and use imagination and
real-world experience to develop new
solutions. Their main challenge will
be to use strategic thinking to turn
disaggregated information into better
and more effective outcomes, to take
the output that now features things one
previously couldn’t have predicted,
and action it in the best possible way.
Marketers will have to master how to
reverse their past anxiety - to take a
numerical, mathematical approach
and yet be not a dreary science but a
dazzling art. This process – from art,
to science, then back again to art – is
surely the key to the work that will
define the future.
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67

FF

2 0 2 0

MOBILIS IN MOBILI

4

FUTUREPROOFING THE
WORKFORCE
As the role of the marketer transforms,
new or stronger skillsets will be
required, especially in the three key
areas below:

Advanced soft skills:
As these have become
more important than ever,
companies will be looking
to cultivate curious and
collaborative thinkers to drive
the company’s innovation
agenda forward.
True business acumen:
Marketing will be increasingly
looked upon to inform other
parts of the business including
product
development,
pricing and tech. It is thus
crucial for the marketer of the
future to truly understand the
company’s business model
and organisation.
Technology proficiency:
Marketers will need to
acquire the sufficient skills to
interpret the data needed to
drive business decisions. It is
no surprise the most soughtafter profiles to complement
marketing teams in the next
five years are data scientists
and data analysts.139 The
industry is already seeing
the emergence of talent
overspilling from tech firms,
helping marketers move
away from grandiose plans
toward practical models an important act of industry
maturity that should be
welcomed.

In terms of your company
marketing department’s
talent and recruitment,
where do you see the focus
on hiring in the next five
years?
Source: iProspect, iProspect Global Client
Survey 2019, Oct 2019

33%

Data Scientists
Data Analysts

22%

Digital Strategist

18%

Content Creators
Creatives

13%

Channel
Specialists

9%

Planners
Strategists

6%

Technologists
Developers

As 56% of employees believe their
employers fail at making it possible for
them to use the full range and depth of
their digital technology skills as part of
their job,140 it is critical for organisations
to look at unlocking these underused
skills and provide their workforce
with the right training support where
upskilling is needed. This is all the
more important as a right approach to
upskill plays a great role in alleviating
the underlying fear of redundancy and,
ultimately, resistance to change.
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FOCUS
POINTS TO
P R E PA R E F O R
T O M O R R O W,
T O D AY

1

Examine your
infrastructure against your
customer experience

Major progress in technology means
that marketers now have a solid toolkit
to deliver against the user-centric
ambition. Look into the benefits
and challenges of bringing these
technologies into your organisation
from a user angle, a return on
investment standpoint and a change
management perspective.

2

Review how searchable
you really are

This means looking beyond text-based
search to embrace both voice search
and visual search. As consumers adopt
these new ways of interacting with their
devices, optimising for voice and visual
search shouldn’t be an afterthought,
but an active consideration when
approaching content, search and
feeds.

FUTURE
FOCUS

2 0
2 0

3

Be cautious in your
choice of automation
and machine learning
solutions

By improving workflows and truly
putting data at work, automation and
machine learning can greatly improve
performance. However, they should be
tailored for each situation, and not sit
in vacuum away from non-IT teams. Be
cautious about launching automation
and machine learning initiatives
without a clear roadmap, measurement
and learning agenda in place.

THE INTERVIEWS

To find out more, turn to Future Focus: The Interviews, where we
gathered the views of three specialists at the heart of the smart
city revolution across the United States, France and Japan: Andrew
Miller, Associate Director of Mobility at SideWalk Labs, Albert
Asseraf, Executive Vice-President Strategy & User Innovation at
JCDecaux and Hakubun So, Business Producer at Dentsu, Inc.
We also hear from four industry leaders revolutionising the audio
and podcast space, and we speak to Misha Byrne, Partner at
NeuroPower Group, who shares his views about how technology
and the workforce will coexist in the future.
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s we have seen in this report, the economical, technological and
demographic macro trends that will shape the world and the
marketing industry in the next ten years are already at work.

The 2020 milestone marks the end of many corporate three- or fiveyear cycles of achieving - or not - their long-term goals. This is a natural time to cast
out to the future and reflect upon our next objectives.
FUTURE
FOCUS

2 0
2 0

NOW IS THE
RIGHT TIME TO
THINK ABOUT
TOMORROW

The 2030 horizon aligns with the United Nations’ Sustainable Development Goals,
such as gender equality and responsible consumption, which many of our own
clients are supporting with longer-term projects.
In the next ten years, there will certainly be new tech giants rising, influencing how
people spend their time and, consequently, how advertisers allocate their media
investments. Snapchat, WeChat, Line, Pinduoduo, TikTok, Jumia, Instagram… all
were created in the 2010s and now represent an important part of people’s everyday
life across the world. New technologies will grow in importance in conversations
such as quantum computing – even if concrete applications for marketing are not
to be expected in the near future. The dynamics between national sovereignty and
platforms’ ubiquity presage intense debates and new regulatory landscapes. And
the political and financial fluctuations will have lasting implications for consumption,
bottom lines, and ultimately, marketing departments.
Ten years in any industry is a long time, and marketers cannot simply gaze into
their crystal balls to anticipate the unknown. However, the trends developed in this
report, from the rise of diversity, to the increase of online commerce, to growing
mobile connectivity are unlikely to go backwards any time soon or to suffer from any
technological or geopolitical imponderable.
Marketers can move forward with confidence, not only to plan for these on the long
term, but also to act to address them today. As Bill Gates wrote it in his book The
Road Ahead, “We always overestimate the change that will occur in the next two
years and underestimate the change that will occur in the next ten. Don’t let yourself
be lulled into inaction.”141

NOW IS THE PERFECT MOMENT TO ACT TO KEEP
W I N N I N G T O D A Y, A N D T O M O R R O W .
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THE
INTERVIEWS

We invited industry leaders
across the globe to reconcile
long-term planning with
short-term performance.
By not only exploring what
these trends are and what
they mean to them, they
help us look at how to make
the most of these business
opportunities by preparing
today.
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M AT H I E U L A C O M B E
H E A D O F D I G I TA L A N D M E D I A F R A N C E AT D A N O N E

REINVENTING
THE MARKETING
APPROACH FOR
T H E D I G I TA L
ECONOMY
In 2019, Danone turned 100! The French giant is now a
€25 billion business present in 120 markets worldwide.142
Mathieu Lacombe, Head of Digital and Media France
at Danone, shares with iProspect his views on digital
transformation, making data more human, and breaking
away from traditional segmentation models.
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REINVENTING THE
MARKETING APPROACH FOR
T H E D I G I TA L E C O N O M Y

C

ould you tell us more about how Danone has
evolved its marketing approach over the last
five years?

When marketing professionals think of Danone and
our go-to-market strategy, they may see us as a Fast
Moving Consumer Goods (FMCG) leader carpet
bombing its message through tons of gross rating
points (GRPs). I can’t really blame them for that, as we
used the mass-communications model for many years
with campaigns that were all about sales. However,
in 2017, we started our internal revolution facing a
simple hard fact: by systematically averaging our
messages, our target audiences, and our products,
we weren’t where people were anymore, and we
weren’t offering them what they wanted. In short, if
as a consumer you were younger than 45 years old,
you didn’t see our campaigns. We were spending
two thirds of our media investment in environments
where people are leaning back and only a third in
interactive environments where people are leaning
forward, like mobile screens. It was imperative to
recognise and embrace the new paradigm we’re
all living in; impacted by technology, the increasing
mobility and the need for personalisation.
You mentioned the place of technology in consumers’
lives. How do you use technology as a marketer?
Over the years, we have developed what we call the
Humanise Data approach. Through technology and
the data we can collect from it we are now able to
understand our audiences not as consumers, but
as people. We are not limited to what they tell us

when they interact with our brands. Humanising
data is about looking up from the spreadsheet, no
longer observing people behind a two-way mirror,
and instead seeing the world around the consumer.
In that respect, data enables us to support our three
marketing fundamentals: creating value, driving
growth and building brands. For instance, we
leverage data to identify new sources for growth, to
define the social role for each brand in our portfolio,
and to communicate in environments where people
really are.
To really unlock the potential of our Humanise Data
approach, it was essential to change the mindset
and behaviours across the entire organisation, not
just the marketing department. We had to break the
marketing folklore to move from mass-marketing
to precision-marketing. I like to say that business
is about industrialising arts and crafts: it is about
broadcasting at scale relevant pieces of content
adapted to very diverse audiences.
Focusing on how Danone communicates where people
really are, could you tell us how this actually works
through the example of one of your brands?
Todd Yellin, Netflix’s Vice President of Product
Innovation, reportedly said at South by Southwest
that demographic information is almost useless,
as there are young guys watching Dance Moms,
and women in their 70’s watching Avengers. I tend
to agree with him. This is why at Danone we have
developed what we call Tribes.

Tribes are groups of individuals we can identify by meaningful
differences that define them as groups of like-minded people.
To build tribes, we use Danone’s first-party data from our website
and our Customer Relationship Management (CRM), which we
combine with second- and third-party data from relevant partners
to define unique reasons to buy (for instance, for Actimel: calorie
control, alternative to milk, temporary cure, etc.). These reasons to
buy determine how we adjust our brand to make it more relevant
for our audiences. Unlike rigid segments built on demographics,
tribes can evolve over time and we don’t hesitate to delete some
of them if they are no longer pertinent. Using this approach, we
have reduced our TV investment by 33 points in the last two years,
not for its own sake, but because it made more sense for our tribes.

Tribes Drive Danone’s Brands
Media Ad Spending Mix
OOH
Digital

Digital
TV
OOH
Event

65%
35%
53%
22%
20%
5%

Source: Courtesy of Danone France, 2019

Bought

Tribe 1

Tribe 3

Not Bought

B R AN D C O NV E R S IO N
S T R EN GT H

CO NVERT ED T R I B ES
Tribe 2

C O N F IR ME D T R IB E S

Tribe 4

Tribe 5

U NI NF LU E N C E D T R IB E S

Weak Bias

MIS S E D
O P P O RT UN IT Y
T R IB E S

Strong Bias

When we launched new Actimel formulas in France in 2019, we
wanted the relevant Actimel tribes to hear it loud and clear, and
we wanted to recruit new customers as well. Starting with the
marketing target and the product features, we analysed data
signals to define the right tribes to address, some new potential
segments (e.g., gamers) and the additional data sources needed
to reach them accurately, and iProspect defined the best data
providers to support our effort. Only after the data foundations
were properly layered did we move into selecting the right media
and building the right creatives. This personalised approach data-led but people-centric - resulted in excellent outcomes. Our
campaigns were more engaging (+200% in click-through-rate),
more efficient (-220% in cost per view) and, above all, drove more
business for Actimel (+25% in sales).

BRAND AWA R N E SS ST R E N G T H
Source: Courtesy of Danone France, 2019
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ALBERTO LORENTE
V I C E P R E S I D E N T O F M U LT I C U LT U R A L M A R K E T I N G A T S P R I N T

THE
M U LT I C U LT U R A L
O R G A N I S AT I O N
SHAPES
M U LT I C U LT U R A L
C A M PA I G N S
Alberto Lorente is Vice President of Multicultural Marketing
at Sprint, and also serves as a board member of Google’s
Multicultural Advisory Council. In conversation with
iProspect, he shares his views on seizing the multicultural
business opportunity, building the organisation to bring it to
life and what success looks like.
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T H E M U LT I C U LT U R A L
O R G A N I S AT I O N S H A P E S
M U LT I C U LT U R A L C A M P A I G N S

A

ccording to the Pew Research Center, the
US Hispanic population reached nearly 60
million in 2018, representing 18% of the
total population.143 There is clear business
growth opportunity for brands who ensure
their products and communications truly resonate with
Hispanics. How do you approach this audience at Sprint?
Why is this important for your business?

Another example is how we leverage cultural
references in the way we communicate. We use music
a lot at Sprint. Hispanics are very passionate about
music, and nowadays Latin music is more popular
than country music in the United States. Applied
to marketing, music captures audience attention,
boosts recognition and strengthens memorability for
our brand among Hispanics.

We invest in a multicultural approach because it is
great for business. First, the revenue per account for
Hispanic customers is greater than the that of nonHispanic customers. The reason for this is simple:
Hispanic families are larger. We don’t measure our
effort per line but per account, so when these families
come together to a Sprint store -usually on weekends
as a family event- it results in greater revenue per
account. Second, looking into the future, Hispanics
are the fastest growing demographic with growth
estimates around 28% for the next 10 years, while
the rest of the US population is expected to grow by
only five percent.

So, how did you build and structure your marketing
organisation within Sprint to really take advantage of the
multicultural opportunities?

When it comes to the how, there are two main
approaches to address Hispanics. The first one is
to have a total market approach, which means to
ensure everyone is included in your marketing effort,
including Hispanics. The second one -the one we are
taking at Sprint- is to design experiences specifically
for Hispanics. It is, of course, more complicated. It
requires more time to learn how this group behaves
differently than the rest of the population, what their
passion points are, and how they are moved.
For instance, in our industry, digital marketers
typically work towards making customers buy online,
or buy online and pick-up in store. But for Hispanics,
we know that online conversion rates are three times
lower than the rates of the rest of our customers.
We also know that, in our industry, people like to
do some research before walking into a store, and
this especially true for Hispanics. This completely
changed our strategy. For instance, our typical call to
action for Hispanics is Set up a meeting right now, so
that they can walk to the nearest store. This doesn’t
mean we don’t do online buys for our Hispanic
customer base. It means we ensure we take into
account their specificities to treat them differently,
not only in the way we communicate, but through
the entire journey.
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This is a key consideration for Sprint, as we are a very
large organisation with around 30,000 employees.
First, it is very important the multicultural opportunity
is understood at every level of the organisation,
starting with top management. To embrace diversity
and all its benefits - different points of view, looking
outside the box, etc. - we carefully built an extremely
diverse senior management team. It was rather
easy for us because our Executive Chairman is from
Bolivia and he has brought in a lot of people from all
over the world.
Second, accountability is critical. A lot of organisations
hire multiculturalism consultants. These consultants
run across the organisation advising every team,
but they aren’t actually owning any budget and
the responsibilities that go with it. The difference
at Sprint is that our CEO makes us accountable by
giving us a budget, the KPIs and the ownership
of all the channels. If I don’t hit the targets, it’s my
fault because I am in direct contact with the sales
organisation. Since I report to the CMO, campaigns
addressing Hispanics are always coordinated with
the ones addressing non-Hispanics. Our integrated
and multicultural organisation results in integrated
and multicultural campaigns.
In order to understand what success looks like for
Sprint’s multicultural initiatives, could you share with us
an example of a campaign you recently ran?
The way we handled the 2018 FIFA World Cup is an
excellent example of our approach. For Hispanics,
football/soccer is beyond a sport, it is a matter of
national pride. Missing the World Cup is unthinkable
for them but keeping up with the tournament in
Russia during work hours was going to be rough from
the United States. Sprint had a great opportunity to
be part of the conversation. Since we offer unlimited

mobile data access, we could help fans watch the
games when they weren’t at home. However, we
didn’t want to merely focus on a functional response
to the audience’s need. We needed to connect
emotionally to be truly relevant. Since we knew
many in our audience would like to watch a game at
work without being caught by the boss, we created
Fútbol Mode, an entire digital ecosystem to make it
possible!
First, we created social content inviting people to
enter a contest to nominate a soccer legend to fill in
for them at work so they can go enjoy the game. The
day of the game, the soccer legends showed up at
their workplaces and surprised the winners. Then, we
teamed up with Telemundo to give all fans the ability
to stream the broadcast from their phone using
our app, the perfect way to prove Sprint’s network
capabilities. Finally, we created tools for getting away
with watching the games at work like the calendar
blocker, the excuse maker (a fake programmed call),
an email-based real-time game updates system,
and Fútbol Vision (a box looking like an organiser
on which people wearing a special pair of glasses
can display the game). More than three million
people downloaded the app, with 70% tuning to
Sprint’s channel. The campaign increased sales by
13% during the World Cup and the three following
months, reduced our churn rate, and increased our
share of voice. And it won an Effie Award!
Another interesting example is the one of Altarcitos
for Day of the Dead. El Día de los Muertos is one of
the oldest Mexican traditions, and its main purpose
is to honor those who are no longer with us. Mexican
culture doesn’t regard Day of the Dead with sadness,
but rather with celebration and altars full of offerings.
However, like many holidays, it has become highly
trivialised with insensitive ad campaigns. We wanted
to honour the true intention of this holiday by
providing the US Hispanic community with a way to
honour their loved ones respectfully while allowing
family and friends to share their homages.
To do so, we brought the altars online by creating
a website for people to upload a photo of their late
loved ones, personalise the message and share
their digital altar in a place where they already share
a great part of their lives with their close relatives social channels. This campaign demonstrated Sprint’s
cultural awareness and reinforced emotional bonds
with our target audience. It was so well received by
the US Hispanic community that we have renewed it
for three years to date.
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M J D e PA L M A
H E A D O F M U LT I C U LT U R A L & I N C L U S I V E M A R K E T I N G , M I C R O S O F T A D V E R T I S I N G

THE
FUTURE
IS
NOW
Not many businesses with the scale and global influence of
Microsoft have made such vast strides in championing inclusive
marketing and advertising alongside technology developed to
match this ethos. iProspect talked with MJ DePalma, Head of
Multicultural & Inclusive Marketing, Microsoft Advertising, on
why representation on both sides of the camera matters.
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H

ow would you define diversity and
inclusion? How do these concepts
translate into marketing and advertising?

In the simplest of terms, diversity is I’m
different and inclusion is I matter. Diversity refers to
the amount of variety, for instance, in people and
data sets. When you deliberately ensure that the
widest selection of data points or types of people are
part of a study, project, or campaign, that is inclusion
and a driver of innovation.
The business world needs a clear understanding
of the difference between Diversity & Inclusion,
inclusive marketing and inclusive advertising. D&I
refers to programmes, managed by HR or specific
D&I teams, that are meant to promote an inclusive
workplace and develop an inclusive culture in any
given company. Although you need an inclusive
culture to drive the flywheel of innovation expressed
as inclusive marketing, inclusive marketing itself is not
D&I. Inclusive marketing focuses on addressing the
new consumer mindset of purpose-led purchasing
with solutions that consider various aspects of diverse
populations and their unique needs and interests.
Inclusive advertising focuses on the promotion of
these solutions.
Diversity, inclusion, marketing, and advertising play
interrelated parts when you consider an overall
business strategy that can truly provide products,
experiences, and services that not only resonate with
diverse populations, but can reach everyone.
There are two main motivations for inclusive marketing:
the moral imperative to include everyone and the
business potential it represents. Looking at brands
you work with, which dimension do you think is more
prevalent?
I would add the legal requirement as a third
motivation. For instance, “accessible marketing” (i.e.,
ensuring that all public facing marketing experiences
are made accessible) doesn’t only represent the
business imperative of reaching 1.2 billion people
with a disability and the 2.3 billion family and
friends who care about them, in some countries it
is a legal requirement. The recent Domino’s Pizza
Supreme Court case in the United States illustrates
this. The court ruled in favour a man with no sight
who sued Domino’s because he was unable to order
food on Domino’s website and mobile app despite
using screen-reading software. The court ruled
that Domino’s must make their website and app
accessible. Making digital experiences accessible to
all is inclusive marketing.
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As far as the intersection of moral versus business
imperatives, I think the north star for any brand is
that the customer experience aligns authentically to
the brand’s core mission. I have seen a majority of
brands that want to “do good” and simply sponsor
a particular social or environmental cause. This is not
enough with today’s discerning consumer mindset.
Only if the sponsorship is aligned with genuine
resonance with the brand’s purpose can the initiative
work well. Brands are beginning to understand
what their customers care about from a social and
environmental perspective, and to self-examine
their business practices in light of these purchasing
mindsets. More and more brands are exploring this
tipping point of truly understanding that inclusive
marketing is a business growth strategy.
Does the fact that some minorities, for instance
women or LGBTQ+, are quite vocal about their lack of
representation influence brands to focus on them instead
of other minorities such as disabled people? What can
marketers do to ensure they create inclusive advertising
for everyone?
It is difficult to answer in so far as it is difficult to
measure who is the most vocal and what does
representation really mean. Representation can
mean in front of the camera (in ad creative), behind
the camera (creative teams), and also the product
features that produce a better customer solution
for these diverse populations. Therefore, brands
that truly pay attention to who their customers are
and what they need will be in a better position to
serve more people well. A customer base is not a
monolith, and brands must get away from producing
an average product or an average experience based
on the average person. Gender, veterans, people
with disabilities, immigrants, LGBTQ+, ethnicities,
parental status, environmental concerns, etc.,
whatever the dimensions of diversity or intersection
of them might be, empathy will produce the best
product, service, or experience.
This is obviously applicable to inclusive advertising,
which requires a worldview that balances expression
in the creative with common human values that are
often global in nature, but also considers diverse
audience nuances and local regional cultural drivers.
Deep customer research is the key to unlocking
the creative opportunity to build an authentic
and relevant visible connection. This worldview
includes the invisible underlying efforts of ensuring
responsible data management and privacy of the
individual’s data. Microsoft is committed to taking
concrete steps to help strengthen people’s privacy
protection, and that’s why we extend the rights

that are at the heart of the European Union’s GDPR
to all customers worldwide, including consumers
experiencing advertising with Microsoft Advertising
solutions.
As a technology platform, what do you do to ensure your
algorithms don’t replicate bias patterns in the name of
efficiency?
Microsoft has identified six ethical principles to guide
the development and use of Artificial Intelligence
(AI) with people at the centre of everything we do.
Fairness: AI systems should treat all people fairly.
Inclusiveness: AI systems should empower everyone
and engage people. Reliability & Safety: AI systems
should perform reliably and safely. Transparency:
AI systems should be understandable. Privacy &
Security: AI systems should be secure and respect
privacy. Accountability: AI systems should have
algorithmic accountability. Designing AI to be
trustworthy requires creating solutions that reflect
these principles, and we are always happy to help
brands interested in developing solutions based
on AI, for instance, through our guidelines for
developing conversational AI bots.
As a marketer, what are you the most enthusiastic about
for 2030?
It is the idea of inclusive transformation. Companies
who make the effort to understand that an inclusive
business strategy will be the key driver for business
growth will be around in ten years. This includes
sustainability: my hope is that the private business
sector uses its power for scaled positive (or negative)
impact on our environment. The United Nations in
1987 defined sustainability in their Our Common
Future Report as “development that meets the
needs of the present without compromising the
ability of the future generations to meet their own
needs.” The future they were referring to is now.
I hope we can see the forest for the trees (pun
intended) and begin immediately doing our part
in our personal lives as well as our business lives
to affect positive change for the environment and
reverse global warming. Each of the brands we work
with has the power to play a part of a global solution.
As marketers who drive the stories brands tell, let’s
demand an all’s well that ends well story. Consumers’
decision journeys are shifting towards considering
any given product or service’s supply chain practices,
fair trade efforts, and environmental stress required
to produce that product. This consumer pressure will
only increase. Let’s get ahead of this now.
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LAUREN WALKER
R E G I O N A L O P E R AT I N G O F F I C E R E M E A AT D E N T S U A E G I S N E T W O R K

HOW
EVER-MORPHING
R E G U L AT I O N S
I M PA C T T H E
COMPETITIVE
LANDSCAPE
The marketing landscape continues to rapidly evolve due the rate of digital adoption by consumer
and enterprises, which is outpacing government regulation and consumer comprehension of the
impacts of these changes. This is especially true when it comes to people’s data and how it is used for
marketing purpose. One of the most prominent areas of this intersection is General Data Protection
Regulation (GDPR) within the European Union. Lauren Walker, Regional Operating Officer EMEA at
Dentsu Aegis Network, shares her view on what it means for data marketing and market dynamics.
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H

ow has the GDPR changed the way
platforms and brands use data for
marketing purpose?

Accurate performance media campaigns
require a significant amount of data to ensure that
they deliver on the proper metrics. Post GDPR,
a sizeable amount of this data is now “trapped”
inside the walled gardens. Although these platforms
have created ways for marketers to do campaign
performance analysis at an audience level through
their properties (e.g., Google’s Ads Data Hub),
there is no organisational body able to audit the
attributes used to create the audiences. As the
interest in people-based marketing has risen,
Google has responded by enabling brands to use
their own GDPR compliant e-mail CRM repositories
to buy against the same individuals and look-a-likes
within its walled garden. Facebook offers the same
functionality, as does Amazon.
For brands, the digital media performance process
has changed post GDPR. First, they plan, design and
buy a campaign audience within walled gardens using
either their own e-mail CRM file or a pre-determined
audience defined by the walled gardens. One of
the concerns with Programmatic partners has been
the lack of transparency in the attributes used to
formulate audiences. There is a similar dynamic with
the Walled Gardens, but given their volume of data
and scale of reach of these players, they are a default
way of reaching consumers with or without detailed
audience attribute validation. Second, the results
of this campaign, which must happen exclusively
within the walled garden, must be analysed against
set goals within that walled garden and using the
walled garden’s solution (e.g., Facebook’s Advanced
Analytics). As more data is available, brands want to
granular level interactions and behavioural data that
is not made easily available.
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How has the GDPR affected the media market
dynamics?
The unintended consequence of all of the above is
an increasing allocation of global media spend to
the digital walled garden publisher giants (Google,
Facebook, Amazon), who have the capital, market
share and expertise to build identity graphs. This trend
is coupled with the increasing spend by brands on
their own AdTech and MarTech (Google, Salesforce
and Adobe) to gain control of the data necessary
to do the most cost effective and measurable
performance media strategies and campaigns on
their owned estate (e.g. e-commerce platforms).
The independent, fragmented programmatic
marketplace which aimed to deliver another way for
brands to reach digital consumers is contracting to
fewer regionally leaders. As a performance marketing
agency, we recognise this market dynamic and are
responding to it with a flexible model of expertise
as well as the providing brands with our subject
matter experts to work alongside their media and
marketing teams while the industry works through
this evolution.
Analysing the technology vendors (e.g., analytics,
social sharing) selected by more than 27,000 top
websites internationally, researchers from Boston
University and University of Colorado Boulder144
found the GDPR had the unintended consequence
of increasing market concentration. In the immediate
aftermath of the GDPR rollout, these websites
decreased their use of technology vendors by
15%, and as smaller vendors were more likely to be
dropped, the relative concentration of the market
increased by 17%. Although the concentration
returned to pre-GDPR level by the end of 2018, this
study shows how market dynamics could be affected
again by new regulations in the future.
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BOB STEVENS
CO-FOUNDER AND COO, BUTTERCLOTH

CUT
FROM A
DIFFERENT
CLOTH
How do you lead in revolutionising the experience of purchasing
fashion online for men? In working with MuteSix, an iProspect
company, Buttercloth aligned a focus on the D2C experience
drove success in the crowded retail vertical. We sit down with
Bob Stevens, Co-founder and COO, Buttercloth, to explore the
evolution from retail distribution to DTC.
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C

ould you introduce us to Buttercloth and explain
why you decided to launch this business through a
Direct-To-Consumer model?

Buttercloth is a men’s fashion brand created in 2017
by our founder, Danh Tran. Danh came from Vietnam
with a dream of becoming a fashion designer and
worked his way up to head designer for some major
brands in Los Angeles. He wanted to create a fabric
that would allow him to make a shirt as comfortable
as a tee-shirt but look like an expensive dress shirt.
The fabric he developed was so soft he named it
Buttercloth.
Interestingly, when we started Buttercloth, both Danh
and I came from retail distribution, but we didn’t want
to go that route again. In the apparel industry, things
used to be relatively simple: you would start out in
the boutiques and would work your way up to the big
box stores. But today, boutiques are rapidly going
out of business, and the big box stores are on their
way out of business, too, except the ones doing DTC
themselves. Obviously, brick-and-mortar will never
go away completely, but it’s certainly changing, with
more showrooms and pop-up stores for consumers
to try the products before having them delivered
at home. So, as a brand, why carry inventory in
thousands of stores across the country when you can
operate one big warehouse and just show products
at the store? Today, DTC simply makes more sense
when launching an apparel brand. However, it is not
as much about squeezing costs as about developing
consumer relationships. By the time you add up what
you spend in marketing and distribution, that’s about
what the retail distribution channel would cost you
anyway. That said, removing the middleman opens
so much opportunity to have a direct relationship
with the consumer, really hearing what they want,
providing what they want and having total control
over your marketing effort.
Following up on marketing, what is your strategy to
support Buttercloth growth? What are the channels you
use the most and why?
As a DTC brand, digital marketing gives us the
flexibility to stay in sync with what our customers want
and our business development needs. At launch,
we started promoting our brand through a single
platform, Facebook. But we knew that if we lived
by Facebook, we’d die by Facebook eventually. So,
we diversified our channels, progressively including
public relations, affiliates, emailing, and platforms like
Google and Amazon. Facebook now represents only
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58% of our strategy versus 100% at the beginning,
and our channel balance constantly evolves as we
become a more mature brand. We already have a
great return rate (45% of first-time buyers return) and
our priority is now customer acquisition to scale our
business.
What do you think legacy brands can learn from
DTC brands when it comes to building the shopping
experiences that drive consumers to DTC brands?
We put a lot of effort into making the experience as
convenient as possible, which comes down to two
things: making the most of people’s limited time and
personalising everything. I think some bigger brands
could learn from that.
Making the most of customer’s available time takes
many forms. For instance, we are currently focusing
on headless commerce and progressive web apps
to improve the quality and the speed of the online
shopping experience. With progressive web app
technology, a customer could be looking at our
website while getting ready to get on the subway,
completely lose cell service, still be shopping,
placing an order and, when he gets off the train,
the order hits our servers. This is how technology
can make the experience simpler, flowing, clean
and fast for people. The extra services you offer to
your consumers matter as well, and in 2020 we will
experiment with the Try Before You Buy model. It
may look like a subtle evolution from both-way free
shipping, which we already offer, but it makes a big
difference from a psychological standpoint when you
can tell people they don’t have to pay for anything
ahead, that they can just try the product and pay only
if they keep it.
Regarding personalisation, it all starts with good
listening, the kind we do through social channels
and surveys. Pop-up stores give us a great platform
for gathering great first-hand feedback directly from
customers in the stores. However, giving customers
what they want doesn’t mean budging off our
main story. We use feedback to design additional
categories, but the story behind the brand always
sticks. In our communications, we start from a few
‘winners,’ i.e., products that perform very well, and
we then figure out a way to promote them creatively
so they resonate with our audience. Personalisation is
a key aspect of this process to create strong response
and conversion. One of our guiding principles for
creatives is to not only make them look good, but
also making sure they actually help the consumer, so
that we don’t get stuck in the vanity echo-chamber.
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NEW URBAN
LANDSCAPES
As urbanisation and connectivity rise, what will cities look like tomorrow? What do 5G, micromobility
and artificial intelligence mean for urban landscapes and for advertisers? To find out more, iProspect
gathered the views of four specialists at the heart of the smart city revolution across the United
States, France and Japan: Andrew Miller, Associate Director of Mobility at SideWalk Labs, Albert
Asseraf, Executive Vice-President Strategy & User Innovation at JCDecaux and Hakubun So, Business
Producer at Dentsu, Inc.
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Sidewalk Labs aims at reimagining cities from the
internet up.145 What urban challenges will technology and
data be able to tackle in the future?
We are urbanists and technologists aiming to tackle
some of the biggest challenges of urban life, such
as residential cost of living, long commutes, gridlock
and lack of open space, while making construction
more resilient and sustainable. Our mission is to draw
on the current best practices of cities and to design
new technologies in order to improve quality of life
in cities.
For instance, we are introducing dynamic streets
with modular pavements. In the near term, these
pavements could be turned into heated bike lanes
that will be ice free and will embed LED indicators
that light up in front of cyclists to set the ideal speed
to arrive at intersections when the traffic signal is
green. On the longer term, when autonomous
vehicles arrive in our cities, they will be able to drive
in very narrow lanes, which will allow cities to reclaim
that extra space for public grounds - something
we’re very excited about!
After Sidewalk Labs was selected by Waterfront Toronto
as Innovation and Funding Partner, you reached out
to more than 21,000 Torontonians to understand their
needs.146 What expectations and concerns did you hear,
and how do you address them?
Our public consultation showed that people have a
lot of hope about using technology to make life in
cities better in terms of affordable housing, efficient
mobility networks, and fighting climate change. There
is also a lot of anxiety. What we heard the loudest
from Torontonians was no tech for tech’s sake. They
said only introduce new technology if you’re actually
solving a problem... They were especially asking for
data to be collected only for a good purpose such
as making efficient use of public space or improving
the flow of traffic. In response, we proposed an urban
data trust, wherein all the data collected is owned by
a public body, which would decide to grant access to
data only if there’s a good reason.
It is important that whenever we’re proposing ideas
to the public, we collect feedback to better calibrate
our plans. In Toronto, we did it for 18 months prior
to delivering our plans. We opened the doors of our
headquarters so people could talk with our staff and
hosted various panels and advisory groups to ensure
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our final plan incorporated community feedback.
We think it is important to be open and transparent
about our aspirations, our experiences, and our
ability to safeguard data.
How do you envision stores in this new urban
environment?
As we expect to have commercial space in the
neighbourhood we’re building, we’ve been thinking
a lot about what makes a brick and mortar business
successful in an age of booming e-commerce. We
believe the answer lies in smart use of space. In the
future, successful retail environments will require
adjustable spaces to accommodate businesses
that will be around only for short periods. We took
inspiration from the covered arcades of ancient
Greece and designed what we call a Stoa, a space
designed for maximum flexibility so it can be used
in various ways by different successive tenants or by
multiple tenants at different times of the day. For
example, a space could be used as a coffee shop
in the morning, then transformed into a bar for the
evening.
The Toronto project is expected to be completed by 2040
and result in $14.2 billion in GDP with 44,000 direct jobs
creation.147 Where do you expect the project to be in 2030
and what emerging technology do you expect to take an
increasing role to get you there? On a more personal
note, what technology are you’re the most enthusiastic
about for the future of the city?
Our project is currently being evaluated by Waterfront
Toronto and government, and we are looking forward
to the evaluation process, and continuing to develop
a plan to build the most innovative neighbourhood
in the world. Following approvals, we’ll have a better
sense of project timelines.
One of the most exciting innovations that Sidewalk
Labs is putting forward is tall timber - building an
entire neighbourhood out of wood. We’re going to
demonstrate it’s a viable technology supported by
a scalable supply chain. Cities need to rethink their
infrastructure and use sustainably sourced materials
-- and wood can create carbon vaults which store
CO2 for decades. By making buildings out of tall
timber, we’re going to make construction in cities
faster, cheaper, more sustainable and we’re aiming
to do it in the next ten years.
Speaking only my mind, I think the appearance of
electrically powered scooters to ease urban area
congestion is very exciting. Micromobility will
grow rapidly during the next 10 years - faster than
any of us can imagine - and will produce dramatic
improvements in city congestion and climate change.

ALBERT
ASSERAF
EXECUTIVE VICE
PRESIDENT
S T R AT E G Y & U S E R
I N N O VAT I O N ,
JCDECAUX

Micromobility is expected to represent a market of $500
billion in 2030 and could cover 20 per cent of public
transport travel.148 As the inventor of the business model
behind the advertised bus shelter, how do you see these
new mobility options - which typically don’t include
advertising - evolving in the future?
Operating in the public space comes with
responsibility. Micromobility is an exciting
perspective for shared mobility, but it clearly has a
long way to go to address a wider portion of the
population and define sustainable business and
social models. It’s also clear that local governments
do not want disposable mobility solutions, as they
are accountable for developing services that benefit
all users in complex and regulated environments.
We deliver urban services for more than 4,200 cities
within a business model where advertising finances
the installation, maintenance and evolution of these
services. This means there are no direct or indirect
costs for cities, and no additional taxes for citizens.
Behind our success in developing this virtuous model
is our commitment to build long-term relationships
by focusing on trust, accountability and sustainability.
Because we understand cities are the crucible of
society’s economic and social transformation, we
collaborate with them extensively to improve existing
services and create new ones, exploring areas such
as smart urban services, connected and sustainable
mobility, digital and smart communication, urban
connectivity and AI, data and programmatic.
Because we understand brands are key components
of people’s daily lives, we provide advertisers with the
best locations and out-of-home (OOH) advertising
solutions.
In order to become an essential part of public
transport, micromobility providers will need to play
by the same rules as legacy city operators, such
as regulatory frameworks, service reliability, data
compliance or measurable service quality standards.

With 68% of the world population projected to live in
urban areas by 2050,150 the outlook is very favourable
for OOH development. In that context, I believe
the core factors making this medium successful will
remain the same: dense high-quality networks, iconic
and landmark locations at the heart of urban mobility,
and engaging audiences that matter. That said,
OOH formats will evolve to provide advertisers new
ways of being present in the city, such as city event
sponsorship or innovative philanthropy aimed at
urban renovation, or the provision of actual services.
This is what we call Brand Urbanism: an engaged
approach in line with brands’ social CSR strategies
that brings them closer to their audiences.
The rise of connectivity will definitely fuel OOH
growth, with 5G set to become a fantastic opportunity
to drive increasingly dynamic advertising and realtime brand experiences. In terms of communications
planning, 5G’s high speed and low latency
communication will enable us to improve targeting,
deliver the right message at the perfect time to the
right audience, and it lays the groundwork for realtime bidding for Digital OOH (DOOH). In terms of
content, faster connectivity means we will be able
to leverage any kind of data sources, including live
streams, to truly adapt content to each audience. In
terms of experience, 5G will be key to create new
types of OOH interactions with smartphones - and
connected cars eventually - by helping bridge the gap
with the digital ecosystem through features such as
dynamic creative optimisation or augmented reality.
With DOOH forming such an effective combination
with social media, a ‘two-screen’ future is emerging
where public screens and social media will enable
audiences to interact in a more meaningful way. I
believe 5G will bring more flexibility for advertisers,
increasing their opportunities to engage with their
customers while improving brand experience and
‘drive-to’ capabilities.
Going forwards, OOH will become an increasingly
important asset for engaging with a growing
audience in a way that will benefit brands’ awareness,
image, reputation and business. However, in order to
fully reap benefits of the OOH potential, advertisers
will have to look at three important dimensions when
building their brands’ strategy: balancing short-term
activations and long-term brand building, thinking
beyond direct response messages and investing
in creativity to make the most of the surrounding
environment.

Spurred by the development of 5G, the number of global
internet of things connections will triple to 25 billion by
2025.149 How do you see OOH advertising evolving over
the next few years, in the context of increasingly more
connected cities?
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Mobility as a Service (MaaS) is expected to grow at a
compound annual growth rate of 31.7% over the next
ten years to represent a projected $106.8 billion market
by 2030.151 Dentsu has been very active in that sphere
in the last 12 months. Could you explain what is MaaS,
and what are its advantages for cities and users? Where
are we today and what does MaaS mean for the future of
public transportation?
Mobility as a Service is a way to provide people with
a single, integrated mobility solution by combining
various private modes of transportation (e.g.,
owned car use or ridesharing) and public modes of
transportation (e.g., city-operated subway or bus and
taxis).
Until now, people have typically been using each type
of transport separately, resulting in a sub-optimal
experience: from their destination, they needed to
research each option that could partially cover their
route, make the most of disconnected time schedules
and pay each fare separately. With MaaS, users will
be able to access the most relevant door-to-door
mobility solution, not only in terms of efficiency (time
and price), but also in terms of convenience (through
additional services during travel).
For people, MaaS presents two types of benefits:
personal, through tailored and on-demand
transportation services, and collective, as we
can expect MaaS to relieve congestion and its
consequences. For companies, MaaS opens up a
whole new field of business opportunities, which
won’t be limited to transportation operators but
will also interest travel specialists, payment service
providers, content providers and advertisers.
What are the main stages of the MaaS development, and
what opportunities and challenges will rise?
There are two main stages in the deployment of
MaaS. The first stage is connecting existing transport
modes, such as manned vehicles, through real-time
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transit and traffic data processed by algorithms. The
second stage will connect self-driving vehicles to
further optimise transportation safety and efficiency,
requiring mature autonomous driving technology
and robust communication networks, such as 5G.
Both stages rely on a paradigm shift: looking
at transportation services as a bundle. This
interconnection between various services makes the
collection and the processing of data of paramount
importance. It comes with a set of challenges, such
as ensuring the protection of personal information,
and opportunities, especially for marketers who will
be able to better understand the movements of
people and design better context-aware services.
At the moment, the most difficult challenge is to
determine clear roles for all the MaaS stakeholders.
It is a vital consideration, as we need to build a
system at the same time safe, economical, efficient,
and economically viable to cover the infrastructure
investments.
Advertising has traditionally been a way for cities to
finance their public transportation. What kind of business
model will support MaaS? What opportunities will MaaS
offer brands to reach consumers?
We believe there is a strong opportunity for a
business model at least partially supported by
advertising. In 2019, we took part in the “In-town
Autonomous Mobility Service Concept Design
Consortium” in Kobe, Japan, to gather insights for
MaaS advertising feasibility studies. We wanted
to assess the opportunities for interactive forms
of advertising and take advantage of the threedimensional space offered by autonomous vehicles
during travel time. Collaborating with a research
institute, local government, communities, and other
enterprises, we installed both displays and printing
machines in the cars to deliver disaster prevention
information from the local government, content with
local information on regional activities for residents,
and even print coupons redeemable in commercial
facilities in the vicinity.
From the results of this first experiment, we are
highly confident there will be strong opportunities
for brands to make the most of consumers’ travel
times by providing relevant hyper-local offers
based on their routes and the specificities of each
transportation service. And sooner than later!
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THE
PODCASTING
REVOLUTION
If there is one format that has been making the most of the mobility boom,
it’s definitely the podcast. Fifteen years after the term was coined,152 podcasts
have turned into an industry forecasted to exceed one billion dollars in
advertising revenues by 2021 in the United States.153 To better understand
why podcasts are so successful and what are the opportunities for brands,
iProspect gathered leaders who make and follow the podcast space.154
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COMMUNITIES FUEL THE
PODCASTING TIDE WAVE
ZIA D A HMED
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C O N S U LT I N G

Media can sometimes seem far removed from
people’s daily lives. To be part of it, you have to be
part of its bureaucracy. Podcasts are different, as you
can just record yourself through Skype and invite
people to be your guests through social media.
That’s what many young people do and that’s why it
feels so authentic. It feels like anyone can be a part
of it, and creators and audiences act as communities.
This is also true for bigger productions. When
the Pod Save America podcast goes on tour, its
listeners rush to attend live taping because they feel
connected. People truly commit to the podcasts they
choose among the thousands of podcasts available,
sometimes like real groupies!
Beyond the community aspect, I think podcasts have
gained so much traction with Generation Z because
their format is adapted to how we live. Generation
Z spends four hours a day multitasking and audio
makes it easy for us to multitask. This means new
opportunities for brands to meet us where we are,
because audio is with us throughout the day. We
are fully aware that companies know their data
and will advertise to Generation Z, so we want that
advertising to be done well, to feel like it belongs
and is relevant. This is why I believe brands interested
in getting into the Generation Z space should work
with Generation Z content creators. Although there
aren’t yet as many Generation Z creators of podcasts
as other demographics, their number will explode in
the coming years.

VERSATILITY MAKES
PODCASTS THE PERFECT
CREATIVE PLATFORM
ERICA
ANDERS ON,
EXECUTIVE
PRODUCER, KARA
S W I S H E R AT V O X
MEDIA

Creatively, podcasts offer so many opportunities:
there are talk shows that are familiar to all of us,
new narrative shows emerging, and so many other
genres popping up. In troubled times for media and
journalism, it is such a bright spot to have this new
format that is not only truly educating and informing
people, but also creating great audience interaction
for advertisers.
We obviously have lots of brand relationships and
ads that are run throughout the show. Sometimes
the hosts read ads if they feel comfortable and
excited about the brand, sometimes their producers
read ads, and we have also tested out some creative
integrations. For instance, in the podcast Recode
Decode, the host Kara Swisher interacted with an
HBO character from the TV show Silicon Valley,
pretending she was interviewing this character. We
were very clear with our community that it was a
branded segment, and instead of just running an ad
in the podcast, it was a nice way to experiment with a
more creative and personalised connection with our
host. A lot of our hosts get recognised - and not just
overheard - on the street, which is kind of incredible.
It means people are connecting with them much like
in the early age of YouTube influencers.
In the future, I wouldn’t be surprised to see some
of the biggest names in Hollywood and media
having their own podcasts, and to see some content
that started as podcasts developing beyond this
medium, through video, for instance. I really hope
that it continues to grow, and that content creators
and advertisers find that it’s a valuable, lucrative
partnership.

TH E S TR E A MING
R E VO L UTIO N TA KE S
P O DC A S TS FR O M B O UTIQUE
A DV E RTIS ING TO FUL L S C A L E MA R KE TING
M AX CU T LER

M AT T E O
CE U RV E L S
REGIONAL
A N A LY S T A T
eMARKETER

P R E S I D E N T AT
P A R C A S T, S P O T I F Y

There are four main reasons that let us think
podcasting is going to grow exponentially.

Historically, within the podcast space, 80% of
advertising has taken the form of branded podcasts
leveraging direct response (e.g., coupon codes).
However, I don’t think this approach will work in the
future, as most podcasts today simply don’t have the
right audience size and, as a consequence, the vast
majority of podcast creators don’t make money. For
the industry to thrive, we need to monetise content
more effectively. Additionally, now that an increasing
number of brands embrace podcasts, we need to
be able to provide more data to better customise
campaigns for them and to better explain the lift
generated from their marketing effort. This is why the
huge shift happening right now, from a download
system to a streaming system, is critical.
First, streaming gives producers and brands real
insights on audiences. We don’t know whether
someone who downloaded a podcast actually
listened to it. With streaming, we can see how long
they listen and what they skip through, for instance,
a specific ad, which is useful to optimise content. It
can also help creators develop new, more interactive
formats. For example, at Spotify we know when
somebody likes working out, so we’ve created a
podcast that helps them achieve their goal. A lot
of people think a podcast needs to be 30 minutes
in length, but why can’t it be two minutes of great
audio? Why can’t we release shows at certain times
of the day to coordinate with listener habits, like
horoscopes at 6AM? Data can inform us to develop
more relevant formats.
Second, it enables moving advertising away from a
gut instinct approach to a data-led approach. Instead
of buying 100,000 downloads on ‘serial killers’ in
hopes of reaching our audience, we can now use
data to reach the specific demographics we want,
irrespective of the show. Data and analytics make
investing in podcasts much easier for brands, which
can now make the most of these very engaged
audiences.

104

WHY PODCASTING IS
ONLY GETTING STARTED

First, there is a high level of audience engagement.
Contrary to more traditional forms of audio content
like radio, podcast listeners are not limited to
whatever signal comes up and can actively choose
the genre or the host they want to listen. Research
shows podcast listeners really love podcasts and
binge them.
Second, we are investing in algorithms and data.
Content creators are just now starting to get serious
about analysing who’s actually listening to their
content, moving from assumptions towards hard
metrics and audience profiling. Tech platforms are
also betting big on podcasts as they improve their
targeting capabilities to increasingly bridge that gap
between creators and consumers.
Third, voice integration is everywhere. Podcasts are
not the only source of growth for audio, assistants
are on the rise, too. I’m really excited to see how
podcasts and voice technology will better integrate
with each other to create a seamless path from
discovery to purchase.
Finally, increased engagement opens the door to
more robust monetisation. For instance, in Latin
America, we have been observing the dynamics
between content consumption and advertising.
Seventy per cent of Mexicans listen to ads to access
their content for free rather than paying. So, even
if ad-free subscription models are gaining traction,
advertising will be the more powerful model behind
the podcast development, providing a whole new
opportunity for brands to engage with people.
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HUMANS
NEED TO
MOVE UP
T H E VA L U E
CHAIN
Across the world, only 36% of people believe that emerging digital
technologies, such as artificial intelligence and robotics, will
create career opportunities for them in the next 5-10 years.155
This figure illustrates the mixed feelings people have about
technology, embracing it in their personal lives but having
reservations about its role in their professional lives. Misha
Byrne, Partner at NeuroPower Group, shares his views about
how technology and workforce will coexist in the future.156
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A

s a neuroscientist, what are the main
motivational patterns you observe across
today’s multi-generational workforce, and
what does it mean for organisations?

Research shows that the younger generation
have a fire and idealism in much the same way
the baby boomers had at that same age. What’s
changed, though, is that technology has given
them access and a platform to find each other,
and to find commonality of use, for better and for
worse. Technology has also dissolved the boundary
between our professional identity and our personal
identity. Just a few decades ago, you might disagree
with a decision made by your company, maintain a
professional face in the workplace and then go home
and complain to family. Now, a couple of poorly
chosen comments from an executive lead to a rush
of comments online and very quickly the next Twitter
storm starts. There is simply no longer the ability
to segment or compartmentalise public brand and
internal employee brand. Our customers are also our
employees and our shareholders. There’s much more
of a willingness to express quite idealistic positions
within a very short space of time. It means brands
need to be willing to apologise quickly, especially
if company policy is going in a difficult direction,
but far beyond that, brands also need to be much
clearer about sharing the underlying purpose driving
a specific position.
You mentioned the prominent role of technology in
connecting people together. As technology occupies a
growing space in the workplace, what does it mean for
the future of skill sets and ways of working?
Humans need to move up the value chain. Business
problems that used to need a seasoned strategist
(with 25+ years’ experience, say) to read the tea leaves
and come up with the answer can now be addressed
much faster by AI. In the health industry, for example,
radiologists who spent their careers learning to read
the scans are now being outperformed by Watson. It
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means humans need to move to the area where it’s
not the mass throughput of productivity that matters,
but instead being able to deal with the issues that
sit at the edges and to deal with the implications of
the answers we get from the technology. A team in
Japan, for example, recently showed it’s technically
possible to use image recognition to predict whether
someone is likely to steal based on their behaviour,
but should we really deny someone access to a shop
based on their behaviour outside the store? This is
not a question of can, but of should. The skill set
we all need is emotional intelligence: the ability to
reason with unfamiliar topics and come up with a
best guess of the path forward, and then engage
people around how we solve that. It’s a skill set that’s
uniquely human and much slower than AI.
I believe we’ve almost reached the peak of
technology’s intrusion into our lives. Ten or so years
from now, technology will probably be less noticeable,
having receded into the background as we refocus
on the human connection. For 200 years, we’ve been
trying to treat the people in our organisations like bits
of a machine, rewarding them individually, dividing
up the tasks for individuals to perform and seeing
the individual as the unit of performance. However,
from a sociology and a neuroscience perspective
(based on how the brain actually works) we know
people are not designed to work as individuals.
Humans are not particularly strong and fast. What we
are good at doing is working in collaborative teams.
Individuals are not actually resilient; they have ups
and downs all the time. But a team can be resilient as
people pick up the slack when somebody is having
a bad day. Therefore, the key question is how can
we rehumanise the experience of performance
by getting the team to work well? Those of us in
neuroscience and psychology have been saying
for about 20 years that, before anything else, your
brain is wired to belong, to find a group that helps
you feel safe, secure, and supported. It’s really the
foundation for everything that we try to build in terms
of customer experience and employee experience.
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Get Inspired, Everyday
The Roundtables presented by
iProspect bring together change
agents, creative visionaries, and industry
powerhouses for thought-provoking
conversations encompassing the
advertising, social, political, and cultural
spheres.
Visit theroundtables.iprospect.com to
listen to the latest thinking by iProspect,
VICE, The New York Times, Google and
many more.
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