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brand 
compassion
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As Millennials wield 
ever greater market 
power, brands 
looking for longevity 
and loyalty will 
have to establish 
social relevance 
as well as product 
relevance. This will 
see an increase in 
purpose-driven 
communications.

THE LOW DOWN

Nowhere to Hide 
The role of the corporate brand has changed radically 
because of technology, the proliferation of content, 
increasingly savvy consumers and sustainability moving 
from fringe to mainstream

Assets That Do Good  
This goes beyond a brand slogan and calls for a 
humanitarian brand mindset and a broad world view that 
opens up possibilities beyond their category and may 
involve any part of the organisation from R&D to marketing 
to HR

Heart On Your Sleeve 
Done authentically and effectively, the payback is a more 
powerful brand story, a deeper connection with key 
audiences and better profits

Unilever’s ‘brands 
with purpose’ 
growing at twice 
the speed of 
others in their 
portfolio

Global spending 
on ‘responsible 
consumption’ 
products is 
$400bn (£262bn)

Purpose is key  
to attracting 
talent - 
Millennials want 
to work with 
companies that 
can be trusted 
and that they 
aspire to be a 
part of

The ‘super-fit’ 
group, which 
consists of 35 
brands including 
Google, Sky and 
Danone, are 
companies that 
clearly demonstrate 
that they want to 
do more for  
society and have 
actions in place to 
start doing so

In the US, responsible consumption 
products have grown around 9% annually 
in the past three years

59% of people think that companies 
should highlight ethical initiatives, with 
60% agreeing that it is more genuine 
when a company supports a cause 
related to their business



life  
analysts
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We will see 
consumers take 
ownership of their 
personal data and 
become more 
sophisticated in 
how they integrate, 
benchmark and 
compare it to 
gain insights into 
their behavior 
and improve their 
wellbeing. Brands 
that enable this will 
be welcomed into 
our daily lives.

THE LOW DOWN

Data, Data Everywhere 
From health and fitness to work patterns, finances and sex 
lives, we’ll be observing, analyzing - and sometimes sharing 
- in an attempt to take control and meet our goals.

Making Sense Of It  
Wearable tech and the Internet of Things play an 
increasingly important role in combining diverse data sets 
as do new tracking aggregator platforms such as Apple 
Health.

Actionable Insights 
Better informed consumers will be making data-driven 
choices and demands and there will be a new wave of 
companies and services helping us turn data into action.

37% of US consumers would be 
interested in clothing with sensors 
that can detect diseases, conditions or 
ailments, while 45% of British consumers 
already use or are interested in wearable 
devices that track heart rate, blood 
pressure and movement and 74% of 
Chinese consumers are interested in 
using wearable devices to track sleep 
quality, heart rate, and blood pressure

In 2014, 
there were an 
estimated 21 
million wearable 
tech units sold 
worldwide, this is 
expected to grow 
to 150 million 
units in 2019

The number 
of laws and 
statutes is 
increasing at a 
dizzying rate, 
in an attempt 
to safeguard 
consumers and 
their data



video killed 
the radio star
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Video will continue 
its takeover of 
the global web as 
publishers, search 
engines and social 
networks give 
priority to video 
content - the 
ideal infotainment 
format in an age of 
dwindling attention. 

THE LOW DOWN

Play the Game 
The video play button will become the standard call to 
action for communicators. Vloggers, Viners and YouTube 
creators will be a critical channel to extend reach and 
credibility. 

Creating Buzz 
Brands will take an attention lesson from Buzzfeed and 
create videos that meet the personal, emotional and 
functional needs of their audience. Corporates, brands and 
politicians will all be telling Snapchat Stories.

Watching Live 
Live streaming will be everywhere, with new multi-
streaming platforms like Blab joining the likes of Meerkat 
and Periscope.

YouTube has 1bn 
monthly users and 
400+ hours of 
content uploaded 
every minute

By 2017 74% of all 
internet traffic will 
be video 

Snapchat gets 
6m+ daily video 
views and 
Facebook 8m+ - 
more than 65% 
on mobile

~100m people 
watch at least one 
Vine a month – 
the top Viners are 
exceeding 5bn 
loops (views) for 
their content

62% of 18-24 year olds would buy a 
product endorsed by a YouTube creator 

Buzzfeed gets 2bn+ views a month for its 
video content – most via social channels



return to  
first  principles
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We’ll see rapid 
changes in consumer 
behavior as the 
sharing economy 
mainstreams across 
markets. Nothing is 
sacred - expect new 
models for everything 
from finance to 
healthcare as the next 
generation rips up 
the rule books and 
reimagines the future.

THE LOW DOWN

Let’s All Share 
Uber and AirBnB are just the start – expect new models 
for everything from finance and fashion to healthcare and 
logistics. Policy and regulation will start to keep pace as 
countries struggle to gain and sustain leadership in the 
sharing economy

Reinventing The Wheel 
As crowdfunding has democratized entrepreneurism, so 
3D printing will democratize innovation - with rapid low 
cost prototyping we can expect numerous products and 
components to be literally reinvented.

Play Left Field 
Established companies must be open-minded and light 
on their feet to pre-empt threats from unfamiliar quarters 
and embrace unlikely opportunities. Many will start to 
supplement their existing services with models that include 
sharing.

With Uber facilitating more than 
1m rides a day and AirBnB hosting 
in excess of 0.5m stays per night, 
the paradigm of business is being 
disrupted on a global scale

The Alternative 
Finance market 
which directly 
connects 
lenders to 
borrowers 
is growing 
rapidly and 
could be worth 
as much as $2 
trillion in 2016 
in China alone.

The 3D Printing 
industry is 
estimated to 
be worth $3bn 
worldwide in 2016



spotlight on 
dark social
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People will shift from 
broadcasting content 
on public news feeds 
to more intimate 
connections with 
small fluid groups 
via messaging apps, 
text and email. 
Organizations will 
seek to inspire, 
enable and track 
sharing in the dark.

THE LOW DOWN

The Intimacy Advantage 
We may share content with fewer people in the dark but 
the intimacy advantage and lack of clutter adds emotional 
weight and makes recipients far more likely to pay 
attention.

Help to See in the Dark 
A slew of new tracking tools will help organisations capture 
and measure dark social engagement and gain insights to 
better optimise their future content.

Make it Sharable 
Brands must make it easy for people to email their content 
with a click and add mobile-friendly ‘sharing’ buttons for 
platforms like Snapchat and WhatsApp 

Two-thirds of 
political content 
is shared on 
dark social

Nearly 70% of all 
online sharing is 
via dark social

As much as 
84% of arts and 
entertainment 
content and 
82% of travel 
content is 
shared on dark 
social

WhatsApp has 
more than 400 
million users 
sending 50 billion 
messages a day, 
and 800 million 
monthly active 
users



the art  
of now
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Mobile dominance 
and the rise of 
contactless payments 
will drive demand for 
instant gratification 
and frictionless 
experiences. 

THE LOW DOWN

The Fragmented Journey 
The consumer journey increasingly fractures into hundreds 
of intent-driven micro-moments, which Google summarizes 
as: ‘I want to know’; ‘I want to go’; ‘I want to do’; ‘I want to 
buy’

No Time Like the Present 
Brands and organizations need to be there at the moment 
of interest with timely information, opportunities and 
interactions as expectations of immediacy forever change 
the landscape

Instant Gratification 
Location-based technology will play a critical role as will 
visible and audible discovery apps such as Blippar and 
Shazam. Buy buttons will be everywhere from social media 
to billboards and shop windows.

In 2015 mobile 
searches 
overtook 
desktop 
searches in 
at least 10 
countries 
including the US 
and Japan 

Beacon technology 
is being used 
in everything 
from retail and 
transport to events 
and museums. An 
estimated 46% of 
retailers launched 
beacon programs 
in 2015 and in 
2016 they could 
drive more than 
$40bn in sales.

By the end of 2016, more than $2 
billion in online shopping will be 
performed exclusively by mobile 
digital assistants like Google 
Now, Siri and Cortana as they connect 
need/want, research and evaluation



power to  
the people
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People will continue 
to make the shift 
from consumers to 
citizens as they work 
together to demand 
transparency, 
mobilize support and 
effect change. 

THE LOW DOWN

We Are the 99% 
We’ll see an increase in global activism around common 
issues such as terrorism, refugees, women’s rights and 
climate change, with coordinated action by groups and 
individuals across borders

Democracy in Motion 
New civic engagement platforms will connect people and 
government, enabling effective participation and driving 
new levels of accountability

Meet Your New Boss  
Public campaigns will scrutinize corporations and demand  
targeted changes in how they do business – from resource 
management to fair working practice

Already more 
than 123m 
people have 
supported 
petitions on 
Change.org with 
almost 15,000 
victories in 200 
countries 

Over 8m people 
globally have 
voted on the UN’s 
Have Your Say 
ballot with ‘honest 
and responsive 
government’ 
in the top four 
priorities for 
adults of all ages 
across the world, 
after education, 
healthcare  
and jobs

Oxfam’s ‘Behind the Brands’ scorecard 
assesses the agricultural sourcing policies 
of the world’s 10 largest food and 
beverage companies and asks people 
to make a difference by boycotting and 
petitioning the brands they own 



show me  
you know me
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In an era of instant 
price comparisons 
and product reviews, 
brands must foster 
direct human 
connections with 
consumers who 
expect consideration 
and customization at 
every turn. 

THE LOW DOWN

I Am Not a Number 
Customer relationships will become more about art than 
science as people expect brands to go beyond data 
crunching and show a genuinely personal touch 

Do you speak Human? 
Emojis will pop up everywhere from menus to feedback 
forms as companies find more  intuitive ways to engage 
their audiences at every stage of the purchase cycle

Experience is All 
Trust and loyalty are dependent on great experiences 
through human customer service, money-can’t-buy reward 
schemes and targeted experiential campaigns

Companies 
are looking to 
splice customer 
spending data 
with social media 
intelligence to 
deliver hyper-
personalized 
rewards

87% of consumers 
say experiential 
activities are more 
effective than TV 

Emojis are no 
longer just the 
language of 
teens – more 
than 60% of 
over 35s identify 
themselves as 
frequent users 
saying they 
express their 
feelings better 
than words

30% of consumers 
said that they 
found relevant and 
personal rewards 
were the top factor 
in encouraging 
them to spend 
more

On average loyal customers make up 20% 
of a company’s business but 70% of sales
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