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Introduction
Thriving through customer centricity

Macro trends, from the
integration of digital

and physical channels

to increasing calls for
diversity, are upending
the marketing function.
What can brands learn
from their highest-growth
counterparts to thrive?




The past 18 months forever redefined customer engagement
strategies—and with this change has come unprecedented
complexity. Consider just a few of the macro trends unfolding in
the market: In a world where people continuously toggle between
digital and physical channels, linear customer journeys are
almost a relic of the past. Consumers expect more tailored and
personalized experiences but, simultaneously, are more guarded
in how their data is captured and deployed. Even the definition
of convenience has changed as people expect items and services
to be available at the push of a button. Beyond products and
services, people are more attuned to what a brand stands for—
and if it's only maximizing profit, many will walk away before the
brand can even put an offer in front of them.

These trends are creating just as much complexity within the four
walls of the organization. As artificial intelligence becomes core

to the entire customer experience, teams are scrambling to find
the right mix of talent that elevates—and integrates—the creative
and analytical. In parallel, brands are continuously looking to
ensure their talent is just as representative and inclusive as the
experiences they hope to deliver to market. And underscoring all
of this is the reality that marketing budgets shrunk to record lows
at a time when expectations are at an all-time high.!

Given these trends, how can brands thrive in an increasingly
complex world?

We believe the answer requires holistically rethinking the way
brands engage with customers—and for good reason: When we
surveyed over 1,000 global executives, we found the highest-
growing brands (defined as those with 10% or higher annual
growth) are moving beyond point solutions and comprehensively
addressing the entire customer experience—encompassing
everything from activating an enterprisewide purpose to
overhauling entire customer data strategies.

Taking the lead from these high-growth organizations, we took a

multifaceted approach to the 2022 Global Marketing Trends report.

In addition to surveying executives from five countries, we polled
11,500 consumers across the globe, as well as conducted 18
in-depth interviews with executives from leading global brands
(see sidebar “Research methodology” to learn more). In total,

we identified seven trends that are customer-centric and take a
360-degree view of the solution set.

To provide leaders with a road map to thriving in these
unprecedented times, we organized our trends into three
sections: people, data, and experiences.

However, these sections are not mutually exclusive endeavors.
They comprise an interdependent system that, when
integrated, forms the basis of dynamic customer experiences.



Introduction

Putting people at the center

The opening trends in our report build the foundation through
which everything else flows: the people the brand serves.

B Purpose—A beacon for
growth

Explores how high-growth brands are
cutting through the noise of competing

on price and quality alone and building a
competitive advantage by committing to and
communicating their impact beyond profit.

Authentically inclusive
marketing

Focuses on how marketers—and their
advertisements—are generally the face

of what a brand stands for beyond profit
maximization to consumers. And as
populations continue to become more diverse and increasingly
prioritize representation, it's important to get the brand
authentically right or risk losing your customer of today—and
the future.

Building the intelligent
creative engine

In a fast-paced world, marketers need a
talent model that moves at the speed of
culture. This trend highlights how brands
are unleashing creative content that better
resonates with today’s world. This includes using agile cohorts

of creative and analytical talent to solve customer problems and
seeking new forms of external talent, for example, by turning
influencers from product spokespeople to creative agents.

Building the data infrastructure

The proliferation of channels has led to myriad sources of data.
However, more is not always better, and, in some cases, what's
available today won't be here tomorrow. Our next two chapters
provide guidance in navigating this increasingly complex data
environment.

Meeting customers in a
cookieless world

Discusses how marketers should be
preparing for an environment where less
information will be available as third-party
cookies continue to disappear. Further, we
note how high-growth brands are already ahead in their first-
party data strategies.

Designing a human-first data
experience

But it's not just about moving to a first-party
data strategy; designing a human-first data
experience shifts the lens to consumers to
better understand the balance between
people finding the use of their data helpful and, well, creepy.

Designing dynamic experiences

The customer experience is the culmination of every step along
the way. In this spirit, our final two chapters highlight how brands
can bring everything together to ensure their experiences match
their aspirations of delivering dynamic solutions to customers.

I i Elevating the hybrid

K7Lz~ . experience
Lays out how brands can build dynamic,
cohesive experiences in both their digital
and in-person environments through leading
principles from human-centered design.

Supercharging customer
service with Al

Considers the consumer’s perspective to
show how timely offers and knowledgeable
customer service can better help consumers
[ 4l make purchase decisions. This trend reveals
how artificial intelligence can be integrated with human service to
bring the best of both to the entire customer journey.

Together, these trends highlight that marketing is a powerful force
for growth in designing customer experiences that foster trust
and meet human needs.



Research methodology

18 in-depth interviews with global executives.
The

To ensure a globally relevant, cross-topic understanding of marketing and the customer experience, we conducted two global surveys and

polled 1,099 C-suite executives from global companies located in the United States
(62%), the United Kingdom (11%), France (9%), Japan (9%), and the Netherlands (9%) in April 2021. This survey asked chief executive,

marketing, information, finance, operating, legal, and human resource officers their thoughts on a variety of topics driving the evolution
of the marketing function. As this report focuses on marketing and customer experience leaders, 50% of the respondents consisted

of chief marketing officers or those with similar titles (such as chief experience officer and chief growth officer), with nearly equal
distribution across the other C-suite roles.

All businesses (outside of the public sector) had at least US$500 million in annual revenues, with 73% having over US$1 billion.

The polled 11,500 global consumers, ages 18 and above, in May 2021 across 19 countries:

the United States, Canada, Mexico, Brazil, Chile, South Africa, Sweden, the United Kingdom, Italy, Ireland, France, Spain, Turkey,
Switzerland, Denmark, Portugal, Japan, India, and China.

Separately,

were conducted throughout 2021 and involved 18 executives who either currently or previously held chief
marketing, customer experience, or executive officer roles. Their insights were key to uncovering the trends included in this report.
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Kelly Blum and Gloria Omale, “Gartner says marketing budgets have
plummeted to 6.4% of overall company revenue in 2021,” press release,
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Authentically inclus |v

Winning future customers with diversity,
equity, and inclusion
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While the marketing
Sfunction is increasingly
Jfocusing on more

z High-growth brands are
inclusive advertising, 1 9 VMORE
‘ N " LIKELY

consumers—who are 7 : : to have DEl-related talent objectives
increasingly diverse— than negative-growth brands

expect brands to ‘ il , 3 On a given day, up to 10,000 discrete advertisements bombard
follow through on A consumers during their waking hours." Consumers—especially the
- youngest generations—are expecting more from these messages than
X | just details about the latest seasonal sale. Rather, they are questioning
about three ways whether a brand supports diversity and inclusion both publicly and
marketing can do this. 7 e behind the camera—and this focus is becoming increasingly important
| & to brands as well.

these promises. Learn

1"



Authentically inclusive marketing

As the consumer population diversifies—by race and ethnicity,
sexual orientation, or differences in ability, for example—

it's imperative for brands to authentically reflect a range of
backgrounds and experiences within their messaging if they
expect to effectively connect with future customers. In our
survey of 11,500 global consumers, we found the youngest
respondents (from 18 to 25 years old) took greater notice of
inclusive advertising when making purchase decisions (figure 1).

What's more, when we examined the US results by ethnicity
and race, respondents were up to two-and-a-half times more
likely to be aware of a brand prominently promoting diversity
when making a product or experience purchasing decision

if they identified as Asian or Pacific Islander, Black or African
American, Hispanic American, Native American or Alaska Native,
or multiracial or biracial.

But it's not enough to just market inclusiveness or diversity,

as our results also show 57% of consumers are more loyal

to brands that commit to addressing social inequities in their
actions. Appealing to the loyalties of future customers can
require brands to demonstrate they are promoting equitable
outcomes in all their spheres of influence: via hiring and
retention, using diverse suppliers, or marketing products for
users of differing abilities.? And our data tells us that high-
growth brands (defined as those with annual revenue growth of
10% or more) are more frequently establishing key performance
metrics for diversity, equity, and inclusion (DEI) objectives than
their lower-growth competitors.
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FIGURE 1

Younger generations more often notice representative advertising at the time of purchase consideration
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These findings reflect the contours of a changing society.

New US Census data shows that in the past decade, the white
population has declined for the first time in history, and people
who identify as multiracial, Hispanic, and Asian are driving much
of the population growth.> A 2021 Gallup poll highlights that
LGBTQ identity has risen from 3.5% in 2012 to 5.6% in 2020—
and includes one in six among Generation Z (ages 16 to 26 in
2021).* And the World Health Organization reports that globally,
15% of the population lives with a disability—a category of
consumers that is rarely featured in representative advertising.®

Many of these developments should inform the way brands
speak to younger consumers, especially Gen Z. Overwhelmingly,
94% of that generation expects companies to take a stand on

important social issues, and 90% say they are more willing to
purchase products that they deem beneficial to society.® But
creating loyalty within Gen Z also requires authenticity; these

younger consumers will notice if brands aren't making a genuine,

holistic effort to live those DEI values.

As it happens, committing to battling social inequities and
championing DEIl also ends up being a gateway to growth. In
our survey of over 1,000 global executives, we found that the
highest-growing brands are committed to achieving equitable
outcomes across all their areas of influence—workforce,
marketplace, and society—in ways their lower-growth
peers are not.” They measure their DEI efforts more holistically
and do it more often in almost all areas (compared with low-
growth organizations), with a statistically significant difference
in four dimensions: talent acquisition, talent retention, brand
messaging, and community investments (figure 2).

2022 Global Marketing Trends

Our data tells us that
high-growth brands
(defined as those
with annual revenue
growth of 10% or
more) are more
frequently establishing
key performance
metrics for diversity,
equity, and inclusion
(DEI) objectives than
their lower-growth
competitors.
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FIGURE 2
Where high-growth brands are measuring diversity, equity, and inclusion initiatives
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Source: Deloitte Global Marketing Trends Executive Survey, April 2021.

For instance, 33% of high-growth organizations have established
key performance metrics for diversity in talent retention,
compared with only 17% of negative-growth organizations. And
23% of these high-growth organizations have established ways
to measure diversity in their hiring, while only 15% of negative-
growth organizations have done so.

There were similar differences for external endeavors: 27%

of high-growth organizations have established equity metrics
for community investments (versus 18% for negative-growth
organizations); and 38% of high-growth organizations have
established similar metrics for their brand messaging campaigns
(versus 30% for negative-growth organizations).

Luckily for marketers, they most likely already have a champion
in the Gsuite. According to the 2021 Fortune/Deloitte CEO
Survey, 94% of CEOs indicated that DEl was a personal strategic
priority, and 90% agreed that their organization aspired to be a
leader on the topic.®


https://www2.deloitte.com/us/en/pages/chief-executive-officer/articles/ceo-survey.html
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Essentially, consumers want to support brands that represent
them and their values. And organizations that have made DEl
efforts a core priority also recognize that it's just as important to
feature representation in front of the camera as it is behind the
scenes.

How can marketers do this? There are multiple ways across an
organization's ecosystem, of which we've highlighted three:

* Ensure teams and suppliers reflect your market.
Teams—Dboth internal and external—that closely reflect the
markets they serve can reduce the cultural and demographic
distance between the brand and the consumers they aspire
to reach. “It's not just who we hire internally, but who we work
with,” says Marissa Solis, senior vice president of portfolio
marketing, partnerships, and media at Frito Lay. “We want
to make sure we're working with a diverse array of content
creators, agencies, directors, and producers to influence the
industry and be culturally relevant in how we convey those
messages—in an authentic way.”

* Bring diverse voices back to the organization. As chief
marketing officers are often the first line to the customer, they
should use that position of influence to continuously monitor
and bring the needs of underrepresented communities to
their organization—and feature those voices and faces in
campaigns.

For instance, global beauty and personal care brand Avon
surveyed 8,000 women across the globe to understand what
issues were impacting them most during the pandemic.
When Avon found that 41% lost confidence during the
pandemic, it partnered with models of various races,
ethnicities, and abilities to drive awareness on its “My Story
Matters” platform—a space to give women a chance to share
their authentic, unedited stories.

* Make your commitments measurable. Ultimately, no
amount of messaging can help a brand overcome the hurdle
of being labeled disingenuous. One way to solve for this is
to make sure your DEI goals are not just checking a box but
creating real, measurable outcomes.

For Laura Curtis Ferrera, global chief marketing officer of
Scotiabank, artificial intelligence (Al) helps to audit messaging
and ensure there is always accountability. “We're really
investing in representation—inclusion by design—at all
levels,” she says. “We tried to do it manually, but it's really
time-consuming and you may miss things. And when you add
a human, you add bias to the process. So now we do it using
Al; then we have someone whose actual job title is around
managing the inclusion-by-design mandate.”"

In the end, future generations and growing populations of
diverse communities are expecting more. Simultaneously,

the highest-growing brands are reducing the cultural and
demographic distance between the makeup of their teams
and the markets they aspire to reach. Marketers can help their

organizations not only hone their messaging but also support
a company'’s transformation to a more equitable, diverse,

and inclusive organization, thereby underpinning their brand
messaging with authenticity.

About the research

The Global Marketing Trends Executive Survey
polled 1,099 C-suite executives from global companies
located in the United States, France, Japan, the United
Kingdom, and the Netherlands in April 2021. This
survey asked chief executive, marketing, information,
finance, operating, legal, and human resource officers
their thoughts on a variety of topics driving the
evolution of the marketing function.

The Global Marketing Trends Consumer Survey
polled 11,500 global consumers, ages 18 and above, in
May 2021 across 19 countries.

See the to learn more about both studies.
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